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Summary
		Chapter 8: Looking Cross-Eyed
Looking cross-eyed is a development of IDEO design of ensuring continuing success in the event of new products and services for an extended period. It is about diversified skill sets that different fields in the industry and developed the best products in all areas compared to its competitors. However, tracks left behind due to technological development, are identified to produce the best ideas in creativity and innovation. Any keen set of expertise can realize that with increased diversity, the probabilities of creating more opportunities are inevitable, and without a doubt, some fields will be left unattended. These opportunities come with cross-pollination from other sectors, and any company can exploit these resources if they look cross-eyed (Kelly & Littman, 2002).
The initial step into identifying these opportunities under looking cross-eyed is a company focusing beyond one field to apply its available innovations and ensuring. Any newly developed diversifies in other areas, where staff members activate their senses to grow new inventions. These advancements associated with looking cross-eyed, trigger common challenges in daily living where an existing product can develop to multi-function. Looking cross-eyed as clarified by Kelly and Littman (2002), ensures that all available opportunities exploited maximally, and the products produced acquired through readily available resources. Through the consistent acquisition of new ideas, company staff can be able to grow new services and products by looking cross-eyed through market openness and innovation.
Chapter 9:  Deal Killers
A deal killer is an idea that is half baked and thought as thoroughly reviewed. The deal-killer is a platform identified by the underlying factors overlooked while setting up the framework of the products released into the market. When the product is allowed to circulate without the proper demonstration of all technological and market developmental strategies, the products have a very high likelihood of failing its intended purpose. Regis Mckenna developed FUD factor-fear, uncertainty, and doubt due to his experience as a marketer in Silicon Valley. Although FUD is not a thoroughly thought out concept, it points out to the realities lying within the field when a product is produced and does not factor in these crucial aspects of the target population.
 According to Kelly and Littman (2002), the development of electric cars was a very creative idea. However, a large percentage of people fear electricity beyond 110volts and car use four times. GM employed IDEO to develop a safe and secure mechanism to appeal to both customers and design. This development is evident in many scenarios. Without considering the FUD, the chances of getting a 'deal killer' are inevitable. Through market studies, we identify the gap and create products, but if a product is not well articulated and ensures all its features augment the market needs and latest technology. 
Chapter 10: Make the Human Connection
The human brain's design allows it to connect events and instances through experience. For example, Vegas has generated business experiences that go beyond the ordinary—creating a regular grocery store into an exciting and fantastic collection of different and diverse foods and food products (Kelly & Littman, 2002). This idea brings people flocking at the enterprises' doorstep to have a taste of the pie. Food makes things glow in a different light and offering a client or staff meeting a delicious meal makes the event more successful. Redesigning a celebration with food or drinks, picnic, outdoor activity, trip, or something out of the norm makes it exciting and a catalyst for brilliant ideas.
People come together through events and occasions that add value to their lives. A client can only employ the services or products of a very trustworthy designer they know. Human connections are developed from purpose and serve a need to create value for time and resources. Offering excellent customer services and quality products forms a relationship between the firm and the client. These idea makes humans connect to the business and people in the firm and outside by ensuring a proper environment for them to grow and bond.
 
Chapter 11: Play Imitating Work
Play imitating works is the development of an idea through the practical application of prototypes. Play imitation works are collective ideas that focus on building a product in the least time possible and through as many trials as possible. When there is no time for wasting in developing new products, it is an opportunity to make all the mistakes and build from them, which will make the process less cumbersome. Prototyping is making an imitation of the product you want to develop and assess its functionality. This technology allows the manufacturer to establish an imitation product and make a trial on how they want it to function (Kelly & Littman, 2002). The prototype enables testing and improvement in every stage of the production process.
Play imitation work gives the manufacturer a practical design for their idea. They develop a prototype every time they improve and make the process faster. They can identify the flaws and fix the prototypes. The engineers continue brainstorming and adding to the design—the fastest way of developing a product because it is 100% practical. Play imitating work follows the model from a shallow idea to an advanced component step by step. These imitation play through prototypes gives the engineers and experts a visualization of the final product and allow them to develop it step by step.
Chapter 12:  Making New Rides
Making new rides is a terminology used to signify the creation of a culture for constant and consistent improvement of developing and innovating new products. Big fish companies have a lot to protect when it comes to developing a new idea (Kelly & Littman, 2002). They have a market share to keep, products to supply, and an excellent clientele to maintain its revenue and profits. These make the company's focus less on innovation and relative development of their products so that they can evolve with the current trends. Small companies have little to make up for than be innovative and be capable of bringing a unique feature that will sell them out better than their competitors. These make small companies develop better ideas than big companies, which interprets as making new rides.
Making new rides is an evolutionary method of capitalizing on creating advanced products from those already present—the products created to meet the trends that arise as new markets come up. The main designs of new products are developed by the keen and observant minds who keep their minds updated on the current market and economic trends in their fields. The big companies are more concerned with already acquired success and forget about the mechanism that brought them to the top (Kelly & Littman, 2002). Creating new rides has always been how any company can rise to the top of its platform.
Chapter 13: Give Simple Directions
The easiest way to attract customers is by offering them straight forward user products. Making the adaptation to a new product easy through easy and simple directions makes it more reliable and fast to use. The more the features available in designing, the more complex it is to operate. Giving the products simple directions is a very tedious and involving process. It requires the experts to break down the technology used to develop the product into straightforward guidelines, something many experts do not like to do.
The initial step in refining products and services is breaking down the sophisticated features into manageable functions. These involve reducing the product features to only the necessary, simple, and valuable details for the user leaving the complexity to the designers and manufacturers. IDEO has developed a Heartstream defibrillator with a very complicated underlying technology (Kelly & Littman, 2002). However, the user interface is so simplified that six years old can operate without prior knowledge, which will save lives. Refining products require specialization, and firms need to employ more task force in this area. Giving simple directions is about providing the user with a straightforward time using the most advanced technological products. Without knowledge of any technology with a simple guide, they can fully operate the products.  
Chapter 14: Read All About It
Reading all about it requires that people gather as much information as possible about a topic. For instance, technological development has been predicted in the past by many authors. They have inclined their designs to the very things that are happening in today's technology world. However, not all of this prediction is true, and they are just mere predictions, some with bases and others based on intuition. The big huddle left is on distinguishing the right projections from the wrong ones (Kelly & Littman, 2002). No matter how good a person is at predicting the future, in whichever field of specialization, they can never get it all right. Reading through every article with a keen eye is vital to distinguish what is appropriate and what is not. There is a general concept of learning all about it. 
Reading through as many research books and prediction gives a lot of compelling insight on a particular topic. The reader can point out the truth due to consistency in several publications or a specific aspect that matches several authors. It's the readers' task to analyze and disseminate the truth from the fallacies. Reading through it all calls for thorough research and perusal of literature to identify trends both in the past and the future prediction that will help and organization make informed decisions.  
Chapter 15:  Adopting and Adapting
According to Kelly and Littman (2002), adopting a new idea or criteria of performing tasks, then adapting to its causative effects is demanding. It requires a lot of flexibility and accommodation to new ideas. The analysis and critical evaluation of the information is an essential skill in the world of today. With numerous sources of information, both real and false, the idea of being innovative and creative can be an easy or arduous task. What is more complicated is identifying what fits your organization's current situation and implementing it in the right proportion. 
Adaptation is a form of gathering relevant information to make necessary changes that will propel the firm/organization forward. Being innovative in the product line and other services require patience and resilience, allowing yourself to make mistakes along the way and learn from them and getting out of one's comfort zone, studying the market, customer needs, and competing products are parts of adapting and adopting. The adoption process is more about getting back to the drawing board and brainstorming vigorously, not allowing prototyping to stop until you have your product. Adoption is the only way to achieve success. Capitalizing on the reality of a changing world and embracing change to new products, improved employee and customers care services (Kelly & Littman, 2002).There is no backing off until you get there; innovation calls for a strong will, and a resilient spirit to fight regardless of the challenges is called adoption and adaptation realism.  
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