
WHAT MAKES A 
CHALLENGER BRAND? 
The 5 Impact Pillars that drive meaningful change



“That’s the way it’s always been done.” 

We’ve all heard it before. For some, it can be comforting to know there’s a tried-and-
true method -- for others, though, that phrase is an invitation to break the status quo 
and find a better way. 

That’s the challenger mentality. 

At BottomLine, we’re inspired by brands that see an opportunity to elevate their 
industry and make their community better by solving their most pressing problems. 
Challengers come in all different forms -- from customer-focused debt solutions to 
healthy energy drinks, challenger brands possess the qualities that not only help them 
to stand out but lead to creating meaningful impact in the community at large. 

But what makes a challenger brand a challenger brand? 

In our eyes, challenger brands are different from other brands. True challengers dig 
deep, fueling their work with grit and a desire to do more -- because when they grow, 
it creates a lasting impact on their community. 

Cultivating a brand that makes a positive impact doesn’t just happen naturally -- it 
starts with the 5 Impact Pillars.



THE 5 IMPACT PILLARS

When a customer interacts with your business, what stands out most? What draws 
them to you not once, but over and over? How do you create super fans? 

Here at BottomLine, the impact pillars are at the core of our strategic marketing 
approach and act as a lens through which we conduct market research for our clients. 
Each marketing effort emphasizes the brand’s pillars, uniquely guiding the buyer along 
the customer journey. 

WHAT ARE THEY?

Many years ago we set out on a journey to answer one question: What separates a big 
legacy brand from small business? And beyond that, what did small businesses need 
to do or possess in order to become a big business? There were many predictions 
from our team on what the answer to that question may be, but with our research 
findings we were able to outline key attributes that carried small businesses through 
sustainable growth. 

We found that leading global brands have five specific characteristics in common: 

These are Impact Pillars. 

Impact Pillars drive strategic marketing and serve as a foundation for creative 
execution and development. Here’s what you need to know about them. 
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REMARKABILITY

 What’s extraordinary about your product or service?

Remarkability is what makes a brand different. Many businesses can still sell a 
product with success, but we’re in the business of building legacy brands. To 
cultivate remarkability, we must go beyond “selling more widgets every year than the 
competition.” To be remarkable is to be something very uniquely different from the 
rest of your industry. 
 
For example, PilotsFriend is an energy drink developed to provide optimal energy 
while also enhancing your wellness state. Unlike other products on the market, 
PilotsFriend was developed to include just the right amount of caffeine for the body 
to experience the benefits, with other digestives, anti-inflammatories, and immunity 
boosters to make it a well-rounded tonic that’s actually good for their customers.
 
When PilotsFriend wanted to bring their product from Europe into the Canadian 
market, BottomLine was brought on board to dive deep into research and devise 
a strategic plan to support their market entry. The research guided our strategic 
marketing plan with tactics that strengthened the remarkability of the brand story. 
 
To realize that something can be done better - and doing it - is to be remarkable. Great 
brands deliver extraordinary experiences through their products and services.



GREATER PURPOSE 
What do you aspire toward? What do you champion through the business?

Great brands with powerful aspirations demonstrate the impact pillar, Greater 
Purpose. 
 
Greater Purpose doesn’t have to mean there must be a charitable part of your 
business. A brand that focuses on creating quality jobs, promoting healthy workplace 
practices and being damn good at what they do impacts their community in a 
powerful way. 
 

For example, the Coalition for Safer Alberta Roads is an organization dedicated 
to raising awareness about dangerous driving habits in the communities 
surrounding the busiest routes in Northern Alberta, Highways 63, 881, 40 and 
43. These routes to and from the Alberta oilsands have seen hundreds of vehicle-
related injuries and dozens of fatalities in recent years -- tragedies that can be 
reduced by changing how we drive. 
 
To help the coalition provide education about safer alternatives and achieve 
their mission of getting people home safely, BottomLine conducted an Impact 
Assessment which highlighted the coalition’s strength in the Greater Purpose 
Impact Pillar, with values rooted in Education, Change, and Caring for People. 
On the other hand, research insights illuminated a disconnect between the 
coalition’s generic positioning and what resonated with the public. Too often the 
organization’s message came across as official and governmental and lacked the 
voice of the people. With this new direction, the strategic marketing plan was 
crafted to strengthen brand attachability through tactics driven by emotional 
appeal, tongue-in-cheek campaigns, and a fresh, lighthearted brand voice. 

 
Why do you get out of bed in the morning to do what you do? What is your purpose 
here on earth?  

Why does your organization exist? 



VALUE

Where do you bring real value to your customer’s life?

Great brands have a real impact on their clients’ lives, and this becomes a hallmark of 
the unique ‘value’ that they offer. What they do, how they do it, and who they are all 
point towards the value that a company brings to their customer and community.
 

 
 

But lucky for us, value is based on some very simple principles: 

Most people think that they get to 
decide what their value is; in reality, the 
customer decides a company’s value. 

SAVING TIME 
AND/OR MONEY

MAKING YOU 
LOOK GOOD

MAKING YOU  
FEEL GOOD

MAKING YOUR LIFE 
BETTER OR EASIER



VALUE

For example, BNA Debt Solutions’ distinctly attentive, customer-first approach leaves 
customers with more than a debt settlement plan; the brand gives customers a 
complete understanding of their options and the ability to overcome their fears to get 
a good night’s sleep again. 
 
When BNA Debt Solutions and BottomLine began working together, we deployed 
strategies to improve awareness, provide better information for their clients in the 
consideration and comparison stages of the buying cycles, as well as produce collateral 
to support and improve relationships with clients after the purchase. In this way, the 
brand’s already strong Value pillar was strengthened because it made their clients’ 
lives easier by helping them navigate the many debt solutions to find the best solution 
for their situation. 
 
In many cases, marketing and services combined not only made the client’s life easier 
and better, but saved them money that could’ve been lost by choosing the wrong 
solution. And when BNA’s clients can confidently manage their debt, the community 
at large is more financially stable and positively impacted. 
 
These fundamental priorities -- saving time, saving money, looking good, feeling 
good and an easier, better life -- make it pretty simple to categorize the way in which 
customers value a brand. 
 
How does what you offer add value to your buyer’s life?



BRAND ATTACHMENT
What creates affection, connection & passion between you and customers?

Great brands elicit unprecedented levels of affection and passion from their customers. 
It’s more than loyalty initiatives -- it’s about creating a mutual sense of connection. 
Unlike brand loyalty, brand attachment is the only thing that, when correlated on a 
graph with sales and revenue, matches the rise and fall of sales and revenue. 
 
The concept of brand attachment is based on the same psychological principles 
that you find in an interpersonal human relationship. Create brand attachment by 
cultivating affection, connection, and passion among customers. These qualities are 
created through things like a sense of belonging, shared and common experiences. 
 
Unlike brand loyalty, which is primarily driven by familiarity and convenience, brand 
attachment feeds positive word-of-mouth marketing because of the passion the 
consumer develops for the brand. 
 



BRAND ATTACHMENT
For example, sports technology company 4iiii develops power meters for 
cyclists - a community that is already passionate about the sport. When 4iiii 
came to BottomLine, research was conducted to discover what motivated their 
ideal customer to cycle in the first place. Rather than focus on the specs of the 
technology itself, the marketing strategy took a different approach to leverage 
the deep emotional connection cyclists have with the sport by emphasizing the 
social aspect of cycling and the emotional role it plays in cyclists’ lives. 
 
4iiii was already strong in its product innovation -- it was marketing’s turn to pull 
at the heartstrings of cyclists with a strong social and community focus to create 
a space that no other brand has fulfilled. 
 
In doing so, the brand’s target audience developed a deeper sense of connection, 
affection for the brand, and passion for the product all of which lead to word-of-
mouth marketing, serving as building blocks of brand attachment. 

 
Can you think of a brand you’re passionate about? Are your customers passionate 
about our brand? Why or why not?



IMMERSIVE EXPERIENCE

How is your business involved in the everyday aspects of your customers’ lives?
 
Great brands find ways to immerse themselves into many parts of their client’s lives 
with value-added services or products and simple, genuine interactions that mirror 
that of human relationships.
 
But achieving the immersive experience impact pillar is no easy feat - in fact, it’s 
typically the most difficult among all five pillars. This is because you’re trying to 
infiltrate your customer’s habits. To create an immersive experience, a brand must 
either create a new habit in their customers’ life or break an old one and pair the 
brand alongside that existing trigger. 
 
You will know if a brand has succeeded in providing an immersive experience when its 
customers think of it every time that trigger occurs. 

Advanced Orthomolecular Research (AOR), a Canadian nutraceuticals company, 
embodies immersiveness in a number of ways and, in doing so, has seen enduring 
success over the years. When AOR began working with our team, we wanted to 
harness the powerful immersive nature of supplements through marketing strategy 
and tactics. 



IMMERSIVE EXPERIENCE

AOR didn’t stop at creating an immersive experience in just one way. First, the 
nutraceuticals company weaved its way into the everyday life of the customer through 
daily supplements that made their life better (also creating value). Along these same 
lines, AOR created a new habit for consumers that desired products that improved 
their feeling of wellbeing and, conversely, paired the need for their product alongside 
the trigger of being unwell to ignite a new habit. 

And the immersive experience continues; AOR’s retail strategy centred around 
maintaining high visibility in store and online, positioning themselves as the number 
1 supplement that nutraceutical practitioners recommend to their patients. The brand 
further leveraged the expertise of professionals, aligning their brand with experts that 
their ideal customers often saw, so professionals like naturopaths would feel confident 
and compelled to recommend the brand to their patients. 

This impact pillar is so notable because it weaves your brand into the everyday life of 
your customer, you become a necessity.



RESEARCH: THE ANTIDOTE 
TO STAGNANT BUSINESS

Business and marketing are evolutionary. As market trends shift and consumer 
expectations change, great brands know that staying still means getting left behind. 
The real challenge is anticipating trends and being able to (almost) read customers’ 
minds. 

RESEARCH MAKES THE MARKETING STRONGER

A marketing plan rooted in data and research ensures that the efforts land with the 
brand’s ideal customers, supercharging each move you make to be more efficient and 
effective towards achieving top business goals. 

RESEARCH HELPS:

 » A brand to better understand its customers
 » To identify potential customers and untapped markets
 » Reduce risk and increase profitability
 » Uncover industry trends and opportunities
 » Develop an informed marketing strategy

Most importantly, research leads to market success. Customer interviews, review 
mining, focus groups and competitive analysis are all methods that allow you to 
narrow in on your customers’ perspectives and see your brand through their eyes.  

What growth could your business experience if you could read your customers’ minds?



GETTING TO WHERE YOU 
WANT FASTER

Without your customers, who would buy what you have to sell? 

Knowing your customers, their needs and their motivators gives you a firm 
grasp on where you stand in the market. Leverage research to establish a strong 
standing in the 5 Impact Pillars and compel customers to act. 

GET IN TOUCH WITH US TO SEE HOW YOU CAN MAKE YOUR 
BRAND THE CLEAR CHOICE FOR YOUR TARGET BUYERS. 

www.wearebottomline.com                              info@wearebottomline.com


