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You are 
embarking 
on a journey. . . 



taking you around the world. . . 
 





inspiring you with stories of 
organizations and brands…
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that starts

.

this book is about growth . . .
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Killing ideas that won’t lead to growth. 
Killing ideas as the starting point for growth.

Killing ideas in order to begin at  
the real starting place for growth— 

opportunity.
Opportunity which, when truly understood, 
provides clues to building the right ideas— 

big ideas.

big growth.
Big ideas, killer ideas that produce
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A paradox?
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Ideas have too often been relied upon as the catalyst for growth. 

Why not? Ideas are enticing, ideas are entertaining, and ideas are energizing. 
each good one holds hope—hope for a better world, for a fuller life, for things 
bigger, faster, cheaper, healthier, more beautiful—hope for some kind of 
tangible growth.

We hunger for ideas to help meet our challenges, solve our problems, and 
give us a brighter future. Without ideas there would be little progress. history 
is full of amazing ideas that have delivered both small and large advances in 
how we live. Many of these successes were so noteworthy and so beneficial 
we eventually began to assume ideas were the source of progress and the 
creators of growth. 

Not really.
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Ideas are any 
man’s greatest asset. 
Harvey Firestone, founder of Firestone Tires

Ideas are the beginning points 
of all fortunes. 
Napoleon Hill, personal success guru

It’s always possible to  
have a great company if  
you have great ideas. 
Jerry Yang, co-founder of Yahoo!

Ideas . . . more than money, are 
the real currency for success. 
Eli Broad, billionaire, philanthropist 

real wealth is  
ideas plus energy. 
Richard Buckminster Fuller, architect, futurist

“
”
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3,000
ideas leading to

100
projects resulting in

2
launches, of which 

1
breaks even

Despite their allure, ideas in the commercial 
world are too often failing to deliver on  
their promises. 

It takes about 3,000 ideas to get 100 
projects, which result in only two launches, 
producing, on average, one product that 
breaks even. Of these products, only 20% 
make some appreciable profit!

Considering all the commercial ideas we 
generate, the vast majority aren’t very good 
after all. Ideas are more likely to disappoint 
than delight, becoming an expensive 
distraction from growth. this is not the  
result of acting hastily. the average length  
of a major new product development project 
in most industries is measured in years,  
not months. 

We are dismally failing with our ideas, even 
after we have plenty of time to examine 
them. this is not only a waste of time, 
resources, and investment but also a waste 
of personal commitment.
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R.I.P.

It’s been said that no idea is a bad idea. this brainstorming mantra is meant to 
spur creativity and unleash a torrent of ideas by removing barriers of doubt and 
objection. We all know it isn’t true, though—some ideas are actually quite bad! 

the problem is not with the mantra; the problem is that we don’t have a reliable 
way of producing or knowing a good idea from a bad one until it’s too late. as a 
result, in a world dying to have new ideas, new ideas are all too often dying and 
taking our hopes and aspirations for growth down with them. 

If bad ideas were to have an epitaph it would probably be . . . 

Well, It seeMeD 

lIKe a GOOD IDea 

at the tIMe.



“
”

Clearly our concern here is not 
with ideas that fail in the lab. after 
all, thomas edison—a master of 
invention—is credited with saying of 
his pursuit of the lightbulb, 

I haven’t failed; 
I’ve just found 
10,000 ways that 
won’t work.


