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Part One: Case Study, Warby Parker
Background of Warby Parker

Warby Parker was founded in 2010 by Wharton MBA graduates Neil Blumenthal, Andrew Hunt, Jeffrey Raider and David Gilboa, who had unpleasant experiences when they tried to replace their eyeglasses. At that time, they noticed that the eyewear industry had been dominated by a single company that had managed to artificially keep prices high and, in the process, earn huge profits from clients who did not have any other options (Warby Parker, 2020). Therefore, Warby Parker started to provide an opportunity for the clients. The company has grown from a small business started in 2010 to a valuation of $1.2 in 2020 (Mark Institute, 2013). Its stubborn refusal to define itself in a restraining manner has helped it to enhance its innovative capabilities. It was often labelled an e-commerce firm when it started, but it has worked its way up from the online seller of eyewear to having 110 physical stores in the US and Canada and has employed over 2500 workers (Warby Parker, 2019). The company has circumvented outdated channels, designed glasses in-house and engaged with clients directly to ensure that it offers high-quality, relatively cheaper and better-looking eyewear. It is the company’s commitment to ensure that people get fun and enjoy while buying glasses. To the company, every individual's right to see, and it exists to ensure that people get to enjoy this right. 
Case of Successful Innovation by the Company
Warby Parker has learnt how to utilise and take advantage of disruptive innovations to succeed in the eyewear business. According to Mark Institute (2013), the founders of the company discovered that glasses and frames in the United States before 2010 cost an upward of $300-$400, which was quite expensive and unaffordable for low-income earners. The founders conducted a study on the difference between the actual cost of making glasses and the price individuals paid for them. Through this, the company discovered a huge gap between the prices the clients were paying and the actual cost of manufacturing 

glasses. It thus came up with high-quality and relatively cheaper glasses, which were sold at $95 (Mark Institute, 2013). 

In 2019, Warby Parker launched its extended size series, which featured five proportional sizes from extra narrow to extra-wide. This was one of the most disruptive innovative technology the company adopted to take care of the increasing needs for better glasses for its clients. Parker’s new collection featured a total of 27 eyeglass styles with the primary aim of providing solutions to all classes of clients. According to David Gilboa, the collection responded directly to the feedback given by the company’s customers. The company also utilised disruptive innovation to make different frames and glasses in 2019, which became a top innovative firm in the United States (Experience Point, 2019). Gilboa noted that the company considered the feedback given by its clients regarding the sizes of glasses it produced to make them better. The clients acknowledged their love for the new styles but said that they had problems finding their right size. Out of these feedbacks, the company engaged in a 2-year long project that involved research and design, product tactics, and data science. 
The project team analysed thousands of faces and different head shapes to ensure that it creates frames that would fit every face. This is how the extended size series came about, and it was this product chain that made the biggest collection for the organisation. The company’s 2019 Impact Report indicates that it distributed over 5 million pairs of glasses through the program ‘Buy a Pair, Give a Pair.’ By the end of 2019, the company had surpassed its target of 7 million pairs, and a majority were distributed to developing countries. The impact of this was that it helped increase the productivity of employees in these developing countries by over 32 per cent and income by over 20 per cent (Warby Parker, 2019). 
Why Warby Parker was Successful with its Extended Size Series of Glasses
From the above case, several factors led to the success of Warby Parker in its rollout of the extended size series of glasses and frame sizes. In his address to the media, Mr Gilboa credited design thinking with the organisation's and rollout of the extended size series of glasses (Experience Point, 2019). Design thinking refers to the human-linked approach to innovation that is usually anchored in understanding client needs, quick and instant prototyping and generation of very imaginative ideas. It can change the manner in which a company develops products, processes, services and organisations (Curedale, 2013). Companies that use design thinking to develop their products ensure that they improve their quality to meet the need and desires of their clients. That is why Warby Parker managed to realise immense success in the rollout of the program. 
The second factor contributing to the company's success is its ability to consider all feedback from their clients and factor them in designing their products. For instance, the extended size series was an idea formulated and incubated out of the need for the client to have frames and glasses that fit their faces. The customers provided feedback to the organisations expressing their admiration for the company’s products but complained that they would not find the correct frames and glasses to fit their face. This prompted the 2-year project that saw the company analyse over a million faces in order to make varied sizes that could fit any face (Experience Point, 2019). The implication of this is that the company’s management was quite responsive to clients' feedback. In this light, it will be necessary to attribute the success of the organisation to its quick response to the complaints and general feedback its clients gave. Therefore, consumer feedback has proven to be a powerful tool for creating products that can satisfy the needs and desires of the clients at all times (Christensen, 2016; Karimi and Walter, 2016).
The third factor that contributed to the immense success of Warby Parker is its ability to invest in research and design heavily. The company invested in R&D and data science to solve the client's complaint once and for all. Its 2-year project utilised data science to analyse many faces to ensure that the company produces glasses and frames that would fit every face. Further, the company's management believes in the skills and competencies of its workers and trusted them with the duty of finding the solution to the challenge facing the firm. This is crucial in organisational management because when employees feel valued, they tend to show their prowess and competency by working around the clock to help their organisation meet its targets (Tang et al., 2015). 
Lessons that Can Be Learnt from The Case
There are various lessons that can be learnt from the above case study. First, companies need to take advantage of disruptive technologies that can give them a competitive advantage over the rest. Warby Parker took advantage of disruptive innovation to position itself as a leader in the eyewear industry. Due to the realisation that Luxottica was taking advantage of customers by charging them higher prices for eyewear, the company created a unique niche style that saw it endear customers to its brand. 
Secondly, one can learn that client feedback is crucial for a company that wants to provide solutions to its challenges. In this light, it is significant that a company takes into account all the feedback from its clients before designing products that can meet their needs or desires. Warby Parker succeeded in taking over Luxottica’s market share because it valued client feedback. From the case above, the introduction of the extended size series frames was in response to the feedback from the customers. The company utilised research and design in a 2 -year project that led to the production of frames and glasses of different sizes.   
Another lesson that I can learn from the case is that companies must invest in improving the skills and competencies of their workers as a way of achieving their main objectives. Therefore, they should organise regular training and workshops to train workers on the requisite skills for their success. 

Part Two
Three Things I Like About Your Assignment 
The assignment has given me an opportunity to learn about corporate entrepreneurship, and I have realised that entrepreneurs are always daring on the grounds that others get scared of. Secondly, I have learnt that entrepreneurs fail severally in their trials but do not give up. This is the spirit I should inculcate as an upcoming entrepreneur. Thirdly, I have leant always to take advantage of disruptive technologies just like Warby Parker did and succeeded in its line of business.
2 Pieces of Advice on How to Improve the Assignment 

To improve the assignment, I recommend that we do broader reading to discover the primary reasons behind specific actions by a given company. Deeper and reflective reading can assist us in uncovering some of the hidden facts about certain phenomena. The second piece of advice to improve the assignment is to realise the need to look at the case study from an entrepreneur’s point of view. Entrepreneurs find opportunities amidst troubles and challenges (Yu-Kai et al., 2015). 
Two Things I Did Not Know Before Reading the Assignment
There are two significant things that I learnt in the area of Corporate Entrepreneurship and Strategic Human Resource Management after reading the assignment materials. For instance, I learnt that corporate entrepreneurship is greatly influenced by the quality and competency of managers or leaders the company hires (Morris and Covin, 2011). From the case of Warby and Parker’s founders, who are also CEOs of the company, it is evident that they are highly competent and responsive to the needs and desires of the company’s clients.
The second thing I learnt is the power of disruptive technologies. I learnt from the case that disruptive innovation could boost the chances of small firms, making them big in their industries, just like Warby Parker. 
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