
You don’t necessarily need a multi-million dollar budget to create a powerful brand.

Because a brand does not exist on a TV commercial, or on a billboard. It exists in the minds 
of your audience. And often, there are ways to sneak your message in there, without spending 
mass media dollars. 

Follwing are several successful examples of these “guerilla brands.”
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What to do when the budget is tight
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Alterra Coffee Roasters is Milwaukee’s alternative to Starbucks. 

But most Milwaukeeans don’t realize that the brand to which they are so fiercely 
loyal has never done an advertising campaign. 
 
The brand personality was created using Alterra’s tools of commerce -- the coffee 
cups, napkins, bags and delivery vehicles. 

The strength of this brand was proven in a story told to us by Paul Miller, 
Alterra’s founder: 

“One day, we ran out of our printed cups, and had to serve coffee in plain white cups. 
People were confused and disappointed. ‘What’s this, this is not my coffee’ they were saying. 
It was then that we realized what we had created.”

ALTERRA COFFEE ROASTERS PACKAGING, 1990’s 



 Elements East, an Asian furniture importer, also used this concept 
 to great effect by decorating their delivery vehicles with haiku.

 

ELEMENTS EAST TRUCKS, 1999



In 2005, Joe Locher was hired by the Milwaukee Admirals minor league hockey team 
(AHL) to push their brand in a new direction.

Their attendance was stagnant, comprised of die-hard hockey fans who attended all the 
games. But this was not enough to support the franchise. The idea was to attract an entirely 
new audience segment, one that perhaps had never been to a hockey game. The tools at our 
disposal were the logo and game uniforms. A radical redesign was created, with a new “ghost 
admiral,” new colors, and cleaner, more fashion-forward jerseys.

Upon introducing the new look, apparel sales increased by 600%! 

Attendance increased by over 22% -- adding more than 1,100 new fans per game for the fol-
lowing two seasons.

At the end of the 2006-2007 season, Admirals President Jon Greenberg was named Out-
standing Executive in the American Hockey League. The team also doubled their corporate 
sponsorships over this period. 

MILWAUKEE ADMIRALS LOGO  & UNIFORMS, 2006

THE REPLACED MILWAUKEE ADMIRALS LOGO



MILWAUKEE ADMIRALS NEW LOGO INTRODUCTION, 2006

 The Story of the Ghost Admiral
But recently, in a startling and 

unexpected turn of events, the 

original Admiral has resurfaced. 

Turns out he wasn’t just lost at 

sea, he was submerged in 

Lake Michigan – trapped in a sunken

ship. Well, with nothing to eat and no air 

to breathe, the years have obviously taken their toll. 

Only his fighting spirit managed to keep him alive. 

Look, everybody knows skin and muscle don’t last 

long underwater – heck, most kids start to shrivel up 

after about 45 minutes in the bathtub . . . imagine what 

30 years underwater would do!  In fact, a few years ago, 

one of his legs fell off, so he kept his skills sharp by using it as a hockey stick. 

(Also, the waters of Lake Michigan had a curious 

fading effect on his red, white and blue uniform – turning it a 

haunting hue of ice blue and black. ) And so, the Admirals 

are proud to unveil our“new” logo – actually,  our original logo, 

rescued from years at the bottom of the Lake. 

This tough little Admiral’s relentless spirit and tireless 

work ethic have given us our new battle cry: 

When Admirals hockey began in Milwaukee in the 197o’s, the team 

was represented by a plucky young lad. Over the years, the kid 

took his lumps, but he always played hard and never gave up. 

As the seasons passed, he grew stronger.Tougher. More skilled. 

Then one day, without warning, he suddenly disappeared -- lost at sea. 

A massive search was undertaken, but the Great Lakes are vast, and

         no trace of him could be found. 

            This is how he looked when last seen – 

                full of attitude, still honing his skills, but not  

              someone who would back down from a fight. 

          Well, what could we do? Not wanting to 

       shock the community, a decision was   

     made to keep his                   disappearance hush-hush.  To cover 

things up, we even           hired an expert  police sketch artist 

    to “age” his                             appearance, which has led 

     us to the                    logo we’ve been using   

     latey – a grizzled old sea salt.   Here are two recent examples of 

      the “aged” Admiral you’ve 

      probably seen on the ice

                 in recent years. 





Discovery World, an interactive 
business museum for children, 
needed to create a brand with-
out any budget. So we had to 
find opportunities to brand the 
facility itself.

Inspirational messages appeared 
on “billboards” within the build-
ing. A stairway displayed a poem 
about curiosity, which could be 
read backwards or forwards. 
Locked doors carried signs de-
scribing imaginary areas. The 
mascot was Sputnik, an inde-
structible robot cat -- his curios-
ity could not kill him, because he 
had more than 9 lives. 

Even the building’s threshold 
carried a message-- “Don’t be 
afraid of tomorrow” -- which 
visitors had to stride across as a 
condition of entry. 

DISCOVERY WORLD BRAND, 1996



DISCOVERY WORLD ELEVATOR POSTER, 1997



With a tiny budget, this brand needed to impress and 
connect with perhaps the most jaded target audience 
in history -- New York ad agency producers. The en-
tire launch campaign took place on a business card, 
printed in flame-activated invisible ink, and a book 
of matches. Needless to say, the company name -- 
Conspiracy Films -- was a hot topic in New York that 
Winter.

CONSPIRACY FILMS BUSINESS CARD, 1998



CONSPIRACY FILMS TRADE AD, 1999

 As the start-up company garnered attention and success, eventually they could afford a print ad.

 



When there are no available brand-
ing opportunities, sometimes it is 
necessary to build them. 

10 wrought iron kiosks were com-
missioned for a neighborhood in 
Milwaukee that desired to brand 
itself as a destination.

Graphics are printed with graffiti  
resistant technology,  and changed 
seasonally.

EAST SIDE NEIGHBORHOOD KIOSKS, 1999



THE YES MEN CORPORATION BUSINESS CARD,
(20 ga. STAINLESS STEEL), 1997  



YES MEN WORLD HEADQUARTERS STREET PRESENCE, 2002

YES MEN WORLD HEADQUARTERS
GRANITE PLAQUE, 1998


