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How Innovative Leaders Drive
Exceptional Outcomes

THE SUMMARY IN BRIEF

Out Think provides a spectrum of thought, analysis, insight and stories on how orga-
nizations are searching for ways to leapfrog their businesses to the leading edge, imprint
their brand on the public consciousness, and become more relevant in the ever-chang-
ing global marketplace — to transform their businesses into competitive, 21st-century
game-changers.

We've entered a new era. Call it the age of imagination, ideation, conceptualization,
creativity, innovation — take your pick. Creativity, mental flexibility and collaboration
have displaced one-dimensional intelligence and isolated determination as core ingredi-
ents of competitive advantage. But these 21st century methods and mindsets needed to
drive innovation are only found by tapping into the discretionary levels of passion and
initiative within us. This is where Out Think leadership comes in.

Each chapter presents a key idea, behavior or mindset shift and illustrates these shifts
through unparalleled interviews with business leaders conducted by the author. Tech-
niques are described to show how the shift or idea can be implemented, with real-world

examples. The book highlights assessments, exercises and actionable messaging throughout.

While other books also address the changing economic landscape and the challenges
of the creative age, Out Think is unique for its author’s unparalleled access to executives
and thought-leaders who are, in fact, making a measurable difference. Through inter-
views and collaboration with these individuals, Hunter has assembled insights, stories
and actionable takeaways, with an emphasis on results that can drive the innovation that
leaders want and need in their organizations.

IN THIS SUMMARY, YOU WILL LEARN:

* Why and how innovation has become the primary driver of successful compa-
nies in the 21st century.

* Key components of innovation and ways to implement them in your organization.

* How to find and encourage innovative practices, including establishing trust,
embracing risk, collaborating, borrowing brilliance and connecting with why.
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Introduction

This book is about the importance and power of en-
gaging ourselves in our work, connecting with the people
and world around us, and deviating from convention to
reliably create innovative value in this new age. “Inno-
vation” is now what “entrepreneurial” was to the 1990s
and what “excellence” was to the 1980s.The pursuit of
innovation has been urgently added to the business buzz
vernacular because the velocity of change demands that
companies constantly innovate to remain relevant.

Consider: Disney, CNN, MTV, Hyatt, Burger King,
FedEx, Microsoft, Apple, 20th Century Fox, AT&T,
IBM, Eli Lilly, Bristol-Myers — the list goes on. All
of these organizations were started during economic
downturns. Our greatest opportunities exist in such
times, but we need to let go of some of the attitudes and
attributes, methods and mindsets that have worked in
the past because they’re not working so well anymore.

Having interviewed, collaborated with and filmed
hundreds of successful executives, business leaders and
researchers, I have discovered some consistent guiding
methods and mindsets for individuals, groups and orga-
nizations around the world that have been proven to be
reliably valuable in today’s volatile economy.

The Out Think process is not a linear blueprint for suc-
cess. It’s not a series of infallible steps that will lead you,
the reader, inexorably toward innovation, market leader-
ship and world domination. Out Think is a set of ideas and
practices for generating new value in the form of innova-
tive products and services. It requires that you participate
in the journey.

Marketquake: Moving Beyond
Arrested Decay

We have moved to the age of creative, symphonic
thinking, where the ability to harness seemingly dispa-
rate pieces of information and ideas and mash them into
wholly new iterations that can be used to create inno-
vative solutions is, in fact, the competitive advantage for
individuals and for organizations.

But how does innovation differ from creativity and
invention? Paul Sloane, author of The Innovative Leader,
lays out the distinctions: “Creativity is the capability or act
of conceiving something original or unusual. Innovation
is the implementation of something new. Invention is the
creation of something that has never been made before
and 1s recognized as the product of some unique insight.”

We urgently need a process by which we can accelerate
our new-product and value-creation pipelines. We’ve dis-
covered an innovation-delivery gap that is shrinking. This
gap is between an organization’s ability to create new and
distinctive value the market recognizes and rewards and
the speed at which competitors can emerge and deliver
innovative products and services to the market.

Several accelerating forces are influencing this competi-
tive marketplace innovation gap. These include the ubiq-
uity of technologies that enable global collaboration and
the increased accessibility of new ideas and commercial
opportunities in emerging markets. Added to these are the
broader adoption of open-innovation practices and com-
panies’ increasing tendencies to develop capabilities with
individuals and groups outside of their own organizations.
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Summary: OUT THINK

The volatility of the current economy — something [
like to call “marketquake” — is demanding that organi-
zations become agile in order to survive. The companies
emerging from the global financial ash of five years ago
are those that are embracing new management practices.

Consumers are also changing. They’ve never had so
much information or so many options. They want to
be involved in the creative process and, with the ability
to post reviews, they can collectively bring a company
down. Today’s consumer has abundance of choice, wants
to participate, yearns for experiences, not products, and is
attracted to a narrative. In almost any buying circumstance
in which products seem comparable, today’s consumer is
more likely to be drawn to those with a compelling story
behind them.

Innovation is creativity in action. Everyone can be
creative and contribute to innovative outcomes that create
economic value and competitive advantage. Innovative
leaders nurture, act upon, implement, and take creative
ideas into breakthrough change and invention. It’s not
enough to just be ambitious and determined anymore.
Leaders must hire, inspire and develop innovative people
while stirring curiosity, creativity, relationship building,
global awareness and integrity.

Trust: Establish the Engine
of Leadership

To find new paths to innovation, the expectation is that
we all have a shared understanding of some of the foun-
dational aspects of leadership, starting with building trust,
which means keeping business operations transparent.

To be innovative leaders, we must build on this base by
constantly reiterating and communicating core ideas, using
powerful stories to propel change, modeling the behavior
we wish to see, and above all, creating and sustaining ener-
gy in others in the organization. These foundational traits
of the innovative leader constitute the terra firma underly-
ing the journey to innovation.

If we want those in our organizations to remember the
key priorities or to remember the reasons why we'’re going
in a certain direction, we need to develop and share strate-
gic stories that help remind others of the purpose of their
work and what they must consider in making decisions.
People remember little from looking at data and statistics,
yet easily recall compelling stories. If we want people to
behave in particular ways when they are away from us —
which is much of the time — we should use provocative
stories that have a singular message and require a few key
actions to achieve the depicted goal.

Great leaders love what they do and feel great purpose
in it. That rubs off on those they work with. It’s hard not
to get caught up in the enthusiasm of the person who is
leading us. Out Think leaders don’t think of themselves
as sitting at the top of an organization they oversee but
rather as supporting people and processes from beneath,
as a servant to the organization. The Out Think leader has
a persistent and unwavering commitment to constantly
sustain and grow the energy of others in these ways:

* Create and Communicate a Compelling Vision
of the Future: The key word here is compelling. Those
energizing individuals capable of instilling a powerful
and compelling vision of the future are able to convey
a future they envision that is both believable and feasi-
ble as a goal.

* Convey That Others Are Making Meaningful
Contributions: Specific praise and recognition of
individual contribution is a hallmark of strong ener-
gizers. Skilled energizers also build opportunities for
people to make contributions.

* Identify and Convey a Clear Sense of Progress:
It is not monumental breakthroughs or audacious as-
pirations that sustain individual motivation. Rather, it
is constant progress and work that holds meaning for
that individual making consistent and measurable steps
forward on a daily basis.

* Fully Engage in Each Interaction: In each inter-
action, energizers, however powerful or important the
world believes them to be, will make every person feel
as if he or she is the most interesting, important and
valuable person in the room.

Inquiry: Provoke with Questions,
Not Answers

In the inquiry part of the Out Think journey, we ask,
probe, investigate, and remain ever open and curious
about the paths on which our inquiry may take us. We
need to follow the positive idea threads that matter to us.
Inquiry applies to the people, the places and the process-
es in which we participate — who, where and how we
ask questions. In the context of developing innovation,
the power of inquiry can be enhanced in each of these
domains. The goal here is to ask those creative questions
that will drive tangible innovation that is meaningful and
valuable.

Expose yourself to new external environments outside
of your current domain expertise and work groups. Be-
come more connected to people and ideas that may posi-
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tively influence your thinking. Finally, get curious. Curiosity
about the ideas of others can drive innovation in leaders.
In moments of curiosity, we find ourselves extracting the
most out of experiences. We ask probing questions, read
deeply with intent, manipulate and examine objects, and
persist in activities and tasks that we find both challenging
and stimulating.

“In the beginner’s mind there are many possibilities, but
in the expert’s there are few;” said Zen master Shunryu Su-
zuki. We have to nurture curiosity continually to enable cre-
ativity to emerge. We do this by remaining open to all ideas
and new ways of seeing the world. Experiences, emotions
and understandings of information that confronts us tend
to converge in our minds as we try to make sense of it. Yet
innovative ideas and solutions often require our thinking to
diverge out from a central idea or experience.

To accelerate and sustain our own ability to innovate,
we must first change our approach to thinking — step
out of cognitive ruts we may have developed or that were
imposed on us, and embrace divergent thinking without
fear. A few strategies to nurture such thinking include
allowing all ideas to surface without bias, pursuing “acci-
dental” innovation, choosing ideas carefully, and exercising
optimistic thinking.

Exploration: Go to the Woodshed

Known in jazz circles as “going to the woodshed” or
“woodshedding,” the term means secluding oneself to
develop virtuosity through practice and hard work.

Innovation may start with a spark of inspiration and be
ted by aspiration, but every new idea needs to be probed,
prodded and explored in detail. This component of the
innovation journey requires work, grit, determination and
unflagging perseverance to maximize innovation within
ourselves, inspire others to do the same, and ultimately
contribute to the innovative end result to which we aspire.
It’s in this part of the innovation journey that we are most
likely to get distracted or lose momentum.

It is grit — perseverance and passion for long-term
goals plus a willingness to remain tenacious in the face
of adversity — that leads to deep expertise and mastery
necessary to propel innovation.

A key component of companies that differentiate
themselves well from their competitors is the ability and
willingness to put a stake in the ground on key market
expertise. Developing deep niche expertise is critical to
making valuable contributions. It requires developing
the right kind of cultural environment and expectations,
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including clearly defined and valued products and services
in the market. To develop such deep expertise, employees
need the time and space to fully explore their ideas.
Capturing internal voices of distinction is also key. Great
stories are at the heart of the world’s best businesses and an
integral part of any successful communication strategy. To
develop these stories, we can ask questions like these:
* What does the corporate mission mean to you?
* How do you embody that mission in the way you
work and how you live your life?
* What positive outcomes do you feel you have
achieved, and how did you achieve them?
* What advice would you give to new employees or
those being promoted?
With these stories, we can tap into three key ingredients
for building success for the business:
* Use of strategic stories: Stories that illustrate a
concept tend to be memorable. Strategic stories are
targeted stories intended to elicit a specific outcome.

* Tapping strong internal credibility: We can tap
into one of the most valuable aspects for translating
mindsets and skill sets by presenting a familiar and
credible person to deliver the message.

* Sustaining company identity: To build a truly
iconic, signature brand, a key guiding force comes
from the existing people in the stories readily available
in the company. By capturing and sharing those voices
of distinction, a company can sustain and reinforce
the culture.

Aspiration: Dream Well —
You May Find Yourself There

Aspiration can come from many sources, but often it’s
from a person, fictional or real, whom we find heroic. Em-
ulating the traits of heroes is an important part of realizing
the aspirational self and leader. An aspiration is not only an
articulated goal but also a feeling of hope and optimism
about an intended success as well as a tangible outcome.
Aspiration is one of the most powerful ideas leaders can
give to others:

* Share Truth: To get closer to the truth and gain
higher aspirations of everyone in the organization,
first we have to find the hidden truths and share them.
‘We have the obligation to say out loud when we
don’t know the intricacies of complex projects, and
we expect and demand that those closest to the detail
publicly bring to the surface any concerns.
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* Make It Personal and Heighten Aspirations:
Andrea Jung came on board Avon as a consultant
and immediately diagnosed the problem with fresh
eyes: the product was associated with low quality and
outdated styles. She asked her salespeople, “How many
of you use Avon products?” As the Avon ladies looked
around the room, they saw how few among them
actually used their own products. Something clicked.
They understood how much trouble the company was
in and took on a higher aspiration for the company
because it became personal.

» Offer Hope: Innovative leaders recognize their
capacity for inspiring greatness in those around them.
When we focus our energies on developing the
potential of those around us instead of pandering to
those above us, we, our team, our department and our
entire organization become far more successful.

* Focus on the Team, Not the Boss: If we go in with
a grand plan to make a difference and expect people to
execute on it without involving them in its develop-
ment, we've lost their buy-in. When we don’t engage
our team members, paralysis can set in, or a catastrophe
can occur that keeps us from delivering on a project.

* Play to an Individual’s Aspiration and Strengths:
The best coaches develop a deep emotional fluency
such that they have a strong understanding of their
players’ strengths.

* Expect the Best of Everyone: By simply expecting
the best of those around us, they can live up to that
higher expectation, even if it isn’t even explicitly stat-
ed. People around us respond to our body language,
nonverbal cues and vocal intonation in addition to
what we actually say.

* Develop the Guru in Others: By tapping into
the intrinsic motivation to build an eternal legacy of
wisdom, executives see clearly that they have a path
to create a legacy and preserve their own immortal
wisdom through others. To be successful, the entire
organization must adopt a higher aspiration.

* Develop Higher Aspirations As an Organiza-
tion: By sustaining not only the business but also
other dimensions that drive social and environmental
value, companies can prosper successfully in multiple
dimensions. By simply changing the shared aspiration
of the organization, we change the behavior and out-
comes of those within it.

Edge: Embrace New Kinds of Risk

In the innovation process, the edge is where we ex-
perience a heightened sense of engagement, accelerated

learning and creativity. “Flow” is the mental state in which
a person is fully focused on what he or she is doing, where
he or she is totally immersed in an activity. Being truly en-
gaged frees those in flow to be deeply curious and explor-
ative. They are more about solving a puzzle — finding out
what lies beneath the surface of a problem — than about
power, position and money.

We face risk to ourselves and our companies in every
component of the innovation process. We can risk our
ability to operate — to produce, deliver and support our
products and services in the market. We can also take
social risks — to our reputation, brand identity and social
integrity. Risk can increase exponentially as we push
ourselves and our companies to the edge of our creative
capacity, but it can also hone our innovative abilities.

Embracing innovation means embracing risk. It starts
when we first share our ideas with others. Even in the
most open, welcoming environment, we risk the opinion
others have of us, our credibility, even our jobs. While
what seems like a wild idea at first can ultimately bring
hugely positive results, it can also make others, even our-
selves, question our common sense, if not our sanity.

If we carry this willingness to risk our personal reputa-
tions to the way we interact with our customers and speak
to markets, we can recognize a significant upside without
risking operational integrity.

Connection: Collaborate
to Innovate

An innovative effort based on trust, with appreciative
inquiry, great aspiration and deep exploration, can only be
realized through the help and collaboration of others —
through connection. It is the process component in which
we, as individual contributors or leaders, reach out, engage
and collaborate with those around us to discover pow-
erful new ideas, leverage external expertise, and co-opt
like-minded collaborators on the Out Think journey.

While we may start with our immediate and intimate
circles of colleagues and friends on this part of the journey,
we must go beyond that to connect with people who can
bring new nuance, insight and skill to bear on the innova-
tion challenge. Only by reaching beyond — and creating
bridges from — our own immediate domain of expertise
to cross-pollinate ideas, processes and components can we
move forward in the innovation process.

Thinking, planning, making decisions, and working out
action plans are all best done collectively through team-
work. Google’s leaders believe their company thrives in an

www.summary.com | Soundview Executive Book Summaries® 5



Summary: OUT THINK

organizational environment that is flat (rather than hierar-
chical), devoid of any pressure, and enables and encourages
collaboration. They find that groups make better decisions
than individuals on their own.

To truly connect with people in our organizations, we
should spend more of our time and energy as leaders ask-
ing them to examine more closely how they perform their
tasks and collaborate as teams and how the organization as
a whole operates.

Successful teams are the result of hiring the right people,
building relationships among them based on trust and
concern, creating a shared vision of mission, and keep-
ing communication open. Diversity is the mark of great
creative teams, where differences are strengths, not weak-
nesses. Connecting personally through deep listening and
conversation is also crucial. If we slow down and listen,
retain our curiosity about other peoples’ ideas and remain
open to them, and ask the right questions to explore more
deeply others’ views, people become more trusting. As a
result, relationships will deepen, and conversations will
become richer, opening the doors to innovation.

Mash-Up: Borrow Brilliance

One of the most exciting components of the innovation
process is actively combining disparate ingredients to come
up with a whole that is greater than the sum of its parts.
Once we have connected to people who are doing inno-
vative work in separate domains, we can begin combining
these ideas in our work environment by applying what we
have learned elsewhere and inviting others to participate
in the process. By constantly mashing up ideas, concepts, ap-
plications and other disparate outcomes gathered from our
diverging ventures, we invent powerful new combinations.

Great ideas are built on the shoulders of giants — that
is, most of what seems to be original thought is in fact
built on the strength of the thoughts of those who came
before us, who in turn based their thoughts on those
before them. Once we accept the fact that we build on the
creativity of others, our creative process becomes deliber-
ate and intentional. Because we never know where a good
idea may be lurking, we need to look everywhere — oth-
er industries, science, art, music, society ... everywhere.

As we examine the ideas we borrow, we need to look at
them from all angles with a fresh mind and be skeptical. We
have to understand their weaknesses so that we can improve
on them.The creative process is an evolutionary one, and
the mechanism used to take it forward is judgment.
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Only the Truth Sounds
Like the Truth

Former Starbucks president Howard Behar

told me a personal story of an early life lesson he
learned as a young COO of a failing company. Behar
had been brought in to devise a turnaround plan. He
assembled the top executives and asked each to
come up with a plan for reducing personnel. Some-
one made photocopies of the plan, and unfortunate-
ly, the original was left on the copier after everyone
went home.

Howard started to get phone calls from other peo-
ple in the organization who wanted to know the truth.
Howard immediately summoned the private execu-
tive group back together to discuss how to handle
the leak. Many executives suggested they deny the
plan and publicly say that it wasn't true — that it was
just an old draft.

His assistant in the room turned to him and said,
“Howard, only the truth sounds like the truth.” And
he knew she was right. He assembled the entire
company in a town-hall-style meeting and shared ev-
erything with them — the good, the bad and options
for next steps. Something interesting happened. One
by one people stepped up with solutions.

“Here | thought | was going to get shot, figura-
tively, or maybe literally, and it's not what happened
at all,” Howard recalled in our interview. “One by
one people stood up and started applauding. People
started to ask, ‘How can we help?’ There | was, in
my early 30s; | would have never thought that would
happen. It's probably one of the single most valu-
able lessons of my leadership life.”

Unorthodox use of products is often the key to unlock-
ing new value potential. The real purpose of a product is
to do a job, and innovative thinking requires engaging the
customer in the creative process to discover the jobs that
need doing and the adaptations and innovations customers
derive to get the job done.

Leaders need the backup of the organization and a
global perspective to support the process of innovation. If
we wish to encourage divergent thinking, thereby discov-
ering new perspectives, we must tap into disparate cultural
backgrounds.
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Action: Get Moving or Accept

the Consequences

The critical part of the Out Think journey is the doing
— putting action to the words, values and ideas. All the
curious inquiry, deep exploration, thoughtful conversation
and mindful reflection won’t amount to any kind of inno-
vation — much less remarkable innovation — unless we
act. Action distinguishes innovation from creativity.

At this point in the Out Think journey, the volume of
activity and experimentation is critical, and the innovative
leader celebrates failure and success equally, punishing only
in action. This part of the innovative process requires rapid
prototyping and active experimentation. Many innovation
journeys stall at this point because of failure to actually
take out a hammer, put pen to paper, write the code, build
the prototype, or otherwise get our hands dirty.

One of the most important drivers of innovative out-
comes is action that is novel and unique. Unfortunately,

a characteristic of being human is a persistent sense of
overconfidence when it comes to habitual activities.

We all often suffer from overconfidence in our abilities
and knowledge of a wide range of subjects. We believe
that we will be correct more often than we usually are
regarding those behaviors and beliefs in which we regu-
larly participate. If unchecked by organizational culture,
managerial oversight and self-reflection, overconfidence
can lead to failed endeavors and poor decisions for us and
for our work. Here are a few actions and behaviors to help
overcome decision overconfidence:

* Solicit the Opinion of More People: When we
ask a larger group of people their opinion on a ques-
tion, their collective judgment is almost always better
than our own.

* Solicit Your Own Second Opinion: Try asking your-
self the same scenario and decision outcome in a differ-
ent way, and see if you come to the same conclusion.

¢ Consider the Extremes: We should ask ourselves
what we consider the extreme positive and negative
boundaries of these outcomes.

* Separate Our “Deciding” Self from Our “Do-
ing” Self: When we conclude the deliberation, shift
to our “doing” self, and act on that decision, it’s im-
portant to remain optimistic, focused and steadfast in
supporting our “doing” self.

We can test hunches by assessing our experience with the
situation or problem, gaining timely and direct feedback,
recognizing the degree of complexity influencing cognitive
and intuitive evaluations, and discerning the personal level
of desire to take one course over another.

Signature: Make It Your Own

A signature innovation comprises the core identity of
those who have joined in the innovation journey, executed
with the unique personalities of everyone participating and
sustained by the mission of the organization. Signature in-
novation isn'’t easily copied or pirated because it comes out
of a truly unique cultural identity within an organization.

Most organizations recognize and embrace the notion of
modeling best practices — studying operations and teams
that exemplify the kinds of traits and behaviors they wish
to learn from and adopt. Such modeling can be useful in
many situations to gain market share and adapt quickly to
developing technologies. Being a fast follower — a second
or third to market — can be quite powerful. Facebook
came along after Friendster and MySpace were in the
marketplace. The iPhone was eight years late to the smart-
phone business.

Yet creating signature solutions is unlike a wholly bor-
rowed, or “best,” practice. If a company aspires to being
the best in its market, it has to lead. And only by the orga-
nization’s developing its own voice — its signature — can
it attain this leadership position. A company with signa-
ture solutions will get unique products to market faster
and establish brand loyalty because it doesn’t get bogged
down in copying others or creating commodity products.
Signature innovations are based on a unique blend of in-
dividual and organizational personalities, intentions
and convictions.

Purpose: Connect with “Why”

Business models, manufacturing and distribution pro-
cesses, brand loyalties, pricing strategies and even profits
are not why companies exist. To survive, companies must
provide products and services that the market recognizes as
valuable, and do so on a sustainable basis. To do this, com-
panies need the committed creativity and involved passion
and initiative of human beings. The surest way of gaining
this is to connect people with a greater sense of purpose.
No matter how mundane or utilitarian an employee’s task
may seem, the greatest leaders can help connect that task
and that person to a greater sense of meaning.

Ultimately, innovative products that have lasting value in
the world must be connected to a larger purpose — one
beyond self or financial gain — that serves the community
touched. Why? Because with purpose we bring something of
greater value to our community — local, national or global.
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We All Borrow Ideas

Charles Darwin’s On the Origin of Species didn't
arrive fully formed from the cosmic Muse. It germi-
nated from the influence of Darwin’s grandfather,
Erasmus Darwin, who wrote Zoonomia; or, The
Laws of Organic Life in 1796. In that book, Erasmus
Darwin suggested that sexual behavior and compe-
tition might affect species change.

In 1971, Ray Tomlinson was working on ARPAnet
and mashed up terminal networks with an existing
application that allowed users on the same terminal
system to share messages. He did this by writing
a script that enabled messages to distinguish
between different machines and jump from one to
another. Thus, Internet-based email was born.

What set Steve Jobs apart as an industry icon
is a combination of his innovation, leadership, and,
perhaps more importantly, his ability to recognize a
good idea. In the 1980s, he saw a demonstration of
the mouse with a graphical user interface and rec-
ognized the combination as perfect for a personal
computer. The result: Apple’s Macintosh computer.
Bill Gates got the idea for Windows from Apple’s
graphical user interface.

In the 1990s, Jobs saw a demonstration of a new
animation software program developed by filmmak-
er George Lucas and his company. He bought the
company, combined the software with storytelling,
and created Pixar and the first computer-animated
film, Toy Story.

Over ten years ago, Jobs saw the first MP3
player. He combined it with an integrated website,
iTunes, and, with cutting-edge design from
Jonathan lve, created the iPod.

Business gurus suggest that employees should be com-
forted and heartened by the knowledge that the product
they are contributing to matters to the customers they
serve. Here’s the thing: no matter how hard we try to sell
the company to our employees, they still won’t buy it
until they are sold on who they are. Until people find out
their own “why” — their own reason for doing what they
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do — they aren’t going to buy the why of their boss or
the why of the company they work for. Until people feel
wholly fulfilled, focused and energized by their own core
personal mission and focus, they aren’t going to care com-
pletely about their employer’ version of why.

Truly creative people are intrinsically motivated, work-
ing for the sheer joy of'it. As people’s options and choices
increase, so does intrinsic motivation.

Sustaining the Innovative Mindset

If we are to sustain innovation in our business lives, we
have to selectively abandon past behavior and pick up new
habits and actions in equal parts. What is happening today
may not be happening tomorrow; trends come and go,
but constantly looking for ways to improve a product or
process, or invent a new one, will keep us competitive in
an ever-changing marketplace.

Seismic changes in the world have brought about in-
creased connectivity, interrelatedness and interdependency.
In such a rapidly changing world, no matter how cata-
clysmic the change, being optimistic about the future and
embracing continual innovation are key to growth and
stability. Change and upheaval clear the ground of ortho-
doxy and prime the pump for an explosion of ideas.

To keep moving ahead, organizations will have to keep
rethinking and redefining their systems. Few of the tradi-
tional, orthodox methods and systems will be enough to
carry us through the century and beyond.

Remaining curious, growing a repertoire of ideas, creat-
ing new mash-ups, and cross pollinating ideas with others
is the new path that leaders must take. The path leads to
taking bold actions that create new value. Step boldly.

RECOMMENDED READING LIST
If you liked Out Think, you'll also like:

1. Idea Agent by Lina M. Echeverria. Echeverria offers seven proven
principles through which new ideas come to fruition.

2. Disciplined Dreaming by Josh Linkner. Linkner distills his years of
experience into a 5-step process that will make creativity easy for you and
your organization.

3. Engaged! by Gregg Lederman. Lederman teaches how to design and
implement a sustainable culture and customer experience.




