
Index

15rule 175, 283
3M company 175, 230, 283
360 degree multi-platform 

content creation 236–238

above-the-line activities 237
abruption (Manning) 95
absorbed attention 

(Czikszentmihalyi) 106
The Act of Creation (Koestler) 

104, 105, 109
Adorno, Theodor 148–50
advertising

briefs 190–1, 251–2
commons 140
creative suffocation 19–20, 

168, 188–9
ghost ads 206, 228
Hungary 250
magazine content 147
Mexico 210
organizational experiments 

191–2
performance measurement 

18
slogans 149–50

advocacy, caring patrons 287
aesthetic experience (Dewey) 

126, 127–8
aesthetics, commercial 189
After Many Years (Griffi th) 

227
all-or-nothing concept 129–30
alpha state 242
Amabile, Teresa M.

see also extrinsic 
motivation; intrinsic 
motivation

children study 222
commissions study 62
creativity defi nition 23, 50

differentness of creative 
people 13

freedom of process 252–3
How to Kill Creativity 172, 

222, 226, 247–8
Maze metaphor 242–6, 

256–8, 263–4, 273–88
psychoanalytic approach 

38–9
social–personality approach 

46
The Three Component 

Model of Creativity 
216–25

ambition 72
Apollonian spirit 160–5
Apple 266
Applied Imagination (Osborn) 

35, 51, 109, 110, 114
apprenticeship 217, 219, 256–

8, 277
Aquavit restaurant 98
Arctic Monkeys 7, 8
Arden, Paul 48
Argentina 206, 207
arousal see cortical arousal
artifi cial deadlines 260
arts-based training 180
The Art of Thought (Wallas) 

108
associative preferences 104
Athens 201–3
attention 56, 104, 106, 214

see also cortical arousal; 
daydreaming

Attribute Listing (Crawford) 
111

autonomy 233, 251–4, 268–9

back catalogue management 
184–5

Bagnall, Jim 111
Bandrowski, Jim F. 111
barbel recipe 112
Barron, Frank 67, 115
Basquiat, Jean-Michel 281
BBC 8, 184–7, 229–30, 

234–40
BBDO Inc. 35
The Beatles 204
Behavioural Law 57–8
behavioural theories 82, 84
Belles Epoques 97, 98, 101, 

195, 199–201
below-the-line activities 237
Bentley Museum (Crewe) 220
Berners-Lee, Tim 8
bias, media 169
biological aspects 53–66
bi-sociations (Koestler) 96–8
Boden, Margaret 100–1
Boeing 25, 28
bonus payments 269, 278
boredom 71
brain 53–66, 69, 75, 84, 214, 

242
brainstorming 35–6, 59–61, 

115–16
Brazil 206, 207
Bremer, Paul 123
Brent, David 60, 165
briefs 190–1, 251–3, 260, 

268–9
Briggs, Katherine Cook 68
British Air Force 25
Bullmore, Jeremy 181, 198
Bulwer-Lytton, Edward 

George 78, 79
buyers 20–1

Calvin, William H. 89, 244
Canary Wharf, London 205

CO
PYRIG

HTED
 M

ATERIA
L



298   I N D E X

Cannes Advertising Festival 
173, 206, 207, 228

caring 254–5, 259–63, 273–88
see also good project 

management; patronage
cartoons 28–31
celebrity, curse of 129
cellars (Maze metaphor) 

263–4
centres of creative excellence 

201–3
Chagall, Marc 281
Challenger space shuttle 158
chance 78, 101, 105, 106, 114
Channel 4 185
character traits see personality
Charter of Fundamental 

Rights (EU) 146
chess games 105, 106
children 16, 90, 222, 246–7
Chile 211
cities 197–214, 273–6
Cities in Civilization (Hall) 

199, 200
clustering strategy (Davis and 

Scase) 185–6, 194–5, 
205, 230–1, 232–3

see also commercial 
bureaucracies

cognitive approach 45–6, 65
Cold War 109
Coleridge, Samuel Taylor 44, 

63, 91
collaboration 23–34
collectors 280
Collins, M.A. 38–9
commercial bureaucracies 

(Davis and Scase) 187–8, 
194, 232, 238, 239

commercial magazine copy 
147

commercial model 182, 183
commissioned work 62, 280
commoditization of creativity 

13–14, 21–2
the commons 139–41
communications partners 237
competition 267, 269–70
compulsive behaviour 80–1, 

82, 98–9
computers 86, 99–100, 101, 

155–8
see also Internet

concierge role 271, 272, 288
Conference on Creativity 

(Ohio State University) 
126

confl uence approach 
(Sternberg) 46

conscientiousness, lack of 71, 
76, 125

consciousness 89–90
see also unconscious mind

conservatism 123
constraint effects 248–9, 251
control systems 151–66
convergent thinking 90, 91
copyrights 131–2, 137–41, 

144–6, 251
Copy Test, J. Walter 

Thompson 47
corporate buildings 140
cortical arousal 56–61, 63, 64, 

69, 75
Cosimo de Medici 241, 264, 

275, 278
cost-cutting, BBC 235
CPS see creative problem 

solving
craft 21–2, 80, 215–16, 219, 

221, 226–7
Crawford’s Attribute Listing 

111
creative cities 197–214, 

273–6
creative class (Florida) 207–8
The Creative Economy 

(Howkins) 131, 132, 182
Creative Education 

Foundation 36
creative equality myth 13–16, 

18
Creative Industries Task Force 

134, 135
Creative Knowledge company 

179
creative problem solving 

(CPS) 36, 43, 50, 51, 114
The Creative Process 

(Ghiselin) 103, 107
Creative Skills (Amabile) 

216–19, 226–7
see also talent

Creativity in Context 
(Amabile) 172

Creativity Index (Florida) 198

Creativity and Knowledge: 
A Challenge to Theories 
(Weisberg) 48

creativity types (Boden) 100, 
101

criticism, negative 261
Crumb, Robert 103
cultural aspects 133–4, 144–6, 

197–214, 273–6
Czikszentmihalyi, Mihaly 

106

darkness and light 34, 37–8, 
39

Darwin, Charles 82, 84, 89
David (Donatello) 264, 275
David (Michaelangelo) 

268–9
Davis, Howard 21, 175–6, 

182, 184, 185, 187, 194, 
232

Dawkins, Richard 84
daydreaming 36–7, 45, 54–6, 

91, 245
de Bono, Edward 46, 90, 92, 

101
defocused attention 

(Martindale) 56, 104, 214
degeneration theory 53–4
demarcation strategy 183–4, 

191–5
see also segregation
BBC 234–40
examples 229–31
healthy tensions 221
The Idea Hotel 270–2
urban planning 205–6

de Mestral, George 78
demographics 197–214, 

273–6
deskilling 21, 22, 194–5
de Toqueville, Alexis 35
developing nations 145
Dewey, John 126, 127–8
Dialectic of Enlightenment 

(Adorno) 149
Diamond, Jared 88
Dickens, Charles 177
Dick, Philip K. 6
dictatorships 122, 170
differentness of creative 

people 13–16, 18, 
160–5



I N D E X    299

directed creativity (Plsek) 
116

‘Dirt is good’ adverts 
(Unilever) 96

discontinuities 228
discount buying 20–1
disinterest, organizational 

254–5
Disney, Walter Elias 28–31
disruption (Dru) 95, 96
divergent thinkers 90–2
diversity 199, 202
domain skills 42, 217–19
Donald, Merlin 88
Donatello 241, 264, 267, 275
Donkin, Richard 24
dot.coms 194–6
Drucker, Peter 16
drugs 63, 91
Dru, Jean-Marie 95, 96
Dusenberry, Phil 215
Dylan, Bob 170
Dionysian spirit 160–5
Dyson, James 80, 124

economics 131–50, 201, 202, 
264–5

The Economist 167–8, 169
Edison, Thomas 23–4, 27
education, children 246–7
Einstein, Albert 50, 139, 263
electroencephalography (EEG) 

56, 242
Eloi 160
email 155–7
Emin, Tracy 124
encouragement 262

see also caring; patronage
Enigma Code 265
Enron 159, 165
entertainment industry 5–8, 

96, 121, 131, 135, 
167–9

BBC 8, 184–7, 229–30, 
234–40

EPCOT Center 29, 31, 32–4
Europe 39, 109, 133, 146
Evans, Debby 43, 247
evolutionary psychology 82–

4, 87
evolutionary variation 91
Exits from the Maze 243–6, 

256–9, 261, 263, 286

Exley, Margaret 24
experience (Arden) 48
Experimental Studies of 

Creativity 44
Expertise (Amabile) 216, 

226–7
extrinsic motivation (Amabile) 

128, 172, 173, 223–6
see also instrumental results 

(Tumin)
Dewey/Tumin/Amabile 

127–8
Maze metaphor 244–5
practical implications 172, 

173
three component model 

223–6
Eysenck, Hans 54, 74–5, 76

Fabian Society 108
Facebook 213
fair use concept 146
family patronage 281
fantasy-orientated people 71
fear/stress 57–61, 63, 64, 69, 

75, 251
Feist, Gregory J. 69–73, 75
feudal systems 188
FFM see Five Factor Model
fi lms 5–6, 8, 96, 121, 135
Fiorina, Carley 198
Five Factor Model (FFM) 74
Flexi-Think! Programme 43
Florence, Italy 201–3, 275, 

276
Florida, Richard 17, 132, 197, 

199, 202, 204, 207–8
Flow, the Psychology of 

Optimal Experience 
(Czikszentmihalyi) 106

football players 11
Fordism 16, 17
Forer effect 73–4
Fraser, Jill Andresky 152
freedom of process 251–3, 

260, 268–9
free enterprise 123–4
freelance individuals 231
free market effi ciency 137
free space/ownership 137–48
Freud, Sigmund 37–9, 45
The Future of Ideas (Lessig) 

138

games-playing 223–4
Gardner, Howard 218
gay people 197, 214, 276
Geldof, Bob 170
genius 79, 85, 95–102
geographical aspects 197–214
Ghiselin, Brewster 103
ghost ads 206, 228
Gleick, James 79
global discount buying 20–1
global homogeneity 4–5
goals 251–3
Godel, Escher, Bach 

(Hofstadter) 102
gods and gurus 113
Golden Ages 199–201
good project management 

172–3, 254–5, 259–63
Google 7, 8, 9, 40
Greek mythology 160–5
Griffi th, D.W. 227
Gross, Robert 28
groupthink (Janis) 158–9
guardians of the Maze 

273–88
Guildford, J.P. 126
Guilford, P. 14, 43
gurus 113, 156

Hale, John R. 275
Hall, Peter 199–201, 274
Harrier jump-jets 25
Harry Potter (Rowling) 135, 

136
Hartmann, John 273
The Heart Aroused  .  .  .  

(Whyte) 163
Heller, Robert 61
Helmoltz, Herman von 107, 

114
Henry Ford Museum 23
Hertzberg, Fredrick 130
The Hidden Persuaders 

(Packard) 150
Hirschberg, Jerry 50
Hitler, Adolf 109
Hofstadter, Douglas 102
hostility 72, 75, 260
How Brains Think (Calvin) 

89
Howkins, John 131, 132, 182
How the Mind Works (Pinker) 

82



300   I N D E X

How to Kill Creativity 
(Amabile, Harvard 
Business Review) 172, 
222, 226, 247–8

Hull, Clark 57–8
Hungary 250
Hunt, John W. 151
hygiene factors (Hertzberg) 

130

iconic works 220
id 38, 39
The Idea Hotel 253–4, 270–2, 

278, 288
ideas

assessment 288
commercial bureaucracies 

196
free interchange 137–48
large organizations 8–9
problem 174
selection 244
world shortage 3–9

Ideo 266
illumination (Helmholtz) 107, 

110, 115, 243, 244
imagination 51, 71, 116
Imagineers 29–30
impulsivity 71
inane reverie 54, 56

see also daydreaming
incentives 61, 267–9
incidence, creativity 65, 69
incorporation strategy 184–5, 

188, 193
incubation (Helmholtz) 107, 

110, 115
indeterminacy 233–4

see also unpredictability
infomercials 147
information technology 86, 

99–100, 101, 155–8
see also Internet

inhibitory brain centres 53
innovation 13, 174–5, 177
inspiration 50–1, 243
installations, Mexican 210
instrumental results (Tumin) 

123, 127–30
see also extrinsic 

motivation
integrated communications 

agencies 22

intellectual property rights 
131–2, 137–41, 144–6, 
251

intelligence 40–3, 49, 85–6, 
93

inter-domain connections 219
Internet 138–9

commons 169
dot.coms 194–6
Google 7, 8, 9, 40
music downloads 7
virtual communities 213

intrinsic motivation 
(Amabile)

see also aesthetic 
experience

commissions study 62
defi nition 80
Dewey/Tumin/Amabile 127
Maze metaphor 244–5
practical implications 172, 

173
three component model 

223–6
introversion 75–6
invisible work concept 152–3, 

157
IQ tests 41, 42, 43, 49, 75, 93
Iraq war 7, 9, 123, 159, 162
isolation 63–4
It’s Not How Good You Are, 

It’s How Good You Want 
To Be (Arden) 48

ITV re-runs 168–9
It Was Twenty Years Ago 

Today (Taylor) 204

James, William 84, 87
Janis, Irving 158–9
Jefferson, Thomas 137–8
Jesus Christ 53, 54
Jewish people 123, 281
Jobs, Steve 32
Johansson, Frans 97, 202
Johns, Jasper 121
Johnson & Johnson 151
Johnson, Clarence L. (‘Kelly’) 

26–8, 283
Joint Strike Fighter 25–7
Jung, Carl 34, 45, 68
juxtaposition of ideas 96–8
J. Walter Thompson 4–5, 47, 

95, 110, 111, 270–2

Keirsey, David West 69
Kelly see Johnson, 

Clarence L.
knowledge-based industries 

152–3, 159
Koberg, Don 111
Koestler, Arthur 104–5, 122, 

127, 182
Kris, Ernst 55, 56
Kubla Khan (Coleridge) 44, 

63, 91

large organizations 117–30
see also individual 

organizations
control mechanisms 151–66
ideas assassination 24
ideas generation 8–9
innovation 13
toxic workplaces 154–5

lateral thinking 90–2
Latin America 206–7, 211
leadership succession 32
left-handedness 83, 92–4
left/right US politics 122–4
Lennon, John 77
Lessig, Lawrence 138, 139, 

141, 142
libraries (Maze metaphor) 

263–4
license fee model 182, 183
location 197–214, 273–6, 

277
Lockheed-Martin 25–7, 28
Lombroso, Cesare 54
London 6, 201–3
‘lone wolf’ (Maslow) 11, 13, 

24, 120
Lulu Belle 26
Lumsden, Charles L. 85, 87–8

McCarthyism 120
McPherson, Isaac 137
mad scientists 124, 125
magazines 147, 169
Managing Creativity (Davis & 

Scase) 187
Manhattan Project 283
Manning, Burt 95
Marcus, Carmen 133, 135
market situation 125, 136
Marlboro cigarettes 32, 33
Martindale, Colin 75, 93–4



I N D E X    301

Maslow, Abraham H. 11, 13, 
14, 24, 119

mass production 16–17, 159, 
230, 234

mathematics profi ciency 40–1
Maze metaphor 241–6, 256–8, 

263–4, 273–88
MBTI see Myers–Briggs test
measurement 17–18, 44–5, 

47, 48, 49
Mechanism of the Mind (De 

Bono) 243
media bias 169
medical discoveries 142–3
The Medici Effect (Johansson) 

97, 98, 101
Medicis 97, 98, 101, 195
Meisels, Samuel J. 58
Menand, Louis 35
Menlo Park Laboratory 23, 27
Merck, George 151–2
methods, stepwise 107–12
Mexico 208–13
Michaelangelo 148, 251–2, 

268–9, 275
migrants, global 201, 202
Minnesota Multiphasic 

Personality Index 
(MMPI) 67–8, 74

mission-critical situations 
265–6

mission statements 151–2
Monet, Claude 179
money 131–50, 201, 202, 

264–5
Morel, Daniel 53
Morlocks 160
Morphological Analysis 

(Zwicky) 112
Motivating People (Heller) 

61
motivation

aesthetic experience 
(Dewey) 126, 127–8

extrinsic (Amabile) 127–8, 
172–3, 223–6, 244–5

goals 251–3
incentives 61, 267–9
instrumental results 

(Tumin) 123, 127–30
intrinsic (Amabile) 62, 79–

80, 127, 172–3, 233–6, 
244–5

knowledge-based industries 
152–3

psychoanalytic approach 
38–9

The Motivation to Work 
(Hertzberg) 130

multiple attunements 
(Koestler) 104

Munroe, Mike 179
Murdoch, Rupert 136, 144
Murray, Peter & Linda 275
music 6–8, 131
Myers–Briggs test (MBTI) 

67–8, 69, 74
Myers, Isabel Briggs 68
MySpace 144, 213
myths, creativity 182

NASA 28, 158, 265
national cultures 145
National Houseware Products 

261
naturally inventive people 53–

4, 67–76, 78, 176
nature/nurture debate 84
Ndebele designs 215–16, 219, 

225
negative criticism 261
network organizations 205, 

231, 232–3
new combinations 95–8
The News Corporation 136
newspapers, bias 169
Nickerson, Raymond S. 43, 

107
Nietzsche, Friedrich 50–1
noise pollution 58–9, 64, 130
non-commissioned artwork 62
nonconformity 72, 77–94, 233
non-creative companies 173
nonrivalrous resources 141–4
Nordau, Max 54
norm-doubting trait 72
Ntshalintshali, Bonnie 80

obsessiveness 80–1, 98–9
ontogeny recapitulates 

phylogeny 213
open-mindedness 71, 74, 75, 

222
open-plan offi ces 58–9, 130
oppressive ideologies 122, 

170

organizational disinterest 
254–5

organizational models 
182–4

organizations see large 
organizations

originality shortage 3–9
Osborn, Alex 35–9, 46, 51, 

59, 109, 110, 114, 115, 
119

Osborn–Parnes model see 
creative problem 
solving

Osgood, Charles 58
Our Mutual Friend (Dickens) 

177

Packard, Vance 150, 190
Paglia, Camille 160, 207
Palaeolithic era 14, 87, 88
Pareto, Vilfredo 160
Parnes, Sidney J. 77–8, 105, 

114, 126
patents 131–2, 137–41, 144, 

146
patronage 27, 99, 201, 210, 

264
characteristics of patrons 

282
commissioning distinction 

280
creative cities 274
historical demise 278–80
new design for 283–8
science 125
Tchaikovsky 280–1

Paxman, Jeremy 239
Pearl Harbor 158
performance measurement 

tools 16–18
Perkins, David 115–16
persecution of artists 124–5
personal computers 155–8
personality

caring patrons 283–8
creatives 11–22, 46, 53–4, 

67–76, 78, 176
Five Factor Model 74
tests 67–8, 69, 74
theory 69–70, 75

Pfeiffer, John 88
Picasso, Pablo 170
pinball games 105, 106, 115



302   I N D E X

Pinker, Steven 82, 84–5
place matters 197–214
playgrounds (Maze metaphor) 

263–4
playing games 223–4
Plsek, Paul 115, 116
Plucker, J.A. 49
Podsnap, Mr. (Dickens) 177, 

178
poetry writing 224–5
policy makers 143
politics 121–4, 170, 171, 

249
ponytails (creatives) 168, 169, 

171
Popular Mechanics 26, 27
population sizes 275–6
Post-It notes 175
prehistory 87, 88
primary process thought 55, 

56, 104
problem-solving 42–5, 48, 50, 

245
Procter & Gamble 173–4, 190
procurement managers 20, 21
producers, BBC 236
productivity 16–18, 159, 230, 

234
progress concept 176–7
Psychic Creation Model 

(Barron) 115
psychology 37–9, 45, 49, 50, 

67–76, 84
Psychometric Approaches to 

the Study of Human 
Creativity (Plucker & 
Renzulli) 49

psychosis 54, 56, 64, 68–9, 
90, 91

public competitions 270
public funding 134, 239
public order 204–5
public spaces 140
purpose of creativity 119, 

176
see also motivation

quality 12, 136
quota systems 186

R&D 193–4
Raise the Bar (Mike Vance) 

29

Rajan, Raghuram 141
rat studies 57–8
rebelliousness of creative 

people 15–16
recognition 262, 263
redundancy principal 99, 235, 

238
re-grouping, creatives 192
religion 113, 212, 250
relocation of businesses 198
Renaissance (Hale) 275
rentiers/speculators (Pareto) 

160
Renzulli, J.S. 49
reputations 124–5, 129, 230–1
research and development 

(R&D) 193–4
resources 141–4, 261, 264–5
rewards 262, 267–8
right-handedness 83, 93–4
right/left brain hemispheres 

64, 83, 93–4
right/left US politics 122–4
rights 146

see also intellectual 
property rights

The Rise of the Creative Class 
(Florida) 197, 199, 207

rivalrous/nonrivalrous 
resources 141–4

roles, management 184–5, 
188

Rossman, Joseph 108, 109, 
110

Rowling, J.K. 135, 187
Royal Academy of Arts, 

London 179
Runco, M.A. 44

Saarinen, Eero 122
Saatchi, Charles 280
Sakamoto, Shawn Okuda 44
Samuelsson, Marcus 97–8
saturation (Helmholtz) 107
SCAMPER 90
Scase, Richard 21, 175–6, 

182, 184–5, 187, 194, 
232

scientifi c management 16, 17
scientists’ reputations 124, 

125
SCPF, Barcelona 253
Sculley, John 164

secondary process thought 55, 
56

second generation managers 
32, 152, 165

Second World War 109
security of employment 164
segregation strategy 186–7, 

193
self-consummating aesthetic 

experience (Dewey) 126, 
127–8

see also intrinsic motivation 
(Amabile)

The Selfi sh Gene (Dawkins) 
84

sensitivity to noise 64, 130
September 11, 2001 3, 4, 8, 39
serendipity 101
service aspects 193, 194
Seven-Step Model for 

Creative Thinking 
(Osborn) 109

sexuality 38
Simonton, Dean Keith 68
The Simpsons 40
Singapore 203, 205
Skilling, Jeffrey 165
Skinner, B.F. 45, 57
Skunk Works 26, 27, 28, 283
Skype 7, 8, 185
slogans 149–50
small groups 23–34
The Smartest Guys in the 

Room (Skilling) 165
Smith, Adam 137
Snoid Comics 103
social–personality approach 

46, 53–4, 70–4
software 100, 189
Sorrel, Sir Martin 191
A Source Book for creative 

Thinking (Parnes) 126–7
South Africa 202, 215–16
Spanish Civil War 122
speculators/rentiers (Pareto) 

160
Stalin, Joseph 17
state subsidy model 182, 183
Steiner, George 82
Stein, Morris I. 114
step-by-step guides 107–12
Sternberg, Robert J. 45–6, 52, 

107



I N D E X    303

Stockholm 203, 205
storytelling 5–6
stress levels/arousal 57–61, 

63, 64, 69, 75, 251
subconscious see unconscious 

mind
sub-contractor model 185, 

186, 188
subterfuge, advertising 150, 

190
Suhler, Veronis 167
suits (business people) 168, 

169, 171, 184
Super-Creative Core (Florida) 

207–8
superstition 113
Surrealists 221

talent 11–12, 18, 81–2
Task Motivation (Amabile) 

216, 217, 223, 226–7, 
229

Taylor, Derek 204
Taylor, Frederick Winslow 

16–18, 21, 102
Tchaikovsky, Pyotr Ilyich 

280–1
team making 12
A Technique for Producing 

Ideas (Young) 110–11
terrors, unconscious mind 

37–8
theme parks 29, 31–3
thinking experiments 224–5, 

226
thinking modes 43, 55, 56, 

89–92, 104
Think out of the Box (Mike 

Vance) 28, 29
Thomas, Allen 47
Thompson, Mark 235, 236, 

238
The Three Component Model 

of Creativity (Amabile) 
216–26

tight briefs 251–3, 260, 268–9
time-and-motion studies 16
time pressure 264–6
toast description for aliens 

47–8
Toqueville, Alexis de 35
Torrance, E. 14
toxic workplaces 154–5
traits, creative 53–4, 67–76, 

78, 176
trance state 242
Tumin, Melvin 126, 127–9
two kinds of people 13–16, 

18, 160–5

UK Creative Industries Task 
Force 134, 135

unconscious mind 36–8, 50, 
109, 115–16, 214

uncreative people 56–7, 75
unfactories 288
unfriendliness 72, 74, 260
uniformity, urban 203, 204, 

205
Unilever 190
Union Carbide 30
uniqueness of creative people 

13–16, 18, 160–5
United States 25, 120–1, 

212–13
The Universal Traveler 

(Koberg & Bagnall) 111
unpredictability 99, 101, 105, 

106, 242
see also chance

UN World Commission on 
Culture and Development 
146

urban culture 197–214, 273–6

values 152, 277
Vance, Mike 28, 29
Vanosmael, Prosper 36
Vasari, Giorgio 241
Velcro 40, 77–8

Venturelli, Shalini 131, 143–4, 
146

verifi cation (Helmholtz) 108
virtual see Internet
Visionizing process 77–8
von Helmholtz, Herman 107, 

114
von Meck, Nadezhda 

Fillaretovna 280–1

Wallace, Belle 43
Wallas, Graham 108, 109, 

110
The Wealth of Nations (Smith) 

137
wealthy upper class 201
weirdness 72, 77–94, 233
Weisberg, R.W. 48
Wells, H.G. 160
West End, fi lms 6
white-collar sweatshops 152, 

159
white noise 58–9
Whyte, David 163, 164
Wiener, Norbert 94
Wilson, E.O. 88, 218–19
workplace 67–8, 153, 154–5, 

164
workshops 180
Work Simplifi cation Model 

112
World Commission on Culture 

and Development (UN) 
146

world shortage of ideas 3–9
writing 135, 224–5

Young, James Webb 96, 110–
11, 160

YouTube 7, 8

Zwicky 112

Compiled by Indexing 
Specialists (UK) Ltd




