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Developing Innovation and Creativity for Mint Masala
[bookmark: _Toc34292652]Introduction
Innovation forms an important backbone to a company’s capacity to gain a competitive edge. While the historical studies attribute much of the innovation prospective to process or service and product innovations, recent research by KMPG (2015) argued that three of four directors believe that their firm’s competitive advantage would be confronted by a competitor’s innovation models. When it comes to these innovative models, the hospitality industry is one of the most interesting segments to look at. With the various transitions taking place in the industry restaurants have moved further away into becoming a leading industry in the globe. With the constant change in trends, the hospitality industry has been at the front in making changes to their operations to meet the present demands and the overall change in tastes and preferences. As such, restaurants across the world have been able to penetrate new markets and to delve into the existing ones. This paper will, therefore, seek to present the business model of innovation and its risks paying attention to Mint Masala in South Wales.
[bookmark: _GoBack]Mint Masala is located in Neath is among the best Indian restaurants that offer the best Indian, Balti, Bangladesh, and Asian Cuisine. The food is often excellent with a lot of unusual and numerous dishes to choose from as well as an innovative menu. It offers special dishes including gluten-free options, vegan, halal, and vegetarian-friendly dishes. Foods are freshly cooked and reasonably priced hence making it affordable for all people. The restaurant has adequate space, parking, and a cool and classy bar where one can stay while waiting for the takeaway. The customer service in the restaurant is exceptional with staffs that are friendly, helpful, and are customer oriented. However, Mint Masala competes with other nine Indian restaurants and eighty-four other restaurants. It is as a result of this that the restaurant must continue to come up with new products, market strategy, new processes, repositioning, and novel paradigms to be gain a competitive advantage over the others. The fact that they are the only local Indian restaurant that offers many interesting dishes that are freshly prepared along with outstanding customer service does not necessarily mean that the competition is inexistent. Competition is inevitable in the market and that is why companies must continually innovate and become creative in their operations and provisions to ensure that they differentiate themselves from the rest. The only way to do this is through business innovation models that utilize the 4 Ps that is, Paradigm, process, position, and product (Shabbir, 2015). All these innovations are essential in making sure that the firm succeeds in maintaining and improving its overall performance to remain viable in the market.
[bookmark: _Toc34292653]4Ps
[bookmark: _Toc34292654]Product
Mint Masala's efforts to listen to their clients and establishing a relatable brand to everyone will create a niche for the restaurant. Branding will create a personality for the firm while the brand image will exemplify how clients view the restaurant (Artz et al. 2010). Consistency will be essential in creating a reputable brand while the marketing approaches such as advertising and promotions will help Mint Masala gain a recognisable face within the industry. 
Thinking in line with the clients’ needs, value systems, lifestyle, notions, and social interactions are also creative mechanisms that Mint Masala can use in the marketing mix as this will help the firm to dominate the market. It takes innovation to meet the increasing demands of clients in a then hard market. In recent years, the demand for meat alternative foods has increased as consumers have been on a realisation journey regarding their health and lifestyle choices. Most of these consumers shift to other foods due to reasons such as overall health concerns and change in taste preferences. In a report by Olayanju (2019), the sale of healthier foods including plant-based food products was nearly 3 billion in the year 2018. The increasing numbers reported illustrating a promising trend for alternative foods and the sources exceed soy and wheat protein food products. According to Olayanju (2019), the international market for non-soy and gluten-free proteins is estimated to be 1.5 billion dollars by 2022. Accordingly, restaurants are in the frontline in acknowledging these trends and are making all efforts to innovate alternative foods. As such, Mint Masala is not an exception and should, therefore, look for food products that provide sustainable, functional, and nutritional elements that are non-GMO. The combination of client needs with an updated list of food types will help to develop and deliver foods that have tremendous flavor, mouth-feel components, and good texture.
Besides, the number of individuals suffering from allergies and various intolerances is increasing. Hence, there is no doubt that as a company in the restaurant industry, Mint Masala needs to innovate and develop food products that are allergic sensitive. The restaurant may introduce something like an allergy amulet which is a portable allergen detector. With such innovations, clients can be able to test whether the food they are about to consume has a likely allergen in it. In the years to come, Mint Masala's new product innovation will experience exponential growth particularly in the advertising and innovation of menu, new food products, and consumer-centered menus. With Mint Masala's willingness and consistency in investing in product development and improving the quality of service offered, the firm will be able to maintain its market and uphold consumer loyalty (Rainey, 2006). 




[bookmark: _Toc34292655]Position
Moreover, innovative perspectives for marketing strategies will play a vital role in growing a development-centered organisation and repositioning the Mint Masala organisation. With a suitable marketing strategy, devotion, hard work, diligence, and efforts put into the restaurant will deliver excellent results and profits to the business. This will exceed the number of resources and funds in terms of money, employees, and time invested in sales operations. As contended by Shabbir (2016), the essential aim of establishing a market strategy is to make certain that the firm’s goods meet the consumers at the level of their needs. This is to means that Mint Masala must invent products that meet the consumers’ needs or demands and preserve a long-term relationship with the clients such that the consumer is more probable of making a repeat purchase, hence summing up to customer loyalty.
It is important that in a limited market, an organisation needs to maintain clients once they become regulars. Clienteles will include a diverse set of clients with varying tastes and fondness. For instance, when young people visit the restaurant, they will expect to find a fun place to eat. While a corporate person will visit the restaurant with an expectation of getting a great-tasting food experience and some may even want foods that can be eaten elsewhere even in the car. This is just a small illustration of how the customer profile for Mint Masala will look like. Therefore, Mint Masala can tailor their communication needs to meet the various client patterns.
Notably, Mint Masala should employ a flexible marketing strategy that will enhance them to have a competitive edge and respond to the different trends such as changes in perception, demand, and behavior. The restaurant will also establish a brand for the organisation to help it to penetrate the market that would else be challenging to enter. With the marketing strategy, Mint Masala will be able to determine whether the clients are satisfied with the products and services offered.

[bookmark: _Toc34292656]Process
Mint Masala will also benefit from improving their processes. For instance, it will be important for the organisation to establish a new and improve on the existing consumer interaction or distribution channel. With this in place, the system will better the delivery process providing new solutions within the client interface. Amit (2012) claims that the way a firm serves clients is a great method for differentiating themselves from their competitors. As such, Mint Masala can expect successful operations due to their capacity to make their clients' lives better and easier by offering them goods and services that meet their expectations. The future for the firm hence looks brighter with an increased scale of sales. Mint Masala can seek to establish further growth outside its core business. With Just- Eat and timely deliveries, the firm can use their strengths and abilities to their advantage allowing their brand to enter into the adjacent markets. With the use of the application on the phones, the firm can organise transportation which can help in extending the line of provisions and offer their clients with the new value (Baregheh & Rowley, 2014). Also, the implementation of a new and considerably better product delivery approach can occur indirectly. For instance, the company may seek to invest in attaining the right support function in the human resource department. To meet the high demand and the evolving changes in taste, preference and health lifestyle, it will be critical for the restaurant to employ a lifestyle coach who may work with the chef in coming up with a healthy menu that meets the needs of customers. Again, to be able to work with technology in order, online payments, advertising, and delivering goods and services, it will be crucial to employ technic personnel one who can handle all matters relating to technology (Artz et al. 2010). Furthermore, Mint Masala should invest in education and on-job training. They should consider giving their workers cookery and hospitality training as this will empower them to serve classic and exceptional quality brands to their clientele. With this in place, the restaurant will be able to save on time, serve clienteles better, and save on funds. However as stated by Teece (2009), these implementation changes may also require a cultural and structural change in the organisation. The final product is usually unchanged but the strategies of bringing out the good are improved.
[bookmark: _Toc34292657]Paradigm
While process innovation is keen on improving the strategies and the product, paradigm innovation is linked to modifications in the underlying mental models that frame what a firm is involved in doing. This will necessitate that the company changes the perception of clients hence a radical change in the market (Rowley et al. 2011). Repositioning of food like vegan and gluten-free foods as premium designer goods are some of the examples of paradigm innovation that Mint Masala can take part in. however, it is important to understand that the paradigm shift cannot act in isolation with other invention types. It can still contain both product and process innovations. For instance, Mint Masala can seek to change the underlying product model by moving away from products that are of higher prices that target only the wealthy class of people to a wide range of people of all classes. Addressing people across all socio-economic classes will increase their customer base ultimately increasing their profits (Shabbir, 2015). Mint Masala can create several values for themselves, their clientele, and society through paradigm innovation. This can take place in the form of process, repositioning of existing goods, and product. These business models are progressively customer-focused and are providing services that are new in the market.in confronting the competitors therefore, Mint Masala needs to embrace the challenge of transforming its organisation model to become significant, viable, and sustainable even in the days to come.

[bookmark: _Toc34292658]Innovation Process Model
The innovation will go through five discrete and crucial stages to achieve the aim of innovation in the restaurant. To start, with restaurant will need to generate a novel idea which they will have the pressure to implement and the liberty to make explorations. Brand extension is one of the ways Mint Masala will tap into the market. Mobilisation of the idea will later follow where the idea will travel across varying physical and logical analyses. This will help in the progression of the notion hence ushering the next process which will involve weighing of the advantages and the disadvantages linked to the novel idea. Supporting and evaluating the idea will be of greater importance in determining the viability of the idea and if it is worth inventing. Allowing transparency in the process will allow employers and all the relevant stakeholders to feel free to contribute to the idea in an honest way without fear of being misjudged. This is a significant cost-effective marketing approach to provide novel products. Artz et al. (2010) state that organisations are not considered being good or bad based on their behaviors but also the performance of their products. Recent research supports the view that negative information regarding a product character impacts consumer’s attitudes towards that brand more than the way positive information on good influences purchases. The third stage will involve experimentation where the sustainability of the new notion will be tested in a specific time an environment. At this stage, Mint Masala will be able to determine their target market and will determine the purpose of the innovation. With this in place, the restaurant will be able to realise that the great idea is right for that particular time and market. From there, the idea will get into the commercialization phase where Mint Masala will have the chance to assess the customers to confirm that the innovation idea will actually meet their demands. As Shabbir (2016) argues, at some point, social media platforms in the present time have increasingly become effective tools for small organisations. Similarly, the Mint Masala could take advantage of the social media to advertise their products and publicise their services, by making fan pages where they can welcome followers and welcome any ideas that can help better their innovation. The restaurant will also at this stage assess the cost and advantages of launching the idea. Finally, the idea will go through diffusion and execution. Diffusion will entail gaining general acceptance from the company while implementation will be the process coming up with structures, measures, and funds required to implement the innovation.  
[bookmark: _Toc34292659]Risks
However, with these business model innovations, there are risks attached to them. Major risks associated with the risks include failure to comprehend the consumer needs, failure in creating an effective solution that addresses well-understood client needs, and financial risks. According to Bublitz & Peracchio, (2015) the number one reason for novel product failure is due to the insufficient know-how of the target group needs. Though there will always be an inherent risk attached to the new solution, the firm can and ought to make certain that they carefully study and understand their target clients and their needs before investing in development solutions. Mint Masala can, therefore, learn how to capture their target clients’ unmet needs and then come up with solutions to address the issues as this will guarantee a higher return on their innovation investment and reduce the risk subsequently (Teece, 2009). Besides, Mints Masala should consider expanding its products which will help in increasing profits. This is due to spreading of risks, meaning that when one good/service performs poorly in the marketplace, then the organisation can rely on the profits made from other goods to endure (Rowley et al. 2011). This means that the company will not experience insolvency or closure due to huge losses after innovation investment.

[bookmark: _Toc34292660]Conclusion
Considering the above discussion, it is evident that developing an innovation model in business is key in determining its success. Product and process innovation has however been seen to impact the financial performance of a restaurant. Therefore, this report recommends that Mint and Masala Neath embrace innovation fully as it is the driving force to attaining their competitive advantage in the market. Risks are part of any innovation; hence, the restaurant needs to capitalize in research & development to establish paradigms, processes, technologies, and products that could lead to better financial performance. This will eventually drive more creativeness and inventiveness in the market which will possibly increase the outcome of Mint Masala both technically and financially. Besides, the innovation will help in positioning Mint Masala strategically within the market using better technology and providing unique goods and services. There is a gap in healthy foods and Mint Masala needs to seize the opportunity by innovating food products that meet the consumer’s need, taste, and preference for healthy lifestyles. With the right technology, human resource personnel, timely delivery, and an understanding of the target market and putting proper considerations on sustainable development will help Mint Masala to penetrate their brand in the market.
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