Chapter 7 Case
Matching the Personalities of Man and Machine
It was a busy day in mid-January 2012 at the Porsche headquarters in Stuttgart, Germany.  CEO Matthias Mueller was scheduled to meet with the Members of the Management Board that day to go over the company's plans for the future.  Considering that a special focus was to be placed on the North American market at that meeting, Mr. Detlev Von Platen, the CEO of Porsche Cars North America, was invited to attend. 
Mr. Mueller had thought that it would be beneficial to start the meeting with a review of the ratings given to Porsche North America by various rating entities in the United States, such as the Luxury Institute of New York, J. D. Power & Associates, and Motor Trend magazine, among others.  In his opinion, Mr. Mueller believed that perhaps by reviewing survey respondents' comments, on the basis of which these ratings were made, a profile of the U.S. Porsche buyer would emerge.  Such portrait, then, would provide a valuable tool in guiding the company's future plans for launching new models. 
After Mr. Mueller welcomed the Board Members and Mr. Platen to the meeting, he informed the group of his intention to take some time at the start of the meeting to look over a couple of reports.  The first report dealt with 2011 ratings of Porsche from the Luxury Institute of New York; and the second a study conducted in the early 2000s detailing the psychographic profile of the Porsche owner.  Time was given to Board Members to familiarize themselves with the two reports. 
As the Board Members viewed the report from the Luxury Institute of New York, they realized that it is a research organization that focuses on the top 10 percent of America's wealthy.  The Institute surveyed a sample of 1,505 affluent American consumers with an average income of $278,000 and average net worth of $2.5 million to arrive at the results of the luxury car survey.  To generate the results, the Institute further sampled 1,013 ultra-wealthy American consumers with an average income of  $489,000 and average investable assets of $6.8 million.
 
The wealthy voted Porsche, Mercedes-Benz, and Lexus as the best luxury brands.  The super-rich, on the other hand, placed Maybach, Rolls-Royce, and Bentley at the top of their list.  Porsche and Mercedes-Benz tied for top honors as brands "that are used by people who are admired and respected."  
The brands were rated using the proprietary Luxury Brand Status Index (LBSI), which is the only measure available of the value and equity of leading luxury brands for wealthy Americans.  The LBSI measures four main pillars of brand value: consistently superior quality, exclusivity and uniqueness, the enhancement of social status, and the brand's ability to make a customer "feel special."  The survey also measured a brand's ability to merit a significant premium price and referral from wealthy customers. 
The Board Members, then, had a chance to review the second research report, which classified Porsche owners into five categories as follows: 
· Top Guns represent 27 percent of owners. These individuals are driven and ambitious. Of primary importance to them are the matters of power and control as well as a strong desire to be noticed. 
· Elitists represent 24 percent of owners. These individuals are old-money blue bloods. To them, a car is just a car, no matter how expensive it happens to be. They do not feel that the car is an extension of the owner’s personality. 
· Proud Patrons represent 23 percent of owners. To this group, ownership is an end in itself. Their car is a trophy earned for hard work. 
· Bon Vivants represent 17 percent of owners. These individuals are worldly jet-setters and thrill seekers. To them, the car is a means of heightening the excitement in their busy lives. 
· Fantasists represent 9 percent of owners. To these individuals, their car is an escape. Feeling a little guilty about having a Porsche, they avoid impressing others with the fact that they own one.
With this information at hand to comment on, Mr. Platen requested an opportunity to make some observations about his perception of the typical American Porsche buyer.  He felt that for the wealthy consumer, social status—though rarely discussed—is very important.  On some level, the wealthy, he said, identify themselves by the collection of brands they consume and by whom they perceive is consuming them as well.  In addition, the overall consumer experience, he felt, is one of the most critical factors in Porsche's measure as a luxury brand.   
[bookmark: _GoBack]After many comments were made by various Board Members, a somewhat clearer profile of the typical Porsche buyer emerged.  It was obvious that high income, prestige, and exclusivity characterize the buyer in this market.  These factors, Mr. Mueller felt, would support his intentions to announce to the Board his wish for introducing a Porsche-branded supercar—a new car intended to go head-to-head with the Ferrari 458 Italia.  If this car is destined for production, he felt, it would make meeting Porsche's goals for the future—that include offering more models and selling 200,000 units per year by 2018—within the company's arms reach.1 
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Chapter 7 Case Questions 
1. If you knew that the supercar codenamed the 960, which CEO Matthias Mueller was hoping to introduce by 2015 to compete with the Ferrari 458, costing over $581,000, would you be inclined to support such a line extension considering the profile of the U.S. Porsche buyer?  Why or why not?
2. One of the new models Porsche has recently introduced is the small Cajun SUV.  Do you think the expansion of Porsche into the line of SUVs is consistent with the firm's reputation for high-speed, luxury automobiles?  Why or why not?
3. In reference to CEO Detlev Von Platen's comments regarding the typical American Porsche buyer, he stated that consumers are not just buying transportation—they are buying a seamless relational customer experience with the brand.  In your view, what does this statement mean?  Would this positive customer experience work equally well in the case of lower-price, less-prestigious cars?  Why or why not?

