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INTRODUCTION


This chapter covers: the rise of emerging markets. Their potential to create tomorrow’s lifestyles, concepts and brands. The Interland as a case in point, straddling a rich and plural cultural heritage with its arms wide open to the West. Ten reasons why this region might prove particularly promising. The main features that make a Made With brand different.


What 9/11 told me was that there was no way that globalization was going to be Americanization in the future nor should it be. In order for globalization to advance, it had to be accepted by more people; but not by imposing the dominant American social and philosophical beliefs and structures.1


Jim O’Neill, Goldman Sachs


Jim O’Neill introduced his idea of the BRIC economies (Brazil, Russia, India, China) two months after the 9/11 attacks on the World Trade Centre in 2001. He told the Financial Times in an interview some years later2 that the attacks had shaken his whole worldview into realizing that non-Western powers would define the twenty-first century. O’Neill chose Brazil, Russia, India and China because they had large populations, underdeveloped economies and governments open to embracing globalization. He launched the BRIC idea in Goldman Sachs Global Economic Paper #66 in late 2001. In 2005, O’Neill went on to coin the term Next 11 for the other main emerging markets coming up behind the BRICs: Bangladesh, Egypt, Indonesia, Iran, Korea, Mexico, Nigeria, Pakistan, the Philippines, Turkey and Vietnam. (Presumably he called them the Next 11 as it was slightly harder to come up with an acronym – VEMBIPPINKT?).


A decade later, emerging markets have outpaced all of Goldman Sachs’ originally optimistic-looking predictions. In 2013, Ernst & Young (quoting IMF data) claimed that emerging markets will overtake the developed economies’ share of global GDP in 2014.3 EY estimate that emerging markets account for 70% of the current growth in the world economy. They also highlighted a shift in investment plans among 750 executives they interviewed; beyond BRICs into markets like Indonesia and Turkey, whose GDP growth since 2001 matches that of China and India.4


Emerging markets used to be known for hosting the West’s textiles and electronics manufacturing, constructing new infrastructure, for call centres, heavy industry and their natural resources. With their economic growth, they then became an important place for Western companies to sell, as well as source from. Now there is a growing recognition that the companies that grow up in these home markets may go on to become global challengers. A 2013 Boston Consulting Group report identified 100 companies from emerging markets that are now fast growing internationally:


In the past five years, these companies – many of them little known in the West – have added 1.4 million jobs, while employment at the nonfinancial S&P 500 stayed flat. Their average revenue was $26.5 billion in 2011, the most recent year for which figures are available, compared with $20 billion for the S&P 500. In the same year, they purchased more than $1.7 trillion of goods and services and invested more than $330 billion in capital expenditures.5


There are some interesting brands in the list: Natura Cosmetics (a client of mine) in Brazil, one of the most enlightened (eco, social and visionary) and beautiful brands in the world; Lenovo, who famously bought the IBM PC division and Samsung’s key rival in smart phones; Tata, the $100 billion Indian group built on “family, ethics and hard work” with their famous low-cost Nano car.


What about O’Neill’s other claim, that these changes will lead to a globalization where Western “social and philosophical beliefs and structures” no longer dominate?


Could countries outside the West be the source of brands that are built differently than those in the West, drawing on other cultural heritages and visions of modernity? I am not talking about anti-Western brands, but rather post-Western brands, signposting new global cultures in the twenty-first century.


When I first met Nick Hahn (then director of new strategies at Coca-Cola, Atlanta) in the late 1990s, I told him that they faced three broad challenges in the next century:


1. What will happen to Coca-Cola (who bottle “The American Dream”) if the US fades?


2. How will you appeal to the growing quarter of the world’s adults who avoid alcohol?


3. What will you sell when people won’t drink refined sugar (or chemical substitutes)?


Answering these sorts of questions could lead to new global brands. Perhaps a tea-based drink from China? Or a salgam from Turkey? Arguably, this had already happened with Red Bull, originally Krating Daeng (which translates as red bison), a “tonic” popular with truck drivers and labourers in Thailand. I subsequently went to Africa with Nick to explore what it could be like to invent a new soft drink there: one that suited local tastes, was affordable, didn’t require fridges and created local jobs.


This book takes on the prejudice that emerging markets are just playing catch-up when it comes to brands. It points instead to a multitude of ideas demonstrating that when modernity, creativity and a newfound confidence are combined with a rich non-Western cultural heritage, the result almost cannot fail to be fascinating. I am not claiming that this is a mature trend, however. And unlike the consultancy reports I quoted, I am not very interested in financially driven corporates; I am more interested in creative and entrepreneurial people, in their process and potential. There are some big successes in this book in cultural and commercial terms. But overall, it is still early days.


This book concentrates on just one part of the emerging world – the Muslim countries. These lie in that vast area which I will describe as the Interland (between the West and the East – historically home to the Silk Routes). It includes some countries where over 90% are Muslim, such as Egypt, Saudi Arabia, Turkey, Jordan and Pakistan – and others which are more mixed (at 50 to 60%) such as Lebanon, Nigeria and Malaysia.


There could be other books written about emerging brands from India, Brazil, Africa and China. Rather than one “non-Western” modernity, it seems likely given the diverse starting points that we will see a number of alternatives, each with roots in different worldviews, drawing on different cultures. I chose the Muslim region because it is one of the fastest developing, most creative and most richly endowed with cultural heritage, and also because it is by far the most undervalued and overlooked.


But while the Muslim countries have been undervalued culturally, it is hard to ignore their economic momentum. According to Pew,6 one in four people alive today is Muslim and the Muslim population is growing at double the rate of other populations. The Organization of Islamic Cooperation (OIC), an association of 57 countries with significant Muslim populations, has a combined GDP of $7,740 billion; 13% of the world economy. These countries’ total exports at $1,392 billion exceed those of the EU member states. The long-term average annual GDP growth across all OIC states is 6%.


The Interland region is diverse but with some strong ties, common roots and shared values. Historically, many of these countries were interlinked not only by faith and trade, but by the great civilizations of the Ottomans, Mughals, Safavids and Abbasids, which in their golden ages were thriving centres of world culture, infused with ideas and innovations from every corner of the globe.


However, one thing to stress at the outset is that by no means was every case study in this book made by Muslims. (A few I know were by Arab Christians or Malaysian Chinese. In most cases, however, I wouldn’t even know.) Nor should they be understood as “Islamic brands” in the halal or sharia sense. Nor as an ethnic niche. These are world-class brands in various fields, which all happen to come from a certain part of the world. If I wrote a book about the creative sectors in London, I wouldn’t restrict myself to those born in the UK. A 2005 study by Stanford Law School among American engineering and technology companies found that “25% of the nation’s start-ups and 52% of those in Silicon Valley were founded by immigrants.”7


Also, a paradox at the heart of the book is that Islam is (contrary to its perception in the West) one of the most plural, open and culture-neutral religions and cultures; in China it is Chinese, in Britain it is British, in Saudi it is Saudi Arabian, in Malaysia, Malay. It is a culture defined by its neutrality, flexibility, and its openness to absorbing and adapting. Its long and flourishing cultural, artistic and scientific history was enabled by its ability to take in influences and developments from other cultures, without ever losing its core sense of itself – the unity or Tawhid at the heart of the Islamic vision. Thus its architecture took on the city planning of the Assyrians, the domes of the Byzantines… but they made something wholly new out of these, that was wholly their own. The only culture that has come close to this might be the West. For instance, the 1920s Art Deco movement fused sleek Machine Age modernism with influences from ancient Egypt, classical Greece, Africa, China and Japan.


But Made With is not the same as Art Deco, which sought to reinvigorate through importing exotic foreign influences. The pioneers you meet in this book mostly have one foot in the West and one foot in their own culture. Novelist Elif Shafak quotes Rumi in saying that this mode of creating is like being a compass; with a sharply rooted point embedded in your own culture of origin, but also able to traverse a wide circle that draws you into a universal humanity. It is the ability to own and blend the two worlds, neither of which feels “other” to the creator, which is responsible for their brilliance and breakthrough global relevance. In Shafak’s case, what this “blending” means is writing in Turkish or English first, getting it translated, then rewriting in the second language, then shuttling back again. So calling these cases “Islamic” would belie the fact most of these are East-West blends (or in some cases East-East). And yet again (in another sense), that blending is part of the essence of Islam.


This Interland region could be – as Jon Wilson and I set out in a paper for The Journal of Islamic Marketing8 – “the next Japan”. That is, it could be a prolific source of differentiated and yet universally appealing brands. Like Japan from the 1960s to 90s, this would be the result of a rich heritage and distinct culture of business and society, attached to still-living traditions and customs – combined with a wide open modernism or futurism; a society of avid adopters, confident creators, embracing technical and media possibilities.


Japan, one small nation, gave birth to Toyota and Honda, Canon and Panasonic, Issey Miyake and Shiseido, the Sony Walkman and Playstation, MUJI and Pokémon. Just imagine what a population more than ten times its size, situated in some of the world’s fastest-growing economies, could do by remixing their much vaster cultural resources with the latest developments, markets and innovations.


To avoid describing everything in the book as “Islamic” and instead to capture its plural mentality, I refer to this region as the Interland. I will explain in Chapter 1 that while the West’s defining myth is that of a frontier – of conquests and expansion, of progress, of a break with the past – the Interland starts with a different mental geography – that of being in the middle. In Beirut, I was told it is the “bellybutton” of the world. This is an ancient image, as cities from Delphi to Antioch used to have an Omphalos or bellybutton stone, signifying their claim of being at the centre of the world. In Turkey, they say they are the “bridge” between Europe and Asia. Others say that they are on the Silk Route. Or a place where West meets China and India. They see themselves as geographically in-between East and West. And also culturally in-between. The Interland is also in-between heritage and modernity; in-between individuals and community; in-between many polarities that divide the West. It’s a culture of and, not or.


The Interland is a big chunk of the non-Western global economy. Six out of Jim O’Neill’s Next 11 are Muslim majority countries (and Nigeria, being 50% Muslim, could be counted as a seventh). Just outside the Next 11 is Malaysia, 28th economy in the world and nearly doubling in GDP every decade; a world leader in high-tech manufacturing and microchips. Meanwhile, firmly established with oil and gas wealth and increasingly innovative are Saudi Arabia, the United Arab Emirates (UAE), Algeria and Qatar. Saudi Basic Industries Corporation, developing oil-based chemical products, is one of Boston Consulting Group’s global challengers; doubling in output over the last decade and becoming world leader in a number of sectors. The Saudi Government now has ambitious plans to make their nation 100% supplied by renewable energy; with 54 Gigawatts of solar PV (more than half the total global capacity that exists today).


The Muslim majority world also has demographics on its side. A high proportion of the populations are in their teens to late 20s, and so entering their economically productive years, which is a well-known factor in the success of other economies such as Brazil. This generation is tech-avid (UAE and Saudi have the highest smartphone penetration in the world) and a new middle class has grown up with global influences, the internet, travel. to be what Ogilvy Noor describe as “The Futurists”:


The Futurists tend to be under 30. This 42% of the Muslim population command disproportionate influence… responsible for shaping branding and marketing for the generations to come. So who are these Futurists? They are twice as likely as the Traditionalists to say that “religion gives me a sense of identity”. It is this sense of purpose that differentiates them from global Gen Y populations. They are proudly individualistic unlike the Traditionalists who seek belonging and social harmony. The Futurists are driven by success and progression. They believe in an Islam that is flexible, that allows them to find their own path, balancing their sense of self within the realms of the Ummah or society. The Futurists are inarguably the first generation of educated, world travelled and tech-savvy Muslims. They use the knowledge of the world and their experiences to improve their lives and those around them. They are tomorrow’s catalysts, confident in using their knowledge and skills to bring about a positive change in their worlds.9


Serdar Erener (Turkey’s most famous adman – interviewed in Chapter 4) echoes this in saying that the future of Turkey is “more modern and more Muslim”. It’s a paradox if you hold a Western view that modernity somehow entails a loss of personal religiosity and cultural traditions. Many in this book argue that they can take the conveniences of modernity on board without compromising their values or beliefs. It can lead to some clashes and inconsistencies, but also some trends and innovations that resolve or rise above these; for instance, the fashionable Hijabistas in Chapter 6.


Another factor in the emerging markets paradigm is rapid government and institutional change. With the Arab Spring sweeping through the Middle East, following earlier similar changes in countries like Indonesia, that certainly seems the case. And there is no doubt that it has galvanized and inspired creativity and entrepreneurship in the region. But then again the actual Arab Spring countries such as Egypt and Tunisia seem stuck into a long transition process. And others such as Iran and Iraq are both facing challenges that hardly (yet) betoken an opening up to the world and flowering of social potential. What we can definitely see is the will to change in the population. Not in the direction of “becoming like the West”, but rather becoming more free to fulfil their potential, and be more themselves.


That’s all very well for those countries. But what if you are sitting in London, Madrid, Sao Paulo or Shanghai? Why read this book?


1. Because – as Jim O’Neill realized – the West and the spread of its brands, culture, media and influence will not continue to dominate the world scene in the way that it has for the last 100 years. And emerging markets, by virtue of their growing prosperity, confidence and momentum, are starting to develop powerful challengers and alternatives. Some of these will be in the Western vein. But others will be born in non-Western aesthetics, mind-sets and values. So you could read this book because you want to get a glimpse 10, 20 or 50 years up that road.


2. Because – as Brazilian politician and Harvard professor Roberto Unger argues – globalization is unlikely to mean convergence, in the old Global MTV Generation view. It is more likely to be a patchwork of diverse cultures, each able to each trade from its strengths. As Unger put it in a recent speech to the UN, “the world is labouring under the yoke of a dictatorship of no alternatives”. And what we need more than ever before is diverse local experiments. This is naturally how things do develop – just as the EU has not resulted in a common type, but rather continues to look to the French for flair, the Germans for engineering and the Swedes for logistics. Hence you could read this book for a “travel broadens the mind” effect. To escape the sameness and narrowness that comes from every marketing book covering the same few iconic brands. To encounter possibilities beyond what you meet in the West.


3. Because you have learned to distrust the MORE OF THE SAME school of trends. They didn’t see the internet coming. Nor the fall of communism. Nor many other sea changes. As a result, you have learned to pay more attention to the fringes, outliers and genuine alternatives that are emerging counter to the mainstream. It is plausible that with hurtling economic growth and social change, with such a young demographic, with new openness to ideas from outside and such a wealth of natural and cultural resources, this region could flourish again. But what almost makes this all the more convincing is the negative stereotyping of the region; being portrayed as culturally, politically and creatively backwards. This is a travesty, as you will know if you have travelled in this region. Hence you might read this book to explore a potential “Black Swan”, like those challenges I threw down to Coca-Cola 15 years ago.


4. You may recognize, either from personal experience or a knowledge of history, that this Interland region – stretching across the old Silk Routes of Eurasia – has one of the richest stores of cultural resources in the world; a 1000-year history of architecture, design, textiles, literature, geometry, calligraphy. Just look at what Japan has remade from its cultural heritage. Then multiply that by ten. So you could read this book as mind food, rich in cultural inspirations and delights.


5. Because alternatives are usually born out of a pair of opposing factors: first, some separation from the mainstream (hence actually being alternative). And second, having creative flexibility, openness and the ability to pick and mix. To continue with the Japanese example, it was their combination of an island mentality with their avid adoption and remixing of Western trends that made them such a potent source of brands (where other nations simply absorbed Western brands and over time created their own versions, the Japanese genuinely created new kinds of brands).


Most subjects in this book are insiders to both the West and their own traditions. Like Sina Afra, a former senior executive at eBay Europe who then started one of the most successful e-commerce companies in his home country of Turkey. You will see from Afra’s interview in Chapter 3 that Markafoni is in some ways a very Turkish company and brand. But it is not reinventing the wheel or playing catch-up. It is recognized as one of the leading e-commerce companies anywhere. One that has gone on to launch successfully in other markets as distant from Turkey as Australia.


6. Because necessity is the mother of invention. We in the West – even in recession – have the decadent luxury of playing at entrepreneurship, creating brands and jobs. Outside a few oil-rich states in the Gulf, the Interland is at a stage in its development where this is a must. Otherwise the demographic bulge will naturally turn to the unrest, depression and bitterness of a wasted generation. Many of the people you will meet in this book do see their work – not only as a joy, a vocation, their life’s work – but as a kind of social duty. Their work reflects upon and improves the community around them; their family, city, country or region.


7. Because cultural change happens most naturally in the places where people’s lives are at an inflexion point. Shakespeare’s England. Tolstoy’s Russia. Early Hollywood’s America. These were times and places where history was in the making. America gave birth to global brands at a time (from 1900) when immigration, industrialization and rapid improvements in education, health, media, technology and welfare were transforming the lives of its population. Compare that to now when the prospects of the American middle classes have been stagnant (at best) for 30 years. And then look East to countries throughout the Interland where the average income is doubling every ten years and the pace of change is almost dizzying.


8. Because the world is getting flatter. There is still protectionism. But it is much less effective in the globalizing economy and information age. Many of the old advantages of the leading nations no longer apply. In fact, nation states as a whole are increasingly irrelevant in a transnational economy. A smart kid anywhere can design and code the next killer app for mobile phones or the internet. And if they get stuck, they can talk to another smart kid the other side of the world, who has done something similar. And the advantage the region has in also actually making things allows them to compete in less intangible markets. Turkey has been the leading manufacturer of TVs sold in Europe for the last 10 years. It won’t be any surprise if the “iPad” equivalent of 10 years’ time is Turkish too. Investment is flowing into the region, as global wealth seeks emerging market growth. And there is something to be said for the more cultural factors in all of this, the emerging market work ethic, ambition, confidence and optimism.


9. Because the Western model is broken. For one thing, there are profound concerns about Western brands, consumerism, the environment and social values. Many in the sustainability world believe that these are only symptoms of a deeper alienation; from nature, human nature, communities and any kind of a moral compass that would enable us to value economies based on wellbeing. Because we are uprooted by our version of “progress”, the dogma of the blank slate, the illusion of endless growth. Yet clearly brands do have a power and influence with global populations. Is there a way to create a better version? There are candidate brands that do this in the developed world; like Fairtrade, MUJI and eBay. But it is interesting to explore whether innately non-Western approaches can add something that we have been missing, or help them avoid repeating some of our mistakes.


The crisis is not only external. Within the branding world there also is a deep anxiety that the classic model may not work anymore. That brands are increasingly ephemeral, less trusted, less believed in: that they are increasingly hard to construct with authenticity or any enduring appeal. Leaving most brands propped up by promotional tactics. And the few that really “have it” (in my experience) tending to become edgy to the point of superstition about “jinxing it”. It’s a crisis of faith.


The problem at the base of Western culture is that there is no base. In the West, we have so vigorously uprooted ourselves from traditions that we scarcely believe in anything. At best, we suspend disbelief. Perhaps for the time length of a movie. Or for the season of an aesthetic, technological or intellectual fashion. As Nietzsche might have said (if he were a contemporary of Stephen Hawking), we have put a black hole at the heart of our society: a big nothing at the heart of economics, social sciences, sceptical materialism.


In our parents’ time, people believed in the providential powers and rational ordering of scientists, economists and other experts. “If we can put a man on the moon!” they used to say. But a century of overreaching, techno-rationalism and hubris have made us increasingly distrust these sources; the 1930s scientists that told us not to pick up babies because it was unhygienic; the 1980s and 90s economists who claimed to have found the “secret” to lasting society-wide prosperity, be it Monetarism or New Growth Theory; the industrialized farming now linked to human health risks from BSE and bird flu to agrichemicals that cause birth defects, and dead zones in rivers and seas.


The loss of the temporary relief provided by rational pseudoscientific advances has left us alone with the profound nihilism articulated by Friedrich Nietzsche. This produces anxiety, distraction, restlessness – and quite possibly the urge to consume to fill the emptiness. As sociologist Anthony Giddens (former president of the London School of Economics) put it in Modernity and Self-Identity:


To live in the “world” produced by high modernity has the feeling of riding a juggernaut. It is not just that continuous and profound processes of change occur; rather change does not consistently conform either to human expectation or to human control. The anticipation that the social and natural environments would increasingly be subject to rational ordering has not proved to be valid.10


All this leaves us to cling onto is currency – the value of being “of the moment”. The West is a society of fads. There is plenty of innovation that results from the energetic scramble to stay out of the black hole. But very little lasts. And this void at the heart of the West results in the spectacle of a politics that only believes in electability, a media that only believes in being viewed or liked, an economy that only believes in growth. And for businesses it creates unsustainable cycles of hype and obsolescence, with the new new thing being overpriced and overrated – and then rapidly becoming either out-of-date, or just a big fat disappointment. “Gales of creative destruction” may be the capitalist way, but there is a difference between stimulating gales and the destructive super-storms that make it impossible to create lasting value.


What consumers in the West seem to crave and value most is authenticity, humanity, genuine exchanges and experiences. Some brands do provide these. But few escape the currency trap. Most outgrow their authentic phase (when two founders you could relate to ran the show), or see their audience move on as they are overtaken by fresher brands able to tempt away fickle young influencers. There are some emerging models that I have grouped in my previous books under the heading of New Marketing. But most of these do rely on the currency of new media and innovation. Even the surge of concern about all things eco in 2007 seemed to go just as quickly out of fashion.


10. Because the examples are great. What gave me the confidence to write this book is the many case stories I have gathered here (and the many more that I found in my research) from outside the West that demonstrate that the newfound confidence in emerging markets is not misplaced. They can create great brands. They do so with a different mind-set, process and contents. The results are authentic and show greater staying power, depth and meaning.


This book aims to do two things:


First, to tell the inside stories of these brand ideas. Hence I have based the book upon interviews with creatives, entrepreneurs, innovators and commentators drawn from across the Interland.


Second, to articulate an underlying pattern. I have written this book on the assumption – a hypothesis -that these brands represent a challenge to the Western type of brands. That they offer an alternative.


The three key features that make these brands “new and improved” compared to their Western counterparts are:


1. A turn away from the personality-based egotism of Western branding (Hence Made With, rather than Made By).


2. A turn away from either-or distinctions, towards the power of “and” (East and West, Heritage and Modernity, Individual and Collective.).


3. A genuine rootedness and meaning, connected with tradition and community (not an endless alienated dance of empty signifiers around a big nothing).


You do find some brands in the West that these same criteria could be applied to.


And just as I would admit there are some Made With examples in the West, I equally would not claim that all of the Interland thinks this way.


In previous generations, there was a polarization into conservative “Fundamentalist” rejecters and elite but abjectly “Westernized” accepters. Now a growing group in the current generation – Ogilvy Noor’s Futurists – are finding a middle way. They see no essential conflict between the mosque (or other traditions) and the mall. These two just take up different places in their lives, at different times.


A middle way for a creative person requires a deep-working knowledge and experience of both sides. Otherwise it is like Chinoiserie (one culture aping another’s styles without any understanding of the internal history, context and meaning). Because of which, it is little surprise that the reverse brain drain from Europe and the USA is a significant part of the story.


I do not want to make the West too simple or some kind of straw man. I live and work here and it has its own interest and trajectory. “The West” is just a convention I am using to point to some developments outside that zone. There is no essential core that I’d recognize in my own fields of work, only a much looser ragbag of conventions and trends, often centred on clusters and communities. “The West” I described above is not the same as the West of Slow Food or Linux. And it is much more of an Anglo-Saxon “West”; one that readers in Mediterranean countries may struggle with too.


“The West” is only here as an intellectual convenience, to see the wood for the trees. It does have a kind of giant overshadowing presence in the regions I conducted my interviews in. But even if they talk about it in their more philosophical moments of reflection, people don’t create or work at that level – it’s way too big and abstract.


The potential is a new strain of brand joining the world economy. One that I think has many qualities to recommend it. It will not replace Western branding, but more likely could prove an interesting supplement. What it offers to anyone starting their own business, creating brands or projects – especially those reading this who are based in the Interland and searching for role models – is a fresh stream of inspiration, one that comes at things differently, points to new possibilities.


The stories speak for themselves. And they are diverse. Some are practical feats of engineering problem-solving. Some are subtle, symbolic and artistic. Some are intimate. Others are public and collective. Saying they are “all the same” is not the point of this book. Rather, I just want to point to some consistent threads – consistent with where they are from and in how they create brands.


My summary of this consistent thread of difference is in the title: Made With. There are a number of ways of reading this title and each has some relevance:


• Made With = rather than Made By


Too much ego in Western branding has a price.


You may be admired if you succeed in a society where envy is key to glamour and charisma, but you suffer a loss of empathy, goodwill and fellow feeling.


• Made With = Making and community


A passion for making. The care, attention and commitment with which things are made – whether a chair or a business process – is one outstanding theme of the stories in this book.


And a passion for community; for the collective, context and collaboration.


The two together represent an overcoming of the alienation that keeps makers separate from markets. Creating socialized markets of shared enthusiasm. Or helping people understand how their food is grown, their furniture or indeed (see Little Bits in Chapter 2) how hi-tech devices are made.


• Made With = Combination


What separates this generation of case stories from their predecessors in the same region may be their ability to integrate, reinvent, make their own, drawing on diverse sources that are all “native” to the creators; East and West, Heritage and Modernism. This makes them the result of fusion; having, as they say in botany, “hybrid vigour”.


• Made With = Bridging


The ideas are often from cities, countries and regions that regard themselves as forming an intermediary between the East and the West, or indeed the Middle East and the further East (of China, India and South East Asia). It means having an added dimension or broader view, as being on a bridge between two worlds allows you to see both sides. And to select the best from both.


• Made With = “And” (not either-or)


The cultural roots of the region include a deep appreciation of the power of “and-”, rather than the either-or oppositions that ensnare the Western (Cartesian) mind-set. This approach refuses to accept simple opposites, and prefers either nuanced compromises or creative leaps to resolve a contradiction. Both of these ways, but particularly the second, can produce strong brands with a potential global appeal.


• Made With = Love


The emotion that goes with this concept of “and-” is love; as opposed to power, recognition, status, distinction, competition and other registers that divide us. This love is not the “romantic” exception that haunts Western cultures but a passionate involvement in life, vocation, relationships – which makes you feel alive. Love may be featured by Western brands, but it is by comparison a fractured love, a compensation for being alone, a non-material version of comfort eating. All too often it is also an empty promise, a feeling that evaporates after the purchase is made. Not a commitment, as one of our interviewees put it, to “bring a smile to the home”. The Interland’s totalizing version of love is inexhaustible; it made Rumi a bestselling poet in the West and holds the potential to create an endless stream of strong global brands.


• Made With = Confidence to be “Us”


There is a feeling behind all the conversations I had in the writing of this book of it being “our time” and perhaps “our turn”. That while the West may have run out of track, this Interland is just getting up to speed. Most would say that it is early days, that they aren’t yet sure of their global identity or role. But living in countries where the average prosperity doubles every decade, where there are thriving clusters and business ecosystems, and growing ranks of role models, it is hard not to feel on the verge of a new era. That is the truth of emerging markets: not just their growth, but their growing confidence and ambition.


One of my counterpoints in writing this book was my experience in other emerging markets, notably Brazil.


I would say that there are some similarities – for instance, the rootedness in living traditions, in family and community, and a more holistic, less Anglo-Saxon view; the sense that everything is one interconnected whole; the tendency to be emotional, visionary and intuitive rather than reductive. But you could not say that the Brazilian culture is against personality, icons and ego. Rather, there is an equally developed other modernity that belongs to Brazil. And there are Brazilian factors you do not find so widespread in the Interland; the New World utopianism, the wisdom of the Indians, the closeness and bounty of nature, the sensuality and body culture.


I hope to follow this theme of emerging market alternatives, and write another volume called Made With Brazil. Or perhaps a series: Made With China, Made With India, Made With Africa… I do see exciting brands coming from those too. For instance, Nando’s (a client of mine in the UK) have a refreshingly South African approach to food, people, experiences, socializing and business. They’re unlike anything else I’ve come across. And hugely successful – growing to be number three in the restaurant market and also rated one of the best big companies to work for in the UK.


For the present book we are looking into just one region with huge potential. So much so that I could never hope to fully do it justice. An account of the brands, creativity and entrepreneurship from a region covering a quarter of the world’s population that is based on so few case stories will never be exactly definitive, or exhaustive.


The point of this book is to provide some fresh inspiration for those working in the Interland region, those who might be entering that world, and anyone anywhere who has creative and entrepreneurial aspirations and wants to explore new ways of doing things. The key usefulness might prove to be the detail of one particular case, quote or idea. Or it could be a more general shift. A change in what you think is possible. Giving you broader horizons and fresh confidence to explore them. And as many examples in this book show, that attitude can change everything.




[image: Image]


THE INTERLAND


The West sees itself as a frontier, progressing in time and space. The Interland doesn’t see itself as a mirror image of this. But as a bridge (mediator, translator and synthesizer) in-between East and West, heritage and modernism. A land of “and” (not either-or).


If you look at ancient sea traffic, the Mediterranean emerges as the obvious centre of world history… an organizing force, drawing diverse people into one another’s narratives and weaving their destinies together to form the germ of a world history, and out of this came Western Civilization… If you look at overland traffic however, the Grand Central Station of the world was the nexus of roads and routes connecting the Indian subcontinent, Central Asia, the Iranian highlands, Mesopotamia and Egypt. This eventually became the Islamic World… A portion of it is called the Middle East, but that phrase assumes one is standing in Western Europe. Therefore, I prefer to call this whole area from the Indus to Istanbul, the Middle World.


Tamim Ansary, Destiny Disrupted11


The West, despite its name, is clearly more than a geography. As an idea to work with (and against), let’s start with a hypothesis. The West is a set of cultures governed by a single common myth, that of progress over a line:


The Frontier.


It is simplest to explain this myth in its American context. And there is some justification for centring our exploration of the West here. America is not just the place where the most global brands have come from. It is also the latest and most “advanced” version of the Western ideal, for better and worse. And the place that most people outside the West seem to mean when they refer to “The West”.


And America is the society of The Frontier, par excellence.


The Frontier is a line. A line between here, us, now – and “the beyond”. It could be spatial – as in the line charting the leading edge of the settling (or conquering?) of America. It could be temporal – marking the leading edge of scientific and technological progress from the Enlightenment. It could be aspirational – as in Star Trek, projecting beyond the moon mission into “Space, the Final Frontier”.


The Frontier is an invitation, a finishing line for those competing for prominence.


The structure of the Frontier myth is profoundly either-or, us and them. It is a discontinuity; a break with the past and present, a leap into the unknown. And it is the line that defines progress. Inside this line of progress is order, achievement, merit. Outside is pure potential – chaotic, primitive, unsettled and almost nothing. Or seen as nothing of value. Or shrouded in the fog of uncertainty that hangs over the future.


The Frontier idea shapes how we see history, with the present being that line of progress. The past is established territory; the future is a place yet to be conquered or explored.


The Frontier idea shapes how we see knowledge, as a moving Frontier of discovery and adjacent possibility. Stretching to limitless horizons.


The Frontier idea shapes how people in this culture see themselves. As self-made, self-reliant, the makers of their own destiny, true frontiersmen – individuals seeking to surpass limits, go further.


Mixed in with this idea of an ever-moving line of progress is the idea of a break with the past. Old ideas, artefacts, traditions can have nostalgic or cultural value. But they are seen as less advanced. And of less value. The pilgrims and settlers of North America were out to make a New World, not a new Europe. Their descendants are a society of pioneers, always restless, always onto the new thing.


It was just after the Wild West frontier stage of American history that the modern brand was born. The earliest modern brand was Coca-Cola, invented in 1892. At that time the literal (Wild West) Frontier was disappearing as a reality, but was growing as a myth. Wild West Shows toured the USA (and Europe) recounting this heroic recent past, mixing history with a wily blend of exaggeration, embellishment, spectacles and showmanship. They gave rise to a prototype of modern celebrities; real-life frontier heroes like Calamity Jane and Buffalo Bill, complete with dramatic backstories and sharpshooter skills. They were the Hollywood idols of their time, with 10 million attending shows. And as the Wild West Shows faded, the Hollywood Western was born, a popular genre in the silent movie era, right through to the 1960s. This is still the subject of recent remakes such as No Country for Old Men, Blackthorn and Django Unchained.


George Lucas borrowed extensively from the Western genre in creating Star Wars, along with The Heroes Journey, a supposedly common format to all epic hero stories, as mapped out by Joseph Campbell. Soon this storytelling format was the staple of Hollywood screenwriter courses and books. These theories became widely transmitted and influenced subsequent films such as The Lion King and The Matrix. Although, you could argue it was just formalizing a pattern that went back to those Wild West Shows.


In this view, every story must have a lone hero, someone who the audience identifies with, who goes through trials, who struggles and overcomes dark forces. In Campbell’s version, the hero is someone willing to sacrifice himself for the greater good – a point less emphasized by the Hollywood happy ending. America didn’t invent the hero, but it did take it to new extremes; Captain America, Luke Skywalker and Indiana Jones.


This heroic individual of American Frontier history found direct expression in brands like Marlboro and their iconic Marlboro Man, featured in advertising from 1955 to 1999. And less literally in the sporting heroes employed by Nike. These were not just sports stars, but iconic rebels – many of them African American. Nike hence stood for a fusion of “cool” (rebellious individualism) with godlike heroic competitive success. Today we see the same myth played out in examples like the Red Bull Stratos project, taking extreme sports to new heights of human endurance, with an Austrian skydiver taking a record-breaking 39-km leap from the very edge of the atmosphere.


Historian Frederick Jackson Turner claimed that the Frontier was America’s foundational experience; turning European settlers into egalitarian, rugged, individualist Americans – a breed apart. By the end of Turner’s lifetime in the 1930s, his Frontier Thesis had become official American history, as taught in the majority of its universities, at which time Franklin Roosevelt appealed to his electorate to reclaim a “nationwide frontier of human want and fear”12. And later, John F. Kennedy developed the New Frontier as his trademark political brand, as set out in his inauguration acceptance speech of 1960:


We stand today on the edge of a New Frontier – the frontier of 1960s, the frontier of unknown opportunities and perils, the frontier of unfilled hopes and unfilled dreams… Beyond that frontier are uncharted areas of science and space, unsolved problems of peace and war, unconquered problems of ignorance and prejudice, unanswered questions of poverty and surplus.13


A few years later, Gene Roddenberry pitched a new TV show called Star Trek to the Hollywood studios as “a Wagon Train to the skies”. A thought carried over into that famous voiceover at the start of the show: “Space, the Final Frontier”.


Joseph Campbell’s book, The Hero with a Thousand Faces, is a deeply good read and is inspired by James Joyce, Carl Jung and others. It should perhaps be separated from the formulaic Hollywood uses to which it has been put. Neil Gaimon, whose work contains many mythic themes, points out that if this is the decisive form that authentic stories take, then you don’t need a manual, they will just come out that way:


I got about half way through The Hero with a Thousand Faces and found myself thinking if this is true – I don’t want to know. I really would rather not know this stuff. I’d rather do it because it’s true and because I accidentally wind up creating something that falls into this pattern than be told what the pattern is.14


Some have claimed that far from being an essentialized universal myth, The Hero with a Thousand Faces is in fact just the founding myth of America itself writ large. As Lawrence and Jewett put it (in 1977 – decades before George W. Bush declared a “War Against Terror” and seemed to cast himself in this role):


A community in a harmonious paradise is threatened by evil; normal institutions fail to contend with this threat; a selfless superhero emerges to renounce temptations and carry out the redemptive task; aided by fate, his decisive victory restores the community to its paradisiacal condition; the superhero then recedes into obscurity.15


Modern brands like Coca-Cola, Nike and Facebook were born out of this kind of American Dream and the rugged individual that came with it. It perhaps seemed natural in this culture to equate brand value with standing apart from the crowd. And it was the America of 1950s Madison Avenue that handed down most current theories of brand – like the idea of “brand personality” (from Martineau, Ogilvy and others).


The energy, freedom and scope of the Western Frontier myth is dizzying, exhilarating. It promises an eternal blaze of glory and discovery. Perhaps (techno-futurist Ray Kurzweil tells us) we are accelerating towards a singularity; a tipping point event when our technology will take on a kind of life, intelligence and destiny all of its own?


Just as this myth is intoxicating, like any drug it had to have its comedown. There is a real sense today of having reached limits, or running out of anywhere to progress to. The pure Western endless progress myth has given way since its heights to a darker self-doubt. The first shadow was cast by mechanized World Wars. Then came the atom bomb. Then climate change and limits to growth. And now the West has an internal crisis of economic confidence. It seems like a gambler that has run out of luck. And the current slump is perhaps made all the more stark by the manic depressive media combining global bad news with spurts of fresh hyperbole.


The West found its Wild West frontier in America – the line between the “civilizers” and the “savages”. The older boundary (what the West lies westwards of) was that between Europe and “The Orient” of the European imagination. A Europe whose unshakeable sense of superiority led them to assume that West is Best! – even when meeting empires more advanced with longer histories and richer cultures, like the Ottomans and Chinese.


Edward Said made it his life’s work to deconstruct this Western idea of the East. In Orientalism, Said described how the Western colonial fantasy needed an “Orient” which was (as figured in art, history and culture) irrational, weak, untrustworthy, feminized, eroticized; in contrast to the rational, masculine, civilizing West. Said was a Palestinian Arab, born in Jerusalem, educated in Cairo before heading to America, where he settled for the rest of his life. Said did not write about the actual East. Rather he wrote about the West’s idea of the East. A long time before 9/11 (in 1980), Said described the West’s view of “Islam” in terms that seem almost prophetic now:


So far as the United States seems to be concerned, it is only a slight overstatement to say that Muslims and Arabs are essentially seen as either oil suppliers or potential terrorists. Very little of the detail, the human density, the passion of Arab-Moslem life has entered the awareness of even those people whose profession it is to report the Arab world. What we have instead is a series of crude, essentialized caricatures of the Islamic world presented in such a way as to make that world vulnerable to military aggression.16
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