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TAKING ON GIANTS 
TOOLS OF CHALLENGER BRANDS



CHARACTERISTICS OF 
A CHALLENGER BRAND​MINDSET

IDENTITY

LEADERSHIP

INNOVATION
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HOW CAN 
A CHALLENGER BRAND 
BREAK THROUGH?
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CHALLENGER BRANDS 
HAVE TO, STAND OUT 
AND SNAP CONSUMERS 
OUT OF AUTOPILOT. 



MARKETING HAS TO CAPTURE 
A DISPROPORTIONATE SHARE OF 
EYEBALLS TO MAKE UP FOR 
THE DEFECIT.
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TO GAIN BRAND AWARENESS, THE 										         MARKETING HAS TO BE REMEMBERED.
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GET BEYOND 
THE SHORT-TERM, 
AND INTO LONG-TERM 
MEMORY. 
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T H E  S T U D Y  O F  M E M O R Y  G I V E S  U S  A  G U I D E .
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WITHIN 48 HOURS 
80% OF EVERYTHING 
WE LEARN IS GONE.
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THERE IS A SHORTCUT 
TO THE FRONT OF THE 
MEMORY LINE.



KEYS TO MEMORY

1. ANOMALY
2. EMOTION
3. REPETITION
4. PRIMACY/RECENCY
5. POSITIVE/NEGATIVE OUTCOMES
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THE EASY WAY TO REMEMBER THIS: 

1. MEMORY STICKS TO ANOMALY
2. INFORMATION + EMOTION = MEMORY
3. REPETITION IS A FUNCTION OF MEDIA
4. WHAT HAPPENS 1ST OR LAST
5. LEADS TO REWARD OR PAIN
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MUSIC CAN TAKE 
YOU BACK TO YOUR 

CHILDHOOD, BECAUSE 
IT WAS ATTACHED TO 

AN EMOTION.
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ALL MEMORY IS 
EMOTIONAL 
STATE-DEPENDENT
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WHAT WAS YOUR PRIMARY 
EMOTIONAL STATE IN SCHOOL?
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WHAT IS EASIER TO REMEMBER? 

A DAY YOU SPENT IN SCHOOL 

AT YOUR DESK.

OR THAT WEEK YOU SPENT 

AT THE LAKE HOUSE, 

WHERE YOU HAD YOUR FIRST KISS? 



TWO REASONS:

1. MEMORY STICKS TO ANOMALY
2. INFORMATION + EMOTION = MEMORY
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HOW CAN CHALLENGERS
DEPLOY THIS KNOWLEDGE?
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MOST PEOPLE ARE IN 
A CERTAIN MENTAL STATE 
WHEN EXPERIENCING 
MARKETING. 

IF WE ONLY DELIVER 
INFORMATION, WE ARE AT 
THE MERCY OF THAT STATE. 

USA



MARKETING HAS A SHORT WINDOW 
TO SHIFT CONSUMERS INTO HIGHER 
MENTAL STATES. SO THEY CAN 
ATTACH THAT STATE TO 
YOUR INFORMATION.
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THE TOOLS A BRAND HAS TO EFFECT 
ANOMALY OR EMOTION:

MESSAGING
IMAGERY
TONE
BEHAVIOR
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MESSAGING
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TOUTING OUR FEATURES AND 
AWARDS, OR CHEST-BEATING 
ABOUT HOW GREAT WE ARE 

WILL NOT GET US INTO 
LONG TERM MEMORY. 
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APPLE’S EARLY ADVERTISING WAS THE 
ULTIMATE IN CHALLENGER-BRAND 
ADVERTISING. BECAUSE IT WAS SOLELY 
BASED ON WHY THE COMPANY EXISTED. 
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IMAGERY
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IMAGERY DEPICTING REAL MOMENTS 
TELLS A HUMAN STORY. 

SUDDENLY WE AREN’T 
A COMPANY WE BECOME 

MORE EMOTIONAL AND SURPRISING.
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THE POWER OF CONTRAST
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CONTRAST CREATES ANOMALY



CONTRASTS TRIGGER MEMORY
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APPLE 1984
GREY, LIFELESS, BALD MEN. LIBERATED BY A COLOR-

FUL, ALIVE, BLONDE, WOMAN.

THINK DIFFERENT
CALLING THE MOST INFLUENTIAL PEOPLE OF 

OUR TIME CRAZY.



CONTRASTS TRIGGER MEMORY
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NIKE
A BEST PLAYER IN THE WORLD

 TALKING ABOUT FAILURE

IMPORTED FROM DETROIT
TALKING ABOUT LUXURY WHILE SHOWING GRITTY 

DETROIT.



THE WIENERSCHNITZEL
SPOTS MAKE GOOD USE 
OF ANOMALY TO 
TRIGGER MEMORY.
   



SOCIAL ARTIST SERIES



TONE
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TONE IS RESPONSIBLE FOR 
THE EMOTIONAL STATE 
WE LEAVE PEOPLE IN.   



BEHAVIOR
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CHALLENGER BRANDS 
CREATE POWERFUL SYMBOLS 
THAT CAUSE CONSUMERS TO 
REEVALUATE YOUR BRAND.



OPERATION BETTER 
TURNED HYUNDAI’S 
TAGLINE INTO 
A BEHAVIOR.



THROUGH THIS SIMPLE 
UNDERSTANDING OF 
HOW MEMORY WORKS, 
CHALLENGERS CAN TAKE ON 
THE GIANTS, SMARTER.
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THANK YOU
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