
Think of Brands not Products 
to Face the Challenge oT 

Globalization 

A well-respected brand name 
carried undeniable clout. But 
what, exactly, do wc mean by 

the te rm? 

Technically speaking a brand is the 
p r o m o t i o n of consumer preference 
bound up in a recognizable commer ­
cial name or identity. It is the sense 
of predictabi l i ty and quality assur­
ance that adds a measure of t rus t and 
appeal to a p roduc t sold under that 
n a m e , and consequent ly allows the 
owner of the brand name to launch 
n e w p r o d u c t s m o r e easily, and to 
charge more money for t hem, than 
can i ts c o m p e t i t o r s . T h e s u g a r y 
b rown liquid in a Coca-Cola bot t le , 
for example , can retail for up to twice 
as much as very similar sugary b rown 
liquids marketed under less valuable 
brands. The brand is where the prof­
its of most consumer goods compa­
nies come from; it's their compet i ­
tive edge and, increasingly, their raison 
d ' e t r e . The book values of the real 
global megabrands (that is, the value 
of the entire company minus every­
th ing tangible) - a rc often g rea t e r 
than the GDPs of smaller countr ies . 
O n e of t h e g r e a t a d v a n t a g e s of 
brands over commodi t ies is that they 
are an infinitely sustainable resource 
- that is, as long as their value is main­
ta ined t h r o u g h careful marke t ing . 
Thei r value resides primarily in the 
mind of the consumer , not the fac­
tory of the producer . Once created, 
this makes them surprisingly difficult 
to destroy. 

Sharing the Wealth 

Clea r ly , t h e n o t i o n of e x p o r t i n g 
b r a n d e d r a t h e r t h a n u n b r a n d e d 
products is a compel l ing one. This is 
particularly t rue for developing coun­

t r ies , which could especially benefit 
from a movement toward global brand 
expor t : it is par t of a sustainable wealth-
creation behaviour that could ultimately 
he lp t h e m escape from the p o v e r t y 
cycle. 

As it stands, most developing countries 
are enmeshed in a pa t te rn of economic 
behaviour that keeps them poor: sell­
ing unprocessed goods to richer nations 
at extremely low margins, thus allow 
ing their buyers to add massive "value" 
by finishing, packaging, branding, and 
re ta i l ing t o t he end user. Examples 
abound: Nigerian oil, Nestle ' chocolate, 
and all the rest. It is a process that of­
ten helps deplete the source country 's 
resources while keeping its foreign rev­
enues at a break-even level at best. Cre­
ating and selling international brands, 
on the other hand, is the classic trick 
of industrialized nations. It is one born 
of necessity, perhaps, since some of the 
world's richest nations have precious few 
commodi t i es to e x p o r t , but it is one 
that many poorer nations would do will 
to emulate . For it is conceivable that il 
consumers in developing countries are 
faced with the choice be tween yet more 
brands from the G-7 nations, and new 
b r a n d s f r o m " c o l l e a g u e 
countries" in the developing 
world with no shady colo­
nial past, they might just feel 
more comfortable with the 
latter. 

Global brands as the 
ult imate distr ibutor of 
wealth? It's an intriguing 
thought 

In today's hypercompeti t ivc 
global marketplace, where 
so many products are func­
t ionally identical to the i r 

many direct compet i to r s , a powerful 
brand is just about the only remain­
ing legal c o m p e t i t i v e advan tage a 
company can possess. O n e at t r ibute 
that is particularly impor tan t to in 
tcrnational brands is the influence that 
tile brand's origins (or its perceived 
origins) has on the consumer ' s per­
ception of the brand. When you look 
at the ques t ion of a b rand ' s prov­
enance, it becomes elear that certain 
countries behave almost like brands 
in their own right. Just like commer ­
cial brands, "national brands"are well 
unders tood by consumers a round the 
world , have long established identi­
ties, and can work just as effectively 
as an indicator of product quality, a 
definer of image and target marke t , as 
the manufacturer 's name on the pack 
age. 

W i t h o u t d o u b t , the w o r l d ' s mos t 
powerful country brand is the United 
States. This may well be connec ted 
with the fact that "Brand USA" has 
the world 's best advertising agency, 
Ho l lywood , which has been busily 
p u m p i n g out its t w o - h o u r c inema 
commerc ia l s lor the best par t of a 
century, and which here's the irony 
- consumers around the world have 
enthusiastically paid to watch. 

Indeed, brand LISA is so powerful 
that companies around the world will 
often attach bogus American values 
to their domest ic brands in order to 
give them a more glamorous image. 
One of the biggest selling chewing 
gum brands in ltalv, for example , is 
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c a l l e d " B r o o k l y n , " i ts p a c k a g i n g 
proudly displaying a reasonably accu­
r a t e d r a w i n g of t h e e p o n y m o u s 
br idge. The fact that the p roduc t is 
manufac tu red by Pcrfet t i of Milan 
is, from both the consumer ' s and the 
manufacturer 's point of view, a very 
minor issue indeed. 

Apart from the United States, though, 
only a few count r ies have clear, con­
sistent , and universally u n d e r s t o o d 
brand images, and most of them are 
E u r o p e a n : for e x a m p l e , E n g l a n d 
(heritage and class), France (quality 
of life and chic), Italy (style and sexi-

f -> Brand Value Brand's 
Share of 
Company 

Value 

Coca-Cola $ 83.9 billion 59% 
Microsoft $ 56.7 billion 2 1 % 
IBM $43.8 billion 28% 
General Electric $ 33.5 billion 10% 
Ford $ 33.2 billion 58% 
Disney $ 32.3 billion 61% 
Intel $30.0 billion 21% 
McDonald's $26.2 billion 64% 
AT&T $24.2 billion 24% 
Marlboro $21.1 billion 19% 
Nokia $20.7 billion 44% 
Mercedes $17.8 billion 37% 
Nescafe $17.6 billion 23% 
Hewlett-Packard $17.1 billion 3 1 % 
Gillette $15.8 billion 37% 

Source: Interbrand/Ciiibank Study, 1999 

ness) , Germany (quality and reli­
abi l i ty) , Swi tzer land (methodica l 
p r e c i s i o n and t r u s t w o r t h i n e s s ) , 
S w e d e n ( c l e a n l i n e s s a n d effi­
c iency) . 

Billion-Dollar Brands 

By one recent es t imate , a full S 0 % 
of the money m a d e globally over 
the next 25 years will come through 
the power of brands . Working with 
C i t i b a n k , t h e i n t e r n a t i o n a l 
c o n s u l t a n c y i n t e r b r a n d found 60 
b r a n d s tha t w h e n m e a s u r e d apa r t 
from their co rpora te pa ren t s ' o ther 
assets were each w o r t h m o r e than $ 1 
bill ion. In some cases the b rands -
respected ID tags hung on a host of 
different p roduc ts - were by far the 

most impor tan t factor in de termining 
the overall market value of their own­
ers. The leaders: 

As might be expected, all these coun­
tr ies p roduce successful international 
brands that are in turn strongly associ­
ated with their brand qualities; so En­
gland gives us Burberry and British Air­
ways; France gives us Chanel and cham­
pagne ; Italy gives us Fe r r agamo and 
Ferrar i ; Germany gives us Bosch and 
BMW, Swi tzer land gives us Swatch; 
Sweden IKEA. Together, thev give us 
one of the great industrial brands, ABB. 

In fact, it's hard to find any international 
brands that don ' t come from strongly 
branded countries: brand-neutral coun­
tr ies like Belgium, Por tugal , Austria, 
Chile or Norwav have p r o d u c e d re­
markably few international market lead­
ers . 
But nation branding does not depend 
on governmen t promot ion alone. It is 
primarily private sector-led process, one 
that reaches the foreign consumer 's la­
tent desire to buy into his or her favor­
ite parts of the sourcing country 's im­
age. 

Enhancing Brand Values 

Still, the record shows nations can en­
hance their own brand values, just 
as manufacturers can enhance the value 

of their commerc ia l b rands . Japan is 
perhaps the most striking example of a 
coun t ry that had succeeded in com­
pletely altering its values as a provenance 
brand in a short space of t ime: 30 years 
ago, "Made in Japan" was a decidedly 
negative concept . It stood for shoddi-
ness. Today, though, it is enviably syn­
o n y m o u s wi th advanced technology, 

manufac tur ing quality, compet i t ive 
pricing: even of style and status. 

Korea too, has undergone a similar, 
even more rapid transformation in its 
brand image, thanks to the efforts of 
such c o r p o r a t i o n s as H y u n d a i , 
Daewoo, Samsung and LG. 

O t h e r countries could perhaps capi­
talize on the success of their high-pro­
file brands: Finland and Nokia, for ex­
ample . It appears crucial for Finland 
to capitalize quickly on the signifi­
cance of Nokia's origin if it intends to 
make itself in to a valuable na t ion 
brand: through a combinat ion of high 
product quality, speed to marke t , ex­
cellent marke t ing and dis t r ibut ion. 
Nokia has turned itself from a mod­
erately successful domest ic p roducer 
of rubber boots into one of the most 
successfully high-technologv brands 
in the world. In doing this, it has man­
aged to create an entirely new set of 
associations with "brand Finland" in 
many consumer 's minds. N o longer 
just a quaint fairyland perched on the 
far thes t fr inge of E u r o p e , k n o w n 
mainly for saunas and reindeer, this is 
a country that can do technology, can 
do marketing. People believe it can 
become a world-beater . 

And there 's a good deal of that mys­
te r ious , associative c o n s u m e r logic 
that makes this shift believable: who 
knows - perhaps it's something to do 
with the fact that cold countr ies are 
believed to be precise and efficient 
countr ies , which makes them good 
countr ies t o make h igh- tech prod­
ucts. So if o ther Finnish companies -
and F in l and i t se l f - d o n ' t m o v e 
quickly to build on and leverage this 
c l imate of global c o n s u m e r accep­
tance, then they arc missing a great 
opportuni ty. Sadly, Nokia itself seems 
at pains to diminish its o w n origins in 
the way it markets its p roducts , per­
haps in an effort to appear "global" 
(that is, nationless), which means that 
this valuable pro-Finnish oppor tuni ty 
may be going to waste. 

Still, Finland, Japan and Korea are all 
rich countries. Wha t about poor ones? 
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When you try to match provenance 
with p roduc t , there arc some pairings 
that clearly make brand sense, and 
others that just don ' t . People might 
well buy Indian accountancy software 
( t h e $ 61 m i l l i o n M a r c h 1 9 9 9 
N A S D A Q d e b u t of B a n g a l o r e ' s 
Infosys Techno log ies has cer ta in ly 
helped this association) or a stylish 
Lithunian raincoat, and although I 'm 
t e m p t e d to say that they probably 
w o u l d n ' t buy Peruvian m o d e m s or 
Croatian per fume, att i tudes can and 
do change quickly. Fifteen years ago, 
who would have believed that Euro­
peans, could be happily consuming 
Chinese Tsingtao beer or Malaysian 
Proton cars? 

O r indeed. W h o would have believed 
that one of the world 's most success­
ful and faster-growing manufactur­
ers of jet aircraft would be a Brazil­
ian company, Embraer? 

A New Era? 

The stage, the re fore , is set for the 
emergence of many poore r countr ies 
as respec ted , even privi leged prov­
enances for successful commerc i a l 
brands. As Embraer shows, success 
ful branding often emerges where we 
least expect it. Somet imes that hap 
pons- not at the retail but at the whole­
sale level, where a company purchas­
ing agent is the consumer, and some­
one else he never meets is the actual 
end-user. 

Still, many b a r r i e r s m u s t be over­
c o m e . B r a z i l , o n e of t h e m o s t 
"strongly b randed" count r ies in the 
world, produces almost to o ther in­
ternational commerc ia l brands what­
soever. This is surprising, particularly 
because the brand pr int of Brazil is 
associated with a very homogeneous 
and cohe ren t set of values. "Brand 
Brazil" has m u c h going for it - the 
m e r r i m e n t of dancing the samba at 
Carnival t ime; awesome rainforests as 
endangered , as they are exot ic : sex, 
beaches, spor t , adventure . All arc at­
tr ibutes that could cont r ibute to the 
brand pr int of almost any successful 
youth product on the marke t today; 

especially in the food, cosmetics, fash 
ion, music, and even automotive and in­
dustrial fields 

Admittedly, diesc are cliches that may 
be depressing, even insulting, to the av­
erage Brazilian, but they are undeniably 
a line platform on which to build a be 
lievablc global brand. It is one of the 
tasks of advertising and marketing to ma 
nipulate these cliches into something 
more creative, m o r e substantial, more 
fair, more t rue - just as Australia lever­
aged ac to r Paul Hogan ' s " C r o c o d i l e 
D u n d e e " r o l e t o m a r k e t t o u r i s m , 
Foster's beer, even die Subaru Outback 
sport utility vehicle. 

1 he fact that there are negative associa 
lions (pollution, overpopula t ion, pov­
erty, and the like) within the brand print 
of Brazil is not necessarily a cause lor 
great concern , at least from the brand 
ing point of view. Alter all, a strong brand 
is a rich brand, and richness implies a 
complex and satisfying mix of many dif­
ferent e lements .The brand equity of the 
United States also contains a significant 
proportion ol negative e l emen t s , but 
does little to diminish its at tract ion, es­
pecially when the audience you're deal 
ing with is composed of younger con­
sumers , who demand to challenge and 
be challenged. 

Currently, however, almost all ol Brazil's 
expor t income derives from the sale of 
raw c o m m o d i t i e s (such as soybeans, 

Cey lon Tea 

tobacco, iron on- and coffee), semi-
processed goods (such as cellulose, 
steel, soy oil, and sugar) , and largely 
u n b r a n d e d m a n u f a c t u r e d g o o d s 
(such as shoes , o range juice, sheet 
steel, and au tomobi le tyres) M a m (>l 
these expor t s con t r ibu te directly or 
m d i i v i t l \ td the d e p l e t i o n of the 
country 's natural resources 

There is no question that if these bulk 
expor t s wen ' to be enhanced or, in 
deed, replaced In the sale of branded 
goods direct!) to overseas consum 
ers , profits at least for the owne r s of 
these brands would rise dramatically, 
and the level of profit genera ted b \ 
the success ol these b rands might 
soon overtake the income created by 
the expor t of commodi t ies . 

The oppor tun i ty to capitalize on tin-
positive and pi iwei 1 nl associations that 
Brazil evokes in people ' s minds all 
over the world is not , by and large, 
being seized at least not by Brazilian 
companies. So far, it is largely through 
the efforts o! c o m p a n i e s in N o r t h 
America and Western Europe, for ex 
ample , that Brazil coffee is sold on 
supermarket shelves m richer coun 
t r ies .There are also plenty ol Western 
companies making great capital out 
of real and bogus "rain forest" ingre 
clients But the real value of "brand 
Brazil" is, as vet, untapped 

I he Western consumer s ' cunos iH in 
things exotic is in all likelihood du­
llest market building strategy lor de­
veloping countr ies to pursue . Yet lew 
have Braz i l s na tura l advantages : j 
s t rong nat ion-brand, combined with 
an increasing!) healthy economy, and 
a government that actively encourages 
the expo r t mentality, not to ment ion 
considerable domest ic exper ience in 
brand building After all, c\ en though 
it emerged Irom military rule and h\ 
pennf la t ion only a few shor t years 
aijo, Brazil enjoys a democra t i c cli 
mate , and this has enabled the ere 
ation ol many highly successful en 
t r e p r e n c u r s , d o m e s t i c c o m p a n i e s , 
and domes t ic brands (not to ment ion 
one of the best advertising industries 
in the wor ld) . 
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Nevertheless, wjth the right combi­
nation of marketing expertise, gov­
ernment ' suppor t , a high-quality 
manufacturing base, investment, and 
a creative brand strategy, many coun­
tries around the world have the basic 
potential to develop a healthy brand-
based export economy. To spot the 
opportunities, all you need is the 
brand development skill, creative flair, 
and the grasp of global consumer 
psychology to make credible and at­
tractive pairings between the country 
brand and the brandable products 
that country produces. 

And the oddest things do happen. 
One of India's largest conglomerates, 
the mighty Tata Group, is currently in 
the process of buying the Tetley Tea 
Company of England, the world sec-: 
ond largest teabag manufacturer - a 
spectacular reversal of the traditional 
arrangement, where the tea is grown 
in a poor country and sold at a low 
price to a brand-owner in a rich coun­
try who sells it on to rich consumers 
at a vastly higher price. 

China too has proved full of nasty sur­
prise for many Western manufactur­
ers: more than $ 270 billion has been 
invested in Chinese ventures, by thou­
sands of foreign firms, since 1992, yet 
few Western companies have suc­
ceeded in making any money in 
China. The Economist recently re­
ported that Whirlpool, launched en­
thusiastically in China in 1994, built 
factories to manufacture household 
appliances it confidently expected to 
sell to the Chinese, only to find that it 
couldn't compete against domestic 
brands. (Indeed, one of these rival 
firms, Haier, is now beginning to.mar­
ket products under its own brand-
name, with some success, in North 
America). After losing more than $ 
ip0 million and shutting down most 
of its factories, Whirlpool now manu : 

factures washing machines for 
Guangdong Kelon, another of its Chi­
nese competitors, that are sold to Chi­
nese consumers under the Kelon 
brand. So perhaps the next great na­
tion-brand association in the making 
is China, soon to be recognized by 

consumers worldwide as a byword for 
quality domestic appliances. 

What it Takes 

Naturally, launching a global brand re­
quires flair, confidence, and chutzpah -
especially if you don't come from a Top 
Ten country, it requires objectivity to an 
unusual degree: the ability to see your­
self as others see you, and to accept that 
this is, at least in commercial terms, 
more important than the way you see 
yourself. It also often requires govern­
ment support. 

And it requires constant investment in 
the country brand itself, which in turn 
requires commitment, collaboration, 
and effective synergy among the main 
surveyors of the country's image in the 
global media: usually the national tour­
ist board, the national airline, and the 
major food producers, because these are 
the routes by which the national brand 
is most commonly created and ex­
ported. 

Until a few years ago, it would also have 
been true to say that building a global 
brand requires lots of cash to buy ad­
vertising media: until the "new media 
revolution" happened, this was the sine 
qua non of building global brands. You 
just couldn't think of building a global 
brand for less than fifty or a hundred 
million dollars a year: quite simply, as in 
all extremely mature and heavily ex­
ploited markets, every media vehicle 
had its own value calculated to the ninth 

rcc, and there were no bargains. 

But with the Internet-driven media 
revolution, wc find ourselves, in an im­
mature and as yet very imperfectly un­
derstood market. And in immature 
markets, there are bargains everywhere, 
for anyone who knows how to recog­
nize them: even the owners of some of 
the new channels of communication 
have yet to realize the true value of what 
they're offering. 

Poor Country = Poor Quality? 

Until recently, it was also true to say that 
the biggest hurdle that emerging coun­

try manufacturers had to overcome 
before launching their brands boldly 
onto the international market was the 
common consumer perception of 
poor manufacturing quality - "unless 
it comes from Europe, Japan, or 
North America, it can't be properly 
made" • but, again, circumstances arc 
conspiring to change people's minds. 

For this, wc have the rich country 
producers to thank: over the last few 
decades, consumers have become 
very familiar with those humble little 
stickers on the underside of their 
American or European-branded 
goods ("Made in Vietnam," "Made in 
Mexico," and many more besides), 
and they have quietly absorbed the 
fact that a great many of the products 
they buy are manufactured (to the 
high standards required by those 
American and European brand-own­
ers, naturally) in poor countries. 

The American and European brand-
owners could hardly have done their 
supplier nations a better favour. The 
perception only has to be enhanced a 
little further, and brought repeatedly 
to the consumer's attention, and yet 
another barrier preventing the devel­
opment of global brands from 
emerging markets is removed. 

One last obstacle standing in the way 
of emerging countries as producers 
of global brands? It may be purely psy­
chological: a simple lack of self-con­
fidence. After years of acting as mere 
suppliers to more commercially suc­
cessful nations, many developing 
countries suffer from what you might 
call the Groucho Marx syndrome 
("I'd never belong to a club that would 
have me as a member"): the idea that 
nobody in a rich country could pos­
sibly be interested or attracted by 
brands coming from a country so 
poor and unimportant as theirs. 

Well, that perception is probably less 
true now that it has ever been before. 
As wc hurtle toward the millennium, 
there is a pronounced shift in West­
ern tastes and fashions, including one 
towards "Asianization" - a yearning 

contd. on Page 26 
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contd. from Page 18 
for the values of older, wiser, more con­
templative civilizations than our own. 

Never before has there been such a 
vogue for the "ethnic", the organic, the 
exotic. Just look at Ricky Martin, 
proudly singing in Spanish on his way to 
becoming not only Latin America's most 
successful pop star, but one of its top 
global exports of any kind. Look around 
us and we see World Music (currently 
the fastest-growing part of the big 
record labels' catalogues, and fast over­
taking the hitherto unquestioned domi­
nance of the big American popular en­
tertainers): World Cinema (occasionally 
rivaling the success or Hoolywood 
blockbusters); World Cuisine (a Pari­
sian family recently offered me sushi 
when I visited their home - a phenom­
enon that would have been literally un­
thinkable a few years ago!); the phe­
nomenal surge of interest in alternative, 
Eastern, and pseudo-Eastern remedies 
(acupuncture , shiatsu massage, 
aromatherapy); and much more be­
sides. 

The Western consumer is attracted as 
never before by the cultures and the 
products of distant lands. Now, surely, 
is the time for the rightful owners of 
the truly exotic nation-brands to lever­
age the power they hold over the imagi­
nation of the world's richest consum­
ers? Now is the time for them to start 
making back some of the money that 
they have paid rich countries for their 
products over the past century, to begin 
to reverse the relentless flow of wealth 
from poor to rich, and to redress some 
of the imbalance between the lucky and 
the unlucky nations of the earth. 

The factors that make consumers buy 
products from certain brand names and 
not from others - whether these are 
country brands or corporate brands -
many seem somewhat mysterious. The 
perception of a brand in the mind of the 
consumer is like that game where you 
join up a series of numbered dots to 
make a picture of an animal. But in 
branding, the dots have no numbers, 
and the brand-owner has little control 

over how the consumer will join 
them up in his or her mind, and what 
kind of creature will be the result. 
But refined technique, long experi­
ence, and above all a profound un­
derstanding of cultural differences 
and consumer psychology can make 
the process far from random. 

In reality, "brand extensions" - where 
a brand owner launches a new prod­
uct line under an already familiar 
name - can, as we have seen, be very 
logical and very obvious, or they can 
appear totally random. For Kellogg 
to launch a new kind of breakfast ce­
real on the market is just as much to 
be expected, as is a new wine from 
France or a new fashion label from 
Italy. But when Caterpillar, a manu­
facturer of earth-moving equipment, 
recently launched a range of casual 
footwear, it was as surprising and ex­
citing as a software giant emerging 
from India. 

When a country does have the cour­
age, insight, and creativity to move 
away from the classic paradigm of "na­
tional produce" and celebrate the fact 
that it produces brands that make you 
think again about the country that 
produces them, the results can be far 
more noticeable, and consequently 
far more profitable. Somewhere in 
the mysterious processes of con­
sumer logic, Caterpillar boots made 
sense, and the resulting brand exten­
sion benefits both the company's core 
business and the new business: it re­
ally is a case of two and two making 
five.This is one kind of aid that emerg­
ing countries could find truly valu­
able: the international branding ex­
pertise that can create unexpected 
and inspiring connections between 
countries and consumers, and that 
will enable countries to launch their 
products onto the global marketplace 
with confidence, with a big noise, and 
above all, with pride in their origins. 

Prepared by W G S Waidyanatha for 
"Economic Review" from an article 
written by Simon Anholt to Impact, 
Fall 1999 Vol. 3 No. 4 • 
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