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N
o matter which new media emerge 

and which old media fade away, 

one factor remains crucial: the power 

of applied creativity to move the 

market in your favor.

The essential truth is that people don’t make purchase decisions 
based solely or even predominately on logic. Research demonstrates 
that if an idea doesn’t have emotional signifi cance, it’s simply forgotten. 
Thus, in any given market – be it for customers or employees – the 
imperative is to own a proprietary emotion. Ultimately, success isn’t a 
function of repetition and reach, but of resonance. 

The book Juicing the Orange: 
How to Turn Creativity Into A 
Powerful Business Advantage 
(Harvard Business School Press, 2006) 
by Pat Fallon and Fred Senn tells you 
how to leverage that insight. The premise 
is deceptively simple: creativity can be 
a powerful tool for driving competitive 
advantage. But, like any big idea, the proof 
is in the execution. The authors identify 
seven principles as key to “making creativity 

actionable and accountable for changing consumer behavior:”

• Always start from scratch.

•  Demand a ruthlessly simple defi nition of the 

business problem.

• Discover a proprietary emotion.

•  Focus on the size of the idea, not the size of the budget.

• Seek out strategic risks.

• Collaborate or perish.

• Listen hard to your customers (then listen some more).

What makes this book a must-read is the insight into a range 
of brand challenges across multiple industries. The table of contents 
reads like a list of critical business issues, including commoditization, 
brand management, choosing the best media for the message and 
rethinking customer engagement.

In the fi nal chapter, Lessons Learned, the authors emphasize the 
critical importance of honoring an organization’s culture and values 
– even if it means walking away from a marquis account or fi ring a 
lucrative but abusive client.

RELATED READS & LINKS:
How Customers Think: Essential Insights into the Mind of the Market (2003)
Juicing the Orange: http://www.juicingtheorange.com 
Organizational DNA for Strategic Innovation (2005): http://cmr.berkeley.edu/
accenture_award.html (pdf download)
The Infl uentials: One American in Ten Tells the Other Nine How to Vote, 
Where to Eat & What to Buy (2003)
The Tipping Point: How Little Things Can Make A Big Difference (2000)

THE LONG TAIL: Why the 
Future of Business is Selling Less 
of More by Chris Anderson (Hyperion) 
Originally published as an essay, Wired Editor 
in Chief Chris Anderson’s The Long Tail is 
the least engaging “most important business 
book” I’ve tried to read. That’s not to say 
that it lacks relevance. However, it’s best as a 
deconstruct of e-commerce and an exploration 
of the broader commercial and cultural 

implications that collaborative culture technology has enabled.
The premise of “The Long Tail” is that technology and 

operational effi ciencies have unlocked the commercial potential 
of niche markets (the long tail) of the demand curve. Anderson 
proposes that in the aggregate, the value of niche markets may 
exceed that of the mass market or “short head” of the demand 
curve. To quote venture capitalist Kevin Laws, “The biggest money 
is in the smallest sales.”

Anderson’s position is that in the new marketplace, the old economic 
rules no longer apply. To illustrate, he offers the following comparative 
e-commerce statistics: 90% of e-commerce products generate 25% 
of revenues and 33% of profi ts. The two imperatives of a Long Tail 
business are:

 • Make everything available. 
 • Help me fi nd it.

In brief, Anderson’s argument is that providing consumers with 
more choices and fi ltering options not only expands existing markets, 
but creates new markets. 

RELATED LINKS:
The Long Tail blog: 
“A public diary on the way to a book:” http://longtail.typepad.com/.
To listen to a podcast of The Long Tail, visit www.bookexpocast.com. 
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