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S U M M A R Y  P A G E 

Two years ago, USG launched an innovation that changed the entire construction industry 
— a lightweight residential drywall that weighed up to 30% less than traditional panels. And 
commercial builders and contractors, who saw the potential of a lightweight wallboard, wanted 
one of their own. With this demand, what was originally an 18-month timetable was quickly 
accelerated to bring not just one, but two lightweight commercial products to the market. We 
were tasked with creating a successful launch campaign that spoke specifi cally to commercial 
contractors in the midst of one of the most challenging economic environments the construction 
industry has ever seen. Instead of simply touting UltraLight as a lighter board, we quantifi ed 
and visualized the actual weight USG is lifting off their customers’ backs. And we came up with 
images and messaging that didn’t just telegraph pounds saved, but that also expressed the 
benefi t of the product. Whether it was saving time, ensuring that they weren’t weighing down 
their crew or making sure they knew that it was time that drywall, and their business, evolved. 

S U M M A R Y  W O R D  C O U N T :  1 7 6

IF YOU’RE NOT LIFTING SHEETROCK® ULTRALIGHT PANELS, WHAT ARE YOU LIFTING?
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A B O U T  T H E  C L I E N T  C O M P A N Y 

For more than 110 years, Chicago-based 
USG has been a leader in producing 
innovative products and systems to build the 
environments in which we live, work and play. 
As the inventor of wallboard and mineral wool 
ceiling tile, USG created North America’s 
building materials industry. Its products are 
used in everything from major commercial 
developments and residential housing to 
simple home improvements. Flagship brands 
include SHEETROCK® Brand gypsum panels and 
DUROCK® cement board, which are recognized 
around the world.

USG is North America’s leading producer of gypsum wallboard, joint compound and a vast array 
of related products for the construction and remodeling industries. It is also the global leader 
in the manufacture of ceiling suspension systems and is recognized as the premier acoustical 
panel and specialty ceiling systems innovator. Its variety of productions provides creative 
building solutions that set new standards for productivity and effi ciency, helping contractors and 
architects deliver high quality and innovative designs.

S T R AT E G Y

For our widely diverse audience, which ranges from dealers and large-volume contractors 
to small business remodelers and a predominantly Hispanic installer base, the expansion of 
SHEETROCK® Brand UltraLight Panels into commercial board was more than just a product 
improvement, it marked the birth of a new category of lightweight commercial drywall. And 
despite the current economic downturn, there was something positive happening in the industry 
that could profoundly impact their businesses and lives. 

While the original campaign used dramatic images to communicate the difference in weight USG 
was lifting off installers’ backs, we took it one step further and used iconic imagery to tell the 
story of what this new portfolio actually meant to commercial contractors.

Instead of simply touting UltraLight as a 
lighter board, we quantifi ed and visualized 
the actual weight USG is lifting off their 
customers’ backs. And we came up with 
images and messaging that didn’t just 
telegraph pounds saved, but that also 
expressed the benefi t of the product. 
Whether it was saving time, ensuring that 
they weren’t weighing down their crew or 
making sure they knew that it was time that 
drywall, and their business, evolved. And all 
of our messaging reinforced the idea that 
USG was now the established leader in 
lightweight innovation.

Instead of simply touting UltraLight as a 
lighter board, we quantifi ed and visualized 
the actual weight USG is lifting off their 
customers’ backs. And we came up with 
images and messaging that didn’t just 
telegraph pounds saved, but that also 
expressed the benefi t of the product. 
Whether it was saving time, ensuring that 
they weren’t weighing down their crew or 
making sure they knew that it was time that 
drywall, and their business, evolved. And all 
of our messaging reinforced the idea that 
USG was now the established leader in 
lightweight innovation.
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C A M P A I G N  O B J E C T I V E S

Two years ago, USG launched an innovation that changed the entire construction industry 
— a lightweight residential drywall that weighed up to 30% less than traditional panels. And 
commercial builders and contractors, who saw the potential of a lightweight wallboard, wanted 
one of their own. With this demand, what was originally an 18-month timetable was quickly 
accelerated to bring not just one, but two lightweight commercial products to the market. We 
were tasked with creating a successful launch campaign that spoke specifi cally to commercial 
contractors in the midst of one of the most challenging economic environments the construction 
industry has ever seen.

T H E  TA R G E T  A U D I E N C E

There was a widely diverse target audience, from dealers and large-volume contractors to small 
business remodelers and a predominantly Hispanic installer base.

M E D I A  C H A N N E L S  O R  T E C H N I Q U E S  U S E D

We reached our diverse target through trade print, online banners, in-store POP, sales collateral, 
PR, dedicated microsite, social, a mobile application, search, premiums and tradeshows.

Two years ago, USG launched an innovation that changed the entire construction industry 
— a lightweight residential drywall that weighed up to 30% less than traditional panels. And 
commercial builders and contractors, who saw the potential of a lightweight wallboard, wanted 
one of their own. With this demand, what was originally an 18-month timetable was quickly 
accelerated to bring not just one, but two lightweight commercial products to the market. We 
were tasked with creating a successful launch campaign that spoke specifi cally to commercial 
contractors in the midst of one of the most challenging economic environments the construction 
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T I M E S C A L E  O F  C A M P A I G N

The campaign began April 2011 to present.

B U D G E T S

These details were provided to judges in the original submission but are commercially sensitive 
and therefore confi dential.

R E S U LT S

These details were provided to judges in the original submission but are commercially sensitive 
and therefore confi dential.
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C L I E N T  T E S T I M O N I A L

“This is the most creative marketing campaign I have seen in my career with USG.”
—Fareed Khan, senior vice president, USG Corporation, and president, USG Building Systems.

“The successful launch of SHEETROCK UltraLight Panels reinforces USG’s position as an 
innovative leader that has helped improve the way buildings are constructed for more than 
100 years,” said James Metcalf, chief executive offi cer and president, USG Corporation. 
“SHEETROCK UltraLight Panels represent another technological advancement that enables 
construction industry professionals to be more effi cient in the installation and transportation of 
this breakthrough product.”

M A I N  S U B M I S S I O N  W O R D  C O U N T :  7 7 3

S U B M I S S I O N  E N D

IGNITE
SOMETHING...

IF YOU’RE NOT LIFTING SHEETROCK® BRAND ULTRALIGHT PANELS, WHAT ARE YOU LIFTING?
Introducing SHEETROCK® Brand UltraLight Panels FIRECODE® 30. Up to 30% lighter. Optimized for non-rated and 30-minute partitions.

TheWeightHasBeenLifted.com

WB2582/6-11 © 2011 United States Gypsum Company. The following trademarks used herein are owned by United States Gypsum Company or a related company: SHEETROCK, FIRECODE, USG, USG in stylized letters. 

4.020.0132_FireCode_30_poster_horizontal_v4.indd   1 6/3/11   3:16 PM



7

CA
TE

GO
RY

 N
AM

E:

CA
TE

GO
RY

 N
UM

BE
R(

S)
:

CO
NT

AC
T:

CA
M

PA
IG

N 
NA

M
E:

BR
AN

D:

AG
EN

CY
:

IF
 Y

O
U

’R
E

 N
O

T
 L

IF
T

IN
G

 S
H

E
E

T
R

O
C

K
®

 B
R

A
N

D
 U

LT
R

A
L

IG
H

T
 P

A
N

E
L

S
, 

W
H

A
T

 A
R

E
 Y

O
U

 L
IF

T
IN

G
?

In
tr

od
uc

in
g 
S
H
E
E
TR

O
C
K

®
 B

ra
nd

 U
ltr

aL
ig

ht
 P

an
el

s 
FI

R
E

C
O

D
E

®
 3

0.
 U

p
 to

 3
0%

 li
gh

te
r. 

O
p

tim
iz

ed
 fo

r 
no

n-
ra

te
d

 a
nd

 3
0-

m
in

ut
e 

p
ar

tit
io

ns
.

T
he

W
ei
g
ht
H
as

B
ee

nL
ift
ed

.c
o
m

S
H
E
E
TR

O
C
K
, F

IR
E
C
O
D
E,

 U
S

G
, U

S
G

 in
 s

ty
liz

ed
 le

tt
er

s.
 

4.
02

0.
01

32
_F

ire
C

od
e_

30
_p

os
te

r_
ho

riz
on

ta
l_

v4
.in

dd
   

1
6/

3/
11

   
3:

16
 P

M

B
es

t 
B

2B
 P

ro
d

uc
t 

La
un

ch
 C

am
p

ai
gn

19 D
ou

g 
K

am
p

 –
 E

xe
cu

tiv
e 

C
re

at
iv

e 
D

ire
ct

or

‘T
he

 W
ei

gh
t 

H
as

 B
ee

n 
Li

ft
ed

 (2
.0

)’

U
S

G
 –

 S
he

et
ro

ck
 U

ltr
aL

ig
ht

gy
ro

Th
e 
id
ea
:

IF
 Y
OU
’R
E 
NO
T 
LI
FT
IN
G 

SH
EE
TR
OC
K®
 U
LT
RA
LI
GH
T,
 

WH
AT
 A
RE
 Y
OU
 L
IF
TI
NG
?


