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A groundbreaking prescription for health care reform--from a legendary leader in innovation . . . Our health care system is in critical condition.
Each year, fewer Americans can afford it, fewer businesses can provide it, and fewer government programs can promise it for future
generations. We need a cure, and we need it now. Harvard Business School’s Clayton M. Christensen—whose bestselling The Innovator’s
Dilemma revolutionized the business world—presents The Innovator’s Prescription, a comprehensive analysis of the strategies that will
improve health care and make it affordable. Christensen applies the principles of disruptive innovation to the broken health care system with
two pioneers in the field—Dr. Jerome Grossman and Dr. Jason Hwang. Together, they examine a range of symptoms and offer proven
solutions. YOU’LL DISCOVER HOW “Precision medicine” reduces costs and makes good on the promise of personalized care Disruptive
business models improve quality, accessibility, and affordability by changing the way hospitals and doctors work Patient networks enable
better treatment of chronic diseases Employers can change the roles they play in health care to compete effectively in the era of globalization
Insurance and regulatory reforms stimulate disruption in health care
A new classic, cited by leaders and media around the globe as a highly recommended read for anyone interested in innovation. In The
Innovator’s DNA, authors Jeffrey Dyer, Hal Gregersen, and bestselling author Clayton Christensen (The Innovator’s Dilemma, The
Innovator’s Solution, How Will You Measure Your Life?) build on what we know about disruptive innovation to show how individuals can
develop the skills necessary to move progressively from idea to impact. By identifying behaviors of the world’s best innovators—from leaders
at Amazon and Apple to those at Google, Skype, and Virgin Group—the authors outline five discovery skills that distinguish innovative
entrepreneurs and executives from ordinary managers: Associating, Questioning, Observing, Networking, and Experimenting. Once you
master these competencies (the authors provide a self-assessment for rating your own innovator’s DNA), the authors explain how to
generate ideas, collaborate to implement them, and build innovation skills throughout the organization to result in a competitive edge. This
innovation advantage will translate into a premium in your company’s stock price—an innovation premium—which is possible only by building
the code for innovation right into your organization’s people, processes, and guiding philosophies. Practical and provocative, The
Innovator’s DNA is an essential resource for individuals and teams who want to strengthen their innovative prowess.
Everything kids need to create and star in their own video! YouTube has won the hearts, minds, and eyes of kids around the globe. Young
people everywhere are making their mark on this popular platform—some of them even gaining massive followings, worldwide recognition,
and the paychecks that come along with it. While lots of youngsters are happy to be spectators, others are hungry to create and star in
YouTube content of their own—and this book shows them how. Written for kids in a language they can understand, this book helps budding
filmmakers and producers create their own videos—no matter the subject. It offers creators the insight on how to plan and shoot quality videos,
install and use video editing tools, and post the final product to YouTube. Apply tricks that pro filmmakers use for better shots, lighting, and
sound Edit your video, add transitions, insert a soundtrack, and spice things up with effects Shoot and share your video gaming exploits
Share finished videos with family, friends, and the world For any kid interested in joining the YouTube revolution, this book is the perfect place
to start!
Mankind now has within its grasp the power to synthesize true artificial life, playing out Dr Frankenstein's dream in both cyberspace and the
real world. In this book, Steve Grand, a leading exponent of artificial life, provides the first authoritative and comprehensive tour of the
frontiers of this burgeoning new creation. He surveys what has been achieved so far and looks at future possibilities for generating
autonomous, intelligent, even conscious living things. The fundamental questions he tackles range widely: what is life? What should the
minds, brains and bodies of these new life forms be like? What philosophical guidelines and computational frameworks are necessary? At the
heart of this brilliantly accessible and thought-provoking book is the author's unique imaginative vision - a vision based on his experience of
making some of the most advanced artificial life currently available.
Have you ever come up with an idea for a new product or service but didn’t take any action because you thought it would be too risky? Or at
work, have you had what you thought could be a big idea for your company—perhaps changing the way you develop or distribute a product,
provide customer service, or hire and train your employees? If you have, but you haven’t known how to take the next step, you need to
understand what the authors call the innovator’s method—a set of tools emerging from lean start-up, design thinking, and agile software
development that are revolutionizing how new ideas are created, refined, and brought to market. To date these tools have helped
entrepreneurs, designers, and software developers manage uncertainty—through cheap and rapid experiments that systematically lower
failure rates and risk. But many managers and leaders struggle to apply these powerful tools within their organizations, as they often run
counter to traditional managerial thinking and practice. Authors Nathan Furr and Jeff Dyer wrote this book to address that very problem.
Following the breakout success of The Innovator’s DNA—which Dyer wrote with Hal Gregersen and bestselling author Clay Christensen to
provide a framework for generating ideas—this book shows how to make those ideas actually happen, to commercialize them for success.
Based on their research inside corporations and successful start-ups, Furr and Dyer developed the innovator’s method, an end-to-end
process for creating, refining, and bringing ideas to market. They show when and how to apply the tools of their method, how to adapt them to
your business, and how to answer commonly asked questions about the method itself, including: How do we know if this idea is worth
pursuing? Have we found the right solution? What is the best business model for this new offering? This book focuses on the “how”—how to
test, how to validate, and how to commercialize ideas with the lean, design, and agile techniques successful start-ups use. Whether you’re
launching a start-up, leading an established one, or simply working to get a new product off the ground in an existing company, this book is
for you.
In the past few years, a number of well-known firms have failed; think of Blockbuster, Kodak, or RadioShack. When we read about their
demise, it often seems inevitable—a natural part of "creative destruction." But closer examination reveals a disturbing truth: Companies large
and small are shuttering more quickly than ever. What does it take to buck this trend? The simple answer is: ambidexterity. Firms must
remain competitive in their core markets, while also winning in new domains. Innovation guru Clayton M. Christensen has been pessimistic
about whether established companies can prevail in the face of disruption, but Charles A. O'Reilly III and Michael L. Tushman know they can!
The authors explain how shrewd organizations have used an ambidextrous approach to solve their own innovator's dilemma. They contrast
these luminaries with companies which—often trapped by their own successes—have been unable to adapt and grow. Drawing on a vast
research program and over a decade of helping companies to innovate, the authors present a set of practices to guide firms as they adopt
ambidexterity. Top-down and bottom-up leaders are key to this process—a fact too often overlooked in the heated debate about innovation.
But not in this case. Readers will come away with a new understanding of how to improve their existing businesses through efficiency,
control, and incremental change, while also seizing new markets where flexibility, autonomy, and experimentation rule the day.
Clay Christensen's groundbreaking bestselling work in education now updated and expanded, including a new chapter on Christensen's
seminal "Jobs to Be Done" theory applied to education. "Provocatively titled, Disrupting Class is just what America's K-12 education system
needs--a well thought-through proposal for using technology to better serve students and bring our schools into the 21st Century. Unlike so
many education 'reforms,' this is not small-bore stuff. For that reason alone, it's likely to be resisted by defenders of the status quo, even
though it's necessary and right for our kids. We owe it to them to make sure this book isn't merely a terrific read; it must become a blueprint
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for educational transformation." —Joel Klein, Chancellor of the New York City Department of Education "A brilliant teacher, Christensen brings
clarity to a muddled and chaotic world of education." —Jim Collins, bestselling author of Good to Great “Just as iTunes revolutionized the
music industry, technology has the potential to transform education in America so that every one of the nation’s 50 million students receives
a high quality education. Disrupting Class is a must-read, as it shows us how we can blaze that trail toward transformation.” —Jeb Bush,
former Governor of Florida According to recent studies in neuroscience, the way we learn doesn't always match up with the way we are
taught. If we hope to stay competitive-academically, economically, and technologically-we need to rethink our understanding of intelligence,
reevaluate our educational system, and reinvigorate our commitment to learning. In other words, we need "disruptive innovation." Now, in his
long-awaited new book, Clayton M. Christensen and coauthors Michael B. Horn and Curtis W. Johnson take one of the most important issues
of our time-education-and apply Christensen's now-famous theories of "disruptive" change using a wide range of real-life examples. Whether
you're a school administrator, government official, business leader, parent, teacher, or entrepreneur, you'll discover surprising new ideas,
outside-the-box strategies, and straight-A success stories. You'll learn how: Customized learning will help many more students succeed in
school Student-centric classrooms will increase the demand for new technology Computers must be disruptively deployed to every student
Disruptive innovation can circumvent roadblocks that have prevented other attempts at school reform We can compete in the global
classroom-and get ahead in the global market Filled with fascinating case studies, scientific findings, and unprecedented insights on how
innovation must be managed, Disrupting Class will open your eyes to new possibilities, unlock hidden potential, and get you to think
differently. Professor Christensen and his coauthors provide a bold new lesson in innovation that will help you make the grade for years to
come. The future is now. Class is in session.
Innovation has usually been considered the engine of business success. But innovation has a dark side. In The Dark Side of Innovation,
author Ankush Chopra shows what can happen to a company when innovations arise that impact profitability. He also outlines a step-by-step
method for businesses to deal with the resulting quandary. Innovations and changes that destroy profit regularly appear across industries.
The systematic method proposed in this book of predicting and dealing with such changes is a result of learning from the mistakes and
successes of firms that have faced such profit-destroying innovations.

Every day, individuals take action based on how they believe innovation will change industries. Yet these beliefs are largely based
on guesswork and incomplete data and lead to costly errors in judgment. Now, internationally renowned innovation expert Clayton
M. Christensen and his research partners Scott D. Anthony and Erik A. Roth present a groundbreaking framework for predicting
outcomes in the evolution of any industry. Based on proven theories outlined in Christensen's landmark books The Innovator's
Dilemma and The Innovator's Solution, Seeing What's Next offers a practical, three-part model that helps decision-makers spot the
signals of industry change, determine the outcome of competitive battles, and assess whether a firm's actions will ensure or
threaten future success. Through in-depth case studies of industries from aviation to health care, the authors illustrate the
predictive power of innovation theory in action.
The two-volume set LNCS 10271 and 10272 constitutes the refereed proceedings of the 19th International Conference on HumanComputer Interaction, HCII 2017, held in Vancouver, BC, Canada, in July 2017. The total of 1228 papers presented at the 15
colocated HCII 2017 conferences was carefully reviewed and selected from 4340 submissions. The papers address the latest
research and development efforts and highlight the human aspects of design and use of computing systems. They cover the entire
field of Human-Computer Interaction, addressing major advances in knowledge and effective use of computers in a variety of
application areas. The papers included in this volume cover the following topics: HCI theory and education; HCI, innovation and
technology acceptance; interaction design and evaluation methods; user interface development; methods, tools, and architectures;
multimodal interaction; and emotions in HCI.
An innovation classic. From Steve Jobs to Jeff Bezos, Clay Christensen’s work continues to underpin today’s most innovative
leaders and organizations. A seminal work on disruption—for everyone confronting the growth paradox. For readers of the
bestselling The Innovator’s Dilemma—and beyond—this definitive work will help anyone trying to transform their business right now.
In The Innovator’s Solution, Clayton Christensen and Michael Raynor expand on the idea of disruption, explaining how companies
can and should become disruptors themselves. This classic work shows just how timely and relevant these ideas continue to be in
today’s hyper-accelerated business environment. Christensen and Raynor give advice on the business decisions crucial to
achieving truly disruptive growth and propose guidelines for developing your own disruptive growth engine. The authors identify
the forces that cause managers to make bad decisions as they package and shape new ideas—and offer new frameworks to help
create the right conditions, at the right time, for a disruption to succeed. This is a must-read for all senior managers and business
leaders responsible for innovation and growth, as well as members of their teams. Based on in-depth research and theories tested
in hundreds of companies across many industries, The Innovator’s Solution is a necessary addition to any innovation library—and
an essential read for entrepreneurs and business builders worldwide.
From the author of The Little Black Book of Innovation, a new guide for using the power of habit to build a culture of innovation
Leaders have experimented with open innovation programs, corporate accelerators, venture capital arms, skunkworks, and
innovation contests. They've trekked to Silicon Valley, Shenzhen, and Tel Aviv to learn from today's hottest, most successful tech
companies. Yet most would admit they've failed to create truly innovative cultures. There's a better way. And it all starts with the
power of habit. In Eat, Sleep, Innovate, innovation expert Scott Anthony and his impressive team of coauthors use groundbreaking
research in behavioral science to provide a first-of-its-kind playbook for empowering individuals and teams to be their most curious
and creative—every single day. Throughout the book, the authors reveal a collection of BEANs—behavior enablers, artifacts, and
nudges—they've collected from workplaces across the globe that will unleash the natural innovator inside everyone. In addition to
case studies of "normal organizations doing extraordinary things," they provide readers with the tools to create their own hacks
and habits, which they can then use to build and sustain their own models of a culture of innovation. Fun, lively, and utterly unique,
Eat, Sleep, Innovate is the book you need to make innovation a natural and habitual act within your team or organization.
Examines how companies can create a balance between marketing cutting-edge technology and anticipating customer demand.
Edgar Schein is one of the founders of the organization development field, a widely respected scholar and a bestselling author •
Shows how the unique culture of DEC was responsible both for its early rise and for its ultimate downfall-a real-life classical
tragedy • Schein was a high-level consultant to DEC throughout its history, with unparalleled access to the company's story as it
unfolded over the course of four decades DEC Is Dead, Long Live DEC tells the 40-year story of the creation, demise, and
enduring legacy of one of the pioneering companies of the computer age. Digital Equipment Corporation created the
minicomputer, networking, the concept of distributed computing, speech recognition, and other major innovations. It was the
number two computer maker behind IBM. Yet it ultimately failed as a business and was sold to Compaq Corporation. What
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happened? Edgar Schein consulted to DEC throughout its history and so had unparalleled access to all the major players, and an
inside view of all the major events. He shows how the unique organizational culture established by DEC's founder, Ken Olsen,
gave the company important competitive advantages in its early years, but later became a hindrance and ultimately led to the
company's downfall. Schein, Kampas, DeLisi, and Sonduck explain in detail how a particular culture can become so embedded
that an organization is unable to adapt to changing circumstances even though it sees the need very clearly. The essential
elements of DEC's culture are still visible in many other organizations today, and most former employees are so positive about
their days at DEC that they attempt to reproduce its culture in their current work situations. In the era of post-dot.com meltdown,
raging debate about companies "built to last" vs. "built to sell," and more entrepreneurial startups than ever, the rise and fall of
DEC is the ultimate case study.
In the spring of 2010, Harvard Business School’s graduating class asked HBS professor Clay Christensen to address them—but
not on how to apply his principles and thinking to their post-HBS careers. The students wanted to know how to apply his wisdom to
their personal lives. He shared with them a set of guidelines that have helped him find meaning in his own life, which led to this
now-classic article. Although Christensen’s thinking is rooted in his deep religious faith, these are strategies anyone can use.
Since 1922, Harvard Business Review has been a leading source of breakthrough ideas in management practice. The Harvard
Business Review Classics series now offers you the opportunity to make these seminal pieces a part of your permanent
management library. Each highly readable volume contains a groundbreaking idea that continues to shape best practices and
inspire countless managers around the world.
Author Vizard covers blending the bowls, basic porting procedures, as well as pocket porting, porting the intake runners, and many
advanced procedures. Advanced procedures include unshrouding valves and developing the ideal port area and angle.
What is the best way for a company to innovate? That's exactly the wrong question.The better question: How can organizations
get the maximum possible value from their innovationinvestments? Advice recommending "innovation vacations" and the luxury of
failure may bewonderful for organizations with time to spend and money to waste. But this book addresses theinnovation priorities
of companies that live in the real world of limits. They want fast, frugal,and high impact innovations. They don't just seek superior
innovation, they want superiorinnovators. In The Innovator's Hypothesis, innovation expertMichael Schrage advocates a cultural
and strategic shift: small teams, collaboratively--andcompetitively -- crafting business experiments that make top management sit
up and take notice.Creativity within constraints -- clear deadlines and clear deliverables -- is what seriousinnovation cultures do.
Schrage introduces the 5X5 framework: giving diverse teams of five people upto five days to come up with portfolios of five
business experiments costing no more than $5,000each and taking no longer than five weeks to run. The book describes multiple
portfolios of 5X5experiments drawn from Schrage's advisory work and innovation workshops worldwide. These includefinancial
service approaches for improving customer service and addressing security challenges; apharmaceutical company's hypotheses
for boosting regulatory compliance; and a diaper divisions'efforts to give babies and parents alike better "diapering experiences"
withglow-in-the-dark adhesives, diagnostic capability, and bundled wipes. Schrage's5X5 is enterprise innovation gone viral:
Successful 5X5s make people more effective innovators, andmore effective innovators mean more effective innovations.
NAMED BEST MARKETING BOOK OF 2011 BY THE AMERICAN MARKETING ASSOCIATION How organizations can deliver
significant performance gains through strategic investment in marketing In the new era of tight marketing budgets, no organization
can continue to spend on marketing without knowing what's working and what's wasted. Data-driven marketing improves efficiency
and effectiveness of marketing expenditures across the spectrum of marketing activities from branding and awareness, trail and
loyalty, to new product launch and Internet marketing. Based on new research from the Kellogg School of Management, this book
is a clear and convincing guide to using a more rigorous, data-driven strategic approach to deliver significant performance gains
from your marketing. Explains how to use data-driven marketing to deliver return on marketing investment (ROMI) in any
organization In-depth discussion of the fifteen key metrics every marketer should know Based on original research from America's
leading marketing business school, complemented by experience teaching ROMI to executives at Microsoft, DuPont, Nisan,
Philips, Sony and many other firms Uses data from a rigorous survey on strategic marketing performance management of 252
Fortune 1000 firms, capturing $53 billion of annual marketing spending In-depth examples of how to apply the principles in small
and large organizations Free downloadable ROMI templates for all examples given in the book With every department under the
microscope looking for results, those who properly use data to optimize their marketing are going to come out on top every time.
So much to read, so little time? Get a brief overview of The Innovator’s Dilemma—the bestselling business book about disruption
and how companies adapt. Named one of the most important business books ever written by the Economist and the winner of the
Global Business Book Award, The Innovator’s Dilemma uses true stories of the successes and failures of prominent companies to
analyze why great firms fail when faced with critical market and technological innovation. In this summary of Clayton
Christensen’s book for entrepreneurs, managers, CEOs, and business leaders, you’ll learn: Why sometimes “doing the right
thing” can be the wrong thing, especially when faced with disruptive technology Why most companies, even good ones, struggle
to adapt their business practices What executives can do to ensure both the short-term health and long-term survival of their
organizations With historical context, chapter-by-chapter overviews, important quotes, definitions of key terms, and other features,
this summary and analysis of The Innovator’s Dilemma is intended to complement your reading experience and bring you closer
to a great work of nonfiction.
Game-changing disruptions will likely unfold on your watch. Be ready. In Dual Transformation, Scott Anthony, Clark Gilbert, and
Mark Johnson propose a practical and sustainable approach to one of the greatest challenges facing leaders today: transforming
your business in the face of imminent disruption. Dual Transformation shows you how your company can come out of a market
shift stronger and more profitable, because the threat of disruption is also the greatest opportunity a leadership team will ever face.
Disruptive change opens a window of opportunity to create massive new markets. It is the moment when a market also-ran can
become a market leader. It is the moment when business legacies are created. That moment starts with the core dual
transformation framework: Transformation A: Repositioning today’s business to maximize its resilience, such as how Adobe boldly
shifted from selling packaged software to providing software as a service. Transformation B: Creating a new growth engine, such
as how Amazon became the world’s largest provider of cloud computing services. Capabilities link: Fighting unfairly by taking
advantage of difficult-to-replicate assets without succumbing to the “sucking sound of the core.” Anthony, Gilbert, and Johnson
also address the characteristics leaders must embrace: courage, clarity, curiosity, and conviction. Without them, dual
transformation efforts can founder. Building on lessons from diverse companies, such as Adobe, Manila Water, and Netflix, and a
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case study from Gilbert’s firsthand experience transforming his own media and publishing company, Dual Transformation will
guide executives through the journey of creating the next version of themselves, allowing them to own the future rather than be
disrupted by it.
With cyclonic technologies like AI and automation sweeping the globe, established industries can be shaken up or taken down in
less time and with less effort than ever before. Businesses big and small need a revolutionary, not evolutionary, digital strategy.
Thankfully, serial entrepreneur and CEO Jedidiah Yueh has compiled an arsenal of essential frameworks to help companies
survive and thrive in the digital era. With more than twenty years of experience as a digital disruptor, Yueh provides business
owners and executives with the critical insights into why current efforts are failing and the tools to build digital products for
sustainability, profitability, and survival. Whether you're an experienced executive, working in a startup, or just interested in
technology, this book will help you reap the benefits of the digital renaissance instead of suffering from a digital apocalypse.
The Innovator's DilemmaWhen New Technologies Cause Great Firms to FailThe Innovator's DilemmaWhen New Technologies
Cause Great Firms to FailHarvard Business Review Press
Clayton M. Christensen, the author of such business classics as The Innovator’s Dilemma and the New York Times bestseller
How Will You Measure Your Life, and co-authors Efosa Ojomo and Karen Dillon reveal why so many investments in economic
development fail to generate sustainable prosperity, and offers a groundbreaking solution for true and lasting change. Global
poverty is one of the world’s most vexing problems. For decades, we’ve assumed smart, well-intentioned people will eventually
be able to change the economic trajectory of poor countries. From education to healthcare, infrastructure to eradicating corruption,
too many solutions rely on trial and error. Essentially, the plan is often to identify areas that need help, flood them with resources,
and hope to see change over time. But hope is not an effective strategy. Clayton M. Christensen and his co-authors reveal a
paradox at the heart of our approach to solving poverty. While noble, our current solutions are not producing consistent results,
and in some cases, have exacerbated the problem. At least twenty countries that have received billions of dollars’ worth of aid are
poorer now. Applying the rigorous and theory-driven analysis he is known for, Christensen suggests a better way. The right kind of
innovation not only builds companies—but also builds countries. The Prosperity Paradox identifies the limits of common economic
development models, which tend to be top-down efforts, and offers a new framework for economic growth based on
entrepreneurship and market-creating innovation. Christensen, Ojomo, and Dillon use successful examples from America’s own
economic development, including Ford, Eastman Kodak, and Singer Sewing Machines, and shows how similar models have
worked in other regions such as Japan, South Korea, Nigeria, Rwanda, India, Argentina, and Mexico. The ideas in this book will
help companies desperate for real, long-term growth see actual, sustainable progress where they’ve failed before. But The
Prosperity Paradox is more than a business book; it is a call to action for anyone who wants a fresh take for making the world a
better and more prosperous place.
An innovation classic. From Steve Jobs to Jeff Bezos, Clay Christensen’s work continues to underpin today’s most innovative
leaders and organizations. The bestselling classic on disruptive innovation, by renowned author Clayton M. Christensen. His work
is cited by the world’s best-known thought leaders, from Steve Jobs to Malcolm Gladwell. In this classic bestseller—one of the
most influential business books of all time—innovation expert Clayton Christensen shows how even the most outstanding
companies can do everything right—yet still lose market leadership. Christensen explains why most companies miss out on new
waves of innovation. No matter the industry, he says, a successful company with established products will get pushed aside
unless managers know how and when to abandon traditional business practices. Offering both successes and failures from
leading companies as a guide, The Innovator’s Dilemma gives you a set of rules for capitalizing on the phenomenon of disruptive
innovation. Sharp, cogent, and provocative—and consistently noted as one of the most valuable business ideas of all time—The
Innovator’s Dilemma is the book no manager, leader, or entrepreneur should be without.
Fully revised, this second edition offers a proven strategy for using ambidexterity to build discontinuous growth for mature
organizations, and the flexibility to adapt in fast-changing environments. Why do successful firms find it so difficult to adapt in the
face of change – to innovate? In the past ten years, the importance of this question has increased as more industries and firms
confront disruptive change. The pandemic has accelerated this crisis, collapsing the structures of industries from airlines and
medicine to online retail and commercial real estate. Today, leaders in business have an obligation not only to investors but to
their employees and communities. At the core of this challenge is helping their organizations to survive in the face of change. The
original edition summarized the lessons that the authors as researchers and consultants had learned over the previous two
decades. Since then, they have continued to work with leaders of organizations around the world confronting disruptive change.
With updates to every chapter, including new examples and analysis, this fully revised edition incorporates the lessons and
insights that the authors have gained in the past five years. Two new chapters critically examine the role of organizational culture
in promoting or hindering ambidexterity and its underlying fundamental disciplines. Using examples from firms such as Microsoft,
General Motors, and Amazon, O'Reilly and Tushman illustrate how leaders can align their organization's cultures to fit the needed
strategy, and how ideation, incubation, and scaling approaches, when used altogether, can successfully develop new growth
businesses.
Clayton Christensen’s definitive works on innovation—offered together for the first time Will you fall victim to disruptive
innovation—or become a disruptor yourself? Tip the odds in your favor with the bestselling books that have made Christensen one
of the world’s foremost authorities on innovation. You’ll also get his award-winning HBR article, full of inspiration for finding
meaning and happiness in your life using the principles of business. The 4-volume collection includes: The Innovator’s Dilemma:
When New Technologies Cause Great Firms to Fail In one of the most influential business books of our time, Christensen
introduced the world to the concept of disruptive innovation, showing how even the most outstanding companies can do everything
right—yet still lose market leadership. Don’t repeat their mistakes. The Innovator’s Solution: Creating and Sustaining Successful
Growth Citing in-depth research and theories tested in hundreds of companies across many industries, Christensen and co-author
Michael Raynor provide the tools organizations need to become disruptors themselves. The Innovator's DNA: Mastering the Five
Skills of Disruptive Innovators Christensen and coauthors Jeffrey Dyer and Hal Gregersen identify behaviors of the world’s best
innovators—from leaders at Amazon and Apple to those at Google, Skype, and the Virgin Group—to show how you and your team
can unlock the code to generating and executing more innovative ideas. “How Will You Measure Your Life?” (HBR article) At
Harvard Business School, Clayton Christensen teaches aspiring MBAs how to apply management and innovation theories to build
stronger companies. But he also believes that these models can help people lead better lives. In this award-winning Harvard
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Business Review article, he explains how, exploring questions everyone needs to ask: How can I be happy in my career? How can
I be sure that my relationship with my family is an enduring source of happiness? And how can I live my life with integrity?
The bible for bringing cutting-edge products to larger markets—now revised and updated with new insights into the realities of hightech marketing In Crossing the Chasm, Geoffrey A. Moore shows that in the Technology Adoption Life Cycle—which begins with
innovators and moves to early adopters, early majority, late majority, and laggards—there is a vast chasm between the early
adopters and the early majority. While early adopters are willing to sacrifice for the advantage of being first, the early majority waits
until they know that the technology actually offers improvements in productivity. The challenge for innovators and marketers is to
narrow this chasm and ultimately accelerate adoption across every segment. This third edition brings Moore's classic work up to
date with dozens of new examples of successes and failures, new strategies for marketing in the digital world, and Moore's most
current insights and findings. He also includes two new appendices, the first connecting the ideas in Crossing the Chasm to work
subsequently published in his Inside the Tornado, and the second presenting his recent groundbreaking work for technology
adoption models for high-tech consumer markets.
The foremost authority on innovation and growth presents a path-breaking book every company needs to transform innovation
from a game of chance to one in which they develop products and services customers not only want to buy, but are willing to pay
premium prices for. How do companies know how to grow? How can they create products that they are sure customers want to
buy? Can innovation be more than a game of hit and miss? Harvard Business School professor Clayton Christensen has the
answer. A generation ago, Christensen revolutionized business with his groundbreaking theory of disruptive innovation. Now, he
goes further, offering powerful new insights. After years of research, Christensen has come to one critical conclusion: our long held
maxim—that understanding the customer is the crux of innovation—is wrong. Customers don’t buy products or services; they "hire"
them to do a job. Understanding customers does not drive innovation success, he argues. Understanding customer jobs does. The
"Jobs to Be Done" approach can be seen in some of the world’s most respected companies and fast-growing startups, including
Amazon, Intuit, Uber, Airbnb, and Chobani yogurt, to name just a few. But this book is not about celebrating these successes—it’s
about predicting new ones. Christensen contends that by understanding what causes customers to "hire" a product or service, any
business can improve its innovation track record, creating products that customers not only want to hire, but that they’ll pay
premium prices to bring into their lives. Jobs theory offers new hope for growth to companies frustrated by their hit and miss
efforts. This book carefully lays down Christensen’s provocative framework, providing a comprehensive explanation of the theory
and why it is predictive, how to use it in the real world—and, most importantly, how not to squander the insights it provides.
Get these bestsellers together: one of the most influential business books of all time—with a bonus HBR article that will inspire you
to find meaning and happiness in your life by applying the principles of business The Innovator’s Dilemma His work is cited by the
world’s best known thought leaders, from Steve Jobs to Malcolm Gladwell. In his bestselling book, The Innovator’s Dilemma,
innovation expert Clayton M. Christensen introduced the world to the revolutionary principles of disruptive innovation--new rules for
doing business in a rapidly changing environment. This business classic shows how even the most outstanding companies can do
everything right—yet still lose market leadership. Every thoughtful business person--no matter your level or industry—should read
this book to avoid a similar fate. Offering both the successes and failures of leading companies as a guide, The Innovator’s
Dilemma reveals how you can simultaneously do what’s right for the near-term health of your established business, while focusing
enough resources on the disruptive technologies that ultimately could lead to its downfall. Ignore the innovator’s dilemma at your
peril. “How Will You Measure Your Life?” (BONUS HBR article) At Harvard Business School, Clayton Christensen teaches
aspiring MBAs how to apply management and innovation theories to build stronger companies. But he also believes that these
models can help people lead better lives. In the award-winning Harvard Business Review article, “How Will You Measure Your
Life?,” he explains how, exploring questions everyone needs to ask: How can I be happy in my career? How can I be sure that my
relationship with my family is an enduring source of happiness? And how can I live my life with integrity? For the first time, get this
article together with the bestselling book that established Clayton Christensen as one of the world’s most influential management
thinkers.
It used to take years or even decades for disruptive innovations to dethrone dominant products and services. But now any
business can be devastated virtually overnight by something better and cheaper. How can executives protect themselves and
harness the power of Big Bang Disruption? Just a few years ago, drivers happily spent more than $200 for a GPS unit. But as
smartphones exploded in popularity, free navigation apps exceeded the performance of stand-alone devices. Eighteen months
after the debut of the navigation apps, leading GPS manufacturers had lost 85 percent of their market value. Consumer electronics
and computer makers have long struggled in a world of exponential technology improvements and short product life spans. But
until recently, hotels, taxi services, doctors, and energy companies had little to fear from the information revolution. Those days are
gone forever. Software-based products are replacing physical goods. And every service provider must compete with cloud-based
tools that offer customers a better way to interact. Today, start-ups with minimal experience and no capital can unravel your
strategy before you even begin to grasp what’s happening. Never mind the “innovator’s dilemma”—this is the innovator’s
disaster. And it’s happening in nearly every industry. Worse, Big Bang Disruptors may not even see you as competition. They
don’t share your approach to customer service, and they’re not sizing up your product line to offer better prices. You may simply
be collateral damage in their efforts to win completely different markets. The good news is that any business can master the
strategy of the start-ups. Larry Downes and Paul Nunes analyze the origins, economics, and anatomy of Big Bang Disruption.
They identify four key stages of the new innovation life cycle, helping you spot potential disruptors in time. And they offer twelve
rules for defending your markets, launching disruptors of your own, and getting out while there’s still time. Based on extensive
research by the Accenture Institute for High Performance and in-depth interviews with entrepreneurs, investors, and executives
from more than thirty industries, Big Bang Disruption will arm you with strategies and insights to thrive in this brave new world.
What can prosperity possibly mean in a world of environmental and social limits? The publication of Prosperity without Growth was
a landmark in the sustainability debate. Tim Jackson’s piercing challenge to conventional economics openly questioned the most
highly prized goal of politicians and economists alike: the continued pursuit of exponential economic growth. Its findings provoked
controversy, inspired debate and led to a new wave of research building on its arguments and conclusions. This substantially
revised and re-written edition updates those arguments and considerably expands upon them. Jackson demonstrates that building
a ‘post-growth’ economy is a precise, definable and meaningful task. Starting from clear first principles, he sets out the
dimensions of that task: the nature of enterprise; the quality of our working lives; the structure of investment; and the role of the
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money supply. He shows how the economy of tomorrow may be transformed in ways that protect employment, facilitate social
investment, reduce inequality and deliver both ecological and financial stability. Seven years after it was first published, Prosperity
without Growth is no longer a radical narrative whispered by a marginal fringe, but an essential vision of social progress in a postcrisis world. Fulfilling that vision is simply the most urgent task of our times.
The Innovator’s Dilemma by Clayton M. Christensen | Summary & Analysis Preview: The Innovator’s Dilemma contemplates the
difficulties of maintaining a firm’s position when faced with innovative technologies. It was first published in 1997 and remains an
influential text for its descriptions of the reasons that some of the most successful firms in a given business often rapidly lose
market share to new challengers. Large companies that spend millions on research and development often fail to effectively
confront challenges posed by innovation. Traditional business practices such as conducting strategic planning and paying close
attention to customer needs are insufficient for negotiating disruptive innovations in the market. This is the innovator’s dilemma.
Business managers must be prepared to confront this paradox. Rather than specific suggestions, they require a theoretical
framework to manage the impact of disruptive innovation on established firms. The history of the disk drive industry from the 1970s
into the mid-1990s suggests that business innovations can come in two forms: PLEASE NOTE: This is key takeaways and
analysis of the book and NOT the original book. Inside this Instaread Summary of The Innovator’s Dilemma · Overview of the
book · Important People · Key Takeaways · Analysis of Key Takeaways About the Author With Instaread, you can get the key
takeaways, summary and analysis of a book in 15 minutes. We read every chapter, identify the key takeaways and analyze them
for your convenience.
Urges managers of traditional companies to implement e-commerce and participate in joint ventures, providing examples of small and large
companies that changed their missions and business conduct for the better.
An expert in management takes on the conventional wisdom about disruption, looking at companies that proved resilient and offering
managers tools for survival. “Disruption” is a business buzzword that has gotten out of control. Today everything and everyone seem to be
characterized as disruptive—or, if they aren't disruptive yet, it's only a matter of time before they become so. In this book, Joshua Gans cuts
through the chatter to focus on disruption in its initial use as a business term, identifying new ways to understand it and suggesting new tools
to manage it. Almost twenty years ago Clayton Christensen popularized the term in his book The Innovator's Dilemma, writing of disruption as
a set of risks that established firms face. Since then, few have closely examined his account. Gans does so in this book. He looks at
companies that have proven resilient and those that have fallen, and explains why some companies have successfully managed
disruption—Fujifilm and Canon, for example—and why some like Blockbuster and Encyclopedia Britannica have not. Departing from the
conventional wisdom, Gans identifies two kinds of disruption: demand-side, when successful firms focus on their main customers and
underestimate market entrants with innovations that target niche demands; and supply-side, when firms focused on developing existing
competencies become incapable of developing new ones. Gans describes the full range of actions business leaders can take to deal with
each type of disruption, from “self-disrupting” independent internal units to tightly integrated product development. But therein lies the
disruption dilemma: A firm cannot practice both independence and integration at once. Gans shows business leaders how to choose their
strategy so their firms can deal with disruption while continuing to innovate.
Good management is a precious commodity in the corporate world. Guide to Management Ideas and Gurus is a straight-forward manual on
the most innovative management ideas and the management gurus who developed them. The earlier edition, Guide to Management Ideas,
presented the most significant ideas that continue to underpin business management. This new book builds on those ideas and adds detailed
biographies of the people who came up with them-the most influential business thinkers of the past and present. Topics covered include:
Active Inertia, Disruptive Technology, Genchi Genbutsu (Japanese for "Go and See for Yourself"), The Halo Effect, The Long Tail,
Skunkworks, Tipping Point, Triple Bottom Line, and more. The management gurus covered include: Dale Carnegie, Jim Collins, Stephen
Covey, Peter Drucker, Philip Kotler, Michael Porter, Tom Peters, and many others.
The Agile movement provides real, actionable answers to the question that keeps many company leaders awake at night: How do we stay
successful in a fast-changing and unpredictable world? Agile has already transformed how modern companies build and deliver software.
This practical book demonstrates how entire organizations—from product managers and engineers to marketers and executives—can put Agile
to work. Author Matt LeMay explains Agile in clear, jargon-free terms and provides concrete and actionable steps to help any team put its
values and principles into practice. Examples from a wide variety of organizations, including small nonprofits and global financial enterprises,
bring to life the on-the-ground realities of Agile across industries and functions. Understand exactly what Agile is and why it matters Use Agile
to address your organization’s specific needs and goals Take customer centricity from theory into practice Stop wasting time in "report and
critique" meetings and start making better decisions Create a harmonious cycle of learning, collaborating, and delivering Learn from Agile
experts at companies like IBM, Spotify, and Coca-Cola
A world-renowned innovation guru explains practices that result in breakthrough innovations "Ulwick's outcome-driven programs bring
discipline and predictability to the often random process of innovation." -Clayton Christensen For years, companies have accepted the
underlying principles that define the customer-driven paradigm--that is, using customer "requirements" to guide growth and innovation. But
twenty years into this movement, breakthrough innovations are still rare, and most companies find that 50 to 90 percent of their innovation
initiatives flop. The cost of these failures to U.S. companies alone is estimated to be well over $100 billion annually. In a book that challenges
everything you have learned about being customer driven, internationally acclaimed innovation leader Anthony Ulwick reveals the secret
weapon behind some of the most successful companies of recent years. Known as "outcome-driven" innovation, this revolutionary approach
to new product and service creation transforms innovation from a nebulous art into a rigorous science from which randomness and
uncertainty are eliminated. Based on more than 200 studies spanning more than seventy companies and twenty-five industries, Ulwick
contends that, when it comes to innovation, the traditional methods companies use to communicate with customers are the root cause of
chronic waste and missed opportunity. In What Customers Want, Ulwick demonstrates that all popular qualitative research methods yield wellintentioned but unfitting and dreadfully misleading information that serves to derail the innovation process. Rather than accepting customer
inputs such as "needs," "benefits," "specifications," and "solutions," Ulwick argues that researchers should silence the literal "voice of the
customer" and focus on the "metrics that customers use to measure success when executing the jobs, tasks or activities they are trying to get
done." Using these customer desired outcomes as inputs into the innovation process eliminates much of the chaos and variability that
typically derails innovation initiatives. With the same profound insight, simplicity, and uncommon sense that propelled The Innovator's
Solution to worldwide acclaim, this paradigm-changing book details an eight-step approach that uses outcome-driven thinking to dramatically
improve every aspect of the innovation process--from segmenting markets and identifying opportunities to creating, evaluating, and
positioning breakthrough concepts. Using case studies from Microsoft, Johnson & Johnson, AIG, Pfizer, and other leading companies, What
Customers Want shows companies how to: Obtain unique customer inputs that make predictable innovation possible Recognize
opportunities for disruption, new market creation, and core market growth--well before competitors do Identify which ideas, technologies, and
acquisitions have the greatest potential for creating customer value Systematically define breakthrough products and services concepts
Innovation is fundamental to success and business growth. Offering a proven alternative to failed customer-driven thinking, this landmark
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book arms you with the tools to unleash innovation, lower costs, and reduce failure rates--and create the products and services customers
really want.
A thought-provoking analysis of the new business paradigm shows how firms that do "everything right" can nevertheless fail because of new
technologies and disruptions in the market structure. Reprint.
This book is an important addition to what can be broadly referred to as the national systems of innovation (NSI) approach. The particular
contribution of the book is in the examination of the employment effects of innovation, something only indirectly considered hitherto. . . It is a
thorough integration of existing knowledge on the key employment implications of innovation. . . Rachel Parker, Labour and Industry This is a
highly readable, non-technical book . . . a highly clear and well-argued book that should be useful for policymakers and higher education
alike. It brings together much of the most recent and useful literature in the area of innovation, employment and related public policy. It is an
opportune addition to the existing documentation on the subject. Journal of Economics / Zeitschrift für Nationalökonomie Which kinds of
growth lead to increased employment and which do not? This is one of the questions that this important volume attempts to answer. The
book explores the complex relationships between innovation, growth and employment that are vital for both research into, and policy for, the
creation of jobs. Politicians claiming that more rapid growth would remedy unemployment do not usually specify what kind of growth is meant.
Is it, for example, economic (GDP) or productivity growth? Growing concern over jobless growth requires both policymakers and researchers
to make such distinctions, and to clarify their employment implications. The authors initially address their theoretical approach to, and
conceptualization of, innovation and employment, where the distinction between process and product innovations and between high-tech and
low-tech goods and services are central. They go on to address the relationship between innovation and employment, using empirical
material to analyse the effects that different kinds of innovations have upon job creation and destruction. Finally, the volume summarizes the
findings and addresses conclusions as well as policy implications. This book will be of great interest to those involved in research and policy
in the fields of macroeconomics (economic growth and employment), industrial economics and innovation.
Meticulously researched, and featuring in-depth analyses of companies such as Hershey's, Zappos, Amazon and Chobani, a customer
loyalty expert and social psychiatrist reveals the driving forces behind the choices we make and the brands we support.
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