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Innovation and Creativity

* Individually reflect on

— Key features and how to cultivate innovation
and creativity in a team environment

— Record your ideas
* Turn to the person next to you
— Exchange ideas
— Develop a list to share with whole group

* Whole Group discussion
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Guide to Increasing Innovation
Amabile & Khaire (2008)

* If you're trying to enhance creativity:

— Remember that you are not the sole fount
of ideas

— Enable collaboration
— Enhance diversity

— Map the stages of creativity and attend to
their different needs

— Accept the inevitability and utility of failure
— Motivate with intellgctual challenge
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Jeong Kim — Director Bell Labs

* "There are people in the hedge-fund and financial
sectors who have made so much money," he
says. "But what have they created? What value?"
The goal of the innovator, as he sees it, is to
have a positive impact on your company, your
country, and yourself.

* By his estimation, Bell Labs' value is in its critical
mass — a lot of researchers in close proximity,
sharing insights and expertise. But he also points
to two earlier Bell Labs inventions: "Remember,
the transistor was invented by three people, not
30,000. The laser was invented by two."

Jon Gertner, Fast Company, February, 2068
http://www.fastcompany.com/magazine/122/mad-scientist.html

Serious Play

Prototyping
s ERI1OU s BE
Collaboration

Prototyping is probably the
AT single most pragmatic behavior
IS T { the innovative firm can practice

Innovation is more social than

personal

AL IR  Michael Schrage. 2000. Serious
Play: How the World s Best
Companies Simulate to Innovate




serious Play - Mozilla Firefox:

dle  Edit View History Bookmarks  Tooks  Help

VisiCalc: Information from
its creators, Dan Bricklin
and Bob Frankston

If you're looking for materiad about VisiCale, this is the

place!
“ Serious Play

1 recommend Michael Schrage's baok, Serious Play: How the World's Best

Companies Simulate ta Innovate, to people wha are interested in the

process of innovation and how to improve that process in their company.

He examines many aspects of prototyping and describes how they fit into

VisiCale material on this web site indudes: the innavation process. The increasing availability of inexpensive,
quick-to-create computer-based prototypes makes understanding this

+ The Mistory s o process important.

Back - Foward - Reload  Stop Home | BB hep:idantrickin comilogiseriousplay.htm

Getting Started  Latest Headines

£ Serious Play (L3 | & The Risk of Innovation; Wil Anyone E... 1 MOT-613; Brief Ry

Disclaimer: iLike with many commentators of the high-fech scens, I've
known Michasl for over 15 pears, from when he first interviewsd me
about spreadsheets. He used material from some of his discussions with
me in the book, and treats me and my work very kindly in it.
Nevertheless, I think it's really important even If I wasn't mentioned at all
pting VisiCalc: &n essay about why VisiCalc was not patented. in the book

Ardam Ovchnrm fu iy o driam Cihearan nivinn fuan

The topic of this book is very dear to me. Ever since my father first taught
me as a child to prototype things before I built them, simulation has been
a major part of my career. 1 still remember him explaining the virtues of
making a prototype. He was a printer who learned to mock up brochures

"| n novatlonl iSn't What and newsletters before he printed them to make sure hiz customers knew

what they'd get. I applied the technique when creating the spreadshest,
H 4! itzelf a prototyping tool, going through several prototypes before Bob and
innovators do....it's what T oult the ros) g, leaing 2 10t ram sach. Tha need for mors ypes of
people in software development to be able to prototype user interfaces
Customers and Cllents ado t “ brought about Dan Brickiin's Dermo Prograr, a product 1 wrote in the mid
p . 1980's that was successful because rapid pratotyping is so important. Ta
this day I'm getting emails from people telling me how a prototype made

M |Chae| Sch rage with Demo helped them fund a product or create an interface

Tom Peters wrote the Forward to Michael's book. In it he says: "In short, T
lowe this book!...Schrage's shtick, rapid prototyping, sounds like a
third-order innovation tool, Not so, Schrage argues persuasively. Rapid

Done
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Stanford Institute of Design

Our vision
02 Design thirking

03 Mullidisciplinary approach

04 Radical collaboration
05 Culture of innawvation

Big Picture

way.

research.

Qur vision

A bold new design institute at Stanford

ZET INYOLVED 237

People Our Place

ticipate

“We believe great innovators and leaders
need to be great design thinkers.”

Wie have & dream about buildng a place for desion st Stanford.

Wiie want 1o busid & place where design thinking is the glue that binds people together, a place we call the d school
Ve want the d.school o be & place for Stenford studerts and faculy in enginesring, medicing, business, the
humanities, and education to lesm design thinking and work ngether to solve big problems in & human centeres

Wie want it to be a place where people from big companiez, start-ups, schools, nonprofits, government, and
anyone else who reskzes the power of design thinking, can join our mulidisciplinery teaching, prototyping, and

http://www.stanford.edu/group/dscfiool/big_picture/our_vision.html
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THE GLOBAL INNOVATION 1000

Why Culture

BOOZ & COMPANY'S
ANNHUAL STUDY SHOWS
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THE MOST CRUCIAL FACTORS
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Exhibit 1: The Alignment Advantage

Onl 48 percent of companies surveyed have both highly aligned cultures
and highy aligned innovation strategies, and it pays offin performance.
They cutperfzrrm on groth in both profits snd enterprizs wslue

Innovation Strategy and Cultural Alignment Matrix

MODERATE Hisk
ALIGNMENT ALIGHMENT

Low WADERATE
ALIGNMENT ALIGHMENT

~+ LOW ——CulturalSugpart r i vaon Stratagy —— HOH -+

~+ LOW —Aligomant of Eusimes Sirategy to Innavatian Siratagy— HH 4=

Gross Profit Enterprise Value
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epcs
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Source: Busz & Company




Exhibit 5: Top Goals and Attributes by Strategy

All companies following any of the three innovation models share some of the most important innovation goals and cultural attributes
Each model, however, also has distinct goals and attributes

Top Innovation Goals
and Cultural Attributes MARKET READERS

Distinct innovation goal
* Products customized to local markets
and geographies

Distinet cultural attribute

= Culture of collaboration across functions

and geagraphies

NEED SEEKERS ALL THREE STRATEGIES
Distine wation goal Common innevation goals
» Adval reducts & Supericr product performance

= Superior product quality

Common cultural attributes

= Strong identification with the customer and
overall orientation toward the customer experience
= Passion for and pride in the products
and sarvicas offarad

TECHNOLOGY DRIVERS

Distinet innovation goa
oD

1)
t progucts

The Innovation Journey
VandeVen, Polley, Garud & Venkataraman, 1999.

The innovation journey is a
nonlinear cycle of divergent and
convergent activities that may
repeat over time and at different
organizational levels if resources
are obtained to renew the cycle, p.
16.
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IDEO — Deep Dive Video

ABC News
Nightline - 7/13/99

Available From
ABC News Store
www.abcnews.com

Kelley, Tom and Littman, Jonathan (2001) The art of innovation:
Lessons in creativity from IDEO, America s leading design firm. New
York: Randem House

Kelley, Tom and Littman, Jonathan (2005) The ten faces of
innovation: IDEQ’s strategies ... New York: Currency/Doubleday

IDEO - "The Deep Dive'f

(

# IDEO has been identified as
America’s Leading Design Firm.
# IDEO's special ingredients:
= Teams
= Culture
= Methodology




IDEO The Deep Dlve

i % Viewing Per'spec‘rlves
A

= Teams

mCulture
# Methodology
u Vldeogr'apher'

!“THE DEEP DIVE”
= Flve Days at '




Components of IDEO process

¥ Creation of “Hot Teams”

# Brainstorming

¥ Rapid Prototyping

® Observing & Listening from Customers

# Thinking of products in terms of verbs,
rather than nouns

(

IDEO's Teams

#Named "Hot Teams."
¥ Multidisciplinary.

¥ Group leader is assigned based on
their abilities o work with groups.

10



Seven Secrets for Better Brainstorrhing
< 1. Sharpen the focus
2. Playful rules
3. Number your ideas
4. Build and jump
5. The space remembers
6. Stretch your mental muscles

7. Get physical

( Playful Rules

% One conversation at a time
% Stay focused on the task

# Encourage wild ideas

# Go for quantity

# Be visual

# Defer judgment

% Build on the ideas of others

11



IDEQ's Culture

# Employees design their own working

areas.

¥ Employees have interest and skills to
work with a wide range of people.

% No hierarchies.

Build Your Greenhouse

% Building
Neighborhoods

¥ Think Project, Think
Personal

% Building Blocks

¥ Inspiration from
Adversity

¥ Prototype Your space
% Create a Team Icon

¥ Watch Your Body
Language
#¥ Simple Team Space

% Hierarchy is the
Enemy of Team Space

¥ Give Your Workers a
View

¥ Tell Stories

¥ Make Your Junk Sing

12



Build Your Greenhouse

# Building Neighborhoods

= Areas of Congregation
= Lounge / Common Area
t Mainstreet
= Forced Interaction
= Need for Privacy
= Quiet Areas
= Individuality

( Five steps to IDEOQ's innovation

% Understand the market/client/technology/
constraints

% Observe real people in real situations

¥ Visualize new-to-the-world concepts &
ultimate customers

# Evaluate & refine prototypes

% Implement new concept for
commercialization

13



IDEO's Method

ervation - Brainstorming Prototyping ~  Implementation

user
desirability

insights and
opportunities

implementation

www.ideo.com

ldeo Brainstorming

o

One Conversation at a : Duration: Limit Time to an Hour

time 2. Don’ts: No Presentations, Nor a time
to poll employees, and not about
swanky retreats.

Idea Engine: Blue Sky approach.

Quantity is key
Use Visual Aids early
Aggregation of Ideas

* www.ideo.comhttp://www.1000ventures.com/business_guide/cs_product-design_ideo.html
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How to Kill Brainstorming

The boss speaks first.
Everybody gets a turn

Experts Only — diversity trumps expertise

Kelley’s Rule: 1 person who can build things, 1
with customer experience, and a sci-fi nerd.

Off Site
No Silly Stuff
Document Everything

http:/www.qualityoflife.org/ich/IDEO/IDEO.cfm

IDEQO’s Innovation Methodology

ABSTRACT

OPPORTUNITY AREAS BRAINSTORMS & IDEATION
-

INSIGHTS PROTOTYPING

SYNTHESIS FORMATIVE

| RESEARCH
LEARN 1 ! DO

OBSERVATIONS | REFINEMENT
EMPATch\ PROPOSITIONS
RESEARCH L

0 P

ILOTING

START
HERE! IMPLEMENTATION

Source: http://www.mediawerk.ch/nerve/category/visual-literacy/
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AbOUt US IDEOQ helps companies innovate. We design products, services,
environments, and digital experiences.

“Head in the sky..." IDEO's teams, culture, and methodology are
the spacial ingredients that fuel our approach to innovation and
design. We begin with a deep exploration of business, human, and
technical factors. Observe. Brainstorm. Prototype. Repeat.

Point of View. Essence. Heart. *...ness." Whataver you call it, it's
there: a shared mind set, the place where the efforts of our problem-
solving engine converge. Expressed in a visible and tangible way, it
informs and inspires the design process.

¥...feet on the ground." What's a good idea worth if it can't be
realized? IDEQ’s world-class designers and engineers ensure that
the power of the vision is preserved in the journay from concept to
final production.

www.ideo.com

Engines of
Innovation

THE
ENTREPRENEURIAL
UNIVERSITY

IN THE
TWUENTY-FIRST

: 4 CENTURY
IOVATOR'S WAY /}

HoldenThorp &
Buck Goldstein

STEVEN

JOHNSON

WHERE 600D IDEAS
COME FROM

Innovation is the adoption
of a new practice in a community
- Denning & Dunham (2010)

THE NATURAL

HISTORY OF
INNOVATION




STEVEN
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WHERE 600D IDEAS
COME FROM

THE NATURAL
HISTORY OF
INNOVATION

AU THE 5

1. What s the
distribution of
innovations?

2. Did it change over
time? If so, how?

3. Where does your
innovation fit?
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Technology

Three definitions of technology (Arthur,

The Nature of 2009)
Technology 1. A means to fulfill a human purpose
N 2. An assemblage of practices and
components

3. The entire collection of devices and
engineering practices available to a
culture

Three fundamental principles (Arthur, 2009):

1.
2.

All technologies are combinations
Each component of technology is itself in

miniature a technology TE(HHQAEW
. All technologies harness and exploit some WAN]S

effect or phenomena, usually several

KEVIN Kewy

Innovation Resources

Amabile, Teresa M. and Khaire, Mukti. 2008. Creativity
and the role of the leader. Harvard Business Review,
86(10), 100-109.

Prahalad, C.K. and Krishan, M.S. 2008. The New Age of
Innovation. New York: McGraw-Hill. First chapter
http://www.newageofinnovation.com/

Berkun, Scott. 2007. The myths of innovation.
Sebastropol, CA: O'Reilly.

Chesbrough, Henry. 2006. Open innovation: The new
imperative for creating and profiting from technology.
Cambridge, MA: Harvard Business School Press

Hargadon, Andrew. 2003. How Breakthroughs Happen:
The surprising truth about how companies innovate.
Cambridge, MA: Harvard Business School Press.
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Innovation Resources

Additional Perspectives on Innovation:

DEC - Schein, Edgar H., et.al. 2003. DEC is dead: Long live
DEC — The lasting legacy of Digital Equipment Corporation.
San Francisco: Berrett-Koehler.

The Innovation Journey — Van de Ven, Andrew H., Polley,
Douglas E., Garud, Raghu & Venkataraman, Sankaran. 1999.
The Innovation Journey. New York: Oxford University Press.

Organizational Change and Innovation Processes — Poole,
Marshall S., Van de Ven, Andrew H., Dooley, Kevin, and
Holmes, Michael E. 2000. Organizational Change and
Innovation Processes: Theory and Methods for Research.
New York: Oxford University Press.

Weird Ideas that Work — Sutton, Robert I. 2002. Weird Ideas
that Work: 11-1/2 Practices for Promoting, Managing, and
Sustaining Innovation. New York: Free Press.
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