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To continue to survive and thrive, all institutions, from commercial businesses to not-for-profit 
organisations, must adapt to changing circumstances. Maintaining the status quo, sooner or later, leads to 
extinction.  

 
But to adapt implies that we must do things differently. And this in turn implies that we must do three 
things: 

 
 firstly, to be able to discover new ideas 
 secondly, to come to terms with new ideas, and safely distinguish the good from the not-so-good, and 
 thirdly, to make something real happen as a result. 

 
In short, we must actively manage the process of innovation. 
 
At the heart of innovation is the generation of ideas. How does this happen? Is it an accident? Is it the 
result of the activities of some special, “creative” people? Or is it the result of a deliberate and systematic 
process – a process that people can learn, and be taught, just like any other skill?   
 
The author strongly believes the creativity is a skill that can be learnt, and taught. “Deliberate creativity”, 
however, is conspicuously lacking from the curriculum. Accordingly, the author has sought to take the first 
step in filling this gap by specifying the content of a 60-hour teaching module, which might be 
incorporated, in whole or in part, into a framework such as Business Studies at GCSE, AS or A2 level, 
depending on the depth of insight expected of the students. This document presents a possible way of 
structuring the module, as expressed in terms of 11 themes, taught over an elapsed time of 12 weeks, with 
three double-period lessons in each week. 
 

The author acknowledges the support of the WHY NOT? programme, administered by London South Learning + Skills Council, in connection with 
funding some of the work represented in this document. 



Overview 
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Core content 
 

This module allows learners to explore three central topics: the definitions and importance of creativity and innovation; 
innovation as a structured process; and the tools and techniques of deliberate creativity. There is also much scope for active 
learning, as achieved by means of the various exercises that can be included. The depth of tuition, and the degree of insight 
required of the learners, depends on which level – GCSE, AS or A - is being taught. 
 
Creativity and innovation 
  

Creativity:  dictionary definitions of creativity; examples of creativity, such as art, music, drama, design; creativity in a 
business and organisational context; recognition that business creativity extends beyond media, advertising and product 
design. 
 

Innovation:  dictionary definitions of innovation; difference between creativity and innovation; difference between innovation 
and entrepreneurship; importance of innovation in business and not-for-profit organisations; examples of successful innovation 
in both public and private sectors. 
 

Origins of creativity:  creativity as an attribute of the human brain; psychometric tests of creativity; the ‘born’ or ‘made’ 
debate. 
  

Koestler’s definition of creativity: creativity as the formation of new patterns of existing elements; novelty as a feature of the 
overall pattern, rather than of the elements from which the pattern is comprised; real examples, such as the light bulb, the 
Sony Walkman. 
 
Innovation as a structured process 
  

The four-stage process: idea generation, evaluation, development, implementation; importance of all four stages being 
present; examples of what happens if any single stage is missing; different skills required for each step; low likelihood that any 
one individual has all these skills, therefore successful management of the whole process requires teamwork; managing the 
pipeline of ideas. 
 

Innovation applies across the enterprise: application of innovation to different business functions such as new product 
development, new service design, process improvement, organisational design, inter-personal relationships, inter-
departmental relationships, cross-boundary relationships (such as purchaser – supplier, business – stakeholder, business – 
regulator...), teamwork, conflict resolution, strategy, with relevant examples. 
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Evaluation: importance of evaluation as the point at which judgements are made as regards which ideas are ‘good’, and which 
‘bad’; organisation of evaluation; methods of evaluation; locations or contexts in which evaluation takes place; role of 
investment appraisal as an evaluative process; best practice evaluation methods; importance of inter-personal behaviours, 
language, self-confidence, culture. 
 

Innovation and organisational culture: significance of organisational culture and norms of inter-personal behaviour as an 
enabler, or stifler, of innovation; performance measures; reward and recognition of individuals and teams; role of senior 
management; environmental conditions; budgets and funding; training. 
 
Tools and techniques of deliberate creativity 
  

Creativity as a deliberate process: exploration of some landmark examples of creativity in business and beyond, for example, 
the music of the Beatles, the art of Picasso, Newton’s Laws of Motion, Direct Line Insurance, amazon.com, the iPod; creativity 
not a ‘flash of inspiration’; creativity as a process of the deliberate search for new patterns. 
 

Learning and unlearning: exploration of the nature of learning; examples of learning, such as crossing a road, riding a bicycle, 
driving a car; benefits of learning as a means by which we don’t have to solve problems each time we encounter them; 
learning as a dual process, one observed externally, the other a neurophysiological process within the brain; the brain as a 
complex network of nerve cells; synapses; Hebb’s insight; learning as a process of ‘hard-wiring’ neural connections; current 
neurophysiological evidence for ‘hard-wiring’; the ‘learning trap’, whereby our habitual behaviours of what we have learnt 
make it more difficult to discover something new; the concept of ‘unlearning’; ‘unlearning’ as a necessary condition for 
creativity; tools and techniques as methods to assist ‘unlearning’. 
 

Tools and techniques: brainstorming; lateral thinking, de Bono and ‘po’; random words; simile, metaphor and analogy; 
proverbs; role play; journeying; ‘springboards’ and ‘retrofits’; InnovAction!TM; importance of observation; use of mind maps to 
capture current features; power of asking ‘how might this be different?’; different ways of being different such as size and 
scale, sequence and flow, roles and responsibilities, function and purpose. 
 
 



Overview 
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Active learning 
  

Problem solving skills: as demonstrated by success in using the tools and techniques of deliberate creativity to generate new ideas 
in a graded series of exercises; use of best practice approach to idea evaluation. 
 
Interpersonal and team skills: engagement in team processes; leadership skills; support skills; encouraging others to participate; 
encouraging ideas in others; sensitivity to personal dominance, and demonstration of ability and willingness to pull back; successful 
dealing with dominance of others; successful dealing with reticence of others; awareness of body language of self; alertness to body 
language of others; willingness to listen; recognition of when it is, and is not, appropriate to evaluate the ideas of others; ability to 
give constructive feedback and criticism; willingness to accept constructive feedback and criticism; willingness to give credit to, and 
share credit with, others. 
 
Communication skills: ability to present ideas succinctly, enthusiastically and convincingly; planning of formal presentations; 
structure and signposting of formal presentations; sharing of tasks across a team; maintenance of eye contact during speech; 
sensitivity to when others wish to speak; use of appropriate supporting materials such as models, visual aids; design of helpful visual 
aids; planning of written documents; structure and presentation of written materials; clarity of use of language, both orally and in 
writing; confidence in handling questions. 



Schematic 
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Week 1 – Introduction 
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Learning objectives To give learners an appreciation of the importance of innovation to businesses and not-for-profit 
enterprises. 

Key outcomes Learners will have experienced specific examples of how a number of enterprises have been 
innovative. 

Session 1.1 What does innovation mean? Is ‘innovation’ the same as ‘creativity’? Is ‘innovation’ the same as 
‘entrepreneurship’? 

Session 1.2 Class exploration of successful innovation in one business, and one not-for-profit organisation. 

Session 1.3 Learner presentations (3 – 5 minutes) of examples of successful innovation. 

Opportunities for action 
learning 

‘Innovation’ features in the advertising or mission statements of many organisations. Learners might be 
asked to find one such advertisement or mission statement, and discover what evidence there is for 
the organisation to claim to be ‘innovative’, so providing the material for the presentations in 
Session 1.3. 

Relevant sources Newspaper advertisements. 
Corporate websites. 
Government websites. 
Leading the Revolution, by Gary Hamel, published by Harvard Business School Press (2002). 
The Art of Innovation, by Tom Kelley, published by HarperCollinsBusiness (2001). 
An informative guide to the importance of innovation to many of the UK’s biggest companies will be 

found in Top UK Companies of the Future, compiled by The Corporate Research Foundation, 
published by (2001).  



 
Week 2 – What is innovation? 
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Learning objectives To build on the learning of Week 1, and to introduce a formal definition of ‘innovation’. 

Key outcomes Learners will understand ‘innovation’ as a four-stage process, as applied to a number of different 
enterprise activities. 

Session 2.1 The four key stages of innovation – idea generation, evaluation, development and implementation. The 
importance of distinguishing between, and separating, ‘idea generation’ and ‘evaluation’. 

Session 2.2 What are the different skills required in each of these four stages? And how can the four stages best be 
managed overall? 

Session 2.3 How these four stages apply to innovation as regards different enterprise activities, such as new 
product development, process improvement, relationships and strategy.  

Opportunities for action 
learning 

Learners might be invited to identify some real examples of innovation as applied to process 
improvement, relationships and strategy, so as to emphasise that ‘innovation’ in an enterprise is 
not confined to new product development. 

Relevant sources Smart Things to Know about Innovation and Creativity, by Dennis Sherwood, published by Capstone 
Publishing (2001). 

Leading the Revolution, by Gary Hamel, published by Harvard Business School Press (2002). 
The Art of Innovation, by Tom Kelley, published by HarperCollinsBusiness (2001). 

 



 
Week 3 – Creativity 
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Learning objectives To build on the learning of Weeks 1 and 2, and extend learners’ understanding of ‘creativity’. 

Key outcomes Learners will gain a deeper understanding of the difference between ‘creativity’ and ‘innovation’, and 
an initial appreciation of creativity as the formation of a new pattern. 

Session 3.1 Exploration of creativity, and discussion of some examples. Is creativity born or made? What do 
psychometric tests actually measure? 

Session 3.2 In-depth examination of some of the previous examples, with the objective of discovering precisely 
where the ‘creativity’ is evident. Importance of the facts that in business: 
(a) creativity never takes places ‘in a vacuum’, but always in a specific context 
(b) what is important is the discovery of something different from what is happening now, in 

contrast to something that is ‘new’.   

Session 3.3 Creativity as a process in which new patterns are formed, from pre-existing elements. 

Opportunities for action 
learning 

In Session 3.1, learners can be invited to identify some examples of successful creativity in business. 
This is most easily done in relation to new product development, for example, the Dyson vacuum 
cleaner, the Baylis clockwork radio, or the Sony Walkman. Learners can then use those examples in 
Session 3.2 to answer the question “What, precisely, is creative or novel about the Dyson vacuum 
cleaner, the Baylis radio, whatever?”. In the case of the Baylis radio, for example, the two 
principal components – the clockwork engine, and the radio receiver - are not, in themselves, new. 
What is new is combining the clockwork engine with the radio receiver, so that the energy in the 
clockwork spring acts as the power source. This is just one example of the important concept that 
‘creativity’ is manifest by the discovery of a new pattern of things that already exist. All examples 
identified by the learners can – and indeed should – be viewed in this light, and this learning can be 
consolidated in Session 3.3. 

Relevant sources The Act of Creation, by Arthur Koestler, published by Arkana (1989). 
Smart Things to Know about Innovation and Creativity, by Dennis Sherwood, published by Capstone 

Publishing (2001). 



 
Week 4 – The importance of patterns 
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Learning objectives To formalise the learning of Week 3. 

Key outcomes Learners will deepen their appreciation of the fact that all creativity is based on the formation of new 
patterns of pre-existing components, as articulated in the definition of creativity offered by Arthur 
Koestler:  The creative act is not an act of creation in the sense of the Old Testament. It does not 
create something out of nothing; it uncovers, selects, re-shuffles, combines, synthesises already 
existing facts, ideas, faculties, skills. The more familiar the parts, the more striking the new 
whole. 

Session 4.1 Koestler’s definition of creativity, its origins and context. 

Session 4.2 Teacher-led examples of Koestlers’ definition. 

Session 4.3 Learner presentations (3 – 5 minutes) of examples of Koestler’s definition, as applied to topics of their 
own choice. 

Opportunities for action 
learning 

During Session 4.2, learners can be invited to choose an invention or innovation they are interested in, 
and then identify the key ‘pre-existing component parts’ from which that invention or innovation is 
formed, so providing explicit evidence to support Koestler’s definition. Learners can then give 
presentations in Session 4.3 on what they have discovered. There are an enormous number of 
possible examples here, from the light bulb to rap music, from Picasso’s cubism to the iPod – so 
everyone should be able to choose something of interest to them personally. 

Relevant sources Koestler’s definition will be found on page 120 of the Arkana (1989) paperback edition of The Act of 
Creation. 

 
 



 
Week 5 – Creativity in business 
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Learning objectives To show how Koestler’s definition can be used to discover new business ideas. 

Key outcomes Learners will be exposed, for the first time, to a deliberate and systematic process for generating new 
ideas.   

Session 5.1 Koestler’s definition states that creativity is the discovery of new patterns formed from pre-existing 
components, and that novelty lies in the pattern. But how can you form a new pattern? By taking 
an existing pattern, ‘deconstructing’ it into its individual component parts, and then searching, 
systematically, for differences. 

Session 5.2 In business, the pre-existing patterns have names such as ‘learning’, ‘knowledge’ and ‘experience’. So, 
if a new pattern is to be discovered, the old pattern needs to be abandoned. This is a process of 
‘unlearning’. Most people find ‘unlearning’ difficult and uncomfortable, so the key to creativity in 
business is to make ‘unlearning’ easy and comfortable.  

Session 5.3 A teacher-led illustration of how ‘unlearning’ can lead to new ideas. There are many possible examples 
here – any of those used in Session 4.3 will work; alternatively, the teacher might choose an 
example not already studied by the class. 

Opportunities for action 
learning 

‘Unlearning’ can be illustrated by reference to the ‘valley carving’ metaphor of learning, as, for 
example, used by Donald Hebb in The Organisation of Behaviour. The difficulties we all have in 
‘unlearning’ are vividly demonstrated by any number of psychological tests and games, for 
example, the ‘silk’ exercise in Mel Gooding’s Psychobox, and the puzzle exercise in Edward de 
Bono’s The Mechanism of Mind. 

Relevant sources Smart Things to Know about Innovation and Creativity, by Dennis Sherwood, published by Capstone 
Publishing (2001). 

The Organisation of Behaviour: A Neurophysiological Theory, by Donald Hebb, published by Lawrence 
Erlbaum Associates (2002). 

The Mechanism of Mind, by Edward de Bono, published by Penguin Books (1990). 



 
Week 6 – Deliberate creativity: the principles  
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Learning objectives To introduce the first of the tools and techniques of deliberate and systematic creativity, the process 
known as InnovAction!TM. 

Key outcomes Learners will know how to generate ideas, deliberately and systematically, in a business context. 

Session 6.1 Review of the material covered so far, setting the scene for applying Koestler’s definition in practice. 
This session provides a good opportunity to consolidate their recent learning, and to verify 
learners’ understanding. 

Session 6.2 Explanation of the seven-stage InnovAction!TM process: 
1. Define a ‘focus of attention’ – the area in which it would be valuable to generate new ideas. 
2. Individually, describe what happens now by using, for example, mind-maps. 
3. As a group, share individual descriptions to compile a collective group description. 
4. Choose a specific feature within the description. 
5. Ask ‘how might this be different?’. 
6. Let it be... 
7. Then choose another feature, and repeat steps 5 and 6. 

Session 6.3 Demonstration of how the InnovAction!TM process supports safe ‘unlearning’, and how it represents the 
practical application of Koestler’s definition. Teacher-led example of using the InnovAction!TM 
process to generate new ideas in a given area of interest. 

Opportunities for action 
learning 

Participation in the exercise in Session 6.3. 

Relevant sources The InnovAction!TM process is described in detail in Chapter 4 of Smart Things to Know about 
Innovation and Creativity, by Dennis Sherwood, published by Capstone Publishing (2001). 



 
Week 7 – Deliberate creativity in action 
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Learning objectives To give learners an in-depth experience of deliberate and systematic creativity using the 
InnovAction!TM process.  

Key outcomes Learners will build their confidence in their own ability to generate ideas deliberately and 
systematically. 

Session 7.1 Learners apply the InnovAction!TM  process, working in groups of 5 or 6, to generate as many ideas as 
possible in relation to a chosen ‘focus of attention’. The 90 minute session might be structured as: 
  5 minutes – introduction and briefing 
10 minutes – individual descriptions (InnovAction!TM stage 2) 
15 minutes – group share (InnovAction!TM stage 3) 
40 minutes – idea genearation (InnovAction!TM stages 4, 5, 6 and 7). 
20 minutes – groups present their ideas. 

Session 7.2 As session 7.1, but mixing learners in different groups, and with a new ‘focus of attention’. 

Session 7.3 A third opportunity to experience the InnovAction!TM  process, once again using different groups, and a 
different topic. 

Opportunities for action 
learning 

This week is all about action learning, gained from direct experience of the InnovAction!TM process. It is 
important that the ‘foci of attention’ used by the learners are known, in advance, to give exciting 
results – that enables the teacher gently to guide the learners as required. All groups in any one 
session should have the same ‘focus of attention’. Although some of the same ideas will be 
discovered by more than one group, there is a strong likelihood that each group will generate a 
number of ideas that no other group discovers. This not only demonstrates the power and 
productivity of the InnovAction!TM  process, but also builds individual self-confidence. Many 
examples are explicitly described in Chapter 4 of Smart Things to Know About Innovation and 
Creativity by Dennis Sherwood; many more can be constructed by reference to any of Edward de 
Bono’s works such as Serious Creativity. Teachers will also, of course, create their own examples. 

Relevant sources Smart Things to Know about Innovation and Creativity, by Dennis Sherwood, published by Capstone 
Publishing (2001). 

Serious Creativity, by Edward de Bono, published by HarperCollinsBusiness (1995).  



 
Week 8 – Lateral thinking, random words 
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Learning objectives To introduce learners to some of the other major tools and techniques of deliberate and systematic 
creativity. 

Key outcomes Learners have an understanding of some additional tools and techniques to support deliberate 
creativity and systematic, and gain confidence in their use. 

Session 8.1 Classification of tools and techniques as ‘springboards’ and ‘retrofits’. InnovAction!TM as a 
‘springboard’, as are Edward de Bono’s ‘lateral thinking’, and its antecedent, Arthur Koestler’s 
‘thinking aside’. ‘Po’ – the ‘provocative operation’. Teacher-led example. 

Session 8.2 Exposition of ‘retrofits’ such as metaphors, role play, and random words. Teacher-led example. 

Session 8.3 Learner exercise, in groups of six, to apply one or more of these techniques. 

Opportunities for action 
learning 

Session 8.3 gives an opportunity for learners to apply one or more of the techniques. As with the 
exercises carried out in Week 7. it is important that the exercises are ‘safe’, with outcomes already 
in the teacher’s mind. There is much choice available here, from using random words to generate 
advertising slogans, to using role play to generate innovative ideas as to how to address an issue 
concerning conflict.  

Relevant sources The Act of Creation, by Arthur Koestler, published by Arkana, (1989) 
Smart Things to Know about Innovation and Creativity, by Dennis Sherwood, published by Capstone 

Publishing (2001). 
Serious Creativity, by Edward de Bono, published by HarperCollinsBusiness (1995). 
The Creative Whack Pack, by Roger von Oech, published by Creative Think (1992). 

 



 
Week 9 – Evaluation 
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Learning objectives To equip learners with an understanding of the need for the balanced evaluation of ideas, and of how 
to do it. 

Key outcomes Learners will build confidence in being to evaluate ideas fairly. 

Session 9.1 Review of how evaluation, the judgement of ideas, differs from idea generation, the discovery of new 
ideas in the first place, and of the importance of distinguishing evaluation from creativity. 
Reference to Session  2.1, in which the four-stage process for innovation was defined. How do 
organisations evaluate ideas? Discussion of processes from Main Board investment appraisal, to 
inter-personal behaviours at meetings, to the process which takes place inside all our heads as we 
answer the question “dare we say this or not?”. Need for a wise, balanced process. 

Session 9.2 Exposition of the ‘seven hats’ process, derived from Edward de Bono’s Six Thinking Hats: Yellow hat – 
benefits; Black hat – issues to be managed; Red hat – feelings; White hat – data; Green hat – ideas to 
solve problems; Blue hat – orchestration of process; Purple hat – action planning. 

Session 9.3 Class exercise in which four small groups role play the yellow, black, red and white hats under the 
guidance of the teacher (playing the blue hat role) to evaluate a specific idea. 

Opportunities for action 
learning 

Session 9.3 is a practical exercise in evaluation. The idea to be evaluated needs to be selected with 
some care. Ideally, the idea should relate to something that is familiar to all the learners, is 
intrinsically controversial, and is one with which many people are likely to hold strong opinions, 
either for and against. These strong feelings are manifestations of pre-judged evaluation, so one of 
the learning outcomes of this exercise is the recognition that by taking a more balanced, rather 
than ‘knee jerk’, approach, and by listening actively to the opinions of others, a better decision 
can be taken. 

Relevant sources Smart Things to Know about Innovation and Creativity, by Dennis Sherwood, published by Capstone 
Publishing (2001). 

Six Thinking Hats, by Edward de Bono, published by Penguin Books (2004). 

 



 
Week 10 – The innovative organisation 
 

Final version                                                                                                                                                                          Silver Bullet 15

Learning objectives To introduce learners to the organisational issues associated with the development and implementation 
of ideas. 

Key outcomes Learners have an appreciation of how to make ideas happen in an organisation. 

Session 10.1 Discussion of the fact that, whereas idea generation and evaluation can successfully be done by 
individuals and small groups, the success of the next two steps – development and implementation - 
of the four-stage innovation process (reference to Session 2.1) rely on organisational co-operation 
and co-ordination. Some organisations do this well; others struggle. Why is this? Do ‘innovative’ 
organisations have some ‘magic ingredient’ than ‘un-innovative’ don’t have? Or is the explanation 
elsewhere? 

Session 10.2 Discussion of the various organisational elements that need to be in place to support innovation. 

Session 10.3 Discussion of how to build an innovative culture. 

Opportunities for action 
learning 

A lively way of opening this week’s programme is to divide the class into two groups, and ask one group 
to describe what an archetypal ‘innovative’ organisation ‘looks and feels like’, whilst the other 
describes an ‘uninnovative’ organisation. Comparison of the two descriptions will identify many of 
the key issues. 

Relevant sources Building the Innovative Organisation, by James A Christiansen, published by Macmillan Business (2000). 
The Art of Innovation, by Tom Kelley, published by HarperCollinsBusiness (2001). 

 



 
Weeks 11 and 12 – Final exercise 
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Learning objectives The last two weeks of the programme give learners the opportunity to put into practice what they have 
learnt. Working in groups of six, learners are asked to identify a ‘focus of attention’ in which they 
are interested (from a short list provided by the teacher), and then to use the tools and techniques 
of deliberate creativity to generate ideas accordingly. Each group will be invited to give a 15-
minute presentation of their best ideas, and also describing the process by which the ideas were 
generated and evaluated. The selection of topics from which the learners can choose merits some 
attention – the topic should be of direct interest to the learners, and the teacher should believe 
that it is likely that there are some interesting possibilities! Topics might therefore include goods 
such as mobile phones or music devices, fashions, or television or radio shows. 

Key outcomes Learners will have successfully experienced idea generation in a very real context. 

Suggestion as to how to 
structure the time 

These two weeks together represent about 10 hours of time. There are a variety of ways in which the 
time might be allocated, of which the following is just one suggestion if the InnovAction!TM  process 
is to be used: 
 30 minutes – selection of topic (InnovAction!TM stage 1), agreement of roles, planning of project. 
 30 minutes* – individual listing of features of the current situation (InnovAction!TM stage 2). 
 1 hour – collective sharing of features (InnovAction!TM stage 3). 
 3 hours – “How might this be different?” (InnovAction!TM stages 4, 5, 6, 7). 
 2 hours – selection of best idea, or ideas, for presentation. 
 1 hour – preparation of presentation. 
 2 hours -  group presentations and feedback. 

Opportunities for action 
learning 

This entire activity, of course, is action learning! 

Relevant sources None specific for this exercise, but learners will no doubt wish to refer to the materials to which they 
have been introduced during the entire course. 

 

• Listing the features of the-way-things-are-today might well take longer than 30 minutes, with the extra time coming out-of-class.  



 
Key reference sources 
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Textbooks 

 Christiansen JA - Building the Innovative Organisation (Macmillan Business, 2000) ISBN 033380483X 

 Corporate Research Foundation - Top UK Companies of the Future (HarperCollins Business, 2001) ISBN 0007110294 

 de Bono E – The Mechanism of Mind (Penguin Books, 1990) ISBN 0140137874 

 de Bono E – Serious Creativity (HarperCollinsBusiness, 1995) ISBN 0006379583 

 de Bono E – Six Thinking Hats (Penguin Books, 2004) ISBN 0140296662 

 Hamel G – Leading the Revolution (Harvard Business School Press, 2002) ISBN 1591391466 

 Hebb D - The Organisation of Behaviour: A Neurophysiological Theory (Lawrence Erlbaum Associates, 2002) ISBN 0805843000 

 Kelley T – The Art of Innovation (HarperCollinsBusiness, 2001) ISBN 000710281X 

 Koestler A – The Act of Creation (Arkana, 1989) ISBN 0140191917 

 Sherwood D – Smart Things to Know about Innovation and Creativity (Capstone Publishing Limited, 2001) ISBN 1841121460 

 
Other publications 

 von Oech R – Creative Whack Pack (Creative Think, 1992)  

 
Websites 
 
There are a huge number – many millions - of websites that can be found by entering words such as ‘innovation’ or ‘creativity’ in search 
engine. Here are some that are particularly useful: 

 http://www.innovationtools.com/ 

 http://www.thinksmart.com/ 

 http://www.cul.co.uk/ 

 http://www.whynot.net/ 
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