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Innovation, unlike creativity, is an end-to-end process that starts with a problem, 

issue, challenge, or opportunity, and ends with value creation. We’re at the very 

beginning of the Information Age, where computers and the internet are allowing us 

to do previously unimaginable things. The byproduct of this innovation is that skill 

sets that previously led to being the “rock star” will likely become obsolete in 

tomorrow’s world. In these rapidly changing times, creativity can be even more 

valuable for determining what the marketplace and your competitors will do next. 

 

1. Bounced back from early-stage failures 

Leading organizations, from Apple to Google and beyond, have learned from early-

stage failures. A classic example is Apple’s Newton PDA tablet in the 1990s, a flop 

whose core concept eventually found its way into the iPad.  Or the predictable user 

furor over nearly any new Facebook feature, which eventually gets re-cast by the 

company as ‘market research’ or ‘design validation’. 

 



2. Products reveal it may have a viable alternate use 

First, analyzing a failed drug sometimes reveals that the drug may have a viable 

alternate use. For example, Pfizer’s Viagra was originally designed to be a treatment 

for angina, a painful heart condition. Similarly, Eli Lilly discovered that a failed 

contraceptive drug could treat osteoporosis and thus developed their one-billion-

dollar-a-year drug, Evista, while Strattera, a failed antidepressant, was discovered to 

be an effective treatment for hyperactivity/attention deficit disorder. 

3. Embrace Change 

The second imperative is to embrace significant change. Companies can thrive by 

listening to their customers—including their most spirited critics—and using what 

they learn to revolutionize their approach to what they do. 

 

4. Emphasis on Culture and Focus 

Loyalty leaders like Whole Foods, Southwest, Zappos, Enterprise, Apple and 

Wegman’s take a different approach focused on the long term. They place an 

emphasis on culture and focus on adding value for customers. These organizations 

lead with their heart. 

 



5. Value for customers 

“Quality” and “customer delight” They differentiate themselves through added value 

for both customers and employees. “Quality” and “customer delight” are tightly 

linked. Unless the customer perceives the product as doing at least what it claims to 

do, it will not generate delight. Companies that behave honestly, transparently, and 

unselfishly after product recalls and mishaps demonstrate an ideal to which they 

aspire, though they may have fallen short in a particular instance. 

6.  Extending Loyalty 

We customers forgave the company's leadership, and in forgiving them, we affirm 

their ideal, encouraging them to continue to aspire to it. Even the harshest critics, 

when treated fairly and with respect, often become a company's most loyal fans, 

because in getting their complaints resolved they've been granted a sense of that 

company's ideal self. The net effect is increased satisfaction, reductions in attrition 

and positive word of mouth. 

In closing, 

I was quite impressed with an article ‘’The Case For Intelligent Failure To Invent The 

Future’’ by Vinod Khosla. He explains: 

A 90-percent probability of failure means a 10-percent chance of changing the world, 

if the goal is ambitious enough. We may have lost resources in those failed efforts, 

and naive journalists may have poked fun at them, but without the attempts, we would 

not eventually have developed the many innovations that revolutionize how we live 

today – including the personal computer, email, the Internet, the mobile phone, the 

tablet or any of the endless applications built on these technologies. 



We would not have Google, Twitter, Amazon, Uber or countless others. Although a 

hundred entrepreneurs may fail for each one that succeeds, the successes make the 

failures worthwhile. 

Too often, there is a tendency, especially among investors, large corporations, and 

public officials, to reduce the probability of failure to the point that the consequences 

of success become inconsequential. 

In education, the old guard laughs at early failures in online learning and massive 

open online courses (MOOCs) considering them naive, but entrepreneurs are now 

trying the next iteration after learning from their mistakes (even though many 

academic pontificators dismiss this education style entirely). 

Success, it's been said, is determined not by whether you fall down but by how you 

get up. To that extent, every company's mistake represents an opportunity to improve 

its standing in terms of warmth and competence among its customers, but only if the 

company is ready to respond to its moment of truth with worthy intentions. 
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