
Growing pains 
While some corporate brands take hits, others master the art of graceful expansion

FAIL SCALE

SATURN
It was enormously
successful. What
happened? Its customers
got older, earned more
money, had children,
wanted a different kind of
car. Instead of staying true
to its focus, Saturn  created
more cars to sell. Today it
has a full line of cars and is
doing miserably.

LAURA RIES,
consultant, 
Ries & Ries

TOYOTA
Lexus is the classic
example of how to launch
a separate brand in a
separate category to
expand business. Toyota
created Lexus for high end
and Scion for the kids
because Toyota wasn’t
“cool” enough.

SEARS
Despite a soaring stock
price brought about
mainly by cost cutting and
scale, its brands (with
exception of Craftsman)
have withered. Sears
remains differentiated—
where else can I buy tires,
tools,  jewelry and suits?—
but less relevant because it
stands for just variety.

PETER ROGOVIN,
managing partner,
Next Level SMG

JC PENNEY
JC Penney has really
mastered the conversion.
It could have just as easily
lost the battle for Middle
America if it was not
attuned to the needs and
tastes of its strategic-value
consumer.

STARBUCKS
Sometimes companies get
off track because they lose
the connection between
what they are selling and
what’s being bought. But if
you have to continuously
evolve your brand and
relationship with your
customer, it’s silly to
assume that you’re always
going to get it right.

KEVIN
O’DONNELL,
senior partner,
Prophet

MCDONALD’S
It was on a tear opening
new locations and then ran
out of room. Its
restaurants looked kind of
old and it offered
extremely unhealthful
food. Now almost half the
stores are open 24 hours
and its product line is far
more extensive. It’s
customer-centric.

GUCCI
In the 1980s and 1990s, it
expanded too quickly and
diluted the power of the
brand, nearly becoming a
parody of its former self. It
has since started to
recover—but the crawl
back to legitimacy is taking
far longer than the fall.

DAVID BECKER,
president,
Philippe Becker
Design

COACH
Coach has managed to
reinvent itself in record
time, boosting sales and
attracting new customers
without diminishing or
watering down the
perception of the core
brand.
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