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PRICING Cadillac pricing power trails product substance

PRODUCT Lack of entries in new growing segments, global 
powertrains limited in coverage (e.g. Diesel)   

ORGANIZATION Unclear responsibilities for Cadillac within GM  
corporation
Non-US markets have little to no Cadillac-dedicated 
staff(s) and little influence

BRAND HEALTH Cadillac brand health trails segment competitors on 
every key metric

NETWORK Network quality in U.S. is a major brand image 
impediment

Volume per outlet significantly lower than that of 
German competitors, ROS for exclusive stores lower 
than multi-line stores

CHALLENGES:

• Brand image

• Brand relevance

• Pricing power trails 
product substance

• Residual values

• Incentive spend

• Network size

• Network profitability

• Customer 
demographics

• Structure

• Product portfolio

• Powertrain
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Right-Size Inventory
• “One Car Too Few”

Invest In Brand
• Lift Prestige, Relevance, 

Opinion
• Shift customer profile
• Prioritize brand image 

before volume 
development

Lift Pricing Power
• Grow sales, price 

point, profitability

PUSH MODEL:
COMPOUNDING NEGATIVE FACTORS

PULL MODEL:
SUSTAINABLE LONG-TERM LUXURY BUSINESS

Re-Establish Quality
• Retail over wholesale
• High-performance 

margin and bonus 
system

• Vehicle delivery
• Product investment
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: SRAA Forecasts based on IHS POLK & NVCS, NCBS; Europe estimates based on LUX weighted avg. UK, GER, FRA, ITA, RUS

FC
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RE-ESTABLISHING THE STANDARD
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To be a leading, iconic, global premium brand, which 
sets standards for aspirational appeal — beyond the 

boundaries of our industry.

To deliver profitable and sustainable growth, with a long-term commitment to brand development.

BOLD OPTIMISTIC SOPHISTICATED
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Prepare for Investment
(2015-2017)

Expand & Strengthen 
Foundation (2018-2020)

Accelerate Prestige
(2021-2023)

• Accelerate non-N.A. Production
• Establish China as a second volume hub

• Clarify and launch distinctive & impactful long-term brand positioning
• Begin transformation to consistent brand communication and representation globally
• Identify clear “Hot-Buttons & Heroes” messaging to lift Prestige & Generation X&Y Relevance
• Instill distinctive Brand Separation

• Identify major portfolio threats and opportunities
• Support successful launches of major products (XT5, CT6)
• Invest in expanded product & powertrain portfolio

• Return N.A. days supply to health targeting <70 ds
• Reduce dependence on incentives and short-term tactics

• Identify demographic gaps to LUX market & develop action plans
• Identify key customer target segments for product & brand development

• LaunchUSA Margin & Bonus system change-over to performance-based structure
• Re-launch brand and strategic mission with dealer body

• Develop high performance organization with top talent, premium mindset, clear vision, emphasis 
on training, clear goals and empowerment
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PROGRESS POINTS 
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68% 53% 75%
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4,893

6,037

5,457

3,343

2,654

5,870

5,370 5,295

4,010
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RE-INVENTING THE BRAND
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PRODUCT PORTFOLIO EXPANSION
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“Core”
“Halo”

“Strategic 

Imperatives”
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GLOBAL VOLUME DEVELOPMENT
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• Expand geographic footprint

• China as second volume hub

• Middle East / Russia 

• Europe beyond 2020

• Enter new market segments 
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