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            A note on the Coat of Arms

         

         The North Star on the upper left-hand corner of the shield symbolizes the importance of guidance and progress on one’s life journey. It carries archetypal power and a deep meaning that transcends culture, ethnicity, religion and geographical location.

         The compass refers to one’s current orientation. One who is fully aware of their whereabouts at any given point in time is in a position to map the route, make the necessary decisions and set the path destined for a better place.

         The pocket watch reminds us how time forms part of a grand equation and how little time we have to make a real difference. The symbol of the timepiece emphasizes the knowledge that withstands the test of time.xii

         The ship’s wheel represents the vital role of becoming a leader and taking control. It stands for self-leadership, the drive to lead in thought, in an organization and in one’s own field or market.

         In its entirety, the shield protects that which is worth preserving. It gives balance to the concentrated power of each of the key symbols with which it has been mindfully adorned. If the symbols collectively communicate positive progress, the shield then communicates protection and preservation – all is connected, operating as one.
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            A Word On The Extended Edition

         

         If anything, the past five years were a validation of the soundness not just of Purpose as transformative force, but of the thoroughness of the principles and frameworks described in this book. Hence, we would like to thank everyone who has read the first edition of The Guiding Purpose Strategy, A Navigational Code for Brand Growth as well as the many professionals out there who are actively using the Guiding Purpose Strategy Framework in their daily work to help guide clients, businesses, brands and people towards successful futures. And we extend of course a very warm welcome to anyone who comes across this book for the first time.

         It is important to iterate that GPS was never intended to be a 101-business book and if anything, this extended edition is an amplification of this: it has been enriched and broadened in numerous dimensions. New chapters and contributions from thought-leaders across cultures, spheres of business, academia and practitioners alike help to demonstrate just how important clarity of Purpose is in our times and how transformational its effects can be. In our humble view, the inclusion of key contributors adds a richness and depth of perspectives that we hope will be enlightening and inspirational to you.

         This extended edition of GPS explores the relationship between Purpose and growth more closely on a cultural and economic level. Purpose and profit for instance are no opposites. Rather, the continued convergence of the two can help companies build long-term growth and sustainable ways to create competitive advantage. We put our view forward that the world needs to see more industries and organizations genuinely adopt Purpose-driven leadership as part of their long-term thinking. It is for the good of companies, brands xivand their people. And whilst Purpose transformation needs to remain first and foremost an economic model for companies to build their future on, it is also an indispensable way of thinking, contributing to the well-being of our planet and the generations to come.

         We invite you to see this extended edition of the GPS in the way the Canadian media effects analyst Dr Marshall McLuhan saw extensions of media. Language does for intelligence what the wheel does for the feet. In other words, language extends intelligence: “A good reader, a highly literate person, tends to be a good executive.” A book, as he correctly discovered, is an extension of the eye.

         Enjoy this extended edition of The Guiding Purpose Strategy!
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3
            Welcome

         

         
            “Truth is the beginning of every good to the gods, and of every good to man.”

            
                

            

            Plato 

Father of Western Philosophy

         

         The very fact that you are reading these lines may indicate that you are one of the select few intent on making change happen. We cannot define your reasoning, but we can confidently say that we will provide you with an all-Purpose tool to master your journey towards change. Think of it as a Swiss Army Knife of some sort – beautiful, simple, effective and easy to use. Once you learn how to use it, you will find it convenient to carry with you wherever you go. But beware: it is not a toy and it will require a little time and patience to learn how to craft with it.

         We believe that the coming era will be one of radical transparency. For businesses, brands and their leaders, the implications are powerful, albeit not exactly obvious. So, what is it going to take to create thriving value propositions, products, and services, and indeed to anchor ourselves in this new post-positioning period of total connectedness?4

         As societies mature, economic development accelerates, and competitive pressure continues to increase, our individual and collective craving for orientation is on the rise. A statistical analysis of text content over the last two centuries supports this notion. Google Books Ngram Viewer analyzes the vast content of millions of books and outputs a graph that represents and contrasts the use of a particular term throughout time.

         
            Google Ngram on Leadership and Strategy 

            [image: ]

         

         Note the steep climb of ‘Strategy’ entering into our vocabulary. Strategy intertwined with leadership takes us to a desired future. For example, achieving a personal objective or reaching targets in business. However, we claim that neither will be enough to master the future successfully. We see Purpose as the North Star providing guidance and direction. We are not suggesting that Leadership or Strategy will become less important, but rather that these critical areas will need to be boosted by adding meaning to whatever you do in order to become or stay successful in the future.

         A meaningful brand driven by a higher Purpose drives profits. Purposeful brands outperform the stock market by 133%; gain 46% more share of wallet and achieve marketing results that are double those of lower rated brands.1 But real Purpose goes beyond profit and certainly beyond ‘Corporate Social Responsibility’ and all the fancy reports that brush over the underlying, 5often systemic issues. Business models properly centered on Purpose build beneficial relationships with external stakeholders and drive culture from within. A sense of real Purpose has numerous positive effects. Perhaps most importantly, it has a major impact on job satisfaction.2

         The Guiding Purpose Strategy is in many ways a reflection of our society. In writing this book, it was certainly invaluable to put it up against a new industrial context where the convergence of attitudes and consumption behavior among younger generations can be seen through a different lens. The Guiding Purpose Strategy – in short GPS – is an instrument to discover Purpose, the main ingredient needed to create and sustain a meaningful brand, a business or indeed a life. It provides a transferable methodology that promises to increase returns and improve results, both literally and intrinsically.

         Building on many years of experience in working with some of the most inspiring brands in the world, from consumer products, to government institutions, to charities and tech startups, we demonstrate how the application of the GPS Framework can help create value systems that lead to prosperity at both an organizational and an individual level. We pay particular attention to the luxury sector, an industry in which passion and Purpose-driven brands have stood the test of time.

         For the underpinning explorations of this book to be fruitful, we thought it best to remain open to serendipitous possibilities. One never knows from whom or from where the next big thing might come. So instead of limiting ourselves to the ‘business’ or ‘social science’ shelves, we also looked in unexpected places. We spoke with younger and older generations, leaders, entrepreneurs, brand experts and many others. Our research had to go beyond the heap of traditional management material. It also had to be multilingual, taking into account large amounts of data not yet translated into English. As authors from different cultural backgrounds and generations, we took advantage of the opportunity to combine our worlds of Eastern wisdom and Western constructivism. To enrich our minds even further, we referenced various works of enlightenment, drawing knowledge from a range of sources, including Greek philosophers to more recent marketing case studies, academic lectures and scholarly articles.6

         As we believe intellectuals have done enough dividing and too little assembling, we are intent on taking an interdisciplinary approach. That is to say, we follow the old alchemical maxim solve et coagula, which means to dissolve and coagulate, analyze and synthesize. Our interdisciplinary take on Purpose involves examining across and in between fields, cultures, relationships, etc. As Rory Sutherland, Vice-Chairman of Ogilvy Group UK, so eloquently put it “the most interesting thing that’s happening in any field is not in any field, it’s actually in the interplay between different fields.”

         It is the individuals and companies with clarity of Purpose that are changing the world, bit by bit. Leaders, marketers, entrepreneurs and professionals who understand the power of inner Purpose are destined to become the positive changemakers of tomorrow. In the words of Paul Polman, ex-CEO of Unilever, “Business does not exist to make a profit. It makes a profit to exist. We must not forget our Purpose.”

         Our intention is to pass on the spirit and mindset with which The Guiding Purpose Strategy book was written. So, if you are looking for a typical step-by-step strategy book, you might be better-off looking elsewhere. If you’re up for a journey towards professional and personal growth – we are excited to have you on board!7
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            Eliminating Low Definitions

         

         
            “Analgesics that are branded are more effective at reducing painthan analgesics that are not branded. I don’t just mean through reported pain reduction, but actual measured pain reduction.”

            
                

            

            Rory Sutherland
Perspective is Everything

TED conference

         

         A concept central to this book is the notion of brand, or in other words, the image you portray onto others. Regardless of whether you are reading this for business or personal growth – or both. Essentially, brand value is the ultimate currency companies, and increasingly more individuals, crave. Sir John Hegarty, co-founder of BBH and one of the world’s most awarded ad men said it best: “Don’t start a business, build a brand.”3

         However, as long as we keep describing the notion of ‘a brand’ in a confusing way, we will continue to have a vague understanding of it. So, let’s start by defining what a brand is. A brand differentiates something or someone from its competition and instills trust, simplifies choice by reducing risk, spurs demand and creates pricing power and – all being well – builds loyalty and creates value over time. At the time of writing, the most valuable brand in the 8world is Apple, with a whopping US$234 billion in brand worth.4 Clearly, when things are done right, brands manage to create tremendous amounts of economic value. We can derive from this that ‘brand’ is something hugely valuable, yet miraculously intangible.

         You might not become the next Apple, but there is still a lot to learn from the concept of brand. In early Egypt, Rome and Greece, for instance, merchants painted their storefronts and hung pictorial signs to communicate what goods they had on offer to a mostly illiterate population. Historically, branding mostly meant stamping things. In other words, this was about claiming objects by putting your name or your mark on it. Cowboys would brand their cows, hence our modern term ‘brand’ or ‘branding’, which derives from the iron rod used to ‘brand’ an animal. This helped cattlemen collect their livestock at the end of the day from the vast prairies. It also made it easier for them to sell their cattle. A good ‘brand’ on an animal could be trusted. And trust equals money. So, let’s hold the thought that Branding endows products and services with the power of the brand.

         In medieval times and later during the Renaissance and the Enlightenment, prominent architects and stonemasons would leave symbols on the monumental cathedrals and palaces they built in the hope of being recognized by other guild members for their efforts.

         Today, branding is still about leaving a mark. But as competitive pressure increases, so too does the effort of marketers to stand out – and sell more. The consequence? Brands are all too often promising more than they can deliver. However, whilst overpromising offers short term fixes, it runs counterintuitive to building a strong brand. Real brand trust is earned, not bought – and consumers know this. Havas Media’s study captioned ‘Meaningful Brands’ shows that consumers wouldn’t even care, let alone feel the difference if almost 70% of existing brands disappeared from the face of the earth.5

         It is also easy to assume that ‘being a brand’ equates to simply being a big company – like Apple. But remember, even Apple started humbly. Cameron Craig, a communications professional, who did PR for Apple for ten years, learned from his journey that brand is a valuable asset: “Most importantly, 9respect your brand. That’s the biggest lesson of all that I learned at Apple. It’s your biggest asset and you have to protect it.” Indeed, people come and go. Brands, if managed carefully over time, remain top of mind with consumers far longer than employees stay with a company.

         As we progress on our journey towards finding, articulating and harnessing the idea of a strongly rooted Purpose that can deliver integrity inside and out, we must learn about the intricacies of differentiating, positioning, creating unique value propositions and building a loyal audience through the power of brand. But where should we look? Firstly, anyone navigating towards a substantially better future requires a map to get there.10
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            From Cartography to GPS

         

         
            “The real voyage of discovery consists notin seeking new landscapes but in having new eyes.”

            
                

            

            Marcel Proust

French Novelist

         

         Map-making has taken us from navigating land and sea, to mapping history, understanding business processes and even decoding our own origins. It seems only natural that the concept of the North Star can serve us well in outlining a Guiding Purpose Strategy.

         Regardless of whether you’re a firm, a brand, or an individual, you will need to implement specific strategies on how to grow, to thrive and to achieve permanent success. The science and art of such stratagem is based on orientation. In order to thrive, you first need to know exactly where you are. This means being totally honest with yourself about where you currently stand and how solid your stance is. It is of course equally important to understand where you want to end up – ideally, even down to the exact address of your final destination. The instrument that allows you to pinpoint a desired destination is also the instrument that will take you there.12

         Understanding the role of maps and having a good sense of direction has always been essential for leaders and entrepreneurs across industries and throughout history in order to conquer and win in their fields. Let’s take a moment and travel back in time to refresh our memories on the history of mankind’s relationship with cartography.

         Merriam Webster’s Dictionary6 defines cartography as:

         
	The process or skill to draw maps

            	The science or art of making maps

         

It is worth noting that the earliest known maps were of the heavens, not of the earth. The earliest cartographers were also the first experts in geometry and astronomy. As masters of calculation, they were called on to consult the kings and pharaohs in ancient times.

         Buckminster Fuller, the futurologist who was awarded the Royal Gold Medal for Architecture, writes about a successful group of mapmakers and explorers in his book, The World Men. Fuller describes them as being extraordinary at designing vessels and carrying out expeditions in a strategic manner: “They had high proficiency in dealing with celestial navigation, the storms, the sea, the men, the ship, economics, biology, geography, history, and science. The wider and longer-more distanced their anticipatory strategy, the more successful they became.” These World Men were especially triumphant during the Age of Exploration, also known as the Age of Discovery. They were the great adventurers, mapmakers and seafarers of the times. Through their processes of experimentation, measuring and inventing, they inevitably developed fortune-producing enterprises.

         It is due to the adventurous spirit of history’s brave explorers that the North Star became the functional anchor for orientation. World explorers, excursionists, travelers and voyagers passed through boundless deserts guided by its light. The North Star hence marks a constant and reliable source of orientation in an ever-changing, unpredictable world.

         In the time of Ferdinand and Isabella of Spain, as well as other maritime monarchs, maps were kept top-secret.7 At the time, map-making was not 13just about mapping geographic territory or destination points. Some began mapping in other fields like architecture and biology, too. The wayfarers, the architect- and sculptor-guilds who planted the first seeds of the Renaissance were also aware of the beneficial functions of map-making. Likewise, botanists and zoologists saw the value of mapping plants and animals. Mapping the human anatomy, however, remained taboo for quite some time. In fact, it was prohibited up until 1315 when Mondino de Luzzi, an Italian surgeon, published Anatomia, the first manual and map on dissection.

         Map-making was also an integral part of firms, although not commonly known outside the business world. Merchants and entrepreneurs often took advantage of travelers with business acumen for their cartographic skills in trading processes or building an enterprise. Maps helped increase efficiency, as decisions could be made based on measurement and analysis, while operations could be simplified, and workflows documented. Cartography was instrumental in turning management into a science, as business process mapping started to demystify the complexities of an organization. A business process map allows for alignment on what route is best taken in order to make improvements to a particular process, perhaps increasing efficiency, delivering a product quicker or making customer experience better.

         Nonetheless, the idea of business maps – namely, detailed diagrams of a company’s operations and workflows – did not reach their heights until the beginning of the 20th century. For example, Allan H. Mogensen, an American industrial engineer and authority in the field of work simplification, began training business people in the 1930s in map-making. One of his students, Art Spinanger used his newly acquired business map-making skills to help Procter & Gamble streamline its operations.

         With the invention of electric and digital technologies came the revolution of cartography. Maps could now be regularly and instantly updated, which greatly improved their accuracy. Towards the end of the 20th century humanity found ways to create a genetic map. The completion of genome mapping will certainly be a critical turning point, not just in the history of cartography. “Like the system of interstate highways spanning our country, the map of the human genome will be completed stretch by stretch,” says James Watson, the Nobel Prize Laureate and co-discoverer of the structure of DNA.8 14

         We’ve definitely come a long way since de Luzzi’s original maps of the human anatomy. Cartography of the body has evolved to a point where scientists have constructed a map of the brain and can identify which parts of the brain react to specific images, sounds or situations, thanks to technologies such as electroencephalography (EEG) or functional magnetic resonance imaging (fMRI). These types of development made way for today’s prospering field of neuromarketing. Marketers began measuring various product-related characteristics, such as the crunchy sounds of potato chip packaging, in order to identify what types of tonality ignites signals of arousal in the brain of the consumer when touching the packaged good. Most neuromarketing experts agree on the fact that the importance of visual storytelling in brand communications cannot be overstated. Indeed, storytelling began with the shamans of ancient cultures. And neuroscience has shown that the ancient skill of storytelling and creating narratives of legends and myths is a pastime that is not only still very much alive – it prevails.

         May Britt-Moser and Edvard I. Moser were awarded the 2014 Nobel Prize for their discovery of cells that constitute a positioning system in the brain. They claimed to have discovered “an ‘inner GPS’ in the brain that makes it possible to orient ourselves in space, demonstrating a cellular basis for higher cognitive function.”9 Thanks to our inner GPS, we know where we are, and we know how we are able to find our way from one place to another. Essentially, we store information in such a way that we can immediately trace our steps the next time we take the same path.

         If we were to travel back a century, we would see that secret intelligence service agencies had the first Global Positioning System. Its invention changed everything, operating in real time, which saved huge amounts of time in reaching target points during investigations. For a long time, a GPS was just an idea explored in Hollywood movies. Today, if you have a smartphone in your pocket, a GPS is always with you.

         The Global Positioning System is an indication of how we have successfully mapped the outer world – its nautical and aeronautical maps help us orientate and navigate our way around. However, we are still missing a key, kind of a navigational instrument, to guide us inwardly. If companies, leaders, brands and entrepreneurs are to secure their future, they must create a map of their 15inner worlds. According to research from Jonathan Trevor, Associate Professor of Management Practice at Saïd Business School, University of Oxford, the key to creating and sustaining a winning organization is to ensure the company is strategically aligned – arranging all elements of an organization to optimally support the fulfillment of its long-term Purpose.10

         We live in times of unprecedented change, which requires us to connect and think beyond the parameters of the GPS we know today. It is time to take what we have inherited from a long history of cartographers a step further and create a map that leads us to our inner North Star. Just think of it as a new dimension of the GPS, one that points us in the direction of what makes us thrive.

         However, not all is known – and hence we continue to explore the world as we know it, thereby continuing to expand our own understanding and the world, or indeed the universe, we live in.

         If you have come this far, you have just discovered our rationale for calling this new inner, guiding instrument The Guiding Purpose Strategy, a.k.a. GPS.16
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            Purposeful Pursuit of The Unknown

         

         
            “When seen from space, national boundaries are invisible and conflicts dividing people imperceptible.”

            
                

            

            Dr Sionade Robinson 

Contributing Author, Associate Dean, People & Culture, Cass Business School, London

         

         I grew up watching Gene Roddenberry’s Star Trek. From the moment Captain Kirk solemnly intoned the Purpose of space exploration, I was captivated: “Space: the final frontier. These are the voyages of the Starship Enterprise. Its five-year mission: to explore strange new worlds. To seek out new life and new civilizations. To boldly go where no man has gone before.” 

         Little did I know Captain James T. Kirk’s quest was a copycat space age homage to eighteenth century British navigator, explorer and cartographer Captain James Cook, whose five year mission, on the voyages of the naval ship Endeavour, was to discover new lands and go not only “farther than any other man has been before me, but as far as I think it possible for man to go.”18

         Of course, humankind’s interest in “going beyond” began much earlier than Captain Cook. Since our ancestors made their way from Africa 50,000 or 60,000 years ago, Homo Sapiens’ urge to scale mountains, cross oceans, endure extreme conditions and now perhaps to leave our planet for another is arguably a differentiating characteristic of our species. Around the world in every modern and ancient culture, in legends, oral traditions, art, humanities and science, those who undertake such feats – we call them explorers – are celebrated and admired.

         Why? Perhaps a clue lies in the definition of exploration itself. It is distinct from nomadic wandering, pilgrimage or a diplomatic or trading mission. While exploration may be motivated by many things – a quest for resources, imperial advantage, commerce or an expansionist belief system – it is essentially an exercise in the creation of new and valuable knowledge, collected under special conditions. These special conditions are illustrated in the ambitions of both Cook and Kirk – exploration creates new knowledge (and value) through the conscious and purposeful pursuit of the unknown. Exploration may lead to discovery, but discovery is only the beginning, Explorers create paths for others to follow. Let’s look at how this happens by unpacking this definition of exploration as a conscious and purposeful pursuit of the unknown a little further.

         Firstly, the conscious dimension of exploration prompts explorers to become storytellers. Journals, books, public lectures have long been part of an explorer’s role in knowledge creation and their accounts often reveal the prevailing attitudes of their times. Pursuing the unknown means crossing a boundary between what we already think and believe and other possibilities. It might also cause us to question why such a boundary exists in the first place. For example, in the late 1950s, when NASA was new, the list of spaceflight unknowns was long. One concern was how potential astronauts would endure the anticipated motion sickness of space flight. To begin their research, NASA enrolled 11 deaf men whose condition meant they were immune to motion sickness. All but one were deaf after childhood spinal meningitis, which can cause lasting damage to the vestibular system of the inner ear by the killing nerve and hair cells vital to giving our brains information about motion, balance, and even spatial orientation. In space, this system stops receiving the gravitational cues that distinguish up and down, but one’s eyes still see things 19normally generating conflicting information leading to a space sickness much like seasickness. The men who became known as the Gallaudet Eleven took part in experiments to calibrate the machines that would train astronauts for spaceflight. One test involved four men inside a 20-foot slow rotation room that spun at ten revolutions per minute for 12 consecutive days. Another involved zero-g flights in the so-called “Vomit Comet” so that scientists could look for stress hormones in their urine. Of course, there was no question any of the Gallaudet Eleven would ever serve as astronauts themselves. They were excluded from even applying because they were deaf. A boundary NASA is yet to go beyond.

         Secondly the Purpose of pursuit prompts many interesting discussions in the context of space exploration. How is aspiring to become an interplanetary species justifiable, when there is plenty of work to do here at home? For the fifty years or more humans have explored space there is a well-rehearsed argument that it has generated a continuing flow of societal benefits, though these are surely merely serendipitous. During the 1960s, unmanned spacecraft photographed and probed the moon before astronauts ever landed. By the early 1970s, orbiting communications and navigation satellites were in everyday use and the Mariner spacecraft was already mapping the surface of Mars. In the 1980s, satellite communications expanded to carry television programs, discovered an ozone hole over Antarctica, pinpointed forest fires and gave us photographs of the nuclear power plant disaster at Chernobyl in 1986. Clearly it wasn’t only Velcro and Teflon that we took away. Everyone who has worked, is working and will work in the space industry does so at a higher level of precision and expertise than had existed before space exploration came along.

         The question remains: can terrestrial benefit be the real reason we invest in space exploration? It might be the basis of a business case to demonstrate long term return on investment, but the purpose of space exploration isn’t just to create the needed technological solutions. The purpose is to drive society itself forward. The space program is the modern equivalent of building cathedrals, a shared enterprise celebrating vision and talent and inspiring awe and wonder. Many societies across many ages have built monuments to their beliefs and did so in such a way as to illustrate the epitome of their shared creative achievement. Few of us can stand in such places and not feel the 20ambitions, commitment and values of the societies who made them. Some argue Space exploration is our cathedral to the unknown, our monuments to the future, inspiring awe, wonder and curiosity in equal measure.

         The way space exploration creates this unifying sense of awe is illustrated in the reports of the ‘Overview Effect’ experienced by many astronauts from both the Apollo missions and the International Space Station. The Overview Effect is the cognitive shift in awareness during spaceflight when viewing the Earth from outer space. It is the story told by many of these extraordinary explorers of what it feels like to witness the reality of the Earth in space, national boundaries invisible and conflicts dividing people imperceptible. Michael Collins, Apollo 11 put it as follows “The thing that really surprised me was that it [Earth] projected an air of fragility. And why, I don’t know. I don’t know to this day. I had a feeling it’s tiny, it’s shiny, it’s beautiful, it’s home, and it’s fragile.”11

         Wishing to mobilize this powerful effect, Space For Humanity (S4H) is a non-profit headquartered in Denver, Colorado with the goal of sending 10,000 diverse humans to the edge of space, low earth orbit, the moon, and deep space to democratize space and create ambassadors for earth bound programs to deliver the United Nations Sustainable Goals and improve the state of the world.

         At present there are many commercial, as well as governmental, space agencies actively developing plans and technologies for the exploration of space. Critics of these plans, quite rightly, point to the need to invest in saving our home planet first, taking action on climate change, rising sea levels, pollution and ocean acidification. After all, we only have a decade to save the Earth.

         So, what if the real Purpose of space exploration is much more than just return on monetary investment. Societies are doomed in the long run if they place their resources and their efforts into enterprises that don’t deliver concrete value but the missions of businesses currently investing seem to stretch further. Blue Origin seeks to “build a road to space for our children.” Planetary Resources seeks to “identify and unlock the critical water resources necessary for human expansion in space.” And SpaceX seeks to “revolutionize 21space technology with the ultimate goal of enabling people to live on other planets.” These indeed illustrate the conscious and Purposeful pursuit of the unknown.

         We must discuss Purpose openly. Space exploration, like its earthbound predecessor, is a shared enterprise, requiring partnerships and collaboration around a common goal and creates new opportunities to tell powerful stories about values. Space exploration contributes to trust and diplomacy between nations and it may be that it is only through collaboration in space we shall find a way to take care of Spaceship Earth. Buckminster Fuller put it precisely: “We are not going to be able to operate our Spaceship Earth successfully nor for much longer unless we see it as a whole spaceship and our fate as common. It has to be everybody or nobody.”22
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            Exploring Growth

         

         
            “The most exciting breakthroughs of the 21st century will not occur because of technology, but because of an expanded concept of what it means to be human.”

            
                

            

            John Naisbitt 

Futurist and Author

         

         Is growth good? To answer this question, we need to examine the role of ‘growth’ from multiple angles. A good starting point is anthropology (from anthropos – human), the science that studies human beings empirically, as it is often referred to as the most scientific of humanities and the most humane of sciences.

         As a process, ‘growth’ is of high value not only for progressivist societies around the world but even for the smallest of tribes outside of modern or urban cultures. Growth as a concept is of such high significance that many societies mark it with ceremonies. From birth to childhood to becoming an adult, being initiated to a hidden circle or knowledge, getting married or elevating in social status – all are celebrated with traditional rituals and symbolism worldwide. Despite the differences among ethnicities and cultures, valuing growth is a common denominator. Constructivist in its essence, growth is an upright process filled with notable milestones, which are seen as its results 24and rewards. The example of tribes with their own identities, rituals, symbols and artistic traditions also shows that a meaning system can grow without an economic system in place, but no economic system can grow without a meaning or value system as its underpinning.

         Hence, growth can take on many different forms. There is exponential growth that can be explained by Moore’s Law. Growth can be financial, cultural, physical, internal or all together. Then there is stable growth, organic growth, holistic growth, mathematical and geometrical growth. There are also new, creative cost-effective and exploratory ways linked to growth. Growth-hacking, for example, is experimental as it involves thinking while doing rather than thinking ahead of doing. Whilst it might offer an interesting approach to achieve growth for some, for others it will be a step too far outside their comfort zone. Either way, growth stops when one loses the orientation between where he or she stands and where one could or would like to be.

         It would also be too easy to associate growth with change, since change is not always growth just as movement is not always progress. Growth for the sake of growth isn’t fulfilling because not all growth is healthy. Whilst many have benefited from economic growth during industrialization or more recently through globalization, plenty of people have lost out along the way and are poorer off then ‘pre-growth’ of economies, for instance.

         So, we need to adopt a rather more selective perspective on how we see, plan and think about growth more holistically. Jim Heskett wrote that “growth in a chain of enablers, such as education, has the potential for leading directly to the development of ideas that actually expand the limits of even those kinds of growth that rely on physical resources with supposedly finite properties.”12 According to Angelo Giovas “the key is not more outward growth (which has limits) but more inward renewal (no limits).” It must not be growth for the sake of growth but the betterment of humanity. Meaning, new ways need to be formulated for a better understanding of the limits of growth while being pro-growth.

         An outgrowth of unhealthy growth are poor products and services, and consequently weak brands. Facing competitive and financial pressure results in less time spent on the development of a given effort; whether a product, 25service, campaign etc. In extremis, it can lead to efficiency fetishism and it inevitably results in low quality output that bring no real or lasting value to the buyer, let alone to society.

         In our humble view there is no such thing as healthy and humanized growth without a greater Purpose radiating from within. A cultural anchor that channels both energy and integrity. Healthy growth is good when it springs from capitalist cultures that transform, evolve and metamorphose into cultured capitalism. This applies to people, businesses and societies at large.

         But growth does not just ‘happen’. In our context, people drive growth with great intention, whether at a personal or organizational level. As we shall see in the next chapter, transformational growth is an act of will and careful balance 26
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