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Brand New World equips next-generation CEOs and CMOs to embrace creative thinking, feel
confident in making impactful billion-dollar choices, and harness the power of their brand and
leadership teams to create a bold future.Humanity faces complex global challenges. People
around the world want to make progress towards a better life, community, and world and they
expect brands to play a role in creating this bold future. Brand New World is a clarion call to
recognise that it’s no longer enough for leaders of powerful brands to be motivated only by
financial growth.The biggest brands have the resources to bring people with shared vision and
values together and to mobilise change through their voice on a scale large enough to make a
difference. CEOs and CMOs hold the keys to creating a better world but they face significant
barriers to leveraging the power of brands to supercharge humanity’s progress.Brand New
World explains how to:• Develop a brand vision and strategy which articulates the brand’s role in
creating a bold future.• Align resources to create measurable value for all stakeholders beyond
financial growth.• Encourage next-generation leaders to make choices about how they lead your
brand.

About the AuthorSarah J. Kay is the Founder of Create A Bold Future LLC, a global brand
strategy consultancy. Sarah is passionate about connecting with people and cultures first-hand
to develop an informed perspective and a deep understanding of the problems to solve. She
thrives on the challenge of taking brands into the future and unleashing creativity, talent, and
passion in others to get there. Originally from the UK, Sarah has twenty-five years of global
brand, innovation, and leadership experience across multiple industries, brands including Nike,
Reebok, and Mattel, geographies, categories, functions, and global moments such as the
Olympics and the Football World Cup. She has lived in Portland, Oregon for eleven years. Sarah
specialises in developing transformative global brand strategy in collaboration with brand,
innovation, design, product, and sustainability leaders. She takes a macro, forward- leaning
approach to coaching to disrupt conventional wisdom in a positive way, to imagine possible new
futures, and to synthesise complexity into tangible priorities and strategic clarity to inform
decision-making. Sarah has been an ICF certified professional coach (CPCC) since 2011. She
empowers creators, innovators, and leaders to break paradigms about what's possible in the
future. --This text refers to the paperback edition.
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DedicationTo the people and the planet of the future.© 2021 Sarah J. KayThe right of Sarah J.
Kay to be identified as the author of this work has been asserted. All rights reserved.No part of
this book may be reproduced, stored in a retrieval system, or transmitted in any form, or by any
means (electronic, mechanical, photocopying, recording or otherwise) without the prior written
permission of the author, except in cases of brief quotations embodied in review articles. It may
not be edited, amended, lent, resold, hired out, distributed or otherwise circulated, without the
publisher’s written permission.Permission may be sought directly from the author.Author contact:
createboldfuture@icloud.comCover and interior design by Andy Meaden /CONTENTSAbout this
BookAcknowledgementsChapter 1 VoiceWhy This Book?Why Me?Why You?Why Now?
Coaching QuestionsChapter 2 HumanityWhy does humanity matter?What do Gen Z and
millennials think about humanity?What do you think about why humanity matters?Coaching
QuestionsChapter 3 FutureBeing FuturisticBeing CreativeBeing BoldCoaching
QuestionsChapter 4 BrandsA Brand BurgerGovernmentSMultilateral AgenciesGlobal
BrandsGlobal CitizensThe role of a brand through the eyes of Gen Z and millennialsWhat’s next
for catalyst brands?Coaching QuestionsChapter 5 InsightMacrotrends InsightConsumer
InsightExecutive Leadership InsightBusiness InsightMarketplace InsightIndustry InsightData
InsightBrand InsightPersonal InsightCoaching QuestionsChapter 6 VisionMaking Time and
SpaceBuilding a Vision with your TeamThe Collective Influence of BrandsThe Definition of a
VisionExample 1: VerizonExample 2: NikeLeading the Creation, Integration, and Communication
of a VisionCoaching QuestionsChapter 7 StrategyStrategic ThinkingStrategic PlanningStrategic
ImplementationQuestions to ask when developing a strategy to achieve your visionCoaching
QuestionsChapter 8 LeadershipPersonal LeadershipPeople LeadershipBrand LeadershipAn
Opportunity for Brands to Create a Bold FutureCoaching QuestionsChapter 9 Leadership
VoicesMelanie StrongMelanieTamika Abaka-WoodTamikaSion PortmanSionNote to the
ReaderThank YouBe BoldNext StepsGet in TouchAbout the AuthorAbout this BookBrand New
World equips next-generation CEOs and CMOs to embrace creative thinking, feel confident in
making impactful billion-dollar choices, and harness the power of their brand and leadership
teams to create a bold future.Humanity faces complex global challenges. People around the
world want to make progress towards a better life, community, and world and they expect brands
to play a role in creating this bold future. Brand New World is a clarion call to recognise that it’s
no longer enough for leaders of powerful brands to be motivated only by financial growth.The
biggest brands have the resources to bring people with shared vision and values together and to
mobilise change through their voice on a scale large enough to make a difference. CEOs and
CMOs hold the keys to creating a better world but they face significant barriers to leveraging the
power of brands to supercharge humanity’s progress.In Brand New World you will learn how
to:Develop a brand vision and strategy which articulates the brand’s role in creating a bold
future.Align resources to create measurable value for all stakeholders beyond financial



growth.Encourage the next generation of leaders to make choices about how they lead your
brand.AcknowledgementsThe content of this book was developed over ten years through
thousands of coaching conversations, listening to consumers around the world, individual
executive interviews, generous expert guidance, and dedicated friends. It burst into life in a
metaphorical heartbeat because of your collective wisdom, which is woven throughout the
pages of this book. I’m deeply indebted to all of you.Holly Lorincz, your gift of courageous truth
was vital in the early days of creating this book. Ron Renard, Cathy Presland, and Kate Dixon,
thank you for getting me started and for generously sharing your wisdom and expertise as
published authors, and for cheering me on as coaches.To my co-writer, Rachel Henke, at
Become A Published Author Services, , thank you so very much for patiently and efficiently
guiding me through the process of writing and launching this book, and for sharing your
creativity and ideas for the future. I absolutely couldn’t have done this without you.To Helen
Fletcher, Lynsey Lambert, Chloe Speed, Kathy Gomez, Seana Hannah, Pierre-Laurent Baudey,
Lisa Hunefeld and Melissa Capone – thank you sincerely for your unwavering belief in me, for
your friendship and guidance, and for spending time with me talking about creating a bold future.
Missy, I still can’t thank you enough for saving my life. This book would not be here if you hadn’t!
Additionally, thank you to Jackie Mathys, William Glenn, Brian Stranko, Aurelia Figueroa, John
Dana Chisholm, and Lisa MacCallum for so liberally and kindly sharing your expertise and
advice.Extra special and massive thanks go to Melanie Strong, Tamika Abaka-Wood, and Sion
Portman for our shared professional experiences over the past ten years, and for your open-
hearted contributions to this book. Your experience and philosophy as brand, innovation, and
business leaders make our collective vision for the future tangible and real.Taking a chance on
someone can change the trajectory of their life, so to Edgar Jorrison, Paolo Tubito, Steve Tsoi,
Andrew Kilshaw, Davide Grasso, Tom Clark, Mike Yonker, Elizabeth Brouwer, and Mark Parker, I
am more grateful to you than you will ever know for giving me the opportunity of a lifetime at
Nike. I am a far better human because of each of you. Thank you for helping me to get out of my
own way and for encouraging me to follow my heart, make the right choices and do this
work.Thank you, Mark Smith, for your creative direction and for generously supporting the
Bodecker Foundation: .Thank you to Andy Meaden for your beautiful creative , and to Yasmin
Yarwood for your meticulous eye .Huge thanks to my socially distanced coffee, cocktails, and
dog walking crew for your energy and enthusiasm for this project, for asking inspired questions,
for listening to me give voice to this project, and for your dedication to meeting outdoors despite
the freezing cold and rainy Portland winter. Your curiosity and commitment made this book real
in my imagination long before it was physically created.To Sonic, thank you for keeping me
company every single day while I’m writing. And above all to my husband, Steve, thank you for
adventuring through life with me, for your support always, but especially in the past six months.
The best is yet to come.Chapter 1VoiceWhy This Book?If anything was possible, what kind of
future would you want to create for yourself and for those around you?Humanity faces complex
challenges, and brands and brand leaders can play a huge role in creating a bold future. Many



popular leadership books were written for a pre-2020s context, when the most important boxes
for a leader to tick were: drive growth, make a profit, increase the share price, develop better
leadership skills, and climb the corporate ladder.Not only has the macro global context changed
dramatically, now roughly sixty-three per cent of the world’s population is under the age of forty
(that’s five billion Gen Z and millennials) and they demand more from us, much more. Their
elevated expectations include that the future we build must work for everyone. When properly
harnessed, our eco-system of brands has the power to play a major role in creating a bright,
bold future for humanity and the planet.This pivotal moment calls not only for deep reflection on
who we are being, but also the need to cultivate a creative mindset.Self-aware leaders already
possess a highly developed sense of personal leadership: clarity on who they are being, their
point of view, and the impact they want to have on the world. Their business management skills
are sophisticated because they understand people are human beings first and perform at their
best when they believe in a vision.This book is not about sharing case studies of what’s gone
before; there are already plenty of those books. This is about you as a leader, and how to infuse
energy and originality into solving the world’s most pressing problems with the power of your
brand.It’s about leaving the old formulas behind and seeing our changing world with fresh
eyes.We face a great deal of disruption, much of it created by us, whether consciously or not.
The good news is we have an opportunity to re-think the way we do things and to create a new
operating system so we don’t continue to destroy each other and the planet.I believe we have an
obligation to turn up the heat on this effort immediately so that future generations not only have a
chance to survive but also to flourish.This book is a clarion call to recognise that it’s no longer
enough for people to be motivated only by their self-interest. It’s time to take a step back and
look at what we are busy creating; to keep what works and to ditch what doesn’t.Through my
experience, and from hundreds of interviews with CEOs, brand, and innovation leaders for this
book, it’s clear that the difficult reality of managing the day-to-day business, means leaders
simply don’t get the time and space to think deeply about the role they play, and the role the
brand they work for plays in creating the future.Over the years, I have been surprised to hear
people grumble when invited to attend a course that would allow them the time and space to
step away from the daily grind, to consider their long-term life or brand strategy. It has always
been one of my favourite activities.With the benefit of hindsight, executives have expressed how
they wish they had taken the time out in their thirties and forties to develop a deeper
understanding of their gifts and how to make the most of them. They craved connection with
what they believed in, a vision of what they wanted their own future to look like, and an
understanding and appreciation of the power of their position and voice.Knowing what they
know now, they wish they’d found better alignment between themselves and the company or
brand they worked for so they could direct the considerable resources they held in the palm of
their hands towards creating a better world.When you work for a world-class brand with a
powerful personality, it’s natural to absorb a deep sense of the brand and to embody its values
and philosophy. You become an extension of the brand and if you’re not careful, the brand



identity overpowers your perspective of the world to the degree that you ignore the importance
of developing your personal brand, values, and philosophy.As a certified coach, many people
across a spectrum of seniority and disciplines have reached out to me over the years for coffee. I
stopped logging the coaching hours once I hit two thousand! During those conversations, I
learned that most people hold a burning desire to feel fulfilled by their work, valued by their
organisation, and to use their creative intelligence to solve problems.They are hungry to find and
create meaning in their lives through their career by connecting their work to their values and
philosophy. On all levels, they yearn to make an impact on the journey towards a better life,
community, and world.This book is my way of helping you to do that because your voice
matters.Why Me?At age sixteen, I wrote a list of brands I dreamed of working for, and Nike was
at the top of my list. It was a bold dream, given my humble start as the daughter of an alcoholic
and the adverse childhood experiences that came with it, but through a twist of fate I landed my
first job at Reebok UK.This was especially poignant as the brand was founded in my hometown,
Bury, Lancashire, where my grandma had sewn Reebok Classics in a shoe factory. I met my
future husband at Reebok, and later, after many years working for global brands in different
countries, we relocated to the Netherlands, where I joined the brand of my dreams, Nike, in
2008.During my first performance review, I remember thinking: Wait! You’re asking me to take
responsibility for the Nike brand, and to take the consumer somewhere new? In those early
days, I wasn’t sure I was good enough to do that.By the end of 2011, I had certified as a coach
(CPCC) and articulated my philosophy for how I wanted to approach my life and career, and I
called it Create a Bold Future. This philosophy gave a name to how I’d lived my life so far and
informed everything I did from that point on, from my approach to my career, to my attitude
towards solving problems, to my communication style, to my leadership philosophy, and to how I
showed up.Create a Bold Future is my way of expressing my belief that anything is possible. We
are only limited by the audacity of our vision, creativity, and commitment. We can get stuck in
challenging places, sometimes for many years, and it ultimately destroys us if we stay
there.Create a Bold Future is my way of showing we don’t have to stay in a mindset or
circumstance that doesn’t work for us. It’s a way of saying that you can challenge the status quo.
You can see the same situation from a fresh perspective and choose to do things differently. You
can create a new vision and develop a strategy, and take bold action to reach your destination.In
2013, I knew I was fully equipped to leverage the power of brands to create a bold future and I
was ready to share it with the world. My years at Nike were a pivotal learning experience in my
life and taught me that my voice mattered and made a difference. Through a combination of
global business and brand acumen, diverse cultural experiences, the ability to create something
out of nothing, and delivering results through coaching, I felt ready to help others to see that their
voices matter too.I worked for Nike for just over twelve years, spanning a variety of locations and
roles from Category Brand Director to Head of Global Brand Innovation. After all of this time with
Nike, I had developed a deep understanding of the role that a well-positioned global brand plays
in people’s lives.Why You?Humans have historically created solutions that solve problems and



ultimately enable humanity to progress. The intention behind the things we build is that they work
for us. Technology is a great example: humans created technology to help humanity. Social
systems are another example: humans created social systems so that the system could speed
up progress. But sometimes, we lose sight of why we created the system in the first place. We
give it too much power and it spawns beliefs and behaviours that we don’t value or that aren’t
helpful in our evolution. We behave as though we now serve the system or the technology,
instead of the other way around. Brands can be a super example of this power imbalance in
action. Humans create brands to be the face of an innovation that solves a problem and allows
humanity to make progress. Over time, some brands have become so powerful that it feels like
people no longer work to solve problems, but only to enable the business to profit, sometimes at
a significant cost to humanity.As a leader of a powerful brand, are you clear why your brand
exists? Are you clear on the role your brand plays in creating a bold future for humanity? Or has
the brand become a slave to the economic system and taken your soul with it? This is important
for you to clarify because, as a leader, you hold the keys to creating a better world. As a
collective of corporate and brand leaders, you are responsible for trillions of dollars of resources
that could be reinvested and put to work for the benefit of humanity. Your brand was built to be
influential. Whether it’s the face of one of the biggest consumer goods, energy, transportation, or
technology companies in the world, your brand stands for something. Your brand started out,
and hopefully still exists, to solve significant problems. In becoming one of the biggest brands in
the world, did you lose sight of the original intention behind why the brand was created? Did you
lose the spirit of boldness, and your sense of purpose and agility? Did you begin to focus more
on running the business than serving the consumer?I’ve interviewed hundreds of people who
identify as Gen Z and millennials around the world, and many expressed the belief that as
brands become more powerful, they typically become more self-interested. Gen Z and
millennials infer that brands have been abusing their values for years, by not making meaningful
moves towards becoming who they say they are. While there is an awakening at the corporate
leadership level that the next decade represents an opportunity to create impact, too many
leaders still don’t deliver on the grand promises, gestures, and statements made. Brands are
expected to help create a new reality, to break down barriers to progress, and to reinvest some
of their profit into the communities that made them successful. People are openly calling for
brands to help create a better world, but they don’t want brands to have an us and them mindset.
People want brands to adopt a human approach, to value their relationship with their consumers,
and to operate as a partner with trust and transparency. Gen Z and millennials see brands as
having the potential of being one of us, but only when they take authentic steps to face the
challenges of creating a new reality, together.Creating a new reality starts with leaders
embracing a new mindset – a mindset which is open, curious, creative, visionary, imaginative,
purposeful, and ethical: a creative mindset. Leaders who understand that elevating and
empowering those around them through skills such as listening and coaching can create a
better world, faster. Your voice as a leader and as a human being matters because you are



closest to your consumer and the world around them, and the role of your brand in serving
them. Your voice and that of your brand are amongst the most powerful tools that exist today to
create a bold future.Why Now?For fifty years, capitalism has ruled our land. Brands have driven
growth beyond their creators’ wildest dreams, generating immense profit for shareholders, but
this model has gone some way to destroying our social fabric and planet. Financial growth is
important; without it, we don’t have the economic resources to reinvest to make progress. But
the critical question is: what is the cost of this growth? Today, there are many CEOs (Chief
Executive Officers) and CMOs (Chief Marketing Officers) of global brands who wield more
influence over the future than they realise, and with this immense power comes a responsibility
to humanity and the planet.As we cross the boundary of an imaginary firewall and head into our
offices each day, we can no longer afford the lazy luxury of ignoring global challenges and
human values just to get the job done.Why? Because people tell us that our brands will become
irrelevant if we don’t address the impact they have on issues such as climate change and
equality.Triggered by multiple global disruptions in 2020, the goalposts have shifted; the context
and expectations of society have changed. Humanity is now at a crossroads.Are capitalist
brands the cause, or can they become the solution to the problems that humanity, and the
planet, face?Next-generation brand leaders hold the keys to creating a bold future, and so they
must be equipped to consider how to channel the powerful force of their brands, both for the
health of the business and for the world.I envision this book as the starting point of an ongoing,
open-source conversation between brand leaders.Let’s begin!Coaching QuestionsYour voice
and that of your brand are amongst the most powerful tools that exist today to create a bold
future. You also have the life experience, skills, beliefs, and perspective to create a bold future by
solving complex global challenges facing humanity.• Can you name your most meaningful and
impactful life experiences?• Which of your skills do you most enjoy using?• Do you believe in
something so much that you would fall on your sword for it? • What’s your perspective on why
your and other people’s voices matter in creating a world that you want to live in?• Which of the
United Nations Sustainable Development Goals do you feel most strongly about?Chapter
2HumanityWhy does humanity matter?This is an important question to consider when
developing your point of view on why anything matters! 
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Courtaney, “Excellent insight into how we can leverage a brand into a bold new vision for the
future. There are way too many good pieces to this book to highlight in a single review, but I will
say this: I had written off corporate America as a key contributor to improving our world, but
Sarah Kay changed my mind. Sarah does a great job convincing the reader why we should have
high standards for big brands, *and* she offers tried and true tools to developing and executing a
vision, mission and strategy. I highly recommend grabbing a copy of Brand New World!”

Rich Hannah, “Insightful and Inspiring!!. What a great book!! I love Kay's call to action for brands
to be in service of humanity and not the other way around. Kay provides a blueprint for leaders to
reflect on their brand's values, to listen to what really matters to consumers and to create a
meaningful future for the world beyond profits. Each chapter provides insights that are actionable
and I found the coaching questions at the end of each chapter to be especially thought
provoking. This is invaluable reading for all leaders.”

Lisa, “A call to action for brands around the world. Great read. Would recommend for anyone
working within or partnering with a global brand. This book is a call to action - and has arrived at
the most perfect time. The author offers a fresh perspective, a vision, a pathway - and hope for a
better world. Leveraging the power of the brands we work for - and invite into our homes each
and every day. Brilliant.”

MT, “Great perspective. Sarah Kay’s Brand New World is a pragmatic approach to wrapping your
arms around building a brand. I particularly like her perspective on the consumer and if we
reframe the question to start with humanity it can lead to building a stronger more authentic
brand.”

Julie, “Brilliant!. Congratulations to Sarah for bringing these insights to the world! Such an
important read and powerful message that resonates with us all! A bold and inspirational step in
the right direction!”

Ebook Library Reader, “Compelling and useful read for all leaders looking to make a difference.
Well written and timely story and learnings to equip leaders to ensure they are taking the steps
needed to create the change we need to see in the world.”

melissa capone, “Permission to Build The Bold Future We Need. In writing this book, Sarah
gives us all permission to be bold leaders and reminds us that we can make a difference exactly
where we are. It pushes leaders to lean into solving the problems that are the hardest but that
will be the most impactful for a sustained healthy future. Sometimes it can feel overwhelming,
scary and risky to lead but Sarah has a way of making these things feel tangible and



achievable."To make a difference, we only need to take small daily steps in the direction we feel
is right""Sometimes, as creators, we don’t know where to start, but the best way forward is just to
begin. Things will happen that you would never expect or predict, and you can only decide what
to do when you face the reality of the situation.""Being a truth-teller is not an easy role to play,
but it’s rewarding in the end."I will not only recommend this book to colleagues and current
business leaders, but also to the aspiring leaders that are just starting their careers. Bold is the
only way forward for all and Sarah is leading us there!”

Zak, “The Start of a Compelling Dialogue. Brand New World is an easily digestible and
compelling read. I've read a number of these kinds of books and it often feels like you're being
talked at, not engaged with; Sarah has done a fantastic job accomplishing the latter. With
provocations and a clear framework, this is a book that demands revisiting and will remain on my
nightstand for years to come."We are only limited by the audacity of our vision, creativity, and
commitment" - I couldn't agree more and look forward to continuing the dialogue that Brand New
World has helped kick start for me!Highly recommend”

Ebook Library Reader, “This is a book for now!. As an ex-marketing director and now MD of a
company, I found this book thought provoking and inspiring. If nothing else, it makes you realise
the power leaders of large companies have, not just within their organisations, but in the wider
world!I’d recommend it to company owners and directors, CEOs and marketers and in fact
anyone in a leadership position. I’d definitely recommend it to anyone who would like to use their
influence and ‘power’ to make a positive difference in the world.Early in the book, the author
recognises that even before the pandemic, consumers were starting to reject the profit above-all-
else attitude that has historically been at the heart of companies. As we start to move past the
pandemic, this macro trend towards ‘kindness’ in its broadest sense (to each other, to humanity
in general, to the world…) will no doubt accelerate and it will become more and more
unacceptable for companies to disregard their impact on the environment or reject equality or
simply to treat people (employees, suppliers etc) badly. This book highlights this superbly and
through consumer insight provides a wake-up call that if you’re not already thinking about
incorporating strong ethics into your future plans, you’d better start now!I loved the coaching
questions at the end of each chapter that help you think through how you/your company can join
the movement to make the world a better place. Having seen many definitions of visions,
missions etc, I also found the versions in this book some of the clearest I’ve read and will be
referencing them in the future.The author also provides some great insights into millennials and
gen Zs that justify the book’s purchase price on their own. Added to this are some superb case
studies from different sized organisations as well as practical advice and planning tools.I will
definitely be referring to this book to develop my company’s long term vision.For me, this book is
spot on. I hope the ideas within it are taken on board by business leaders across the world and
become a force for a brand new world.”



Chris Roberts, “A brilliant book, totally right for this time.. It is clear that what the author is sharing
is based on real lived experience coupled with thoughtful and thought provoking purpose for
individual managers and businesses, as well as in a global context. The book provides a
framework for leaders to reflect on their wider purpose and provides a clear pathway to take this
forward. From energising and empowering teams towards a clear and meaningful vision
benefitting the brand in a way that also benefits humanity and the world, to offering a very
practical path to develop the strategy to action this vision. Fantastic! Thank you.”

Deh, “Excellent brand insight for a changing world. Really thought provoking content on how to
think about brands in a changing world and how they can be a real force for good, especially
relevant to future and developing leaders. Well written and in such a way it makes you really
pause and consider the notions being expressed.  Look forward to more work from this author.”

Booklover, “Inspiring and practical. Brilliant, concise waffle-free book. It's obvious the author
knows what they're talking about and really cares about showing readers how to create a better
world with their brand. Inspiring and practical. Highly recommend.”

The book by Chris Wallace has a rating of  5 out of 5.0. 24 people have provided feedback.
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