
Companies need to continue to evolve, lest they find themselves forced to.

The case for change

WHEN APPLE INC.’S earnings were 

announced in January, the media 

was abuzz. Buoyed by sales of its 

iPhone, the company generated a 

record $75 billion in revenue and 

a record $18 billion in earnings 

during the last quarter of 2014. 

 Recently, The New York Times 

compared Apple’s success with 

Microsoft’s quiet discontent. Though 

still a tech giant, Microsoft wanes 

versus Apple. Its revenue during 

the same quarter was one-third of 

Apple’s, and its operating income of 

$7.8 billion was less than a quarter 

of Apple’s. The article speculated 

on the reasons for Microsoft’s 

stagnation: overreliance on a single 

product line, its Windows operating 

system; focus on product protection 

instead of innovation; and taking 

risks too late, or not at all. 

 “Like many successful 

companies, Microsoft nurtured its 

dominant position, but at the risk 

of missing potentially disruptive 

innovations,” the article stated.

Companies need to be agile.
Change can come swiftly, due to new 

competitors, technological advances, 

or shifts in consumer behavior. 

Companies need to be able to react 

quickly to change and to create 

disruptions that keep competitors 

on their toes and their customers 

happy. If not, they risk not only 

falling behind, but being subjected 

to the whims of the marketplace. 

 Apple has won by making bold 

moves, such as pulling away from its 

hit iPod to place a bigger bet on the 

iPhone. Microsoft has been unable 

to reinvent itself or its product line 

to such an extent. That’s not to say 

that it won’t. And there’s certainly 

a risk that Apple—with 69 percent 

of its revenue coming from a 

single product line—could become 

complacent in the wake of its success. 

The customer is always right.
Shifts in demographics, 

environment, and attitudes lead 

to new implications, and new 

implications lead to change. Smart 

companies study how to serve 

customers in new ways without 

stripping away their core values.  

 Consider iconic toy maker LEGO. 

The Danish company, which began 

in 1932 in a woodworker’s workshop, 

was losing market share in the 

late 1990s and losing touch with 

its customers. Societal changes, 

demand for electronic toys, and 

box stores that undercut prices 

prompted the company to change. 

 To revitalize its well-known 

brand, it expanded into new market 

sectors, launching children’s 

wear, TV shows, and movies, and 

tinkered with its product line to 

create new, unique components. 

 While some of these efforts 

were successful, LEGO began to lose 

control of its innovation efforts, 

and new products sometimes 

broke the cardinal LEGO rule—

component compatibility. LEGOs 

are unique “systems of play” rather 

than individual toys. The company 

was churning out new toys that 

customers didn’t recognize or want.

 By 2004, LEGO was on the brink 

of bankruptcy so it reconnected to 

its core values and core business—

the iconic LEGO bricks. 

 LEGO studied how children 

played, where they played, and 

how their play time differed 

from past generations. 

 Many parents had played with 

LEGOs as children, and wanted to 

share that experience with their 

children. LEGO discovered modern 

parents are under pressure to help 

their children succeed, which has 

led them to take a more active role 

in their children’s development. 

 The company rediscovered its 

product’s core advantage—teaching 

children the fundamentals of 

construction and creativity. Today, 

the company is breaking ground 

with new products and storefronts.

We’re transforming from 
a position of strength.
Change is necessary for businesses 

to grow, but instigating change 

when the wind is at your back is a 

true advantage. Transforming from 

a position of strength enables a 

company to evolve using thoughtful, 

data-driven methods. 

 New York Life continues to do 

well, and making changes now will 

prepare us to do even better in the 

future. Our transformation projects 

across the organization will make us 

more agile, with flexibility to adjust 

to, and even anticipate, new business 

challenges and opportunities. Our 

most obvious changes are taking 

place in Technology. Less evident, 

but extremely important, is the 

work we are beginning to evaluate 

how our customers are changing. 

Strengthening the strategic 

partnership between technology and 

the business will even further enhance 

the quality of the business decisions, 

making us an industry leader.   

We’re more ethnically and racially diverse.  

By 2060, the United States will be 40 percent 

white, as compared to 85 percent in 1960. This 

shift is driven by 40 million immigrants who 

have arrived since 1965, about half of them 

Hispanic and nearly 30% Asian.

WE’RE CHANGING  
EVERY DAY

Millennials are political and social liberals, social media wizards, highly 

educated, not very religious, ethnically diverse, and slow to marry and 

have kids. Many are saddled with college debt and unfulfilling jobs.

MILLENIALS ARE A LARGE, DISTINCT 
GENERATION, POISED TO LEAD.
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