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Why a book on ‘creativity’?
Ask any manager in the not-for-profit sector for a list of the skills needed for
success and you’ll probably get something that includes:

Strategic planning

Fundraising

Negotiation

Project management

Team building

Supervision and appraisal

Leadership

Communication

… and so on.

Absolutely – all of these are essential – but only if they are done well. And I
believe that a critical – and often ignored – element in the successful application
of the above skills is the ability to be creative. Creativity enables you to see
beyond the accepted, usual, normal ways of acting and behaving – in order to
find a better, more effective or quicker way of achieving the results you need.
Creativity will add an extra dimension to the fundamentals, in much the same
way that salt will improve the flavour of a meal. This book is the salt, that
hopefully can improve the ‘flavour’ of every other skill you possess!

But do we really need a book to help us? I’d say yes, and the reason is to be
found in three challenges faced by not-for-profits. These are ‘Growth’,
‘Standardisation’ and ‘Complexity’.

1. Growth 
In his excellent book Managing without Profit, Mike Hudson outlines five key
stages in the development of an organisation. These are ‘Birth’, ‘Youth’, ‘Adulthood’,
‘Maturity’ and ‘Decline’. In the Birth stage organisations tend to be dominated by
their founders who are entrepreneurial and ‘unwilling to be stopped by obstacles’.
The organisations have loose structures and tons of energy. As an organisation
moves from this first stage through subsequent parts of the life cycle, it becomes
increasingly professional, structured, stable and secure. It can also of course
become increasingly complacent, inflexible and less energetic. (1)
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By the time Maturity is reached, organisations sometimes find themselves
slipping into the doldrums. Sure, they may be stable, but they’re also a bit duller.
You will often find old hands looking back during this stage to the ‘glory days’.
‘Oh yes, we really shook them up back then.’ The culture of the organisation
becomes less ambitious, less motivational, less able to change. In her book,
Mapping the Mind, Rita Carter talks of the ‘fluid’ intelligence enjoyed by children
(which enables them to mop up experience and greedily learn new things) and
also of the ‘crystalline’ intelligence that develops as we get older. (2) This enables
us to do some things very well, but to adapt and change less easily. You cannot,
after all, teach an old dog new tricks. It would seem that the organisational
‘brain’ goes through much the same sort of development. It is this increasingly
entrenched inability to adapt that leads many organisations inexorably towards
Decline. This is characterised by increasing difficulty in securing funds for core
work, a difficulty in recruiting enough trustees, ever less effectiveness in meeting
the most urgent needs. It seems that a growth in stability and a decline in
creativity may be inexorably linked – and that in the lifetime of an organisation 
a critical tipping point is reached where ‘same thinking’ stops being good and
starts to be bad for the organisation.
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As they grow and develop agencies need to be equipped 
to deal with change. 

2. Standardisation 
The last couple of decades have seen a number of interesting trends including:

A move towards greater ‘professionalism’ from voluntary sector and
community bodies. 

The adoption of ‘best value’ quality standards by local authorities.

The widespread adoption of methodologies borrowed from the private sector,
especially in areas such as marketing, quality management and strategic
planning.

A raft of legislation that impacts on how not-for-profits do business, from
charity law, through employment law, to legislation on discrimination and
equal opportunities.

Whilst every one of these is to be welcomed in its own right, there is a downside
in terms of creativity. Together the above trends represent a standardisation of
the culture in which we work. General George S. Patton said ‘If everyone is
thinking alike, someone isn’t thinking’. If emerging voluntary bodies aspire to act
a bit more like the established ‘big siblings’ in the field, if local authorities
demand the adoption of established process and procedure in return for 

!
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a lucrative contract, if a funder as powerful and ubiquitous as the Community
Fund imposes its own template of quality standards on so many organisations up
and down the land, then it is inevitable that we begin to ‘think alike’. There is
little doubt that many charities would consider bending their culture to fit with
that of a social services department if it led to a valuable contract. An interesting
corollary question is ‘does this always represent the best way to help older
people, or children with cerebral palsy, or young offenders?’ What if we are all on
the same path and it’s not the best one? In October 2003 not-for-profit think
tank, Centris, published a report called ‘The Audit of U.K. Civil Society’. This
asserted that in ten years the voluntary sector had massively professionalised,
while grass roots participation had declined. Another possible implication of this
conclusion is that there is a sweeping trend of standardisation towards commonly
accepted models of professional practice running in parallel with a dearth of new
ideas emerging from below. 

I must stress, I’m not knocking any of the trends or developments listed above.
The world is undoubtedly a better place for them. Good work, great work gets
done within the framework. But we need to be aware of the flip side (everything
has a flip side) and act to improve further the way we do business. My point is
simply that every time an accepted way of doing things become ‘beyond
question’, it becomes harder to bring original thought or creative action to bear.

There is pressure to standardise. That means there is a risk that
we all make the same mistakes at the same time. Organisations
need the skills to ‘think differently’.

3. Complexity 
The more successful you are at meeting need and the better you become at
fundraising, the faster your organisation will grow. The faster it grows the more
complex it becomes. As the government looks more and more to voluntary sector
agencies to deliver its agenda, there is a danger that we will be forever running to
catch up with ever-more complex relationships, client needs, organisational
challenges and so on.

Organisations need a creative approach to handle 
increasing complexity.

The net result of these three key factors is that organisations now face conflicting
pressures – to be flexible and able to change, but also to develop systems and
structures. Many are also being asked to handle increasing degrees of complexity
with increasingly limited resources. Many of the presenting problems, to do with
‘strategic planning’ or ‘mission’ or ‘personnel’ or ‘ fundraising’ or ‘team building’,
I believe are caused by this intractable pressure.

!

!
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What this book will give you
The purpose of Create! is to build the capacity of individuals and work teams to
live in this difficult environment and to equip them with the skills that will help
them bring alternative, wider dimension thinking to solving the problems
described above (you can also use them to help you decide what colour to paint
the kitchen!). The book will use the CREATE model (see below) to help you:

think clearly about your problems; 

generate the maximum number of options;

think critically to select the best option;

develop a creativity culture in your team or organisation;

build your own creativity muscles.

Specifically, the CREATE model and the tools contained therein can be used to:

help fundraisers come up with new and interesting approaches to securing money;

help managers and leaders produce more ambitious, interesting and
achievable plans;

help facilitators work with groups to solve problems and resolve differences.

How to use this book
The CREATE model represents what I hope is a systematic and holistic programme.
I also want this book, however, to be a treasury of ideas to be dipped into whenever
fresh inspiration or a new approach to problem solving is needed. The many ideas,
tools and methods detailed throughout this book can be applied to a variety of
circumstances and situations.

A practical resource to solve problems
I’ve been helping people in the not-for-profit sector use creative thinking to solve
problems for a number of years now. Examples of the kind of concrete challenges
that have been solved by applying the tools in this book include:

The community law centre which needed to generate new income streams to
replace withdrawn local authority funding – and fast! 

The theatre development officer who needed to get long-term planning on the
agenda of a very hands-on but ‘short-view’-focused director.

The local authority officer who needed to offer the same level of support to
community organisations with fewer grants.

The drugs advice centre which needed to develop a more cohesive way of
working for its various departments.

the community centre manager who needed to find ways of dealing with the
fact that increased pressure to achieve outcomes, evaluate results and provide
detailed information to funding bodies was drawing too much staff time away
from the ‘real work’.

xi
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The foundation which wanted to re-examine its methodology for selecting
project applications and giving its money away.

A charity doing a wide range of work in Eastern Europe which wanted to 
re-examine its mission.

Throughout the book I’ve included many case studies to give you a flavour of how
the techniques we cover have been used in practice.

Ground rules
However you choose to use this resource, either reading it from cover to cover or dipping
in and out, there are some ground rules which will help you get the most from it.

These are:

1 Bringing originality to a familiar landscape will mean changing that landscape.
In the context of creative thinking change is good. But change is also often
recognised as being difficult. You might feel uncomfortable with some of the
exercises and goals I’ll set for you. That’s OK, this could just mean that they
are working! 

2 Some of the ideas in this book should strike you as implausible, ridiculous
perhaps even embarrassing. You should feel that I have missed my vocation by
spending time writing them down – perhaps you know of a village somewhere
nearby in need of an idiot. That also means that we are on the right track.

3 Creativity is no good without the attendant behaviour change. Your behaviour
will have to change before you’ll see any benefit from the various tools and
techniques. You can’t get something new out if you put the same old stuff in.

Sucking something to see is easier than long-term commitment – and that is all
I’m asking of you. There is no real risk in trying new ways of thinking. So try to
do so with an open mind – in the end you will only adopt the ideas that
represent your best options. It is said that the Dalai Lama was once asked by a
very deferential interviewer how we might go about changing the world for the
better. The interviewer expected an answer resonating with solemn and deep
wisdom. His Holiness simply said ‘you think about it for a bit, then try something
and see if it works’. Now therein is real wisdom!

The six key challenges
You will see as you go through the book that each section ends with a summary
and then I set you a challenge. Rising to these challenges will be the key to your
ability to improve your creativity and problem-solving skills. There is nothing to
worry about – just use the techniques I suggest and you will do it. 

xii
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What do we mean by ‘creativity’?
Top management thinker John Adair describes it as the ability to ‘open your mind
into wide focus to consider all possibilities’. That is, I believe, true – the expansive
wide-angle approach to a problem is very important – but I want to go a little further.
Consideration on its own is not enough because just thinking about something
doesn’t actually change anything. To make a difference we need to act on our new
way of thinking. For this reason, I like to think of creativity in the following terms: 

Changed thinking, leading to changed action.

Habit is the enemy of originality. If we always think along familiar tramlines, then
we’re not being creative. So clearly, we have to break our habitual ways of thinking
(and those of our peers) and find different ones. So far so good. But no amount of
different thinking is any good at all if we don’t act differently as a result. Creative
thinking has to lead to new ways of operating, behaving, cooperating and so on. 
If changed thinking leads to unchanged action, it’s a waste of time!

How important is creativity?
Creativity is helpful in our professional and personal lives because it allows us to
investigate fully all the options of a given situation, before choosing one as the
basis for action. A creative approach helps us not just find any solution, but,
because we have generated a menu of possibilities and a wide range of ideas, 
it helps us discover the best solution.

This book is about making the most of your gifts, maximising your potential 
and achieving excellence. Those not-for-profit professionals who can bring an
element of creativity to their work enjoy a very special advantage. Because they
are more likely to find the best solution, they are more likely to develop a
reputation for quality, excellence and action that gets effective results. They will,
over the course of a career, solve many more problems more satisfactorily and
thoroughly. They will be better at identifying root causes and addressing the heart
of a problem, rather than just attacking the symptom. In short, creative
professionals and the organisations they work for will be more successful.

The bad news
I believe that there are, however, three main barriers to creativity that prevent us exercising
the full power of our creative brain. These I refer to under the following headings:

Precision
Pattern
Position.

!
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Precision (getting it right)
For the best part of two and a half thousand years we have based our thinking in
the West on a mode of thinking that classifies, systematises and categorises. The
way we think short-circuits creative thinking by giving us ready made ‘answers’.
The Athenian philosopher Plato first proposed that reality was underpinned by an
absolute truth. Things were either ‘true’ or ‘untrue’; there was no middle ground
or room for interpretation. His student Aristotle (384–322 BC) built on this to
develop and use a principle of systematic logic that meticulously created
classifications and categories for fish, bird and mammal species. We live with the
conceptual legacy to this day. A chair has to be either precisely ‘a chair’, or ‘not a
chair’. But what if I pick it up and throw it onto the fire? Doesn’t it then become
firewood? What if I pick it up and throw it at you!? Then it becomes a missile,
surely? And what if an Anobium domesticum was to look at it? Well, to any self
respecting woodworm it would appear as ‘lunch’. 

Nevertheless much of our thinking today is still based on the premise that things
are either ‘true’ or ‘untrue’, ‘right’ or ‘wrong’. John Paul Sartre referred to what he
called ‘facticity’ – wherein ‘facts’ are confused with ‘truths’. But of course it is
possible to interpret facts in a number of ways. I could say I love sport – does
that mean I’m probably fit and healthy? Not necessarily, I might just like watching
sport. You might say that ‘it is cold today’. But if I’m an Inuit Indian I may think
that it is positively balmy! It is a fact that you think that it is cold – but there is no
absolute truth about the matter that relates to both of us. 

The right versus wrong approach to ‘the truth’ can be seen clearly in our
education system. From an early age children are taught that answers in class 
are either ‘right’ or ‘wrong’. The late Sir Peter Ustinov used to relate an occasion
when he was asked to sit an internal school exam. He was asked to name 
a Russian composer and answered Rimsky Korsakov. The ‘correct’ answer 
was, however, Tchiakovsky! He was upbraided in front of the whole school for
‘showing off’. (3)

I think many of us learn at an early age that if you put up your hand and you are
wrong, you risk censure, embarrassment, perhaps ridicule from your class mates.
It’s safer if you don’t know the answer to sit on your hands and let someone else
take the heat. Because we are taught this approach to thinking when we are
young, it stays with us into adulthood, where fear continues to kill a great deal of
creativity. When we have a problem with staff morale, disappearing income
streams or subtle changes in user need, we sometimes find that fear of getting it
‘wrong’ prevents us generating ideas, alternatives and options. And this doesn’t
just apply to professional problems. If we encounter growing debt, relationship
problems or worries about our children’s behaviour, the need for precision, the
desire to ‘get it right’ and the fear of ‘getting it wrong’ can prevent the generation
of creative solutions and approaches.

Fear of being wrong kills creativity.!
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To find the best solution, it helps to have the
ability to question assumptions, challenge the
rules and if necessary, break them.

What is the RIGHT answer? How many cubes
can you see?

Position 
Expressing facts as the one and only truth, and adopting the kind of positional
thinking that leads to this kind of expression, is sure to lead to misunderstanding,
contradiction, and confrontation. 

One is either a libertarian or an authoritarian; new labour or old labour; a feminist 
or a chauvinist. We buy in to ready-made packages of answers and don’t question the
assumptions behind them. You put two people in a room from the opposite sides of 
a spectrum on any issue and you are sure to get fireworks! We see the failure of
positional thinking everyday in the mother of parliaments. The government benches
take a position. The opposition (almost always) takes the opposite view. Then begins 
a frantic search to find facts to fit each position, or if there aren’t enough facts, to find
different ways of interpreting the few facts that do exist. It has always been this way. 
In 1897 Henry James was writing of the ‘fatal futility of fact’.

A need to justify our position
kills creativity.

Pattern 
So for much of the time we tend to see
things in black and white and argue for
our position whenever anyone disagrees.
Could it get much worse? You bet! And
that is because we are creatures of habit.
Habits determine how we eat, drive cars,
make decisions, communicate – in fact
almost everything we do is the result 
of a learned sequence of behaviours.
Once we have learned to act in a certain
way the architecture of our brain is
actually remodelled to reinforce repeat
behaviour. (4) So every time we decide
that something ‘just is’ and every time
we try to back this up with reasoned (?!)
argument, we become much more likely
to be just as judgemental and inflexible
tomorrow. In this way intransigent
behaviour patterns start to emerge.
These patterns help you to win
arguments, but prevent you being open
to the alternative point of view.

Habit is the antithesis 
of creativity.

!
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The answer is six. Or it could be seven. 
Or even 13. It depends how you look at it.

(If you thought you were looking down on the
figure from above, with the black panels
representing the top side of the cubes, you will
have seen seven. If however you thought you
were looking at the figure from below, with the
black panels representing the underside of the
cubes, you will have seen six. If you switched
quickly back and forth between each perspective,
you’ll have seen a total of thirteen.)



The good news 
Don’t get depressed yet! There is actually lots of good news. To begin with,
despite everything that has been said, we are all naturally creative. Evolution has
developed a fantastically powerful tool for creative problem solving – the human
brain. The genes that acted as the blueprint for your brain have been inherited
from hundreds of generations of ancestors. Every one of these ancestors was
creative enough to survive and prosper in a hostile world, long enough to pass on
the gene code to the next generation. The gene strains of those of our ancestors
who could not work out how to solve the rampaging wild animal problem, or the
fast-approaching drought issue, or the warlike neighbours’ challenge, simply died
out as the individuals in question were eaten, starved or clubbed to death before
they could pass on their low creativity gene codes. Natural selection means that
the ability to be creative has been distilled and focused within us all. We are all
incredibly creative. Every time you solve a problem at work, make a meal, write a
letter or advise a friend you are being creative. Creativity is not the sole preserve
of great artists and inventors, we all have it.

4
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Some barriers to creativity
Internal External

Fear: It’s risky to come up with ideas in a
‘right’ or ‘wrong’ culture.

A busy environment: One filled with
distractions, noise and interruptions.
We’ll see later how such an environment
can destroy creativity.

Belief: We sometimes think of the
‘creative ones’ as people who can paint or
play the piano, and that we, in comparison,
are not creative. But that’s just not true.
Every time you solve a crossword puzzle,
bake a cake or choose an imaginative gift
you are being creative. We just need to use
the creative parts of the brain more when
we are at work. And to do that we need to
believe that we are creative and give
ourselves permission to have ideas.

A sterile environment: Sometimes we
experience the same trips to work, attend
the same meetings, talk to the same
people and read the same papers (not to
mention eat the same food, visit the
same pubs, watch the same TV) week in
and week out. We like the routine. We get
comfortable. That feels good – but too
much routine can sap the ability to think
in new and different ways.

Self-criticism: Be honest – you know
that you are your own worst critic!

Criticism from others: It’s much easier
to say ‘that’ll never work’ than it is to say
‘let’s give it a try’. Many great ideas are
the subject of ‘infanticide’ – squashed
before they have a chance to mature 
and develop.



More good news 
And there is more! Sure, we may have developed bad habits which tend to work
against our natural creativity – but we can kick them. The ability to question, think
differently, produce lots of ideas from which to choose instead of assuming that the
current way is the only right way, to fly in the face of all of the training we have
received since childhood, is a skill which can be learned and practised. We do not
need to sit on our hands and wait for someone else to provide the answer, we can
proactively develop a greater ability to build on our natural gifts and be more creative.

The CREATE programme 
– a model for positive creative thinking
The CREATE programme has been developed by Mark Butcher Associates and is
based on six key stages. Each one of these stages lends its starting letter to the
acronym CREATE. The six stages are:

1 Confirm

If we are unclear as to the exact nature of the problem we are trying to fix,
there is always the risk of coming up with the wrong answer. You’ll find lots of
examples from the private and not-for-profit sectors, as well as from history, in
Step 1 of this book. You’ll also find a range of techniques for focusing on the
right problem and ignoring the ‘red herring’.

2 Risk

Thinking in creative ways necessarily means thinking differently from the rest. It
means being ahead of the pack, rather than running with it. There is a risk that
people will reject your thinking as too radical, or too threatening for them to accept.
More importantly, you have probably been trained to think in fairly safe ways, and
you may find yourself rejecting your own radical thinking. This book will ask you to
leave some of those comfortable, but limiting, behaviours behind. To succeed you
will have to lose your fear of failure and become a bit of an ideas daredevil! 

3 Expand

You’ll need to improve your ability to generate large numbers of ideas. This
section of the book will focus on techniques to expand the number of available
options, as you search for the best solution to personal and professional
problems. The techniques listed in Step 3 of this book are concerned with
‘divergent thinking’ – the opening out of your mind to encompass lots of
possibilities as referred to by John Adair. (5) Divergent thinking is about generating
lots of ideas. The key at this stage is to generate, generate, generate. In line with
that philosophy, I’ve tried to give you a range of techniques. You may like some
more than others. That’s fine. By definition not every idea is a brilliant one – but
as we shall soon see, you do need to have a lot of ideas before you can have a
brilliant one. Working on that principle, I’m going to give you lots to choose from. 

5
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Whether we need to be thinking clearly about the nature of the problem we are trying
to solve, coming up with lots of possible options or critically evaluating these, in order
to choose the best one, the CREATE programme offers a range of techniques from
both sides of the spectrum.

4. Analyse

Once the table is stacked with options, the next sensible step is to filter them, 
grade them, and focus down on the best ones. Ultimately, the ability to think in 
an analytical way will help us choose the best idea from all of those generated. 
This stage is known as ‘convergent thinking’. This is the ability to select the most
appropriate, effective and workable ideas to provide the best solution.

5 Think

Beyond the step-by-step approach contained in the Confirm, Risk, Expand and Analyse
stages, there is also much to be gained by working on the creative process like a muscle.
This section of the book will focus on building our personal capacity to think creatively.
Like any kind of fitness programme, it is something that needs to be maintained – or
we get out of condition. This section of this book is about working on and improving
our innate ability to think creatively. It’s about being in this business for the long haul. 

6 Encourage

There’s no point being the sharpest saw in the box if all of the other tools are blunt and
rusty. This last section will contain tips and techniques to create a corporate creativity
culture within your organisation, to help and encourage team members, colleagues 
and bosses to support the creativity process and become more creative themselves. 

How your mind works – the spectrum of thinking
Your brain has two separate hemispheres – one on the left and one on the right. It is
hard to identify exactly how a human brain works – after all it has no moving parts –
but nevertheless some techniques such as magnetic resonance imaging have led
neurologists to conclude that each hemisphere has distinct properties. The ‘left brain’ is
where logical, rational and sequential thought takes place and the ‘right brain’ is where
intuitive, emotional and associative processes are experienced. This book works on the
premise that there is a wide spectrum of appropriate responses to challenging problems
based on the different types of thinking that each hemisphere equips us for. Individuals
too heavily reliant on either ‘right-brain’ or ‘left-brain’ thinking will find it hard to
examine problems from a variety of angles and then act appropriately. It has been said 
that it is an ability to switch between these modes which marks out the truly creative.
This toolkit will help you to do just that by offering techniques (within the CREATE
programme) that support ‘hard’ systematic techniques based on the left brain’s ability 
to analyse and ‘soft’ approaches based on the right brain’s ability to be intuitive.

6
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Why ‘confirm’?
It goes without saying that if you are confused about the nature of the problem you
are trying to address, then you’re unlikely to come up with the best solution. You
might spent a lot of time privately thinking about the issue and discussing it with
colleagues, and you might come up with lots of ideas – but none of these will do
you any good unless you are focusing in the right area. This section is about asking
the right questions – before we even consider coming up with the right answer.

Section overview
In this section you will: 

discover why ‘problem’ begins with not one, but three Ps

look beyond presenting symptoms, to root causes

use ‘hard’ left-brain thinking and ‘soft’ right-brain thinking to identify and
record the real issues and challenges you face.

Record your problem
The starting point for this section is that you are not interested in these tools as
an academic pursuit, but that you have a real problem (or problems) which need
a solution or solutions. The tools in the CREATE programme which we are about
to look at will certainly work best if you have a clear picture of the problems to
which they are to be applied.

Banker John Pierpont Morgan once said that no problem can be solved until it is
reduced to a simple, specific and concrete form. Unless this is so we may find
ourselves trying to solve the wrong part of the problem, or even the wrong problem!

The first step in solving a problem is to think actively in order to identify it.

onfirm …
… your problem

CStep 1
C R E A T E



Exercise 1

Most of the problems we have to face at work fall into one of the three groups below:
The three Ps are People, Process and Practice. For example:

People Process Practice
Motivating others Setting up systems Raising money
Building relationships Consulting Finding premises
Changing minds Gathering information Managing projects

In the space below, write down a problem that you would like to have solved creatively.

A B

C D

8

Which is longer, the line A/B or the line C/D? Most people choose the former.
However, look closer and you will find that they are exactly the same length. Take
out a ruler and check if you don’t believe me! This is known as the Muller-Lyer
illusion, created by its originators in 1889.

1 Create!

Is this really the problem?
A problem well defined is half solved.  

John Dewey

Sometimes individuals and organisations fail to make progress because the
problem that they think they have is not really the problem at all – they are
‘barking up the wrong tree’.

At the end of the nineteenth century a group of German psychologists sought to
demonstrate how the brain could be tricked into misinterpreting data to arrive at
the wrong conclusion. Look at the two horizontal lines below:
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Confirm … your problem

A similar effect was achieved by Edward Titchener in the late 1800s. Which of the
two central circles do you think is larger in the figure below?

If you chose the one on the left, you’re wrong. Once again, they are exactly the
same size.

Although these examples relate specifically to visual perception, the mind is just as
vulnerable to misinterpretation when it comes to business or interpersonal issues. In
fact we constantly misinterpret situations, people and perceived problems. Sometimes
we have to ask, ‘is the problem as we perceive it the real problem?’, because if we
focus on the wrong problem, then no amount of creativity will benefit us!

Don’t assume
The human brain is great at making sense of reality quickly. The problem is (as the
example above illustrates) that it sometimes arrive at a conclusion before all of the
evidence is in. There are probably very sound evolutionary reasons for this (if you
hear a rustle in the undergrowth – you have to assume that it is a sabre toothed
tiger if you want to live long enough to pass on your genes!) – but in terms of
keeping an open mind, it might not be that helpful. It’s also true to say that we
learn from experience. So think about this for a moment …

we make our minds up quickly

we learn from experience.

So it follows that when we are faced with a new problem, we will draw on our past
experience and use this to decide on the nature of the new problem – even before
we’ve seen the whole picture. Once we’ve made up our mind in this way, any further
evidence is rendered less ‘relevant’ by the pattern we’ve established for our thinking.

Case study: It has been said that in the 1960s NASA spent 12 million dollars developing a pen
that could write in zero gravity – thus enabling astronauts to make notes in space (conventional
pens use gravity to draw the ink to the ball of the nib). A complex, innovative and expensive
technology was developed to pump ink, using compressed nitrogen, to the tip of the pen. When
it was unveiled, a representative from the Russian space agency rather spoiled the party by
asking ‘why don’t they just do what our cosmonauts do – and use a pencil’! (6) The NASA
engineers had assumed, based on their experience of writing, that an ink pen was required.
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Creativity and problem solving
Von Oech, Roger A Whack on the Side of the Head

(Thorsons 1990) 
A seminal book on creative thinking. 
An excellent introduction to the topic.

Higgins, James M. 101 Creative Problem Solving Techniques
(The New Management Publishing Company 1994)
A great and versatile toolkit.

Epstein, Dr Robert Creativity Games for Trainers (McGraw-Hill 1996)
Interesting and fun. Especially good for group work.

Koestler, Arthur The Act of Creation (Hutchison 1964)
For the serious student of creativity only!

Buzan, Tony The Power of Creative Intelligence (Thorsons 2001)
Buzan writes not just intelligently but entertainingly.

Buzan, Tony How to Mind Map (Thorsons 2002) 
A definitive description of this powerful tool 
by its originator.

McCoy, Charles Why Didn’t I Think of That? (Prentice Hall 2002) 
A perspective from the USA. Good on both left-
and right-brain methods.

Adair, John Decision Making and Problem Solving (CIPD 1997) 
An interesting book which places much emphasis
on left-brain, systematic methods for arriving at
the right decision.

de Bono, Edward Six Thinking Hats (APTT 1992) 
A splendid analysis of de Bono’s famous technique.

Foster, Timothy 101 Ways to Generate Great Ideas (Kogan Page 1991)
No-nonsense, practical guide. Short and sweet.

Hanks, Kurt and Parry, Jay Wake Up Your Creative Genius (Kauffman 1983) 
Funny, interesting, accessible – another good
introduction to the field.

Shore, Sidney X, Invent! (Crisp Publications 1999) 
Develops the useful idea of ‘constructive discontent’.
I liked it, but perhaps aimed more at the
entrepreneur, rather than not-for-profit professional.

Further reading



Hurt, Floyd Rousing Creativity (Crisp Publications 1999) 
Great if you need to facilitate a session. good 
on ‘idea generation techniques such as
brainstorming, nominal grouping, etc.

Gelatt, H.B. and C. Creative Decision Making (Crisp Publications 1991)
Helpful if you feel that you need to ‘believe yourself
creative’. Uses a principle called ‘positive
uncertainty’, which I liked.

Caviglioli, O.; Harris, I. Thinking Skills and ‘Eye’ Q – Visual Tools for
and Tindall, B. Raising Intelligence (Network Educational Press 2002)

Great for trainers, or workshop leaders. Fully
investigates the role of visual intelligence and 
the role of sight in developing creativity.

Great thinkers
Bragg, Melvin On Giants’ Shoulders (Hodder & Stoughton 1998) 

Koestler, Arthur The Sleepwalkers – a History of Man’s Changing
Vision of the Universe (Arkana Penguin 1989)

Business decision making
Keenan, Kate The Management Guide To Solving Problems

(Ravette 1996)

Various authors Harvard Business Review on Breakthrough Thinking
(Harvard Business School Publishing 1999)

Peters, Tom Liberation Management (Macmillan 1992)

Campbell, D.; Stonehouse, Business Strategy (Butterworth Heinemann 1999)
G. and Houson, B.

Buckingham, Marcus First, Break All the Rules (Simon and Schuster 1999)
and Coffman, Curt

The mind and brain
Russell, Peter The Brain Book (Routledge 1979)

Carter, Rita Mapping the Mind (Phoenix 2002)

Winston, Robert The Human Mind (Bantam Press 2003)
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Further reading



Creativity is the lifeblood of any organisation. And in the fast-moving climate of

today’s non-profit sector, it is the ingredient that can make the difference between

struggling with day-to-day demands and making dynamic, effective progress.

Using the CREATE programme you will be equipped to:

• identify problems clearly

• build your own creative muscle power

• generate the maximum number of options

• choose the best solution

• develop a creativity culture in your organisation.

Whether you’re looking for innovative fundraising schemes, fresh thinking 

to develop ambitious strategic plans or inspiration to solve problems and 

resolve differences, this toolkit will open up new perspectives to help you 

achieve your goals.
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