
Position 
to win
Mastering Category Creation and Thought 
Leadership in Competitive Markets



Who are we? What do we 
do?

Why does it 
matter? 

Company Identity exercise



1
Positioning of services / products

Simplified framework

2

3

Category: perspective through which your 
customers see you

Thought leadership



Category Creation



Differentiation 
from competitors Brand affinity High risk / 

high cost

Slow / no 
marketing 
adoption

Pricing power
Long-term 
marketing 
leadership

Burden on you / 
burden on the 

consumer

Competitors can 
copy

Category creation

PROS CONS





Define and own your category





Product Positioning



10 
years

20,000 
brands

100m 
subscribers

$30b 
processed





““ What we do 
vs. 

What we do for you



What we do vs. What we do for you













Thought Leadership



““The best way to predict the 
future is to predict it

Peter Drucker



What is Thought Leadership?

Expertise
“bigger picture”

Innovation
“What you do”

Education
“pain”

Making a world in which 
yours is the only 
solution that works





AGE:

LOCATION:

WORK:

FAMILY:

DAILY ROUTINE

Juggling Jen
Elder Millennial

Salt Lake City

SVP, Marketing

Married, one child

•Skincare

•Morning routine

•Protein

•Hydration

•Time with family

•Cats

“I wake up. I chauffeur my daughter around. 
I try to eat 130g of protein. I go to sleep.”



Your brand promise of
healthier petsglowy skinenergy in the morningminimalist skincareaffordable healthy mealssuperfood-packed smoothieshealthy skin, hair, nailsyour kids learningcomplete, balanced nutritionreal ingredientsnon-toxic cleaning products









A product that is 
bought vs. kept



The routine
economy
THE INTERSECTION OF CONVENIENCE AND VALUE



The 40-year-old Millennial 
and the 24-year-old Gen Z-er 

are in charge



Value

Today’s consumer 
is choosing to 
purchase small 
luxuries to elevate 
their every day



Today’s buyer is splurging on 
luxury goods to soothe their 

economic despair



Today’s buyer is splurging on 
luxury goods because “what 

matters anyway, really?”



Goods & Services
Economy

Attention
Economy

Routine
Economy



Smarter subscription 
experiences

Dynamic
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Subscribers
$63 AOV
4.7 orders

$325 per user

Non-subscribers
$74 AOV

1.45 orders
$112 per user

Subscribers’ longevity make them more valuable



Sustainable vs. unsustainable revenue
Subscriptions are good for your business

March May July September November January March May July

$
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$467K

$985K

Optimize your 
product page & 

sub. widget

Build a 
subscription 
landing page

Upsell to 
subscriptions 

across the buyer 
journey

Cross-sell 
complimentary 
products across 

the buyer journey

Prevent 
Cancellations

Recovered Failed 
Payments

Offer Rewards

60% Subscribers 0% Subscribers



Marketing extras



To be embedded 
in the daily lives 
of consumers… 

…brands need to know 

their customers and tailor 
everything to them



IT’S
TOMORROW

BRAND

wake up
THE

CHALLENGE
THE WINNER OF THE TOMORROW BRAND 
CHALLENGE IS AN INDUSTRY LEADER. THEY’RE 
FAST. SMART. ERA-DEFINING.

And they’re going to take home the biggest prize 
in ecommerce history.


