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Challenger Brand Strategy

As the pace of business quickens and the number of brands multiplies, it’s 
customers, not companies, who decide which brands live and which ones 
die. An overabundance of look-alike products and me-too services is forcing 
customers to search for something, anything, to help them separate the 
winners from the clutter.

The solution? When everybody zigs, zag. At Gorilla we follow a simple yet 
amazingly effective process to champion what makes your business 
radically different and unleash your competitive edge. 

Your Brand Manifesto 

Before we get creative we create and indepth strategy plan which will reveal 
exactly what makes your brand unique and how we can harness it to power 
your success.

Not only will this inform our creative approach but it will provide you a  
roadmap for the future, a true north to ensure your brand never goes off 
track.

CHALLENGERS,
ARE YOU 
READY?



Who are you?
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Where do you have the most
experience?

Where do you have the most credibility?

Where does your passion lie?

We pinpoint where your brand 'passion' 
will come from

What do you do?

What business are you in?

We discover what you truly believe in, 
this is what will inspire your customers

We boil it down into 12 words or less

We define what your purpose is, beyond 
selling a product or service

What’s your vision?

how can you make this vision palpable 
and exciting ?

What do you want to accomplish in 5, 10, 
or 20 years?

We go back and refine it further 

We paint a vivid picture of your future 

We test it on a real piece of 
communication

The big questions
we ask

The wisdom
we provide
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What wave are
you riding?

What trend is powering your
business?

Can you ride more than one
trend at a time?

How powerful is it?

We compile a report of the trends that 
will power your success

Who shares the
brandscape?

Who comes first, second , and third in 
customers ’ minds ?

Who else competes in your category?

or, become the first mover in a
new category

We design a strategy to become
number one or two

What makes
you the “only”?

What ’s the one thing that makes your 
brand both different and compelling ?

We craft an onliness statement

We add detail by answering what,
how, who , where, when, and why

What should you add or 
subtract?
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What existing brand elements are 
undermining your onliness?

How do the remaining elements
align with your vision ?

What new brand elements could
strengthen your onliness?

We make a list of all current and planned 
offerings and brand
elements

We decide which offerings to keep,
sacrifice, or add

We are brutal—it ’s better to err on the 
side of sacrifice
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The big questions we ask

The wisdom we provide
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Who loves you?

How can you manage the “gives and 
gets” so everyone ’s happy?

Who makes up your brand community?

We create a diagram of your brand’s 
ecosystem

We decide how each participant will both 
contribute and benefit

Who’s the enemy?

Which competitor can you paint as the 
bad guy?

We tell your customers what you ’re not, 
in no uncertain terms

What do they 
call you?

Is it suitable for brandplay? Does it
have creative “legs”?

We choose a name that ’s different, brief, 
and appropriate

We make sure it ’s easy to spell and
pronounce

How do you
explain yourself?

If it ’s too late to change it,
is there a way to work around it?

If it ’s hurting, is there an opportunity to 
change it?

Is your name helping or hurting your 
brand ?

What’s the one true statement you
can make about your brand ?

We craft a true line that tells why your 
brand is compelling

We avoid any commas or “ands”

We find out if the name can be used as a 
URL

We determine how easy or difficult
it will be to legally defend

We turn your true line into a tagline to 
use with customers

The big questions we ask

The wisdom we provide
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How can you unpack your name, true 
line, and tagline?

How do you spread the 
word?

How can you enroll brand advocates 
through messaging?

How can you align all your 
communications with your uniqueness?

We make sure your messaging
is as different as your brand

We only compete at the touchpoints 
where you can win

How do people engage 
with you?

Which touchpoints will let you compete in 
white space?

What are you selling and how are
you selling it?

We map your value proposition against 
those of your competitors

We see which competitive areas you can 
avoid entirely

We seek customer touchpoints where 
you ’ll be unopposed

What do they
experience?

We’ve got 
the formula!

where should you put your marketing 
resources?

We map the customer journey from 
non-awareness to full enrollment

With a bullet proof strategy in place, we 
have the formula on which to build your 
brand, now it’s time for some creative 
fun!

We bet your resources on the 
experiences that ‘differentiate’

who will be your competition at each 
touchpoint?

How can you “enroll ” them in your brand 
?

How will customers learn about you?

The big questions we ask

The wisdom we provide
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THANK 
YOU.

We hope we have covered everything you need to know, 
if you do have any questions just get in touch.


