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Challenger Brands are a
“second-rank brand that had
demonstrated growth in the face of
a powerful and established

brand leader”






CONVENTION DISRUPTION



CONVENTION DISRUPTION



CONVENTION DISRUPTION



NOT ALL CHALLENGER BRANDS
ARE SECOND-TIER BRANDS



Ms. Jan Martin Mr. Michael Gambino
Senior Manager, Management Consultant,

Business Communications, former VP Marketing and President,
Domtar Paper Company Legrand/Pass & Seymour



Technology company
transformed into

a style, fashion

and application

icon.

Master of
the 4 Ps.



BRAND VALUE: $246.9 B
SALES: $183 B
TOTAL ASSETS: $232 B
MARKET CAP: $638 B


















Run Think Different Video






BREAK WITH THE PAST
LIGHTHOUSE IDENTITY
THOUGHT LEADERSHIP
SYMBOLS OF REEVALUATION

+e: QVERCOMMIT

LEVERAGE ADVERTISING AND PR
IDEA CENTRIC






Leader, Challenger or Commodity?






CHALLENGE A MOVEMENT
BRAND AWARENESS
UNDERFUNDED



K legrand’

Pass & Seymour

Challenge or Die?






REACH CONSENSUS
FIND AVOID TO THRIVE IN
LOOK DEEP TO
SEE COSTS AND CAPABILITIES



THE COMMODITY MENTALITY

Participating as a commodity is a choice.
Commodity doesn’t mean sameness.



Strategy and Solution



SEE THE BIG PICTURE
ANALYZE THE
MARKET
AUDIT COMPETITION
ASSESS QUANTITATIVE AND
QUALITATIVE DATA



Advocate responsible use.
Uncover triggers to overcome usage barriers.
Create brand platform.









Use humor

to disarm o D tar Vid
audk|enﬁes and un vomtiar viaeos Think print
make them and pixels.
more

receptive.



Ll legrand

Pass & Seymour

Strategy and Solution



What voids could be filled?
What were the pain points?



Make a promise
and guarantee it.

Excel in service.
One that works for you visual

Engage audiences.

Turn customers
into advocates.



Need P&S Trademaster visual



THE COMMODITY MENTALITY
Strategy and Solutions



LIVE WITH YOUR CUSTOMERS
AND STUDY THEM



Shooting this
area with a

smartphone

activates a
demo video on
the phone’s
screen




Run Southwire Aurasma video



FIND OUT WHAT
CUSTOMERS THINK
WILL NEVER CHANGE



A commodity product
users thought would
never change
suddenly became

a branded value.



DIG DEEP INTO BRAND,
COMPANY
AND CULTURE.
FIND WHAT’S
REALLY UNIQUE.



Selling by the purpose,
not the pound.



ATTACK MYTHS|TELL GREAT STORIES



“More than
63% of paper
is recovered for
recycling,
compared

to 35% for
metals and 7%
for plastic.”




MUST DOs FOR
SUCCESSFUL CHALLENGER BRANDING

* Price wars needn'’t be « Be brutally honest about
the solution in a where you stand.
commodity category. » Core strength

« Targeting is crucial. must be better.

« Challenge competitor strengths.
« All teams must be on board
and performance tied to metrics.




CHALLENGER BRAND
READING

Eating the Big Fish, Adam Morgan
Disruption, Jean-Marie Dru
The Challenger’s Almanac, Mark + Emily Anderson

Also visit: www.b2bbrains.tumblr.com for relevant B2B content




THANK YOU

jfavalo@mower.com
www.twitter.com/johnfavalo
www.b2bbrains.tumblr.com






