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Creative Strategy
A Guide for Innovation
Columbia University Press William DugganÕs 2007 book, Strategic Intuition, showed how innovation really happens in business and
other ﬁelds and how that matches what modern neuroscience tells us about how creative ideas form in the human mind. In his new
book, Creative Strategy, Duggan oﬀers a step-by-step guide to help individuals and organizations put that same method to work for
their own innovations. DugganÕs book solves the most important problem of how innovation actually happens. Other methods of
creativity, strategy, and innovation explain how to research and analyze a situation, but they donÕt guide toward the next step:
developing a creative idea for what to do. Or they rely on the magic of ÒbrainstormingÓÑjust tossing out ideas. Instead, Duggan
shows how creative strategy follows the natural three-step method of the human brain: breaking down a problem into parts and then
searching for past examples to create a new combination to solve the problem. ThatÕs how innovation really happens. Duggan
explains how to follow these three steps to innovate in business and any other ﬁeld as an individual, a team, or a whole company. The
crucial middle stepÑthe search for past examplesÑtakes readers beyond their own brain to a Òwhat-works scanÓ of what others have
done within and outside of the company, industry, and country. It is a global search for good ideas to combine as a new innovation.
Duggan illustrates creative strategy through real-world cases of innovation that use the same method: from Netﬂix to Edison, from
Google to Henry Ford. He also shows how to integrate creative strategy into other methods you might currently use, such as PorterÕs
Five Forces or Design Thinking. Creative Strategy takes the mystery out of innovation and puts it within your grasp.

Strategic Intuition
The Creative Spark in Human Achievement
Columbia University Press How "Aha!" really happens. When do you get your best ideas? You probably answer "At night," or "In the
shower," or "Stuck in traﬃc." You get a ﬂash of insight. Things come together in your mind. You connect the dots. You say to yourself,
"Aha! I see what to do." Brain science now reveals how these ﬂashes of insight happen. It's a special form of intuition. We call it
strategic intuition, because it gives you an idea for action-a strategy. Brain science tells us there are three kinds of intuition: ordinary,
expert, and strategic. Ordinary intuition is just a feeling, a gut instinct. Expert intuition is snap judgments, when you instantly
recognize something familiar, the way a tennis pro knows where the ball will go from the arc and speed of the opponent's racket.
(Malcolm Gladwell wrote about this kind of intuition in Blink.) The third kind, strategic intuition, is not a vague feeling, like ordinary
intuition. Strategic intuition is a clear thought. And it's not fast, like expert intuition. It's slow. That ﬂash of insight you had last night
might solve a problem that's been on your mind for a month. And it doesn't happen in familiar situations, like a tennis match.
Strategic intuition works in new situations. That's when you need it most. Everyone knows you need creative thinking, or
entrepreneurial thinking, or innovative thinking, or strategic thinking to succeed in the modern world. All these kinds of thinking
happen through ﬂashes of insight strategic intuition. And now that we know how it works, you can learn to do it better. That's what
this book is about. Over the past ten years, William Duggan has conducted pioneering research on strategic intuition and for the past
three years has taught a popular course at Columbia Business School on the subject. He now gives us this eye-opening book that
shows how strategic intuition lies at the heart of great achievements throughout human history: the scientiﬁc and computer
revolutions, women's suﬀrage, the civil rights movement, modern art, microﬁnance in poor countries, and more. Considering the
achievements of people and organizations, from Bill Gates to Google, Copernicus to Martin Luther King, Picasso to Patton, you'll never
think the same way about strategy again. Three kinds of strategic ideas apply to human achievement: * Strategic analysis, where you
study the situation you face * Strategic intuition, where you get a creative idea for what to do * Strategic planning, where you work
out the details of how to do it. There is no shortage of books about strategic analysis and strategic planning. This new book by William
Duggan is the ﬁrst full treatment of strategic intuition. It's the missing piece of the strategy puzzle that makes essential reading for
anyone interested in achieving more in any ﬁeld of human endeavor.
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The Art of Ideas
Creative Thinking for Work and Life
Columbia University Press Great ideas don’t just happen. Innovation springs from creative thinking—a method of the human mind
that we can study and learn. In The Art of Ideas, William Duggan and Amy Murphy bring together business concepts with stories of
creativity in art, politics, and history to provide a visual and accessible guide to the art and science of new and useful ideas. In
chapters accompanied by charming and inviting illustrations, Duggan and Murphy detail how to spark your own ideas and what to do
while waiting for inspiration to strike. They show that regardless of the ﬁeld, innovations happen in the same way: examples from
history, presence of mind, creative combination, and resolution to action. The Art of Ideas features case studies and exercises that
explain how to break down problems, search for precedents, and creatively combine past models to form new ideas. It showcases how
Picasso developed his painting style, how Gandhi became the man we know today, and how Netﬂix came to disrupt the movie-rental
business. Lavishly illustrated in an appealing artistic style, The Art of Ideas helps readers unlock the secret to creativity in business
and in life.

The Seventh Sense
How Flashes of Insight Change Your Life
Columbia University Press Flashes of insight—the "Eureka!" moments that produce new and useful ideas in a single thought—are
behind some of the world's most creative and practical innovations. This book shows how to cultivate more and better ﬂashes of
insight by harnessing the science and practice of the "seventh sense." Drawing from psychology, neuroscience, Asian philosophy, and
military strategy, William Duggan illustrates the power of the seventh sense to help readers aspire to and achieve more in their
personal and professional lives. His examples include Gandhi, Joan of Arc, Starbucks founder Howard Shultz, and executives and
students he has taught in his classes. His book presents speciﬁc steps in the form of three practical tools to help prepare the mind,
see and seize opportunity, and follow through on one's resolution. Based on Duggan's perennially popular Columbia Business School
course, this book teaches the mental skills and discipline that power the seventh sense.

Design Thinking for the Greater Good
Innovation in the Social Sector
Columbia University Press Facing especially wicked problems, social sector organizations are searching for powerful new methods
to understand and address them. Design Thinking for the Greater Good goes in depth on both the how of using new tools and the why.
As a way to reframe problems, ideate solutions, and iterate toward better answers, design thinking is already well established in the
commercial world. Through ten stories of struggles and successes in ﬁelds such as health care, education, agriculture, transportation,
social services, and security, the authors show how collaborative creativity can shake up even the most entrenched
bureaucracies—and provide a practical roadmap for readers to implement these tools. The design thinkers Jeanne Liedtka, Randy
Salzman, and Daisy Azer explore how major agencies like the Department of Health and Human Services and the Transportation and
Security Administration in the United States, as well as organizations in Canada, Australia, and the United Kingdom, have instituted
principles of design thinking. In each case, these groups have used the tools of design thinking to reduce risk, manage change, use
resources more eﬀectively, bridge the communication gap between parties, and manage the competing demands of diverse
stakeholders. Along the way, they have improved the quality of their products and enhanced the experiences of those they serve.
These strategies are accessible to analytical and creative types alike, and their beneﬁts extend throughout an organization. This book
will help today's leaders and thinkers implement these practices in their own pursuit of creative solutions that are both innovative and
achievable.

Designing for Growth
A Design Thinking Tool Kit for Managers
Columbia University Press Outlines the popular business trend through which abstract ideas are developed into practical
applications for maximum growth, sharing coverage of its mindset, techniques and vocabulary to reveal how design thinking can
address a range of problems and become a core component of successful business practice.

Napoleon's Glance
The Secret of Strategy
Nation Books When Napoleon's Glance was ﬁrst published last spring, former NATO secretary general and now putative presidential
candidate Wesley Clark declared, "This is a very important book." In Napoleon's Glance strategist William Duggan shows how Clark,
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along with ten other important ﬁgures in the ﬁelds of politics, war and culture, owed their success to coup d'oeil. But what is coup
d'oeil? Carl von Clausewitz spent twenty years struggling to pin down the genius of Napoleon. In chapter six of what would become
"On War" he discovered the secret of Napoleon's strategy: Napoleon's glance. Clausewitz calls it "coup d'oeil" meaning a stroke of the
eye, or "glance." A sudden insight that shows you what course of action to take, it comes from knowledge of the past, drawing on
what worked in other situations in a new combination that ﬁts the problem at hand. In Napoleon's Glance, Duggan expertly weaves
intellectual history and biography in showing how important and decisive coup d'oeil is in determining victory in war, art, the civil
rights movement, third world development, and the battle for women's suﬀrage in America.

The Designing for Growth Field Book
A Step-by-Step Project Guide
Columbia University Press Designing for Growth: A Design Thinking Tool Kit for Managers (D4G) showed how organizations can use
design thinking to boost innovation and drive growth. This updated and expanded companion guide is a stand-alone project workbook
that provides a step-by-step framework for applying the D4G tool kit and process to a particular project, systematically explaining how
to address the four key questions of the design thinking approach. In the ﬁeld book, Jeanne Liedtka, Tim Ogilvie, and Rachel
Brozenske guide readers through the design process with reminders of key D4G takeaways as they progress. Readers learn to identify
an opportunity, draft a design brief, conduct research, establish design criteria, brainstorm, develop concepts, create napkin pitches,
make prototypes, solicit feedback from stakeholders, and run learning launches. This second edition is suitable for projects in
business, nonproﬁt, and government contexts, with all-new tools, practical advice, and facilitation tips. A new introduction discusses
the relationship between strategy and design thinking.

Driving Innovation from Within
A Guide for Internal Entrepreneurs
Columbia University Press Conventional business wisdom tells us that entrepreneurs are society’s main source of innovation.
Young founders leave college with a big idea, get to work in a garage, and build something that changes the world. Typical corporate
employees, strangled by slow-moving bureaucracy, are blocked from making transformative discoveries. In Driving Innovation from
Within, strategist and advisor Kaihan Krippendorﬀ disproves one of today’s biggest business myths to highlight lessons for innovators
and leaders. He reveals how many of the modern world’s most impactful creations were invented by passionate employee innovators.
If it were left up to go-it-alone entrepreneurs, we would not have mobile phones, personal computers, or e-mail. Distilling more than
150 interviews with internal innovators and leading experts along with insights from the latest research and today’s most successful
companies, from Tencent and Amazon to Mastercard and Starbucks, Krippendorﬀ lays out a step-by-step playbook to unlock
innovation from the inside. He maps the barriers that frustrate eﬀorts to disrupt from within and provides tools to remove them,
detailing how visionary leaders can create islands of freedom inside an organization to activate existing employees’ potential and beat
startups at their own game. Driving Innovation from Within is a practical and inspiring guide to leadership from all levels for those who
want the fulﬁllment of changing the world without leaving their job in order to do it.

Using Paired Constraints to Solve The Innovation
Problem
Springer Nature This book deﬁnes innovation as both a problem and a problem-solving process. It allows readers to approach
innovation as a straight-forward problem solving process, and teaches them the paired constraint process to solve speciﬁc innovation
problems. The authors have used their experience working in creative industries, combined with their academic perspective to create
a formal, teachable tool for solving innovation problems. This consists of a formal structure (the problem space), a functional
strategy(the paired constraints) and process. (solution by substitution). This book provides a practice section, allowing anyone
interested in solving the problem of innovation to learn and develop their skills.

Knowledge Discovery, Knowledge Engineering and
Knowledge Management
6th International Joint Conference, IC3K 2014, Rome,
Italy, October 21-24, 2014, Revised Selected Papers
Springer This book constitutes the thoroughly refereed proceedings of the 6th International Joint Conference on Knowledge
Discovery, Knowledge Engineering and Knowledge Management, IC3K 2014, held in Rome, Italy, in October 2014. The 37 full papers
presented were carefully reviewed and selected from 287 submissions. The papers are organized in topical sections on knowledge
discovery and information retrieval; knowledge engineering and ontology development; knowledge management and information
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sharing.

The Digital Transformation Playbook
Rethink Your Business for the Digital Age
Columbia University Press Rethink your business for the digital age. Every business begun before the Internet now faces the same
challenge: How to transform to compete in a digital economy? Globally recognized digital expert David L. Rogers argues that digital
transformation is not about updating your technology but about upgrading your strategic thinking. Based on Rogers's decade of
research and teaching at Columbia Business School, and his consulting for businesses around the world, The Digital Transformation
Playbook shows how pre-digital-era companies can reinvigorate their game plans and capture the new opportunities of the digital
world. Rogers shows why traditional businesses need to rethink their underlying assumptions in ﬁve domains of strategy—customers,
competition, data, innovation, and value. He reveals how to harness customer networks, platforms, big data, rapid experimentation,
and disruptive business models—and how to integrate these into your existing business and organization. Rogers illustrates every
strategy in this playbook with real-world case studies, from Google to GE, from Airbnb to the New York Times. With practical
frameworks and nine step-by-step planning tools, he distills the lessons of today's greatest digital innovators and makes them usable
for businesses at any stage. Many books oﬀer advice for digital start-ups, but The Digital Transformation Playbook is the ﬁrst complete
treatment of how legacy businesses can transform to thrive in the digital age. It is an indispensable guide for executives looking to
take their ﬁrms to the next stage of proﬁtable growth.

The Wise Company
How Companies Create Continuous Innovation
Oxford University Press, USA High-velocity change is the fundamental challenge facing companies today. Few companies,
however, are prepared to continuously innovate-because they focus on the short-term and do not emphasize the wisdom needed to
make sure that their interests are aligned with those of society. Practical wisdom is the bases of continuous innovation, where
companies ceaselessly and repeatedly creating new knowledge, disseminating it throughout the organization, and converting
knowledge to action over time. In The Wise Company, legendary management experts Ikujiro Nonaka and Hirotaka Takeuchi highlight
how various companies have confronted the challenge of rapid change to create new products and new ways of doing business that
beneﬁt employees, consumers, and society. The key: a relentless self-renewal process where companies realize the future they
envisions, rather than only responding to changes in the environment. Nonaka and Takeuchi argue that while knowledge-creating
companies focusing on tacit and explicit knowledge can generate innovation, they cannot create it on a continuous and ongoing basis
without having wisdom about human interactions and how they inﬂuence organizational structures and practices. Companies that
have resilience, longevity, and sustainability share a number of characteristics, Nonaka and Takeuchi show. Strategies are based on
alignment of organizational and societal beneﬁts. Leaders grasp the core of any situation or problem quickly, and intuitively
comprehend the nature and meaning of people, things, and events. But wise leadership is not enough: wisdom must infuse the
organization through informal as well as formal shared interactions and communications that focus on metaphors and stories that
convey the essence and meaning of strategies and actions. In short, Nonaka and Takeuchi demonstrate how continuous innovation
results from companies ceaselessly and repeatedly creating new knowledge, disseminating knowledge throughout the organization,
and converting that knowledge to action. The Wise Company presents a new model of knowledge-creation and practice for the twentyﬁrst century.

One Up
Creativity, Competition, and the Global Business of
Video Games
Columbia University Press What explains the massive worldwide success of video games such as Fortnite, Minecraft, and Pokémon
Go? Game companies and their popularity are poorly understood and often ignored from the standpoint of traditional business
strategy. Yet this industry generates billions in revenue by thinking creatively about digital distribution, free-to-play content, and
phenomena like e-sports and live streaming. What lessons can we draw from its major successes and failures about the future of
entertainment? One Up oﬀers a pioneering empirical analysis of innovation and strategy in the video game industry to explain how it
has evolved from a fringe activity to become a mainstream form of entertainment. Joost van Dreunen, a widely recognized industry
expert with over twenty years of experience, analyzes how game makers, publishers, and platform holders have tackled strategic
challenges to make the video game industry what it is today. Using more than three decades of rigorously compiled industry data, he
demonstrates that video game companies ﬂourish when they bring the same level of creativity to business strategy that they bring to
game design. Filled with case studies of companies such as Activision Blizzard, Apple, Electronic Arts, Epic Games, Microsoft, Nexon,
Sony, Take-Two Interactive, Tencent, and Valve, this book forces us to rethink common misconceptions around the emergence of
digital and mobile gaming. One Up is required reading for investors, creatives, managers, and anyone looking to learn about the major
drivers of change and growth in contemporary entertainment.
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Global Innovation Index 2020
Who Will Finance Innovation?
WIPO The Global Innovation Index 2020 provides detailed metrics about the innovation performance of 131 countries and economies
around the world. Its 80 indicators explore a broad vision of innovation, including political environment, education, infrastructure and
business sophistication. The 2020 edition sheds light on the state of innovation ﬁnancing by investigating the evolution of ﬁnancing
mechanisms for entrepreneurs and other innovators, and by pointing to progress and remaining challenges – including in the context
of the economic slowdown induced by the coronavirus disease (COVID-19) crisis.

Smarter New York City
How City Agencies Innovate
Columbia University Press Innovation is often presented as being in the exclusive domain of the private sector. Yet despite
widespread perceptions of public-sector ineﬃciency, government agencies have much to teach us about how technological and social
advances occur. Improving governance at the municipal level is critical to the future of the twenty-ﬁrst-century city, from
environmental sustainability to education, economic development, public health, and beyond. In this age of acceleration and massive
migration of people into cities around the world, this book explains how innovation from within city agencies and administrations
makes urban systems smarter and shapes life in New York City. Using a series of case studies, Smarter New York City describes the
drivers and constraints behind urban innovation, including leadership and organization; networks and interagency collaboration;
institutional context; technology and real-time data collection; responsiveness and decision making; and results and impact. Cases
include residential organic-waste collection, an NYPD program that identiﬁes the sound of gunshots in real time, and the Vision Zero
attempt to end traﬃc casualties, among others. Challenging the usefulness of a tech-centric view of urban innovation, Smarter New
York City brings together a multidisciplinary and integrated perspective to imagine new possibilities from within city agencies, with
practical lessons for city oﬃcials, urban planners, policy makers, civil society, and potential private-sector partners.

Inside the Box
A Proven System of Creativity for Breakthrough Results
Simon and Schuster "This counterintuitive and powerfully eﬀective approach to creativity demonstrates how every corporation and
organization can develop an innovative culture. The traditional attitude toward creativity in the American business world is to 'think
outside the box'-- to brainstorm without restraint in hopes of coming up with a breakthrough idea, often in moments of crisis.
Sometimes it works, but it's a problem-speciﬁc solution that does nothing to engender creative thinking more generally. 'Inside the
Box' demonstrates Systematic Inventive Thinking (SIT), which systemizes creativity as part of the corporate culture."--Provided by
publisher.

Public Speaking: Choices and Responsibility
Cengage Learning Packed with hands-on applications, PUBLIC SPEAKING: CHOICES AND RESPONSIBILITY, 2e delivers a practical and
up-to-date public speaking text based on rhetorical theory. It emphasizes the role of choices and civic engagement/responsibility
throughout in narrative, features, and examples. It also describes the audience as a public to which the speaker belongs, rather than
as a separate entity deﬁned only by demographics. The Second Edition includes new coverage of Monroe's Motivated Sequence,
discussions of TED talks and PechaKucha, extended treatment of fallacies, and expanded emphasis on outlining. In addition, new
Remix features apply the latest research in business and social science to public speaking skills. Important Notice: Media content
referenced within the product description or the product text may not be available in the ebook version.

Value Creation Principles
The Pragmatic Theory of the Firm Begins with Purpose
and Ends with Sustainable Capitalism
John Wiley & Sons PRAISE FOR VALUE CREATION PRINCIPLES "In Value Creation Principles, Madden introduces the Pragmatic Theory
of the Firm that positions the ﬁrm as a system fueled by human capital, innovation, and, at a deeper level, imagination. He challenges
us to understand how we know what we think we know in order to better discover faulty assumptions that often are camouﬂaged by
language. His knowledge building loop oﬀers guideposts to design experiments and organize feedback to facilitate early adaptation to
a changed environment and to avoid being mired in ways of thinking rooted in 'knowledge' of what worked well in the past—a context
far diﬀerent from the context of today. His book explains a way of being that enables those who work for, or invest in, business ﬁrms
to see beyond accounting silos and short-term quarterly earnings and to focus on capabilities instrumental for creating long-term
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future and sustainable value for the ﬁrm's stakeholders. I can't recommend this astounding book enough especially given its deep and
timely insights for our world today." —John Seely Brown, former Chief Scientist for Xerox Corp and Director of its Palo Alto Research
Center (PARC); co-author with Ann Pendleton-Jullian of Design Unbound: Designing for Emergence in a White Water World "In contrast
to existing abstract theories of the ﬁrm, Madden's pragmatic theory of the ﬁrm connects management's decisions in a practical way to
a ﬁrm's life cycle and market valuation. The book promotes a ﬁrm's knowledge building proﬁciency, relative to competitors, as the
fundamental driver of a ﬁrm's long-term performance, which leads to insights about organizational capabilities, intangible assets, and
excess shareholder returns. Value Creation Principles is ideally suited to facilitate progress in the New Economy by opening up the
process by which ﬁrms build knowledge and create value, which is a needed step in revising how neoclassical economics treats the
ﬁrm." —Tyler Cowen, Professor of Economics, George Mason University; co-author of the popular economics blog Marginal Revolution
"Bartley Madden rightfully points out that both textbook and more advanced economic theories of the ﬁrm fail to address the concerns
of top management and boards of directors. He oﬀers a tantalizing pragmatic alternative that directly connects to quantitative
changes in the ﬁrm's market value. His framework gives recognition to the importance of intangible assets, and his pragmatic
approach is quite complementary to the Dynamic Capabilities framework that strategic managers implicitly and sometimes explicitly
employ." —David J. Teece, Thomas W. Tusher Professor in Global Business, Faculty Director, Tusher Center for the Management of
Intellectual Capital, Haas School of Business, University of California, Berkeley

Creative Execution
What Great Leaders Do to Unleash Bold Thinking and
Innovation
John Wiley & Sons The ultimate game-changer for reinventing strategy and igniting people Whether it was Alexander the Great or
Lord Horatio Nelson, the management team at Toyota or Google, the indisputable alchemy of strategy, execution, and leadership led
to each's phenomenal success. With years of experience assessing and developing executive talent, author Eric Beaudan examines
the essence of such a dynamic mix, summed up as "Creative Execution," showing how organizations and individuals can attain, or
reach for, unheralded levels of success. Proﬁling extraordinary leaders and the uncommon leadership tactics that are their hallmark,
the book also includes proprietary research and ﬁrsthand experiences with clients across the globe, illustrating the principles of
Creative Execution in action. Details the ﬁve elements of Creative Execution, including fostering candid dialogue across the
organization, spelling out clear roles and responsibilities, and taking bold action Includes proprietary research, assessments, and case
studies With tactics, strategies, and calls to action to help any organization shape and apply the dynamics of Creative Execution, this
powerful one-volume manifesto will help any leader get in the trenches, learn ﬁrsthand the impact of their decisions, and restore
ingenuity, cooperation, and a sense of collective commitment to the workplace.

Engaged Scholarship and Civic Responsibility in Higher
Education
IGI Global Beyond their educational value, university institutions can play a pivotal role in community improvement. By utilizing
academic resources, these organizations can positively impact their communities. Engaged Scholarship and Civic Responsibility in
Higher Education is a critical reference source for the latest scholarly research on the adoption and implementation of civic
engagement initiatives in higher education institutions. Including a range of pertinent topics such as service learning, economic
development, and social justice, this book is ideally designed for academics, practitioners, students, professionals, and researchers
interested in the growing inﬂuence of universities on community improvement.

Win from Within
Build Organizational Culture for Competitive Advantage
Columbia University Press There is signiﬁcant evidence that an eﬀective organizational culture provides a major competitive
edge—higher levels of employee and customer engagement and loyalty translate into higher growth and proﬁts. Many business
leaders know this, yet few are doing much to improve their organizations’ cultures. They are discouraged by misguided beliefs that an
executive’s tenure and an organization’s attention span are too short for meaningful transformation. James Heskett provides a
roadmap for achievable and fast-paced culture change. He demonstrates that an eﬀective culture supplies the trust that makes
managing change of all kinds easier. It provides a foundation on which changes in strategy can be based, and it’s a competitive edge
that can’t easily be hacked or copied. Examining leading companies around the world, Heskett details how organizational culture
makes employees more loyal, more productive, and more creative. He discusses how to quantify its eﬀects in order to sell the notion
of culture change to the organization and considers how to preserve an organization’s culture in the face of the trend toward remote
work hastened by the COVID-19 pandemic. Showing how leadership can bring about signiﬁcant changes in a surprisingly short time
span, Win from Within oﬀers a playbook for developing and deploying culture that enables outsized results. It is a groundbreaking
demonstration of organizational culture’s role as a foundation for strategic success—and its measurable impact on the bottom line.
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Leading the Learning Function
Tools and Techniques for Organizational Impact
American Society for Training and Development Leaders as Learners, Learners as Leaders Drawing upon ﬁrsthand experiences
and insights from senior practitioners, Leading the Learning Function: Tools and Techniques for Organizational Impact oﬀers best
practices, tools, techniques, and processes that successful business leaders use to develop, build, and implement their personal
leadership skill sets. The ATD Forum—a consortium for senior talent and learning practitioners to connect, collaborate, and share
knowledge, best practices, and company experiences—sought to extend those accruing beneﬁts more broadly in the profession to
current and aspiring learning leaders and talent practitioners. In this book, Forum managers and book editors MJ Hall and Laleh Patel
and Forum members set out to document the work learning leaders do to help themselves and others build organizational capabilities
and successful results. In 26 chapters, Forum contributors—leaders in their respective organizations—oﬀer insights and lessons about
setting direction, managing processes, leading and developing people, making an impact, collaborating with stakeholders, using
technology for learning, and innovating. Growing leadership skills is a lifelong journey; gaining a portfolio of techniques others have
used successfully to solve similar business challenges can provide an edge in your role as a business advisor. Leading the Learning
Function is just that portfolio.

Logical Creative Thinking Methods
Routledge Using a new, systematic framework, this illuminating book turns ideation into a task anybody with sound logic and a
determination to learn can do, and do well, by separating the process from the outcome. In a competitive marketplace, all ﬁrms must
constantly innovate to create sustained shareholder value. The main roadblock in innovation is ideation: the identiﬁcation of valuecreating ideas, often seen as the work of innately creative people. This ﬁrst-of-its-kind textbook demonstrates that anyone can ideate
through speciﬁc logical processes that require no creativity when used, but generate valuable and creative outcomes. To help
students master and apply these methods, the book is ﬁlled with innovation examples across many sectors that can be explained and
recreated using a speciﬁc LCT method. The book also includes exercises that enable readers to practice applying each method to
solve real life innovation challenges. Upper-level undergraduate and postgraduate students of innovation, creativity, and new product
development will appreciate the demystiﬁcation of ideation into a problem that can be solved by applying a series of rigorous, deﬁned
methods that can be followed without ambiguity.

Strategic Management in the Media
Theory to Practice
SAGE "This book provides vital insights into the elements of strategy and their application to media ﬁrms. Solidly grounded in theory
but not pedantic, it is essential reading for those who make or wish to comprehend choices of media companies." - Robert Picard,
University of Jönköping "Insightful, contextually analytical, yet easy to comprehend, Strategic Management in the Media successfully
applies the adaptive and interpretative areas of strategic theory in the media sectors. It provides a unique perspective in which
common themes linking media strategy and industry environment are thoughtfully discussed." - Sylvia M. Chan-Olmsted, University of
Florida "...an invaluable asset for students of media management. The use of pertinent examples and case studies throughout brings
the analysis to life and contributes to a highly readable introduction." - Gillian Doyle, University of Glasgow This book is a
comprehensive, accessible and expert introduction to strategy within a media management context. It is divided into two parts - part
one providess an introduction to and overview of the media industry from a strategic management perspective, looking in detail at the
sectors that together comprise the industry - newspaper, book and magazine publishing, music, radio and television - and the
strategic forces at work in each. This provides the foundation for part two, which analyses a number of strategic topics central to the
media sector, such as technological change, organisational structure, leadership, and creativity and innovation. The chapters follow
the same structure: the relevant theory is outlined, its application to the media industry is discussed, and case studies from the media
industry are used to illustrate the theory and illuminate its relevance for the media ﬁeld. The cases and examples used come from all
sectors of the industry and a range of geographic regions and include News Corporation, Endemol, BBC, Bertelsmann, CNN, MTV,
Disney and Pixar.

Solving Problems with Design Thinking
Ten Stories of What Works
Columbia University Press Design-oriented ﬁrms such as Apple and IDEO have demonstrated how design thinking can directly
aﬀect business results. Yet most managers lack a real sense of how to put this new approach to use for issues other than product
development and sales growth. Solving Problems with Design Thinking details ten real-world examples of managers who successfully
applied design methods at 3M, Toyota, IBM, Intuit, and SAP; entrepreneurial start-ups such as MeYou Health; and government and
social sector organizations including the City of Dublin and Denmark’s The Good Kitchen. Using design skills such as ethnography,
visualization, storytelling, and experimentation, these managers produced innovative solutions to problems concerning strategy
implementation, sales force support, internal process redesign, feeding the elderly, engaging citizens, and the trade show experience.
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Here they elaborate on the challenges they faced and the processes and tools they used, oﬀering their personal perspectives and
providing a clear path to implementation based on the principles and practices laid out in Jeanne Liedtka and Tim Ogilvie’s Designing
for Growth: A Design Thinking Tool Kit for Managers.

Solving Problems with Design Thinking
Ten Stories of What Works
Columbia University Press Design-oriented ﬁrms such as Apple and IDEO have demonstrated how design thinking can aﬀect
business results. However, most managers lack a sense of how to use this new approach for issues other than product development
and sales growth. Solving Problems with Design Thinking details ten real-world examples of managers who successfully applied design
methods at 3M, Toyota, IBM, Intuit, and SAP; entrepreneurial start-ups such as MeYou Health; and government and social sector
organizations, including the City of Dublin and Denmark's The Good Kitchen. Using design skills such as ethnography, visualization,
storytelling, and experimentation, these managers produced innovative solutions to such problems as implementing strategy,
supporting a sales force, redesigning internal processes, feeding the elderly, and engaging citizens. They elaborate on the challenges
they faced and the processes and tools they used, providing a clear path to implementation based on the principles and practices laid
out in Jeanne Liedtka and Tim Ogilvie's Designing for Growth: A Design Thinking Tool Kit for Managers.

Handbook Of The Management Of Creativity And
Innovation: Theory And Practice
World Scientiﬁc Publishing Company Handbook of the Management of Creativity and Innovation: Theory and Practice is a
collection of theories and practices for the eﬀective management of creativity and innovation, contributed by a group of European
experts from the ﬁelds of psychology, education, business, engineering, and law. Adopting an interdisciplinary and intercultural
approach, this book oﬀers rich perspectives — both theoretical and practical — on how to manage creativity and innovation eﬀectively
in diﬀerent domains and across cultures. This book appeals to students, teachers, researchers, and managers who are interested in
creative and innovative behavior, and its management. Although the authors are from the ﬁelds of psychology education, business,
engineering, and law, readers from all disciplines will ﬁnd the coverage of this book beneﬁcial in deepening their understanding of
creativity and innovation, and helping them to identify the right approaches for managing creativity and innovation in an intercultural
context.

Uneven Innovation
The Work of Smart Cities
Columbia University Press The city of the future, we are told, is the smart city. By seamlessly integrating information and
communication technologies into the provision and management of public services, such cities will enhance opportunity and bolster
civic engagement. Smarter cities will bring in new revenue while saving money. They will be more of everything that a twenty-ﬁrst
century urban planner, citizen, and elected oﬃcial wants: more eﬃcient, more sustainable, and more inclusive. Is this true? In Uneven
Innovation, Jennifer Clark considers the potential of these emerging technologies as well as their capacity to exacerbate existing
inequalities and even produce new ones. She reframes the smart city concept within the trajectory of uneven development of cities
and regions, as well as the long history of technocratic solutions to urban policy challenges. Clark argues that urban change driven by
the technology sector is following the patterns that have previously led to imbalanced access, opportunities, and outcomes. The tech
sector needs the city, yet it exploits and maintains unequal arrangements, embedding labor ﬂexibility and precarity in the built
environment. Technology development, Uneven Innovation contends, is the easy part; understanding the city and its governance,
regulation, access, participation, and representation—all of which are complex and highly localized—is the real challenge. Clark’s
critique leads to policy prescriptions that present a path toward an alternative future in which smart cities result in more equitable
communities.

The Imagination Machine
How to Spark New Ideas and Create Your Company's
Future
Harvard Business Press A guide for mining the imagination to ﬁnd powerful new ways to succeed. We need imagination now more
than ever—to ﬁnd new opportunities, rethink our businesses, and discover paths to growth. Yet too many companies have lost their
ability to imagine. What is this mysterious capacity? How does imagination work? And how can organizations keep it alive and harness
it in a systematic way? The Imagination Machine answers these questions and more. Drawing on the experience and insights of CEOs
across several industries, as well as lessons from neuroscience, computer science, psychology, and philosophy, Martin Reeves of
Boston Consulting Group's Henderson Institute and Jack Fuller, an expert in neuroscience, provide a fascinating look into the
mechanics of imagination and lay out a process for creating ideas and bringing them to life: The Seduction: How to open yourself up to
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surprises The Idea: How to generate new ideas The Collision: How to rethink your idea based on real-world feedback The Epidemic:
How to spread an evolving idea to others The New Ordinary: How to turn your novel idea into an accepted reality The Encore: How to
repeat the process—again and again. Imagination is one of the least understood but most crucial ingredients of success. It's what
makes the diﬀerence between an incremental change and the kinds of pivots and paradigm shifts that are essential to
transformation—especially during a crisis. The Imagination Machine is the guide you need to demystify and operationalize this
powerful human capacity, to inject new life into your company, and to head into unknown territory with the right tools at your
disposal.

Columbia Business School
A Century of Ideas
Columbia University Press Featuring interviews with topﬂight scholars discussing their work and that of their colleagues, this
retrospective of the ﬁrst hundred years of Columbia Business School recounts the role of the preeminent institution in transforming
education, industry, and global society. From its early years as the birthplace of value investing to its seminal inﬂuence on Warren
Buﬀett and Benjamin Graham, the school has been a profound incubator of ideas and talent, determining the direction of American
business. In ten chapters, each representing a single subject of the school's research, senior faculty members recount the
collaborative eﬀorts and innovative approaches that led to revolutionary business methods in ﬁelds like ﬁnance, economics, and
accounting. They describe the pioneering work that helped create new quantitative and stochastic tools to enhance corporate decision
making, and they revisit the groundbreaking twentieth-century marketing and management paradigms that continue to aﬀect the
fundamentals of global business. The volume proﬁles several prominent centers and programs that have helped the school adapt to
recent advancements in international business, entrepreneurship, and social enterprise. Columbia Business School has long oﬀered its
diverse students access to the best leaders and thinkers in the industry. This book not only reﬂects on these relationships but also
imagines what might be accomplished in the next hundred years.

Market-Led Strategic Change
Routledge The third edition of Market-Led Strategic Change builds on the massive success of the previous two editions, popular with
lecturers and students alike, presenting an innovative approach to solving an old problem: making marketing happen! In his witty and
direct style, Nigel Piercy has radically updated this seminal text, popular with managers, students, and lecturers alike, to take into
account the most recent developments in the ﬁeld. With a central focus on customer value and creative strategic thinking, he fully
evaluates the impact of electronic business on marketing and sales strategy, and stresses the goal of totally integrated marketing to
deliver superior customer value. "Reality Checks" throughout the text challenge the reader to be realistic and pragmatic. The book
confronts the critical issues now faced in strategic marketing: · escalating customer demands driving the imperative for superior value
· totally integrated marketing to deliver customer value · the profound impact of electronic business on customer relationships ·
managing processes like planning and budgeting to achieve eﬀective implementation At once pragmatic, cutting-edge and thoughtprovoking, Market-Led Strategic Change is essential reading for all managers, students and lecturers seeking a deﬁnitive guide to the
demands and challenges of strategic marketing in the 21st century.

Design Thinking
Integrating Innovation, Customer Experience, and Brand
Value
Simon and Schuster This thought-provoking and inspirational book covers such topics as: developing a solid creative process
through “Visual Reﬂection Notebooks” and “Bring Play to Work”; understanding the artist’s unique identity in relation to the larger
culture; building systems of support and collaboration; explaining how an artist’s needs and passions can lead to innovation and
authenticity; using language to inspire visual creativity; responding to the Internet and changing concepts of what is public and
private; and accepting digression as a creative necessity. Through the exercises and techniques outlined in Art Without Compromise*,
the reader will develop new conﬁdence to pursue individual goals and inspiration to explore new paths, along with motivation to
overcome creative blocks. With a revised understanding of the relevance in their own work within the sphere of contemporary culture,
the artist will come away with a clearer perspective on his or her past and future work and a critical eye for personal authenticity.

Creativity and Data Marketing
A Practical Guide to Data Innovation
Kogan Page Publishers The world is moving towards universal connectivity at a dizzying rate; underpinning this complex system of
incessant transaction, connection and digital experience is an infrastructure that generates a trail of data. This trail not only tells us
about human behaviour, but provides vital insights into market dynamics, consumer behaviour, as well as the relationships we value
and the culture we live in. Creativity and Data Marketing helps marketers access this data, ﬁnd meaning in it and leverage it
creatively to gain a competitive advantage. Creativity and Data Marketing addresses the need to analyse data creatively, and in
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particular how balancing tangible insights with creative market inﬂuence can maximise business innovation and results. The book
clariﬁes where businesses can improve existing infrastructure, processes and activities, as well as ﬁnding new addressable markets
ready to validate or rethink market demand. By identifying how and why a consumer interacts with touch points beyond paid media,
for example forums, blog content, native advertising and word-of-mouth, Becky Wang presents a creativity and data blueprint on how
businesses can make lucrative steps forward to innovate their products, services and communication strategies, laying the
groundwork for long-term results. Online resources include bonus content covering analytics methods, evolving research, data
platforms and more, and a creative brief template.

Eat, Sleep, Innovate
How to Make Creativity an Everyday Habit Inside Your
Organization
Harvard Business Press From the author of The Little Black Book of Innovation, a new guide for using the power of habit to build a
culture of innovation Leaders have experimented with open innovation programs, corporate accelerators, venture capital arms,
skunkworks, and innovation contests. They've trekked to Silicon Valley, Shenzhen, and Tel Aviv to learn from today's hottest, most
successful tech companies. Yet most would admit they've failed to create truly innovative cultures. There's a better way. And it all
starts with the power of habit. In Eat, Sleep, Innovate, innovation expert Scott Anthony and his impressive team of coauthors use
groundbreaking research in behavioral science to provide a ﬁrst-of-its-kind playbook for empowering individuals and teams to be their
most curious and creative—every single day. Throughout the book, the authors reveal a collection of BEANs—behavior enablers,
artifacts, and nudges—they've collected from workplaces across the globe that will unleash the natural innovator inside everyone. In
addition to case studies of "normal organizations doing extraordinary things," they provide readers with the tools to create their own
hacks and habits, which they can then use to build and sustain their own models of a culture of innovation. Fun, lively, and utterly
unique, Eat, Sleep, Innovate is the book you need to make innovation a natural and habitual act within your team or organization.

Playing to Win
How Strategy Really Works
Harvard Business Press Are you just playing—or playing to win? Strategy is not complex. But it is hard. It’s hard because it forces
people and organizations to make speciﬁc choices about their future—something that doesn’t happen in most companies. Now two of
today’s best-known business thinkers get to the heart of strategy—explaining what it’s for, how to think about it, why you need it, and
how to get it done. And they use one of the most successful corporate turnarounds of the past century, which they achieved together,
to prove their point. A.G. Laﬂey, former CEO of Procter & Gamble, in close partnership with strategic adviser Roger Martin, doubled
P&G’s sales, quadrupled its proﬁts, and increased its market value by more than $100 billion in just ten years. Now, drawn from their
years of experience at P&G and the Rotman School of Management, where Martin is dean, this book shows how leaders in
organizations of all sizes can guide everyday actions with larger strategic goals built around the clear, essential elements that
determine business success—where to play and how to win. The result is a playbook for winning. Laﬂey and Martin have created a set
of ﬁve essential strategic choices that, when addressed in an integrated way, will move you ahead of your competitors. They are: •
What is our winning aspiration? • Where will we play? • How will we win? • What capabilities must we have in place to win? • What
management systems are required to support our choices? The stories of how P&G repeatedly won by applying this method to iconic
brands such as Olay, Bounty, Gillette, Swiﬀer, and Febreze clearly illustrate how deciding on a strategic approach—and then making
the right choices to support it—makes the diﬀerence between just playing the game and actually winning.

Strengthening Forensic Science in the United States
A Path Forward
National Academies Press Scores of talented and dedicated people serve the forensic science community, performing vitally
important work. However, they are often constrained by lack of adequate resources, sound policies, and national support. It is clear
that change and advancements, both systematic and scientiﬁc, are needed in a number of forensic science disciplines to ensure the
reliability of work, establish enforceable standards, and promote best practices with consistent application. Strengthening Forensic
Science in the United States: A Path Forward provides a detailed plan for addressing these needs and suggests the creation of a new
government entity, the National Institute of Forensic Science, to establish and enforce standards within the forensic science
community. The beneﬁts of improving and regulating the forensic science disciplines are clear: assisting law enforcement oﬃcials,
enhancing homeland security, and reducing the risk of wrongful conviction and exoneration. Strengthening Forensic Science in the
United States gives a full account of what is needed to advance the forensic science disciplines, including upgrading of systems and
organizational structures, better training, widespread adoption of uniform and enforceable best practices, and mandatory certiﬁcation
and accreditation programs. While this book provides an essential call-to-action for congress and policy makers, it also serves as a
vital tool for law enforcement agencies, criminal prosecutors and attorneys, and forensic science educators.
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Business Model Generation
A Handbook for Visionaries, Game Changers, and
Challengers
John Wiley & Sons Business Model Generation is a handbook for visionaries, game changers, and challengers striving to defy
outmoded business models and design tomorrow's enterprises. If your organization needs to adapt to harsh new realities, but you
don't yet have a strategy that will get you out in front of your competitors, you need Business Model Generation. Co-created by 470
"Business Model Canvas" practitioners from 45 countries, the book features a beautiful, highly visual, 4-color design that takes
powerful strategic ideas and tools, and makes them easy to implement in your organization. It explains the most common Business
Model patterns, based on concepts from leading business thinkers, and helps you reinterpret them for your own context. You will learn
how to systematically understand, design, and implement a game-changing business model--or analyze and renovate an old one.
Along the way, you'll understand at a much deeper level your customers, distribution channels, partners, revenue streams, costs, and
your core value proposition. Business Model Generation features practical innovation techniques used today by leading consultants
and companies worldwide, including 3M, Ericsson, Capgemini, Deloitte, and others. Designed for doers, it is for those ready to
abandon outmoded thinking and embrace new models of value creation: for executives, consultants, entrepreneurs, and leaders of all
organizations. If you're ready to change the rules, you belong to "the business model generation!"

The Art of What Works
McGraw Hill Professional A commonsense approach to creating eﬀective new strategies from ones that are proven to work From
Napoleon through Jack Welch, great leaders have always "borrowed" great ideas from others. The Art of What Works cuts against the
grain of today's one-size-ﬁts-all strategic gurus to argue that there are no intrinsically good or bad strategies--just ﬂexible strategies
that work best in given situations. Welch's appropriation of Six Sigma from Motorola, and use of its best features to revitalize GE, is a
recent example of this approach. In this insightful and practical guide, leading strategist William Duggan lays the groundwork for
building new strategic frameworks by observing what works--and what doesn't--in the real world. The Art of What Works shows
business professionals how to: Recognize and adopt great ideas and strategies Modify strategically sound ideas to their own beneﬁt
Decide on a course of action--then modify it when necessary

L’impresa saggia. Come le imprese creano l’innovazione
continua
goWare & Guerini Next Poche sono le imprese capaci oggi di aﬀrontare la sﬁda più importante: il cambiamento ad alta velocità. La
maggior parte tende infatti a concentrarsi sul breve termine, senza assicurarsi che i loro interessi siano allineati con quelli della
società. La chiave di volta per lo sviluppo di una innovazione continua è riuscire a sviluppare una saggezza pratica, plasmata dai
valori, dall’etica e dalla morale. Le «imprese sagge» sono, dunque, quelle capaci di incidere sulle relazioni umane per infondere nuove
conoscenze nelle pratiche organizzative, convertendole in azione e innovazione continua a livello individuale, aziendale e sociale. Gli
autori – riconosciuti come i padri intellettuali del knowledge management, in particolare con l’opera fondamentale The knowledge
creating company – declinano questa nuova teoria attraverso le storie di gruppi dinamici, longevi e sostenibili: da Honda a Shimano,
da Eisai a Toyota, da Apple a MIT Media Lab. Il minimo comun denominatore di queste realtà è la qualità dei loro leader, che hanno
saputo attivare le intere strutture di cui erano a capo per creare nuovi prodotti e nuovi processi, dai quali si sono generati beneﬁci per
i collaboratori, i clienti, la comunità e la società. Emerge un modello di leadership umano-centrica, capace di innescare circoli virtuosi
di creazione di conoscenza e di attivare l’innovazione quale leva del cambiamento: una leadership che si estende ai vari livelli
organizzativi e in grado di generare interazioni eﬃcaci e comunicazioni condivise.
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