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Pret A Manger, 70

Pria bar, 247

Pritikin, N., 130, 134

Pritikin Program of Diet and' Exercise, The (Pritikin/
McGrady), 130

Prius (Toyota), 1/, 24,739, 49, 98-106, 124, 223,
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new/unintended applications, finding, 177-178;
noncustomer needs, 180-181; observation,
176-177; open innovation, 184-186; role models,
looking to, 186-187; technology-stimulated
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Strategic stifling of ideas, 350-351

Strategic stubbornness, 343-344
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