


Next

~The M an You r Man Could Sm ell
uxe- (201 0 )

Thebrand went viral with this ad, in
which ·Old Spice Guy" Isaiah Mustafa
confidently purrs, "Hello, ladies:

-cee r Blockers ~ (2 0 10 )

This bonkersclip, directed by Tim
Heideckerand Eric Wareheim, sparked
a long-running series of popular,
completeiy over·the·top ads.

~ l n te rne t Respon ses~ (2 010)

A triumph of real·t ime marketing in
which people tweeted Questions to
Must afa,who th('n went on a two-day
YouTube answerextravaganza,

Once just a crusty old bott le in your
dad's bath room, Old Spice-with
w teden-kennedy--c reated a market­
ing juggernaut thai propelled it to the
top ofits category. Some ads that
made Old Spice new again:

~ Pil i n ted Ell per ience~ (20 0 7 )

Thefirst hint of its bracing new dtrec­
tton wasth isspot with Bruce Campbell,
who spouts incomprehensible advice in
front of aseemingly endless painting.

51OLD SPICE

-

3 1Delt a

After evolvi ng from a
f leet of crop -dust ing
biplanes into one of
t he nation's biggest
air l ines, Delta was in
t roub le by t he mtd­
2000s. Squeezed
by higher fuel prices
and disrupters like
JetBlue and Southwest,
it was f orced t o f ile fo r
ban kruptcy. But after
renegotiati ng un ion
contracts and expand­
ing its f leet with used
planes inst ead of cos tly
new ones, among
other things, Delta
once again took f light .
In 2013, 120.4 mill ion
passe ngers boarded
Delta p lanes-more
t han any other airline.

3. Be more welcoming

Encouraging customers
to takeaseat, Schultz
introduced free Wi·Fi at
allStarbucks locations in
2010.ln 2014. stores be­
ganupgrades to wireless
Powermatcharging sta­
tions for mobile devices.
No more plug hunting!

2 1Marvel

As t he home of Spider­
Man, Captain America,
and other iconic charac­
ters, Marvel has lon g
b een t he comic-book
world's bi ggest p layer.
But in the mid -1990s t he
comics mar ket crashed,
Marvel went b roke, and
t here was no super­
p ower strong enough
to stave off ban kru ptcy.
But f ear not ! After
rest ruct ur ing , our hero
changed its approach,
focusing on movies
rat her t han paper and
ink. Toda y, Iron Man, the
Avengers, sotoer-Man,
and X·Men are all buncn­
dollar fr anch ises, and
t he company's master
p lan- t o connect many
of its characters in
a single cine mat ic
universe- has turned it
into one of pop culture's
most powerful brands.

2. Fill the ex perien ce

In 2008, Schultz closed
all7,100 U.S. srarbucks
stores for threehours to
retrain bartstas in theart
of pulling espresso. He
did away with automatic
machines and Introduced
aretooled house coffee,
PikePlace.

Sometimes too much success can mean trouble. In the 2000s Starbucks overexpanded,
djluttog proflts and damaging the brand (not eetycomer needs a Starburks]. Bylate 2008
net income had fallen dramatically, rutting the stock price in half A look at how Starbucks
CEO Howard Schultz turned things around:

Once t he world's most
revered automa ker, GM
faced disaster in t he lat e
2000s, when it f iled for
ban kruptcy and laid off
tens of t housands of
workers. Whic h makes it
all the more ex traord i·
nary that jus t a year after
the f ederal govern·
ment's bailout p lan
earned it t he sarcas tic
nic kname "Govern ment
Mot or s: the company
roared back t o orctttabtl­
ity. After t rimming costs
and kill ing its struggling
Pontiac, Satu rn, and
Hummer divisions, GM
went public again, raising
roughly $20 b ill ion. By
t he end of 2013, the
government had sold off
t he last of its GM shares,
capping a remarkab le
turnaround that saved an
estimated 1.2 mi llio n jobs.

11General Motors

4ISTARBUCKS

1. Cut the losses
Schultzdecided to shut
down 900 underper·
forming stores, which
reduced staffing and
leasing costs, That also
allowed him to invest
more in the Starbucks
outlets that had been
working the best.
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.. 9 1Nintendo

Remember the
GameCube? Nin­
tendo dominated
the Video-game
world in the 'SOs
and '90s with
products like the
Game Boy, but in
the early 20005
Sony and Micro­
soft launched the
PS2 and Xbox.
and Nintendo's
response-an
underpowered
purple box that
screamed "me-too
product'<-was a
flop. Then Nin­
tendo embraced
its individuality
wi th the OS,
OS Lite, and wu.
each of which
would go on to sell
around 100 million
units worldwide.

3_Ma rket It
smartly
PBR sport ­
sored cool
events like
galleryopen­
ings rather
than bl.lY
trad itional
ads. Since
2001, national
sales have
increased
by 165%.

2. 0 0 your
research
One of the few
places where
sates were up
was the hipster
hub of Port­
land, Oregon.
Young people
embraced the
brand due to
its no-frills
image, lack of
cheesyadver­
tising. and
aflordabili ty.

81PABST BLUE RIBBON
Launched in the 19th century, icon ic Milwaukee
beer PBRreached peak popularity in the a-track
era. But by the late 1990S, the brew had gone
flat. Here's how it came back:

1. Think
younger
In 2001, with
sales hitting
an all -time
low. the com­
pany brought
in Benetton
exec Brian
Kovalchuk as
ere and Neill
Stewart as
brand man ­
ager. Stewart
was just 27
at the time.

With a onme.nme
lineup full of snoozy
grandparent bai t like
Murder, She Wro te and
Dr. Quinn, Medicine
Woman, the Tiffany
Network sank to last
place in the mid-1990s.
That changed after CBS
hired Leslie Moonves
away from Warner Bros.
TV, where he'd green­
lighte d such shows as
the zeitgeist-defin ing
Friends. The Moonves
era has produced a
slew of huge hit s- CS/,
Survivor, Two and a
Half Men, The Big Bang
Theory-and CBS is
now t he nat ion's most­
wat ched net work .

The preppy retai ler lost
it s pep in the late 199 0s,
and from 1998 until
2003, three CEOs cycled
through the fadi ng
bran d. Then Mickey
Drexler and Jenna Lyons
came along . In 2003,
Drexler-recent ly fired
as CEO of Gap Inc.­
invest ed $10 m illion of
his personal cash into
J.Crew in return for a
22% stake and the CEO
t itle. Soon af ter he
arr ived he discovered
Lyons, who had quiet ly
been working in the
design department for
13 years . She soon
beca me the company's
driving creative force,
crafting a more upscale
produc t t hat was equa l
parts catwalk and
Nantucket. It was a hit:
During Drexler's f irst
f ive years at J.Crew,
revenues leape d 107%.

7 1CBS

6 1Lerew
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14 1Lego ..

"Everything is
awesome?" Not for
the toymaker in
the 1990s, when
Lego was suffering
due to the rise of
video games and
other competition.
In 1998, the com­
pany lost money
for the first time.
Then Jerqen Vig
Knudstorp stepped
in as CEO in 2004,
and things started
to snap into place.
Knudstorp cut
costs and tntro­
duced soon-to-be­
popular Lego lines
like Ninjaqo. It
worked: By 2013
Lego was the
world's most profit­
able toymaker.

131Burberry
Nobody expected the
fus ty Burberry t o sur­
vive the storms of the
modern f ashion market ­
p lace. Credit t wo Ameri­
can execut ives with
reviv ing the British
brand: Rose Marie Bravo
and Angela Ahrendts
(who now runs Apple's
ret ai l division). As CEO
f rom 1997 to 2005,
Bravo brought in
designer Christopher
Bailey. He and Bravo's
successor, Ahrendts,
took the t urn around
from there, deftly
b lending updates of
the old (that t raditional
trench coat, t hat fam il·
iar check) wit h an
embrace of t he new
(social media, agg res·
sive China st rategy).
That led to an unprece­
dente d resurrect ion,
record fi nancial result s,
and acclaim for a fashion
house that's once again
a luxury t rendsetter,

12 1Disney
Animation
Disney may be the best­
known name in chi lo
dren's entertainment,
but its once-revered
animation division
began the ztse century
in a major slump. Af te r
'90s successes such
as The Lion King, t he
st udio started churn ing
out duds like Hercules
and Fantasia 2000.
The resul t was a major
downsizing in the
early 2000s. But after
Disney acquired Pixar in
2006 and Ed Catmull
and John Lasseter took
charge, the studio
roared back wit h
hits like Tang led and
last year's world·
dominating Frozen.

The announcement
went out in t he summer
of 2011: "We will no lon ­
ger offer a plan that
includes both unlimited
streaming and OVOs by
mail: Subscribe rs would
have to join two sepa­
rate services- one
of t hem ludicrously
dubbed Qwikster- and
pay $16 a month instead
of $10. The ensuing
backlash and exodus
stunned investors; more
than 800,000 custom­
ers fled Netfli x in a sin'
gil.' quar ter, sending its
stock plunging from
$300 a share t o around
$65 by year's end. Net ­
Nix qu ickly scrapped
Qwikst er and aooto­
gized, but the company
only t ru ly recovered
from t he gaffe wit h
original series such as
House of Cards, which
launched in 2013,Soon
prof it was skyrocketin g,
stock h it $400 per
share, and Amazon and
Hulu were working
fur iously to catch up,

11 1Nettlix

lOI1: Converse builds on its new
reputation as a fashionand life·
style brand with hip initiatives like
Rubber Tracks, arecording studio
for emerqfnq artists in Brooklyn,

lOOS: The shoe companyexpands
aprevious partnership with John
varvatos to createaclothing line.
caPitalizing on converse's assocta­
tion with cool musicians,

l014: The company sues 32com­
petitors, including Ralph Lauren,
for allegedly producing knockoffs.
Annual revenues hit $1.7 billion,
up from $205 million in 2003.

100]: Nike buys Converse and
implements a countenntuntve
plan: Makl.' ene brand less about
sports and more about style.

II ru led the athlet ic market from
its founding at the beginning of
the zuth century until the 19705,
but then Nike and Adidas mus­
cled their way in and Converse
faded, fil ing for bankruptcy in
2001. How it rebounded:

-

-

-

-

10 ICONVERSE
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ISITarget
It used to be just
another big-box value
store, but in the 20005
Target rethought its
image, luring higher-end
cust omers with surpris­
ing part nerships (Isaac
Mizrahi, Missoni, Lilly
Pulit zer) and slick
market ing. That new
stra tegy-matched with
a rap id expansion­
transformed Target into
Tar-zhay: a mass-appeal
retai ler that could
deliver everyday needs
in style. By 20 05, Target
had reached $50 b ill ion
in annual sales.

18 1Lower
Manhattan
The 9/11 attacks had
a profound economic
impact on New York,
but by t he time One
World Trade Cente r
opened in late 2014, t he
area was once again
bustllnq. More t han 400
companies big and small
have relocated t o lower
Manhattan since 2004.
Combine that with a
boom in tourism and it's
no wonder luxury
brands such as Saks
Fifth Avenue, Tif fany
& Co., and Hermes are
f locking to t he area.

19 1Bacon

16 ITHE NEW ENGLAND PATRIOTS
In the late '80S and early '90S, the Pats were a bad team with a
stadiu m in bankruptcy. Here's how owner Robert Kraft- who
purchased the team in 1994 for $172 million- tu rned them into
four-time Super Bowl winners worth an estimated $2.6 bill ion:

1. Look forwlllrd
When Kraft
bought the Pats,
herealized there
could bea big
payoff if heup­
graded the team's
aging home base.
The$325 million
Gillette Stadium
opened in 2002,
andsincethen
every game has
sold out .

2. Hire sm ar t
In 2000, Kraft
staked his team's
future on a pair of
nobodies: coach
Bi ll Belichick and
sixth-round draft
pick Tom Brady.
In retrospect , it
wasastunningly
savvy move,
They're now two
01 the league's
biggest names.

3. Go bigg er
Kraft opened
a1.3 million­
squere-tcor retail
and entertain­
ment complex
next to thesta­
dium. It operat es
all year, not just
during thesea­
son. Now the Pats
are the NFL'ssec­
ond most profit­
able operation.

17 1Lacoste .0\

Born on French
tennis courts in
the 1930s, this
powerhouse of
popped-collar polo
shirts had faded by
the early 1990s due
to general alligator­
logo fatigue. To
get young people
excited about the
label. Lacoste
stopped licensing
its name, no longer
sold clothes in out­
lets like walmart.
and hired a high­
fashion creative
director to reboot
the brand. It also
opened well­
designed boutiques
and targeted
women with acces­
sories like hand­
bags. That effort
led to newfound
fashion-world
cred and a massive
sales boost.

With foodies now drool ­
ing over all manner of
cured-pork products,
it 's easy to forget that
t hose greasy st r ips used
to just be somethin g
you at e with your eggs,
Or maybe not even that:
In t he '80s, animal-fat
phobia ate into sales by
as much as 40%, But by
t he ear ly 20005, bacon
had its sizzle back.
Celebrit y chef s champi ·
oned it as t he ul t imate
f lavor boost er, and the
low-carb -diet f ad made
it act uall y somehow
seem kind of healt hy.
Bacon mania ensued,
showing up everywhere
f rom burger spot s
(Wendy 's Baconator) to
bars (bacon vodka, any­
one?). That 's part of t he
reason pork sales in t he
f ood-serv ice industry
out paced all other
meats between 2001
and 2013, and sales
were up another 11% in
2014, making bacon a
$6 b ill ion busi ness.

Cont ributo ,,, Je ll Beer,
Joe Ber~owilZ. John Brownlee.
AuM;n Carr, Jell Chu, J• •on Feiler,
Jillian Goodm an, J.J. McCorvey,
Ev;e Nagy. N i~ rta RiChardson.
D.njelle5ac~.,l .u'.n

S<hwart'be r9 . MarkWilson
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