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Foreword

Writing about innovation is fraught with difficulty because what seems
simple and formulaic in theory is hard and disappointing in practice.
I have known Dave Richards over twenty years. I have observed close-hand
his outstanding command of the material. Both theoretical material and
more importantly the practicalities of innovation. His new book shows the
power of his perspective, brilliantly.
Part I links entrepreneurship with innovation. Part II identiﬁes the (classic)
seven sins of innovation, while Part III identiﬁes practical solutions to these
challenges for both large and small enterprises.

The Seven Sins of Innovation elevates the thinking on this crucial subject
to the highest level. It sets Dave’s book alongside the best writing on this
subject anywhere.

xi

Roger H.D. Lacey
Former chief strategy officer and senior vice president 3M

Preface

This book reﬂects my efforts to understand what determines enterprise
success, particularly in the realm of innovation and entrepreneurship.
Throughout my career, I’ve struggled to make sense of the successes and
failures I witnessed or participated in. I often felt I was at the cutting,
bleeding edge of innovation, at Bell-Northern Research (BNR), Nortel
Networks, and Oracle, as an adviser to various clients, and as a serial
entrepreneur. In spite of all the learning experiences – with the scars to
prove it – I could see myself and others repeating similar mistakes. We’d
go down familiar blind alleys, rocked by similar bumps along the road, and
slam into brick walls that all started to look and feel the same after a while.
In parallel with these experiences, I’ve been privileged to attend
seminars, courses, and talks by some of the greatest thinkers, strategists,
entrepreneurs, and business leaders of our times. Their words and writings
further shaped my thoughts on what enables effective, successful leaders,
strategies, and business models.
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My early professional focus was on understanding the concept of value.
Working in high technology, I could see that the prevalent approach to
innovation was what I termed “technology push.” Clever “solutions” seeking
problems and customers. Through the 1980s, my research on the value of
“datacom” applications, based on beneﬁts such as improved productivity,
time savings, and effectiveness, reﬂected a new approach to innovation,
complementing and balancing technology push. I authored Nortel’s ﬁrst
user-driven design speciﬁcation for a small digital phone system called
Norstar, which became one of the most proﬁtable and globally successful
telecom product lines in history. The core values that emerged from our
research, for the integration of applications and convergence of delivery
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mechanisms, became the central message in Nortel’s vision for an open
world, driving the proliferation of the global multimedia network we now
know as the Internet (see Tyson, 2014).
In the early 1990s, as Nortel’s bosses drove cultural change, embracing the
key themes of entrepreneurship, excellence, globalization, and leadership, I
was identiﬁed as a “high potential key resource” – someone with potential
to serve at the top of Nortel’s leadership structure. I was selected as one of
Nortel’s intrapreneurs, appointed business line manager (BLM) for Global
Public Networks Data. In theory, I had global P&L responsibility and
authority to run the business as my own, but in practice, Nortel had many
layers of bosses, with many tricks for disempowerment. Being incentivized
as a global GM and BLM for Data sounded grand, but as a business it was
a massive money loser. We lost about $100 every time we shipped a data
line card, my R&D budget exceeded global sales, and my business strategy
for accelerating data investment was adopted but not officially approved.
For a time, I received monthly admonishments from the executive office,
the very office in which my strategic business plan awaited approval,
threatening me with punitive action if I continued “noncompliant” R&D
and operational expenditures.
With my very capable team, I transformed the Data business into a
highly proﬁtable and strategically essential line of business, before going
on to various roles involving breaking into various key markets and
customers, delivering many billions of dollars in proﬁts and shareholder
value. But we also had some spectacular failures along the way, such
as alliances, joint ventures and acquisitions that failed to deliver, and
battleground markets such as China where we, and competitors, lost
a lot of blood and IP. Following Nortel, I enjoyed and learned from a
couple of my own startup ventures I fondly refer to as “dot.bomb”
learning experiences, before joining Oracle to champion its ThinkQuest
acquisition, which, for a time, was the ﬂagship social enterprise offering
of the Oracle Education Foundation.
Now living in the UK and working independently, I enjoy delivering
workshops, presentations (keynotes or talks), and some one-to-one
mentoring on the topics and ideas reﬂected in this book, helping leaders,
organizations, and teams develop entrepreneurial cultures, strategies,
plans of action, and high impact innovation results.
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Getting around to writing this book and getting it done both took much
longer than I expected. I’ve long intended to write a book, but until
Palgrave Macmillan approached me, and I signed a contract to produce
this speciﬁc one, writing was just an idea, on the back burner, prioritized
below “real” work. Had I known how difficult the writing process would
be, I might have declined. Although the writing ﬂowed, the challenge
was enormous. This isn’t a story, but rather an attempt to understand the
psychology that underlies the success or failure of entrepreneurs, efforts to
innovate, and business strategies.
The psychological determinants of success and failure include the
“human factors” you may expect – creativity, leadership, intelligence,
communications, motivations, attitudes, and expertise. However, you may
be surprised, as I have been, to come to understand how these and other
factors interact. The process of writing about these factors and trying to
describe how they interrelate has been a journey of learning and discovery.
The underlying model or framework was something I had a general notion
of from the beginning, but my understanding of it kept evolving as the
writing emerged. It was a bit like trying to solve a Rubik’s cube, which
in my view is a nasty invention. No sooner would I get one part of the
model in order, when I’d have to revise another part. The “problem” is that
the psychological determinants interact in complex ways within the model
and in reality, which the model is an effort to describe.
I’ve explicitly avoided writing an academic, theoretical text, instead
seeking to provide an engaging, practical guide and hopefully stimulating
personal insights into ways you can improve efforts to innovate and drive
success. Thus, the main challenge in writing this is to provide overarching
insights while staying “true” to the underlying model, which kept evolving
through the writing process.
Some further ideas that have guided my thoughts came from some sources
outside mainstream business or psychology:
the concept of vital human energy, for example Chi or Qi in Chinese
the notion of “ﬂow,” particularly in understanding sport and performance
psychology
the Ayurvedic concept of chakras, energy centers, that enable or block
energy ﬂow
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the idea that there are two sides to every coin, yin and yang, including
positive and negative aspects of just about everything, energies, energy
centers, and all things human
the human genome, DNA, and the double helix structure of chromosomes,
and the notions of an innovator’s DNA and organizational DNA
the latest thinking on left- and right-brain functionality and how they
may link
the idea that perception and reality are connected, that the human
mind exists in relationship to the reality it dreams, and the observed
reality exists in and through, and is affected by, the observer
the resulting fact that our mindset is a key determinant of success,
not because of any so-called “secret” law of attraction, but because
psychological factors are directly related to the central elements of
strategy, such that they either undermine or support the efforts of
leaders and organizations to survive or thrive.
All the foregoing sources, experiences, ideas, and inspirations have
combined in the form of a new model for entrepreneurial innovation,
which is all about bridging between “soft stuff” such as psychology and
culture and “hard stuff” such as strategy, performance, and bottom line
results. I hope you enjoy learning about these relationships or bridges, and
that you will derive speciﬁc insights that you can apply to beneﬁt yourself,
those you work with, organizations you engage with, and the world.
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