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How to Audit Your Brand Promise 

Whale Hunting begins with clarifying your brand promise—what are your most compelling promises to 
your prospective customers?  Can you simply and clearly differentiate your value proposition from those 
of your competitors?  When I work with companies, usually we discover that the brand promise is less 
“unique” than they thought—they are not distinctly separating out the “standard promises” – those that 
everyone in their business makes – from the true distinctive of their company, products, or services. 

Here’s a way to test this premise in your company and also provide a road map for improvement.   We 
call it a Brand Promise Audit. 

1. Gather marketing information from your company and at least three competitors.  Print pages 
from their website and other marketing materials.  Make several copies of each collection. 
 

2. With your cross-functional team, ask everyone to browse through one set of materials with a pack 
of sticky notes handy.   They should write down “brand promises” that they read in the materials, 
putting only one promise statement on each sticky note.  Label the note “X” for a competitor and 
your company’s initials for your statements. 
 

3. Place the brand promises on one, two, or three flip charts (with 4-5 people working at a flip 
chart).  When everyone has finished browsing materials, gather at the flip charts.  Reorganize the 
notes, collecting all of the similar statements one on top of another. 
 

4. With one person recording on another flip chart, make a list of all the brand promises that are 
repeated several times.    These represent “standard promises.”  Your competitors make the same 
statements that you do.  All of your customers expect these benefits.  They constitute the price of 
admission. 
 

Here’s an example of Standard Benefits: 

• We are a partner with you. 
 

• We react quickly to changes. 
  

• We promise excellent service. 
 

• Our product/service is cost effective. 
 

• We have a courteous, well-trained staff. 
 

• Our processes are certified. 
 

• Our company is an industry leader. 
 

• We exceed your expectations. 
 

• We are ROI-driven. 
 

• We deliver on time and on budget. 
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• We are innovative. 
 
Although these particular examples come from the marketing materials of Call Centers, notice that they 
could represent almost any product or service.  They are completely nondescript and, therefore, almost 
meaningless to your customers. 
 
Your team may also want to argue, “Well, everybody SAYS that but we really DO it!”  If you decide 
that’s true, then you will need to do a very specific and clever job of marketing how you exceed your 
competitors’ claims in one or more areas. 
 

5. Next, record a list of your competitors’ statements that are not often repeated.  Do a second list of 
your company’s statements that are not often duplicated.  On each of these lists, cross out any 
statements that the team finds unimportant. 
 

6. What’s left is a list of somewhat distinctive claims or statements that YOU make and that YOUR 
COMPETITORS make to customers.  These may be Superior Benefits. 
 

Here’s an example of Superior Benefits: (again from the call center industry) 

• We specialize in bilingual call center services (English and Spanish) for the healthcare industry. 
 

• We achieved certification as a 100% domestic services provider through The Foundation for 
Transparency in Offshoring. 
 

7. Finally, see if one or two of the Superior Benefits statements qualify as Unique Advantages for 
you.  These are brand promises that none of your competitors can match at your level. 
 

Here’s an example of a Unique Advantage: 

• We are the only outsourced call center in the country to be ISO 27001 certified, and we’re PCI 
compliant. 
 

When you lead your team through this exercise, everyone will be keenly aware of how your marketing 
statements compare to those of your competitors.  You will have a roadmap of claims that you need to 
challenge, claims that you need to enhance, and claims with which you should lead.  You will have a list 
of brand promises to translate into customer benefits, and for which you can develop new and more 
compelling evidence to present to customers. 

Complete a brand promises audit annually to keep your messages sharp and differentiated. 
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