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For those seeking to drive 

innovation, inertia is not an option. 
Waiting to be swept up in a wake of 

economic fervour is wishful thinking 

at best. Those old enough to recall 

having been through numerous 
business cycles, are best advised this 

time to get back on their bike and to 

pedal fast and hard.    
 

Indeed, sage advice for all who are 

in commerce is to:    

 

THINK YOUNG    

In so doing, risk becomes 

tolerable, the fear of failure more 

distant and the lust for action 

more urgent. Ah, the virtues of 

the young....    

 

CREATE YOUR OWN    

Age, experience, training, 

expertise and a good dose of 

20/20 hindsight are not infallible 

ingredients for tellingly accurate 

forecasts and projections.    

 

Einstein readily accepted that we 

do not live and operate in the 

linear world. Even time bends, 

and, now confirmed; it comes 

(and goes) in waves.    

 

Profound, but true, the best way 

to predict the future is to create 

your own.    

 

In itself, that statement recognises 

that the future is a relative, if not 

personal, reality rather than an all-

embracing absolute.    

Therefore, my future may well be 

better, or lesser, than yours. Both 

are consequences of choice. No 

single future will be shared.    

 

NON-NEGOTIABLE    

Driving and harnessing innovation, 

and breaking free from the 

prevailing “headwinds”, such as 

limited marketplace, are non-

negotiable imperatives.    

 

Recognising, analysing, respecting 

and, possibly, deploying one or 

more of four key motivators that 

drive innovation are essential 

initial steps. These are:    

 

Curiosity, Fear, Wealth Creation 

and a Desire for Significance.    

 

CURIOSITY    

What if? A wonderful, fluid state 

of mind that encourages and 

enables one to explore, discover, 

enjoy and develop.    

 

Moreover, “what if” thinking is 

challenging, restless and keen to 

experience more. Status quo is 

simply not acceptable, unless 

questioned. Acceptance and 

accepting slow the rate of 

progress and innovation.    

 

Such a framework and template 

reduces, if not minimises, the 

scope for external disruptive 

innovation and entrepreneurism.    

 

Curiosity need not imply or apply 

value judgement. It is simply an 

energising free-wheeling driving 

force, which can be infectious and 

compelling.  

 

Moreover, curiosity, its values and 

consequences, are consistent with 

the ideals of on-going, lifetime 

learning.    

 

Now that is competitive, led from 

the front.    

 

No project, day, week, month, 

year, or life should be concluded 

without each person addressing, 

reflecting the laudable question:  

 

FEAR    

In many ways the drive of fear is 

innate. It is a key component of 

both “flight” and “fight”.    

 

Necessarily, it must be marshalled, 

channelled to the positive and 

respected for all its 

characteristics, positive and 

negative.  

 

Self-included obsolescence is 

symptomatic of the presence of 

fear. Inertia, and retention of the 

status quo allows for competitors, 

substitutes, interlopers (often 

disruptive entrepreneurs) to gain, 

sustain and develop a presence 

and competitive advantage.    

 

Few, if any, know their 

deficiencies and inadequacies 

better than self. Therefore, 

accountability and transparency 

are the justifiable realms of self.  

Barry Urquhart 

The Innovator Within 

 

“Moreover, “what if” thinking is 
challenging, restless and keen to 

experience more. Status quo is simply 
not acceptable, unless questioned. 

Acceptance and accepting slow the 
rate of progress and innovation.” 
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For some, fear is a constraining or 

restraining factor, centred on 

considerations of failure.  

 

An objective, forensic review of 

what one most fears - above 

failure - can be and often is, 

therapeutic and burden-shedding. 

Failure is no big deal, and is not 

permanent.    

 

Most innovators, Thomas Edison 

included, perceived and accepted 

progress, not failure.    

 

CREATE WEALTH    

Wealth, like profits, is a measure, 

not a goal in itself.    

 

It is best when it is shared, - 

widely.    

 

Wealth creation is fundamentality 

good because it has 

consequences. The degree to 

which those cascade through 

societies and nations is 

determined by the philosophies, 

decision and actions of individuals 

and small groups.    

 

Wealth, when complemented 

with generosity is a powerful 

force for the good.    

 

Imagine how much “poorer” the 

world would be, had the creator 

of the world-wide web decided 

not to freely share his innovation.    

 

The philanthropic pursuits of Bill 

and Melinda Gates, Warren 

Buffet, “Twiggy” Forrest and 

countless others are generating 

wealth, health and happiness.    

 

Perhaps aspiring innovators need 

to be educated and nurtured on 

the true measures of wealth.  

  

DESIRE FOR 

SIGNIFICANCE  

The fourth and final of the key 

motivators underscores the fact 

that they are not, and need not 

be, mutually exclusive.  

 

The mortality of human 

innovators is irrefutable. Their 

legacies and significance can be 

eternal.  

 

To make a difference, for the 

betterment of all, is both 

significant and virtuous. Abraham 

Maslow would label it, self-

actualisation.  

 

Actually, there could be few, if any 

more fulfilling sentiments and 

realisations.    

 

HARNESS THE DRIVE    

Innovative thoughts and actions 

often falter on the steps of the 

temple of success.    

 

Good intentions alone are not 

enough to drive to, and through 

goals.    

 

Incentives have a long, recurring 

record of contributing to the 

attainment of stretch-objectives – 

innovations if you will.  

 

A reach-back in history will unveil 

countless case-studies of 

incentives, however modest, being 

key ingredients in innovation.  

 

For example, Napoleon needed, 

sought and incentivised a means 

for the storing of food for his 

intended long march to Moscow. 

Two hundred years later we still 

enjoy the benefits of a then 

significant innovation, the canning 

of food. Vive La France!  

 

Incentives are best when the 

rewards are monetarised, time 

constraints are applied, 

developmental budgets are capped 

and operational parameters are 

determined.  

  

Ironically, many contributors are 

more driven by the significance of 

the innovation than by the 

quantum of the reward.  
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Important Notice 
© Copyright 2016, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 

  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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