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Chapter 1:  Redefining Your Brand 

Nothing is too difficult. You only need to know how. 

YIDDISH PROVERB 

It is far more impressive when others discover your 

good qualities without your help. 

JUDITH MARTIN (MISS MANNERS) 

BRANDING HAS MANY COMPONENTS. Branding is about a 

promise delivered, as Jeffrey Hayzlett talks about in The 

Mirror Test. On a simpler level, you could say that 

branding is what others say about you.  

In other words, branding is your reputation. 

And a brand is also the representation of your product or 

service. 



BulletProof Branding 

20 

Yet, none of those definitions is really comprehensive 

enough, in my opinion. There needs to be an 

understanding of branding that s bulletproof – an 

understanding that touches every aspect of your 

organization. Including your customers and prospects. 

And, that definition should be simple – clear – and 

powerful enough to inspire the corner office as well as 

the customer service team, while reaching the folks in 

engineering and accounting as well.  

Branding is really about exchange. 

The exchange of ideas. The exchange of new strategies. 

The exchange of solutions. The exchange of images and 

products and tweets and comments and services and 

more. All designed to create the ultimate exchange:  the 

exchange of your brand, for revenues. 

Bulletproof branding creates that exchange consistently, 

carefully and deliberately across all aspects of your 

organization. 

Bulletproof branding helps your organization to create 

exchange.  

The exchange of ideas online is part of your branding. 

The exchange of money for goods and services is also 

about branding, so sales and marketing are all under the 
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same circus tent. (Let s see if any fights break out. Keep 

your eye on the clown car). 

And branding is also about execution - bringing promises 

to life in a way that is recognized at the highest levels of 

your organization. 

No, not the executive suite. The highest level is reserved 

for your most important person. That would be:  the 

customer. 

In this book, we ll talk about new ways to create 

exchange. Branding is about reaching customers in new 

and more meaningful ways, and then helping your 

customers to reach more customers. That s a plan that s 

bulletproof, if (and it s a big if ) you know how to pull 

it off.  

To learn more about the process, I ve included insights 

from companies both large and small – branding 

strategies that have propelled organizations forward in 

the new economy. These stories will show you the how  

of creating a more powerful brand message – and 

guiding the conversation that helps others to know how 

great you are (without broadcasting, bulldozing or 

barraging your audience). 
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Remember, the balance of power has shifted, and the 

customer now rules supreme as the Chief Branding 

Officer.  

Creating the exchange you want, and your customers 

deserve, requires six fundamental principles. Six pillars, 

if you will, of BulletProof Branding. These six pillars apply 

whether you are branding a person, product or idea. 

These principles apply online, as well as face-to-face.  

After all, that s what principles are - like the law of 

gravity, they always work. Doesn t matter if you re in 

Australia, Antwerp or Abilene.  

And principles never have the stigma of Because I said 

so  or some implied expertise.  

As you read about these six pillars, you and you alone 

will be the expert on your brand.  

My job is simply to provide a new way of looking at the 

same old problems (and a few new ones). The coming 

chapters will address these six principles in detail, but 

here they are in brief: 

 Consistency - making your URL match up with 

IRL (in real life) 

 Clarity - your story and your theme. What s your 

Big Idea?  
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 Collaboration - Why branding is a team sport. 

And how to play the game.  

 Context - the wind-up determines the pitch. 

Here s why. 

 Capitalizing - turning your branding into an asset. 

Leveraging what you ve built. 

 Craving - Keep em wanting more. Teasers, tokens 

and follow-through. 

Within the text, you will see examples of brands that are 

changing the conversation and changing their results. 

But more than just an overview of branding (haven t we 

all read a book about how great Apple is?) or an 

academic textbook, the aim of BulletProof Branding is 

action. 

Each of the chapters will include action steps as part of a 

summary, so that you can put new ideas into your brand. 

The goal is to show you, through these six principles, 

what you can do today to transform your marketing – no, 

wait a minute. Make that, your organization.  Whether 

you represent a person, product or idea, the key to your 

results begins with the conversation.  

Understanding how to create the conversation, to 

provide influence, and ultimately, how to turn your 

customers into branding advocates, is our path.  

That s the kind of exchange that s truly bulletproof. 
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Along the way, you will see exercises and ideas that can 

make a difference:  whether you are your own brand, or 

you own a multi-national brand, you ll find a new look at 

marketing inside these pages. More importantly, you ll 

understand how to protect and strengthen your 

branding, based on expert perspectives and proven 

techniques for making your message matter.  

It s time to recognize and capitalize on the fundamental 

shift that Dave Carroll showed us. 

The customer is King. And the conversation rules the 

realm.  

 


