
Defining your BRAND and its PROMISES to your customers

© BARMETRIX

WWW.PULSE-PLUS.COM
WWW.BARMETRIX.COM

RIGHT
BRANDBRAND



Brand Right

STEP 1:
Start with the End in mind
( INSTRUCTION ) Even if you’ve been in business for years, it’s not too late to revisit the core 

reason you’re in business. What is it that you want your staff to provide when they come in to 

work? What experience do you want to deliver to your customers? This is the reason your 

business exists: to deliver that experience. This is your brand. 
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TIP: Think about the ideal experience you want to provide your customers. How do you want your customers to feel about your business 
 and about themselves inside your business?

MY  BUSINESS  EXISTS  TO:

Nando’s ChickenStarbucks CoffeeRitz-Carlton Hotels

Why does the world need your business to exist?

We are Ladies and Gentlemen 

serving Ladies and Gentlemen.

Our mission is to inspire and 

nurture the human spirit – 

one person, one cup, and one 

neighborhood at a time.

Minha casa é sua casa, or in 

English, our home is your home, 

and you, your family and friends 

will always enjoy a warm 

welcome at Nando’s.
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STEP 2:
What do you promise your customers?
( INSTRUCTION ) Businesses with strong brands make promises that are short and 

to-the-point. They are not necessarily outward promises advertised on your website, but 

ones that are nonetheless critical for your staff to understand. They are the first step in 

setting up your ENTIRE staff to successfully deliver your brand. 
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MY  BUSINESS  PROMISES:

Nando’s ChickenStarbucks CoffeeRitz-Carlton Hotels

What are your brand promises?

The Ritz-Carlton Hotel is a place 

where the genuine care and 

comfort of our guests is our 

highest mission. 

We pledge to provide the finest 

personal service and facilities for 

our guests who will always enjoy 

a warm, relaxed, yet refined 

ambience. 

The Ritz-Carlton experience 

enlivens the senses, instills 

well-being, and fulfills even the 

unexpressed wishes and needs 

of our guests.

Committed to doing business 

responsibly and helping 

communities thrive.

From the neighborhoods where 

our stores are located to those 

where our coffee is grown, 

we’re committed to makig our 

communities stronger. We can 

balance profitability and a social 

conscience.

There’ll always be a relaxed 

atmosphere, friendly service, 

and delicious food! You’ll also 

always find earthy textures and 

colours that reflect our sunny 

Afro-Portuguese heritage, and 

walls adorned in original South 

African art. 
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STEP 3:
What do you want your customers to say about you?
( INSTRUCTION ) What would you like your customers to say about their experience? Define 

what the best possible feedback looks like. Then you can work backwards to deliver the 

experience to your customers.
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NEXT STEPS: Once your brand is defined, consider using the RemarkableByDesign process to design the ideal guest experience in your 
 business.

Nando’s ChickenStarbucks CoffeeRitz-Carlton Hotels

Real-world feedback

“Rarely have I had the pleasure 

of being truly surprised at finding 

one hotel that doesn't just get it, 

but they excel at getting making 

you feel at home, and at ease.

I have never had such a pleasant 

and personalized stay that made 

me feel like the Ritz was my 

home away from home.”

“I was greeted when I came in, 

the employees were super 

friendly, the barista who made 

my coffee was incredibly friendly 

and asked how my weekend 

had been, and they said have 

a nice day on the way out.”

I  WANT  MY  CUSTOMERS  TO  SAY...

“The staff were well trained, very 

friendly and knew their menu well.  

Steps way above other similar 

restaurants in terms of food 

quality and service experience.”

“Everything on the menu is 

delicious. The chicken is flame 

grilled to perfection. The meat is 

tender and juicy.”

“I really enjoyed the casual yet, 

eccentric decor.  The dining sofas, 

awesome paintings and fixtures 

gives this place such ambiance.”
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STEP 4:
How do you check on those promises in your business?
There’s a simple way to check whether your staff are delivering on your brand promise 

every day: 

1. Start with the published descriptions of your brand – often the internet, but also 

 newspaper/magazine reviews, guidebooks, etc.

Now, go deeper and discover the true market perception of your brand:

2. Ask 3-5 of your staff members to describe your brand.

3. Survey or interview as many neighboring businesses and customers as you can. 

 50-100 people is enough to get a solid understanding of what your community is saying 

 about you. Taxi drivers, hotel staff, and nearby shopkeepers are excellent resources 

 because they speak with many of your customers every day. **This is an important mission 

 to learn what people REALLY think – the internet is a place where passionately happy or 

 angry customers congregate, but the reality for most businesses is somewhere in between. 

 Assign a staff member to perform this step to allow anonymity of your respondents.
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TIPS: • Compare YOUR brand vision from Steps 1-3 with what your staff say. If they are very different, you can be sure your customers’ 
 perceptions will be, too.
 • Owners and managers should not interview customers or neighboring businesses; they will often be too careful of your feelings 
 to give you an honest reply.
 • To change your customers’ perception of your brand, start with your staff. If their answers to this exercise vary from yours, use the 
 Napkinomics exercise to get everyone on the same page. Once this is done, your staff will begin to influence your customers’ opinions. 

How my customers describe my brandHow my staff describe my brand
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STEP 5:
How do you check on those promises in your business?
You’ve now compared your own hopes and desires for your brand, your staff’s opinions and 

those of your customers. Now it’s time to close the gap. Compare what your customers say 

about your brand to what you WANT them to say. List five actions you can take to deliver on 

your promises below.
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