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The Only Way to Grow (with Rare Exceptions) 
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Routes to Winning 

My Brand Is Better 
Than Your Brand 

Marketing 
In Defined Category 

Create a 
“Must Have” 

Which Defines 
a New Subcategory 

VS. 

Winning— 
Competitors 

Not Preferred 

 

Winning— 
Competitors 

Not Considered 
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Brand 
Competition 

Subcategory 
Competition 
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1. Create a �Must Have� that 
    Defines a New Subcategory 

How to Win Subcategory Competition 
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Innovation—Don�t Have to be First 
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1. Create a �Must Have� that 
    Defines a New Subcategory 

How to Win Subcategory Competition 

2. Make Sure The Subcategory Wins 
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Reframing a Category 

Pampers Effect on 
Baby�s Sleep 
• Faster 
• 30 minutes more 
• 50% less distraction 

Pampers Golden Sleep Campaign 

Cloth Like & Dry 

2007 

Sound Sleep 
Sound Development 

2012 Disposable Diaper Sales   over 3 billion  
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1. Create a �Must Have� that 
    Defines a New Subcategory 

How to Win Subcategory Competition 

2. Make Sure The Subcategory Wins 

3. Prevent Competitors 
    From Being Considered 
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Brand the Innovation 
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