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Chapter 1
Innovation at the top
The concept of creativity
This chapter ideally focuses on creativity, how the television studio ABC approached the author and his team to redesign an all familiar product to a fancy product that would be consumed by the masses for instance a shopping cart. The author first talks about innovating with an audience and not the confines of one’s comfort zone. The show commissioned was called Nightline, the show was to witness the birth of creativity, from inception to fruition. The author’s team takes a deep dive into reinventing and redesigning the shopping cart; interviewing frequent shopping customers to establish the needs of shoppers (Kelly & Littman, 2002 p. 8). After the reconnaissance the building of the prototype followed. Then what followed was working against time, working on the baskets. By the time the deadline hit, the team had a prototype. The author then talks about presenting the finished product to an audience of millions. The chapter links creativity to business. How, the consumer preference is ever evolving, the needs ever insatiable.  For instance the interviewed consumers talked about a more child friendly cart, a safer cart and a more shopping friendly system.  Creativity is at the helm of business innovation. The show helped IDEO grow from a meager partnership to a leading designing firm. Creativity is the core of innovation. The entire process forms the backbone of a business. As consumer needs keep evolving, a business needs to keep reinventing itself.  The creative process can be reduced to three stages according to the author; taking a deep dive, lifting the creativity curtain and building in creativity and innovation. (Kelly & Littman, 2002 p. 12).
Chapter 2
Winging it in start-up mode
The concept of working without a plan
This chapter talks about the author’s brother David.  The unfamiliar path of starting his own firm, A Stanford graduate, who goes against the norm to build a startup. He courts a top student by the help of his mentor FOR partner- Dean Hovey, who agrees. They built a team without a plan. Building things as they went on. They built their own furniture, painted their workplace, matter of fact put every nail by their own hands. The office space being unshackled was fun, pranks and the likes lead to a lot of creativity (Kelly & Littman, 2002 p. 18). The boyish atmosphere created an environment where problems could be solved. David through his network built a rapport with companies like Apple who helped shape his company. Borrowing the carefree environment Steve Jobs built in its company helped in loosening up his workplace. What eventually became known as David Kelly Design was built without a plan, just winging it.  Without following the rules, engineers found a platform to express themselves. With David hanging out with employees from Apple, he borrowed ideas to make the workplace favorable for innovation (Kelly & Littman, 2002 p. 19). Building a business without a plan creates room for innovation, releasing one from the shackles of convention. The result is a brand that is different and does not conform to the norms.  The author states that even after building clientele and expertise, their company still continues to wing- its alternative business models and not respecting the curve. In essence, their brand IDEO continues to be a work in progress. The author argues there is no specific formula when beginning from scratch and a business in order to stay progressive must remain in transition when it comes to reinventing itself (Kelly & Littman, 2002 p. 20).
Chapter 3
The concept of observation and vision
This chapter emphasizes on having an eye for innovation. The authors talk about observation fueled insight. He talks about a project they were given to redesign a medical instrument used on heart patients and how observation was paramount in the process.  He argues that consumers might know what is wrong with the product but might not be visionaries, might not be able to articulate what is wrong with the product. Observation is a critical process in improving and creating a breakthrough product.  He uses Klebahn as an example to show how observation can be used to reinvent a product (Kelly & Littman, 2002 p. 39).  Entrepreneurs got started, by fixing a problem they observed.  Observing involves being insightful and inquisitive. Asking the right questions and formulating hypotheses. This encompasses turning a blind eye and having a child’s unshackled view.  The author goes in length on the importance of involving people. Companies that turn a blind eye to the ordinary consumer fail eventually. This leads to eventual understanding of a problem to be solved by the company.  Another use of observation is seeing how a new product is received in the market, the difficulties the consumers find when assimilating the product, for instance when the cell phone first came out.  The whole chapter explains the importance of observation in the innovating process. Taking in consumer needs and how a product affects them and ultimately the problems that arise from their consumption of a product. Innovation requires vision, vision in turn requires a clear idea of consumer needs which is achieved through observation (Kelly & Littman, 2002 p. 42).  Paying attention on how consumers will react to a product or service is essential in a business- finding new approaches to fulfilling consumer needs (Kelly & Littman, 2002 p. 49).  Observation helps find flaws in products that might not be seen by a business during production as a result of being myopic. Observation will ensure a business satisfies the consumer’s pressing needs and much more. Finding new approaches to problems is key in innovation and solving flaws in products.

Chapter 4
Brainstorming
This chapter focuses on brainstorming as a tool in innovation. The author explains the secrets for a successful brainstorming session.
 He outlines seven ways to improve brainstorming sessions in companies. The first is to direct the focus to one agenda; this entails paying attention to a specific customer need or consumer problem (Kelly & Littman, 2002 p. 56). The second is not limiting discussion boundaries; the brainstormers will feel freer to express themselves this way (57). The third is organizing ideas in an order by a numbering system; this facilitates fluidity and comprehensiveness in the session. Fourth, focus on intensity and momentum; going where the energy leads. Switching gears when the energy in a given discussion tapers off. The fifth secret is to ensure there is enough recording space for discussions being held; never running out of ink space.  Next is to have warm ups leading up to the sessions. The last secret is to get physical. Use objects and materials in your sessions to make it practical; mapping, sketching, diagrams and stick figures are visual aids that can be utilized.
Brainstormers have the effect of making a business approach problems differently. Brainstorming sessions generate loads of ideas, creating an atmosphere of endless possibilities.
The author then argues ways that can kill brainstorming in a business. He summarizes them into six ways. These include, the effects of the boss taking the lead, writing down everything discussed, no silliness, only experts being given the opportunity to contribute, everybody gets a turn to speak (Kelly & Littman, 2002 p. 59).
Chapter 5
The concept of teams
In this chapter, the author explains the effectiveness of working in groups in any business.
The idea of a lone genius in a company limits growth. Individuals who fear group assistance with their projects most often than not hit a barrier. Great projects and inventions are as a result of great teams (Kelly & Littman, 2002 p. 71). A great team must be all rounded, with individuals that complement each other. In a large company, teams can be segregated into groups they prefer called studios, which contains a maximum of twenty individuals. Inspiring teamwork can be done through team building exercises, through competition and playful rewards. Creating the energy to face a task at hand comes easily for the right team (Kelly & Littman, 2002 p. 73).
Passion is key in motivating a team to solve a problem (p. 74). Teams need causes to perform like meeting a sales target or out-shining a tough competitor. Deadlines and opportunity can bring out passion in individuals. Good teams usually find opportunities in obstacles. Dedication and intensity should keep a team working on a project. Teams find ways to solve problems that seemed insurmountable at first.  
Getting the best out of a team, it is advisable the group work in close quarters. Close quarters charges the dynamics of a group. Finding the right mix of people to blend in a team is key.
 Abolishing the use of 'they' when addressing a group. This contributes in building trusts. Teams beat individuals for various reasons (p. 80). A team has individuals with different perspectives. Team morale is essential to get the best out of groups. Taking trips and face meetings is key in the process. Dressing and character shapes the way a team is viewed. The best teams often look the part.
Chapter 6
The concept of prototyping
The author focuses on prototyping- building a model, as a key tool in innovation (Kelly & Littman, 2002 p. 105). Time constraints are a major hindrance in building a prototype. The pressure to deliver before the favorable conditions shift. In the author's words, the water is ever rising. Most of us learned prototyping as a kid but lost it as we matured. Making childlike curiosity and enthusiasm a nature in a firm is important in prototyping. 
Building a model to be used in learning resolves little critical problems. When a project is extremely complex, focused prototyping has a way of simplifying it. For instance, focusing on building a lever on a chair's arm rather than the entire chair. He draws examples from Amazon on how to start from scratch. Bezos, Amazon founder shifted to tackling the problem because he had no answers (Kelly & Littman, 2002 p. 107)
Prototyping solves unforeseen problems. Once you start building a model, you open up possibilities of discoveries. 
Prototypes are tangibles and beat pictures. Good prototypes communicate and persuade. A well-built model can help shape an idea. Building in stages, bit by bit cultivates a culture of organization. The author describes how prototyping was key in Apple's success. Their team prototyped with energy and enthusiasm and the eventual product resonated with their customer base (p. 109).
The last tidbit, is to break the rules and not to conform. Legal structures can limit innovation. 
Chapter 7
The concept of building a conducive environment for innovation
The author refers to a conducive workplace as a greenhouse. A place where all the elements are right to foster growth and innovation. Office space should be a premier asset for any business. He outlines tenets they have developed on how to make a workplace better suited for innovation.
The first tenet is building neighborhoods in the office space. These are divisions in the office areas which have specific tasks. There can be an impromptu meeting neighborhood, coffee area, corners for prototypes (Kelly & Littman, 2002 p. 135)
The second tenet is to make the workplace personal and ever evolving. Giving workers an office space that epitomizes free reign.
Thirdly, using building blocks as part of office space. Building blocks such as cubes that can be moved around and act as seats. Taking inspiration from adversity. Making workers solve their own space problems. Prototyping the office space (Kelly & Littman, 2002 p. 147).
Keeping the office space simple. Allocating just enough space that people aren't crammed up in one place. Teams require space for movement, this should be put in consideration too. Office plans should be easy and practical
When building an office, disregard hierarchy. Ensure there is equal distribution of work space among juniors and seniors. 
Build an office space with a view.  A view has natural advantages that can birth creativity. A view ensures the office doesn't feel claustrophobic. 
Build a storytelling entrance. This can be a fun place for workers to express themselves and connect. As the office space grows, look at the body language. The office space should contradict company policies. 
Make a suitable junk disposal point. Gadgets that aren't being used or old can be disposed of at this point.
Space is key in innovation. You have to cultivate a culture in which office arrangement matters. Being innovative and successful is more than the people, the environment they work in is equally important (Kelly & Littman, 2002 p. 145).
[bookmark: _GoBack]






References
Kelly, T., & Littman, J. (2002). The art of innovation: lessons in creativity from IDEO. NEW. ARCHITECT, 7(6), 52-53.

 


