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ABSTRACT
The three core sectors of activity within a corporation that develops product are: design and product
development, sales and marketing and production. All three areas should function effectively independently and
operate together harmoniously. With the phenomenal growth of branding in the past two decades the sales and
marketing component of the equation has not only increased in significance but has taken precedence over the
areas of design and production. 

A new era is emerging that sees product being the hero. Creativity is returning to the domain of independent
design and the focus is moving away from the big brands that have dominated the scene for the past few years.
The exciting thing is that innovation and having a point of difference can be a key to success.

There are real opportunities for creative industries to grasp the moment to promote excellent design, quality
production combined with a socially responsible infrastructure.

Background

In the writing of this paper the author has used her experience and background within the fashion industry, as a
result some of the language used in relation to product development, production and distribution is peculiar to
the fashion system. All efforts have been made to provide analysis that is applicable to diverse design disciplines.

The power of the brand

‘Whichever way you look at it, brands today are the most demonstrably powerful and
sustainable wealth creators in the world. The term ‘brand’ and the practice of branding are
not only being applied across the full spectrum of businesses; they are now being applied
across any type of organisation that seeks to create a relationship with its audiences over
and above day-to-day process and cost.’ (Clifton and Maughan, 2000 p xiii)

Over the past two decades, creative disciplines have led the pursuit for branded merchandise. Many design
industries have been caught in the spiral of marketing bravado presented in the guise of branding. ‘The new
marketing approach is to build a brand not a product, to sell a lifestyle or a personality, to appeal to emotions.’
(Author unattributed, Economist.com, 2001)  The business mantra of the past two decades has been brand
equals profit. ‘Historically, building a brand was rather simple. A logo was a straightforward guarantee of quality
and consistency, or it was a signal that a product was something new. For that, consumers were, quite rationally,
prepared to pay a premium.’ (Author unattributed, Economist.com, 2001) It is believed that branding has its
origins as a process for categorising cattle by farmers to distinguish their herd. (Newsome, 1999) No doubt the
original logo was found on the butt of a bull! Although freelance journalist Sue Ryan suggests that ‘The first use
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of branding actually preceeds the branding of farm/herd animals by humans, the first "modern" humans (who
lived at the same time as the late Neanderthals) created the first accessory ‘brands’. They wore pierced shells or
carved bone to show their connection to distinct geographical areas and social groups, or ‘tribes’. These first
social signifiers were the equal of modern day branding, they ‘advertised’ a person's social group as people
moved from area to area. They were even buried with their brand accessory (how many people today would get
buried in their Nike I wonder?)’ (Ryan 2003) Branding, as we know it today has evolved to see the incredible
growth of corporations that have been focussed on the primary objective of creating a conceptual ideal as
opposed to product, prior to that the manufacturer of goods or production was the focus of most organisations
(Newsome, 1999). 

A corporation’s ability to create a successful brand is embedded in its marketing plans. An Internet search on the
word ‘branding’ returns a list of hundred’s of firms whose main business is graphic design (logo and image
creation), public relations, advertising, promotional activities and marketing. The three core sectors of activity
within a corporation that develops product are: design and product development, sales and marketing and
production. All three areas should function effectively as independent concerns while being able to operate
together harmoniously as a team. With the phenomenal growth of branding the sales and marketing component
of the equation has not only increased in significance but has taken precedence over the areas of design and
production. Naomi Klein asserts the most successful brands don’t actually make anything; from Tommy Hilfiger
to Nike, they outsource their manufacturing and the companies themselves concentrate on the all-important
brand ubiquity. (Klein, 2000) Corporations whose role it is to provide goods to the consumer have analysed their
internal structures and there has been a seismic shift from ‘production’ which is now often farmed out to low
cost labour countries towards ‘marketing’ as being the key channel towards profitability. ‘Companies are
switching from producing products to marketing aspirations, images and lifestyles. They are trying to become
weightless, shedding physical assets by shifting production from their own factories in the first world to other
people’s in the third.’ (Author unattributed, Economist.com, 2001) 

To consider the value of design within major corporations is a nostalgic reminder of the days when we actually
purchased merchandise because the product fulfilled a need as opposed to the buying of an identity, lifestyle, a
mood or a dream. Today the product is hardly relevant but the brand is always critical. Consumers are sold the
brand as an experience, the brand as a lifestyle. (Newsome)  We have evolved from a society that focuses its
purchasing decisions on the intangible rather than the tangible. Rita Clifton, the Chief Executive Officer (CEO) of
the United Kingdom (UK) based organisation; Interbrand, in her definition of brands describes them as follows;
‘a mixture of tangible and intangible attributes, symbolised in a trademark, which, if properly managed, creates
influence and generates value. …Today, several of the most valuable brands have a tiny (or in some cases, virtually
zero) tangible asset base. … Increasingly, we may be in the position saying not just that “a company’s most
valuable assets are its brands” but “this company’s only asset is its brand”.’ (Clifton and Maughan, 2000 p vii) To
quote Lee Clow, Chairman and Chief Creative Officer of TBWA Worldwide, renowned as one of the most
innovative advertising agencies in the world. ‘People bought Nike not because of what they made, but because
of who they were.’ (Clifton and Maughan, 2000 p 71)

The question now can be asked; in this era of branding do companies even have to bother with what they design
anymore, has the product become so undermined that the image it represents by way of advertising and
promotion outweigh everything else? As an eternal optimist, the author believes that not all hope is lost.

A new era evolves

In the past ten years, the consumer has become accustomed to the bombardment of advertising and marketing
propaganda that surrounds the purchasing of product. The phenomenon of branding has become commonplace,
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if merchandise isn’t accompanied by fast-talking promises its validity may be questioned within its potential target
market. ‘In a technocratic and colourless times, brands bring warmth, familiarity and trust,’ says Peter Brabeck,
the CEO of Nestle. They also have a cultish quality that creates a sense of belonging. ‘ln an irreligious world,
brands provide us with beliefs, says Mr Olins. [Wally Olins, a corporate-identity consultant and co-founder of
consultancy Wolff Olins] They define who we are and signal our affiliations.’ (Author unattributed,
Economist.com, 2001) 

The brand bubble is about to burst. A new era is evolving; the cash registers are not singing the merry tunes as
they were ten years ago. As branding becomes more intrusive, the more the consumer becomes immune to it.
‘… many multinationals have a rather sizable weak spot. … Brand image, the source of so much corporate
wealth, is also, it turns out, the corporate Achilles’ heel. (Klein, 2000, p 343) Branding although initially successful
as a strategy to sell more product has evolved into a phenomenon that breeds homogeneity and plagiarism within
the product development area. The cycle of excessive consumption has been forced down the throats of potential
customers and they are starting to respond with frustration and anger at best and boredom and complacency in
the worst scenarios.

The sales and marketing team have dominated in most companies now for a number of years as customers have
bowed to the almighty brand and its image. Have designers been left in the back room studios to wither? Design
has been undervalued for the past two decades instead marketing, promotion, image creation and branding have
become the focus of creativity within product-focussed organisations. These are the areas considered worthy of
investment to increase sales and profitability. Ironically designers have not been in a position to drive the
development of product; this control has been at the hands of marketeers who believe they define the markets
and link to the consumer. In the world of branding, the craft of creation has become secondary and consequently
the sense of the artisan has been lost within the social infrastructure. 

The value of ‘value’

The consumer is looking for value, a concept that shouldn’t be automatically linked to lower priced merchandise.
Value more importantly also means quality. (Ederfield, S. and Horton, O, 2001, p 45) The consumer will no longer
see the value in investing in the brand unless the product serves its purpose. Fundamental to creative industries
success into the future is quality manufacturing, and materials. During this era of branding, the concept of quality
has not been highly valued; rather it has been the image and notion of lifestyle associated with merchandise that
provided the basis for customers parting with their cash. This is not to suggest that consumers have been
accepting of ‘shoddy’ product for the past ten to fifteen years rather other criteria have provided the key reasons
for purchasing. One of the major problems with the onslaught of branding is that many product categories
started to work to similar formulas and the merchandise offered to the consumer did not have a point of
difference. Clothing designer Paul Smith maintains; ‘It’s the lack of individuality which is anathema to design,
because design is about an idea. These days, it’s not about an idea any more, it’s about marketing.’ (Clifton and
Maughan p 24) Style copying has been a phenomenon throughout the global design industries for a number of
years. Plagiarism will not survive in the context of rediscovering quality.  The consumer sees the same product
everywhere and then hears claims that it is original, which potentially means that they only lose respect for all
involved. Quality in the design process, consideration of styling and excellent manufacturing can no longer be
regarded as being of secondary importance.

A reaction to the phenomenon of homogeneity in product categories will be realized in a return to design,
possibly once again designers will be highly regarded for their ability to create challenging and innovative
concepts as opposed to celebrity status for a whole host of non-design reasons. An era is emerging that will see
creation become important beyond adaptation, a time when consumers will seek out unique product and will no
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longer accept blatant copying of product. Design is a creative area that attracts charlatans. Practitioners who are
attracted to the fast paced high profile nature of product industries who claim themselves as designers because
they have the ability to get a few basic pieces made up. As we move back to an era where true design expertise
are required to develop quality product, we will potentially and hopefully see the return of design and a rejection
of the objectionable process of plagiarism which is done in the guise of research.

Creativity is returning to the domain of independent design and the focus is moving away from the big brands
that have dominated the scene for the past few years. Lewis and Bridger in their book ‘Soul of the New
Consumer’ claim: ‘The mass market is disintegrating splitting into smaller and smaller niches (some of which may
comprise a single consumer), within which individual buying habits can be as unique and personal as fingerprints.’
(Lewis and Bridger, 2000, page 79) With the revival of the individual the consumer will potentially react against
the mega brands, the power of the individual will be tantamount. There will be resurgence in creating unique,
modern products that are sustainable. ‘Manufacturers and service providers whose mindset still revolves around
notions of mass production, mass marketing and mass consumption are already experiencing falling sales and
eroding brand value.’ Lewis and Bridger (Lewis and Bridger, 2000, page 4)

Designers have found themselves victims of a system ruled by consumption: coming up with new ideas on a
constant basis for the sake of feeding the system. In this blur of free enterprise, it is time to stop the spinning
wheel. ‘Designers are moving back to the notions of sustainable design… value and meaning in products rather
than planned obsolescence and novelty. Marketeers are beginning to think once again in intellectual rather than
celebrity and no-brow terms.’ (Shah, 2002) Customers are starting to reject the notion of constant consumption
and are searching for balance in what they purchase. There are fundamental shifts in the way the consumer buys
and creative organisations have to change the way they create, market and merchandise product to suit. The
exciting thing is that innovation and having a point of difference can be a key to success.

A Sustainable Future

Sustainable design is a core trend that will strongly influence product directions into the next five years. (Shah,
2002) Customers are rejecting the notion of constant consumption and are searching for balance in what they
purchase. This is particularly prevalent in the area of fashion. Sustainable design means that certain product
categories will thrive. Firstly, the basics that represent functionality and no nonsense approach to product
development. Secondly the classics, capturing our inclination for all things nostalgic while providing us with the
comfort of what we know. The third and most vibrant category is that of unique product, the search for items with
a point of difference that stimulate, excite and challenge the user. (Edelkoort, 2002) Consumers are responding
with a move towards individualism and personalisation with an appreciation for the value of specialised creative
product, searching out distinctive items created using specialist methods. (Agins, 1999, p 4) These will be products
that cannot be easily replicated by the volume operators and commercial mainstream end of the market.

This enables a move into an era of with a greater focus on product, which requires that a new approach to
product development and design occur to reinvigorate the customer into wanting to purchase merchandise with
a point of difference. Customers are searching out product that offers integrity and value and this means more
than buying into the promises implied by the logo. (Lewis and Bridger, 2000, Raymond, 2002) Product focussed
organisations have now had to move on from the 1990’s notion of branding as the hero. David Shah publisher
of Textile View and Viewpoint publications maintains; ‘That shoppers use to look at products in a two dimensional
way, they saw the label first and then the product, they were doing this because marketeers had trained
customers to think in this way.’ (Shah, 2001) Consumer’s expectations are fundamentally changing. Suppliers all
the way through the supply chain now have to do something special because customers expect it, in fact demand
it; customers are the independent heroes. 
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The purpose of this paper is not to be an anti-marketing discussion; the author has no intention of deliberately
devaluing the important role of branding, marketing and promotion. Instead, this paper hopes to reinvigorate an
interest in design and creation. Innovation must happen on many levels but first and foremost with the product
itself. There is a concept that you cannot create an interesting product without a viable sales and marketing
strategy, as this provides and opens up the distribution channels to the consumer: this is without question an
acceptable notion. Equally it should be heralded that one cannot establish an effective sales and marketing
strategy without viable product to accompany it. In the past decade, we have been driven by marketing and
branding without enough consideration being given to product development and design innovation. The two
areas of marketing and design should be intrinsically linked with a concerted effort being applied to both areas.
The formula for success in creative organisations has to be one of the two working in tandem. Triumphant stories
are those of product designer Philip Starke and fashion creators; Paul Smith and Tom Ford who controls design
and marketing for Gucci. All who are instigators, innovators and astute marketeers?

Philippe Starke has an interesting and valuable design philosophy in relation to he democratisation of design. Speaking
at the Melbourne Fashion Festival Business Seminar in March 2002, Starke enthusiastically discussed the projects he
worked on for Target. He promoted the notion that design should be an egalitarian concept available to all and the
price point of a product should not determine the level of design that goes into it. Design should be for all and not
an elitist concept; it should be used as a vehicle to add value whatever price merchandise is sold at. (Starke, 2002)

One of the greatest concerns in relation to the focus on branding and the consequent lack of investment in design
innovation is the demise of skill. As image through branding has been such a powerful force there is some
thinking that the effort does not have to be applied to product, rather energies are best concentrated on how
merchandise is presented to the public. As a consequence, the design component becomes undervalued and the
creation of product is secondary. In the past ten years this approach has been a major cause of the
commoditisation of product design industries. As all brands start promising the consumer that they will make
their life fulfilling, exciting and/or rewarding, the consumer compares product using other criteria. When product
categories then start equally competing on brand promise and price, the only degree of difference is design and
the unique properties that the product offers.

The bombardment of stuff versus the creation of magic

The future of design is bright; a well-designed product can fulfill its promise, that is; it simply is a well-designed
product. By contrast branding tends to make intangible promises. ‘Less a product more a way of life. … Consumers
are now bombarded with choices. They are “commercials veterans”, inundated with up to 1,500 pitches a day. Far
from being gullible and easily manipulated, they are cynical about marketing and less responsive to entreaties to
buy. ‘Consumers are like roaches’ say Jonathan Bond and Richard Kirshenbaum in their book’ Under the Radar-
Talking to Today’s Cynical Consumer’. “We spray them with marketing, and for a time it works. Then, inevitably,
they develop an immunity, a resistance.”‘ (Author unattributed, Economist.com, 2001) There are too many
promises without the corresponding guaranteed results. Into the future the value of the brand will be irrelevant if
the ‘product’ doesn’t fulfil a purpose for the consumer. We are returning to an era of product being the hero rather
than the catch phrase or promotional tools used to endorse it, if the product looks better, feels better, performs
better, then customers will buy it despite what trademark logo is hanging off it. No longer should organisations be
mono focussed on the brand being the be all and end all. ‘… raising false expectations lays advertisers open to
criticism, especially if the products they push end up being nothing special.’ (Raymond, 2002, p 29)

Consequently, there is a ground swell of public dissension and there is a return to product rather than the
marketed image being pivotal to consumer demand.  Change is apparent; the consumer has become accustomed
to the bombardment of marketing images, to the extent that they have become immune. The excessive sales
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pitch has gone too far. Faith Popcorn has termed the denunciation of branding: ‘brandlash’. ‘The backlash against
the excessive branding of every inch of space and times in our lives will be expressed by a rush to use generic,
unbranded products – and raw materials – whenever possible.’(Popcorn and Hanft, 2001, p 160)

According to Richard Neville, (who describes himself as travel-worn author, stirrer, futurist and windbag) ‘The
corporatisation of the world is starting to impose a conformity of pleasures. Advertising aims to make you
unhappy with what you’ve got. …What’s next? The future of advertising will be about helping to improve the
quality of life, and not just that of the people al the agency.’ (Neville, 2002) Advertising, promotion, marketing
and consequently branding has for the past two decades tried to instil us with promises of a better life, it now
feels that we have been bombarded with false hope. By contrast it could be design that is well produced that will
create the magic in our lives, providing consumers with a new experience.

Before there are celebrations in the streets of design centers around the world, designers beware; this will not be
a license to create more and more product in the hope that organizations will yearn greater profits. Currently the
public sees the stores full of ‘stuff’, overloaded shelves, bulging racks and the constant screaming sale signs, this
is not positive for anybody in creative industries, whatever role they perform in the supply chain. As price gets
driven down, within design industries, companies need to assess whether it adds any value to their merchandise.
Cheaper does not equate with more sales but more ‘stuff’ clogging up retail outlets. Customers may very well
ask themselves; do we have enough stuff, why do we need to buy more? Two-dollar stores around the world
have a lost to answer for. Mass production has brought speed, efficiency cheaper prices but it also has brought
diminished standards, and the strategy of most companies appears intent on chasing the mighty dollar, which
can sacrifice the ability to truly profit. More, more, more clouds the benefits of better, better, better. Into the
future customers will not accept the notion of ‘disposable’; they are getting tired of things being cheap for cheaps
sake. 

The commoditisation of product within our modern economic infrastructure means that we have instilled a sense
of discounted, is better. Price is a key issue, beyond value and has resulted in the polarisation of markets and the
demise of the middle market. Consequently we have the volume market with a churn it out principle of creating
stuff that is a bargain. Alternatively there is the upmarket elite product market that has been swamped by the
image it creates, the lifestyle it promises. In between the middle market has weakened. As a consequence the
consumer is essentially offered the choice between commoditised volume product (focussed on price) and
branded upmarket merchandise (focussed on image). There lies an opportunity for developers of creative product
to assess the viability of reinvigorating the middle market by creating product that is well designed, innovative
and which offers good value.

The pursuit for Product with Soul

The modern consumer is now looking for multidimensional products that have to have soul, integrity and a
philosophy, a concept that is not easily realised. How does a designer just whip something up that has soul,
integrity and a philosophy? ‘What is happening is a literal back-to-basics and a doing away with advertising gloss
in favour of more honest persuasion. …Marketing is the enemy of authenticity seems to be the message.’
(Ederfield and Horton, 2001)

Corporations have employed tactics to spread their merchandise across the globe and expand their businesses
beyond geographical boundaries. As the golden arches illuminate the world there is a public groundswell
questioning the activities of massive companies that are sapping the resources of the globe; What are they
putting back in, when they get so much out by way of profit? ‘While the latter half of the 1990’s has seen
enormous growth in the brands’ ubiquity, a parallel phenomenon has emerged on the margins: a network of
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environmental, labour and human rights activists determined to expose the damage being done behind the slick
veneer.’ (Klein, 2000, p 325)

Intrinsically linked to the notion of branding is the concept of globalization. Globalisation has been a major force
in the past twenty years; the constant pursuit to expand markets to gain a greater share of the world’s purchasing
power has been a decisive strategy of many organisations albeit not something that can be regarded as a recent
phenomenon. In 1848 Marx and Engels wrote in ‘Manifesto of the Communist Party’.  ‘The need of a constantly
expanding market for its product chases the bourgeoisie over the whole surface of the globe. It must nestle
everywhere, settle everywhere, establish connexions everywhere.’ (Marx and Engels, 1848, page 35) Today in
2003 the bourgeoisie are the corporations that remain intent on controlling our hearts, our minds and our purse
strings. 

Brand success has been gauged by its adoption across the world, the expansion of markets has been perceived
as a positive strategy to be adopted by corporations. Global immersion, selling lifestyles to as broad a market as
possible despite the social and environmental implications as long as the fiscal rewards are apparent. ‘Each day
the business pages are filled with success stories from the front lines of globalization: “GM unveils $1.25 billion
Brazilian expansion,” “Europeans learn to love the mall,” “Coca-Cola eyes Asian Market.” To meet the challenge
of these expanded ambitions, ad executives in skyscrapers in every world capital are consumed by a singular
mission: to create global brands, transportable to any market in the world. … so we have IBM’s “Solutions for a
small planet,” Reebok’s “This is my planet” and, no matter where we roam on Earth, we are always at home at
“My McDonald’s.”‘  (Klein 1997)

Such expansionist policies adopted by the world’s leading brands may also potentially be their undoing.  The
notion of products being global deprives the consumer of a local identity, a sense of place. ‘In 1998 a study
conducted by the United Nations Educational, Scientific and Cultural Organization (UNESCO) has revealed that
most countries have focused their efforts in pursuit of economic wealth often leaving behind then cultural
heritage. UNESCO executive Crespo Toral says this is a common response to globalization.’ (author unattributed:
media awareness network) As universal brands invade the public consciousness there is a rising interest in unique
and specialised merchandise created by independent producers. In the search for unique product we will see a
reaction to the frustration that has emerged with globalization and consequently there will be resurgence in the
appreciation of locally produced merchandise that reflects the peculiarities of its inherent culture.  A concept
termed by Faith Popcorn as ‘Locouture’; ‘It’s a whole new opportunity for neighbourhoods to be reborn and for
unknown designers to get their start. Another benefit of locouture: it’s sparking a return to old fashioned cottage
industries, since the quantities are too small for mass production.’ (Popcorn and Hanft , 2001, p 145) For global
brands to survive during this period of individualism and personalisation they will need to rethink strategies.

According to Pascal Lamy, the European Union Commissioner for Trade; ‘Globalization is a real and relevant
phenomenon, its economic impact is very substantial, and – if left to its own devices – potentially damaging.
…Globalization is multifaceted, some would say amorphous. Therefore it is relatively easy, perhaps simplistic, to
attribute to globalization all the bad things that happen to individuals, communities, regions or indeed to
International society as a whole.’ (Klein, 1997) In reality globalization as a phenomenon is part of the universal
psyche and condemning it will not make it go away. Charles Leadbeater author of ‘Living on Thin Air – The New
Economy’ maintains that globalization despite its recent criticism should be regarded as a positive movement, in
that globalization should be about improving the world, performing together, creating an environment of
culturally harmonious synergies where all prosper. (Leadbeater, 2002) A potentially romantic and naïve but
commendable concept. This virtuous opinion of Leadbeater; that globalization be about creating a harmonious
world on multifaceted levels with consideration of cultural, social, environmental and economic infrastructure was
reinforced by ex President of the USA, Bill Clinton in a speech given at The London School of Economics. Clinton
refers to the concept of a ‘non zero sum game’ as put forward by author Robert Wright in a book titled Nonzero.
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‘In order for one person to win, somebody else has to lose. A non-zero sum game is a good friendship, a good
marriage, a good business partnership, a good peace process, in order for victory to accrue to one side; the other
side has to feel that it has won as well. So Wright argues that with increasing sophistication in interrelationships
it will become more and more necessary to find non-zero sum solutions.’ (Clinton, 2002)

Globalisations association with branded product has inherited a negative persona within consumerist society by
virtue of its link to drive for profit as opposed to making the world a better place. ‘The economic process that by
the benign euphemism globalization now reaches into every aspect of life, transforming every activity and natural
resource into a measured and owned commodity.’ (Klein, 2002) As a result corporations have responded to public
criticism and those who want to survive within the global context are realising the importance of adopting
strategies that embrace concepts like the ‘Triple Bottom Line’. (TBL) The concept of TBL was developed by John
Elkington (the Chairman of SustainAbility Incorporated, based in London and New York) and first featured in his
1997 book ‘Cannibals with Forks’. Elkington claims; ‘The triple bottom line focuses corporations not just on the
economic value they add, but also on the environmental and social value they add – and destroy.’ (Elkington) TBL
requires that corporations consider the full extent of their activities and the impact that they may have on all
stakeholders involved. The push for corporations to be accountable provides the opportunity for the development
of product that is focussed on how and where it is created (requiring an emphasis on the areas of design and
production) rather than why (the selling of an image underpinned by branding and the pursuit of profit).
‘Ecological and social issues are becoming more important than ever before, and a vital new role is opening up
for design. We have to reveal all these hidden environmental and social impacts and create products that have a
‘total beauty’. These products, also known as ‘sustainable products’, are those that are the best for people, profits
and the planet.’ (Datschefski, 2001, p 28)

Conclusion

A new era is upon us and there are real opportunities for creative industries to grasp the moment to promote
excellent design, quality production combined with a socially responsible infrastructure. It is as if a new word
needs to be developed to capture ‘branding’ within this new context, in the current milieu, it is leaving a bitter
taste in the public mouth. The word ‘brand’ is everywhere, to the point where Disney chairman Michael Eisner
calls the term ‘overused, sterile and unimaginative’. (Author unattributed, Economist.com, 2001) 

Brands will have a future albeit a rocky one. ‘As they move from merely validating products to encapsulating
whole lifestyles, brands are evolving as a growing social dimension. In the developed world, they are seen by some
to have expanded into the vacuum left by the decline of organised religion. But this has made brands-and the
multinationals that are increasingly identified with them-not more powerful, but more vulnerable. Consumers will
tolerate a lousy product for far longer than they will tolerate a lousy lifestyle.’ (Author unattributed,
Economist.com, 2001) 

By contrast design that is well considered, innovative, socially responsible and which provides the consumer with
a sense of fulfilment has a positive future. At last product will be the hero again.
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