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Foreword 
A promise is a commitment or pledge made to assure the recipient that he or she can trust 

that certain expectations will be fulfilled. It goes beyond a simple statement of intent to a 

higher ethical level that puts at risk the grantor’s honor and integrity if the commitment 

goes unfulfilled. 

 At Starbucks, we have long been guided by a promise, known internally as our 

“purpose.” Our purpose is to provide our customers with an uplifting experience that 

enriches their lives—the “Starbucks experience.” The consistent fulfillment of our 

purpose is the essence of the Starbuck’s brand. It is what our customers expect of us and 

the reason for their loyalty and emotional connection to the brand, as well as the 

foundation for our success. For those of us responsible for fulfilling our commitment, it is 

our common purpose that is widely shared at all levels of the company. It gives us 

direction, inspires us, and unleashes our passion and commitment to convert our 

intentions into reality. 

 As consumers, we are constantly promised that we will be inspired by the food 

and beverages we consume, the products and services we buy, and the organizations that 

serve us. The organizations that actually fulfill these commitments gain our trust, our 

loyalty, and our business. In our other roles as members of organizations of all types, we 

want to be inspired by a common purpose, the work we do, and the integrity with which 

we do it. We want to be part of responsible organizations that meet or exceed the 

commitments they make so that we have reason to be proud of what we do and where we 

work. Promises made and fulfilled are the foundation not only for consumer loyalty but 

also the passion, commitment, and loyalty required to create and maintain successful 

organizations. 

 In the BrandPromise, Duane Knapp provides the insights, strategies, and 

mechanisms for people who sincerely desire to make meaningful promises that inspire 

the loyalty of their customers and fellow associates. The BrandPromise philosophy is 

perfect for individuals and organizations that want to build genuine brands or 

relationships that are trusted and admired. It requires a sincere and real commitment to 

customers’, associates’, and shareholders’ well-being and satisfaction. 

 Making a real promise means caring about others in a way that is heartfelt and not 

just a great business proposition. In a world where companies’, products’, and even a 

person’s brand equity can come and go like shooting stars, the promise offers a practical 

guide to long-term success. 

 There is an enormous difference between talking about a promise and making and 

keeping a promise to customers, associates, and shareholders. The promise philosophy 

focuses on the difference between slogans or taglines and putting your heart and soul into 

your promise. This book is the definitive guide to understanding, developing and 

delivering a genuine promise to energize any brand; personal, business, or nonprofit. 

 One of the greatest insights in this book is that organizations that make a genuine 

BrandPromise must first decide how they want all their stakeholders (customers, 

associates, shareholders, influencers, etc.) to feel. Once a brand’s “emotional” strategy 



has been developed, it can move forward with its “functional” (products and services) 

strategy. It isn’t sufficient for a new product or service to produce profits; it must also 

enhance the customer’s emotional connection to the brand. 

 As dramatic changes in technology and innovation continue to affect everyone’s 

lives, there is an increasing opportunity for individuals and organizations to distinguish 

their brands by providing exceptional experiences that customers can count on and enjoy. 

After all, a brand is only as good as its promise! 
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