Strategic agility becomes the key to brand longevity amid market shifts
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Several years of research and consulting underpin a simple but stark argument: brands rarely collapse from a single misstep; they wither because they fail to invest in future relevance while still successful. According to Allen Adamson in MarCommNews, the most resilient companies proactively reframe their strategic focus and rebuild operating models before a crisis forces them to do so. [1][2][3]
Adamson, drawing on the ideas developed with NYU Stern Professor Joel Steckel in the book Shift Ahead, argues that longevity comes from "zooming out", making fundamental shifts to align products, channels and culture with the realities of a changing market rather than relying on incremental improvements. He has made the same case in talks and podcasts, urging executives to treat relevance as an ongoing investment rather than an emergency fix. Industry practitioners and events that have hosted him reiterate that the window for deep change often closes while companies still appear profitable. [3][5][6]
The article contrasts five pairs of incumbents and challengers to illustrate the point. In enterprise collaboration, Microsoft Teams is presented as a winner because it pivoted from video tool to integrated collaboration hub embedded in Office 365 and enriched by AI, while Zoom is described as running out of time because it remained a standalone product and is now forced to contemplate a costly platform-level transformation. According to the piece, Microsoft’s move reframed video as a feature within a broader ecosystem, lowering switching costs and embedding value across workflows. [1]
In retail and apparel, Lululemon is credited with converting stores into community hubs and investing in proprietary product innovation that sustains premium pricing through emotional loyalty. Macy’s, by contrast, is characterised as burdened by oversized real estate and a discount-driven model that erodes brand equity; the proposed remedy is to repurpose property toward fulfilment and high-touch services rather than defending square footage. The analysis treats physical footprint as either an asset when reframed for service or a liability when managed as legacy sales space. [1]
The payments and financial services comparison frames Apple as treating payments as an "ecosystem-first" utility integrated into the operating system, while PayPal is criticised for added login friction and product fragmentation across Venmo and other properties. The article contends PayPal must move toward invisible, API-driven flows that remove checkout friction if it is to compete with ecosystem incumbents that can make payments a seamless reinforcement of broader customer value. [1]
Healthcare, pharmacy and pet care examples extend the ecosystem argument. Amazon’s healthcare moves, anchored by One Medical and Prime, are portrayed as efforts to make care feel like a seamless subscription utility, pushing traditional pharmacy chains such as Walgreens to rethink stores as micro-fulfilment hubs and to elevate pharmacists into proactive clinical roles. In pet care, Chewy’s emotionally driven direct-to-consumer model with personalised service and Autoship loyalty is set against Petco’s more transactional approach, with the prescription that Petco must rebuild physical locations as wellness consultation centres integrated with digital data. [1]
The takeaway is prescriptive and strategic: companies that win tomorrow have already altered their core operating model to make experience, ecosystem and convenience the product; those that delay face escalating costs, talent loss and diminishing options. Adamson’s wider body of work, including BrandDigital and public conversations about the mechanics of relevance, reinforces the view that adaptation is deliberate and systemic rather than tactical. Executives are urged to treat strategic change as a continuous discipline, not a response to decline. [2][3][4][5][6]
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