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2. Obtain a patent of a technology (e.g., go to the patent office Web site) and come
up with 10 creative uses of the technology.

3. Choose three different products that you might be interested in purchasing and
that are sold on the Internet. For each product, visit three Web sites and go
through the process as if you were going to actually purchase the product. Which
Web site was the best? Why? Which was the worst? Why? If you could create the
perfect Web site, what features would it have?

C L A S S  D I S C U S S I O N

1. Take the following problem statement and brainstorm solutions. Be prepared to
present your three most “creative” solutions. Problem statement: “Customers too
frequently use an airline and fly to a destination only to find out that their
luggage has not arrived.”

2. Choose a product and use the checklist method to develop new ideas. Be prepared
to discuss your product and the three most creative ideas generated.

3. Do you think that the Internet can be a source of advantage for one firm over
other firms or do you think that it is a necessity just to be able to compete? Be
prepared to justify your answer.
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tions and his or her creativity. Cooperative teams have the potential to incubate the
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creativity models. Every MBA go-getter and corporate pedant knows the cliché
recipe for success: buck the system, rock the boat, think outside the box, throw
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prisoners, etc. The article includes empirical research data suggesting this puffy
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This article details the results of a study conducted by the Silicon Valley’s Manage-
ment Lab. Founded by professors from the London Business School and funded in
part by UBS, the Management Lab collaborates with corporations to design original
management strategies. In May 2008, the Lab organized an effort to describe a plan
for managers in the next century. The “moon shots” to which the author refers are
objectives for tomorrow’s business managers. Among these aspirations are impera-
tives to better maximize employees’ talents and resourcefulness.
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The author of this article compares entrepreneurial innovators to gamblers at a Las
Vegas casino. Just as intelligent blackjack or baccarat players devise strategies to
improve their chances of a winning hand, so can entrepreneurs train their brain-
storming process for optimal success. The author purports, human creativity is not
haphazard; entrepreneurs can develop a mechanism to effectively nurture and
channel their bright ideas in order to beat bankruptcy and stave off insolvency, for
example. Mr. Harrison, in his article, provides a five-step guide to sharpening the
focus of the mind’s eye to achieve practical results.
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Rick Newman, journalist for U.S. News & World Report, in this article reviews yet an-
other addition to the how-to-succeed-in-business literature: Mavericks at Work:
Why the Most Original Minds in Business Win by William Taylor and Polly LaBarre.
Published in 2006, the book includes profiles of 32 entrepreneurs of note; these
“mavericks,” as the title suggests, have gone against the grain of traditional busi-
ness norms and been rewarded with success. Rick Newman condenses the book into
five key tips for would-be innovators stuck in the 9-to-5 grind.
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Review, pp. 8–9. Available from: Schofield Media Ltd. Accessed March 11, 2009.
www.usbusiness-review.com/content/view/1074/31/.

This article is a brief exploration into the whys and wherefores of business produc-
tivity, which, opines the author, is closely related to business creativity. Though
creativity and productivity are equally important to the successful functioning of
the business, enforcing employee creativity is a decidedly more elusive task. The
author illustrates four insightful guidelines for motivating imagination and boost-
ing a business’s creativity quotient.
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