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Abstract— Recent events have caused us to think anew
about the issues accompanying our constantly connected,
overly informed, multitasking lives. This new thinking
requires a level of “mindfulness” where one takes the time
to think about how they might improve themselves, our
governments and organizations. For any entity to
improve and survive, it needs to maintain a faithful
curiosity by listening, looking, observing, interacting and
practicing to re-assess/think/define and ultimately
continuously repurpose who and what “it” is in the
moment while preparing for the future. By thinking
innovatively, we learn to think and innovate (Ridley, 2014
and Sternberg all dates).
We start by reminding ourselves that technology is
neither good nor bad. It is how we use technology and
what it accomplishes that makes it positive or negative:
clear thinking and appropriate use make “tech” good. We
add the fact that the most powerful imperative in staying
competitive personally and organizationally is becoming
and remaining innovative. We also look at the way we
think and how we prefer “wish-fullness” over reality in
order to make some sense of strategically minding the
gaps between where we are and where we need to be. We
all tend to think in a skewed fashion and we must realize
that fact before we can effectively “think outside the
box”. Only then we can start to realize the benefits of
rapid incremental innovation.
Rapid Incremental Innovation Is the Only Sustainable
Strategy
We all must understand clearly the need to innovate in order
to advance personally and to enhance organizational
performance and survivability.
Improving economic
prosperity and expanding freedom depends on innovation.
Closing the so-called income gaps, eliminating huge national
debts, developing and using all the enormous talent that is
available in the world, requires innovative new solutions. The
old solutions have been neither effective nor efficient
(Banerjee and Duflo, 2011; Butler, 2007; Conrad, 2012;
Dorner, 1996; Gladwell, 2013; Grudem and Asmus, 2013;
Leighton and Lopez, 2013; Ridley, 2014 and; Thornton,
2012-among many others).
Accomplishing needed innovation, requires that more of us
open our minds to think anew in a creatively competent
fashion, but only after we understand what is truly clear
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thinking (Williams, 2010). Before we think outside the box
we must know what is in the box. Clear your head, and open
up about everything from the new and different to the simply
ordinary. Forget “Who it came from”, while looking more at
the issue of “Is it useful?” Whether leading, managing, or
following we must seek to foster thinking that can nurture
innovation in applications of principles, theories, adaptations,
products, processes, ourselves, and others toward a
sustainable distinctive competency. Continually identify
innovations and put them into use for sustainable profitability
in today’s increasingly complex and competitive global
marketplace. The strategy for sustainable competitive
advantage is rapid incremental innovation. There is simply no
other alternative.
The recent passing of the comic and dramatic great Robin
Williams reminds us of a truth worth remembering. In his
movie “Dead Poets Society” Williams, in character as a
poetry teacher, has students get up on their desks and look at
their surroundings from another view. This is what we
suggest that we all do, and do often. Put a different frame
around it, look at it from many angles; closer now, further out
and all around (Zander and Zander, 2000). Analyze with a
questioning mindset; can we see a different picture of the
situation, can we see newer or at least different alternatives for
addressing the issue (Gaynor, 2002)?
Innovation encompasses getting ideas to market in the form
of a product, service, system, policy, program, or process that
is new to the implementer. As has been noted in much of the
literature, all innovative improvements start with
self-knowledge. This self-knowledge begins with the
awareness that few of us actually go into any situation
empty-headed. We all have cognitive frameworks and
mindsets that surround our thinking about what we
experience. Each individual’s perception is their reality. We
think and react through foundations of experiences, religion,
and culture. Our choice is not between a framework and not
having one (Chopra and Mlodinow, 2011). Instead, it is
between taking one that is unknown and unconsidered, and
one that is known and subject to the challenge of new ideas.
Therefore, know your frames, modes and models of thinking,
and relentlessly challenge and expand and clarify them. Also
be clear about what strategy is and is not. Strategy is simply
minding the gaps. It starts and ends with world-views: where
the world is and where it is going within your area of concern.
The gaps one must mind are between where you are now to
where you might be, can be, want to be, and ought to be……
but most importantly need to be. A leader’s strategy indicates
what the leader’s interpretation of the situation is (their
reality) and the how, what, where, when, and why of
accomplishing the leader’s vision. Strategic thinking is a
never-ending, circular process and does not follow the normal
path of the study, plan, execute, evaluate, and adjust model
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(Service, 2006). We will look more closely at the desired
strategic cycle later.
Here we must consider the work of Barney who calls for
products and services to be rare, of value, have no substitutes
or imitations. Then we must add in the work of Harvard’s
Michael Porter when he calls for products and services that
are differentiated, low-cost and/or focused. Barney’s and
Porter’s calls can only be met with innovation.
Whatever your specific strategy, make it revolve around
rapid incremental innovation for there is no other sustainable
competitive advantage. All other strategies run their course
and lead to failure. Only by constant improvement and
upgrading can one continue to beat the competition or
continue to advance as a society. Before we get more specific
as to how to how to achieve rapid incremental innovation, let
us define the generic strategic cycle, not as it is but as it needs
to be.
Strategy Pure and Simple
Strategy starts with a vision that clearly provides a picture of
what one desires to be at some definitive time in the future.
Then it naturally evolves to the development of specific
actions necessary to achieve the stated visions. These specific
actions, moves, or allocations are strategy. From these
strategies come goals, which must ultimately be translated
into objectives with Specific Measurable actions that are
Attainable, Relevant, and Time-bounded: these are indeed
SMART objectives.
The purpose of objectives meeting SMART criteria are
guidance, measurement, indications of adjustments or
redirection, and motivation. Indeed, the discipline of strategy
making has moved from strategic planning to strategic
management to strategic thinking to strategic leadership.
Strategic leadership is serious and hard work directed toward
determining how to translate visions and missions into actions
that individuals and organizations can actually take.
Think through the different levels of strategy as defined in
the past and try to separate the doing from the formulating.
The doing consist of: 1) administrative preparation of
components, 2) operational implementation; 3) functional and
operational supporting actions, 4) organizational system
support arrangements (HR, R&D, IS, Legal, etc.), 5)
measuring, monitoring, motivating and rewarding tools, and
6) related consensus and implementation issues. The seventh
component, creative developmental issues, is actually the
formulating level of strategy. Think about issues 1-6 as the
micro-strategic issues and issue number 7 as the
macro-strategic issue. This paper stresses the macro-strategic
issue, for that, indeed, is the difficult issue. When it is
executed poorly, everything else is in vain because the result
would be the implementation of the wrong things in a very
efficient manner! If you get this what down correctly, then the
how follows rather predictably without too much difficulty
and the strategy becomes manageable.
Though some would disagree, experience and research has
shown that the difficult part is deciding exactly where your
strategies need lead toward. Anyone can say they have a
vision of being number one in their industry. Likewise, most
everyone can come up with measures that can specify what is
meant by number one. Operational effectiveness is no
strategy, it’s a requirement. Many can develop specific
SMART objectives with a little training and practice. Many
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can develop monitoring systems, given the quality project
management systems that are available today. But precious
few are creative enough to develop original strategies that fit
themselves, the others involved, and all their environmental
contexts. When handled correctly detailed strategies guide an
organization toward meeting specifically identified
objectives.
Once the “what” is defined, the difficult part of the process
becomes understanding and managing what is in between the
vision and your identified measures of situational success.
What actions or moves will propel you or your organization
into the desired position that you have envisioned? This
generally requires some innovation and new approaches.
Will it be through new products (R and D), will it be through
the best quality (TQM), will it be through the best
procurement (JIT), will it be by offering the most features
(functionality) or the best service (best in world) or what?
Most likely, any competitive advantage will come through a
combination of several of the prior components. Whichever
delivery mechanism you ultimately choose, advantage will
only come through customer perceived value; that is value as
the customer defines it. Then, accomplishing these “things”
becomes the real strategic issue.
A Starting Point: Understanding Strategy in Today’s
World: Honesty over political
correctness—The world has the means to solve its most
pressing issues, but we lack the will to openly discuss them. If
we will not talk freely about the most pressing of issues then
we can in no way expect to ever solve them. Let us start a
movement to throw out political correctness and replace it
with honesty and openness.
To give the strategy a chance of success and to know when
success is met, one must develop measures--feedback and
monitoring mechanisms. Then actions must be taken to adapt,
adjust, or change as the measures indicate: not looking for
what you desire, but for what is actually happening. Key
success factors are attention, focus, fit, and balance. It is
important to remember that strategy in today’s
hyper-competitive world, must emerge as you reinterpret your
on-going actions that are designed to make your vision really
happen. The desirable strategic cycle as it has evolved is
represented in the following ten steps:
1. Understand the real situation or problem not the presenting
complaint or your perception of the situation. Understand
the strengths and weaknesses (SW) of yourself, your
top management team, and your business and industry;
and the opportunities and threats (OT) that exist in
these complex arenas (Porter, 1985 and 1990). Every
situation is viewed in three ways.
a. The real or objective truth - only God really knows
this.
b. The differing perceptions of all those involved.
c. How the situation gets enacted or played out.
The key is for your perception to be as close as possible to
reality and to manage the others
involved to get them to play out the situation, as you
perceive it or want it to be. When a
person is in charge they can use power to make sure the
situation plays out as they desire.
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However, when they are no longer in charge they must use
influence, manipulation,
management, and politics to direct others to think their
way (Hersey, Blanchard and Johnson,
2 0 1 3 ).
2. Define and then continually reassess and redefine as
appropriate:
a. Why would someone do business with your
organization? Every organization must have
something of value that causes customers to
choose that organization over their competitors.
Your situational strategy must not change this
competitive advantage, because it is the reason
for the firm’s existence (Barney, all dates;
Cohen, 2010 on Drucker and; Porter, all dates).
b. How can your organization become and remain
innovative? This is the key to a sustainable
competitive advantage; something that is of
value, rare, hard to imitate, and makes
substitutes unlikely (Barney, all dates). The key
is constant incremental re-invention of your
organization’s distinctive competency. Any
strategy must insure that innovativeness is not
destroyed (Peters, all dates; and Tracy, 2010).
3. Notice things—pay attention to the right trends and
developments. Never assume that any trends or
developments do not affect your organization (Wind, et
al, 2005).
4. Clarify and interpret what you project as the direction of
trends of doing business that are developing in your
industry and its greater environment (Levitt and Dubner,
2009; and Friedman and Mandelbaum, 2011).
5. Formulate new beliefs and understandings of how your
organization fits into its industry and all environments:
how they currently are and how they are becoming
(Mintzberg, 2009).
6. Focus your desire and commitment. Understand what
you might do (is there a market for it), what you can do
(do you have the expertise or resources to do), what you
want to do (is it within the organization’s
mission—desires?), what you ought to do (is it right). Do
these things to establish a vision that is a mental image of
possible and desirable future states that has foresight,
breadth, uniqueness, consensus, accountability and
doability (Peters, 2003). Continually assess: if what you
do meets the need as they have developed and played out
in the future?
7. Develop viable alternatives. Always give status quo the
same status as the other alternatives. Understand why
you choose an alternative (Dobelli, 2013).
a. Picture the future and focus on your vision of the
future.
b. Learn as much as you can about the situation.
c. Concentrate on the big picture and all of its parts.
d. Look for breakthrough ideas.
e. Be willing to go outside the box or stay inside the box.
f. Be alert for patterns and cycles.
g. View change as an opportunity.
h. Be willing to confront tradition but hold to your basic
values.
i. Beware of pooling of ignorance.
j. Give your ideas a reality check.

52

8. Decide and go for it. Develop strategies to pursue the
purpose and overall missions and visions dictated by the
situation you are addressing. Strategies are moves,
actions, “things” you are going to do to accomplish
established objectives. Balance committing to a course
of action with testing the waters and adjusting when you
see it must be done (Service, 2006).
9. Measure—feedback. Establish SMART objectives and
use them, but do not fail to adapt if something indicates
you should; i.e. when there is an economic downturn you
cannot expect to continue as normal. Recall S = Specific,
M = Measurable, A = Attainable, R = Relevant
and/or Realistic, and T = Time bounded.
10. Adjust and continue #1-9 (not necessarily sequentially)
Those with a high and effective successful intelligence are
good at strategy, because they understand that strategic
thinking is a never-ending, circular process and does not
follow the normal study, plan, execute, evaluate and adjust
model. It should be more of a rapid incremental process of
attention and experimentation. Strategies are the plans of
actions and moves that describe resource allocation and other
activities for dealing with the factors facing an organization as
it attempts to improve its competitive position. Like visions
and missions, strategies change. But successful
organizations develop strategies that focus on core
competencies, developing synergy, encouraging and
motivating organizational members, and creating value
for all constituents. Strategy is implemented through the
systems and structures that are the basic architecture for how
things get done in an organization. But first and foremost,
strategy is about understanding the situation and how it
impacts people. It is through people: leaders, followers,
customers, other stakeholders, and the public at large that
goals get accomplished (Yukl, 2013).
Learn to make your strategies focused and clear to
everyone. This helps to build a performance-based culture
where you can execute your strategies in a more efficient and
effective way. Keep your talent by having flat organizations
that are fast and involve everyone (Friedman, 2005 and
2 0 0 8 ).
The Variables That Can Be Manipulated to Realize
Strategies: Take people over process every time and fire
those who don’t: especially business school professors and
deans as well as QC-TQM experts!
Your strategic role as an organizational leader is to build
organizational capacity for realizing a sustainable competitive
advantage by addressing identified situations: i.e. meeting a
competitor’s low pricing, adding new functionality in
response to competition or customer demands, establishing a
new or sustainable segmentation, and so on. You do this only
by building a learning organization that the leader matches to
the environment as both the organization and the environment
change. Then, the “innovation” leader directs the uncovering
of new market opportunities, focusing of existing resources
and the accumulating of new resources. Often the question
becomes, “How can you change an institution?” First, realize
that organizations are arenas where coalitions vie for
dominance, and often it takes a crises to trigger action. Yes,
organizational values and norms (culture) make it hard to
transform organizations. Innovative ways to re-interpret
existing knowledge, bend the frame of stodgy organizations,
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and develop solid strategies to accomplish the new and
different are a must for long run organizational survival.
Organizational success in accomplishing strategies is a
function of how one arranges, develops, changes, or uses the
organization’s policies, systems, and people related to:
1. Culture and climate. Culture is the systems of
norms, beliefs and values that shape how an
organization behaves. It is among the most difficult
aspects of an organization to change. Changing an
organization’s culture is as difficult as changing the
personality of a full-grown adult. The climate is
simply how the organization feels; that is, how the
culture actually plays in reality (Arnott, 2000; see
Kim and Van Dyne, 2012 for good cross-cultural
hints).
2. Environments. Adapt or enact new environmental
directions or structures (Service, 2009).
a. Objective Environments: Demographics;
Political and legal; Technological;
Economic; Governmental or locational;
Ecological – physical environments
b. Subjective cultural environmental views:
Subsistence – methods; Cultural man-made and physiological; Socio-social
systems - interactions, roles, laws, current
concerns; Individual – psychology;
Inter-individual
or
socialization
–
sociology; Projective - myths, fantasies and
religion (Service and Carson, 2009).
3. People. All constituents that have a stake in the
organization and their level of involvement (Peters,
all dates; also see Mendenhall, et al for the defining
word on global leadership, 2008).
4. HR practices. The subsystems, policies, procedures
and guidelines that direct hiring, training, and
rewarding (Potoker, 2011).
5. Characteristics of the products and services. How
closely they fit the organization’s distinctive
competency and the external environments (Barney
all dates).
6. ManagementLeadership—allocation
and
attention. Management is needed to keep people in
the known: for stability and control. Leadership is
needed to move people into the unknown: for change
and innovation (Collins, 2001 and 2003).
7. Structure. This is the backbone of the organization
and how departments and people are arranged
(Drucker, 1996).
8. Markets and Marketing. Markets set the pace and
the tone for products. They determine what sells and
the functionality that must be a part of an
organization: the demand. Marketing can change
things about one’s markets. Marketing can create
demand and new markets (Buford, 2014 and Butler,
2 0 0 7 ).
9. Systems. Beyond the automated IS, IT and MIS to
include all organizationally related systems (Service
and Cockerham, 2007).
10. Policies, procedures and rules. Remember that rules
develop a life of their own and often become an end
in themselves (Service and Arnott, 2006).
11. Technology use and level of sophistication (Yukl,
2 0 1 3 ).
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12. Develop from a complete understanding what it
takes to fit-in with a balanced approach before
standing out (Welch, 2006).
Though these situational variables are key, they are
affected greatly by the following: a) felt necessity, b)
exhibited commitment, c) realized communication, and d)
ultimately desire of the organizational members as a whole.
Indeed, 1-12 are independent variables that determine the
dependent variable organizational success, but those
independent variables are mediated by the variables shown as
a-d above. These relationships are then moderated by: a)
organizational type – i.e. governmental, for profit, charity,
etc. b) organizational size – could be market cap, assets,
number of employees, sales or locations, c) level of
automation – for both production and doing business and d)
other industry norms – i.e. level of competition, number of
players, distinctive competencies, etc. (Service and others, all
dates-as a review, mediating variables are simply catalyst
that enable independent and dependent variable
relationships; and moderating variables change the strength
and form of the independent and dependent variable
relationship).
A formulaic expression of this would be:
Organizations Success in realizing strategies = F (Culture +
Environment + Constituents + HR + Characteristics of
products + Management/Leadership + Structure +
Markets/Marketing + Systems + Policies/Procedures +
Technology + Fit/balance/stand-out) as enabled by catalyst of
necessity, commitment, communication, and desire;
moderated by organizational type, size, and automation as
well as industry.
This overall formula must be understood in light of many
different variables according to what one wants to accomplish
and is actually made up of many complex relationships that
could also be represented by a formula. The possible and
probable individual and interactive effects of the 12
independent variables alone makes for a mind-boggling
combination of possible influences.
Highly effective
strategist understand and apply these complexities as
appropriate.
In today’s highly competitive business climate it has never
been more important to implement solid strategies. Strategist
often present the Balance Scorecard as a method an
organization can use to create value. The balance is among 1)
financial-growth, profitability; 2) customer-quality and
experience; 3) internal business processes-line management
and best practices, and 4) learning and growth—relationships
and skills. The key is to set up objectives and measures for all
of these perspectives to guide the organizational members as
they work day to day: works better over the long run.
Regardless of specific systems or names for them all,
strategies need to be translated into operational terms, aligned
with all organizational units and members making strategy
everyone’s continuous job. Leadership must lead the charge
for change, but must not develop strategies in a vacuum or
keep the scorecard for consumption only at the top
management levels of the organization.
Strategic management is a three-tier process
involving corporate, business, and functional-level planners
and support personnel. At each progressively lower level,
strategic activities should be more specific, narrow, short
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term, and action oriented, with lower risks but fewer
opportunities for dramatic impact.
Everything is changing before our eyes, yet most of us
cannot always recognize where it is going. The past is not
always a good indicator of future situations. To clarify the
future requires judgment and good decision-making. Too
often we focus on just a specific area such as management,
human resources, information systems, operations,
globalization, quality, customer service, societal and ethical
issues, finance and accounting, marketing, career
management, life management, and leadership; when we need
to look at all of these areas together.
What Gifted Strategist Do
“Speed is a great asset in war and business (Sandys and
Littman, 2003: p. 253).”
Any improvement in your knowledge or skill base results in
better strategy. That’s because strategy formulation is about
realistic interpretation of the situation. People who are
exceptional at strategy are able to think both about things
more closely and more distantly. They are the people that can
change their minds quickly when they get new information or
see something is not working. They look, listen, and notice as
they constantly scan the situation, looking for that golden
nugget and the pennies. They can take abstractions and
envision what they would look like if they are bent, reshaped,
or combined in new and differing ways. They are multi-task
thinkers and doers that can focus on a key goal when
necessary. They seem to flounder around often, but then
suddenly they focus like a laser and get something solid done.
They go outside their normal disciplines and patterns of
thinking by reflecting on things and categorizing them in new
and innovative ways. This litany of skills is a long and
difficult one to amass.
The lessons witnessed, if not learned, on the journey to
becoming a better strategist revolve around attention, focus,
learning, accepting reality; and being clear about the: who,
what, where, when, why, how, might, can, want, and ought of
strategy. Apply them if you can, but do not get discouraged
by its length.
Gifted strategist have great faith in the strategic
management of situations, because strategy is something that
can be learned, practiced and improved. Your style is not the
determining factor, though it is a factor. Achievement of
strategic thinking and leadership is a matter of finding better
ways to be of use and to use what you notice. The more time
you devote to learning and the less maneuvering for power,
the more successful you will become. Many are doomed by
unknowns, attempts to define the unknowns, and strategizing
as to how to handle the unknowns.
Now we turn to the specific strategy of all strategies.
Think and you will determine, as we have, that for anything to
last it must constantly changing.
How to Achieve the Rapid Incremental Innovation
Strategy
In the interest of space we are providing a few lists that
should focus the reader on how to realize the ultimate
sustainable competitive advantage of rapid incremental
innovation. Certain actions and concepts are needed:
 “Just do it” -- shave the fuzzy front end and then you
have something to adjust. This first step seems so
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obvious one is left to wonder why more people
simply don’t just get on with it. The answer lies deep
within the humanness of our desire for the known
and predictability of our actions. Study psychology
if you want to manage or lead for innovation.
 “Fast, simple, fitting” -- incrementalism.
 Understand teams and use them when they are
necessary -- teams end-to-end, maybe? But always
use involvement, modularity, parallelism and soft
controls -- get on with it and avoid staying wrong
long.
 Manage the future so it will not manage you!
 Innovation mindsets by all -- the strategy for long
run survival. Comes from novel interpretations of
existing knowledge. Institutional pressures exist in
all organizations. Organizational values and norms
make it hard to transform organizations.
 Frame bending – things do not have to be the way
they have always been.
 Organizations are arenas where coalitions vie for
dominance, and it takes a crisis to trigger action.
Always remember you need to start by
understanding the importance of process, purpose, and
payoff. Then gather as much information as possible and
anticipate, analyze, act and adapt. Do not forget to understand
the context as well as the content.
Champions of change realize the following things:
 In times of great change leadership cannot be
delegated.
 Managers convert vision of change into a reality.
 Today's techniques will be obsolete tomorrow.
 You'll make mistakes if you try, but experimenting is
learning.
 It's not enough to tell people, you must show them
with your actions.
 Reward people for what's required.
 Resistance to change is the rule.
 Collect and use feedback.
 Get rid of barriers to change -- people, processes,
products, services, etc.
Failure in the innovation process can occur due to a
number of factors. From firsthand accounts of those present
when disaster occurred, through our eyes, and many of the
listed references we offer the following as our “insights” on
the roots of executive failure:
 They did not figure out the politics of dealing with
their key constituents.
 They failed to understand why someone chose to do
business with their organization.
 They misread the competition.
 They fulfilled wrong or incomplete visions.
 They addressed complaints versus the real issues.
 They used favorite solutions versus constructing
innovative solutions.
 They did not strategize and follow their own
directions.
 Their view of reality was inaccurate, incomplete, or
hindsight.
 They ignored vital information or stuck to only what
they wanted to know.
 They identified too closely with an individual, group,
company, or industry.
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 They generally were not greedy, inept, or careless.
In sum, they all proved that they simply chose not to cope with
innovation and change.
Using the Principles
Yes, life is a short experiment that is enhanced greatly by
trying the new and improved with an appropriate balance in
all areas of what it means to be human. All progress starts by
understanding how little we know of what there is to know
and broadening our knowledge by being in the moment,
connected at times, and disconnected at others. Remember, it
is not the upper or lower blade of scissors that cuts the paper,
it’s both! Education that makes us think and starts and ends
with the realization of how little we know is key. Ignorance
more often builds confidence than does knowledge. Also
watch out for man-made dichotomies. Most choices are not
either-or but are more complicated continuums, not polar
extremes. If we wish to improve our economic circumstances,
leadership, or management abilities we must stop seeing the
world and missing the details, and vice versa; seeking the
facts and not confusing facts with single stories. Recall the
saying “rather to be respected than loved as a leader.” Well
that is wrong. This is a common example of a false mutual
exclusivity. It is simply better to be both.
Most prescripts for how to better manage or lead
cannot be repeated nor modeled in part because all calls are
for starting the improvement journey with self-knowledge.
Indeed, when one makes a total 180 degree turn in any aspect
of their lives, they end up in the same place they started.
Progress from such a turn requires movement into the future
and new direction. We see the current call to listen to our
inner-voice as valid only if one understands the past and the
current context. Remember that the present is a sum total of
all the past and primarily shaped because of each individual’s
interpretation, (i.e., perception) of where they have been and
where they need to be going. However, do not misrepresent
where you have come from, where you currently find yourself,
and where you need to be in order to succeed in the evolving
globally hyper-competitive battleground. Remember that you
may not believe in free-will, but surely you have seen the
results of free won’t.
Distinctions defined primarily by (and because of)
outcomes seem to us to offer little help in making better
decisions. The after-the-fact pronouncements are describing
what happened looking through the rear view mirror and are
at best “feel good fables” that provide little of use. Likewise,
it is often easy to say “this is what we should have done” after
the fact. It is yet another thing to say “this is what is coming”
and “here is how we are going to act now.” Remember “the
deciders” are doing it and once they become “describers”
their stories of success or failure change (purposefully or
unconsciously) to justifications (self-serving or otherwise) at
best. It is not that the deciders or researchers are lying, but
that human explanations (rationalizations that help us survive)
show that we are simply incapable of defining “the” reality.
We describe our reality and our reality often says more about
us than it does what we are describing. Recall again that we
don’t simply describe what we see, we see what we describe.
Outcomes change descriptions of events. Thus beginners luck
is taken for talent, regression to the mean becomes a causal
link, correlation is cause, we see what we need, confidence
that is too high or too low (forms of attribution errors), and so
on. Big decisions are relatively unique to the time, place, and
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people involved with a complexity that will not be repeated
again. Therefore, it is tough to model or anticipate, and even
tougher to describe the reality of past decisions since our
descriptions are colored by the role and relationships of the
describer (decider, protagonist, researcher, friend, enemy,
etc.).
Think about your own “rational ignorance” where
we choose to remain ignorant on issues instead of investing
our time and energy on them. We would extend that by saying
that when we have “known” rational ignorance that is one
thing, but when we have “unknown” rational ignorance that is
quite another. Both types of ignorance are often characterized
by people who say, “I don’t know anything about that but . . .
here is my totally uninformed opinion about it” UGH!! We
use rational ignorance on specific topics daily as we catch up
with The Wall Street Journal. We will read a small part of a
story and determine our time is better spent elsewhere because
either we do not care about the issue or realize to learn much
about it we have to go beyond the “single story.” Or we may
just find all we want to know about the topic in the headline
and stop short of really reading the story. We have found we
totally got or missed the point when we get into the topic
deeper at a later time. Take a moment to think about the
problem with single stories — witness U.S. President
Obama’s 2014 State of the Union address on January 28 and
its many single-story individuals that tug at our hearts
(President Reagan started this story telling and it has gotten
out of hand). Some of those stories reflect a greater reality and
others are selling something that is simply a slant of the full
truth. Be reminded that a story is not fact -- it is a story. Most
story tellers, like us as professors, emphasize the points we
want to stress and skim over or ignore others. Combining
rational ignorance with cognitive biases makes one wonder
how do we reasonably decide anything?
See wisdom as knowledge that is applied in an
appropriate and balanced way that fits all involved and suits
the situations at hand and, more importantly, the developing
circumstances. We see knowledge accumulation as a means to
making better judgments and the key is to act and measure in
order that continual adjustment must be made to make
situations, things, and people better. In all changes
unintended circumstances and likely responses are to be
considered; as well as changing rules and polices often so
people will not play the game. Few people try to improve the
underlying intent of a reward; they simply try to get the
reward. Change that tendency and become a doer to lead the
strategy of rapid incremental innovation: just do it!
Conclusion
Books and articles about business deal with the mechanics of
success, that is, accounting and finance, plans, strategies, and
functions. Fiction and the so-called news (all a good part
fiction) teaches us about how humans think and act. Maybe
fiction should be the primary source of many innovative ideas
and just maybe we should be more interested in people than
how “theoretically” business should work? “To be or not to
be?” Each of us is coded for a range of tasks and even if we
don’t understand it, we need to strive to find our sense of
calling and become more of what we are capable of becoming.
Here we as professors proclaim anew that we need to always
keep in the forefront of our work and relationships to help
students realize insights related to the sweet spot of the might,
can, want, ought, and need of their living a meaningful and
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fulfilling life. What do you need to do to better contribute
toward a fully functioning society? The overall improvements
of contributions rest on the additive of fully functioning,
productive, and innovative human beings. We must realize
that our institutions do not exist alone and when they become
an end unto themselves they end themselves. We know of
basically no successful entrepreneur who cannot agree with
the fact that “Every venture I have undertaken, whether profit
or non-profit, has been a play for rapid growth requiring
almost continuous innovation and entrepreneurial energy
(Buford, 2014: p. 64).”
A free market system is actually a great number of
experiments conducted simultaneously. And if we don’t see
that the unemployment and underemployment in the United
States is the failure of our educational (and other) systems, we
have our collective heads in the sand. We need not concern
ourselves with the income gap; we need to concern ourselves
with the attitudes, skills, and knowledge gaps. One must treat
the underlying issues not the symptoms. Develop and ask
some key questions related to any proposed rule, regulation,
law, policy, action, change, addition or deletion (innovation).
Never forget unintended consequences and the normal
barriers to clear thinking. If you get the questions wrong, you
do more harm than good. Address the correct questions and
only then do the answers matter (Service and Reburn, 2014).
Start this quest to solve major issues by recognizing
that “common” biases influence our considerations of
arguments, form the base for our frames of reference and
mental models, guide our views of others and cultures, and
direct our judgments and actions thus helping us determine
and justify our place in the world. Our cognitive biases most
often keep us in our known and unknown ignorance
(unawareness).
These mental favoritisms, misguided
interpretations, or mathematical weaknesses can keep us from
innovating and creating new and different products,
organizations, selves, or approaches.
Develop a deep understanding of yourself and what you
might, can, want, ought and need to do. Next maximize
strengths and minimize weaknesses.
Then spread
understanding to others, remembering to seek a proper
balance in the circumstances. Then look at innovation and
first know what is inside the box and then seek many ideas that
are inside the box, outside the box, or anywhere in between.
Having a good idea requires having a lot of ideas.
Managerially, one needs to realize the strengths of others and
leverage them. People want and need direction. To improve,
one must reward for improvement. Remember, that a choice
is a decision under varying degrees of uncertainty. Therefore,
we must reduce uncertainty and also realize that not making a
decision is a decision. Never forget that the enemy, your
competition, gets a vote.
The criteria for a new rule, policy, product, service, process
or so on should start with truth and understandability, making
it easy to comply with where consequences of
non-compliance are spelled out. In all arenas we see wisdom
as knowledge that is applied in an appropriate and balanced
way that fits all involved and suits the situation and
environment at hand. We see “clear thinking” as a means to
making better judgments and the key is to act and measure in
order that continual adjustment be made to make situations,
things, and people to promote innovation. In all implementing
all changes, unintended circumstances and likely responses
are to be considered. Change rules and polices frequently so
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people will not game the system. Few people try to
accomplish the underlying intent of a reward and simply focus
on getting the reward. To create wealth for all, people must
first produce something that others value and to keep that
process going we must never stop innovating.
Our Charge to YOU
We have touched on many issues in an attempt to
make you think. And think you must, but do not let
shortcomings of this article become an excuse. There is no
excuse for not thinking anew each day for “today” is the
beginning of a new day and we can squander it or use it for
progress: our choice for “today” will always be replaced with
tomorrow!
Now it is your turn…. whether big or small, just
think. We have sought to convince you that rapid incremental
innovation is the only sustainable strategy for individuals and
for organizations. We have provided tools, theories, rules and
concepts to make you think and to frame and clarify your
thinking; now you must go and form your own game plan to
become and remain innovative in all you do. Read, think and
develop your own insights. Repurpose yourself to be an
innovative example starting right now by continuously
innovating, void of a fear of failure and the unknown, with the
goal of being better!
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