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  My thanks to all my partners in the Boston Consulting Group, and a special thanks to Erik Calonius and Richard Hill, without all of whom this book would not have been possible.


  
Preface


  A few years ago Bill Gates came to Brussels.


  The head of Microsoft Belgium decided to mark the occasion by organizing a conference meeting for one thousand customers and users. Two months before the conference he asked me if I would be willing to give a short speech, first to present a few provocative, stimulating, and surprising ideas on developments in IT, then to introduce Bill Gates to his Belgian audience.


  Of course, I accepted. My passion for ideas knows no bounds, and a few weeks later I was ready to make a creative presentation on the relationship between man and machines.


  On the eve of the great day, around 8 o’clock in the evening, the phone rang at home.


  “You’ve forgotten to send the slides of your presentation, and Bill Gates would like to see them,” said the head of Microsoft Belgium.


  My reply was immediate: “Most people in Belgium and France know full well that I never use slides. I prefer to practice the art of oratory as was done in old times. I’ve got clear ideas and I’m ready for my presentation tomorrow.”


  Silence.


  “So…you have no slides?”


  “No,” I said for the second time. “The spoken word and the written word are two different things. I use both but I never mix them. I give speeches, and I write books. The ideas are the same, but the way I express them is different. When I speak, it’s in real time. When I write, it’s in delayed time—it’s as if I were someone else.”


  Silence.


  I was aware of the acute levels of worry building up on the other end of the line. So it was actually possible to make presentations without using PowerPoint! What’s more, in front of the spiritual father of PowerPoint? At that very moment, I realized that something had shattered in the mind of the person I was speaking to. That something has a name: a stereotype.


  A stereotype is an idea that has taken shape one day and matured over time—a stable idea, or a basic judgment. Stereotypes are the atoms of thought; they are the actual condition of thinking. All too often, we forget that our ideas are stereotypes. That’s when the misunderstandings occur.


  I decided to be as comforting as I could: I didn’t want to hurt my Microsoft host. So over the phone we drew up a short series of some ten slides. It’s easy to do. I have clear ideas, and a logical sequence for the way they’re set out. The next day I made my presentation live, without text, standing in front of the audience of one thousand. After me, Bill Gates used PowerPoint. Maybe, when he was listening to me, he thought he should have done the same as me. But I’m sure you understand why he was obliged to use slides.


  Parenthetically, another IT supremo, Lou Gerstner of IBM, clearly understood the stereotype-reinforcing potential of PowerPoint. When he arrived at the company’s Brussels headquarters, shortly after taking over to get a first briefing from IBM’s European business unit managers, he flatly refused to let them use the system. He needed to know what kind of people he was dealing with, and he wanted to hear, observe and challenge the real thing.


  So why do I tell the story about Bill Gates? Precisely because this book is a lot about stereotypes, and what we have to do to look and get beyond them.


  Little revelations like my Microsoft experience come to me every day. They always have done. Creativity has been my passion since I was born and, for my 50th birthday, my dream came true: I made creativity my career. I now earn a living from my passion for new ideas. I like to understand where these new ideas come from and why, sometimes, they don’t come; who has more of them than other people; how certain companies benefit from them to change the world; and so on. An IT engineer and mathematician by training, I worked for 20 years in the worlds of finance and technology until I became Director-General of the Brussels Stock Exchange. For me, my mid-life crisis was also the shattering of a stereotype.


  I slowly passed from one life, where I enjoyed my career while being creative, to another where being creative was my career. The investment I made in myself was enormous. Psychoanalysis, authorship of four books, and a complete cycle of philosophy studies—these were all essential. When you want to make ideas your career, you can’t ignore the history of ideas and the incredible adventure of concepts.


  Creativity in companies is what I do for a living today, but I’m far from being the only one—fortunately, since creativity is the life force of enterprise. What is original and special in what I do comes from the interface between this passion that has always been in me and the currents of thought which have always been around me.


  I was born in 1948—just like cybernetics! In that year Norbert Wiener published a seminal book with that title. He defined the discipline as the science of control and steering, and shed light on the importance of feedback mechanisms. My first contacts with control loops date back to my engineering studies, but I immediately had the feeling that this systems approach would never leave me. I didn’t realize at the time the extent to which systems theories would fascinate me.


  Again and again, I would study information and communications theory (Shannon, et al), game theory (Von Neumann, et al), ecology, linguistics, and so on. All these disciplines use systemic language to drive their respective scientific fields further forward.


  But the most important thing for me was still to happen. That was meeting those people who put the concepts of feedback, paradox, and system to therapeutic use: the School of Palo Alto.


  I read books by Watzlawick, Bateson, Hall, and others. Even if their objectives, confronted with suffering and illness, were far removed from mine, they were still facing the same problem as I was in the world of business: change.


  One of their ideas appears to me to be of fundamental importance: to change, we have to change twice. Not only do we have to change things, but we have to change the way we see things.


  One day I had a real revelation: I made the link between Palo Alto and my work. This is the key to the book you hold in your hands. I told myself that companies that want to change also have to change twice. Innovation is their people’s capacity to change reality, and creativity is the capacity of these people to change their perception of reality. While parallel, the processes are totally different, and they have to be rediscovered and the difference appreciated.


  Now that I had this puzzle clear in my mind, I could devote myself more wholly to the piece of the puzzle that is change in perception—the instant of the new idea, creative and disruptive.


  Since then I’ve had moments of great satisfaction. One was after a speech I made in Stockholm during the final session of a CIES Congress, the annual event in the distribution sector. I had the honor of sharing the floor during two hours of plenary session with Desmond Tutu, the South African bishop and friend of Nelson Mandela.


  After I had spent 60 minutes presenting the key concepts of creative thought to 500 big bosses of industry (without slides of course!), Desmond Tutu took the floor, and—I’m still getting over it today—asked the audience to give my ideas another round of applause.


  The reason, he said, was that when apartheid was abolished in South Africa, the overwhelming majority of the country’s inhabitants could only envisage two possible scenarios.


  
    	A general amnesty, forgetting all the crimes committed during this dark period in history, as if nothing had ever happened.


    	A systematic use of the judicial system with charges and/or imprisonment for all the crimes committed.

  


  Desmond Tutu presented the first option as unacceptable, and the second option as impractical. Then, referring to the presentation I had just made, he explained how creative Nelson Mandela and his team had been. Rejecting the second option, which had seemed inevitable, they had the idea of setting up a body to be called the Truth and Reconciliation Commission.


  No forgetting, no revenge. A third way—and a new idea. Desmond Tutu chaired this commission for years with one objective: forgiveness (the theme of his presentation on the day). Forgiving is not forgetting. Forgiveness means listening to every detail of everything a victim has suffered, as expressed by the perpetrators, and then renouncing the idea of revenge.


  All the sessions of the commission have been recorded on film. Certain moments are almost unbearable.


  Desmond Tutu explained to a hushed audience what creativity meant at the end of the South African tragedy. Everyone present understood just what it was about the archbishop that made him someone really extraordinary, and what it took to be a Nobel Peace Prize winner.


  Even more for me, of course, this moment is laden with emotion. Happily, tragedy is not the backdrop of daily life in companies. Since I’ve been doing this work—become what you are, as Nietzsche said—I’ve realized to what extent humor is present when ideas are born.


  Being a philosopher of creativity is a bit like climbing a mountain that has no peak. As I’m extremely conscious of the limits of what I can do or get done, in 1999 I contacted the Boston Consulting Group. I wanted to apply the message of Palo Alto, and the need to change twice, to myself.


  That turned out to be a very good idea!


  The result is the present book, the product of a long drawn out process of observation, reflection, and investigation—a process that is still going on. I approach my theme in eight steps, each of them in a separate chapter.


  Chapter 1 describes the underlying precept: While we are all acutely aware these days that the world is changing around us—many of us, in fact, are party to making this happen—our perception of, and adjustment to, these changes has to keep pace. To face up to the future—let alone the present—you can learn from the past. The work of such disparate thinkers, ancient and modern, as Heraclites, Francis Bacon, and the Palo Alto school helps point the way.


  The world is possible without you, but you are not possible without the world. In Chapter 2, then, I want to tell you something about the world today—how it is not only changing, but changing so rapidly that it offers great opportunities to those of you who are ready to take them.


  In Chapter 3 I explain how the human mind is wired, as it has been for thousands of years, to make snap judgments and maintain outdated ideas. Once we recognize these traps—which often appear as harmless, even helpful, stereotypes or paradigms—we are better prepared to deal with them.


  In Chapter 4 I examine the warning signs that appear when the reality we hold dear becomes increasingly at odds with real life. These warning signs are valuable, because they give us an important heads-up to the coming paradigm shift. If you recognize them first, and make the right moves, you can get ahead of the pack.


  In Chapter 5 I explain how the brain is truly two-sided, and how the creative side differs from the logical, judgmental side. In this chapter I explain how you can take control of the creative process, making the moves that create perceptual changes, paradigm-shifting ideas and brand-new products. The surest way to get a good idea is to have many ideas. There’s a lot in that!


  In Chapter 6 I explain how a process of astonishment and questioning can lead you to one of these unique Eureka! moments.


  Chapter 7 is a “So what?” chapter. I will explain how you can turn your company into an “ideas factory,” how in fact it has to become an ideas factory to survive in this competitive and fast-changing economic environment.


  Finally, Chapter 8 tells you how you can do the same thing for yourself.


  CHAPTER 1


  Changing Twice


  
    “The Egyptian pyramid’s form shows clearly that—already in antiquity—workers tended to work less and less.”


    Anonymous

  


  What’s the time, please?


  I don’t know, it changes all the time!


  Change is a very old subject. For thousands of years, thousands of people have talked about it—philosophers, writers, and now thousands of consultants. So why another book on change? How dare I write yet another book on the subject?


  My reply is that even change is changing. There are new things to say about change, as I will explain in the following pages.


  The philosopher Montaigne said that no writer should say “my” book, but rather “our” book, since the work of any writer is built on what has been written before. That’s the case here. As Isaac Newton said, “If I have been able to see further, it was only because I stood on the shoulders of giants.”


  In my case I am standing on the broad shoulders of many great philosophers, from Aristotle and Plato to Kuhn and Koestler. Of these, three serve as the bedrock of my observations. One of them is Greek, one is English, and the last is not an individual, but a group of individuals, and they are American. The Greek lived in antiquity; the Englishman in the 16th century; and the Americans in modern times.


  HERACLITES


  The Greek is Heraclites, who was born in 530 BC in the seaport town of Ephesus, now in Turkey, to a wealthy and distinguished family. On reaching maturity, Heraclites renounced his status and position in life, retired into the mountains, and started to record the components of a radical new philosophy (which he would leave anonymously on the steps of the town temple in the middle of the night). At the time, the reigning philosopher in Greece was Parmenides, who believed that change was impossible. “Hen ta panta,” he wrote—all things are one and never change. There is no becoming, only being. His philosophy became known as the Parmenidean Rest, or Parmenides’ Motionless One.


  You can imagine how reassuring that philosophy was to many Greeks. It meant that life was stable, essentially immutable, and certainly predictable. It was a philosophy, furthermore, that made sense—at least by the standards of ancient Greece.


  Heraclites felt that Parmenides was wrong, however. His reply to Parmenides, in fact, was “panta rei”—all things flow. “You can never walk into the same river twice,” he wrote, “for other waters are ever flowing on to you.” He also said, “The sun is new every day. Everything changes.” Throughout Greece the debate between Heraclites and Parmenides was hotly contested, and in a way, it is still today.


  Today, of course, most of us recognize that Heraclites was right—things do change. Today we see continents drifting, genes mutating, chemicals combusting, and black holes collapsing. We may not dip our toes into the river as often as Heraclites did, but we surf the Internet frequently, and we know that if we step away for even a moment and then immerse ourselves again, the whole nature of time and space will have changed.


  In fact the world is changing much faster now than in Heraclites’ time. The first acceleration occurred when the agrarian world segued into the industrial world. The second and far more dramatic jump occurred when the industrial world transmuted into the digital world. While electricity and the telephone took some 50 years to reach 50 percent of American homes, e-mail and DVDs were adopted by most Americans within a mere ten years.


  A mere ten years? The way things are going, we will soon be counting change in terms of months rather than years.


  It’s not just products, but entire companies as well. Economist Joseph Schumpeter coined the phrase “creative destruction” to describe the rapid life cycle and death of companies. We have seen this phenomenon increase exponentially in the last generation. Just 50 years ago most U.S. companies stayed on the S&P 500 list for an average of 65 years. Today they survive about ten years before being bumped off. Not long ago, computer companies released their new models every two years. Then annually, then biannually—and before long, almost continuously.


  Indeed, products mutate with every change of popular taste. People switch lives and careers as never before. Ideas come in and out of vogue in perpetual fast-forward. Remember when factories were made of brick, and banks of granite and marble? Nowadays factories are prefabricated, corporate offices have no walls, and banks—well, many banks (and stock exchanges)—no longer even need a physical presence. They can survive just fine in cyberspace alone.


  So it is a river that is flowing, but a much faster river than Heraclites could ever have imagined.


  You’re entirely free to disagree with Heraclites, but if you do so, we can’t go any further together. If you agree, then we can share an interesting journey.


  FRANCIS BACON


  The second philosopher that I defer to is Francis Bacon. He lived from 1561 to 1626, and was a contemporary of William Shakespeare. While the bard communicated his thoughts through the characters he had strutting and fretting upon the stage at the Globe Theatre (and through his many sonnets), Bacon was a prolific essayist. No subject was beyond examination by the perspicacious Bacon. He wrote about falling in love, controlling anger, envy and health, and life and death. He was also England’s attorney general under the steely rule of Queen Elizabeth I.


  Bacon is most famous for his writings on a new way to think about science and loosen information from the grip of nature. The method he advocated, the “scientific method,” consisted of creating a hypothesis that experimentation would either prove or disprove. At the time that he advocated this line of inductive reasoning (which he called novum organum), the brightest scholars in England—even those who had tutored Bacon at Oxford—believed that everything worth knowing had already been written about by Aristotle and, if you needed an answer, you just looked it up there. Bacon tells a story of a group of monks who wondered how many teeth the average horse possesses. When the monks discovered that Aristotle had not covered this topic in his writings, one of them suggested they go out to the stable and count the teeth of the horses there. According to Bacon, who may have been exaggerating, the monk was expelled for this outrageous suggestion.


  How many of us know that it was Francis Bacon who coined the phrase “knowledge is power”?


  The point is that, while Heraclites argued that change was not only necessary but inevitable, Bacon pushed the ball further forward by arguing that, not only was change inevitable, but we could actually investigate it in nature—and even, through experimentation, make it happen. Today Bacon is regarded as the founder of science. He believed that experimentation could be the work of many people, building on one another’s discoveries gradually, and that this process would improve the condition of man.


  At the same time, this extraordinary man said, “We must obey the forces we want to command.” Bacon acknowledged that there are external influences—like nature and change—that we have to understand if we want to harness them. His humility was a recognition of the realities that surround us.


  I worked a couple of times with Bertrand Piccard, the balloonist who was the first to circumvent the globe, and he explains that when you are somewhere in the middle of the Pacific and you want to make a right turn with your balloon, you don’t have the energy to do it. The only way you can make the turn is by looking for winds at another altitude—the jet stream can push you there. That’s what Bacon was saying. A company’s relationship with the Internet or with globalization is analogous—the company cannot influence the Internet, it must submit to it in order to harness it.


  Once Bacon developed the idea that things could be changed, his imagination stepped forward with a vast number of possibilities. To think that, half a millennium ago, Bacon was already seriously contemplating that, sooner or later, we would be able to do the following:


  
    	Slow the aging process


    	Increase life expectancy


    	Cure diseases thought to be incurable


    	Raise the pain threshold


    	Tackle obesity


    	Transform mood and inspire happiness


    	Increase and enhance the potential of the brain


    	Transplant one species to another


    	Create new species


    	Accelerate germination


    	Accelerate the ripening process


    	Influence atmospheric forces and the birth of storms


    	Manufacture new textiles for clothes


    	Create artificial minerals and cements


    	Get people to work together happily and productively


    	Etc., etc.

  


  If Heraclites had definite ideas about what is and what will be, it is Bacon who for the first time came up with ideas about what to do about the future. He was an applied philosopher and a convinced empiricist. He caught a cold while feeding frozen snow to a chicken, just to see what the result would be.


  THE PALO ALTO SCHOOL


  Many people have thought about change and resistance to change. In The Prince, the book that Machiavelli published 500 years ago, he said, “Nothing is more difficult than to change the order of things.” Today people say that the only ones to embrace change are babies when their diapers are wet. The image is different but the observation is the same.


  In the 1950s a group of American psychologists and therapists banded together to start the Mental Research Institute. Among them were Paul Watzlawick, John Weakland, Gregory Bateson and Richard Fisch. Because they lived and worked in the Palo Alto area of Northern California, they became known as the Palo Alto school. Significantly, they were working on ways of treating schizophrenia.


  In 1975, Watzlawick, Weakland, and Fisch published what would become a landmark book in Europe, titled Change: Principles of Problem Formation and Problem Resolution. This book offered a profound theory, one that touches not only on psychology but on change as well.


  The inspiration for Palo Alto was the theory of logical classes or types developed by the English philosopher Bertrand Russell. To begin to understand this logic, let’s take an example: “This sentence has seven words.” True or false? False, of course, because the sentence has five words. Which suggests that the contrary is true: “This sentence does not have seven words.” True or false? Surprise, surprise: this sentence is false too, because it has seven words.


  We are surprised by this, because normally, if we say something and then say the contrary, one of them is going to be true. Evidently there are cases where neither is true—and this is called a paradox. According to Russell, this happens when you have something called an auto-reference: when a proposition includes a comment about the proposition. The only way to get around this dilemma is to introduce two levels: the thing itself and the comment about the thing.


  Another example of an auto-reference is “This sentence is not a French one.” Translate it into French and it’s no longer true.


  In the thinking process, says Bertrand Russell, you need to operate at two levels to avoid problems. Let’s imagine, for example, two little boys playing a game with just one rule: say the opposite of what you think. Imagine now that one of the children really wants to quit. So he says, “I want to stop.” The result is confusion: Is he playing the game, in which case his message is “I want to go on,” or is he expressing his feelings about the game itself?


  The Palo Alto school used this concept of two levels to take a fresh look at systems. Their ideas made them famous. They included a law of communication (it’s impossible not to communicate—even by not speaking, you convey a message, which is, “I don’t want to talk to you”) and the concept of the double bind (when one level goes in the opposite direction; e.g., an instruction to “be spontaneous”).


  A good example of the double bind is a situation where a husband receives a gift of two ties from his wife. He has no option but to wear one of them first. Whereupon the wife says: “I was sure you wouldn’t like the other one!” That’s a double bind.


  A third Palo Alto idea was the law of change. According to them, there are two kinds of change. The first change has to do with reality. This kind of change, called Type 1, is produced within a system that stays the same. If it modifies a component, it still follows the rules. Retroactive feedback protects the system and helps it keep its balance. That’s why Palo Alto became famous for the statement, “The more something changes, the more it becomes the same.” (“Plus ça change, plus c’est la même chose.” Somehow it sounds better in French.)


  The second change, however, is the one that really counts, and is also the focus of this book, the change in perception. For it to happen, at least one of the rules of the system—a hypothesis, a judgment, or a stereotype—has to be broken. This Type 2 change is sudden, sometimes unforeseen, and leads to a new representation of reality.


  These two types of change are totally dissimilar. Type 1 is continuous, Type 2 is discontinuous. We tend to go on seeing things in the same way until one day, quite suddenly and with a mental rupture, we see it differently. Take a personal relationship, for instance. It may deteriorate slowly over months or years without your being aware of any change. Then suddenly it hits you: it’s over. Or an enjoyable hobby that you have when, as happened with me, you suddenly realize this should be your job. Or the awful discovery, after staring at yourself in the mirror one day, that you are no longer the young Turk you thought you were—in fact, you’re middle-aged! And how often have you said that a child is growing up quickly when, of course, those extra ten inches were not just added the night before!


  One change is possible without the other, but Palo Alto went a step further: If you want to change, you have to change twice. You not only need to change the reality of your situation, you also need to change your perception of this reality. That is the essence of this book.


  Consider people who always arrive late. They could do a lot of things to change the “reality” of their situation. They could get an appointment book, or wake up earlier for meetings, or schedule more time between meetings. But change is not just a matter of better organization. If they limit their change to action only, they will arrive late again within weeks, back to their old bad habits. To really make the change, they need to change the way they look at punctuality. This is a Type 2 change, when being on time is perceived as efficient and no longer as a constraint. Only a Type 2 change of this kind makes a Type 1 change irreversible.


  Let’s take some other examples. If you want your son to study French, you can give him private lessons (Type 1), but the teaching will be much more efficient if he falls in love with a French girl (Type 2)!


  When you hire someone, the first day it’s a question of how do you…? But later it becomes how do we?


  A politician who loses a big election and wants to make a comeback also has to change twice. First he has to find a new way of making a living for a while—that’s reality. He also has to change the way he looks at his previous failure. This is very similar to losing a parent: a kind of mourning. You have not only lost a parent, but you now see the world differently. Mourning is not a matter of changing reality: the parent is still dead. By mourning you begin to see the future differently, without the loved one.


  That’s the micro level. Let’s look at some examples of macro changes. For example, if the president of a bank wants to merge with another bank, he has to organize a double change. The president can start by merging reality—computers, accounting systems, and so on, which must be compatible (Type 1). But that’s not enough. As long as the employees still see themselves as ex-employees of the old banks, the new bank doesn’t exist (Type 2).


  Similarly, a company is not a world company unless everyone sees it as one company, not a company of diverse national offices drawn together under one banner. The efficiency of a computer system is a matter of the quality of the system multiplied by the desire of people to use it. The quality is reality, the desire is perception. If one of the two is missing—if you have an excellent system no one wants to use, or the other way around—you have failure.


  There are many such examples, but what they have in common is that you always have the two levels. On one side things, and on the other the way people look at those things. Let’s give credit to Heraclites and Bacon. Both of them were aware of this second aspect, the importance of perception. Heraclites said, “If everything was smoke, we would learn through the nose.” Bacon said, “People tend to believe what they hope to be true.” And they said that many centuries ago.


  The Palo Alto law of change is valid for all kinds of systems. The group started looking at the family as a system and they noticed that sometimes, if one of the children was smacked, this helped the system retain its stability. It’s a paradoxical and highly provocative thought that a smacked child could contribute to the stability of a family.


  What the Palo Alto group was doing was adopting a holistic approach to their problem. Examining things holistically is not something we do that easily (people from Asian cultures often charge Westerners with losing the point by being too analytical). By being holistic to the problem confronting them—in this case using a systems approach—the Palo Alto researchers were able to uncover a few of the many paradoxes that lurk beneath the surface of everyday life.


  While the efforts of the Palo Alto group were mainly devoted to mental and behavioral problems, I believe their contribution can be equally dramatic for the business world. Companies also exist in two worlds—the world of reality, where things take time, and the other world of perception, of mental shifts.


  A SYSTEM OF IDEAS


  Something amazing is happening! This book is entirely dedicated to the change process in the business world and yet, so far, I have not used the words creativity or innovation! But I will, as I go deeper into the book. It’s inevitable now that I’m about to talk about another application of Palo Alto vision: a system of ideas.


  Like all other systems, a system of ideas looks at first for stability and survival. A new idea is, more than anything else, a source of turbulence. A system is probably better disposed to accept more of the same (Type 1) than something different (Type 2). It is open to innovation, but reluctant about creativity.


  How do I distinguish the two? Well, look at this chart:


  CHANGING


  
    
      	Reality

      	Perception
    


    
      	Is called innovation


      	Is called creativity

    


    
      	Requires action


      	Requires thinking

    


    
      	Is a challenge for a team

      	Is a challenge for an individual
    


    
      	The process is continuous

      	The process is discontinuous
    


    
      	Takes a long time

      	Takes an instant
    


    
      	Delivers something new to the system

      	Envisions a new system
    


    
      	Its impact is measurable and certain

      	Its impact cannot be measured
    


    
      	Project management is required

      	Brainstorming is required
    


    
      	The fuel is practical ideas and useful suggestions

      	The fuel is questions, surprises, strange and incomplete ideas
    


    
      	The role of a consultant is to cause action

      	The role of a consultant is to encourage reflection
    

  


  Directing a company or managing a project is a task that takes place in two separate dimensions. There is the daily management, made up of decisions that constantly improve the process. Here the manager acting for his or her company is making things happen. But there is another level of management that takes place in parallel with the first and that is just as important. Here the manager is inventing the future, developing scenarios, looking for new ideas. This is the manager thinking for his or her company, to change the way things are seen.


  Reality and perception are the two vital ingredients of effective management. They are the dual dimensions shaping the ultimate responsibility—change—which will itself inevitably come at two levels. Innovation is the approach whereby a team manages to change reality. Creativity is the way an individual succeeds in changing his or her perception. To innovate is to make something new in the system; whereas to be creative means thinking up a new system.


  Innovation is linked to action, creativity to thinking. Innovation can be continuous; creativity will inevitably be discontinuous. As Picasso said, to create you must break. Creativity is not innovation. But, as we said about the two types of change, you can indeed have one of them without the other.
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