


The Next Generation challenger questions the appropriateness 
of the establishment brand – or even the whole category – for the 
times we live in today. It challenges the relevance of the past to this 
new world, and identifies itself as a better choice for our new needs 
and circumstances. The world’s changing – let’s move on, people. 

While we sometimes see brands taking this position as a temporary 
tactical campaign (think of PayPal briefly talking about itself in 2016 
as ‘New Money’) it can also represent a strong longer-term option for 
a challenger that either wants to position itself as the next iteration 
of a category (WeWork’s simple articulation of itself as ‘The future of 
work’), or as the vanguard of a new kind of category that is changing 
the way we live. Rent the Runway’s vision of a ‘closetless future’, for 
example, comes from the insight that people tend only to wear 20% 
of what’s in their clothes cupboard. Positioning itself, then, as the 
centre of ‘The Renting Revolution’, based on a cloud-based ‘dream 
closet’, is to call for a new way of enjoying clothes that dispenses 
with the habits of the past, because it just doesn’t make sense 
to continue to behave that way today. 

This narrative, of course, is not about the potential reality of being 
the Next Generation of its category (as its fans might argue for the 
Impossible Burger, Kickstarter or Blockchain), but of claiming it 
explicitly for oneself, and in doing so depositioning the existing 
choices. Many of these different challenger narratives, in fact, have 
the additional benefit of depositioning the market leader, implicitly 
or explicitly: the Feisty Underdog uses the scale of the leader’s 
dominance against it, the People’s Champion questions the leader’s 
real motivations, the Irreverent Maverick suggests that the leader 
is something of a stiff. But the Next Generation challenger positions 
the leader as irrelevant today, a thing of the past. And as old 
companies and new brands lean into the shifts the world is going 
to need to make over the next few years – to overcome the collective 
challenges that face us, and the ‘old’ choices that we need to change 
(such as single-use plastic, heavy water use or the environmental 
impact of meat consumption) – there will be an increasing number 
of Next Generation brands for whom compellingly positioning the 
current choices we make as things of the past becomes an urgent 
strategic necessity. Although the Next Generation narrative doesn’t 
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have to be for a serious category or product – one could argue that 
the marketing parent of this narrative was Pepsi and BBDO with 
‘The Choice of a New Generation’ in 1984, and a focus that doubled- 
down on youth. 

Finally, there will be some cultures where status is prized and the 
market leader admired and valued precisely because it is market 
leader; here it may be very difficult to challenge the market leader 
in terms of quality or imagery directly. Potentially better, perhaps, 
to implicitly suggest the Establishment Leader is a fine thing – but 
for the previous generation of needs, or lifestyle, of people: our 
parents, perhaps, whom of course we love and respect, but have 
absolutely zero desire to be like. For these cultures adopting a 
Next Generation narrative as the challenger allows one to deposition 
the leader without overt criticism. In the interview that follows, 
Oatly is taking on one of the most loved products in the Western 
world: milk. So, as we’ll see, a key part of its challenger narrative 
lies in giving a name to and positioning itself as for ‘The Post 
Milk Generation’.

A Summary of this Narrative

y
Core Strategic Thought: 
That was then, but this is now. New times call for new brands 
and services.

y
What is it challenging? 
The relevance of the market leader (and perhaps every other existing 
player in the market) to the modern world, or to the current generation.

y
Why does its consumer respond to it? 
‘New times call for new brands, and I as a person am part of the 
new times.’




