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  FOREWORD




  Welcome to this fully revised and updated edition of Effective Innovation. The underlying practical philosophy of this book, as well as its principles, models and

  frameworks, have withstood the test of time. I am delighted, therefore, to be able to share them with you here.




  I suppose that as individuals we should all be – or be ready to be – innovators in our personal lives. My focus in this book, however, is on those of you who are called upon to be

  leaders in organizations, leaders at all levels – team, operational or strategic.




  In one of my earlier books I wrote that ‘change throws up the need for leaders and leaders bring about change’. Leadership is about taking people with you on a journey, which is

  another word for change, and that almost invariably involves new ideas and new ways of doing things. Are you ready for that?




  The constant demand for innovation can be daunting, and I can understand if you feel it to be so. But, remember, you personally don’t have to have all the ideas or do all the work.

  Creativity will be widely distributed throughout your team or organization, although you will always find that some individuals are more creative than others – that is life.




  It takes effective teamwork to bring creative ideas to market in the form of improved, or new, products and services. Building that kind of teamwork, with its wide range of

  know-how, talents and skills, calls for effective leadership on your part.




  The good news is that this book will show you how to both nurture creativity and harness it with teamwork so that it produces all the innovation you need. As the case studies show, it has been

  done before. Now it’s your turn. Good luck.




  John Adair, 2009




  

     

  




  INTRODUCTION




  ‘What a wonderful thing the human brain is,’ said one manager a few decades ago. ‘It starts working when you wake up and stops as soon as you get to the

  office.’ Nothing could be further from the truth today.




  Ideas about work have undergone a revolution in recent times. Gone are the days when an employer could hire people’s physical energies without their minds. Today, success at work –

  and longer-term employability – depends largely upon mental contribution. Most of us are ‘knowledge workers’ now. If our brains aren’t fully engaged by the time we reach

  work – and throughout the day – our career prospects are limited!




  Creative thinking, or having new ideas, is becoming an ever more important part of work. But innovation is more than personal creativity. It is the process of taking new ideas through to

  satisfied customers. And it occurs at every stage in any business. Potentially it involves the whole team at work. Which is why innovation ought to be an essential part of your business

  strategy.




  Effective innovation has three overlapping dimensions. You can picture them like an oyster shell:




  [image: ]




  By you, of course, I mean you as an individual. And in this book you and your skills will always come first. Why? Because new ideas are the

  pieces of grit in the organizational oyster than can grow into white lustre pearls. Organizations don’t have new ideas. Teams don’t have new ideas – only individuals have

  new ideas. That’s why you come first.




  But taking ideas to market involves teamwork, for one person cannot do it on their own. Innovation requires teams. Notice that I have put several teams on the shell, because you may well

  belong to several: core department or functional team, project group, quality circle, executive management team or board of directors.




  The organization you work for encompasses all its parts – including you and the teams you belong to – but it’s more than the sum of its parts. It has a life of its own.

  In Effective Leadership (1989) I suggested that all organizations develop a group personality as well as possessing three overlapping areas of need:
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  That group personality, or culture, as it is commonly called, plays a vital role in innovation. Some cultures encourage innovation; others stifle it. It’s not much

  good being a creative individual and building creative problem-solving teams if your parent organization poses a hostile environment to new ideas. This book encompasses all

  three dimensions, or layers, of the outer oyster shell.




  The aim of this book is quite simply to help you become a more effective innovator. Obviously I cannot do it for you – you must learn how to do it for yourself. But that is no bad thing.

  As Winston Churchil once said to a friend, ‘I don’t mind learning, but I hate being taught.’




  I am assuming that you have a direct interest in being able to produce new ideas and bring them to market. You may work for an organization which is in the throes of change. Or you may be

  self-employed in a business that demands fresh thinking and an innovatory approach. Either way, creative thinking and innovation are important to you.




  Within the overall aim of the book there are three specific areas of need that you will need to focus on to become an effective innovator. With this in mind I have divided the book into three

  parts, each with its own area of need.




  What do you need to become an effective innovator?




  

    

      

        	

          You need a conceptual framework for understanding how your mind works when it seeks new ideas. Part One clarifies the concept, provides some background,

          and offers you a model of your mind at work.


        




        	

          You need to develop your skills as a creative or innovative thinker. Part Two describes seven habits of successful creative thinkers, showing how they can

          become your habits of mind. Each of them has a chapter to itself.


        




        	

          You need to be able to manage innovation. Part Three encompasses what you have to do to help teams develop new ideas, the ways in which you can build an

          innovative organization, and how to take your creative ideas into the market place.


        


      


    


  




  HOW TO USE THIS BOOK




  This is not the kind of book where you have to start at the beginning and read the chapters in sequence through to the end. You may have a natural preference to jump

  forward and backwards. Feel free to do so. The chapters are designed to be more or less self-contained, so you can read them when you have time. Imagine the chapters as being, not steps in a ladder

  but, rather, spokes in a wheel. You don’t have to be a step-by-step reader to enjoy this book!




  As with the other books in this series, it is important to understand the process of learning. I suggest that you will learn little or nothing about creativity and innovation unless you make a

  conscious effort to relate the general principles to your real-life experience. It is essential to bear in mind that we learn by the interaction of:
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  It is when sparks jump between these two poles – the general and the actual – that learning occurs. So you need both. The various case studies and examples in this

  book are designed to be stepping stones:




  [image: ]




  Equally the process must work in reverse. Your practical knowledge, gleaned from both the observation of actual creative thinkers or innovators and your own practical

  experience, must be brought to bear in a constructively critical way on the ideas presented here.




  Checklists have been included to help you relate the ideas of this book to your own particular needs, problems and opportunities. The more time and thought you invest in

  answering the questions in them, the more useful this book will be.




  USING THE BOXES




  As a small anthology on creative thinking and innovation, I have introduced some material in boxes to supplement the main body of text. My main aim in doing so is to

  stimulate further thought. Reading the boxes may be a further exercise you could set yourself should you choose to return to the book a second or third time.




  Finally, this isn’t a textbook, but more of a practical guidebook. I want you to find it stimulating and enjoyable, as well as being instructive, so I’ve added some puzzles and

  exercises to make the whole experience more fun.




  If you do choose to invest some time and mental effort into reading and working on the following pages, they should help you to:




  

    

      

        	

          Develop your understanding of the creative process


        




        	

          Overcome barriers or blocks to having new ideas


        




        	

          Enlarge your parameters of vision


        




        	

          Learn to build on ideas as well as criticize them


        




        	

          Increase your tolerance for uncertainty and doubt


        




        	

          Listen, look and read with a creative attitude


        




        	

          Make time to think


        




        	

          Become more confident in yourself as a creative person


        




        	

          Be a more effective leader or member of innovative teams


        




        	

          Know how to manage innovation in your organization


        


      


    


  




  

     

  




  PART ONE




  THINKING TO SOME PURPOSE




  The concepts of creativity and innovation overlap considerably, but they are not the same. What they have in common is the idea of newness. A

  creative idea is a new idea, at least to the person who has it. It may involve an act of synthesis uniting two or more apparently disparate ideas or things.




  There isn’t a special box in your brain labelled ‘Creative Thinking Department’. When it comes to creative thinking and innovation the whole brain is involved. One part or

  another may be at work at certain phases, but any thinking – even creative thinking – always uses the brain as a whole.




  By the end of reading and studying Part One you should have:




  

    

      	

        A clear understanding of the meaning of the concepts involved, together with some of the better known contemporary theories of creativity, such as lateral

        thinking.


      




      	

        A simple but comprehensive sketch map of how your mind works when it’s thinking to some purpose.


      




      	

        Some understanding of the fields or activities in which you are most likely to become an effective creative and innovative thinker.


      




      	

        An introduction to a central paradox of creative thinking, namely that it’s both a supremely solitary craft and yet also intensely social in nature. You

        can’t think for long on your own.


      


    


  




  

     

  




  1




  CREATIVITY AND INNOVATION




  A distinguished visitor to Henry Ford’s auto plants once met him after an exhaustive tour of the factory. The visitor was lost in wonder and admiration. ‘It seems

  almost impossible, Mr Ford,’ he told the industrialist, ‘that a man, starting twenty-five years ago with practically nothing, could accomplish all this.’




  ‘You say that I started with practically nothing,’ Ford replied, ‘but that’s hardly correct. Every man starts with all there is. Everything is here – the essence

  and substance of all there is.’




  The potential materials – the elements, constituents or substances of which something can be made or composed – are all here in our universe. We humans cannot make anything out of

  nothing. If you narrowly define creativity as ‘to bring a thing into existence without any previous material at all to work on’, as Thomas Aquinas did, then clearly it is ‘only

  God who creates – Man rearranges’.




  WHAT IS TRUE CREATIVITY?




  Clearly we cannot create in that divine sense of making something out of nothing. Some people, however, like to confine the concept of creativity to the

  ‘creative arts’ which most approach that supernatural ability. They reserve the word ‘creative’ for products that are very far removed from the original raw materials

  used.




  A masterpiece by Rubens was once a collection of blue, red, yellow and green ‘worms’ of paint on the artist’s palette. Now the physical materials in this type of creative work

  – paints and canvas for an artist, paper and pen for an author – are entirely secondary. Creation here is more in the mind. Perception, ideas and feelings are combined in a concept or

  vision. Of course, the artist, writer or composer needs skill and technique to translate what is conceived in their mind on to canvas or paper. Such artists are often thought to be inspired by God,

  or some spirit or genius outside themselves, that enables them to transcend normal bounds in creating works of truth or beauty.




  At the other end of the scale, the concept of creativity is sometimes stretched so far as to almost empty it of any meaning. You may think of an idea as being creative, for example, because it

  is new to you. But if this is the only criterion used, it is on the bottom rung of the ladder.




  

    

      Spencer Penknives, a long-established Sheffield cutlery company, was going through hard times. Henry Parker, the managing director, came into the office one morning and

      summoned his senior executives. ‘I was doing some creative thinking in the bath last night,’ he said, ‘and I’ve had a good idea.’ An air of expectancy suddenly

      developed. ‘We must ask our main customers why they aren’t buying our products in such quantity now.’ A stunned silence followed. After the meeting on the way out, the sales

      director commented to a colleague, ‘Some creative idea! We’ve been saying that for the last two years.’


    


  




  Having an idea that is new to you is certainly a step in the right direction. But you must also ask yourself the following: Is it new to others? Has it been

  brought to market already?




  Now in truth it is very rarely possible to have a truly new idea. Homo sapiens have been on earth for a very long time. So almost anything you can conceive has probably been thought of or

  invented by someone else before.




  Did you know that . . . ?




  

    	

      Solomon’s Temple was protected by lightning rods


    




    	

      Emperor Nero devised a slot machine


    




    	

      Another Roman emperor had three elevators in his palace


    




    	

      Hindus used the cow-pox virus centuries before Jenner


    




    	

      The reaping machine was described as a ‘worn-out French invention’ in the sixteenth century


    




    	

      A thousand years before Christ, the Chinese extracted digitalis from living toads to treat heart disease, recorded earthquakes undetected by the human senses, and developed

      an instrument that always pointed north – the compass


    


  




  You can see what the author of Ecclesiastes meant when he coined the phrase ‘there is nothing new under the sun’.




  But some ideas may be born before their time. The Caesars, for example, may have had a few elevators, but the state of technology of their times meant that they could not be produced on any

  scale. Leonardo da Vinci may have sketched helicopters and submarines but, again, the technology for making and powering them wasn’t available.




  Originality, per se, then, is not enough. What is more important is that an idea should be relatively new and feasible in your given situation or environment. For example,

  it’s too late for you now – just as it was too early for Leonardo – to make your personal fortune from inventing the helicopter. That idea and its technology are

  no longer new.




  Notice, incidentally, that whenever the tide of technology advances – especially if it makes a quantum leap like the advent of the internet – a whole range of ‘old’/new

  ideas in the background of our collective memory as the human race suddenly becomes feasible.




  DEFINITIONS




  Why do people perceive anything as new? They obviously won’t do so if it’s already very familiar. That may give us some clues about innovation. The

  following questions point to the perception of newness in an idea or concept, product or service:




  

    

      

        	

          Has it recently come into existence?


        




        	

          Has it been made or used for only a short time?


        




        	

          Is it freshly made and unused?


        




        	

          Is it different from something similar that has existed before?


        




        	

          Is it of superior quality?


        




        	

          Has it just been invented, created or developed?


        


      


    


  




  You can now see that new is not the same as original, which, strictly speaking, applies only to something that is the first of its kind to exist. As our knowledge is limited

  it’s difficult to establish a claim to true originality. So often research or enquiry will unearth someone who has thought of it before. Nor does new always have the extra overtones of novel,

  which adds to newness the nuances of the strange and the unprecedented.




  You may find it useful to think of successful innovation as being comparable to the production of a play or film in which different people – say, a director, producer,

  author and scriptwriter – are involved. In successful innovation one or more of the following individuals will be at work:


  





  

    

      	

        KEY PLAYERS IN INNOVATION


      

    




    

      	

        ROLE


      



      	

        NOTES


      

    




    

      	

        Creative thinker


      



      	

        Has the power or quality to produce new ideas, especially ones not known to have existed before.


      

    




    

      	

        Innovator


      



      	

        Can bring in or introduce something new or as new, such as a product or service to the market. Also, alters or makes changes to an established product or service.


      

    




    

      	

        Inventor


      



      	

        Comes up with a new and potentially commercial ideal. Often combines both creative thinker and innovator.


      

    




    

      	

        Entrepreneur


      



      	

        Conceives or receives ideas and turns them into business realities. Often uses OPB (Other People’s Brains) and OPM (Other People’s Money) to develop a market

        opportunity.


      

    




    

      	

        Intrapreneur


      



      	

        ‘Takes hands-on responsibility for creating innovation in any kind of organization. The intrapreneur may be the creator or inventor but is always the dreamer who

        figures out how to turn an idea into profitable reality.’ Gifford Pinchot, Intrapreneuring: Why You Don’t Have to Leave the Corporation to Become an Entrepreneur (Harper

        and Row, 1985)


      

    




    

      	

        Champion


      



      	

        Picks up an idea, not necessarily his or her own, and runs with it. Shows commitment and tenacity in seeing it developed properly and successfully implemented.


      

    




    

      	

        Sponsor


      



      	

        Gives an idea the backing it deserves. Usually a senior manager who believes in it and influences key people to clear the way and help overcome obstacles as it is taken to

        realization.


      

    


  




  CASE STUDY: GOOGLE – THE WORLD’S MOST POWERFUL INTERNET SEARCH ENGINE




  What made Google the fastest growing company in the history of the world? The story began with two creative-thinking self-confessed computer nerds at Stanford University;

  Larry Page and Sergey Brin. Together they invented a convincing answer to the question that is in the mind of every internet user: ‘How can I find, in order of importance, the web pages that

  are relevant to my present concern?’




  A core ingredient of their solution was a program they developed called PageRank, which signals the importance of any given web page by counting the number of other pages linked to it. But the

  formula they used to ‘score’ the relevance of a given website blended in other criteria as well: how often key words appear on a given page; whether the website home appears in the

  page’s title; and so on. Armed with these insights, the innovative partners founded the company in a garage in 1998 and based the name on a misspelling of the word for the number

  10100: the googol. Its stated mission was ‘to organize the world’s information and make it universally accessible’.




  Equally innovative was Google’s business strategy. No money was spent on advertising: since the site was both incredibly useful and free, its promotion took place entirely by word of

  mouth. Meanwhile, Page and Brin were raking in money through a supremely simple device: the ‘sponsored links’ section on the right of each search page. Every time you click on any of

  the ‘AdWords’ in that space, you’re taken to the website of the company which has bid for the privilege of ‘owning’ those precise ‘AdWords’; and the

  company pays Google for each click. The small ads are hugely profitable: over a six-month period they earned Google some $2.6 billion.




  The future of Google – as with all companies – depends on creativity and innovation, and it has extended these principles to the way the company is run.

  Google’s philosophy is to give its highly-paid staff free rein. Employees are urged to devote 20 per cent of their time to their own pet projects. Hence the development of Google News (a

  global news engine which searches national and regional newspapers); Froogle (now Google Product search – a price comparison site); Google Talk (a way of making free phone calls over the

  net); and Google Book Search (a scheme to make the full text of the world’s books searchable by anyone).




  CASE STUDY: EDWARD DE BONO




  A good example of an effective innovator is Edward de Bono, who introduced the concept of lateral thinking in his book The Use of Lateral Thinking (Jonathan Cape,

  1967). What in fact he did so successfully was to reintroduce the old concept of creative thinking as new into the market, by giving it a new name and a new gloss of paint.




  Born in Malta in 1933, Edward de Bono went to Oxford University as a Rhodes Scholar. After obtaining degrees in medicine, psychology and physiology he became a university teacher and subsequent

  author of some forty books. He describes himself as ‘a thinker about thinking’. So what does he have to teach us?




  De Bono’s best known book remains his first one. In it he introduced in a vivid way his key distinction between logical or vertical thinking on the one hand and lateral thinking on the

  other:




  

    

      Logic is the tool that is used to dig holes deeper and bigger, to make them altogether better holes. But if the hole is in the wrong place, then no amount

      of improvement is going to put it in the right place. No matter how obvious this may seem to every digger, it is still easier to go on digging in the same place than to start all over again in

      a new place. Vertical thinking is digging the same hole deeper, lateral thinking is trying again elsewhere.


    


  




  In logical or vertical thinking one ‘arrangement of information develops directly into another’. It is a step-by-step procedure. For example, when solving a

  mathematical problem or in arguing from a logical premise you are using vertical thinking. Much of our day-to-day reasoning does move – or attempt to move – from one set of information

  to another in a chain.




  Lateral thinking, by contrast, involves abandoning the step-by-step approach altogether. ‘Lateral’ comes from the Latin word laterus, meaning ‘a side’. So lateral

  thinking is thinking to one or other side. The phrase when Edward de Bono introduced it was undoubtedly new to his audience. As is so often the case, however, the concept was probably not new. (The

  French philosopher and thinker, Etienne Souriau, had said some time before that ‘pour inventer il faut penser a cote’ – ‘to invent you must think aside’.)




  

    

      One of my early cars developed a leak and the hollow bodywork tended to fill with water. Several expensive visits to the garage failed to solve the problem. A manager I met

      on a course looked at it for me. ‘Why not bore a small hole in the bottom and let the water out?’ he suggested. It was a good example of lateral thinking. I had seen the problem in

      terms of how to keep out the water. Suddenly I saw that the solution – or at least part of it – lay in how to let out the water. Although it was not a complete

      solution it did solve my immediate problem.


    


  




  As this story suggests, what lateral thinking does is to encourage you to rearrange or restructure a problem, in this instance by reversing it. Thus,

  ‘How can I keep the water out?’ becomes How can I let the water out? ‘As the modern proverb says,’ ‘A problem is a solution in disguise.’




  Henry Ford’s innovation of the assembly line provides another example of lateral thinking. The traditional method of car manufacture involved men working down a line of stationary cars.

  But Ford thought: Instead of men moving to and from the cars, why not move the cars in front of the men? It was a simple but revolutionary idea.




  So instead of pursuing a course of action or solution path that isn’t working, look to the side and see if there isn’t an alternative approach waiting in the wings – the

  lateral thinking approach. Try the logical approach first and if that doesn’t yield results, put on your lateral thinking hat.




  The phrase ‘lateral thinking’ became so widely used that it entered the Oxford English Dictionary, defined as ‘seeking to solve problems by unorthodox or apparently

  unorthodox methods’.




  Lateral thinking in this original sense is therefore a technique for tackling problems that do not seem to be yielding to the frontal assault of logical or rational thinking. It’s

  particularly useful where all the information is available but the problem needs restructuring or reframing in order to allow the solution to come forwards. Following a military analogy, it is

  trying to outflank the problem by moving to one side or behind it, so that it surrenders without a fight.




  Look at any object that is clearly in focus and you will notice that around it there is a background that is more or less out of focus. What Edward de Bono in effect suggested is that, if you

  are stuck, you should transfer your attention from the field of your focus to the ground around it, which might yield a solution. It involves reversing the perception of field

  and ground.




  [image: ]




  The case of a helpful statue




  The essence of lateral thinking is shifting your attention from the foreground to the background in search of a solution to the problem.




  Soichiro Honda was an engineer who excelled in creative thinking and innovation. While he was building his first four-cylinder motorcycle he gradually realized that although the engine was

  fine, his designers had made the machine look squat and ugly. While pondering the problem, he decided to take a week’s break in Kyoto. One day, sitting in an ancient temple, he found himself

  fascinated by the face of a statue of the Buddha. He felt that he could see a resemblance between the look of the Buddha’s face and how he imagined the front of the motorbike would

  be.




  Having spent the rest of the week studying other statues of the Buddha in Kyoto, Honda returned to his factory and worked with the designers to produce a harmonious style that reflected

  something of the beauty he had glimpsed in Kyoto.




  [image: ]




  De Bono introduced his lateral thinking as an updated or rephased version of creative thinking, which he called ‘a more self-satisfied name’ for what he was talking

  about. Now lateral thinking, as defined above, and creative thinking are by no means the same thing. Lateral thinking is essentially a problem-solving technique or useful habit of mind, whereas

  creative thinking is a much wider concept. But there is some overlap between the two concepts, for lateral thinking can help you to escape from fixed ideas and generate new ones.




  Why was lateral thinking such an effective innovation?




  Apart from the fortunate timing of its ‘launch’, it had two characteristics that ‘sold’ it in the market place – (remember, innovators have to sell

  ideas as well as have them):




  

    

      

        	

          It worked on the basis of reversal, or contrast – something that the human eye and brain perceive very clearly. If you can make something black or white,

          either/or, it is more likely to grab attention. Lateral thinking is also an excellent teaching device. The distinction between vertical and lateral thinking falls into the same category.

          The necessary over-simplification can be corrected and retrieved later.


        




        	

          It had none of the fearsome overtones that creative thinking has acquired (see this page above). It was not associated with an elite of famous

          inventors. It looked like a technique or skill anyone could acquire, like playing golf. You don’t have to be born with a lateral thinking mind – it’s more of a game.

          ‘As in golf,’ wrote de Bono, ‘a sort of general training would be of some use.’


        


      


    


  




  In his subsequent spate of books, Edward de Bono capitalized on the brand name of lateral thinking and its suggestion of instant creativity. He widened the product to include

  creative thinking proper, so that lateral thinking came to mean ‘the generation of new ideas and the escape from old ones’.




  A lateral thinking approach that restructures a question or problem can pay great dividends in many different fields. In the quest to understand leadership, for example, perhaps the single most

  important step has been to turn away from researching the leader (and his or her personality traits or qualities) to studying the group. The concept of the three overlapping

  areas of need present in working groups or organizations – task, team and individual – led naturally to the idea that leadership should meet these areas through providing necessary

  functions. This includes defining objectives, planning, setting and maintaining group standards and encouraging, motivating and developing each individual. This switch of emphasis from leadership

  qualities to leadership functions has proved to be immensely fruitful in the fields of selection and training.




  A similar piece of lateral thinking has also taken place in the field of creativity and creative thinking, turning attention away from what makes individuals creative (not unlike the study of

  leadership qualities) to a different question: What prevents people from being creative or innovative? Obtaining lists of blocks, barriers and obstacles – in individuals, groups and

  organizations – stems from reversing the problem in this lateral way.




  Notice the hidden assumption that is now smuggled in; namely that people are naturally creative. As I said in the introduction, I have no means of knowing whether or not this is true. But I am

  completely persuaded that the vast majority of people are at least potentially capable of contributing effectively to the innovative process. There is a great deal of circumstantial evidence from

  industry and commerce, not least in the aspect of total quality improvement, to support that view.




  Consequently, a strategy of seeking to reduce the negative or inhibiting factors which work against creativity or innovation may be the best one to adopt. Use yourself as a live

  experiment. Can you identify any of the following in yourself?


  





  

    

      	

        SOME BARRIERS TO CREATIVE THINKING


      

    




    

      	

        Negative attitude


      



      	

        A tendency to focus on the negative aspects of problems and expend energy on worry, as opposed to seeking the inherent opportunities in a situation.


      

    




    

      	

        Fear of failure


      



      	

        A fear of looking foolish or being laughed at. Yet Tom Watson, founder of IBM, said: ‘The way to accelerate your success is to double your failure rate.’ Failure

        is a necessary condition of success.


      

    




    

      	

        Executive stress


      



      	

        Not having time to think creatively. The over-stressed person finds it difficult to think objectively at all. Unwanted stress reduces the quality of all mental

        processes.


      

    




    

      	

        Following rules


      



      	

        Some rules are necessary but others encourage mental laziness. A tendency to conform to accepted patterns of belief or thought – the rules and limitations of the

        status quo – can hamper creative breakthrough.


      

    




    

      	

        Making assumptions


      



      	

        A failure to identify and examine the assumptions you are making to ensure they are not excluding new ideas. Many unconscious assumptions, in particular, restrict

        thinking.


      

    




    

      	

        Over-reliance on logic


      



      	

        Investing all your intellectual capital into logical or analytical thinking – the step-by-step approach – can exclude imagination, intuition, feeling or

        humour.


      

    


  




  The biggest barrier to creative thought, however, is believing you are not creative. A legacy often from poor teaching at school, this barrier really stops people in

  their tracks from even entering the race. It is in fact a restriction or assumption that we impose on ourselves. Whatever your self-image may or may not have been in the past, it is an unproven

  hypothesis as far as the future is concerned.




  Remember that creative thinking is natural to Homo sapiens as a whole. Just look around and you will see evidence of human creativity and innovation everywhere. Why not

  assume that some of that creativity is present in you? Instead of trying to develop your creative ability, concentrate on removing the barriers, dams or blocks that prevent your mental energy from

  producing new ideas, new ways of working at things.




  This lateral thinking approach is good at getting us to identify the forces or factors that work against creative thinking and innovation. But soon, like a patient beginning to feel

  better, we want more fuel – the positive principles or skills that can guide us on the next stage of the journey described and discussed in Part Two.




  But first we must look at how the mind works in the next chapter. Any form of thinking is best done by working with the grain of your mind rather than against it, and you can only do this

  by understanding your own mind. Doing this will, of course, then help you to understand how other people’s minds work – for we are all an analogy of others. You can then work in

  concert or harmony with a team of minds on a problem or opportunity.




  KEY POINTS: CREATIVITY AND INNOVATION




  

    

      	

        Men and women don’t create from nothing. We tend to reserve the word ‘creative’, however, for products that are far removed from the original materials

        used. It usually implies a value judgement.


      




      	

        The concept of newness is a relative one: what may be new in one context is old in another.


      




      	

        An innovator is someone who introduces something new or as new, such as a product or service to a market. The concept includes improving an

        existing product or service.


      




      	

        Lateral thinking, itself a good example of an innovation, is a good lead into the differences of emphasis between logical and ‘vertical’ thinking and the more

        creative exercise of the mind.


      




      	

        Using that approach, it’s not a bad idea to switch your attention away from how to be creative to what prevents you from being creative, such as

        negative attitudes, fear of failure, executive stress, following rules, making assumptions and over-reliance on logic.


      




      	

        Lastly, rid yourself of one pernicious block to creativity: the belief that you are not a creative person. In fact, creativity is much more widely distributed than

        was previously imagined. Creativity is something everyone can learn and this book will show you how to develop it.
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