
 

 

APPLE WATCH + THE INTERNET OF THINGS 
Apple Watch is upon us, with a very different marketing approach.  From the iPod 14 years 
ago, to the iPad 5 years ago, Apple’s strategy was product-centric, focused on the device, 
with limited options. Apple Watch is human-centric, not about the device but about what you 
can do with it. It’s about living better. From personal wellbeing and fitness tracking, to 
efficiency and fashion, it is about you, emotion and personal – enabling you to do more. 

It also has the potential to bring the “internet of things” into the mainstream. Kevin Ashton, 
a 46 year old technologist from Birmingham UK is responsible for that rather clumsy term, 
having played with RFID-tagged logistics as an assistant brand manager at P&G. Moving to 
MIT he created a fictional Mexican social media guru called Santiago Swallow who seeks to 
educate the world about the real potential of networks and connectivity. 

Now we have a promise of 50 billion connected “things” transforming the way we live, 
travel, shop, work and more. From the intelligent Nest thermostats, developed by ex-Apple 
designer Tony Fadell and acquired by Google for $3.2bn last year, to Amazon Dash, which 
has just launched magic brand buttons to place around your home. Touch the Tide button 
on your washing machine, and a new box of washing powder is delivered to your door (often 
on the same day). This is revolutionary for consumer brands, building a direct connection in 
the home. Forget shopping lists, forget shops, innovation is all about making life better. 

ARM is another business thriving as technology miniaturises. The Cambridge-based 
company has seen its fortunes rise rapidly as people switch from computers to tablets, 
smartphones and wearables. ARM’s business model has always been about design rather 
than manufacturer. Unlike Intel who has struggled, ARM has the agility to co-create with its 
customers, to change and customise, and keep moving with exponential markets.  
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BRAND FUSIONS + HIGH GROWTH MARKETS 
Last month I was working with Yildiz Holding, which is a Turkish market leader with wide 
range of chocolate and snacks, imitating the concepts of global players then delivering them 
cheaper. How things change. Now Yildiz is devouring global brands itself, from Belgium’s 
Godiva Chocolatier for $1.3bn to Britain’s United Biscuits for $3.2bn. Now with 53 plants 
in 10 countries, and a portfolio of billion-dollar brands like McVities and its Jaffa Cakes, 
Yildiz is ready to take on the world. 

However success requires change. In Yildiz’s case they want to double their revenue in 
four years. But securing a significant return on acquisitions requires more than just operating 
the existing businesses. It’s all about “fusion” … mixing up the new portfolio across markets, 
to combine brands and products, capabilities and channels. Kraft’s acquisition of Cadbury 
quickly gave us Philadelphia cheese with a twist of Dairy Milk, Ritz sandwiches and KitKat 
ice creams … Fun products, but the real money is in simplifying the complex product ranges 
through the lens of a small number of more powerful consumer-centric brands, then taking 
them as innovative ranges in new and relevant ways to the world’s fast growth markets. 

 



 

Another example of this shift in power, and power of fusion comes from India … Tata Group 
have done a fabulous job in reenergizing the Jaguar and Range Rover brands, 
encouraging new concepts and editions to reach out to new audiences, from the female-
friendly Evoque, to the streets of Shanghai. Whilst Tata has stayed loyal to the origins of 
the brand, giving new life to British carmakers, it has added the vision, networks and drive to 
win in new markets such as Brazil, China and India. Tata doesn’t just look west, having this 
month made a huge investment in Xiaomi, the Chinese tech superbrand that is outthinking 
Apple in emerging markets, and has created  $45bn value in just 5 years. 

CHANGING THE GAME IN ARGENTINA + KAZAKHSTAN 
My new book “Gamechangers” came out recently, and has already sold out of its first 
edition. It’s about the new breed of brands across the world who are shaking up markets, 
redefining them in their own vision, fusing digital and physical, and embracing new business 
models, for more profitable and positive impact. It includes a whopping 100 case studies, 
with new insights and ideas from every sector and region. The Dutch marketing association 
recently called it “the best strategic marketing book of our time” … that was very kind! 

The best part of launching a new book, is getting out there, inspiring people with its 
messages, but also finding their own examples, and helping them to become 
“Gamechangers” too. Last year we discovered Aeromobil’s flying car in sleeping Slovakia, 
which quickly became a global media story, and will soon be production ready. This year in 
Buenos Aires, we held a Gamechangers competition to find the best local innovators, won 
by Taragüi, which took the traditional drink mate, and gave it a modern day twist, now 
available in flavoured powders plus a range of merchandise. In Istanbul, another competition 
threw up 30 fantastic examples of local innovation, from Brisa’s incredible car and tyre 
services to LC Waikiki’s local twist on fast fashion. 

 

Truly impressive was Kazakhstan’s new capital city Astana, which emerged 10 years ago 
out of the inhospitable central Asian steppe. This is a nation that is larger in size than 
Europe, a tradition of fearless horsemen, and a bridge between Russia and China. It’s also 
a country of great ambition. Kazakhtelecom is building one of the largest fast broadband 
networks in the world, so with the prime minister we explored how could the government 



use this infrastructure to become a game-changing nation. From distributed e-learning to e-
healthcare, leapfrogging old models to create new services. With Astana’s World Expo in 
2017, watch out for the rise again of the Kazakhs. 

CREATIVITY IN THE SKIES + STOCK MARKETS OF UAE 
Dubai hosts the World Expo 2020, and the UAE government has declared 2015 the year of 
creativity. Whilst the nation’s rapid wealth has come from oil and tourism, it knows it needs to 
move beyond this, to become a Singapore-like hub of knowledge, business and finance. 
This is not just about ideas and innovation, but about thinking differently. In fact we will soon 
be launching a new Gamechangers competition to find the best innovators in the Middle 
East, innovation labs to drive action, and an online showcase of winners. 

 

One of the most effective innovation tools is to “reframe” what you do. Working with the 
UAE’s financial services authority, we initially talked about rules and regulation of its two 
growing stock markets in Abu Dhabi and Dubai. However it was only when we started 
thinking about what stakeholders really wanted, from investors to the government, that we 
saw the opportunity to innovate – not to control, but to educate and encourage new 
investors, build a more vibrant market, and grow the UAE economy. Emirates, the airline, is 
a shining example of this, reframing from a regional airline built on Dubai as a destination, to 
the city as the global hub of international air travel. Not just an ambition, already a reality, 
having grown from 40bn to 200bn RPKs in just 10 years, and now dwarfing everyone else. 

ZOOM IN ZOOM OUT + THE FUTURE OF MARKETING 
Marketers are the most natural “gamechangers” in business – whilst sales people try to sell 
more of what they have, operational people improve the efficiency of doing it, and finance 
count the numbers of the past – it is marketers who find the future, make sense of change, 
new opportunities for growth, and drive innovation. It is also marketers who then engage 
customers, shape propositions and experiences, to build relationships and communities. 

SDL is a great example of an analytics company that really does help marketers to do this.  
Fuelled by the internet of things, social media and more, big data will grow from 4 to 40 
zettabytes (that’s trillions of gigabytes) over the next 5 years. For marketers this data is both 
a headache and moonshine, helping to target actions in real-time, influence individuals at 
the right moments, by developing powerful propositions and personal solutions. SDL turn 



this analysis into visual information, developing rich co-created content, then enabling you to 
instantly translate across languages (27 languages covers 80% of the internet), and deliver 
global yet personal customer experiences … be it for chocolate or cars! 

Marketers need to be the strategists and scientists, storytellers and socializers … 
continuously “zooming out” to see the big picture, shape the markets, champion innovation, 
and “zooming in” on the detail, personal and profitable, relevant and real-time. Creating 
tomorrow and delivering today. But that’s what makes a business valuable – the sum of 
likely future cashflows, the real ROI of brands and innovation. Of course that also means 
that marketing goes beyond a function, and becomes a mindset that pervades the C-suite 
through to the operations room, all thinking “outside in” to create and capture more value. 

 

INSPRING IDEAS + PRACTICAL ACTION 
The only real way to understand changing markets is to get out there. In recent months I 
have worked with cruise lines and hotel chains, food companies and fashion brands, media 
and telecoms to explore their potential futures, develop more innovative strategies, and 
accelerate profitable growth … This is achieved through a burst of keynote energy and 
inspiration, a short workshop to change ambition and direction, or a fast and practical 
project, working collaboratively with your team to make real ideas happen.  

Next stops for me include Istanbul, Jakarta and Singapore with projects in real estate, 
telecoms and healthcare, plus a fantastic Corporate Leadership Program bringing together 
the disciplines of design thinking, new business models, and strategic implementation, 
which I will be facilitating, based in three phases at the Hasso-Plattner Institute in Pottsdam, 
IE Business School in Madrid, and Nordic Executive Academy in Kolding. There are also  
workshops and masterclasses around Gamechangers, inspiring leadership, business 
innovation and strategic marketing, to deliver at your location, or at our retreat near London. 

MASH+UP is a quarterly round-up of new ideas and anecdotes by Peter Fisk who is a 
bestselling author, keynote speaker and expert consultant. He is founder of GeniusWorks, 
based in London, helping companies to develop more innovative strategies for brands and 
marketing. He was recently nominated to Thinkers 50 Guru Radar, and is visiting professor 
at IE Business School, Madrid. His new book “Gamechangers: Are you ready to change the 
world?” is out now, and available on Amazon. Find out more at www.theGeniusWorks.com 
or email peterfisk@peterfisk.com 


