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Land Rover North America, Inc.

Charles Hughes, president and CEO of Land Rover North America (LRNA), smiled as he
reviewed the company's latest field reports.  LRNA registered 4,503 total units sold in first-half 1994,
more than double the volume in first half 1993.  The Discovery, the company's first new 4X4 (four-
wheel drive) vehicle in twenty years, was shaping up as quite the success story: over 2,000 units sold
and nearly 4,000 customers on dealer lists awaiting product availability.  Other changes to the Land
Rover line-up, including a total redesign of the Range Rover and improvements to the Land Rover
Defender, promised further sales gains in the coming year.  With a $110m infusion of funds from new
parent BMW, Hughes had reason to believe that his dream of making North America the #1 Land
Rover market worldwide was well within reach.

The game had changed since Land Rover's North American subsidiary opened its doors in
1987.  LRNA had grown from a distributorship selling only one Land Rover model to a multi-product
firm with three vehicles under the corporate umbrella.  But how best to manage that line?  Much
hinged on getting the positioning for the Discovery right.  The company had straddled the fence with
its launch advertising, running some ads targeted to families with The Definitive Family 4X4
positioning, and some to 4X4 enthusiasts with The Evolved Land Rover theme.  Some suggested the
firm should stress Discovery's $20,000 price differential versus its up-market sibling instead, and
position the model as The More Affordable Range Rover.  It was time to stop waffling and get off the
fence.

Astute line management required careful articulation of fiscal year marketing plans as well.
Decisions concerning the company's "experience marketing" efforts, sponsorship activities, and
retailing strategies had to be made.  The management team had to determine what support, if any, to
put behind the corporate Land Rover brand versus individual models in the line.  Sound
recommendations concerning the allocation of funds across brands and mix elements required not
only a deep understanding of the marketing tasks at hand, but a strategic vision of the company, its
product line, and the brands within it as well.

LRNA was growing fast, and Hughes knew that decisions made now were pivotal to the
future trajectory of the firm.  Hughes packed up the data his research manager had compiled for him
and headed for home.  Tomorrow he would join members of his President's Cabinet on Long Island
and design the marketing strategies and tactics that would make LRNA the #1 Land Rover market
worldwide.  Divergent views of the strategic roles of the different models in the LRNA line, and
opposing visions of the "glue" that held them all together promised a long meeting ahead.
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History of Land Rover

The Land Rover

The Rover Group, which began as a sewing machine and bicycle manufacturing concern in
Solihull, England in 1860, conceived its first four-wheel drive (4WD) utility vehicle in 1947.  Design
engineers intended the new vehicle as "something rather similar to a post-war Jeep, but more useful
to a farmer, much more versatile, able to do everything!"  It was to be a vehicle for the land: a Land
Rover, as managing owner Wilks christened the project.  Wilks' product philosophy was to "build it
simple and strong;" creature comforts in the Land Rover would be virtually absent, and gadgetry kept
to a minimum.  The Land Rover's austere appearance would serve as a design hallmark: it was to be
"starkly practical and not exactly ugly, but possessive of a distinctly attractive appearance all its own."
The vehicle was received with great enthusiasm at its 1948 Amsterdam Motor Show launch.

There is now something which can either be regarded as a private car able to
perform valuable duties other than sheer transport, or as a general purpose
countryside worker capable of providing comfortable, efficient transportation.  This
dual role of the Land Rover cannot be too highly stressed because it opens up
possibilities of the greatest value to those who live in the country, whether under
cultivation or in the wild state.  (The Autocar 30 April 1948)

Land Rovers quickly became a well-established part of the rural, industrial, civil, and military
scenes in the United Kingdom.  Police and firefighters were outfitted in specially-designed Land
Rovers.  A full six in ten Land Rovers were sold to military customers.  Within five years of its launch,
80% of Land Rovers were destined for Third World countries where the vehicle's functional utility
was greatly valued.  While Land Rover design evolved through time in response to changing
customer needs, care was taken to maintain the characteristic Land Rover image.  The chassis,
wheelbase, body style, suspension, and general layout remained unchanged, as did the basic
aesthetics of the vehicle.

The Range Rover

The Range Rover addressed management's desire to respond to changing marketplace needs
for a more stylish 4WD vehicle without "tarting up the Land Rover."  The Range Rover was still
considered first and foremost as a utility vehicle, however.  According to chief design engineer Spen
King, the Range Rover "resembled a Land Rover in performance, toughness, versatility, and essential
design and therefore was quite recognizably a Rover product, yet delivered on important unmet
benefits of luxury and comfort as well."  The goal was to "do something that had the strength of a
Land Rover, but was a nice vehicle to drive on the road, which Land Rover wasn't."

When first introduced in 1970, the Range Rover went out with a Land Rover badge on its
tailgate.  Management removed the corporate tag within six months, noting that the marque's strong
associations with agriculture interfered with the desired image of elegance, luxury, and romance.
Range Rovers were henceforth branded solely by model name to allow the vehicle's identity to
flourish.

The Range Rover proved that luxury and ruggedness could be united, and that a market
existed for this benefit combination.  By 1975, three-fourths of Land Rover vehicles produced were
Range Rovers despite a price significantly higher than all other sports utility vehicles (SUVs) on the
market.  In recognition of outstanding product quality, the Range Rover was awarded Four Royal
Warrants ("Seals of Approval" bestowed by individual members of the Royal Family), was put on
display in the Louvre (the only vehicle to have ever done so), and received the Dewar Trophy for
Outstanding Product Design.  These accomplishments validated the aura of dignity and class that
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developed around the Range Rover model.  Demand often outstripped supply causing vehicles to
change hands at prices considerably higher than the manufacturer’s suggested retail price.  Sporadic
production of Limited Edition series compounded this phenomenon, creating situations of product
scarcity that further elevated consumer opinion of the brand.  Public relations further built the Range
Rover legend, a notable example of which concerned press coverage of the vehicle's crossing of the
Darien Gap, the only "break" in the Pan-American freeway at the Panama-Columbia border.

Range Rover underwent systematic mechanical upgrading over the next fifteen years,
benefiting from a more powerful 3.9 liter engine, an electronically-controlled air suspension system,
and a more rugged transmission.  Alternative body configurations (e.g., long wheelbases) and
Limited Edition series (e.g., The Great Divide Range Rover) were also created, providing a range of
options in the product line.  Each change moved the brand further up-market until it eventually broke
the $50,000 mark.  In keeping with the philosophy guiding Land Rover development activities, Range
Rover aesthetics remained virtually unchanged over time.

The Land Rover Brand Culture

By the mid-1980s, Rover established a strong following of intensely loyal owners.  Like
Harley Davidson and other "cult brands," Range Rover and Land Rover owners shared a consumer
lifestyle centered around the brand.  Many became avid collectors owning three or more vehicles,
each uniquely different in its personality and history.  Consumers registered themselves as product
owners and organized clubs that supported social functions, arranged tournaments, and sold Rover-
branded books, clothing, and memorabilia.  Once each year, 500 or more enthusiasts gathered for an
international rally in England to celebrate the brand; local celebrations were also held.  Dedicated
owners published newsletters filled with 4WD adventures and product insights (e.g., The Rover
Reference).  Many become "missionaries" for the brand, generating consumer interest and support
through their sincere product endorsements and exciting product tales. Stories of owners turned star
salespersons in the dealership arena were not uncommon.  Rover vehicles evolved from utilitarian
tools of transportation to symbols rich in personal and cultural meaning.  The Rover Group codified
this meaning in "The Land Rover Marque Values" which included individualism, authenticity,
freedom, adventure, guts, and supremacy--values they felt captured the essence and spirit of the
corporate brand.

The Day of Reckoning

Despite the strength of its consumer franchise and the clarity of the trademark's image, the
mid-1980s proved tough for The Rover Group.  The company's hold on key Third World markets
loosened as oil crises, constrained parts supplies, and scant repair services took their toll.  In what
came to be known internally as "The Japanese Invasion," a run of reliable, high quality sport-utility
vehicles (SUVs) took control in Land Rover's core markets.  The company lost one-third of base model
sales from 1983 to 1985, a drop for which steady Range Rover sales did not compensate. Company
profits plummeted as the firm sought new markets to offset Third World sales declines.

The crisis triggered a worldwide market review.  Research confirmed that the Japanese had
indeed identified an opportunity in the emerging 4X4 leisure sector1. The data suggested that the 4X4
leisure sector was actually comprised of two distinct user segments.  The first, a group of young,
affluent, childless adults, sought products that made visible statements about their owners' images
and accomplishments.  These consumers wanted vehicles that were unique and different, and that set

                                                          

1Ironically, Rover Group market research had identified the Japanese development strategy as early as 1983 but
considered it "just a hulahoop trend."
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them apart from the masses.  They viewed 4WD as a rather exciting product option, even if they
never actually got off the road to use it.  The second segment was comprised of conservative buyers
who were more interested in vehicles that were smart and functional than those that made image
statements. Family buyers who needed versatile and practical transportation solutions were included
in this segment; also included were older traditionalists who turned to SUVs as stylish alternatives to
traditional luxury cars.  Family buyers valued the 4WD feature for the safety benefits it afforded;
older conservatives linked the feature to desired benefits of increased road holding and handling.

The recommendation emerging from the worldwide market review was to introduce a new
vehicle that could regain both segments of the leisure sector from the Japanese.  The savior was to be
named Discovery.

The Land Rover Discovery

Management felt they could tackle both consumer segments in the 4X4 leisure sector by
offering alternative body configurations on the Discovery chassis.  A three-door Discovery was
produced for the young childless adults; a five-door version was made available for families and
older traditionalists.  Particular attention was paid to the design of the Discovery interior as research
had shown poor performance of competing vehicles in this domain.  Designers felt that existing SUVs
emphasized their truck origins, leaving open an opportunity for an SUV with more of a car-like feel.
Designers also operated on the insight that a vehicle was made as much for the passenger as it was
for the driver, and sought a spacious feel and good visibility from the rear seats to address this
concern.  Care was taken to differentiate the Discovery from the Range Rover so that sales would not
be cannibalized.  While the Discovery and Range Rover shared the same basic chassis, 4WD and
suspension systems, Discovery's elevated roof line and alpine windows distinguished the vehicles
visually.  The models also followed different brand identification strategies.  While the Range Rover
was marked only by its model name, the Discovery was branded with the corporate Land Rover tag.
This branding strategy was physically evident on the vehicle itself where the "Land Rover" emblem
was affixed to the Discovery tailgate and "Land Rover" lettering was emblazoned on the vehicle's
hood.

An innovative multi-functional team organization and application of just-in-time
manufacturing principles took the Discovery from product concept to launch in less than three years.
In its 1989 U.K. launch, Discovery was positioned as the world's most advanced 4WD vehicle with
advertising that stressed dual benefits of authenticity and comfort (see Exhibit 1).  After its first full
year of sales, the Discovery had outsold the former market leader, the Mitsubishi Shogun, by two to
one.  Sales were 50% above target.  Most sales were incremental to the category: 60% of sales went to
first-time 4WD buyers, the majority trading from foreign luxury cars like the Volvo Estate, BMW 3-
series, and Saab 900.  By its second year on the market, Land Rover Discovery emerged as the best-
selling 4WD vehicle in the U.K. and the top-selling model in the Land Rover product line.

Range Rover of North America, Inc.:  The Beginning Years

The 1985 Worldwide Market Review suggested that leadership in the SUV sector would have
to consider not only new model introductions, but geographic expansion into the U.S. market as well.
The U.S. SUV segment was considered "hot":  growth in sales was steady, and continued increases in
demand were forecast throughout the decade.  Management felt that participation in the U.S. market
would validate the company’s status as a legitimate marketplace contender.  “You can't be a major
player if you don't compete in the world's largest auto market," explained Hughes.

The U.S. subsidiary, Range Rover of North America, Inc., opened its doors in April 1986. The
U.S. branch would sell only one model, the Range Rover, hence the corporate name.  Charles Hughes,
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a 20-year automobile industry veteran from Cadillac and Volkswagen, served as CEO.  Hughes hired
fifteen people to help run the start-up organization.  The challenge facing Hughes was a daunting
one.  He had to build an entire marketing operation from scratch and compete in an increasingly
complicated SUV marketplace.  He had to sell a vehicle most Americans had never heard of and
convince consumers to pay prices well above competition.  "And don’t forget to include the
budgetary constraints I would face as a 2,000 to 3,000 unit-a-year operator," added Hughes.

Range Rover Positioning and Introductory Advertising

Start-up advertising agency Grace & Rothschild was recruited for the critical task of
positioning the Range Rover.  "Like a porcupine about to mate, we knew that positioning would be
vital to our success," joked Hughes.  When presented only with a visual of the vehicle and
information on its price, potential customers exhibited strong negative reactions: "Who in their right
mind would spend over $50,000 for that. . .for a Jeep?  That's nuts!  I would rather buy a Mercedes for
that money!"  A second round of research exposed consumers to three positioning options for the
brand: a luxury car alternative, the car the Queen drives, the best off-road vehicle available.
Reactions were promising.  Consumers were intrigued by the notions of British heritage and
luxurious styling combined with 4WD capability--intrigued enough to find the sticker price more
palatable.  Chip Sleeper, vice president at Grace & Rothschild in charge of the account, explains:

Consumers needed help categorizing the car since the concept was so
unfamiliar.  It was different in the U.K. where buyers were weaned on the Land
Rover brand and the Range Rover country car image.  U.S. buyers were not as
sophisticated or knowledgeable.  They had to be taught the differential advantages of
the marque (brand).  Their reception of the vehicle had to be shaped.

The chosen positioning created a niche at the intersection of rugged 4X4 SUVs and
performance luxury cars.  According to Fran Lipman, account supervisor at the agency, "We created a
4X4 with luxury, not a luxury car with 4X4 capabilities.  And we owned that niche."

Roy Grace, agency founder and creative spirit behind the brand, described the style, tonality,
and objectives of the resulting exclusively-print $3.5 million introductory ad campaign:

We accomplished our advertising objectives with slightly off-beat British
humor.  The ads were tongue-in-cheek, yet displayed an intellectual quality . . . a
taste of humor for the literate customer. The strategy was to use bold visuals and
apparently unconnected headlines.  We let the readers come up with the connections,
make the inferences; it gave them a sense of smartness and satisfaction.  We had to
make people feel intelligent about paying such a high price for 4WD features they
would likely never use in a luxury car!  The ads were bold, different; they went
against tradition. They had to be noticed in a world where players spent $4.9 billion
on advertising. The "Most Beautiful Vehicle in the World," our introductory ad, did
just that.  We covered a beautiful car in mud! And the "Spot the Range Rover" ad.
How bold not to display your vehicle in an ad after only one year on the market!

Price information was included in the advertising, another unusual move for a luxury car.
According to Chip: "The price drew the right audience. It was self-selecting.  It implied we had
nothing to hide, and served as an effective quality credential. It also saved the buyer the step of
having to tell his friends how much he paid for this radically-new vehicle."  A second advertising
mandate dictated inclusion of the Royal Warrants in all body copy.  Introductory Range Rover ads
shared one final character: they did not include people.  "This way, we did not artificially restrict our
consumer audience or prematurely define our brand," explained Fran.  The introductory campaign
(Exhibit 2) earned Gold Pencil and Effie awards for advertising creativity.
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Public Relations

Public relations activities were considered crucial in launching the Range Rover, in part
because they helped extend a limited advertising budget, but also because they established the brand
in the minds of influential opinion leaders.  Bill Baker, Vice President of Corporate Communications,
viewed automotive reviewers as the primary target audience for the brand since these opinion leaders
dictated consumer choice in the complex and fragmented SUV category.  Specific events chosen to
generate press support reinforced the exclusive Range Rover image.  In the premier event celebrating
the launch, sixteen of the nation's top automotive, lifestyle, and business editors were treated to a
four-day trip to the U.K.  The "Taste of the Range Rover Lifestyle" event included a lecture on the
history of the trademark at London's Royal Geographical Society, off-road instruction at Eastnor
Castle (home to U.K. military training programs), and dinner at the home of Earl Spencer, father to
Princess Diana.  The $200,000 event generated two magazine cover stories and thirteen feature stories,
coverage that Baker estimated at over $1.6 million in equivalent advertising space.

Corporate Sponsorships

The company also secured several sponsorships as they broke onto the U.S. market.  One
such event was the "24 Hours of Aspen" downhill ski race, noted as "the most brutal endurance ski
race on the globe."  Range Rover's $160,000 sponsorship provided money for Sunshine Kids, a
national children's cancer organization.  The company also signed on as primary sponsor of the
"Tread Lightly! on Public and Private Lands" program, a $25,000 involvement that helped position the
company as a highly responsible retailer of off-road vehicles.  The Rover Group also served as
exclusive sponsor of the Camel Trophy Adventure Rally (cost $240,000), an event known as the
"Olympics of 4-Wheel Drive."  Started in 1979 by R. J. Reynolds’ Camel brands, the yearly competition
engaged twenty teams from countries around the world in a grueling 1100-to-2000 mile, three-week
trial through deserts, rainforests, and jungles.  After ousting Jeep as the original sponsor in 1980, the
Rover Group served as the sole provider of team vehicles for the trials.

Distribution

Without sufficient sales volume to support stand-alone franchises, Hughes decided to work
through a limited network of premium-car dealerships.  A prestigious dealer network contributed to
the perceived exclusivity of the brand and guaranteed higher profits to franchise partners, Hughes
reasoned, even if it did raise the risk of consumer conflict from restricted availability of service and
repair.  Hughes' dealer selection process was rigorous.  Only 60 of the 800 dealerships considered
were enlisted.  Hughes made personal site visits to each of the finalists "to make sure they were on the
same wavelength as the company."  In screening candidates, customer satisfaction and dealer
performance ratings were appraised, and dealership clientele scrutinized.  Sales and service staffs
were judged in terms of their facility with premium products and their 4X4 enthusiasm and expertise.
Dealerships had to demonstrate a willingness to invest in the franchise by putting forth monies for a
computerized parts ordering system, special tools, and training for head mechanics in Rover's Solihull
manufacturing plant.  The average dealer investment was $60,000 with an expected payback in 90
days.

Early Results

Despite a tough year for luxury item sales, U.S. reception of the Range Rover was extremely positive.
First-year unit sales topped 2,500, 10% ahead of company goals.  Media representatives were
impressed: "The company took the States like Sitting Bull took Custer" (Automobile Magazine); "There
is little doubt that the Range Rover will be the status car of the year" (Road & Track); "It's the ultimate
Yuppie mobile—watch out America!" (Playboy).  On the dealer front, Rover registered a higher
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satisfaction index than 38 of the 40 manufacturers rated. Customer reaction was equally favorable:
93% of first-time buyers said they would definitely recommend the brand to others; 84% claimed they
would buy a Range Rover again.  The company was off to a strong start.

The Range Rover Hunter

The Range Rover Hunter was introduced at year-end 1989 in the company’s second major
product move. As originally conceived, the Hunter was attractive from both an engineering and
consumer point of view.  Built entirely from the existing Range Rover platform, the Hunter required
minimal manufacturing investment.  Moreover, it seemed to address an unfilled consumer need for a
more affordable Range Rover. The model, however, was pulled from the market in early 1990.
Hughes reflects on this marketplace mishap:

The Hunter experience really taught us how consumer information can lead
you astray.  In focus groups, consumers lamented that the Range Rover was too
pricey for them, and we went away thinking there was a market for a less well-
appointed vehicle.  So we made the $36,500 Hunter with cloth seats, not Connolly
leather; without as much wood trim; without expensive features like anti-lock
braking.  The Hunter was, in effect, "a cheaper stripped down Range Rover."  And it
was a disaster.

The Growth Years:  Line Expansion and Franchise Development

And so, the company began to grow.  By 1992, the staff had increased from 15 persons to 60,
the dealers from 60 to 80.  Sensing a crossroads, Hughes met with his executive committee to discuss
future strategies.  The options were clear: to remain a 5,000 unit niche player (which Hughes
affectionately described as "Chrysler's rounding error") or to grow into a bigger, more legitimate
concern in the U.S. car business ("All the way to Ford's rounding error").  The health and vitality of
the U.S. SUV market urged them on.  Research suggested that consumers of the 1990s were no longer
driven by status concerns or the collection of possessions as symbols of wealth and prestige.  They
wanted "experiences," both real and fantastical, and 4WD vehicles seemed to hit the mark.  SUVs,
with their perception of being more safe to drive than other vehicle alternatives, also fit the consumer
trend toward increased pragmatism.  Continued category growth seemed likely with new models
that no longer required consumers to trade off creature comforts for 4WD capabilities.  Some industry
experts were bold enough to suggest that SUVs would replace luxury cars in the longer term.  U.K.
success with the Discovery provided the most persuasive evidence for expansion.  The worldwide
Land Rover franchise nearly doubled with the addition of Discovery, and cannibalization of Range
Rover sales was considered minimal.2  Hughes’ executive committee "decided to go for it" and set a
goal of 40,000 total LRNA units a year by 1998.  The plan that would get them there was grounded in
a vision of the corporation as the world's premier 4X4 specialty company ("The best 4 X 4 by far”).  It
involved three basic strategic areas: branding, product, and retail.

A New Branding Strategy

To symbolize its new strategic direction, the company changed its name in August 1992 to
Land Rover North America (LRNA).  No longer was the corporate identity tied to the top-of-the-line

                                                          

2While Range Rover sales decreased significantly after Discovery's launch, management attributed losses to
competition, not cannibalization.  Research estimated only 5% of Discovery sales as Range Rover replacements.
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Range Rover: the corporate brand was now Land Rover, an umbrella under which all the company's
vehicles would fit.  Fran Lipman commented on this conscious shift in the firm's branding strategy:

Did it work?  I honestly don't know.  It appeared so obvious at the time: the
Land Rover brand seemed a more powerful and versatile entity, a broader platform
under which new model launches could be accommodated.  But U.S. consumers were
and are amply confused on this matter.  Unlike the U.K., they don't realize that Range
Rover is a model in the Land Rover line.  Many still think Range Rover is the
corporate brand.  That is, after all, how they were introduced to the concept in 1987.
We always hear this in focus groups: "Is that a Land Rover, a Range Rover, or what?"
Quantitative data reveal consumer confusion as well: there are always more people
stating purchase intent for Range Rover than there are buyers, implying interest in
the corporate brand, not the Range Rover model.  Range Rover print ads, which
started requiring the Land Rover corporate emblem in 1992, exacerbate this issue
since they say "Land Rover Range Rover" at the bottom.

A New Product Strategy

The second leg of the corporate growth strategy involved significant product line expansion:
"We were plagued with doubt regarding the longevity of a purely top-of-the-line manufacturing
concern," explained Hughes. LRNA's product expansion activities through 1995 included
introduction of the Land Rover Defender (1992), introduction of the Land Rover Discovery (1994),
and plans for the 1995 launch of a second-generation replacement for the Range Rover, the Range
Rover 4.0 SE.

The Land Rover Defender The limited edition Land Rover Defender 110 hit the market the
same month the corporate branding strategy shift was announced.  The Defender was the original
Land Rover vehicle, renamed to allow the model an identity separate from that of the corporation as a
whole.  Exhibit 3 depicts advertising for Defender 90, successor to the 110.

The Land Rover Discovery The Discovery was introduced in the U.S. in April 1994, five years
after its U.K. debut.   The $29,350 Discovery was adapted to U.S. tastes and government regulations
and loaded with creature comforts.  An alarm system with keyless entry, cruise control, heated
exterior mirrors, five-door entry, seven-passenger seating capacity, and halogen headlamps were
provided as standard equipment; dual electric sunroofs, fog lamps, rear air conditioning, and leather
upholstery were offered as options.  At launch, Discovery was the only SUV in its class with dual-
front airbags and anti-lock braking as standard equipment.

The Discovery was introduced with a dual positioning to maximize sales potential (see
Exhibit 4 introductory advertising).  The first positioning stressed Discovery's credentials as The
Definitive Family 4x4.  Advertising on this theme portrayed the brand as a versatile family vehicle--a
station wagon or minivan substitute with extraordinary safety qualities and 1990s style and panache.
The second positioning marked the Discovery as A Logical Evolution of the Legendary Land Rover.
Advertising on this platform served up the Discovery as the latest generation of the authentic 4X4
brand, and stressed ruggedness, off-road credentials, and brand heritage in the copy and visuals.  The
Legendary Land Rover positioning mirrored the U.K. approach, where Discovery operated as the all-
purpose centerpiece of the product line (see Exhibit 1).  A third positioning, The More Affordable Range
Rover, had been briefly considered as well, but was discarded in light of the Range Rover Hunter
marketplace experience.

Discovery's dual positionings were supported by a $3 million introductory quarter
advertising budget, a sum equal to the total yearly spending for the 1987 Range Rover launch.  In a
break with tradition, television played a dominant role in the communications mix (45% print; 55%
TV), and people were included in the ads.
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The U.S. Discovery launch was a resounding success.  The vehicle won the coveted "Four
Wheeler of the Year" Award; Popular Science honored Discovery with its "Best of What's New"
credential.  In four months, over 2,000 Discovery vehicles were sold.  Dealers cried for greater supply
as customer waiting lists grew.  Product expectations were raised: "We saw Discovery selling at a rate
of two-to-three for every Range Rover," Hughes said, "maybe two-to-five if we played our cards
right."

The Range Rover 4.0 SE The $54,000 Range Rover 4.0 SE planned for 1Q 1995 would be unique in
two respects: (1) it would represent the first total redesign of the Range Rover in the vehicle's 25-year
history; and (2) it would be the first time the Land Rover parent had designed a vehicle from scratch
with the U.S. consumer in mind.  The design goal for the new Range Rover model was to "retain the
off-road Land Rover pedigree while adding vastly improved and much-needed on-road driving
characteristics."  Standard equipment on the 4.0 SE would include an ergonomically-designed interior
complete with rear air conditioning, heated leather seats with two-person position memory, an 11-
speaker sound system, side mirrors that automatically adjusted downward in reverse gear, 50% more
luggage space than the original Range Rover, and the most extensive use of computer electronics of
any SUV on the market.  These creature comforts were considered critical in waging competition
against up-market SUVs and luxury cars.  The $500 million redesign was dramatic: less than 2% of the
parts from the original Range Rover would be retained in the 4.0 SE.  The challenge was to make the
new Range Rover "completely updated yet comfortably familiar, something that was instantly
recognizable as a Range Rover, but more modern-looking, with rounded edges and a softer feel."  To
guard against the possibility of alienating existing customers with the new design, management
planned to retain the original Range Rover as the Range Rover Classic, "for as long as there was
consumer demand."

A New Retail Strategy

The final component of LRNA's new strategy involved a complete redesign of the dealer
network wherein existing franchises would be converted into free-standing, exclusive retail outlets
called Land Rover Centres.  As conceived in 1990, the Land Rover Centre would provide "a
comfortable and educational environment that revolves around the 4WD lifestyle."  Centre stores
would offer new and used Land Rover vehicles (including other brands of used 4X4s), off-road
equipment (e.g., winches, brush guards), car accessories (e.g., bike carriers, roof racks), Land Rover
branded merchandise (e.g., outdoor clothing, T-shirts, watches, tote bags), and adventure travel
arrangements.  All Centres would include an off-road demonstration track for new vehicle trials and
provide on-going four-wheel training seminars.  The Centre would be "a must on the shopping list of
any 4WD shopper," Hughes predicted.  "We hoped to generate as much as 20% of the profits accrued
by vehicle sales themselves through Land Rover extended products."

The Centre concept built upon a Yankelovich Monitor survey on retail shopping satisfaction.3
A full 72% of consumers strongly agreed that shopping was "an odious way to use their time."
Automotive shopping was the worst offender: "In rank order, the car buying experience was the most
anxiety-provoking and least satisfying of any of the retail experiences studied. It was described as
frustrating, painful, insulting, and belittling.  Consumers said they would rather go to the dentist than
buy a new car."  Hughes' Centre concept addressed these findings: "I wanted to close the gap between
what shopping was and what it could be.  Saturn made significant advances on this front with their
no-haggle policies, but they didn't push the concept far enough.  Why shouldn't car shopping be fun,
not just less painful? Why shouldn't it be the best shopping experience any of us have?"  The first
Centre store was due to open in Atlanta in 4Q 1994; plans were to convert all dealerships to the
Centre model within a three-year timeframe.

                                                          

3Source:  Yankelovich Partners, Presentation to National Retail Federation, 1992
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Summary

Key events in Land Rover history are summarized in the Exhibit 5 timeline.  Unit sales for
The Rover Group worldwide and for LRNA through 2Q 1994 are provided in Exhibits 6 and 7.  This
background sets the stage for the positioning, marketing mix allocation, and retail strategy decisions
facing Hughes and the members of his President's Cabinet as they assemble for their 1994 marketing
planning meeting on Long Island.

Decision #1:  Positioning

Marketing research manager Paul Montopoli had been busy compiling consumer and market
information to inform the positioning decision.  Through syndicated survey research, Paul knew that
SUV purchase interest was driven by a host of product benefits including product quality (i.e.,
durability, manufacturer's reputation, reliability, workmanship), product safety, product performance
(i.e., acceleration, engine quality, transmission quality, ease of handling, towing capacity), and overall
comfort/convenience (i.e., interior roominess, seating capacity, technical innovations, cargo capacity,
family use vehicle, car substitute), to name but a few (see Exhibit 8).  Off-road capability (i.e., 4WD
availability, perceived ruggedness/toughness, handling off road) also figured prominently in SUV
purchase intentions, though the majority of SUVs sold included 2WD, not 4WD.  SUV aesthetics also
served as a powerful purchase motivator, especially as compared with the aesthetic appeal of other
available vehicle alternatives:

I bought a minivan because of all the room it provided for the kids and stuff.
It seemed like such a pragmatic purchase.  But I just could not live with the image!
You know, the stereotypical suburban housewife driving the neighborhood kids to
softball practice.  I sold it and bought a Jeep Grand Cherokee.  It is just so much more
fun to drive.  (Woman, age 35-44)

The SUV has come a long way since it first appeared on the U.S. market with
rubber mats and vinyl seats, so far that it has emerged as an accepted, even desired
image vehicle of choice.  People want vehicles with an awful lot more character than
the gutless, androgynous clones coming out of computerized wind tunnels. In the
U.S. SUVs have that style and look. They are fashion statements. (Charles Hughes)

Paul noticed that while commonalities in purchase motives across target groups could be
identified, meaningful differences in the importance of SUV attributes by consumer segment existed.

Paul wondered who would emerge as Discovery's competition in the battle for new unit
sales.  By 1994, shoppers chose from over 30 SUV models, their prices ranging from $10,000 to $60,000
(see Exhibit 9).  Market power was concentrated in the hands of two brands—Jeep and Ford—with
Chevy a distant third in market share.  The Japanese impact on the market was modest, with all such
manufacturers claiming less than a 20% share.  Competition for share was intensifying, especially
within the luxury segment:  Mercedes, Lexus, and Infiniti had already announced high-end SUV
launches for 1996; Jaguar, Acura, Lincoln, and Cadillac were studying the segment for potential entry
in 1997.  Brand awareness, opinion, and consideration levels provided a snapshot of the competitive
structure through SUV consumer eyes (see Exhibits 10 and 11).

Jeep, the best-selling SUV brand on the market, enjoyed a strong heritage in the sport utility
domain.  Its 1940 response to an invited U.S. Army bid for a "reliable and roomy general purpose
4WD vehicle to be used in the war" yielded America's first-ever SUV.  "Jeep" thus originated the SUV
category for American consumers, becoming the prototype or standard against which many
developed their impressions of rugged 4WD transportation.  By 1993, products in the Jeep line
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included the $11,800 basic off-road Jeep Wrangler, the $13,600 compact Jeep Cherokee, and the
luxurious $21,000 Jeep Grand Cherokee.  The Grand Cherokee, heralded by Road & Track as "the most
car-like of all SUVs," served as the image and sales leader in the Jeep line.  A $67.8 million advertising
budget supported the Grand Cherokee in 1994; an additional $37.5 million was put behind the
Cherokee (up from $28.4 million in 1993).

Ford Explorer claimed title as the second best-selling SUV brand and number four-selling
vehicle in the United States.  Like Jeep, Ford included multiple price points in its portfolio.  The top-
of-the-line Explorer Ltd was positioned as an affordable luxury vehicle with unparalleled creature
comforts, an image that was backed by a $24 million advertising investment (down from $36 million
in 1993).  While Ford Explorer ad spending paled in comparison to that for the Grand Cherokee, the
brand benefited from an investment of over $1 billion in advertising for the corporate brand name, a
strategy that brought buyers into showrooms where they selected among Ford offerings.

Chevrolet was the third major player in the market, selling 200,000 S-10 and full-size Blazers
in 1993.  A $60 million ad budget supported Chevy's brands under a "product quality with style"
theme.  Other SUV competitors focused their advertising to differing degrees on luxury, comfort,
functionality, adventure/escape, and authenticity/heritage.  AM General's Hummer, a newcomer in
the serious 4WD sector of the market, was positioned as an American legend, stressing combat-
proven credentials in Operation Desert Storm in the same way Jeep reinforced its World War II
associations.  The ads in Exhibit 12 illustrate the different brand positionings operative in the
marketplace.

Consumers' perceptions regarding which brands delivered on which benefits had begun to
crystallize, creating a basis for meaningful product differentiation in the marketplace  The perceptual
data Paul collected was vast:  in his most recent survey, SUV purchase intenders rated a total of 23
SUV brands on 21 attribute items.  Paul conducted a factor analysis to reduce the 21 attributes to the
major criteria which consumers used to differentiate SUV brands.  Exhibit 13 provides perceptual
ratings for the 23 SUV brands on the eight major criteria resulting from this analysis (i.e., quality,
safety, performance, off-road capability, aesthetics, comfort/convenience, economics, and status/
image).  Paul thought a useful second step in data reduction would be to focus his analysis on a more
manageable set of SUV brands, and to display the data graphically to tease out insights hidden in the
numbers.  He created graphical summaries that compared Discovery to leading SUV brands on the
market (see Exhibit 14).  Paul also found it illuminating to chart perceptual differences between the
various Land Rover product alternatives, as well as between brands in other firm's multi-product
SUV lines (see Exhibit 15).  Purchase and usage diagnostics for owners of the different Land Rover
models provided another perspective on differences among Land Rover alternatives (Exhibit 16), as
did expert judge opinions of the various models in the Land Rover line (see Exhibits 17 and 18).
Demographic profiles of the various brand franchise groups were also informative (Exhibit 19).

Decision #2: Allocating Funds Across Marketing Mix Elements

Hughes believed that his goals of attaining 40,000 in unit sales suggested a marketing budget
increase from the traditional $9 million level to the $20-$30 million range.  Public relations programs,
corporate sponsorships, promotional events, and experience marketing activities competed with
traditional advertising for these funds.  There were also auto shows ($200,000), road tests ($100,000),
dealer and employee training programs ($2 million), and consumer research activities ($1 million) to
support.  While each of the programs seemed sound, Hughes' budget could not accommodate them
all.  Difficulties in measuring the value and effectiveness of the various alternatives made the
allocation decision tougher still.
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Advertising Recommended advertising spending levels varied dramatically from a low of 25% to a
high of 75% of the total marketing budget.  Advertising medium preferences also differed: some
advocated a switch from business magazines to general audience books and commercial television.  A
big question concerned whether corporate advertising should be aired in addition to or as a
replacement for advertising focused on individual models in the Land Rover line.  If model-specific
advertising was pursued, the question of appropriate support levels for the vehicles remained at
issue.

Corporate sponsorships and public relations programs The costly mix of sponsorship and PR
activities was under close scrutiny. Managers debated the value of continued sponsorship of the "24
Hours of Aspen" event ($160,000) and the "Tread Lightly!" ($25,000) program.  All supported the
Camel Trophy sponsorship ($240,000), though differences of opinion regarding which vehicle to
showcase in the event were voiced.  A fourth major public relations campaign, the "La Ruta Maya
Expedition" ($270,000), was also being considered.  The plan was to fund the creation of stone slab
structures bearing ancient hieroglyphs and then carry these historical replicas on the roof of a Land
Rover vehicle for 1,500 tortuous miles to a final destination city in Belize where lost structures would
be replaced.  Members of the automotive press would be invited to join in driving portions of the
route.  Two Land Rover vehicles would be donated to the Mayan Foundation at the end of the
expedition to reinforce the corporate image.  General fees and press release distribution costs for the
four major PR events were estimated at $115,000.  Smaller scale PR events proposed for the upcoming
year included coverage of a clay shoot ($10,000), sponsorship of the Virginia Cup Tennis Challenge
($40,000), support of equestrian trials and polo matches ($20,000), and a first-ever winter ascent up
New Hampshire's Mt. Washington ($20,000), a site famous for "the worst weather in the world."
Again, whether to pursue these events, and which models to pursue them with, were debated among
company managers.

Experience marketing programs The company's experience marketing initiatives were also being
critically analyzed.  Prominent among experience programs was the Land Rover Driving Academy in
Colorado, inspired by the 1989 "Continental Divide Crossing" event that gave media opinion leaders
hands-on familiarity with the Range Rover.  Established in 1992, the Academy offered specialized off-
road driving instruction to Land Rover owners.  "The programs were designed to empower owners,
to teach them how to maximize the potential of their vehicles," explained Jim Pappas, president of the
Bay State Rover Owners Group and top salesperson for LRNA (himself an owner of four Defenders
and a past graduate of the Academy).  "There is nothing like propelling in first gear with a 90 degree
turn at the end of the drop to get that point across."

Instructors at the Academy were accomplished drivers with experience in 4X4 competitions.
Student-to-instructor ratios were generally four-to-one; average class sizes were 15.  Two-thirds of a
typical year's 200-250 participants were first time Land Rover buyers signing on to $2,000-$3,500 four-
day programs in 4WD basics.  The Great Divide Alumni Expedition, a seven-day crossing of the
Continental Divide, served as the Academy's centerpiece. This program was targeted to graduates of
past programs at a tuition of $4800.  On average, five alumni expeditions and ten basic sessions were
offered each year.  Operating costs per four-day session were in the $40,000-$45,000 range.

Some wanted to expand the number and type of courses provided by the Driving Academy;
others wanted to hold the programs to tighter performance criteria and prune course offerings ("The
programs themselves barely break-even if that and we often operate below capacity," explained Scott
Heffernan, LRNA sales manager).  There was some internal support for opening additional company-
owned facilities and funding the development of independently-run off-shoot programs.  A Land
Rover parts dealer in Vermont, for example, had approached LRNA with a funding proposal for a
two-class program in Driving Basics and Ice Driving.  Some thought dealers should be required to
extend the concept locally, with operating costs estimated at $20,000 for a one-to-two day program.

Several managers recommended expanding the company's experience marketing efforts
beyond driving schools to include funding of newsletters ($50,000 per year) and a site on the World
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Wide Web ($150,000 development costs).  Building from the Academy philosophy, "Love of Product"
seminars were also proposed (cost $1.6 million).  "Seminars would instill in staff and retail partners
the same deep understanding of the Land Rover ownership experience that Academy participants
received through their programs," explained Hughes.

Promotions and direct mail Several promotional alternatives were under consideration.  Line
managers proposed a "Champagne Invitational Preview" for prospective 4.0 SE customers (cost
$35,000).  In this event, current Range Rover owners would receive one Waterford champagne glass
in the mail; the second glass would be available at the local dealership should the customer join in
celebrating the new model.  An introductory Discovery promotion was recommended as well.
Managers envisioned a treasure hunt designed to highlight product search attributes for the buyer
(e.g., storage capacity), with prizes awarded to prospect's children for success in the games. Delivery
of picnic baskets with all new vehicle purchases was also proposed, as was an enhanced 800-number
program with higher quality mailings and personally-signed letters from Hughes sent to product
inquirers.  Program costs averaged $5,000-$60,000, depending on size of the mailing.

Decision #3:  The Retail Strategy

Though Hughes remained an avid supporter of the Land Rover Centre concept, others'
reactions were tense and skeptical.  One original retail partner thought the idea was downright crazy:
construction of a Centre would cost at minimum $500,000 ($2 to $3 million if a completely new facility
were erected), a hefty sum in a time of declining luxury car sales.  Dealers were quick to add that the
concept headed in a direction completely opposite from that of the rest of the industry: "Why should
we go exclusive when dealerships are consolidating around us and moving toward multi-acre vehicle
department stores?"  While recent moves by Lexus and Infiniti to force stand-alone franchises upon
their dealers seemed valid, dealers argued that LRNA's sales levels were not high enough to justify
the investment risk.  Frustrations also stemmed from concern that the Centre model implied
significant expansion of the dealer network, thus jeopardizing exclusivity benefits in the marketplace.
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Exhibit 6xxxRover Group International Unit Sales

Totala Range Rover Defender Discovery

Total Worldwide
1987 41,191 20,506 20,686 NA
1988 46,700 24,185 22,515 NA
1989 52,272 28,096 23,088 1,088
1990 66,185 23,774 20,583 21,828
1991 57,065 17,976 19,480 19,609
1992 57,621 15,764 17,646 24,311
1993 73,627 17,719 19,375 36,433
1994b 45,039 8,168 10,545 26,326

Source:xxxInternal company records
a

U.K. sales comprise roughly 35% of total units worldwide; Europe 27%; North America 14%; Australia 6%;
Japan 3%.  Country sales breakdowns do not differ significantly by model with one exception:  23% of Defender
unit sales go to Third World/Other markets while only 10%-12% of Range Rover and Discovery sales are so
destined.
b

First and second quarters only.

Exhibit 7xxxLand Rover North America Unit Sales

LRNA Sales Unit

Total
Range
Rover Defender Hunter Discovery

1987 2,586 2,586 NA NA NA
1988 3,427 3,427 NA NA NA
1989 5,122 4,822 NA 300 NA
1990 4,532 4,432 NA 100 NA
1991 3,259 3,259 NA NA NA
1992 4,234 3,875 359 NA NA
1993: 1st and 2nd quarters 2,193 2,049 144 NA NA

3rd and 4th quarters 2,713 2,540 173 NA NA
1994: 1st and 2nd quarters 4,503 1,835 613 NA 2,055

Source:xxx Internal company records
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Exhibit 9xxxSUV Industry Unit Sales, Pricing, and Ad Spending, by SUV Segment

SUV Segment
Make Model

1992
Unit Sales

1993
Unit Sales

1994
Final Base

MSRP

1994
Advertising
Spending

Levelsa

Mini
Geo Tracker    32,666    42,312 $11,015 NA
Isuzu Amigo 8,519 8,645 14,999 NA
Jeep Wrangler 49,724 65,648 11,818 NA
Land Rover Defender 90 359 317 27,900 NA
Suzuki Samurai 3,256 1,131 9,889 NA
Suzuki Sidekick 15,392 18,218 11,699 NA

Compact
Chevrolet S-10 Blazer   147,742   167,421 $18,145 $60.8

b

Ford Explorer 306,681 302,201 17,970 24.0
GMC Jimmy (S-15) 41,282 47,831 18,274 18.0
Honda Passport 25,278 106 15,820 23.9
Isuzu Rodeo 45,257 40,906 15,089 27.8
Isuzu Trooper 12,956 21,786 21,700 31.5
Jeep Cherokee 128,960 125,443 13,639 37.5
Jeep Grand Cherokee 84,600 212,564 21,256 67.8
Land Rover Discovery NA NA 28,900 NA
Mazda Navajo 8,220 6,920 18,225 10.1
Mitsubishi Montero 6,702 9,280 27,625 4.6
Nissan Pathfinder 37,675 49,081 19,669 11.1
Oldsmobile Bravada 12,122 10,513 25,020 0.4
Toyota 4Runner 39,917 46,652 20,308 25.0

Full-Size
Chevrolet Tahoe 24,337 22,852 $22,440 $10.2
Chevrolet Blazer    20,614 22,852 $21,630 60.8b

Chevrolet Suburban 56,839 82,615 20,706 NA
Ford Bronco 24,752 29,729 21,785 NA
GMC Yukon (Jimmy) 6,053 7,412 21,700 0.7
GMC Suburban 22,809 32,084 21,657 NA
Land Rover Range Rover 3,875 4,589 52,500 NA
Toyota Land Cruiser 7,907 8,962 36,708 6.9

TOTAL SUVs 1,182,699 1,402,558
TOTAL CARS 8,213,113 8,517,859
TOTAL LIGHT TRUCKS 4,655,043 5,378,121

Source:XxxAutodata, Ward’s Automotive Yearbook 1994
aIn millions of dollars
bAdvertising spending for Chevy S-10 Blazer and full-size Blazer combined.
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Exhibit 10xxxBrand Awareness and Ad Recall for Major SUV Brandsa

Brand Awareness Ad Recall

Very Familiar
Somewhat

Familiar Lots of Ads Some Ads
% % % %

Ford Explorer 54 38 33 44
Jeep Grand Cherokee 40 50 37 46
Ford Bronco 38 49 13 35
Toyota 4Runner 22 49 10 39
Nissan Pathfinder 21 56 12 36
Isuzu Trooper 20 54 12 37
Toyota Land Cruisers 12 48 2 20
Oldsmobile Bravada 6 34 1 14
GMC Jimmy (Yukon) 5 24 1 8
Range Rover 4 48 3 19
Mitsubishi Montero 4 30 1 7
Land Rover Discovery 2 8 2 7

Source:xxxAllison-Fisher, Inc. Image Barometer, 2nd Quarter, 1994
aAs measured among SUV intenders.

Exhibit 11 xxxOverall Opinion and Buying Consideration of Major SUV Brandsa

Overall Opinion Buying Consideration
Excellent Good Definitely Probably

% % % %

Ford Explorer 40 40 54 27
Jeep Grand Cherokee 38 42 37 32
Range Rover 32 38 8 16
Toyota 4Runner 27 44 25 26
Toyota Land Cruiser 26 31 16 22
Land Rover Discovery 18 38 15 12
Nissan Pathfinder 17 49 21 28
Ford Bronco 13 45 10 27
GMC Jimmy (Yukon) 12 38 15 26
Isuzu Trooper 9 35 8 22
Oldsmobile Bravada 8 36 11 28
Mitsubishi Montero 6 20 3 18

Source:xxxAllison-Fischer Inc., Image Barometer, 2nd Quarter, 1994
a

As measured among SUV intenders very/somewhat familiar with the brand.
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Source: Exhibit 13 data; Allison-Fisher Image Barometer Study.
aMean ratings on 10-point scale where 1 = poor and 10 = excellent.
bIndividual survey items displayed, as grouped by facet. Facets are ordered in terms of importance in SUV purchase.
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Exhibit 15 Perceptual Comparisons: Brands Within Multi-Product Lines

Land Rover North America, Inc. 596-036
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Source: Exhibit 13 data; Allison-Fisher Image Barometer Study.
aMean ratings on 10-point scale where 1 = poor and 10 = excellent.
bIndividual survey items displayed, as grouped by facet. Facets are ordered in terms of importance in SUV purchase.
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Exhibit 16xxxPurchase and Usage Diagnostics for the Different Land Rover Models

Vehicle Purchased
Total SUV

Buyers
Range
Rover Defender Discovery

% % % %
Other Vehicles Considered for Purchase
Jeep Grand Cherokee 30 25 6 36
Toyota Land Cruiser 26 33 13 24
Ford Explorer 15 15 13 26
Jeep Cherokee 15 15 6 16
Toyota 4Runner 6 2 19 5
Jeep Wrangler 3 — 38 —
Mercedes Benz 1 15 — —
Jaguar 1 10 — —

Most Important Reason for Selecting Model
Four-wheel drive availability 15 15 11 7
Well-made vehicle 11 11 11 10
Fun to drive 9 8 31 10
Value for the money 9 2 4 9
Previous experience with model 7 12 4 2
Manufacturer reputation 5 5 12 11
Safety features 3 8 — 21
Exterior styling 3 10 4 3
Ride comfort 2 6 — —
Technological innovations 2 10 — 11
Prestige 1 3 4 4
Seating capacity 1 — — 7

Actual Usage Activities
Transportation to/from work 78 60 57 70
Shopping/daily errands 86 76 70 82
In line of business 25 38 30 30
Hunting/fishing/camping 32 26 65 30
Pleasure driving 80 78 89 77
Vacation trips 66 54 49 65
Hauling 19 13 28 21
Off-road 20 31 78 40

Most Often Usages
Transportation to/from work 59 35 26 45
Shopping/daily errands 18 30 10 29
In line of business 6 13 11 9
Pleasure driving 11 16 30 9
Off-road — — 10 1

TOTAL NUMBER OF VEHICLES
OWNED IN HOUSEHOLD (MEAN) 2.9 3.4 3.9 3.2

Source:xxx1994 Maritz Truck Study
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Exhibit 17xxExpert Judge Comments on Land Rover Vehicles

The Discovery is the only real 4WD in the group.  I knew this thing would do well on the trail, but it
surprised me with its highway handling.  (Four Wheeler, February 1994)

The Disco is even more of a babe magnet than Defender, and now I don't have to stack 'em like
cordwood:  this thing's got seven seats.  (Four Wheeler, February 1994)

For the money, Disco is a great adventure alternative to the high zoot Range Rover (Playboy, January
1994).

Land Rover has come up with an offering capable of standing with Ford Explorer and Jeep Grand
Cherokee.  It is not as smooth a ride as Ford, and it’s boxier than Cherokee, but it carries the aura of a Rover,
and an important part of driving an SUV is feeling sporty (Chicago Tribune, December 1994).

It has prestige that drips like chocolate sauce from its marque (Men's Journal, December 1993).

I think of the Discovery as the Morgan of sport utilities.  It has personality far beyond any of the others.
In a sea of Explorers, Grand Cherokees, Blazers, Jimmys, and Japanese clones, there's no mistaking a
Discovery's styling, its driving feel, or its prestige. The way I see it, Land Rovers of any ilk don't have any
competitors, per se, any more than Morgans do.  If you want one, nothing else will do.  (Road & Track, January
1994)

The Discovery offers U.S. enthusiasts a more affordable alternative to the luxurious Range Rover
County.  It isn't inexpensive, but it comes with a list of standard equipment that helps offset those pangs of
sticker shock.  No other vehicle in Discovery's class is so able at so many tasks.  It's a comfortable family car, a
competent tow vehicle, and an off-roader without peer.  And its cheerful, offbeat British character provokes
smiles with every drive.  Unique is always worth a little extra.  (New Car Test Drive, January 1994)

A Discovery is a terrific place for an adult who wants to play make-believe.  As in make-believe you can
afford the more luxurious Range Rover which costs nearly twice as much.  Or make believe you're piloting that
archetypal safari-mobile, the traditional Land Rover, which stickers out at $1,000 less for Defender 90, but runs
a little short on the creature comforts side. Even if you're just buying the off-road fantasy, its trucky flavor gives
the Discovery more realistic character than vehicles that simply adopt the image.  (AutoWeek, October 1994)

Don't let the price tag fool you into thinking Discovery is a luxury 4X4.  The interior has rather basic
furnishings and leather upholstery is a $1,250 option.  Though Discovery is extremely capable off-road, most
people will buy it as an on-road fashion statement.  Before spending this much we recommend you look at
upscale versions of Explorer and Grand Cherokee. (Consumer Guide, 1994)

The Defender is loud, uncomfortable, and a blast to drive.  It's a toy, a big expensive toy. When
purchased for this purpose, Defender is the best thing going. (Automobile Magazine, 1994)

When you drive back to town in the Defender you do so as a conquering general returning from battle.
Forget luxury.  Heck, forget good ergonomics, comfort, fit, and finish.  Approach the Defender 90 as you would a
military weapon and you'll appreciate it.  If you look at it as a truck, an SUV, or—please no—a car, you'll be
horrified by its lack of refinement. (Autoweek, October 1994)

The one honest-to-goodness best 4X4, the one with the best mix of on- and off-road performance, the
most comfort, and the most prestige has to be Range Rover.  Period. (Automobile, January 1991)

The very best, timeless designs are the ones with integrity, where substance and appearance are as
one.  Get that right and you have a timeless design.  Although some social presumption plays a part in any
decision to buy a Range Rover, what gives the car real substance is more substantial than that.  Although
perhaps not a thing of ravishing beauty, Range Rover is a masterpiece of dignified design.  (Car Magazine,
November 1993)

Range Rover highs: superb off-roadability.  Lows: the barely amusing Brit notion of ergonomics.
Verdict: quirks aside, a virtuous blend of on- and off-road performance. (Car and Driver, March 1994)

Quite simply, it is the most prestigious means of going for a dirty weekend (European Car, December
1993)
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