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With regard to errors in general, either falling under the
denomination of mental, typographical, or accidental,
we are conscious of being able to point out a greater
number than any critic whatever.

Encyclopaedia Britannica, 1771 edition
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FOREWORD

I have known Joe Touhill since we were college classmates in the class of
1960 at Rensselaer Polytechnic Institute. The characteristics that impressed
me most about Joe were his eagerness to take on a challenge, his common
sense, and his ability to size up an issue and then lay out a logical plan for
resolution. Most important, then and now, is his ability to follow through
to a conclusion. Joe and coauthors, Greg Touhill and Tom O’Riordan, have
produced a book that is focused on one of the most exciting and reward-
ing challenges of our time: commercialization of innovative technologies .
Economists pretty much agree that innovation on a commercially attrac-
tive basis is one of the key economic drivers of our capitalist system.
This means having an atmosphere that promotes innovation, with appro-
priate rewards and incentives flourishing freely. Our system is based on
the premise that incentives really do work!

Entrepreneurship is a popular and growing topic in the business world
today. There is a buzz about it. The topic is red hot and is a rapidly
emerging course of study on most technology and business school cam-
puses. You cannot pick up a business magazine without finding an article
on innovation. Furthermore, it is one of the key metrics that analysts look
at in rating an organization. How efficient organizations—research, busi-
ness, government, military and educational—are in utilizing resources to
develop innovation is a crucial question. The authors have educational
backgrounds in engineering and the sciences with subsequent business
training and experience. They have had genuine exposure and responsi-
bility in the world of development on a results-oriented and profitable
basis.
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Xiv FOREWORD

The book hammers on the concept of the innovation team and its
importance to a consistent and repetitive commercialization process. It
identifies the players, their characteristics, how to deal with their idiosyn-
crasies and what to expect as the commercialization process moves ahead.
The book brings all the touchy topics into play: compensation and incen-
tives as well as recognition, rewards, and celebration. The maestro
(entrepreneur) inevitably is leading an orchestra of highly strung tal-
ented individuals. Embarking on a development process without a realistic
understanding of these points is foolishness and costly.

The Wall Street Journal suggests that the overwhelming number of
innovative ideas since the end of World War II have been commercialized
by U.S. citizens. The book suggests that this is changing. Intuitively, we
know that creativity is not the sole province of the USA. Because of
improvements in global communications, we are seeing global teams put
together for the development of ideas. Much of this team building is to take
advantage of lower costs in different parts of the world. The innovation
team of the future will be looking for the best ideas no matter where
they come from. Global teams that we are beginning to see develop is a
perfect lead into the topic that this book features uniquely— the innovation
team—and understanding how important this concept is.

The book will not turn a poor idea into a profitable one. But it will
ensure that attentive readers get a good commonsense strategy in place
for identifying, funding, and developing truly good ideas. Of equal if not
greater importance, the book will lead you to set up a screening system
so that you can quickly identify ideas that do not fit into your strategy
and goal profile. If you come away from reading the book with only
one idea—the concept that early elimination of time-wasters is crucial
to success on a consistent basis—reading it will have been worthwhile.
Time really is precious, and things are moving at an ever-accelerating
pace. The book takes you through all the steps in sufficient and under-
standable detail for ease of implementation. It will help you to avoid
wasting time and bring discipline to the creative process. Although this
may seem like a contradiction in terms, what is business really, if not
the application of discipline? The tension between creativity and disci-
pline is discussed candidly. Healthy solutions can only come about with
awareness and knowledge. Good things do not happen by accident.

The book does not shy away from difficult questions such as “Can
entrepreneurship be taught”? Addressing difficult questions is a hallmark
of this book. Anyone who has been through the commercialization process
will recognize immediately that the authors have been there. There is
considerable benefit to be derived from their experience. The book is
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proactive about looking at things that did not go well. How else do we
learn if not from our mistakes?

The book is recommended for both students and practitioners (investors,
inventors, entrepreneurs, and managers). It will serve as a text for students
and as a comprehensive resource for practitioners: those trying to bring
innovative ideas to market on a commercially sound basis. The table of
contents will serve nicely to direct you to those parts of the process in
which you have the most interest.

ROBERT B. SHEH

Managing Partner
Alta Group, LLC
Redondo Beach, CA
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