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CTOs 22, 38-9, 41-2, 94-5, 104-5,

113—16, 133—-61, 383—4

cultural issues 3—4, 5-6, 17-19, 69—
88, 118-19, 121-5, 166, 175-89,
329-57, 372-9, 381-6, 397—405

.................................................

current-business/new-business
challenge 15-16, 23—4

definitions 16-19, 30-1, 43

employees 166, 175-89

encouragement approaches 56-88

1" words 16-17

IDEO video usage guidelines 41-2,
64-5, 387-95

imperatives 8-16, 23-7, 102-8, 165—
94, 246-59

implementation process 17-19, 31,
43—4, 46-7, 130-1, 179-89, 267-
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166, 175-89, 331-57, 387-95
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363-5

Nokia 3, 4, 15, 30, 32, 35, 43, 77,
367, 379

in a nutshell 377-9

organizational creativity 22, 49-50,
69-78

passion attribute 29, 30, 34-6, 289,
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