Brian Clegg
& Paul Birch

Oh—
=)
i
<y
< A
i
K

Change
the way
you work
now




First published 1999
Second edition 2006

YOU ARE LICENSED TOHOLD A SINGLE ELECTRONIC COPY AND
TO PRINT A COPY FOR YOUR OWN USE ONLY. NEITHER
ELECTRONIC NOR PAPER COPIES MAY BE RESOLD.

Apart from any fair dealing for the purposes of research or private study, or
criticism or review, as permitted under the Copyright, Designs and Patents
Act 1988, this publication may only be reproduced, stored or transmitted, in
any form or by any means, with the prior permission in writing of the
publishers, or in the case of reprographic or electronic reproduction in
accordance with the terms and licences issued by the CLA. Enquiries
concerning reproduction outside these terms should be sent to the publishers
at the undermentioned address:

Creativity Unleashed Limited
The Thicket

Upper Wanborough
Swindon SN4 0DQ

UK

info@cul .co.uk

www.cul.co.uk

© Brian Clegg & Paul Birch, 1999 and 2006

The right of Brian Clegg and Paul Birch to be indentified as authors of this

work has been asserted by them in accordance with the Copyright, Designs
and Patents Act 1988.

2 — Instant Creativity — Brian Clegg & Paul Birch



Table of Contents

1. Why Creativity 7
Creativity or bust 7
Can you catch it from a book? 7
What'sthe hurry? 8

2. Creativity primer 9
What isit? 9
What stopsit? 9
Why techniques? 10
Associations to ideas 11
Thelonger view 12

3. The techniques 13
Questions and answers 13
Individuals and groups 14
Choosing a technique 14
The Instant Creativity structure 14

4. Techniques 1 - What's the question? 15
4.1 Compass 15
4.2 Obstacle map 17
4.3 Thelevel chain 18
4.4 Aerial survey 19
4.5 Destination 21
4.6 Do nothing 22
4.7 Shorts 24
4.8 Adventure 25
4.9 Outsidein 26
4.10 Up and down 27
4.11 Time slices 28
4.12 Thesaurus 29
4.13 Crystal ball 30
4.14 Web wandering 31

Instant Creativity — Brian Clegg & Paul Birch - 3



4.15 Excellence 32
4.16 Army of a thousand 33
4.17 Solve a different problem 34
4.18 Restatement 35
4.19 Mud slinging 36
4.20 Questionsrace 37
4.21 Whiteboard 38
5. Techniques 2 - What's the answer? 39
5.1 Challenging assumptions 39
5.2 Distortion 41
5.3 Reversal 42
5.4 Fantasy 43
5.5 Someone else's view 44
5.6 Metaphor 45
5.7 Random word 46
5.8 Random picture 47
5.9 Found objects 48
5.10 Nonsense sentence 49
5.11 On this day 50
5.12 Cool site 51
5.13 Headlines 52
5.14 Quotations 53
5.15 Squirrel box 54
5.16 Set it to music 55
5.17 Da Vinci Scribbles 56
5.18 Inside view 57
5.19 Shades 58
5.20 Problem perfect 59
5.21 Frontiers 60
5.22 Attributes 61
5.23Kid'splay 62
5.24 Components 63
5.25 Substitute 64

4 — Instant Creativity — Brian Clegg & Paul Birch



5.26 It'sa steal 65

5.27 Behind it 66
5.28 Draw it 67
5.29 Touch me, feel me 68
5.30 Evil genius 69
5.31 The game 70
5.32 It'ssilly 71
5.33 Been there before 72
5.34 Abattoir of sacred cows 73
5.35 Size matters 74
5.36 L ose the baggage 75
5.37 Auntie gravity 76
5.38 Long division 77
5.39 It's only natural 78
5.40 L ocation 79
541 TV listings 80
5.42 Cacophony 81
5.43 Mor phology 82
5.44 Talking Pictures 83
5.45 Two words 84
5.46 Psychiatrist's couch 85
5.47 Mix and match 86
5.48 Lost in translation 87
5.49 They'rewinning 88
5.50 The £100 bid 89
5,51 SWOT 0
5.52 Option evaluation 91
5.53 Signposts 92
554 Hazard markers 93
5.55 Second best solution A
. Other sources 95
There'smore 95
Reading up 95

Instant Creativity — Brian Clegg & Paul Birch - 5



Instants 95
More depth 95
Something completely different 9%
E-creativity 9%
Instant creativity 97
Crestivity software 97
Training, consulting and facilitating 98
Appendix 1 - The Selector 9
The Random Selector 99
Techniquesin timing order 101
Techniquesin expertise order 103
Techniquesin direction setting order 105
Techniquesin idea generation order 107
Techniquesin problem solving order 109
Techniquesin fun order 111
Appendix 2 - Listsfor techniques 113
5.5 Someone else's view 113
5.7 Random Word and 5.45 Two words 114
5.10 Nonsense Sentence 115
5.19 Shades 117

6 — Instant Creativity — Brian Clegg & Paul Birch



1. Why Creativity

Creativity or bust

Depending on your point of view, the prospects for business are terrifying or eating. Once upon
atime, business life was a bit like being on atrain, noving from station to station according to a
timetable. Now it'saroller coaster that haslost its guard rails. There has never been more
pressure. Competitive pressures as more new ideas, more new competitors hit the market. Cost
pressures as customers demand more for less. Customer service pressures as those pesky
customers expect good service on top of al the savings. Time pressures as blossoming
technology compresses everything from communications to the manufacturing cycleinto lessand
lesstime.

There's only one way out. Credtivity. It's not fanciful to state that without creetivity there are
very few companiesin existence today that will gill be around in afew yearstime. Changeisthe
name of the game, and innovation is needed to stay above water as yet another wave of change
hits the shore. Without creativity you are going to be whedling out the same old solutions to
problems. Sorry, itwon't work - the problems are changing under your feet, and the opposition
IS getting better Al the time. And you'll be pushing the same old products and services. Sorry
again. They're dready out of date. Crestivity isn't anice-to-have, it'sa survivd factor.

Can you catch it from a book?

Itisdl very wdl to acknowledge that every business needs crestivity, but it's quite a different
prospect to do something about it. A natura inclination might be to rush out and recruit some
cregtive people. That may not be abad idea. But the fact isthat everyone has alot more
cregtivity in them than they generdly use.

There are anumber of reasons for this. It might the wrong time of day. Y ou may betired,
stressed or bored. And worgt of dl, everyone's natura potentid for creativity has been
suppressed. This comes from a combination of socidisation - it is often advisable to lower
cregtivity to enhance surviva prospects - and education, which is generaly more about getting
to the required answer than coming up with a cregtive solution. There is nothing wrong with this,
but it getsin the way when you need cregtivity.

This book can't inject amagic dose of cregtivity from abig syringe labelled ‘innovation’, but it

can act as acatalys to free up some of the naturd crestivity which is bottled up by habit,
training and (lack of) energy. The bulk of the book consists of a series of short exercises and
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techniques, designed to shatter congtraints and get the participants thinking differently. These
techniques aren't creative in themsalves, any more than atypewriter or word processor actualy
produces novels. But they are effective tools to release our pent-up credivity.

What's the hurry?

An essentid aspect of thisbook isthe ‘ingant’ in the title. These aren't lengthy, long-winded
processes to establish an innovation framework (or other such management gobbledegook), but
quick hitsto push up the credtivity level. Such an gpproach isn't dways beneficia. In chapter Sx
(other sources), you will find references to anumber of books which will help with larger scde
cregtivity initiatives. These more structured gpproaches are absolutely essential when dedling
with alarge problem, or looking to implement systematic creetivity in acompany. We would
very much recommend that you investigated these too. They will help transform your company.
But there is often the need for urgency.

Think how often you have had to come up with a solution to a problem quickly. Or there was
only time for ten minutes of the meeting to be dedicated to it. Or there was immense pressure to
get something done. Or you had to come up with some fresh ideas by yesterday. The fact is, the
need for credtivity goes hand-in-hand with time pressure. Without ingtant creetivity in your tool
bag to compliment any longer term gpproaches, the chances are you will never get off the
ground.
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2. Creativity primer

What is it?

It is possible to know that you redly need something without being surewhat it is- credtivity isa
bit like that. The problem with creativity isthat it's a blanket term for severad rlated things.
Theres artidtic credtivity, the production of abook or painting or piece of music that isin some
way origind. Therésthe credtivity of discovery, whether it's Archimedes leaping out of his bath
shouting‘ Eurekal” or anew product concept. And there's the creativity of humour. Thereis
something specia about humour, because it involves seeing the world in a different way, and that
isan essentid for credivity.

It istrue that much business creetivity concentrates most on the second of those types. We are
looking for the solution to a business problem, or an idea to come up with a new product or
savice Yet in redity, dmost every act of creativity merges the three. To redly be innovative,
the chances are there will be ements of artidtic credtivity present - whether it'sin the degance
of abusiness plan or the Syle of adesign. And to be cregtive effectively usudly demands the
presence of humour. If thisis a problem, ask yourself what you've got againgt people enjoying
themsdlves, just because they're working. Does it redly make sense?

What stops it?

It is often easier to stop people being creetive than to enhance their credtivity. We do it al the
time. We have dready referred to the restraints of socid and educationa conditioning. It's not
aurprising that there are socid restraints on crestivity. Y oung children have a very credtive view
of theworld. They aren't congtrained by habit and teaching. But they are dso at risk from
hazards they aren't prepared for. Some of our credtivity is pushed aside to keep us safe. Yet
when using cregtivity to solve a business problem we are in a safe, cushioned environment. We
can afford to take more virtud risks; in fact we need to if something new and wonderful isto
emerge.

In education, cretivity isfrowned on, because it runs counter to the desired output. Likeit or
not, our education system is largely designed to get young people through exams. This means
getting them to give the answers the examiners want. Not the most originad answer, not the
creetive answer, but the singleright answer that is on the answer sheet. Red life isnt like that.
Any problem, any requirement is likely to have many right answers. When we need to get
credtive it is because the obvious answer isn't good enough. Someone ese has dready doneit.
It has dready been tried. We need something new and different.
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5.5 Someone else's view

Prepar ation — none.

Running time — fifteen minutes
Resour ces — none.

Teams — individua/team.

Asabig blockage to creativity istunne vison, this technique uses another person's opinion to
provide a different solution. Pick another person - historicd, fictiond, topica or just arole (like
‘plumber’ or ‘brain surgeon’). It doesn't matter who, as long as they're along way from you in
experience and outlook. To make it easier, weve provided alist in Appendix 2 (page 113, but
fed free to pick someone yoursdlf). Y ou needn't know alot about this person - just enough to
have a caricature of who they are or were.

Now imagine that you are this person. Get under their skin. Spend afew moments getting the fed
of being them. Then address your problem. How would your adopted persona ded with the
problem? How would they understand (and misunderstand) what it was al about? Get together a
good ligt of idess from this person's point of view.

Findly, pull the suggestions back to the real world. Arethey practica? Could they be modified?
What do they make you think of ?

Feedback — It is common for participants to rgject a persona because they don't fed comfortable
withit, or they fed it's unsuitable, or they have no ideawho the personis. Only the last argument is
vaid. Aslong as the participant has a vague idea who they are meant to be, the personawill be
vauable - and the less 'suitabl€ for the problem the better.

Outcome — Provided the participants throw themselves into this technique, it is rdiable. Without
inhibitions, it isvery effective.

Variations — In ateam, each member could take the same person, but it is better if each takesa
different one. Team members should think of their ideas separately, then pool them. At alarge
event with more time, this technique can be enhanced by giving participants the opportunity to
dress up, maintaining their personafor a consderable period of time. Asavariant, imagine
phoning up an old friend with whom you've lost touch and asking for their views.

Expertise vy
Direction setting Dichic
Ideageneration VDD
Problem solving Dl
Fun D
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