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Introduction

Target, with its iconic red Bullseye and reputation for affordable style, has become one
of the most recognized retail brands in the United States and a significant player in the
global business landscape. Known to many loyalists by its playful nickname "Tarzhay,"
Target stands as a testament to resilience, innovation, and a carefully cultivated brand
identity that has weathered decades of change in the American and global retail
environment. This book, "Target: Portrait of a Global Company," offers an in-depth
exploration of the corporation’s remarkable journey from a single dry goods store in
Minneapolis to a modern retail titan.

The story of Target is rooted in a legacy of adaptation and strategic change. Founded
in 1902 by George Dayton as Goodfellow Dry Goods, the company evolved through a
series of name changes, mergers, and pioneering experiments in retail. The opening of
the first Target store in Roseville, Minnesota, in 1962 introduced consumers to a new
concept: high-quality goods and a pleasant shopping experience at discounted prices,
housed in environments marked by wide aisles and bright spaces. From the start,
Target set out to redefine what a department store could be, a mission that would
propel its rapid expansion and lasting influence.

Throughout its history, Target has continually adjusted its business model to align with
evolving consumer needs and broader economic shifts. The company balanced the
traditional anchors of brick-and-mortar retailing with an ongoing investment in e-
commerce, omnichannel strategies, and digital innovation. With nearly two thousand
stores and a flourishing online presence, Target’s multifaceted approach enables it to
fulfill its vision of value and convenience for guests across the country—while
extending its reach far beyond U.S. borders through supply chains, global capabilities
centers, and international sourcing operations.

Central to Target’s sustained success is its embrace of distinctive owned brands,
innovative marketing strategies, and commitment to inclusivity and community
impact. From beloved private labels like Cat & Jack and Good & Gather to high-profile
collaborations with top designers and big-name brands, Target has cultivated a unique
identity that appeals across generations and demographics. Equally important is its
pledge to corporate social responsibility, with longstanding commitments to
philanthropy, environmental stewardship, and diversity, equity, and inclusion shaping
the company’s modern ethos.

The challenges Target faces are formidable. The competitive landscape includes

mammoth retailers like Walmart and Amazon, and shifting consumer habits
continually test the agility of legacy businesses. Yet, through a combination of
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strategic foresight, technological investment, and unyielding focus on the guest
experience, Target continues to chart a distinctive path forward. Its story, replete with
lessons on leadership, adaptation, growth, and purpose, offers valuable insights for
anyone seeking to understand the secret behind one of America’s most beloved
companies.

In the pages that follow, "Target: Portrait of a Global Company" provides a detailed
examination of both the history and the intricacies of Target's business model.
Through chapters chronicling pivotal milestones, strategy evolutions, leadership
decisions, and social responsibility initiatives, this book aims not only to document the
legacy of Target but also to illuminate the enduring principles that guide its operations
and inspire loyalty among millions.
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CHAPTER ONE: The Origins of Target: From
Goodfellow Dry Goods to Dayton Company

The story of what would eventually become the Target Corporation is not a tale that
begins with a bullseye, but rather with a handshake, a real estate investment, and the
quiet determination of a banker from upstate New York. George Dayton arrived in
Minneapolis, Minnesota, in 1883, drawn by the burgeoning opportunities in banking
and land development in the rapidly growing Midwestern city. He was a man of strong
convictions, deeply religious and committed to integrity in all his dealings. Though his
primary focus initially lay in finance and property, fate, or perhaps simply shrewd
business sense, would soon guide him towards the world of retail.

By the turn of the 20th century, Minneapolis was a vibrant commercial hub, a central
point for the milling industry and a gateway to the West. Its downtown district was
home to an array of businesses, including a number of dry goods and department
stores that catered to the growing population. These stores were often grand affairs,
multi-story buildings offering a wide variety of merchandise, from fabric and clothing
to household goods, and providing a social as well as a commercial center for the
community. Competition was present, but the landscape was defined by established
players and traditional retail models.

In 1902, a specific opportunity arose that piqgued George Dayton’s interest, albeit
unexpectedly. He held the mortgage on a prime piece of downtown Minneapolis real
estate occupied by a dry goods store called Goodfellow Dry Goods. When the owners
encountered financial difficulties, Dayton found himself taking control of the store to
protect his investment. Rather than simply liquidate the assets or find a new tenant,
Dayton, then 60 years old, saw potential in the business itself. He decided to step into
the retail arena, taking ownership and control of Goodfellow Dry Goods.

This was not a casual foray. Dayton approached retail with the same principles that
guided his banking and real estate ventures. He believed in building a business based
on trust, quality, and service. While the existing store had its challenges, Dayton
envisioned an establishment where customers could rely on the merchandise they
purchased and the honesty of the transaction. He aimed to create a store that was not
just a place to buy things, but a reputable institution within the community, reflecting
his own values.

Under Dayton's stewardship, Goodfellow Dry Goods began to evolve. The immediate

focus was on stabilizing the business and instilling a culture of reliability. Customers
were to be treated with respect, merchandise carefully selected for quality, and prices
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set fairly. These foundational tenets, established in the very first year, would remain
embedded in the company’s DNA for decades to come, even as it grew and diversified
into entirely new retail formats.

The initial name, Goodfellow Dry Goods, a holdover from the previous ownership,
didn't entirely reflect the new direction under George Dayton. Within a year, in 1903,
the company was renamed Dayton's Dry Goods Company. This change was significant;
it put George Dayton's name directly on the business, signifying his personal
commitment and reputation were now inextricably linked to the store. It was a
statement of confidence and a promise of the standards customers could expect.

This renaming was just one step in the company's early evolution. As the business
grew and its scope expanded beyond strictly "dry goods," a further name change was
deemed appropriate. In 1910, the company became simply The Dayton Company. This
broader name acknowledged the store's expanding merchandise categories and its
status as a full-fledged department store, offering a comprehensive range of products
to meet the diverse needs of Minneapolis shoppers. It cemented its identity as a major
retail force in the region.

Throughout the early 20th century, The Dayton Company thrived as a premier
department store. It built a reputation for carrying high-quality goods, often featuring
the latest fashions and home furnishings. The store itself was designed to be an
enjoyable place to shop, with elegant displays, helpful staff, and a wide array of
choices under one roof. It was a cornerstone of downtown Minneapolis, a destination
where generations of families shopped for everything from wedding dresses to school
supplies, furniture to fine china.

The success of The Dayton Company was a testament to George Dayton's initial vision
and the leadership that followed him. The company navigated the economic cycles of
the era, including the boom years of the 1920s, the severe challenges of the Great
Depression, and the unique demands placed on businesses during World War II.
Through it all, it maintained its standing by adapting its offerings while remaining true
to its core principles of quality, value (within the context of a traditional department
store), and service.

By the post-war era, The Dayton Company was a well-established and highly
respected retailer. It had expanded its physical footprint and refined its operations,
becoming a benchmark for department store excellence in the Midwest. While
Minneapolis remained its heart, its reputation extended regionally, attracting shoppers
from surrounding areas. The company was stable, successful, and seemingly settled
into its role as a leading traditional retailer.

However, the American economic and social landscape was undergoing profound
transformations in the 1950s. The rise of the automobile enabled widespread
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suburbanization, shifting populations and purchasing power away from urban centers.
A growing middle class had more disposable income but also different priorities and
shopping habits than previous generations. Efficiency and convenience began to gain
prominence alongside quality and service.

This changing environment gave rise to a new phenomenon in retail: the discount
store. Early discounters, often operating out of converted warehouses or suburban
locations with ample parking, focused on offering significantly lower prices than
traditional department stores. They achieved this by reducing overhead - often with
less elaborate displays, minimal service, and a focus on high-volume sales of a
narrower range of popular goods.

These nascent discount retailers posed a direct challenge to established department
stores like The Dayton Company. While department stores offered a full-service, high-
quality experience, they also had higher operating costs reflected in their prices. The
discounters, by contrast, appealed to a segment of the market increasingly prioritizing
price and convenience, willing to trade off some of the traditional department store
amenities for significant savings.

The leadership at The Dayton Company watched this trend with keen interest. They
recognized that while their core department store business remained strong, the retail
world was changing. The traditional model, while beloved by many, might not capture
the next wave of consumers or compete effectively on price with these new
challengers. Simply ignoring the trend was not an option; it could lead to stagnation
and erosion of market share.

The question became: how should a successful, quality-focused department store
company respond to the rise of discounting? One option was to try and lower prices
and reduce services within the existing Dayton's stores, but this risked diluting the
established brand identity and alienating loyal customers who valued the full-service
experience. It could also be difficult to compete on price with businesses built from the
ground up for low-cost operation.

Another approach was diversification. Instead of trying to adapt the existing
department store model, The Dayton Company could create a separate retail concept
specifically designed to compete in the discount space. This new venture could
operate with a different cost structure, a distinct brand, and a tailored merchandising
strategy focused on offering lower prices, while the original Dayton's stores
maintained their position as premium department stores.

This second option was particularly appealing to the forward-thinking executives at
The Dayton Company. They believed it was possible to combine the core strengths of
the Dayton's legacy - a reputation for quality, trust, and ethical business practices -
with the low-price model of the emerging discount stores. They envisioned a discount
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store that wouldn't be just cheap, but would offer "discount with dignity," a pleasant
shopping experience that felt a cut above the typical discounter of the era.

The internal discussions likely centered on balancing affordability with quality,
convenience with a welcoming atmosphere, and a broad assortment with efficient
operations. They wanted to create a store that appealed to value-conscious shoppers
but still felt modern, clean, and easy to navigate. This concept was not about creating
a cheaper version of Dayton's department store, but a new kind of store altogether,
built for the changing times and consumer expectations.

Developing this new retail concept required careful planning. It involved researching
the burgeoning discount market, understanding the operational differences required
for lower price points, and devising a strategy that would allow the new venture to
stand apart from the increasingly crowded field of discounters. It was an ambitious
undertaking for a company whose primary identity had been forged in the world of
traditional department stores for six decades.

The decision was made to move forward with this innovative idea. The Dayton
Company would establish a new division dedicated to creating and operating this
distinct discount retail chain. The goal was to launch a pilot store that would embody
this vision of a high-quality, low-price retailer, setting the stage for potential expansion
if successful. The planning phase involved everything from site selection to store
design, merchandising strategy, and, critically, creating a new brand identity that
would resonate with consumers seeking value.

This strategic pivot, originating from the successful foundation of The Dayton
Company department stores established by George Dayton back in 1902, marked a
pivotal moment. It demonstrated the company's willingness to innovate and adapt,
recognizing that past success didn't guarantee future relevance in a dynamic market.
By the early 1960s, the concept was solidified, the plans were drawn, and The Dayton
Company was ready to introduce this new venture to the world, a venture that would
eventually eclipse its origins and become known by a single, memorable symbol.
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