
FORBES NAMES BEST BUY COMPANY OF THE YEAR

Minnesota-Based Retailer Is Reinventing Itself At The Top Of Its Game

New York, New York (December 24, 2003)—With 576 stores in the United States, Best Buy has become the mightiest foot soldier of the digital revolution.  The retail giant is best known for grab-and-go electronics, videogames and software at low prices.  Now, the company is focused on its fourth distinct incarnation in its 37-year history.  This time the focus is on bundling high-end electronics with service and installation—without losing its low-price reputation.  According to Forbes, “Best Buy is reinventing itself at the top of its game.  Its 750 North American locations, including Canada, give the company a 16% share of the $130 billion-a-year market for electronics and packaged media, the number one spot.”  But, there may be road blocks ahead.  The flood of imports and shorter product cycles exert severe price pressure on some of the most profitable products including digital TVs and cameras.  Then there is the competition; namely Wal-Mart.  Best Buy CEO Bradbury H. Anderson believes that if the company can’t compete on price alone, it can compete by bundling those goods with add-on services.

OTHER STORIES INCLUDE:

THE BEST MANAGED COMPANIES IN AMERICA (p. 149)—Coming out of a rocky year of glaring corporate management failures, Forbes cites its picks of the 26 best-managed companies for 2003.

GLOBAL MOTORS (p. 62)—GM has a surprise for its detractors:  Those foreign entanglements are starting to pay off.  Korean carmaker Daewoo, of which GM is part owner, has now doubled their capacity utilization.  According to Forbes, “Even where GM has lost a bundle, it has managed to find a few nuggets.”
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