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A

Acceleration points, 27

“Act like a six-year-old” exercise, 76

Acting out, use of, for prototyping, 194-195.
See also Role playing

Action guide, 55-56

Action plan, building an, 202-203

Adapting: example of, as part of a company’s
DNA, 199; need for, and the perfect time to
act, 7-8; use of, in the SCAMPER technique,
172

Adapt-or-die marketplace, thriving in an,
13-17

Advertising campaigns, traditional vs. online,
199

Aesthetics, importance of, 111. See also Creative
environment, preparing a

African proverb, 161

Age of Creativity, 8, 17, 89, 105,188

Airfoil Public Relations, 25

Amazon.com, 69

“Ambassador program,”105

Ambiguity, toleriting, 29

American Ido! (17 show), 175

Angelou, M., 171

Annual conferences, 138—139

Annual themes, use of, 93

Anthony Logistics for Men (cosmetics line), 135

Apple Computer, Inc., 16, 194

Apple 11, 170

Apple iPad, 170

Apple iPhone, 170

Apple iPod, 16, 27, 170

Apple Lisa, 170

Apple Macintosh, 170

Apple Newton, 170

APRIL (autonomy, passion, risk, innovation,
listening) principles, 12

Aristotle, 29

Art of War, The (Sun Tzu), 137

Artistic prototyping, 196197

Ask step, 5, 22. See also Creativity Challenge,
defining the; Curiosity and awareness, driving

Assessment: baseline, to determine creative
readiness, 31-38; of creativity, how people
rank themselves on tests used for, 208; of
your current hpproach to the process of
creativity, 18

Associating *xill, 70

Assuiiptions: challenging, 30; listing, about the
Creztivity Challenge, 47-48; out-of-date,
holding on to, problem with, 72

Astonishment Report, 68

Authority, challenging, being trained to avoid,
problem with, 60

Automated teller machine (ATM), 154

Autonomy, fostering, 100101

Awards and prizes. See Prizes and awards

Awareness, raising, throughout the organization,
72-75. See also Curiosity and awareness,
driving

Backstory, creating a, 212

Balardo, J., 2-3, 101

BarCom, 176

Bare Essentials, 25

Barnes-Farrell, J., 178

Barneys New York, 135

Barnum & Bailey Circus, 167, 168

Barriers: imaginary, paralyzed by, 72; lower, as a
factor fueling the creativity arms race, 8

Baseline self-assessment, to determine creative
readiness, 31-38

Batelle Institute, 178

BBDO (ad agency), 171

“Beach ball” warm-up technique, 84

Bean, S., 2, 26

223
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Beatles, the, 117

Beethoven, L., 87

Beginner’s mind, opening your, 64—-69

Beige cube farm, breaking out of the, 110-113

Ben & Jerry’s, 86

Benchmarks, 90, 190, 192

Bennett, J., 25

Bergman, B., 25

Berkshire Hathaway, 98

Best ideas, selecting the, 186-193

Best solution, focus on finding the, 161-162

Bezos, ]., 69

Biases: avoiding, 200; breaking, 177

Big Box tool, 66

Bizdom U, 153-154

Blindfold technique, 176-177

Blocker technique, 127

BMW, 97

Book of Five Rings, A (Musahi), 163

Borrowed Idea approach, 130-132

Brain trap, avoiding the, 72

Brain Trust, the, 106

Brain Writing technique, 177-178

Brainstorming, inventor of, 171

Brainstorming sessions: alternating between
group and individual, 179-180; creative
environment for, 110, 112, 114, 115; for
defining the Creativity Challenge, 47-48;
discovering creative ways for, 126-127; i
driving curiosity and awareness, 76;.e1.le cing
the Eight Commandments of Idexsion
during, 166—167; for generaring ¢izative
sparks, 147, 148; group vs. individual, study
of, 178; and groupthinl;, 86: for igniting
creative sparks, 167-179,130-181; for
listing fears, 49; location and time of day for,
158, 180

Brainteasers, 212

Brand building, 15, 191

Breaks, during off-sites, 117

Breakthrough Innovation: as an acceleration
point, 27; entrepreneurial start-ups creating,
104; as a solution to Creativity Challenges,
26-27

Brigham Young University, 69

BrightHouse, 117-118

British Airways, 98

Brubeck, D., 137

Budget setting, 53, 203

Buffete, W., 98

Burger King, 137-138

Business modeling, 195
Business success: critical concept for, 27, 210;
source of, 1, 2

Buy-in, getting, 43, 46, 50, 86, 189, 200

C

Cage, J., 163

Cameron, J., 59

Career opportunities, providing, 99

Cars (movie), 55

Catalyst Ranch, 110

Catmull, E., 55, 106

Challenging, importance of, 30, 60, 61, 62, 63,
64, 74, 128

Change: accelerated rate of, 16=17; constant,
currency for success during, 209; disruptive
force of, readiness to becoine a, 17—18; fear
of, 13, 15; High-Val e, 2/; need for,
articulating the, 46; points of, as inflection
points, 128, 129 projecting the value created
from, 47: fesiitance to, identifying and
examiriug, +9-50; signifying the beginning
of anewera, 17

Chai gy agents, characteristics of, 9

“Cuange it up” exercise, 120

Chase, R., 174

CHIFF (clever, high quality, innovative,
friendly, and fun) benchmark, 190

Chinese proverb, 185

Christensen, C., 28

Cirque du Soleil, 167-168

Citibank, 42, 101

Citrin Group, 113, 127

Citrin, J., 113, 127

Clarity, guide to, 55-56

Coca-Cola, 101

Cold Stone Creamery, 138

Collaboration: framework for, providing, 20; as
a help and a hindrance, 177; promoting, 98,
106; supporting, 161

Collaborative problem solving, 51

Collective energy, managing, 166

College of William and Mary, 3

Coltrane, J., 1

Combining, using, in the SCAMPER
technique, 172

Comdex, 138

Comfort zones, moving outside, at off-sites, 117

Commentary/criticisms, negative,
commandment prohibiting, 165
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Commoditization, as a factor fueling the
creativity arms race, 8

Communication: during the execution phase,
having a plan for, 203; method of,

determining the, 50; strategy of, identifying a,

50-51

Competition: identifying the, 51-52; sticking it
to the, thinking about, 149

Competitive advantage: fear of losing, 3; shelf
life of, 8; sustainable, 10; of Zappos, 91

Competitive business world, success in, truth
about, 209

Competitors: approaches of, examining, 48, 51;
imaginary, having, 101-102

Complacent incumbents, challenging, 30

Computer modeling, 193

Computer simulations, 195

Connectedness, celebrating creativity and,
92-96

Contingency planning, 203

Contrast, building, technique of, 156-157

Conventional wisdom, challenging, 61, 63

Cook, S., 70

Core values, establishing and living, 89-92

Cost-cutting mentality, 2, 7, 8, 10

Costs: and determining return on investmeén,
54; development, lowering, 198; as a formi ¢f
resistance to change, 49; lower, as a factos
fueling the creativity arms race, S;.12sulting
from a lack of awareness, 73=74; ~haring,
using the pooling conceptifor, 145-146

Courage, encouraging, 10! —192

Cranium, Inc., 190

Creative Brief, as vrotocol in advertising, 4243

Creative bursts.and the periods following, cycle
of, 31

Creative capacity: myths (and truths) about,
208; study finding involving, 69; system for
expanding, 28-29. See also Creativity Chops,
building, exercises for

Creative cultures, building: by celebrating
creativity and connectedness, 91-96; by
establishing and living core values, 89-92; by
following the seven rules of creative cultures,
96-106. See also Creative mind and culture,
gaining a

Creative demand, being prepared for, rating, 3

Creative environment, preparing a, 22; by
breaking free from a sensory deprived
workplace, 110-113; example of, and
overview of, 109—110; exercises for,

120-121; by finding the right triggers and
symbols, 117-120; by moving off-site, 110,
115-117, 119; by shaking things up,
113-114; by spending time surrounded by
your Creativity Challenge, 114-115

Creative Habit, The (Tharp), 47

Creative mind and culture, gaining a, 22; by
building creative cultures, 89-106; by
connecting your culture to the future,
106-107; example of, 81-82; exercises for,
107-108; overview of, 22, 82-83; by
preparing your mind for the creative process,
83-89

Creative muscle: importance of using exercises to
build, 69; system for developing, 28—29. See
also Creativity Chops. building, exercises for

Creative potential, triitiis about, 208, 209

Creative readiness/ de-¢rmining, baseline
self-assessmelt for, 31-38

Creative spsrks, generating: exercises for, 162;
overview O 143; by protecting the first and
fragile cparks, 144—-145, 164; by supporting a
comoined approach, 161-162; twelve ways
or, 146-155; by using jazz musician secrets,
155-161

Creative sparks, igniting: best techniques for,
167-179; exercises for, 180-181; by
following eight commandments, 164-167;
overview of, 163—164; trying out some of the
techniques for, 179-180

Creative triggers and symbols, finding, 117-119

Creative vision, expanding, 29-30

Creative visualization exercise, 56—57

Creative ways, discovering: by capitalizing
on inflection points, 128—130; by
discovering new potential in a borrowed
idea, 130—132; exercises for, 140; by looking
through a different lens, 126-128; overview
of, 22-23, 125-126; by putting patterns to
use, 136-139; by turning a problem upside
down, 133-136

Creativity: as the basis for business success, 1, 2;
broad definitions of, 25-26; case for, 7—18;
and connectedness, celebrating, 92-96;
current approach to the process of, questions
for assessing your, 18; as an evolutionary
process, 144; factors that stifle, 4; increasing
need for, 3; killers of, recognizing, 85-86;
leveraging, concept of, 11-17; limited view
of, expanding beyond, 24-26; listening as key
to, 30; messy process of, becoming
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comfortable with the, 30-31; modern, father
of, 29; myths (and truths) about, 207-210;
needing structure and a system to unleash it,
20-21; rating the importance of, 3; reason for
caring about, 2—-3; source of, 136—137. See
also Age of Creativity; Disciplined Dreaming
system; Everyday Creativity; Ideas;
Innovation

Creativity ability, decrease in, 3. See also
Creative capacity

Creativity arms race, factors fueling the, 8

Creativity assessment tests, 208

Creativity Baseline Score: as a current measure,
32; deriving the, 35; and what the results
indicate, 36-38

Creativity Brief: building the, 42—54;
completion of the, benefits of, 55-56; form
outlining the, 44—45; off-sites and the, 115;
referring to your, 154; scorecard linking back
to the, 192—193; use of a, 22, 41

Creativity Brief Lite, 57, 58

Creativity Challenge, defining the: by
completing a Creativity Brief, 41, 42—54;
disciplined approach to working and, 55-56;
exercises for, 56—57; overview of, 22, 41;
tasks for identifying and, 46—48. See also
Creativity Brief

Creativity Challenges: best solution for, focus ¢n
finding the, 161-162; choosing, as off-rite
themes, 116; solutions for, three categ s of,
26-27; spending time surrounded b,
114-115; stepping away froin, fo get
stimulated, 150; success for, dctermining how
to define, 53—-54. See a/sc Sn aller Creativity
Challenges

Creativity Chops, bunding, exercises for, 31-38,
56-57, 75-77, 107-108, 120-121, 140,
162, 180-181

Creativity DNA, developing, 26-28

Creativity gap, large and growing, 3—4

Creativity Scorecard, 192-193

Creativity system. See Disciplined Dreaming
system

Creativity triggers and symbols, finding,
117-120

Creativity zone, building a, exercise on, 120

Creativity-building exercises. See Creativity
Chops, building, exercises for

CreativityGeneration.com, 85, 91, 212

Critical inflection point, 7

Critical success factor, 27, 210

Cultural antithesis, characters created to depict
the, 94-96

Cultural handbook, companies writing a, 91

Culture, creative, creating a. See Creative
cultures, building

Curiosity and awareness, driving: by asking
three magic questions, 60—63; by avoiding
the pike syndrome and brain trap, 71-72; by
developing five skills of master innovators,
69-71; exercises for, 75-77; and the
Meatloaf Story, 63—64; by opening your
beginner’s mind, 65-69; overview of, 22,
59—-60; and raising awareness throughout the
organization, 72—75; by scheduling
“heads-up” time, 64-65

Customer feedback, use of, example of, 199

Customer personas, key, building, 152

Czikszentmihalyi, M., 75

D

da Vingi, L., 180

Dagnabbit =iaments, making use of, 153—154

Daily,+h¢ (review and feedback sessions), 106

Dale atit Thomas Popcorn Company, 138

Dishihoards, 54, 188

Duvis, M., 126

13usiness (magazine), 101

de Bono, E., 29, 153

de Mestral, G., 130

“Death by questions” exercise, 57

Dee Fensiv character, 94

“Deep breath” warm-up technique, 84

Deliverables, setting specific, 53

Dell Computers, 69, 101, 186

Dell, M., 9, 69

Demo Days, 197

Demonstrations, using, for prototyping,
197-198

Desired outcome, identifying and describing
the, 45-46

Detail, importance of, in creating personas, 152

Detroit Home (magazine), 101

Development costs, lowering, 198

Different Lens approach, 126—128. See also
Perspectives, different, using

Digital music market, 16

Disciplined Dreaming process. See Ask step;
Discover step; Ignite step; Launch step;
Prepare step

Disciplined Dreaming system: baseline benefits
of the, 24; becoming comfortable with the
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process of creativity by using the, 30-31;
framework/methodology of the, described, 5,
21-23; getting the most from the, 24-30;
moving through the, best way of, 23-24; as
an open system, 4, 24; and a self-assessment
to determine creative readiness, 31—38

Discover step, 5, 22—23. See also Creative ways,
discovering

Discovery teaching, 125-126

Disney, 55, 101

Diversity: of Imbizo groups, sparking creativity
with the, 146; maximizing, 105-106;
seeking, 30, 71

Doblin Group, 104

Don Draper character, 127

Doodling ideas, 154—155

Dorsey, S., 2

Dot-com meltdown, 14

“Draw your neighbor” warm-up technique, 85

Drawing, use of: as an exercise, 212; for
prototyping, 196

Dunn, R, 25, 99-100

Dyer, W., 128

Dyson, J., 101

Dyson vacuum cleaner, 101

E

Eastern philosophy, 65

eBay, 154

e-book market, 16

Eckstut, A., 59-60

EdgeStorming, 167-168

Edison, T., 71, 118,159, 171

Editing: commar.dn:ent prohibiting, 165; as a
left-brain acsivity, 88, 165; while doodling,
avoiding, 155

Edward Levy Company, 195

Edward Scissorhands character, 180

“Eeek-Prize” event, 93

Egocentricism and selfishness, avoiding,
160-161

Eight Commandments of Ideation, 164—167

Einstein, A., 88, 159

Eliminating, use of, in the SCAMPER
technique, 173

Empathy, 68

Enemy, made-up, having a, 101-102

Energizer exercises, 211

Energy, sapping of, commandment prohibiting

the, 166

Ensley, G., 1

Entrepreneurial start-ups, advantage of, 104,
106-107

Environments, past and present view of, that
nurture creativity, 89. See also Creative
environment, preparing a

ePrize: bringing ideas to life at, 198, 201;
building a creative culture at, 81-82, 89-91,
92-96, 101-102; discovering creative ways
at, 127, 138-139; driving curiosity and
awareness at, 63, 73; founding of, with the
Borrowed Idea approach, 131-132;
generating creative sparks at, 147, 151-152;
helping keep team members mentally
prepared at, 82; improvisational mind-set at,
12-13; naysayers of, 14; preparing a creative
environment at, 111-.112, 115; as a small
upstart, 9; thriving by adapting, 14-15

Erlich, C., 118

Everyday Creativity: as a beginning focus point,
27-28, 57;as a solution to Creativity
Crollenges, 27; truth about, 207

Eroiur.onary process, 144

fmact Target, 2

Execution mode: building an action plan in,
202-203; switching to, 185; transitioning
from, 203

Execution, thinking about, commandment
prohibiting, 165

Experimentation: example of, as part of a
company’s DNA, 199; failure and, 102, 103

Experimenting skill, 71

F

Facebook, 8, 159

Failing Forward, 101-103, 108

Failure: allowing the opportunity for, 101;
encouraging, 103; and experimentation, 102,
103; not being afraid of, 71; success and,
factor in the difference between, 136

“Failure of the Year” award, 103

False promise, 209

Fear: being held back by, 10, 13, 102, 143, 144;
of being wrong, 148; of change, 13, 15;
encouraging creative risks without, 101, 107;
of failure, not having a, 71; as a form of
resistance to change, 49; protecting fragile
creative sparks from, 145; recognizing, 86;
releasing, commandment involving,

165-166; of speaking up and challenging
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opinions, getting past the, 128; of the starting
point, overcoming the, 148

Fear list, identifying fears in a, 49

Federal Express (FedEx), 73, 154

Feedback: amount of, determining the, 50-51;
customer, spotting trends from, example of,
199; market-based, 200; and review sessions,
106

Field trips, taking, 84, 119, 120

Filmmaking, use of, for prototyping, 196

Financial meltdown. See Tough times

“Find the fix-ups” exercise, 76

Finding Nemo (movie), 55

Five Whys tool, 66-67

“Flood the house to catch a mouse” exercise,
76-77

Flora, C., 26

Flying a plane, methods of, analogy involving,
188

Foch, F., 97

Focus: on building Everyday Creativity,
beginning with a, 27-28, 57; on finding the
best solution, 161-162; losing, on the task at
hand, commandment prohibiting, 166

“Follow along” mentality, 74

Forbes 400 list of wealthiest Americans, 10

Ford, H., 1, 159, 195

Ford Motor Company, 42

Forecasting, 54, 203

Four Seasons, The (Vivaldi), 47

Free jazz, 20

Fun, having, 98-99. See also Ciearive
environment, preparing a

Future ideal solution, examinir g a, 49

Future, the: ability to reinveat, inhibitor of,
166; connecting your culture to, 106-107;
focusing on, 16-17; shifting your perspective
to, 150

G

Game Boy, 133

Games and toys, environment including, 109,
110, 117, 119, 120

Games, playing, 84, 93, 98, 112, 119, 212

Gates, B., 1

General Mills, 101

General Motors (GM), 9-10, 138

Gilbert, D., 127-128

Gillespie, B., 25, 176-177

Global recession. See Tough times

Globalization, 8, 17

“Go light” exercise, 57

Goals: defining, and identifying, 53—54;
innovation, aligning ideas to, 191-192

Google, 16, 27,98, 111

“Googleplex,”111

Gordon, D., 158

Gordon Gecko character, 180

Gregersen, H., 57

Ground rules for off-sites, 115-116

Group Creativity Lab, 178

Groupon, 113

Groupthink, 86-87, 177, 179

Grove, A., 128

Guidelines, using, to support judgments, 187,
188

Guiding principles, 164-167

Gutenberg, J., 69

H

Halloween, celebraiing, 93

Halloween TJSA,.152

Hamel, G./ 1+

Harmoxi-stibstitution, 136

Harvara business Review, 69

H.rvard Business School, 28, 69

Hastings, R., 81

‘Have It Your Way” campaign, 137-138

Heads-up approach vs. heads-down approach,
64-65

“Heads-up” time, scheduling, 65

Hearts on Fire (diamond company), 134-135

Hemingway Bridge technique, using the,
150-151

Hemingway, E., 117, 150-151

Hewlett-Packard, 42

Hierarchy: challenging opinions from within a,
fear of, getting past the, 128; influence of,
avoiding, in the selection process, 188;
removing, 107

High-Value Change, 27

Holiday, B., 1

Hot Potato technique, 147

HOUR Detroit (magazine), 101

Hour Media, 2, 101

Hsieh, T., 92

Hussain, A., 26, 107

“I Screwed Up” cards, 103
IBM, 106
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Idea Challenges: as an exercise, 107—108; as a
new trend, 100

Idea flow, mixing up your, 158

Idea generation. See Creative sparks, generating

Idea ignition. See Creative sparks, igniting

Ideas: best, selecting the, 186—193; big,
fostering, from thinking small, 103—-104;
bridging, 151; celebrating, 99-100;
contrasting, playing around with, 156-157;
doodling, 154-155; integrating, 203; letting
go of, 186; measurement of, 200-202;
offensive, thinking up, to trigger inoffensive
ideas, 149; scoring, matrix for, 186—187;
testing, 193-200; trading, round-robin
technique of, 155—156. See also Creativity;
Innovation

Ideas to life, bringing: building an action plan
for, 202-203; overview of, 185-186; by
selecting your best ideas, 186-193; and
setting the metrics to determine success,
200-202; by taking care of business, 203; by
testing your selections, 193-200

Ideation, Eight Commandments of, 164-167

“Identity crisis” creativity blocker, 88—89

IDEO (product design firm), 114115

If-onlys, identifying and removing, 49-50

Ignite step, 5, 23. See also Creative sparks
generating; Creative sparks, igniting

IKEA (products company), 194

Imaginary barriers, paralyzed by, 72

Imaginary competitor, havink.; an, 101-102

Imbizo groups, use of, 14C

Immersion and observiticn period, 114-115

“Improv” warm-up -echinique, 84

Improvisation, <chning, 5

Improvisationa! jazz: basis of, 1; being
comfortable with risk-taking in, 11-12, 13;
creative cycles in, 31; and discovering the
ways of creativity, 136; generating creative
sparks in, 155-161, 162; links between, and
business innovation, 6; and time spent
developing skills, 18; use of structure in,
19-20, 55. See also specific jazz musicians

Incremental innovation, 104

Industrial Age, 89, 207

Inflection points, capitalizing on, 128—130, 140

Information Age, 89

Information overload, 201

Information, real-time, importance of, 200, 201

Innovation: breakthrough, as a solution to

Creativity Challenges, 26-27; business, links

between improvisational jazz and, 6;
comprehensive analysis of, 69; having a
culture driven by, 99; high levels of,
correlation between creative cultures and, 89;
incremental, 104; source of, 136—137. See
also Creativity; Ideas

Innovation consulting firm, top, 105

Innovation cycle, flipping the, 198

Innovation goals, aligning ideas to, 191-192

Innovation in jazz. See Improvisational jazz

Innovation metrics, 191-192

Innovation models, old vs. new, 198—199

Innovation rotation, 119

“Innovator’s DNA, The” (study), 69

Innovators, master. See Master innovators

Inoffensive ideas, thinking up offensive ideas to
trigger, 149

Input, diverse, imporance of seeking, 30

INSEAD (graduate school of business), 57, 69

Inspiration. litl¢ flashes of, looking for, 145. See
also Creaiiv= sparks, generating

“Inspirational quotes” warm-up technique, 85

Irtang:ble goals, defining, 53—54

Inregrating ideas, 203

Intel, 128

Interactive Promotion Summit, 138—139

Internet ad campaigns, 199

Internet search market, 16

Interviews, conducting: of people embedded in
the challenge, to generate ideas, 154; of
random people, to bring ideas to life, 198; of
thought leaders, definitions of creativity from,
25-26

Intros and endings, making the most of, at
off-sites, 116

Intuit Software, 70

Investment priorities, issue of, 111

iPad, 170

iPhone, 170

iPod, 16, 27, 170

Irrational phobias, addressing, 143. See also Fear

Iscar, 98

ITW (manufacturing company), 104

Izea.com, 25

Jagger, M., 87

James Bond character, 180

Japanese train commute trend, 129-130
Jazz combos, leaders of, action by, 107
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Jazz music, improvisational. See Improvisational
jazz

Jazz trap, avoiding the, 161

Jobs, S., 97, 170-171

Jones, Q., 171

Judgments: initial, of ideas, commandment
prohibiting, 165; quick, breaking, 177; using
guidelines for, 187-188

Jumbotron scoreboards, creating your own, 201

Jury trials, selection technique using, 189-190

Just-in-time production, 199

K

Kanter, H., 132

Key metrics: addressing, in the Creativity Brief,
53—54; setting, for measuring ideas, 200-202

Key performance indicators (KPIs), listing, 54

Key players, identifying and examining, 50

Kim, K. H., 3

Kindle, 16

L

Laliberté, G., 167

Larger organizations: vs. smaller organizations,
103-104; structure of, problem with, 106

Lasseter, J., 55, 106

Lateral thinking, 29

Launch step, 5, 23. See also Ideas to life, bitvging

La-Z-Boy recliner, 175

Leadership role, myth (and truth) abcut,
208-209

Lefkowski, E., 113

Left brain and right braina: idewtity crisis
involving the, 88-29; igniting both the, 56;
reuniting both the, 164, 185

Left-brain mode: described, 56, 88, 164;
dominance of, 88; protecting fragile creative
sparks from, 145; resisting, 164, 165;
takeover by, avoiding, 89

Letter writing, use of, for prototyping, 196

Lewis, L., 83

Lex Luther character, 181

Lincoln, A., 109

Lip service, problem of, 99

Listening, importance of, 30, 161

Little MissMatched, 59—60

Logic games, 212

Lola Vel character, 94

Long List technique, 168-169

Lou Polle character, 95

Lowe, C., 178

Lower barriers and costs, as factors fueling the
creativity arms race, 8

Luke Atme character, 94

Lull periods, 31

M

Mach 10 innovation model, 198—199

Machiavelli, N., 19

Macintosh, 170

Macy’s, 60

Mad Men (TV show), 127

Made-up enemy, having a, 101-102

Magazine immersion exercise, 140

“Magazine story” warm-ups, 65, 212

Magnifying, use of, in the SCAMPER
technique, 172

March Forth evenr 118

Market-based fecata k and testing, 198,
200

Master innevaors: five skills of, 69-71;
studyi g, and leaning on the masters,
102=159. See also specific innovators

Ivineh, as a creative discipline, 103

\fatrix Scoring technique, 186-187

Mattel, 119, 120

Max Factor, 62

Maxwell House, 10

Maybelline, 62

McDonald’s, 137

Measurement, 191-192, 200-202

Meatloaf metaphor, 64, 75

Meatloaf Story, the, 63-64

Meetings, conducting: about culture, 91; order
of agenda items and times for, 158

Mental warm-up moves, 83-85

Metrics, key: addressing, in the Creativity Brief,
53—54; setting, for measuring ideas, 200202

Microsoft, 16, 42, 133

Microsoft Xbox, 84, 112, 133

Milestones, setting specific: in planning the
execution phase, 203; in project planning, 53

Military air strikes, 137

Military simulations, 195

Mind-set: right, preparing the, 83—89; show-off,
avoiding a, 160-161. See also Creative mind
and culture, gaining a

Mini-challenges. See Smaller Creativity
Challenges
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Minimizing, use of, in the SCAMPER
technique, 172

Minnetonka Corporation, 137

“Missing Mojo” creativity blocker, 87-88

Mixing it up, technique of, 157158, 176, 180

Mobile phone market, 16

Modeling: business, 195; physical, 193, 194;
role, 166

Monetary rewards, providing, 99, 107

Monsters, Inc. (movie), 55

Montgomery, W., 159

Moosejaw, 132

Moviemaking, use of, for prototyping, 196

Mozart, W. A., 180

Murphy, T., 25

Musahi, M., 163

Myers, P., 67

Myine Electronics, 25

Myths (and truths) about creativity, 207-210

N

NAF (novel, attractive, and feasible) filter, 191

“Name it!” exercise, 76

“Name that ship” exercise, 56

Nature, borrowing ideas from, 130, 131

Naysayers, 14

Negative comments/criticism, commar.dment
prohibiting, 165

Netflix, 81, 100

Networking skill, 71

New innovation models; 195=199

New York Public Library, 117

Newton, ., 144

Niche audiences, +aiioring to, 105

Niewiadomski; E., 109-110

Nightline (TV show), 114

Nike, 100

Nintendo, 133

Nintendo Entertainment System (NES), 133

Nintendo Game Boy, 133

Nintendo Wii, 112, 133

No Limits theme, 93

Nonlinear approach, 147-148

Nora Sponse character, 95

North American Auto Show, 138

Obama, B., 171
Obedience, recognizing, 86

Objectives, clear, for off-sites, 115

Observations, listing, about the Creativity
Challenge, 47-48

Observing skill, 70

Offensive ideas, thinking up, to trigger
inoffensive ideas, 149

Office, Microsoft, 16

Off-site environment, moving to an, 110,
115-117, 119

Off-site themes, having, 116

Old innovation models, 198—199

Onmidyar, P., 154

On-demand customer customization, 138

Online encyclopedia market, 16

Online marketing campaigns, 199

Open-ended questions, focusing on, 30, 70

OPI Products, Inc., 62,76

Opposite techniave, T e, 173-175

Organizational culture, creating a new, need for,
74. See also Cieative cultures, building

Organiz: tiona! size, issue of, 103—-104

Orga: izawonal structure, issue of, 106

QOsborr, A., 171

< terBase, 25

Dutcome desired, identifying and describing
the, 45-46

Outputs, setting specific, 53

Outsider, being the, as a tool, 68—69

Outsourcing, 8

P

Painting, use of, for prototyping, 196

Parker, C., 9, 19, 114

Parking Lot list, 87, 166

Participation, broad, encouraging, at off-sites,
117

Passion, fueling, 97-99. See also Creative
environment, preparing a

Past approaches, examining, 48

Past, the: looking to, and letting it inhibit your
thinking, commandment prohibiting, 166;
shifting your perspective to, 150

Patterns: breaking, 177; recognizing and using,
136-139

Paulus, P., 178

PepsiCo, 109

Performance evaluations, of team members, 91

Performance indicators, listing, 54

Perich + Partners, 25

Perich, E., 25, 154
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Periscope tool, 69

Perks, providing, 94, 99

Personas, using, 127, 151-152, 169-171,
180-181. See also Role playing

Perspectives, different, using, 125-128, 146,
150

Peterson, O., 158

Petfoods.com, 14

Phobias, irrational, addressing, 143. See also Fear

Physical environment, creative, preparing a. See
Creative environment, preparing a

Picasso, P., 159

Pike syndrome, avoiding the, 71-72

Pixar Animation Studios, 55, 106

Planning: execution, 202-203; project, 52-53

Plato, 98

Play-Dobh, as a prototyping tool, 193

Playforce as workforce, 99

Playing games. See Games, playing

Playing it safe, problem with, 9-10, 13

Playstation, 133

Poetry, use of, for prototyping, 196

Poker Chip Method, 187-188

Policies, issue with, 188

Pollock, J., 87

Ponders, J., 25-26

Post Cereals, 173

Post-recession era. See Tough times

Power, group, 179. See also Groupthink

Power of “e” culture, 90-91

Power of One, 205

Practical jokes, use of, 93

“Practice round” warm-up technique, 84-85

Praise, providing, 99

Preparation, asking for. vetoie off-site
experience, 117

Prepare step, 5, 22. See also Creative
environment, preparing a; Creative mind and
culture, gaining a

Present situation, examining the, 48

Prizes and awards: for failure, 103; giving out,
91, 100, 107

Problem, the: asking questions about, 46, 57;
clearly articulating, 46; collaborating to solve,
51; exploring the opposite of, technique
involving, 173—175; immersing all your
senses in, 48; looking at, through different
lens, 126-128; restating, in different ways,
46; turning, upside down, 133-136. See also
Creativity Challenge, defining the

Procter & Gamble (P&G), 14, 137, 176

Project planning, 52-53

Project Platypus, 119

Promise, false, 209

PROMO magazine, 139

Prototyping, 193—-198

Provocation technique, using the, 153

Psychology Today, 26

Pulse220, 118

Purpose, developing a sense of, 97-98

“Put to other use” thinking, in the SCAMPER
technique, 172-173

Q

Quaker Oats, 109-110

Quality measures, quantifying, importance of,
201-202

Questioning skill, 70

Questioning the systen’. Sce Challenging,
importance of

Questions, askir'g: «Lout the problem, 46, 57; to
drive curisity.and awareness, 60—63, 70;
importaiice of, 60, 120; open-ended, 30, 70;
in ReicStorming sessions, 1705 in search of
die wiong answer, 148; to substitute a single
~icment, 160; variation of, 134

Luicken, 70

Quicken Loans, 92, 94, 96, 127-128

R

Rapid prototyping, 193, 194

Ray, R., 197

Real-time information, importance of, 200, 201

Rearranging, use of, in the SCAMPER
technique, 173

Recognition, offering, 100, 107

Recruiting and retention tool, 112

Red Bull, 9

Reese’s Peanut Butter Cup technique, 175-176,
181

Reeve, C., 125

Remote architects exercise, 211

Resistance, identifying and examining, 49-50

Resources: competition for, identifying, 52;
having an action plan for, 203

Responsibility: for creativity, myth (and truth)
about, 208; during the execution phase,
planning for, 203; for meeting project
milestones, planning for, 53

Retention and recruiting tool, 112
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Return on investment (ROI), projecting, 54,
203

Reversing, use of, in the SCAMPER technique,
173

Rewards, in a creative culture, 99, 107. See also
Prizes and awards

“Right” and “wrong” answers, avoiding, 30

Right-brain mode: checking the left brain to
allow for, 164; described, 56, 88, 164; logic
games for engaging, 212. See also Left brain
and right brain

Rigidness or stubbornness, avoiding, 30

Risk: in clinging to the status quo, 13; in playing
it safe, 9-10

Risk-taking: creative, encouraging, without fear,
101, 107; having an action plan for, 203; and
setbacks, being tolerant of, 102, 103;
succeeding through improvisation and,
11-13

Ritual, use of, 118

Robbins, T., 83

“Rock the house” warm-up technique, 84

Roeper School, 25, 99

Rogelberg, S., 178

Role modeling, 166

Role playing, 68, 126-127, 180181,
193-194, 195. See also Personas, using

Roles and responsibilities: during the eiecntion
phase, planning for, 203; of leadtzs, myth
(and truth) about, 208-209: fcr:aeeting
project milestones, planniiig for, 53

RoleStorming, 169-171

Rollins, S., 158

Rollout plan, 51,202

Ross, 1., 119, 1206

Rothman, G., 134-135

Round-robin technique, 155-156

Rules: breaking the, need for, 75; challenging
the, 30; critical, following, of creative
cultures, 96-106; following, false promise
involving, 209; ground, for off-sites,
115-116; identifying the, 52; for igniting
ideas, following, 164—167; power of, 74;
simply following the, problem of, 102

Ruts and grooves, accepting, 30

S

Sable, D., 42, 43
Sanders, R., 153-154
Sappers and Zappers, described, 166

SCAMPER technique, 171-173

Schaefter, G., 62

Schopenhauer, A., 17

Scoreboards, use of, 200—202

Scorecard, Creativity, 192-193

Scott, D. M., 67

Scrabble game, 212

Selection mode: choosing the best ideas in,
techniques for, 186—-193; measurement in,
200-202; switching to, 185; testing in,
193-200

Self-assessment, baseline, to determine creative
readiness, 31-38

Self-doubt, 10

Selfishness and egocentricism, avoiding,
160-161

Selling, relentless, 1415

Senses, different: 2bpioaching the Creativity
challenge through, 48, 56; being deprived of,
in your poyical environment, breaking free
from, 110-113; stimulating, 119

Shakiag hings up, 113-114

Shiusela, E., 7

Siow-off mind-set, avoiding a, 160-161

Snultz, H., 132

Sigal, J., 25

Silicon Valley seasonal ritual, 197

Silk Route Global, 26, 106-107

Similes, use of, to define the Creativity
Challenge, 47

Simulation software, 195

Simulations, use of, 195-196

Situation analysis, conducting a, 48—49

Slither Corporation (made-up enemy), 102

Small, thinking, 103-104

Smaller Creativity Challenges: beginning with,
23; breaking down larger challenges into, 52;
simpler Creativity Brief to use for, 57, 58;
that are unrelated to your project, using, as a
warm-up exercise, 211

Smaller organizations: vs. larger organizations,
103-104; needing to act more like
entrepreneurial start-ups, 106

Smith, F., 154

Snuggie, the, 175

SoftSoap, 137

Songs, use of, for prototyping, 196, 197

Sony, 16, 133

Sony Playstation, 133

Sosnick, T., 135

Space shuttle analogy, 180
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Sparks, protecting fragile, 144145, 164. See
also Creative sparks, generating

Speed, as a factor fueling the creativity arms
race, 8

“Spine” concept, 47

Staff call sessions, having, 92-93

Star Trek (original TV show), line from,
168

Starbucks, 10, 132

Start-and-stop challenge, avoiding the,
technique for, 150-151

Starting points, different, approaching creativity
from, 147-148

Start-ups, entrepreneurial, advantage of, 104,
106-107

State Bank of Mauritius, 74-75

Status quo: challenging the, 30, 61, 62, 63, 64;
clinging to the, risk in, 13; dislodging the, 9,
18; examining the, 48; recognizing the, 86;
resistance from people invested in the, 49

Steinbeck, J., 143

Stepladder technique, 178-179

“Stick it to the man” thinking, 149, 191

Stimulation: period of, getting a, 149—150;
providing, at off-sites, 117

Storytelling, use of, 84, 85, 196, 212

Structure, importance of, 19-20, 55. See also
Creativity Brief; Disciplined Dreaming
system

Structure, organizational, issue of, 106

Stubbornness or rigidness, avoiding; 30

Seull, C., 67

Style and tone, establishing, for the project,
52

Subjectivity, removing. i-ot scoring, 201-202

Substitutions: playing with, to generate sparks,
159-160, 162; using, in the SCAMPER
technique, to ignite sparks, 172

Success: currency for, 209; determining how
you will define, 53—54; and failure, factor in
the difference between, 136; measures of,
identifying, 54; metrics for, setting, 201, 202.
See also Business success

Successive Integration technique, 178

Sun Tzu, 137, 138

Super Mario Brothers (video game), 133

Superman character, 181

Surprise and delight, providing perks that,
96

SUVs, 175

Swiffer, the, 27

T

Tagore, R., 55

Tangible goals, defining, 53

Target audience(s): identifying and examining,
50; immersing yourself in the physical
environment of, 114-115; tuning in to, 68;
and using personas, 152

TDWR (Think, Doodle, Write, Repeat),
154-155

Technical skills, myth (and truth) about, 209

Techniques, broad arsenal of, importance of
having a, 163

Tesla Motors, 129

Tesla Roadster, 129

Testing selected ideas, 193-200

Tharp, T., 47, 66

Themes: annual, use of, 93: tenural, identifying,
for your Creativity Challer.ges, 47; for
off-sites, 116

Thoreau, H. D., 4%

Three Magic Quest.ous, 60-63, 70

Time capsyie. using a, 150

Timelire creating a, 53, 203

Tonc an 1 'style, establishing, for the project, 52

Tcéugh times, 3,7, 17

“Tower” exercise, 211

Toy Story (movie), 55

Toys and games, environment including, 109,
110, 117, 119, 120

“Trading fours” technique, 155-156

Traditional advertising campaigns, 199

Transitioning, 203

Trends, spotting, from customer feedback,
example of, 199

Trend-spotting industry, 129

Trial by Jury technique, 189-190

Triggers and symbols, creative, finding,
117-119

Trust, 100, 106

Truth: stages of, quote about, 17; using, to
dispel myths about creativity, 207-210

Tuned In (Stull, Myers, and Scott), 6768

“Tuning in” tool, 67-68

Twenty Questions, playing, 46

2X Ultra Tide, 176

Tyner, M., 159

U

Uniqueness, offering, 15
Universal Laundry Systems, 2, 26
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University of Chicago, 75

University of Texas at Arlington, 178
UPS (United Parcel Service), 73
Upside Down approach, 133-136

\'

Vallee-Smith, L., 25

Value created, projecting the, from change,
47

Value Mapping technique, 190-192

Values, core, establishing and living,
89-92

Van Gogh, V., 180

Velcro, 130

Vic and Tim characters, 95

Virgin Airways, 190

Virgin Books, 190

Virgin Galactic, 190

Virgin Group, Ltd., 190-191

Virgin Records, 190

Vision: creative, expanding, 29-30; guide to,
55-56

Visualization, creative, 56—57

Vivaldi, A. L., 47

Vossoughi, S., 105

w

Wall Street (movie), 180

Walmart, 59, 135

Walt Disney Company, 55

Warm-up exercises/techniques: additional,
211-212; for driving curiosity and awareness,
76; for off-sitis, 11¢: for preparing your
mind, 83—-85; wsing different, 158

Watson, T., 105

Wealthiest Americans, list of, 10

Weiner, E., 195

Weiss, L., 30

Welcome sessions, 90-91

Wetzel, D., 154

“Whac-A-Mole” creativity blocker, 87

“What are your Meatloaves” exercise,

75-76

What if? questions, asking: benefit of, 61;
examples of, 61-62, 160; importance of, 60,
120; variation on, 134

“Where’s Waldo?” books, 72—73, 87

Whole Foods Market, 97

Why not? questions, asking: benefit of, 61;
examples of, 62; importance of, 60

Why? questions, asking: benefit of, 61; examples
of, 61; importance of, 60

Wii, 112, 133

Wikipedia, 16

Windows, Microsoft, 16

Winfrey, O., 176

Workforce, playforce as, 98-99

World War 11, air strikes during, 137

Worry, commandment prohibiting, 165-166

Worst idea, looking fr he, exercise involving,
162

Wrong answer, anding the right answer by
finding the, 148-149

Wundermanp, 42

Wyp:, S5 8

A

Xbox, 84, 112, 133

Y

“Year of the Client” theme, 93
Yo Yo Ma, 82
“Your Days” provided, purpose of, 117-118

Z

Zappers and Sappers, described, 166
Zappos, 91-92, 96

Zara (clothing retailer), 199

Zazzle, 138

Zest Corporate Adventures, 98
Ziba, 104-105

Zipcar, 173-174

Zoom! tool, 67

“Zooming out” exercise, 57

Zuckerberg, M., 159
























