
  Chapter 1


  The Edge of Tomorrow


  TECHNOLOGY IS INESCAPABLE. THROUGHOUT HUMAN history, ninja innovators—people, companies, and institutions that live by the mantra “Innovate or Die!”—have changed the way we live, work, communicate, and travel. They’ve revolutionized our health, education, military, politics, economy, and art. Looking at the history of technology stretching back across centuries and countries, we see long fallow periods of cultivation interspersed with brief seasons of spectacular growth.


  The harnessing of fire (one million years ago). The advent of farming (12,0001 years ago). The invention of the wheel (5,5002 years ago). The written word (5,0003 years ago). The invention of the printing press (550 years4 ago). The control of electricity and invention of the phonograph and the camera in the 1800s. The Wright brothers’ first flight in 1903 and the development of the Model T5 in 1908. The discovery of antibiotics and proliferation of vaccines. The conception, blossoming, and widespread adoption of the radio, television, telephone, and computer.


  We are living in such a moment right now. Milestone after technological milestone races by us so fast that it’s hard to keep track of their exponential growth and impact. No sooner do ninja innovations enter the market than they change the market. Sometimes they merge with other ninja innovations, creating something entirely new. Wireless broadband connects us anywhere, anytime, untethering us from our desks. Today’s smartphones are more powerful than the computers that took the Apollo spacecraft to the moon. More than one billion hours6 of content are streamed on YouTube every day, and you don’t have to live in Hollywood to be a producer. Using our own DNA, gene therapies can cure some cancers, regrow skin, and restore sight. And the Mars Rover is taking us beyond the confines of planet Earth to chart what’s possible for the future.


  This trend won’t slow down anytime soon. Ninja innovators will continue to race toward the next century, thanks to advancements in physics, mathematics, and engineering.


  These innovations will bring with them tremendous changes—and tremendous challenges. Some are predictable, so we can prepare ourselves, our businesses, and even our governments for the opportunities and obstacles that rapid change will bring. Automation and artificial intelligence (AI) will make some jobs obsolete—but they will also create new categories of jobs that don’t exist today. Self-driving cars will eliminate car crashes caused by human error, saving hundreds of thousands of lives every year. Faster broadband connections and 5G will open up new job and tourism opportunities for people living in remote places.


  Other changes are still up in the air: Will bitcoin upend traditional banking? Will we still have malls? Which companies will lead in social media, search, and online shopping? Will drones replace trucks for daily deliveries? Will governments give the tech industry breathing room to innovate? Or will new technologies be squashed in their infancy? We can guess, but we won’t know for a while. Fifty years ago, we could not have foreseen how the internet would transform the global economy. Fifty years hence, we will again be adjusting to things we don’t yet know—changes that will eventually seem inevitable, but right now are unimaginable.


  Stability seems sensible in the midst of so many unknowns—but sameness is not a winning strategy. In our fast-moving economy, businesses that stick with what’s worked in the past will eventually be left in the past. And consumers who consciously avoid the opportunities available via connected devices risk missing out on the wealth of jobs, products, and experiences we can now create and share with each other.


  Change has always cast doubt on forward progress. And some among us work overtime to preserve the status quo. It’s an age-old tension. The Luddites in England destroyed weaving machines in the early 1800s, as they feared losing work as hand weavers. Bank tellers in the 1970s dreaded the introduction of the automatic teller machine (ATM)—yet their ranks have nearly doubled7 between 1970 and 2010, since banks could afford to open more branches. And now the number of branches is falling again, thanks to new technological innovations such as mobile banking and artificial intelligence.


  It is human nature to fear and even resist the uncertainty of the future. Yet our very humanness is defined by the certainty that we have a limited amount of time. Winning in the digital world means making the most of that time. Winning in the digital world means making a conscious effort to embrace innovation.


  Tomorrow’s Luddites will struggle to preserve driving, brick-and-mortar retail, and even certain white-collar jobs: travel agents, postal clerks, insurance underwriters.8 Tomorrow’s ninjas will strive to leverage the building blocks we have to construct a strong and secure future.


  The question is: How do we prepare for the technological progress of the next century, when so much is uncertain and unpredictable?


  Known and Unknown


  A few years ago, I found myself sitting across from former secretary of defense Donald Rumsfeld on a flight to Washington, D.C. Rumsfeld had recently published Known and Unknown, in which he reflected on his life and the challenges he navigated as secretary of defense under Presidents Gerald Ford and George W. Bush. The book’s title was taken from his comments at a 2002 news briefing,9 when he said: “There are known knowns. These are things we know that we know. There are known unknowns. That is to say, there are things that we know we don’t know. But there are also unknown unknowns. There are things we don’t know we don’t know.”


  This concept captivated me. I don’t follow defense issues closely, and am not making a case for or against Rumsfeld as secretary of defense. But his analysis, using this two-by-two matrix, struck me as precisely the kind of thinking I encouraged in Ninja Innovation. Ninjas must anticipate myriad situations. They can plan, prepare, and practice. But Secretary Rumsfeld knew from history and experience that the plan rarely survives the first encounter on the battlefield.


  In the tech industry, the marketplace is the battlefield. Businesses fight for survival, and it’s not necessarily the strongest that survive. It’s those that break the mold entirely and those that can adapt the quickest.


  Ninja business leaders must be flexible in response to changing market conditions. You can anticipate trends. You can assemble a great team with complementary strengths. You can do everything right ahead of time. But whether or not you actually survive in the long run depends entirely on how cunning and nimble you are when the unexpected occurs—and it will occur. Can you shift your strategy? Can you redirect your resources? Can you ask the right questions—and really listen to the answers? Can you rely on your judgment and the people on your team?


  Surprise Hits


  As I sketched out Ninja Future, I thought back to an introduction I made in Las Vegas in the mid-1990s between Bill Gates, who was then the CEO of Microsoft, and Norio Ohga, who was then the CEO of Sony. I had the privilege of introducing these two behemoths of global technology companies and listening in as they discussed with concern an upstart company from Korea—Samsung, an anticipated competitor. What they did not discuss (at least not that morning) was a little company called Apple.


  Neither anticipated the major impact Apple would soon have in key hardware and software markets they were used to dominating. Nor did Gates foresee the shift from desktops to mobile devices. Apple soon replaced Sony in the Walkman-handheld device market. Apple’s operating system never replaced Microsoft’s for business, but it certainly became a persistent competitor. And while both Sony and Microsoft recovered from Apple’s market entry and are still thriving today, they missed a massive opportunity. Apple sits in an enviable position as the first publicly traded U.S. company ever to reach a market value of $1 trillion.


  For Sony and Microsoft, Samsung was an up-and-coming, known competitor. Apple was not a total “unknown unknown,” but it was close. Hindsight is twenty-twenty; it’s easy to look back and determine what Microsoft and Sony could have done differently. They have wised up and adapted some key strategies from Apple’s playbook: an emphasis on aesthetics and a willingness to defy established industry wisdom to put consumer needs first. Ninjas learn from mistakes and quickly adapt, which is why Microsoft and Sony are prospering today.


  Sometimes it just takes one product—one new idea—to upend an entire industry. Sony shocked the world with the Betamax and the Walkman, but it was Apple—a noncompetitor—that seemingly came out of nowhere to redefine the way we experience music with the iPod.


  IBM used to own the personal computer market and then shared it with RadioShack. But it was two 1980s startups, Dell and Gateway, that lured customers away with their lower-cost alternatives. In 2010, the iPad arrived on the market, putting a noticeable dent in the PC and notebook markets. If you took a road trip twenty years ago, you probably used an atlas, local road map, or a customized TripTik travel planner from AAA. Fast-forward to the twenty-first century and handheld GPS units made those bulky paper maps a thing of the past. Everyone wanted a Garmin—until one day, Google enabled millions of phones to use a digital mapping app that was higher quality and completely free. Apple soon followed. Virtually overnight, handheld GPS units for cars were no longer in demand. Garmin’s business model was gravely threatened—but they adapted and thrived by shifting to aviation, wearable tech, and other specialized products.


  Rumsfeld’s two-by-two matrix applies to businesses, governments, and even people when analyzing a given situation. For businesses, “known known” is the easy box to complete: It’s pure metrics. Your present competitors, your market position, the size of the market, your revenue, product mix or profitability—all of that is measurable.


  The “known unknowns” are trickier: variables like the future health of the economy, interest rates, employment, adoption curves, and pricing of competitive technology.


  Then come the “unknown knowns,” which are the competitors, technologies, services, and trends that are out there today, but not yet on your radar (or not high enough on your radar). Careful market research and analysis can mitigate the dangers that might spring any moment from this Pandora’s box.


  The “unknown unknowns” vexed Rumsfeld most. These are the events and risks that are nearly impossible to imagine, but which end up disrupting everything—the “black swans” described by Nassim Nicholas Taleb. These are outliers with an extreme impact that we struggle to rationalize. Terrorist attacks. The unexpected or irrational behavior of a market, leader, or government. A nuclear reactor explosion. A tsunami. An unexpected market entrant.


  A few decades ago, few could have predicted the massive growth of the internet, let alone a wireless environment and an explosion of apps. The death of classified advertising, the shuttering of newspapers, the demise of video rental stores, the reduced demand for travel agents, and the decline of malls at the expense of online shopping were “unknown unknowns.”


  Knowing there are unknowns often sparks anxiety. That’s natural, but it’s much more productive to view rapid change due to innovation as a series of opportunities. It allows us to grow, develop our potential, and try new things. It allows for the creation of new businesses and services. It stretches us, tries us, and improves us. We can’t know the future—but we can still shape it. If we understand and embrace the change we are already witnessing, we can harness the excitement, potential, and beauty of a world where everyone has access to more opportunities and better experiences.


  Ninja innovators possess the qualities and strategies that set them up for success today. Future ninjas are already planning for those “unknown unknowns” right now. If they don’t, not only will their businesses not thrive—they won’t survive.


  The key to the ninja future? Access to information. Thanks to innovation, that’s never been easier.


  Spend Less, Know More


  When I was growing up, access to knowledge meant a straight, shining row of encyclopedias. If you had told me my own kids would be able to “look up” vitally important childhood questions such as “How do dolphins breathe?” “What is a black hole?” and “How were pyramids built?” by addressing the question aloud to a small black cylinder on the kitchen counter, I’d have assumed you were a serious sci-fi fan, or you’d lost your mind. Yet many of us now consider Amazon’s Alexa or Google Home part of the family.


  This is a far cry from my childhood. My mother, Milly, was a part-time Hebrew teacher, a part-time market researcher, and a part-time door-to-door salesperson for World Book Encyclopedia. My father, Jerry, was a sixth-grade teacher who tutored to make extra money. My Jewish family grew up in a Levitt house, in a lower-middle-class neighborhood of mostly Italians and Irish Catholics. (It took me years to understand that pedestrians and Protestants were different—I used to think the “No Pedestrian” signs signaled religious segregation.)


  Built on top of the rural potato fields of Long Island, Levittown was a large community of mass-produced single-family homes designed for servicemen—like my dad—returning from World War II. The houses were nearly identical. They had no basement, no air-conditioning, and no garage. They had a carport, one bathroom, three bedrooms, and a cesspool instead of sewage pipes. The Levitt & Sons sales brochure boasted, “Regardless of the Levittown house which you choose, you will be acquiring the latest in modern design with the most up-to-date appliances and features.”


  Levittown became the prototype for suburban living in the United States. We could bike to community pools and play in open fields. My brothers and friends and I played football outside every day; we used the “no ball playing” signs as our goalposts. Little League was big, and only later did it embarrass me that our team sponsor, “Emergency Cesspool,” was also our team name, splashed boldly across our team shirts.


  My parents paid $9,000 for our Levitt house in 1952. Like other families in the neighborhood, we added rooms over the years, including an extra bathroom and a one-car garage. By the time I left in 1977, one room had air-conditioning, and I would occasionally sneak in there to sleep on hot summer nights.


  My mother believed in the power of education and was passionate that every family should have an encyclopedia. Back then, the twenty-two-volume encyclopedia set sold for several hundred dollars. Most of my mom’s customers would buy one volume at a time, at about twenty dollars per book. My mother always told me you should believe in what you sell, and she felt World Book was a special learning tool for families. One perk of her job was that we got a complete encyclopedia set, plus Childcraft (an encyclopedia-like series aimed at younger children), yearbooks, and a mechanically interactive circular teaching and testing device called “Cyclopedia.” I spent hundreds of hours using these resources, occasionally without being required to! In retrospect, I realize that they inspired in me curiosity and a love of learning new things.


  My mother advocated lifelong learning. She would listen to radio talk show programs whenever she had the chance. I recall often asking her why she was wasting her time, and her response was always the same: “If I learn one thing for each hour of listening, it is worth it.”


  I try to apply that philosophy to everything I do. When I sit next to a stranger at a dinner or hop in a Lyft or Uber, I ask questions. Everyone is great at something or has some life experience that they may be willing to share. I find joy in discovering these unexpected gems and obscure pockets of expertise in my daily interactions.


  Learning from others is also fun. As my wife and I go on our weekly five-mile run together, we never lack things to discuss and insights to share. Her biggest concern about marriage was being bored, but several times a year now, we turn to one another amid the chaos of kids, school, and work, and remind each other that, busy as we are, at least we are not bored. We cringe when we notice many older couples—we call them the “dining dead”—sitting across from each other at restaurants, eating but never speaking. So we both take ownership of the relationship and work to ensure that in the course of our hectic lives we continue to challenge and entertain each other. (Although sometimes we lament that it would be nice to be bored.)


  My six-year-old son is always asking “How?” and “Why?” He’s fixated on convincing me to invent a time machine, both so he can avoid repeating the mistakes of the past and so he can travel back to a different time period or relive a great day like his birthday. He’s not the only one who’s interested in the idea. I also love time-travel stories and discussions of alternate realities—my all-time favorite movie is Groundhog Day. But I’m also a realist and recognize that we can’t go back, only forward—and that our best bet is to try to learn from the past instead of wishing we could return to it.


  So, this thirst for knowledge is not just learning for learning’s sake. It’s more than honoring my mother’s memory or bonding with my family. It’s also practical. The more I know—and the more creatively I can think—the better decisions I make and the more I can help others.


  With every failure at work or at home, I ask, “What did we learn from this?” Success teaches you certain things—but failure is also an opportunity to grow and learn. I try to push through the natural emotions of denial, excuses, shame, and anger to see the upside of every failure. What did we miss? What did we learn? How can we be better? And I hear my mom’s voice: “If I learn one thing for each hour of listening, it is worth it.”


  My mom listened to consumers and clients every day. She often went to malls to do market research for big companies. Today, this sort of face-to-face investigation has given way to robocalls, internet research, user data harvesting, and instant polling at everything from sporting events to political debates. In my mother’s time, the cost of knowledge was extremely high. Ad-supported radio and television programs were free, but they had limited content and variety. Market research was expensive and scarce. Encyclopedias seemed exorbitant. Libraries were available, but generally had limited offerings; research using microfiche was difficult and tedious.


  The same held true for the telephone. I grew up with a black rotary phone. It cost about twenty dollars a month and was cheap for local calls, but calling out of state cost a dollar a minute. My mom called her family in Canada about once a month, and the call was limited to three minutes. Today, not only is calling anywhere in the world almost free, but for about the same inflation-adjusted price of monthly service for that rotary phone, you can get video chat, music, texting, dozens of apps, from banking to photography, and many other services. Plus, you can take the phone with you, get navigational information, and read customer reviews before walking into a restaurant or buying a product. Today everyone with a device and a broadband connection literally carries a row of encyclopedias in their pocket.


  Information and entertainment have also become more affordable. In 1954, a new fifteen-inch color TV set cost $1,000,10 or around $10,000 in 2018 dollars. It displayed a slightly grainy picture with terrible coloring and received only a handful of channels. Today, for a fraction of that inflation-adjusted price, you can get a flat-screen 4K Ultra-High Definition TV with around 4,000 horizontal pixels.11 Plus, you can pay a hundred dollars a month to have thousands of choices of channels and programming.


  These technological innovations were unforeseeable, if not unimaginable, for my parents—and they’ve changed the way we measure wealth. A generation ago, nobody had access to a smartphone. Two generations ago, no one had a computer at home. In 2018, the computing power of the smartphone in your pocket rivaled that of most desktop computers.


  We see this trend across all different kinds of technologies. Just take a look at books. My two younger sons use their Kindles and Fires to blaze through hundreds of books each year. If we were to purchase those same books on dead trees (paper), we would have four-figure reading bills.


  Transportation is another example. A base-model Toyota Corolla comes with standard driver-assist features that ten years ago were not even available in high-end luxury models. Soon every new car will have a backup camera. Many have passive collision-avoidance systems that can alert the driver of a possible crash in the making. Increasingly, cars have active collision-avoidance systems that can activate brakes or take other action to prevent the accident at all. An array of technologies is saving lives by addressing distracted driving. The difference between standard cars and luxury vehicles isn’t really about transportation—all brands can get you from point A to point B. But tech innovation is closing the consumer-affinity gap between mainstream and luxury cars. Almost all cars can hit 65 mph fairly quickly, but cars that are decked with technology from heated seats to video monitors and internet access command a luxury premium. It’s less about status and more about style and experience, which are boosted by innovative technology.


  Accessing the internet is also getting easier, cheaper, and faster. When I began working in the tech industry in 1982, pre-internet, a 300-baud modem was the standard, so I would work in my office several hours each Saturday to download information from around the country. Today I can click on hyperlinks while I’m drinking coffee in my kitchen and information is instantaneous. Innovation changes things—often for better, occasionally for worse in the short term, but ultimately for good. Change, like risk, is unavoidable. But it doesn’t have to be unexpected.


  If we pay close attention, we can see how tiny forces beneath the surface—no matter how insignificant or disconnected they may seem—can irrevocably impact modern life. Looking carefully, we can start to see the small shifts that, taken together, give rise to big trends. Innovators must anticipate and understand these global trends in order to excel in the ninja future. So let’s examine them together.


  Chapter 2


  Changes in Culture and Commerce


  EVERY DAY BRINGS EVIDENCE THAT small undercurrents of human evolution and innovation are coming together to produce tidal waves of cultural, social, and economic change. Some are already well under way, and others can’t be far behind. In this chapter I break them out into two categories: culture and commerce. The reality, of course, is that all these changes—whether natural or technological—are inextricable. Like waves breaking on the shore, each trend derives in part from another, and in turn will spur change in another direction. It is in this complex interplay of human and technological forces that we find the promise—and peril—of innovation.


  A Connected Generation


  My teen self would have been stunned to discover that in 2018, 95 percent1 of U.S. teens had a smartphone or have access to one, according to Pew research. Remember, I grew up with a shared, black rotary phone!


  The cell phone was invented in the 1970s, but the classic movie Lethal Weapon, which came out in 1987, was the first to show a “modern” mobile phone. IMDb’s trivia page identifies it as a portable RadioShack Model 17-1003: Sergeant Murtaugh held the handset (complete with a cord) in one hand and the immense electronics and heavy battery in the other, making fleet-footed police work rather challenging.2 And one of the tensest moments in the 1992 movie adaptation of Tom Clancy’s Patriot Games featured slightly less old-school tech: After surviving an attack outside the U.S. Naval Academy, Jack Ryan (played by Harrison Ford) tries desperately to call his wife (a retina surgeon like my wife!) but gets a busy signal. He finally gets through in time to warn her that she’s in imminent danger, but is too late to prevent a terrible car crash.3 Both are using what we used to call “car phones.”


  Teens today would probably see these first car phones, the size of bricks and hardwired into the vehicle, as just as old-fashioned as rotary phones. Still, those steady, iterative technological advancements were a harbinger of the explosion of smart, mobile technology we now take for granted. The appearance of those unwieldy devices in blockbuster movies is the first sign of a seismic shift not just in technology, but also in our relationship to it.


  Born between 1995 and 2012, Generation “I,” or “GenIs,” grew up entirely in the age of the internet. They can’t remember a world without smartphones—or at least cell phones—and can’t imagine not having one at their fingertips 24/7.


  These GenIs spend hours a day searching, chatting, texting, posting, and swiping. Many are coding. Others are gamers or they watch e-gamers. Some take unhealthy risks and may be sexting, cyberbullying, trolling, and engaging in other bad online behavior ending in -ing. Others have complete conversations using only emojis. GenIs rely on social media platforms such as Instagram, Snap, WhatsApp, and Twitter to search for and share information. In just a few years, we have created a whole new lexicon simply to define how people interact with technology. We’ve also created new categories to diagnose overindulgence in tech. In 2018, the World Health Organization added4 gaming disorder (as in video games) to its comprehensive list of disease classifications.


  The ubiquity of mobile devices has obvious benefits for GenIs: they can easily call for help in case of an emergency. They can connect with people across the world they might never get to meet “IRL,” as the kids say. Parents can monitor online activity and keep track of their kids’ location. On the flip side, having unlimited access to information means young people will likely be exposed to content that parents would rather they avoid. Having instantaneous access to other people makes it tempting to waste time texting or checking social media instead of using time mindfully. With so much of life happening virtually, teens are likely to spend a great deal of time with their eyes on a screen instead of the real, five-sense world around them.


  If you’re a parent, you’ve probably had the frustrating experience of competing with your child’s phone for attention—and losing. Intermittent silences, grunts or one-word responses, and fast-typing fingers are all telltale signs that he or she has—believe it or not—found something more interesting and amusing than you. It’s often not even a close contest.


  Psychologist Jean Twenge, who analyzed generational data in America going back to the 1930s, concludes that while most recorded generational changes “appear gradually, and along a continuum,” recent change has been seismic. As she observed in The Atlantic,5 “the changes weren’t just in degree, but in kind. . . . The experiences they have every day are radically different from those of the generation that came of age just a few years before them.”


  Around 2012, Twenge saw something surprising in her study of teen behavior and emotions: Today’s teens are dating less. They’re less likely to play outdoor sports, and, sadly, more likely to commit suicide. They are spending less time having face-to-face conversations with their families and friends and more time alone, interacting with only their screens. According to Twenge, this trend coincided with the moment that more than 50 percent of Americans owned a smartphone.


  Are these dramatic shifts in behavior due solely to technology? It’s hard to prove in this traumatic era of school shootings, terrorism, and political divisiveness. Technology is certainly a factor, but the trend is undeniable in teens across the spectrum, from different geographic, socioeconomic, and ethnic backgrounds. “Where there are cell towers,” says Twenge, “there are teens living their lives on their smartphone.”6


  Before we start wringing our hands over technology’s influence on the next generation, we need to take an honest look at the example we’re setting with our own tech habits. One teen in Twenge’s Atlantic piece said of her own generation, “I think we like our phones more than we like actual people.”7 What about the rest of us? Are we using technology creatively and actively, or are we passively and idly letting our technology use us? Are we spending our time wisely, or letting life pass us by as technology sucks us in?


  Most adults are not digital natives. We’re relatively new to anytime/anywhere connectivity, and the benefits and challenges it brings. The truth is, many of us have failed to set effective boundaries and are just as distracted as our children. To be the role models our children deserve, we must create a healthy household culture, including how and when we use technology.


  This means insisting that conversations and relationships are a top priority. Practically, this will look different for each family. Some might find it useful to create a tech-free zone in their house or car, where no phones, tablets, or laptops are allowed. Instead, families can play card games or listen to audiobooks. Others might use parental control apps to set limits on screen time. Whatever rules or boundaries you create, the goal is the same: reconnecting with the people you care about by disconnecting from your devices.


  But we, as adults, also face increasing isolation and decreasing empathy. America’s political leaders are locked in battle, prioritizing party over country. Their divisions are so extreme that they can’t even agree on facts. And each side believes the media is distorting the truth to advance a political agenda.


  Our confidence in the American Dream, our common commitment to fundamental values, and our belief that our nation can and should be a moral leader for the world are threatened from both inside and outside the United States. For many of us who came of age in the last century, life seems like a step-by-step erosion of things we assumed and took for granted. It’s no wonder our kids act differently than we did at their age.


  I don’t blame technology for these changes. Correlation is not causation, after all. The fact that kids are turning away from my generation’s symbol of freedom—the car and the driver’s license—is easily explainable by technology. The smartphone now provides autonomy and peer connection. And car services like Lyft and Uber provide the means to be physically free and independent.


  But we have to be clear-eyed about how technology detracts from the human experience as much as it enhances it. For better or worse, technology has enabled like-minded people to find each other and shift to electronic tribalism. And in this way, technology divides us at least as much as it unites us. We must honestly acknowledge these real differences to plan for the future.


  An Aging Population


  Let’s take a break from psychoanalyzing our teens and turn to some startling trends in another demographic: our adult population. The percentage of older adults is growing. There were 48 million seniors in the United States in 2017, and that figure will balloon to 98 million by 2060—about one-quarter8 of the U


  

  

  

  

  

  

  

  
    

    Figure 1: “When the generations will end,” Courtesy of The Washington Post.
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  Additionally, I appreciate the work of the Pinkston Group. David Fouse—a longtime partner of CTA—Lauren Carl, Nancy Ritter, and Julia Smith helped frame my thoughts and bring this book to life. Their strategic approach in helping develop and promote my public voice served as the basis for many parts of this book.


  The work CTA does for innovation is supported by so many worthy groups. The Center for Democracy and Technology ensures privacy and innovation can coexist. The Media Institute protects our freedom of speech. Third Way and No Labels are bipartisan groups proposing innovative solutions to real problems. Other trade groups and think tanks, including BSA | The Software Alliance, CompTIA, the Computer & Communications Industry Association, CTIA, Information Technology Industry Council, Internet Association, Northern Virginia Technology Council, R Street Institute, Software & Information Industry Association, TechNet, and the Technology CEO Council, work hard with government to ensure innovation can flourish. And events including CEDIA, Collision, InfoComm, Mobile World Congress, NAB Show, South by Southwest, and Unbound facilitate entrepreneurs and innovation.


  Although I have tried to stay out of politics in this book, CTA honors those special political leaders from both sides of the aisle who have championed the cause of innovation—we call them “Digital Patriots.” We also rate and recognize the top states for innovation, which our U.S. Innovation Scorecard recognizes as Innovation Champions. Special thanks to Valerie Hoffenberg and Pascal Cagni for their diplomacy and help understanding the exceptionalism of France.
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  My older two sons, Steve and Doug, always make me proud—thank you. My younger boys, Mark and Max, didn’t love the time I spent on this book. I hope they forgive me in the future.


  About the Author


  GARY SHAPIRO is president and CEO of the Consumer Technology Association (CTA), the U.S. trade association representing more than 2,200 consumer technology companies and which owns and produces CES®—The Global Stage for Innovation. As head of CTA for three decades, he has effectively ushered the consumer technology industry through major periods of technological disruption and transformation.


  Shapiro is the New York Times bestselling author of Ninja Innovation: The Ten Killer Strategies of the World’s Most Successful Businesses and The Comeback: How Innovation Will Restore the American Dream. Through these books and through television appearances, and as a columnist whose more than one thousand opinion pieces have appeared in publications such as the Wall Street Journal, the New York Times, and the Washington Post, Shapiro has helped direct policymakers and business leaders on the importance of innovation in the U.S. economy.


  Discover great authors, exclusive offers, and more at hc.com.


  Also by Gary Shapiro


  The Comeback: How Innovation Will Restore the American Dream


  Ninja Innovation: The Ten Killer Strategies of the World’s Most Successful Businesses


  
    [image: ]
  


  About the Publisher


  Australia


  HarperCollins Publishers Australia Pty. Ltd.


  Level 13, 201 Elizabeth Street


  Sydney, NSW 2000, Australia


  www.harpercollins.com.au


  Canada


  HarperCollins Canada


  Bay Adelaide Centre, East Tower


  22 Adelaide Street West, 41st Floor


  Toronto, Ontario, Canada


  M5H 4E3


  www.harpercollins.ca


  India


  HarperCollins India


  A 75, Sector 57


  Noida


  Uttar Pradesh 201 301


  www.harpercollins.co.in


  New Zealand


  HarperCollins Publishers New Zealand


  Unit D1, 63 Apollo Drive


  Rosedale 0632


  Auckland, New Zealand


  www.harpercollins.co.nz


  United Kingdom


  HarperCollins Publishers Ltd.


  1 London Bridge Street


  London SE1 9GF, UK


  www.harpercollins.co.uk


  United States


  HarperCollins Publishers Inc.


  195 Broadway


  New York, NY 10007


  www.harpercollins.com

OEBPS/Images/Bookperk.jpg
Bookperk

and get e-book
bargains, sneak peeks, special offers, and
more—delivered straight to your inbox.





OEBPS/Images/Cover.jpg
NEN]A

FUTURE

SECRETS TO SUCCESS
IN THE NEW WORLD
OF INNOVATION

+

NEW YORK TIMES BESTSELLING AUTHOR

GARY SHAPIRO

LEADER OF THE CONSUMER TECHNOLOGY ASSOCIATION





OEBPS/Images/chap002_fig001_9780062890511_GS1.jpg
When the generations will end
Anaysis by ost.
Silent Boomer

Sreatent 2067,AGE122 2088, AGE 124

2046, AGE 119

125 OLOEST LIVING PERSON

‘GEN X (2108)
100
MILLENNIAL
75 (2132)

T P T T e e

2020 2030 2040 2050 2080 2070 2080 2090 2100






OEBPS/Text/nav.xhtml


  Table of Contents





  

    		Cover





    		Title Page





    		Dedication





    		Contents





    		Preface





    		Introduction





    		Part I: Past, Present, and Future Ninja Innovation



    		Chapter 1: The Edge of Tomorrow





    		Chapter 2: Changes in Culture and Commerce





    		Chapter 3: Ninja Future Economy





    		Chapter 4: Ninja Innovation Today





    		Chapter 5: Ninja Innovation Tomorrow











    		Part II: Risk, Reward, and Regulation



    		Chapter 6: Ninja Risks, Ninja Rewards





    		Chapter 7: Ninja Regulation





    		Chapter 8: Ninja Nations





    		Chapter 9: American Ninjas











    		Part III: Building the Ninja Future



    		Chapter 10: Corporate Ninjas





    		Chapter 11: Diversity and Resilience





    		Chapter 12: Principles for Future Ninjas







    		Conclusion: The Ninja Future











    		Acknowledgments





    		Notes





    		Index





    		About the Author





    		Also by Gary Shapiro





    		Copyright





    		About the Publisher



  





  Landmarks





  

    		Cover





    		Contents





    		Title Page



  





  

    		i





    		ii





    		iii





    		iv





    		v





    		vi





    		vii





    		viii





    		ix





    		x





    		xi





    		xii





    		xiii





    		xiv





    		1





    		2





    		3





    		4





    		5





    		6





    		7





    		8





    		9





    		10





    		11





    		12





    		13





    		14





    		15





    		16





    		17





    		18





    		19





    		20





    		21





    		22





    		23





    		24





    		25





    		26





    		27





    		28





    		29





    		30





    		31





    		32





    		33





    		34





    		35





    		36





    		37





    		38





    		39





    		40





    		41





    		42





    		43





    		44





    		45





    		46





    		47





    		48





    		49





    		50





    		51





    		52





    		53





    		54





    		55





    		56





    		57





    		58





    		59





    		60





    		61





    		62





    		63





    		64





    		65





    		66





    		67





    		68





    		69





    		70





    		71





    		72





    		73





    		74





    		75





    		76





    		77





    		78





    		79





    		80





    		81





    		82





    		83





    		84





    		85





    		86





    		87





    		88





    		89





    		90





    		91





    		92





    		93





    		94





    		95





    		96





    		97





    		98





    		99





    		100





    		101





    		102





    		103





    		104





    		105





    		106





    		107





    		108





    		109





    		110





    		111





    		112





    		113





    		114





    		115





    		116





    		117





    		118





    		119





    		120





    		121





    		122





    		123





    		124





    		125





    		126





    		127





    		128





    		129





    		130





    		131





    		132





    		133





    		134





    		135





    		136





    		137





    		138





    		139





    		140





    		141





    		142





    		143





    		144





    		145





    		146





    		147





    		148





    		149





    		150





    		151





    		152





    		153





    		154





    		155





    		156





    		157





    		158





    		159





    		160





    		161





    		162





    		163





    		164





    		165





    		166





    		167





    		168





    		169





    		170





    		171





    		172





    		173





    		174





    		175





    		176





    		177





    		178





    		179





    		180





    		181





    		182





    		183





    		184





    		185





    		186





    		187





    		188





    		189





    		190





    		191





    		192





    		193





    		194





    		195





    		196





    		197





    		198





    		199





    		200





    		201





    		202





    		203





    		204





    		205





    		206





    		207





    		208





    		209





    		210





    		211





    		212





    		213





    		214





    		215





    		216





    		217





    		218





    		219





    		220





    		221





    		222





    		223





    		224





    		225





    		226





    		227





    		228





    		229





    		230





    		231





    		232





    		233





    		234





    		235





    		236





    		237





    		238





    		239





    		240





    		241





    		242





    		243





    		244





    		245





    		246





    		247





    		248





    		249





    		250





    		251





    		252





    		253





    		254





    		255





    		256





    		257





    		258





    		259





    		260





    		261





    		262





    		263





    		264





    		265





    		266





    		267





    		268





    		269





    		270





    		271





    		272





    		273





    		274





    		275





    		276





    		277





    		278





    		279





    		280





    		281





    		282





    		283





    		284





    		285





    		286





    		287





    		288





    		289





    		290





    		291





    		292





    		293





    		294





    		295





    		296





    		297





    		298





    		299





    		300





    		301





    		302





    		303





    		304





    		305





    		306





    		307





    		308





    		309





    		310





    		311





    		312





    		313





    		314





    		315





    		316





    		317





    		318





    		319





    		320





    		321





    		322





    		323





    		324





    		325





    		326





    		327





    		328





    		329





    		330





    		331





    		332





    		333





    		334





    		335





    		336





    		337





    		338



  





