
 

 

“Lay an Egg and Make Chicken Soup" was launched in Dec/2018, Placed #1 New Release, has 
received top notch five stars reviews, and has ranked among the "Top Ten Best Sellers" in the VC 
category.  

The book is a practical guide for the many moving parts and potential blind spots in 
commercializing new products and services. It covers dozens of frequently overlooked 
innovation vulnerabilities, and propose mitigations, thus a must have guide for any business 
person and executive. The book will also explain why it’s a good idea to continuously renew a 
business in order to stay afloat. 
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Advance Praise for Lay an Egg and Make Chicken Soup 

 

Thoughtful. Clear. Concise. Based on his personal experience, Arie Brish creates an 
easy-to-use new cartography on how innovation should be viewed in all organizations 
regardless of the industry. He tackles the fundamentals of innovation and breaks it 
down so the reader can understand the concept; its key issues, interrelationships, and 
interdependencies; and its impact on business—[all] illustrated through many examples 
and key takeaways in each chapter. If you are a leader or want to be one, this is an 
important read, regardless of the stage of your business. If you want to deliver lasting 
results in an organization, get and read this relevant book.  
—Dr. Elizabeth Danon-Leva, Change Management Strategies, Culture 
Communications Consultant, U.S. 

 
The Title and the content are so interesting! Full of insights. I like the book. 
—Eng. Alex Dumas, CEO, L.I.G Energy, and former Member of Parliament, 
Rwanda 

 

A shrewd perspective on why some products thrive and others inevitably never leave 
the egg. Great examples that illustrate how some companies were able to thrive while 
others inevitably [became] obsolete. One of the lines that meant a lot to me was “Don’t 
try to be better; be different.” That basically summed up the core value of any amazing 
product.  
—Colin Duffy, high school student, and founder & CEO of Coral View, U.S. 

 

Great work and approach for innovators as product managers, executives, or 
entrepreneurs. The flow makes sense and the wrap-up section gives a diverse set of 
insights that need to be considered. Innovative leaders hear many opinions on how to 
proceed yet insights are rare. Lay an Egg and Make Chicken Soup is a diamond mine of 
insights for successful innovation. 
—Michael Heflin, COO, Sprout Tiny Homes, U.S. 

 

 



 

 
 
Comprehensive and enjoyable view of the whole innovation process, with a huge 
number of real-life examples. Very good, reads well.  
—Bill Matthews, Chairman, BBC Pension Trust Limited, U.K. 
 
Short and concise, very easy to read. It is almost like a textbook; [the] linking between 
chapters is a nice touch. Actual business cases from many different industries [are] very 
useful.  
—Bunsaku Nagai, Country Manager, Technoprobe, Japan  

 
I really enjoyed reading the book. It was fun, and that says everything. It was as if we  
were sitting together and discussing it. The direct, easy style is captivating and makes  
the reader want to continue going forward.  
—Dr. Gershon Yaniv, CEO, DisperSol Technologies, LLC, U.S. 
 
 
 

  



 

Jim Pawlak, Biz Books syndicated book reviews. Feb 22, 2019 

 

“Lay an Egg and Make Chicken Soup – The Holistic Innovation Process from Concept 
to Market Expansion” by Arie Brish (self-published, $27.54).  “If it ain’t broke, don’t fix it” 
approach to running a business needs to be replaced by ‘What’s next and how do we 
get there?”  If you’re not thinking that way, rest assured competitors are.  Once they’ve 
introduced ‘new’, you’ll be at least a step-behind and it will be difficult to maintain your 
customer base. 

To stay ahead, an innovation mindset must become part of the organization’s DNA from 
top to bottom.  Why?  Senior management doesn’t have a monopoly on great ideas.  
People in the trenches offer insights that management doesn’t have.   

How do you engage employees in ideation?  Brish leans on the brain-writing and brain-
walking techniques of Bryan Mattimore, which unlike brainstorming, ensures the 
involvement of every person on a diverse team. 

Both start with a creative challenge that’s based upon input from employees, customers, 
other stakeholders, what’s happening in other industries, etc.  In brain writing, each 
team member has a clean sheet of paper to list an idea ‘egg’.  The papers are passed 
sequentially to others to build on the idea until it returns to the initiator.  The team goes 
through the ideas to see which ‘eggs’ hold the most promise.  In brain walking, blank 
sheets of flip-chart paper taped to walls are used. 

The critical question: “Which egg will produce the best chicken?”  Brish’s three rules for 
selection: 1. It fills a market need and identifies the total market.  2. ROI must be 
considered in making choices.  3. The devil is in the details (e.g. barriers to entry, 
resource availability, scalability, customer aversion to change, customer support plan, 
etc.). 

Takeaway: Brish’s case studies show how small and large companies practice ideation 
innovation. 
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Introduction: Innovation, New Products, and Success 

 

 

Innovation is the lifeblood of any business. Any business must innovate continuously if it 
doesn’t want to become a follower. 

Toyota realized the value of innovation and created a system of innovation that 
produces 1 million new ideas per year! That is two new ideas per minute. (Matthew E. 
May’s In Pursuit of Elegance: Why the Best Ideas Have Something Missing offers 
insights into that system based on his having been a close adviser to Toyota for nearly 
a decade.) The innovation process, from idea conception to market expansion, is a 
multidisciplinary holistic one. Most executives are familiar with a few of the aspects, 
which they were exposed to during their earlier career, but very few C-suite leaders 
have hands-on experience with all the disciplines. 

That reality became my motivation for writing this book. The main purpose of Lay an 
Egg and Make Chicken Soup is to introduce the multifaceted new products or services 
process to those executives who need a broader look at business innovation and how 
all the moving parts are supposed to work together. The people that will benefit the 
most from this book are founders of start-ups, CEOs, general managers, CFOs, venture 
capitalists, corporate directors, product managers, and new business owners.  

This book will also be valuable to any executive who deals with new products, even if 
his or her focus is only on one aspect of the process, because you will become a better 
team player by familiarizing yourself with your colleagues’ responsibilities and 
challenges. 

A successful new product has multiple ingredients that must be mixed together 
strategically. Leaving out any one ingredient may spoil the whole dish. Those 
ingredients include sparking a vision, getting it funded, having it designed, managing the 
operation, developing the synergistic ecosystem, marketing it, selling it, and supporting 
the customers to keep them happy so they will spread the word among their friends and 
colleagues. Start all over ASAP, of course, to keep the competition from catching up 
with you. 

 



 

 

 

This book provides you with a glimpse of all the disciplines involved in the new products 
process. Although I’ve concentrated on devoting one chapter per topic, these disciplines 
are interrelated. So you’ll see some repetition of ideas and nuances: for example, a 
discussion of e-commerce in chapter 7 in the context of business models and again in 
chapter 13 in the context of sales channels. I intentionally analyze the same topic 
(financial planning, risks) from different angles as well as show the links between 
different departments and disciplinary perspectives.  

I have been blessed to work in multiple industries. One important lesson I learned by 
doing so is that there is a great deal of experience one industry can learn from another. 
“Business as usual” in one industry might be a radical out-of-the-box concept in another. 
In Lay an Egg and Make Chicken Soup I have tried to cover many industries to expose 
the reader to different ways of doing things in different vertical segments. Some of the 
verticals covered in this book are: technology, automotive, cyber security, 
communication, mobile phones, chemicals, fashion, entertainment, gaming, 
construction, transportation, food, sex, jewelry, health, energy, sports, alcohol, gangs, 
banking, insurance, airlines, aircraft, religion, tattoos, and—last but not least—poultry 
farming. Some more, some less. 

The case studies are likewise geographically diverse, and in some examples I 
underscore the difference between corporate innovation and innovation at a start-up. 
When the differences between the two are significant, I address both separately. 

Many of the case studies are intentionally old. But I’ve included a few modern case 
studies too, of course, to strike a balance between the remote past and the most recent 
past (i.e., the present). My motivation for illustrating my points with the old examples is 
twofold: First, in the business world especially, you have to have some time perspective 
to see the whole impact of a certain strategy. The full historical impact of a new product 
or service introduction is revealed only after significant time has passed. Second, my 
target readers are “first timers” to higher levels of leadership, and they may not be 
familiar with these tried-and-true examples and their long-term impact. 

A second group of real-life examples comes from interviewing industry executives. And 
a third group of case studies are from my own experience. 

 

 



 

 

Read on, then, for lots more information on innovation and the cultivation of new 
product ideas in the following chapters. I want you to experience the same adrenaline 
rush of walking into an unknown territory in your day job that I enjoy and thrive on in 
mine. 

P.S. One of the boards I serve on stumbled one day on the “chicken and egg” dilemma 
cliché (for the gazillionth time in my career, I might add).  

I jumped in without thinking and told the CEO, “Let’s lay the egg and worry about selling 
the chicken later.” 

After that board meeting, I said to myself, “That could be a good title for a book.” And so 
it was that what you’re holding in your hand took root in my head. 

 

 

  



 

 

Media appearances link:  www.cxo360.net/media 

 

      

      

 



 

 

 

 

 

  



 

 

 

About the Author 

 

Arie Brish spent more than thirty years contributing to global innovations in diverse 
industries in a variety of executive roles, including general manager and CEO, as well 
as board of director and advisory roles. He has participated in different aspects of the 
development of hundreds of new products, learning from successes and mistakes. As 
he puts it, “I get bored quickly, and during the twenty years I worked for Motorola they 
were kind enough to let me move around the company every few years to serve multiple 
business units, with different applications, various technologies, and an eclectic 
customer base all over the world. I am very grateful for those opportunities.”  

Brish started his career in 1978 as an R&D engineer for National Semiconductors, 
designing the first 32-bit microprocessors in the industry. The product was superior 
relative to other competitors at the time. Eventually, however, he says, “Intel and 
Motorola surpassed us because they did a better job in all the other disciplines that 
must support a new product success, such as manufacturing, marketing, sales, quality 
control, to name a few. This is exactly the motto of this book: “It takes more than a good 
idea to make a commercially successful product.” 

Mr. Brish currently serves his global clients as a groundbreaker in growth strategies, 
commercialization of new paradigms, change leadership, and turnaround. 

 

 


