
Copyright © 2004 by Celemiab Systems AB. All rights reserved.    

CLI E NT CASE 

Lexus Business Strategy

IN BRIEF

Lexus was a relative newcomer in the established 
and highly competitive prestige car marketplace. In 
order to differentiate the brand, it was refocusing 
its whole business infrastructure to become truly 
customer-centric, with the objective of becoming a 
benchmark brand for delivering ‘legendary service’.

The challenge was to engage both the owners and 
managers of the retail network and the rest of the 
employees to embrace this next step for the Brand 
and make it happen.

To achieve this, Lexus worked closely with Celemi to 
create a programme that formed the core part of a 
one-day conference – the Landmark Events. Stuart 
McCulloch, Managing Director of Lexus Europe, 
commentated about the success of the Events: “The 
Landmark Events that took place in 2002 were 
instrumental in helping Lexus GB to achieve our 4th 
Gold Award in the JD Power Automotive Survey this 
year and, in particular, in improving the customer 
experience.”

Background
In the highly competitive prestige car marketplace, Lexus 
was recognised for rational reasons derived from the 
quality of the product. However, the emotional values that 
really drive desire and aspiration within this customer base 
were weak. These emotional values were an inherent part 
of the competitors’ brands because of their heritage in the 
marketplace.

Lexus therefore needed to build the emotional value of 
the Brand and aimed to achieve this through elevating and 
adding value to the customer experience. It was refocusing 
its whole business infrastructure to become truly customer-
centric with the objective of becoming a benchmark brand 
for delivering ‘legendary service’.

A lot of work had been done with investment in the retail 
network and product programme and putting in place 
the processes and systems to deliver excellent service 
to the customer. The challenge now was to engage the 
owners and managers of the Lexus retail network, and 
subsequently their employees, to embrace this next step for 
the Brand and make it happen. 
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The start of a journey…
In order to gain commitment and buy-in from the owners 
and managers of the Lexus Centres, they had to reach the 
conclusion that creating legendary service was the only 
way forward – to provide a clear and differentiated Brand 
positioning, improving the competitive strength of the 
Brand and so their profitability.

Lexus decided to bring the 200 owners and managers 
together for a one-day conference to mark the start 
of this journey. Lexus worked closely with Celemi to 
create a programme that would form the core part of 
this conference, leading people step-by-step through a 
process of discovery to a common understanding of what 
‘legendary service’ means for Lexus, its customers and all 
those associated with the Brand, and why it is so important.

Engaging employees
Once the buy-in and commitment of the owners and 
managers had been won, Lexus  brought the rest of the 
retail network employees together at conferences to 
take them through a similar process of discovery. The 
learning programme was customised to make it relevant 
for all 800 employees. Although the level of conversation 
was different for this audience, they reached the same 
conclusions and understanding about the future direction of 
the Brand.

The programme

1. YOUR EXPERIENCE AS A CUSTOMER

• Standing people outside the motor industry to reflect 
on what it feels like to be a customer

• Understanding what makes brands successful 

2. A COMPETITIVE MARKETPLACE

• Exploring Lexus’ position in the prestige car 
marketplace

• Identifying opportunities for the Brand to sustain 
success in the future

3. THE LEXUS CUSTOMER EXPERIENCE

• Understanding what a truly customer-focused 
approach means in reality for customers

• Assessing current performance 
• Examining the barriers to delivering ‘legendary service’


