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CHAPTER

The first step in the Creativize Process is to Set High-Quality Targets.

In order to set the best targets for your organization, you need to 
develop an innovative mindset. This involves watching the weather: 
paying attention to the external factors in the world that will inevitably 
hinder or enhance the probability of the success of your ideas. When 
you first set your growth targets, you need to account for the things 
that are happening around those targets—the opportunities that are 
driving your target, the factors that directly and indirectly affect your 
target. You need to be hyper-aware of what’s going on around you.

Here are some things that you want to pay attention to when you’re watching the weather: 
• strategic plans
• mission
• business objectives
• major projects and initiatives
• business culture and values
• key leaders and stakeholders
• core organizational processes
• current technology and methodologies
• financials of competitors
• publications and web information on competitors 
• annual reports
• consumer demand and customer segment reports 
• industry analysis
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Practice prismatic thinking while you watch the weather. This means considering each of 
the four points of view to make sure you cover all your strategic blind spots. Take the green 
quadrant approach to identify trends and emerging technologies. Take the red quadrant 
approach to see standards and regulations. Take the blue quadrant approach to think about 
your competitors and find opportunities to make money. Take the yellow quadrant approach to 
discover what customers want and what your own people want.

Collaborate Create

Customers & Community: Trends & Breakthroughs:

Control Compete

Regulations & Standards: Competitors & Investors:
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The best targets are simple but powerful. They are specific and have an end date. They are 
feasible. And most importantly, they have that “wow” factor. Ask yourself these questions 
about your initial target: 
1.  Is your target specific? Does it have rational and objective measurement? Does it have an 

end date? Is it brief? Can you describe it succinctly? 
2. Is your target feasible? Is it something that can be done? Can you do it?
3.  Is your target a “wow”? Does it make you excited? Is it something worthwhile? Is it 

important to you? Is it more special than your ordinary goal or task?

Think about the particular factors that may hinder or enhance your target. Now, ask yourself: 
What is the probability that each of these things will actually happen? And, if they do happen, 
what kind of impact will they have on the success of your target? The key here is not to 
eliminate barriers but to build on opportunities that exist.
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Do not get stuck with gathering more and more data. You need momentum to innovate.  
It’s much better to have an imperfect target than to delay your experiments. As you go along, 
you will be able to adjust your target based on real experience. A good example of this is how 
angel investors work. They fund a wide variety of projects with a limited amount of money in 
the beginning. As the projects continue, some will not be viable, and the investors would invest 
more on the projects that are promising. They adjust their target as they move along.

Once you have your high-quality target, ride what moves, like a surfer. Look for the forces that 
can carry your initiative forward. Make adjustments as you go along and gain new information. 
Change your mind. Be flexible. Plan on making these changes.

When developing high-quality targets, ask your team these three questions: Is this real?  
Can we win? Is it worth doing? Think around the four perspectives.
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1. What is our high-quality target? Why?

2. What are our opportunities to achieve it? Constraints?

3.  How will we capitalize on these opportunities? How will we overcome these restraints?

• Customers & Community • Trends & Breakthroughs

• Regulations & Standards • Competitors & Investors
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