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PART I

IT Innovation After a Recession: 

Where Do We Go from Here?

by Gabriele Piccoli 

Introduction

In this section, we focus on a topic that is dear to my heart and to that of many

IT professionals I know: innovation in IT departments. This topic is dear to me

because, as one who received his PhD in information systems in the late 1990s

Ñ a Òchild of the dot-com era,Ó if you will Ñ I grew up during a time when, to

put it in the words of Jay Walker, the founder of Priceline.com: ÒIT moved from

back-of-the-house liability to center stage competitive weapon, the greatest

time in history to be an IT professional.Ó1 As a wide-eyed doctoral student, I

loved the excitement every morning would bring: What new intriguing (and

often wacky) applications of IT will we hear about today? What new business

models were organizations cooking up to use new technology and networks 

to create economic value?

There is no doubt that my love for the study of strategic information systems

was crystallized in that time. What was exciting to me was the fact that IS

professionals, with their understanding of both the technology and business,

were called upon to envision creative uses of the technology to create and

appropriate value for their organization. 

Of course, as with all truly fun things, the dot-com era had to come to an end

(a crash-and-burn end as it were). Every cloud has a silver lining, though, and

the end of the dot-com era, accompanied by a recession that forced IT

departments to severely tighten their belts, brought some degree of much

needed financial and strategic discipline. There were too many cases of

Òthe emperor has no clothesÓ syndrome as Marc Andreessen, cofounder of

Netscape, pointed out, and, frankly, too much greed pervaded the tail end of

the dot-com era.  

But in a clear example of the swinging pendulum in action, an important

message was lost in the Òwe finally sobered upÓ mentality: as IT becomes

increasingly pervasive, the potential for technology to make a strong impact on

1From Jay Walker’s keynote address “Opportunities in the New Economy” at HITEC 2000
(20-22 June 2000; Dallas, Texas, USA).


