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			INTRODUCTION

			Consider a Venn diagram – either extreme on its own is boring, ordinary, predictable.

			But move the two extremes together, so they overlap where they meet.

			The overlap is the creative part, the electricity, that is where the magic happens: that’s where two disconnected things form a third thing, a new thing.

			The overlap didn’t even exist until two unrelated things came together.

			Then something springs into existence, something no one saw before.

			That’s crossover creativity.

			That’s what this book is about, putting things together.

			Comparing and contrasting, collating and judging, seeking input and provocations.

			Because that’s what makes ideas.

			To do that we need lots of input, and we need lots of differing perspectives:

			Like crossing a hit music studio with an automobile production line.

			Like using barbed wire to make phone calls.

			Like comparing elephants to violent teenagers.

			Like training soldiers via erotic comic books.

			Like faking your own death for self-promotion.

			Like getting a driver drunk to win a race.

			Like turning the predator into the prey.

			Like renaming a fish to make it taste delicious.

			Like reporting on a football match in ancient Greek.

			Like getting your main competitor to sell your product for you.

			Like driving an F1 car in neutral to win a Grand Prix.

			Like exchanging a paperclip for a house.

			Like raising a million dollars by asking for a dime.

			Like paying for fighter pilots to change sex.

			Like buying books you couldn’t even see or read.

			Like rewriting basic numbers as an emotional, moving story.

			Like paying for a fake painting with fake money.

			Like using knitting, tin cups, even blinking to communicate.

			Like editing the Bible with a razor blade to reveal the inner truth.

			From all that, we can see that ideas don’t just come out of nowhere.

			Two things come together and a third thing happens.

			Because new ideas are actually a reaction when existing things cross over.

			They are the product of recombinant thinking.

			All we have to do is keep putting things together and see how they react.

			The more things we put together the more reactions we get.

			The more reactions we get, the more ideas we’ll have.

			All we have to do is collect lots of different, unconnected things to put together.

			That’s crossover creativity.

		

	
		
			PART 1: LETTING IDEAS IN

		

	
		
			THIS ISN’T AN EXAM

			In 1953, a young man left the army and got a job at Ford’s factory in Detroit.

			He didn’t want to work on the production line all his life, so he began writing songs.

			Some were hits, so he quit his day job and began writing songs full time.

			But he didn’t want to lose control of the songs when they were recorded.

			So he thought bigger, he began producing the recordings himself and selling his recordings to bigger labels to publish.

			Which made him think, why don’t I have my own label and publish them myself?

			So, in 1959, he began publishing songs on his own label.

			Which meant he could attract lots of young artists.

			Which meant he could afford to turn his house into a recording studio.

			Which meant he controlled the whole process, beginning to end.

			But then he thought even bigger.

			And this is where he put what he’d learned at Ford’s production line together with the music business.

			He’d seen the bare chassis of a car start at the beginning, then have the various components added: engine, transmission, seats, bodywork, wheels, windows, until by the end it was a complete, beautiful, finished car.

			And that’s what he wanted his artists to be: not just singers but complete entertainers.

			He started with the raw talent, but he didn’t just want voices people would listen to on records.

			He wanted polished entertainers that people would pay to see perform.

			So, like the production line, he added the parts as they went along.

			He started with good singers, but then he had Maurice King, as Musical Director of Artistic Development, add sophistication and class to the artists.

			He taught them how to project, how to phrase, how to blend, he arranged their music.

			Then Cholly Atkins was added, to teach them stage presence.

			So they didn’t just stand and sing, or sit and sing, they had a complete choreographed performance with every song.

			And as a finishing touch, Maxine Powell was added, to teach them dress and style and etiquette.

			They learned to perform and speak and talk and even eat with elegance, so they would be at ease at the White House or Buckingham Palace.

			And when the artists were rolling off the production line, just like at Ford, they were the finished complete product, unlike any other companies’ artists.

			His record label employed 450 people, and had 110 top ten hits between 1960 and 1970.

			The young man’s name was Berry Gordy, and the record label he founded was Motown.

			Some of the artists to roll off his production line are as follows:

			Smokey Robinson & The Miracles, Diana Ross & The Supremes, Michael Jackson & The Jackson Five, The Four Tops, The Temptations, Marvin Gaye, Stevie Wonder, Lionel Richie, Tammi Terrell, Gladys Knight & The Pips, Al Green, The Isley Brothers, Mary Wilson, Eddie Kendricks, The Commodores, Junior Walker, The Pointer Sisters, Edwin Starr, and lots more.

			All by ignoring the rules of the music business and making up his own rules.

			By using what he’d learned from a completely different business, the production line at Ford, and applying it to the music business.

			He didn’t try to do the music business the way everyone said it should be done.

			But I often think that’s how we do our jobs.

			Frightened to step out of line in case anyone points the finger at us.

			Frightened of not doing it the way everyone else agrees it should be done.

			We are so worried about getting every little detail approved we forget to be exciting.

			I think we forget this isn’t school, this isn’t university, this isn’t an exam.

		

	
		
			ANOTHER GLASS OF WINE?

			Most of us have different types of wine glasses at home – why is that?

			If asked, we’ll probably say we need different glasses for different kinds of wine.

			We might say red wine needs a wider glass for the fuller aroma, white wine needs a smaller, narrower glass for the more delicate flavour.

			That’s what we honestly believe about different sorts of glasses.

			That the shapes have evolved over time, and people always drank different wines from the best glasses for that particular wine.

			But that’s not the truth – it’s clever marketing.

			We can learn a lot from Austrian glassmaker, Claus Riedel.

			Because, unlike most marketing people, he understood the difference between talking to ‘Triallists’ and talking to ‘Current Users’.

			Most of us kneejerk into talking to ‘Triallists’ without giving it a second’s thought.

			We list what’s good about our brand or product and look for new consumers, people who haven’t tried it yet.

			But what if the market has reached saturation, especially with a consumer durable: something people don’t buy often?

			How do you grow a market where everyone already has what you make and doesn’t need any more of it?

			Claus Riedel was the first person to see an opportunity in talking to that market.

			Until the 1950s, most people had just one set of glasses and they used them for whatever drinks guests wanted: white wine, red wine, etc.

			Claus Riedel was the first to introduce the concept of different glasses for different wines.

			He said a single set won’t do, you can’t serve different wines from the same glasses.

			So, in 1958 he launched the Burgundy Grand Cru glass at The Brussels World Fair.

			It was designed to “enhance the flavours and aromas of the Pinot Noir and Nebbiolo grape variety, specifically for Burgundy, Barolo, and Barbaresco wines”.

			A glass made specially for a particular wine was a totally new concept.

			It won the Gold Medal and was acquired by the Museum of Modern Art in New York.

			Then, in 1961 Riedel introduced the first full line of wine glasses created for different wines.

			And, in 1973 Riedel introduced the Sommeliers Series, the world’s first gourmet glasses.

			Now, on Riedel’s website it says: “Claus Riedel is best known for creating grape variety-specific glassware designed to enhance types of wine based on specific properties of individual grape varieties. He was among the first glassware experts in history to recognise that the taste of wine is affected by the shape of the glass, and is credited with first discovering and developing variety-specific glassware shapes and bringing these glasses to the consumer market.”

			Riedel was in charge of the family company that had been in business since 1756.

			It must have been very hard to give up being a glassware company to become a specialist ‘wine glass company’ especially as different wine glasses didn’t even exist.

			But Riedel saw it as an opportunity to stop competing with every other glassware company.

			If he could make people want different wine glasses, he’d have that market to himself.

			But first, he would have to build the market for different wine glasses.

			He’d have to sell different types of glasses to people who thought one set was enough.

			He’d have to explain why one set wasn’t nearly enough.

			People love to believe wine is esoteric, so the more inscrutable he could make it, the better.

			Claus Riedel grew the market by adding a whole new level of complexity.

			By allowing people to demonstrate being part of the cognoscenti.

			He built a brand-new market on the back of the glass market that existed, by reinventing wine drinking.

			And that is genuine creative thinking.

		

	
		
			OLD TECH v NEW TECH

			In 1970, John Seely Brown (JSB) was professor of Advanced Computing Science (specialising in A.I.) at the University of California.

			He was fascinated by Xerox PARC (Palo Alto Research Center) where all the most forward-thinking computer developments were happening.

			But while PARC was inventing the future, it just wasn’t connecting with the public.

			Computers were still seen as dry and technical, only for a few specialised professionals.

			JSB was thinking about this as he spoke to PARC’s founder and chief scientist, Jack Goldman.

			After they discussed PARC and the future, Goldman asked if JSB had any questions.

			JSB said: “Just the one Jack, how come you have two telephones on your desk?”

			Goldman said: “Well this is the old one I’ve always had. This other one is the new one we all have to have. It’s got every function possible but it’s so complicated I don’t have time to learn how to use it. So when it’s an important call, I just use the old one.”

			And that’s when the light went on in JSB’s head.

			The difference between those making the technology, and those who should be using it.

			Even the chief scientist at PARC couldn’t be bothered to learn the new technology.

			And JSB realised they had it the wrong way round, they were trying to make new technology dictate to people.

			But, just like economics, it doesn’t work that way.

			They were trying to make supply dictate demand when, in fact, demand dictates supply.

			So JSB began to introduce anthropologists, sociologists, and psychologists into the process.

			Scientists who could think about the people the technology was supposed to be for.

			By ignoring those people they had been over-complicating simple things.

			At this time, Xerox’s main income came from copiers in virtually every office in America.

			When there was a problem with a copier, Xerox sent a technician to fix it.

			These visits were time-consuming, and customers were unhappy because the copier was offline while the technician located the problem.

			But Xerox did have one technician who was really fast and popular with his customers.

			In fact, the technician had become known as ‘Mr Troubleshooter’.

			So JSB asked him what he did that was different.

			The technician said: “Well suppose this copier here had an ‘intermittent image quality fault,’ what would you do?”

			So JSB looked in the handbook, which said: “Print out 1,000 copies, sort through until you locate the bad ones, then compare the faulty ones against the original.”

			The technician said: “If you print 1,000 copies at five seconds per copy, that’s 200 minutes, or three hours. Plus all that wasted paper and ink.”

			JSB asked him what he did that was different.

			The technician said: “I walk over to the waste-bin and turn it upside down. I know every copy in there is bad, that’s why it was thrown away. Then I compare them against the originals and I’ve got my answer. Saves three hours printing plus a ton of paper and all that ink.”

			Ten years later, Steve Jobs would use the thinking JSB developed at PARC to revolutionise the world of computers.

			He would start with people and what they wanted, instead of starting with technology and what it could do.

			Steve Jobs understood the whole point is to give people what they want and need.

		

	
		
			EQUAL DOESN’T MEAN THE SAME

			Aimee Scott is 21, she teaches eighth grade (seven-year-olds) in Utah.

			The kids are new to school and some of them have special needs, so Aimee has something she does with them before she starts lessons.

			She asks the class if anyone has ever fallen over and scraped their elbow.

			Obviously all the kids have, so they hold their hands up.

			She asks one of them to come up to the front and tell the story.

			Then she gives them a band-aid for their elbow.

			Everyone can see this is a kind gesture and makes sense.

			Then she asks if anyone has ever had a stomach ache.

			Again, everyone holds their hands up.

			She asks one of them to come to the front of class and tell the story.

			Then she gives them a band-aid for their elbow, as well.

			Everyone doesn’t quite get it, how does a band-aid help a stomach ache?

			Then she asks if anyone has ever had a cold and sneezing.

			Again, everyone holds their hand up.

			She asks one of them to come to the front and tell the story.

			Then she also gives them a band-aid for their elbow.

			By now the kids are confused, how can a band-aid help sneezing?

			The she asks if anyone has ever had a headache.

			Everyone holds their hands up.

			She asks them to come to the front of class and tell the story.

			Then she gives them a band-aid for their elbow.

			By now the kids are really confused, how does a band-aid help a headache?

			Eventually she explains to the children that a band-aid isn’t right in all cases.

			Everyone’s got a different problem so they all need a different solution, not everyone needs the same thing.

			Aimee says this works with the class because it’s simple and obvious, everyone can see it makes sense.

			And it helps during lessons because one of the children might have diabetes, and they might need a sugary sweet occasionally.

			If she gives them one, and one of the other children says: “Why can’t I have a sweet?” Aimee can remind them by just saying: “Remember the band-aid?”

			And the child remembers that not everyone needs the same thing.

			It works when one of her children, with autism, needs noise-cancelling headphones and another child wants headphones too, she can just say “band-aid” and they remember.

			Or when one of her children with ADHD needs a fidget spinner, and another child wants a fidget spinner, too.

			Aimee, or one of the children, will just say “band-aid” and everyone immediately remembers that it isn’t unfair that one person gets something different.

			Fair doesn’t mean everyone gets the same, fair means everyone gets what they need.

			Aimee really understands communication: make it simple, make it catchy, make it fun.

			Make it something they can easily understand and want to remember.

			In our terms, make it a message people want to repeat long after the ad is finished.

			Instead of something so boring they forget it before the packshot’s faded.

			If it doesn’t live outside of the media we’ve paid for, it’s wasted money.

			Going viral shouldn’t be something special, it should be the standard requirement.

			Our message should live in the mind of the consumer, not die on the screen.

			Whether we personally like the communication or not is irrelevant.

			Whether the communication works with the target market is everything.

		

	
		
			WHEN THE ANSWER ASKS THE QUESTION

			Jorge Odon owned a garage in Buenos Aires.

			In 2006, one of his mechanics was demonstrating a trick he’d seen on YouTube.

			How to extract a cork that was rolling around inside an empty wine bottle.

			The other mechanics tried shaking the bottle, spearing the cork, nothing worked.

			So he showed them how it was done: twist a plastic bag until it’s long and thin, then thread it into the neck of the bottle and blow into the bag so that, as it inflates, it traps the cork against the glass side.

			Then slowly pull the bag out, the bag holds the cork and the cork pops out.

			For a mechanic like Jorge, this was counter-intuitive, it shouldn’t work but it did.

			It had to be useful for something more than a party trick.

			And it stayed with him, nagging at him, what could it be used for?

			Until one night he sat up in bed and he thought of women giving birth.

			At the time Jorge didn’t know the exact numbers, but he knew there was a problem.

			The numbers actually are: 13.7 million women a year suffer birth complications.

			5.6 million babies are stillborn, or die soon after – 260,000 women die in childbirth.

			In the developed world, for an obstructed labour, the safe answer is a caesarean section.

			But in most of the world the only resort is forceps or a suction cup.

			Forceps are large, rounded pincers, unchanged for four hundred years.

			Wrongly used, they can result in a haemorrhage, crushed skull, or twisted spine.

			Jorge got a jar from the kitchen and his daughter’s doll and began to experiment.

			Eventually he developed a way to insert a polythene bag until it surrounded the baby’s head then gently pulled it out.

			(The baby didn’t need to breathe, it got oxygen via the umbilical cord.)

			A friend introduced him to an obstetrician, who was sceptical about listening to a car mechanic but arranged a meeting with the chief obstetrician at Buenos Aires hospital.

			He was also sceptical about listening to a car mechanic, but arranged for him to meet the head of the World Health Organisation, who was lecturing in Buenos Aires.

			Dr. Merialdi was sceptical about listening to a car mechanic, but agreed to ten minutes.

			Ten minutes became two hours, then he arranged research at Des Moines University.

			At the World Economic Forum in Davos, Becton Dickinson & Co invested $20 million in producing the design.

			Now it’s in development and Jorge has already witnessed it deliver 30 healthy babies.

			It will sell to the developing world for 25% of the price it sells for in the developed world.

			All because Jorge, a mechanic, came up with the solution before the problem.

			As Dr. Merialdi said: “An obstetrician would have tried to improve the forceps or the vacuum extractor, but obstructed labour needed a mechanic. And ten years ago this would not have been possible, without YouTube, he would not have seen the video.”

			Sometimes the answer comes before the question.

			John Webster’s office always had a wall full of great techniques that he knew he was going to use one day, and he always did.

			Charles Saatchi would say to creatives: “Don’t throw that away” when he rejected something, knowing it would be useful later.

			Ron Collins had a collection of postcards and books he knew he would use one day.

			At GGT, we had a bookcase full of video techniques waiting for anyone to use if they fitted an idea.

			We had a motto I learned from working with John Webster: “The best time to look for an idea is before you need it.”

			Or, as Helmut Krone said: “Sometimes you make the revolution, then you decide what it’s for.”

		

	
		
			YOU SNOOZE, YOU LOSE

			There are 3.24 million cashpoint machines (ATMs) in use worldwide.

			But the invention of the cashpoint is a typically British bodge story.

			It didn’t have teams of electronic engineers working in research and development labs.

			It had one eccentric Scotsman named John Shepherd-Barron.

			In the 1950s he wanted some cash out of the bank, but they shut at 3 pm in those days.

			So he couldn’t get his own money out of his own bank account.

			This annoyed him and, in his bath, a thought struck him, why not get machines to dispense cash the way machines dispensed chocolate bars?

			He worked on the idea and eventually persuaded Barclays bank.

			He used cheque-like paper tokens impregnated with radioactive Carbon-14 (it wasn’t dangerous, you’d have to eat 136,000 cheques to have any ill effects).

			Shepherd-Barron wanted a six-figure PIN, but his wife could only remember four numbers, which is why we have a four-figure PIN.

			He thought withdrawals should be limited to £10, which he felt was “Quite sufficient for a wild weekend.”

			In 1967 it was launched at Barclays’ Enfield branch, the first withdrawal was made by Reg Varney (who played a bus driver in the TV sitcom ‘On the Buses’.)

			Later, John Shepherd-Barron received an OBE for his invention.

			Which really infuriated another Scotsman, James Goodfellow, who says he was the real inventor of the ATM.

			A year before Shepherd-Barron unveiled his cashpoint machine, Goodfellow had officially patented his.

			The banks were worried that the unions were going to stop bank staff working Saturday mornings, which was the only time working people could access their cash.

			So Goodfellow had to get 2,000 ATMs available for one million bank customers.

			And Goodfellow’s version had the plastic card we use today, not a radioactive cheque.

			He was angry about not getting the credit because: “The race to get it on the street was not as important. Getting it right was the answer, not getting it first.”

			But, as we know, in the public’s mind that isn’t true.

			In Ries and Trout’s book, Positioning, they say it’s binary, the public divide any market into two: number one and everybody else.

			The public don’t study every single market in fine detail.

			That’s why everyone remembers Isaac Newton as the inventor of calculus, despite the fact that it’s Leibniz’s version we use today.

			That’s why everyone remembers Picasso as the inventor of Cubism, not Braque.

			That’s why everyone remembers Edison as the inventor of the lightbulb, not Joseph Swan.

			That’s why everyone remembers Marconi as the inventor of radio, not Nikola Tesla.

			That’s why everyone remembers Steve Jobs as the inventor of the computer mouse, the scroll-down menu, and desktop publishing.

			Despite the fact that he admits taking all those ideas from the Palo Alto Research Center.

			So, in our terms, Goodfellow got it exactly wrong.

			If he wanted the credit for inventing the ATM machine, the object was to stake a claim in the public’s consciousness.

			Differentiation is crucial, without that we’re just part of the mass.

			But differentiation will give us clarity and identity in one of the thousands of categories fighting for attention in their daily lives.

			Amanda Walsh used to tell me the retail mantra was: “One is wonderful. Two is tolerable. Three is threatened. Four is forgotten.”

		

	
		
			WHO SAYS I HAVE TO DO IT THAT WAY?

			After the floods last June, our wooden conservatory was rotted.

			It was two storeys tall with a lead roof that weighed about two tons.

			I asked a surveyor to have a look. He said it would all have to be replaced.

			I said: “All except the roof, there’s nothing wrong with the roof.”

			He said: “No, the roof as well. While you’re replacing all that two-storey wood framing there’s nothing to support the roof, and that’s at least two tons of lead.

			So instead of trying to prop it all up, it’d be better to pull the lot down and start again.”

			He said it would take at least three weeks and cost a fortune, with the entire back of the house being open all that time.

			And he quoted me a figure for the job that nearly made me fall over.

			As a recommendation is always the best way to go, I asked a friend.

			He said he knew a really good builder, so I asked them to give me a quote.

			The builder came and looked at the job and quoted half what the surveyor had.

			I asked him what he thought about taking the roof down.

			He said: “No, the roof’s in good nick, no need to touch that.”

			I asked about the whole back of the house being opened for three weeks.

			He said: “No it won’t. There are five
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