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Instructions: Answer honestly. Each question has four options. At the end, total your points to 
see your brand strategy strength. 

1. Brand Positioning 

How clearly is your company’s brand differentiated from competitors in the space industry? 

A. Not at all – we mostly talk about technology features (1 point) 
B. Somewhat – we have a few talking points (2 points) 
C. Mostly clear – our value is distinct in most markets (3 points) 
D. Very clear – customers, investors, and partners can repeat it easily (4 points) 

2. Audience Understanding 

How well do you understand your core audiences (customers, investors, regulators, public)? 

A. We have not mapped or segmented them (1) 
B. We have general personas, but not data-driven (2) 
C. We update personas with market insights (3) 
D. We have deep, regularly updated audience intelligence (4) 

3. Brand Storytelling 

Does your brand consistently tie its story to broader missions (e.g., sustainability, human 
advancement, national security)? 

A. Rarely – we focus only on technical specs (1) 
B. Occasionally – but inconsistently (2) 
C. Often – we tie to mission themes when possible (3) 
D. Always – our story connects technology to human and planetary benefits (4) 

4. Market Visibility 

How strong is your visibility in the space ecosystem? 

A. Limited – few know about us outside of direct contacts (1) 
B. Moderate – some trade press or conferences (2) 
C. Strong – we are recognized in our sector (3) 
D. Dominant – we are seen as a thought leader (4) 
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5. Internal Alignment 

How aligned are your leadership, employees, and partners with your brand identity and 
messaging? 

A. Not aligned – messaging varies across teams (1) 
B. Somewhat – a few shared themes (2) 
C. Mostly – internal communications reinforce the brand (3) 
D. Fully aligned – everyone champions the brand consistently (4) 

6. Brand Measurement 

How do you measure the effectiveness of your brand strategy? 

A. We do not measure (1) 
B. We track a few vanity metrics (website visits, likes) (2) 
C. We measure impact on engagement and awareness (3) 
D. We track full brand impact (awareness, trust, preference, loyalty) (4) 

Results 

6–10 points: Launch Pad 

Your brand strategy is in its infancy. You need clarity and positioning to break through the 
competitive noise. 

11–16 points: In Orbit 

You have built some brand traction, but gaps in storytelling and alignment are holding you back. 

17–21 points: Ascending 

Your brand is strong, but fine-tuning consistency, measurement, and visibility can elevate you 
further. 

22–24 points: Mission Leader 

You are a recognized brand leader. The challenge now is sustaining momentum and future-
proofing your position. 


