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Case One: Porsche: “How Porsche Created New Relevance for a -
Revered Icon”
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Strategic Challenges

Was America’s luxury sports car category on the ropes? With the uncertain economic times, it
seemed no one needed a sports car and it was no longer publicly acceptable to share a longing for
one—let alone the sports car of all sports cars, a Porsche.

‘This was the problem weighing on the minds of the Porsche team in 2010. In the larger sports car
category, which was down 56%, Porsche was experiencing precipitous declines. Since 2007, sales of
the 911—Porsche’s revered icon, and the heart and soul of the brand—were down 54%. Not only
were 911 sales down dramatically, sales of all two-door Porsche sports cars (including the 911,
Boxster, and Cayman) had fallen an unprecedented 58%. Thus, the loss of relevance and
diminished road presence of the 911, Porsche’s flagship model, had wide reverberations that
strongly affected the very identity of Porsche.

‘The key challenge: Figuring out how to sell a product that's synonymous with success and status
Q during a time when affluent consumers were examining, reexamining, and justifying each and
every purchase.

The challenge was exacerbated by several factors. Porsche had no new product to generate buzz.
m In fact. the 911 was in the last vear of its current model cvele. and the new 911 madel. the Tvne 991 =
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the 911—Porsche’s revered icon, and the heart and soul of the brand—were down 54%. Not only
were 911 sales down dramatically, sales of all two-door Porsche sports cars (including the 911,
Boxster, and Cayman) had fallen an unprecedented 58%. Thus, the loss of relevance and
diminished road presence of the 911, Porsche’s flagship model, had wide reverberations that
strongly affected the very identity of Porsche.
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‘The key challenge: Figuring out how to sell a product that's synonymous with success and status
during a time when affluent consumers were examining, reexamining, and justifying each and
every purchase.

The challenge was exacerbated by several factors. Porsche had no new product to generate buzz.
In fact, the 911 was in the last year of its current model cycle, and the new 911 model, the Type 991,
had already been publicly announced and was eagerly anticipated by Porsche enthusiasts. Those
who were interested in buying a new 911 were on the sidelines, waiting for the new model, and
some dealers were taking orders. To meet its aggressive sales goals, Porsche knew it had to reach
beyond its core enthusiasts, and establish brand relevance with a larger audience, many of whom
had never owned or considered a Porsche before. Porsche intended to sell its current $80,000-plus
vehicle without any major promotional or pricing programs, and with a communications budget
that was half that of its closest competitor.

Objectives

1. Change Brand Perceptions: Within the challenging economic environment, the company
had to make the Porsche 911 and mid-engine models (Boxster and Cayman) relevant and worth

their price. = -
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