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INNOVATION AT THE TOP

and managers loved the cart and even said that with a couple of modi-
fications, they'd want one. We took the afternoon off to celebrate and
get ready to return to our regular clients.

The cart was done, the show was aired, and we thought that was
pretty much the end of it. But the morning after the Nightline segment
ran, our phones wouldn't stop ringing. I took dozens of calls from ex-
ecutives around the country who'd seen the show. Most of them didn'
give a damn about shopping carts. Instead, they wanted to know more
about the process we used to bring the cart into being. One CEO told
me that he understood, for the first time, what creativity really meant
and how it could be managed in a business environment.

Nightline's Deep Dive broadcast was among its most popular of the
oadcast it a few months

year, so popular in fact that the network rebr
n't have. The fact

later. The response amazed us. But maybe it should

is, everybody talks about creativity and innovation, but not many
people perform the feats without a safety net in front of a nationwide

television audience.

BUILDING IN CREATIVITY AND INNOVATION

Why should business care about creativity? Visit your local mall or
trade show and you'll see that creativity sells. We're all searching for
the next iMac or VW Beetle—any worthwhile innovation that captures
blic's imagination and strengthens the company’s brand. But

the pu
s shy away from novel solutions. Moreover, they tend

many companie
to believe that truly creative individuals are few and far between. We

believe the opposite. We all have a creative side, and it can flourish if
you spawn a culture to encourage it. one that embraces risks and wild
ideas and tolerates the occasional failure. We've seen it happen.

The more we thought about the success of the Nightline Deep Dive,
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at do stand-up toothpaste tubes, all-in-one fishing ks
| analyzers, flexible office shelves. and self-sealing
have in common? Nothing actually, except that thevre
. products that were inspired by watching rezl

o
a0t big fans of focus groups. We don't much care for tadi-
research either. We go to the source. Not the “expens”
pany, but the actual people who use the product or some-
ar to what we're hoping to create.

y of well-meaning clients duly inform us what a new product

ar Systems asked us to help it redesign a critical medical in-
- used on heart patients during balloon angioplasty. The
old an inflation device for the tiny balloon that the doctor in-
a catheter through the femoral artery in a patient’s leg. The
; guided up into the obstructed coronary artery and inflated.
the plaque and stretching the artery. ACS told us lhat the
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Observations helped us discover that smaller
hands actually need fatter toothbrushes.

INSPIRATION BY OBSERVATION

Open your eyes and you'll be awakened to opportunities to improve
products and services without even leaving your office. Walking
around Bank of America’s corporate headquarters in 1989 on a project
called Objects for a Better Day at Work, we saw something we hadn't
expected. Desks, computers, monitors, and keyboards were state-of-
the-art but still didn’t allow much leeway for physical differences. If










istory teaches that innovation does not come about b

ial planning. If it did, Silicon Valley would be nearer to Moscow than
fo San Francisco. Working on thousands of projects has taught us 4
le but critical element that every team or company shoul
pect: the unexpected.

| y cen-

simp d come

0 X

t Chance offers insights you didn't anticipate. It's a well-accepted
quth that inventions and discoveries often result from random acci-
Jents or experiments that went awry:

How can you capitalize on that phenomenon? Well, you can start by
expecting the unexpected, being open to surprises from sources within
and outside your organization.

Try approaching projects with humility and the knowledge that an-
swers may come from places you least suspect. We call this “looking
cross-eyed” and “cross-pollination.” It's quite liberating and powerful.
If you expect to find answers from unusual places, it's far more likely to
happen. In nature, we know that cross-pollination leads to superior
strains of plants. It's the same with products and services. Launch a
project with the assumption that cross-pollination may help you to in-
novate, and you're more likely to be ready to take the leaps of creativ-
ity necessary for innovation.

Now that we're midstream in the innovation process, I think it's ap-
Propriate to issue a disclaimer. We don't know it all. Neither does your
boss or even the CEQ. Accidents happen. Here follow some of my ex-
Petiences and insights about how it is that serendipity plays a critical

ole in innovation—and what you can do about this puzzling variable.
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Sty to turn small failyres of anomal
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S Unfort
unately, the reverse can also ¢
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watching our clients’ products rise and fy]

3 \‘o.ng horse. Sometimes it seems that . 'We
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