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trust, loyalty, and sustainable growth by living 
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In today’s age of radical transparency, brands can no longer hide. Every action your 
company takes is visible, and consumers are more empowered than ever to hold 
brands accountable. Gone are the days when corporate missteps could be swept 
under the rug. With the rise of social media, customer reviews, and whistleblowers, 
the relationship between brands and consumers has fundamentally changed. And the 
stakes couldn’t be higher.

Trust has moved from being a competitive edge to being the foundation of survival. 
According to the Edelman Trust Barometer, 57% of consumers believe that most brands 
fail to live up to their promises. This statistic isn’t just a wake-up call—it’s a crisis. The gap 
between what brands say and what they actually do is widening, creating a trust deficit 
that brands cannot afford to ignore. This is the Say-Do Gap®—a disconnect that erodes 
trust, damages loyalty, and eats away at long-term brand equity.

The problem is real, and so is the cost. Once broken, trust is nearly impossible to rebuild 
without significant effort and resources. More than just a marketing challenge, the Say-
Do Gap® has become a leadership issue. It’s a threat that, left unchecked, will cripple 
even the strongest brands.

Consumers no longer want to buy products—they want to buy into what your brand 
stands for. 88% say that authenticity is crucial when choosing which brands to support 
(Stackla Consumer Content Report). It’s no longer enough for brands to make promises. 
If there is a disconnect between promises and actions, customers will walk away—and 
they won’t look back. Worse, they’ll align with brands that not only say the right things but 
live their belief out loud.

THE CRISIS YOU CAN’T IGNORE

Copyright © 2024 BLVR®. All Rights Reserved.
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57% of consumers believe that most brands fail to live 
up to their promises (Edelman Trust Barometer).
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Patagonia:  A Case
Study in Authenticity

The Cost of Inaction
While Patagonia is an example of getting it right, many brands today are struggling to 
bridge the Say-Do Gap®. Leaders often overlook the subtle erosion of trust that happens 
when their brand’s messaging doesn’t align with its behavior. The good news? This gap 
can be closed. The brands that succeed in closing the Say-Do Gap® are the ones that 
will not only survive but thrive in this new era of transparency.

In the following chapters, we’ll explore the Say-Do Gap® in greater detail, why it poses 
such a significant threat to brands, and—more importantly—how to close it. This journey 
will show you how to align your brand’s actions with its core belief, ensuring that your 
brand walks its talk and gains the trust of customers.

*

When Yvon Chouinard, founder of Patagonia, declared, 
“We’re in business to save our home planet”, it wasn’t 
just a marketing statement—it was a belief that drove 
every aspect of the brand’s operations. Patagonia 
didn’t just claim to be a sustainable brand—they 
embodied it. From launching their famous Don’t Buy 
This Jacket campaign to ensuring every supply chain 
decision reflects environmental preservation, they live 
their belief.

This consistency between belief and action has earned 
the brand unparalleled loyalty. Customers don’t just 
purchase Patagonia products; they advocate for the 
company’s mission. In a world where many brands 
prioritize profit over purpose, Patagonia proves that 
belief-driven authenticity can build trust that no 
amount of marketing dollars can buy.

Customers don’t just purchase 
Patagonia products; they advocate 

for the company’s mission.

Copyright © 2024 BLVR®. All Rights Reserved.
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The Say-Do 
Gap®—A 
Silent Killer 
of Credibility

Your brand’s biggest competitor isn’t the one across the marketplace. It’s 
the silent threat growing inside your own company. The greatest risk to 
your brand’s credibility, trust, and future growth is the Say-Do Gap®—the 
invisible chasm between what your brand says and what it actually does.

And it doesn’t stop with just losing their business. Customers who feel 
betrayed will amplify their frustration through social media, reviews, 
and word-of-mouth, creating an avalanche of negative sentiment.

Copyright © 2024 BLVR®. All Rights Reserved.

67% of customers won’t return once trust is broken
(Edelman Trust Barometer).
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CHAPTER
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The Say-Do Gap® emerges when there’s a disconnect between your 
brand’s public promises and its internal actions. Many brands talk about 
sustainability, diversity, or customer-centricity. But if those values aren’t 
reflected in everyday behavior, your brand is on a path to failure.

Sixty-seven percent of customers won’t return once trust is broken 
(Edelman Trust Barometer ) .  Imagine losing t wo-thirds of your 
customer base because your brand doesn’t live up to its promises. 
And it doesn’t stop with just losing their business. 

In today’s hyper-connected world, the court of public opinion is swift 
and unforgiving. Every time your brand fails to meet its proclaimed 
belief, the cost of regaining lost trust increases. From rising customer 
acquisition costs to plummeting customer retention rates, the 
financial consequences of the Say-Do Gap® are severe.

The Mechanics of
the Say-Do Gap®

A High Cost for Inaction

Imagine promoting environmental sustainability 
w h i l e  y o u r  s u p p l y  c h a i n  i s  r i d d l e d  w i t h 
unsustainable practices. Or proclaiming diversity 
as a core value while your leadership team lacks 
representation. Every inconsistency chips away 
at the credibility you’ve worked hard to build. 
Each time your brand says one thing and does 
another, the Say-Do Gap® widens—and so does 
consumer distrust.

Make no mistake: your customers are watching.  
They are more informed than ever and have 
endless access to information. Once they spot 
a disconnect between what you say and what 
you do, it’s game over. Not just for customers—
e m p l o y e e s ,  t o o ,  d i s e n g a g e  w h e n  t h e y  s e e 
leadership failing to live up to the brand’s stated 
values. Investors lose faith  when they sense 
inconsistency. The ripple effect is real, and it’s 
devastating.

Copyright © 2024 BLVR®. All Rights Reserved.
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Chapter 1: The Say-Do Gap®—A Silent Killer of Credibility

The Say-Do Gap® isn’t limited to one sector. Every industry faces the 
same challenges when it comes to maintaining credibility and trust.

RETAIL:

V o l k s w a g e n ’s  e m i s s i o n s 
s c a n d a l  s h a t t e r e d  t h e 
b r a n d ’ s  r e p u t a t i o n  a s  a 
leader in sustainability. The 
ga p b et we en their  claims 
a n d  r e a l i t y  c o s t  t h e m 
b i l l i o n s  a n d  d e s t r o y e d 
consumer trust. 

FOOD & BEVERAGE:

B r a n d s  t h a t  m a r k e t 
t h e m s e l v e s  a s  n a t u r a l  o r 
healthy but fail to live up to 
those claims face consumer 
backlash, driving customers 
towa rd  m o re  t r a n s p a re nt 
competitors.

TECH: 

Facebook’s repeated privacy 
f a i l u r e s ,  d e s p i t e  p u b l i c 
promises of protection, have 
damaged its standing with 
users. The Say-Do Gap® has 
eroded trust, and while the 
platform remains large, its 
reputation as a responsible 
brand has taken a big hit.

INDUSTRY-SPECIFIC 
EXAMPLES OF THE 

SAY-DO GAP®

Copyright © 2024 BLVR®. All Rights Reserved.
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At the core of every Say-Do Gap® is a failure in leadership. Leaders 
set the tone for the entire organization. When they make bold public 
declarations but fail  to align their actions, the gap widens. Your 
customers notice. Your employees notice. The market notices.

Real leadership isn’t about making promises—it’s about living them 
out. When leaders cut corners for short-term gains, they are actively 
sabotaging the long-term trust that sustains grow th. Authentic 
leadership demands that every decision, at every level, reflects the 
brand’s core belief.

Leadership is the key to closing the Say-Do Gap®. Patagonia serves 
as a prime example of what it looks like when leadership doesn’t 
just talk about values—it lives them. Yvon Chouinard’s unwavering 
commitment to sustainability guides every action Patagonia takes, 
from supply chain decisions to environmental activism.

Patagonia’s customers trust them not because of what they say, but 
because of what they do. This alignment between belief and behavior 
creates an unshakable bond between the brand and its audience.

The Cause: A Failure of 
Leadership

Conclusion: Leadership 
Sets the Standard 

Copyright © 2024 BLVR®. All Rights Reserved.

The Trust CrisisChapter 1: The Say-Do Gap®—A Silent Killer of Credibility

The Say-Do Gap® closes only when leadership takes 
responsibility and aligns actions with conviction. 
The brands that succeed are those whose leaders 
consistently embody the core belief, transforming it 
into tangible actions that build lasting trust and loyalty. 
The future of your brand rests on your ability to lead 
with authenticity and purpose, ensuring that every 
decision reflects your belief.

FINAL THOUGHT: LEADING WITH BELIEF
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The Say-Do Gap® isn’t just an inconvenience—it’s a silent destroyer 
of trust, loyalty, and long-term brand success. Brands that ignore the 
widening gap between what they say and what they do are heading 
toward irrelevance, and the consequences are severe. In today’s 
transparent world, inaction has a high cost.

02
CHAPTER

The Cost of 
Ignoring the 
Say-Do Gap®
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Chapter 2: The Cost of Ignoring the Say-Do Gap®

Trust is fragile. The moment your brand makes a promise and fails to 
deliver, that trust starts to crack. What starts as a single misstep can 
quickly snowball into a full-blown crisis, where customers no longer 
believe in the promises your brand makes.

Example: Volkswagen’s Emissions Scandal

Volkswagen’s emissions scandal is a textbook 
case of how ignoring the Say-Do Gap® can 
erode trust beyond repair. For years, Volkswagen 
positioned itself as a leader in sustainability, but 
when it  was revealed that the company had 
falsified environmental data, the gap between 
their message and reality became impossible to 
ignore. The result? Billions in fines and a consumer 
base that felt deeply betrayed. Volkswagen’s 
reputation still hasn’t fully recovered.

In today’s digital world, even small discrepancies 
between what you say and do are magnified. 
Social media has become a powerful tool for 
consumers to hold brands accountable. One bad 
experience or broken promise can have enormous 
ripple effects.

When your Say-Do Gap® is exposed, negative customer experiences 
spread like wildfire. Reviews, tweets, and posts can go viral, creating a 
PR disaster that’s difficult to control. Worse, it can become part of your 
brand’s identity. Rebuilding after such a breach of trust requires significant 
effort and resources, and for some brands, it may be impossible.

1. Eroded Trust and Customer Churn

2. Reputational Damage 
Amplified by Social Media

Copyright © 2024 BLVR®. All Rights Reserved.

The Trust Crisis

One broken promise can spread like 
wildfire on social media, creating an 
irreversible PR disaster.
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The financial  consequences  of  ignoring the 
Say-Do Gap® are real and measurable. Customer 
acquisition costs skyrocket when trust is broken, 
a s  b r a n d s  m u s t  s p e n d  m o re  t o  re p l a c e  t h e 
customers they lose. At the same time, customer 
retention rates plummet, leading to revenue loss.

Research from Harvard Business Review shows 
that, increasing customer retention by just 5% 
can boost profits by up to 95%. But when brands 
lose trust, they face the opposite: a downward 
spiral of declining loyalty, increased marketing 
spend, and long-term financial instability.

The cost of ignoring the Say-Do Gap® is staggering. Eroded trust, 
reputational damage, and financial decline are just the beginning. 
Inaction isn’t neutral—it’s a decision to let your brand deteriorate. The 
brands that survive—and thrive—are the ones that act decisively to 
close the gap.

3. Financial Decline 
Due to Increased 
Costs

Conclusion: 
Championing the 
Belief-Driven Future

The consequences of ignoring the Say-Do Gap® 
are too high.

How will you act now to protect your brand’s 
trust, reputation, and future growth?

EXAMPLE:  In 2023, Bud Light’s marketing 
c a m p a i g n  f e a t u r i n g  a  t r a n s g e n d e r 
influencer sparked backlash among its 
conservative customer base. The brand’s 
inconsistent responses led to confusion 
a n d  d i s s a t i s f a c t i o n  o n  b o t h  s i d e s . 
Amplified by social media, the controversy 
quickly spread.

THE RESULT? A dramatic drop in sales and 
market share, showing how quickly the 
Say-Do Gap®  can lead to reputational 
damage.  Rebuilding trust has been an 
ongoing challenge for the brand.

FINAL THOUGHT: DON’T PAY THE PRICE

Chapter 2: The Cost of Ignoring the Say-Do Gap®

Copyright © 2024 BLVR®. All Rights Reserved.
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While the risks of ignoring the Say-Do Gap® are immense, the rewards 
for closing it are even greater. Brands that align their actions with their 
core belief don’t just survive—they lead. The benefits of closing the 
gap ripple through every aspect of your business, driving trust, loyalty, 
and long-term success.

The Benefits 
of Closing the 
Say-Do Gap®

03
CHAPTER
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Trust is your most valuable currency. When your brand consistently 
d e l i v e r s  o n  i t s  p r o m i s e s ,  y o u  b u i l d  a  b o n d  t h a t  g o e s  b e y o n d 
transactions. This trust is unshakable, allowing your brand to weather 
crises, market changes, and competition.

When you close the Say-Do Gap®, customers become evangelists who 
actively promote your brand’s mission. In an era where word-of-mouth 
is more powerful than any marketing campaign, advocacy is a game-
changer. Advocates help lower acquisition costs and increase loyalty.

Brands that align their actions with their belief inspire advocacy , 
turning customers into loyal brand promoters.

1. Building Unshakable Trust

2. Reputational Damage 
Amplified by Social Media

E X A M P L E :  G L O S S I E R ’ S  C U S T O M E R -
CENTRIC APPROACH

Glossier has built unshakable trust by placing 
its customers at the heart of everything it 
does. By actively engaging its community 
t h ro u g h  s o c i a l  m e d i a ,  G l o s s i e r  gat h e rs 
real-time feedback and allows customers 
to influence product development directly. 
The brand’s transparency and commitment 
to creating products that genuinely address 
customer needs have turned buyers into loyal 
advocates. Customers don’t just buy from 
Glossier—they feel like co-creators in the 
brand’s journey, creating a strong bond that 
stands the test of trends and market shifts.

Copyright © 2024 BLVR®. All Rights Reserved.
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87% of consumers will purchase from a 
brand because it supports a cause they 
care about (Cone Communications).
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Closing the Say-Do Gap® isn’t just about winning trust today—it’s 
about building a foundation for long-term growth. When your brand’s 
actions align with its belief,  you create a stable, purpose-driven 
business model that attracts customers, employees, and partners 
who share your values.

The result?  Notion’s customer base continues to expand, driven 
by organic grow th and word-of-mouth from satisfied users.  By 
empowering individuals and teams to work more effectively, Notion 
has built a brand that users trust and champion, fostering sustainable 
growth and a dedicated following that stands the test of time.

3. Sustainable Long Term 
Growth

EXAMPLE: NOTION’S COMMUNITY-DRIVEN 
GROWTH

Notion has achieved sustainable,  long-
term grow th by fostering a strong, loyal 
community through user empowerment 
and constant product innovation. Staying 
t r u e  t o  i t s  c o r e  b e l i e f  o f  e n h a n c i n g 
productivity and creativity, Notion invites 
users to shape and customize their own 
experience. This alignment between belief 
and behavior has created a community 
that doesn’t just use the product—they 
advocate for it.

Copyright © 2024 BLVR®. All Rights Reserved.
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Employees want to work for brands that live their values. When your 
brand closes the Say-Do Gap® , it fosters a culture of integrity and 
purpose that resonates with your team. Engaged employees are more 
productive, more creative, and more committed to the brand’s mission.

To close the Say-Do Gap®, your brand’s belief must be more than just 
words—it must be activated in everything you do. By uncovering your 
core belief, aligning leadership, and turning that belief into behavior, you 
can create a brand that is not only authentic but also trusted by your 
customers, employees, and stakeholders. Building trust today ensures 
long-term success tomrrow.

4. Increased Employee 
Engagement

Conclusion: Activating
Your Belief

How will your brand unlock the benefits of closing 
the Say-Do Gap®.  By building trust, advocacy, and 
sustainable growth, you create a brand that stands 
the test of time.

FINAL THOUGHT: THE BENEFITS OF AUTHENTICITY

Closing the Say-Do Gap® not only strengthens external trust but also 
creates a motivated and aligned workforce.

Chapter 3: The Benefits of Closing the Say-Do Gap®

Copyright © 2024 BLVR®. All Rights Reserved.

The Trust Crisis

Companies with highly engaged employees 
see a 21% increase in profitability (Gallup 
Study).
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In today’s market, brands that lead with a clear belief are thriving. 
These belief-driven brands go beyond merely articulating a purpose—
they live it in every action, decision, and communication. In a world 
where authenticity is paramount, the brands Brands that close the 
Say-Do Gap® by aligning actions with their belief build trust, loyalty, 
and sustainable growth.

But why is belief such a powerful differentiator? The answer lies in its 
ability to move beyond transactions and into deeper, more meaningful 
relationships. When your brand’s belief informs every touchpoint, you 
create a connection that transcends mere product or service. It turns 
customers into believers, employees into advocates, and competitors 
into imitators.

The Solution: 
Building a 
Belief-Driven 
Brand

Copyright © 2024 BLVR®. All Rights Reserved.
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Chapter 4: The Solution – Building a Belief-Driven Brand

What sets belief-driven brands apart isn’t just their products or 
services—it’s their conviction. A core belief gives a brand purpose, 
authenticity, and a roadmap for action. It becomes the lens through 
which every decision is made and every behavior is evaluated.

Take Tony’s Chocolonely, for example. They aren’t just selling chocolate; 
they’re on a mission to eradicate slavery in the cocoa supply chain . 
This belief is embedded into ever ything they do, from how they 
source ingredients to how they communicate with customers. Their 
conviction isn’t just a marketing tool; it’s the foundation of their 
competitive edge.

When customers choose Tony’s, they’re not just buying chocolate—
they’re supporting a movement.

v Tony’s doesn’t just have customers; it has advocates. Its belief-driven 
approach has led to a 40% increase in customer retention. Consumers 
trust Tony’s because they see the brand’s belief consistently lived out.

Belief as a
Competitive Advantage

Copyright © 2024 BLVR®. All Rights Reserved.

The Trust Crisis

Tony’s Chocolonely isn’t just selling 
chocolate—they’re on a mission to 
eradicate slavery in the cocoa supply 
chain. Their conviction has led to a 40% 
increase in customer retention.
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Building a belief-driven brand means reflecting your core belief in every 
action. Belief and behavior are inseparable in creating trust and credibility. 

It’s not enough to state your values—you must live them.

Here’s how the connection works:

CLARIFY YOUR BELIEF:

Eve r y  b e l i ef - d r i ve n  b r a n d 
starts with a clear, singular 
belief that guides all actions. 
F o r  To n y ’s  C h o c o l o n e l y, 
the belief is simple:  100% 
slave-free chocolate.  This 
conviction influences every 
decision, from sourcing to 
partnerships.

T R A N S L AT E  B E L I E F  I N TO 
BEHAVIOR:

A  b e l i e f  i s  o n l y  a s  s t r o n g 
a s  t h e  a c t i o n s  t h a t  b a c k 
i t .  To ny ’s  c o m m i t m e nt  to 
e t h i c a l  s o u r c i n g  i s  m a d e 
transparent” for smoother 
re a d a b i l i t y,  t h o u g h  t h i s  i s 
optional.

A L I G N  L E A D E R S H I P  W I T H 
BELIEF: 

Leadership must embody 
the brand’s belief in ever y 
d e c i s i o n .  W h e n  l e a d e r s 
fa i l  to  a c t  i n  l i n e  w i t h  t h e 
b r a n d ’s  c o r e  b e l i e f,  t h e 
S a y - D o  G a p ®  e m e r g e s . 
Tony’s leadership ensures 
ethical standards are upheld, 
b u i l d i n g  t r u s t  t h r o u g h 
consistent actions.

BELIEF AND BEHAVIOR: 
TWO SIDES OF THE 

SAME COIN

Tony’s  Cocoa Farmers in Ghana, Africa

Chapter 4: The Solution – Building a Belief-Driven Brand

Copyright © 2024 BLVR®. All Rights Reserved.
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The Body Shop is another prime example of a belief-driven brand 
that walks its talk .  Their  commitment to ethical  sourcing and 
environmental responsibility isn’t just part of their marketing—it’s the 
foundation of their entire business model. By embedding their core 
belief into everything they do, from product formulation to activism, 
they’ve built a fiercely loyal customer base.

Leading with Conviction: The 
Body Shop’s Belief in Action

Conclusion: Aligning 
Belief with Behavior
Closing the Say-Do Gap®  starts with belief. By 
rooting your brand in a clear core belief, aligning 
leadership with that belief, and translating it into 
action, you can create a brand that is not only 
authentic but also resilient. In the next chapter, 
we’l l  explore how to define and activate your 
brand’s core belief, ensuring that your words and 
actions are always in alignment.

When you buy from The Body Shop, you’re buying 
into their mission to make the world a better 
place. This alignment between belief and behavior 
has not only differentiated The Body Shop from 
its competitors but has also driven long-term 
customer loyalty.

The brands that succeed in today’s marketplace are 
those that don’t just talk about their belief—they 
live it. How will your brand turn belief into behavior to 
close the Say-Do Gap®?

FINAL THOUGHT: CLOSING THE 
SAY-DO GAP® WITH BELIEF

Chapter 4: The Solution – Building a Belief-Driven Brand

Copyright © 2024 BLVR®. All Rights Reserved.
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Closing the Say-Do Gap® isn’t just about aligning actions with 
words—it’s about something deeper. It’s about uncovering and 
activating your brand’s core belief. Your core belief is the foundation 
upon which every action, decision, and communication is built. 
Without it, your brand risks being just another voice in the crowd, 
making promises it can’t keep.

Uncovering 
and Activating 
Your Brands 
Core Belief

05
CHAPTER

Copyright © 2024 BLVR®. All Rights Reserved.
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Chapter 5: Uncovering and Activating Your Brand’s Core Belief

At the heart of every authentic brand is a core belief—a singular 
conviction that drives everything the brand does. This belief isn’t a 
marketing slogan or a superficial statement—it’s the deep, guiding 
truth  about how your brand views the world. To uncover your core 
belief, start by asking:

•	 What is the fundamental truth that guides our brand?
•	 What do we believe to be true about the world, our industry, or our 

customers?
•	 How does this belief shape our purpose and the way we operate?

Your core belief should be the lens through which every decision is 
made and every action is evaluated.

For Patagonia, the belief is simple: A love of wild and beautiful places 
demands participation in the fight to save them. This belief shapes 
everything they do, from product design to environmental activism. 
It’s not just a tagline—it’s a guiding conviction.

Once you’ve uncovered your core belief,  the next step is ensuring 
that leadership embodies this belief  in ever ything they do. The 
Say-Do Gap® often starts at the top, with leaders who fail to align 
their actions with the brand’s stated belief. To avoid this pitfall, your 
leadership team must:

•	 Make decisions that reflect the brand’s belief, even when it’s 
difficult.

•	 Communicate the belief clearly and consistently, both internally 
and externally.

•	 Hold themselves accountable for living the brand’s belief in every 
action.

Yvon Chouinard, founder of Patagonia, famously said: “Profit is not the 
goal because if it’s the goal, it’s going to corrupt everything you do”.

This statement captures the essence of leading with belief. Patagonia’s 
leadership ensures that every decision reflects their environmental 
conviction, building trust and credibility with their audience.

Photo Credit: Tom Frost

Step 1: Uncovering Your
Core Belief

Step 2: Aligning Leadership

Copyright © 2024 BLVR®. All Rights Reserved.
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A belief is meaningless without consistent behavior. To close the Say-Do Gap®, every 
action— from customer service to product development—must align with your core 

belief, fostering trust, loyalty, and strengthening your brand’s reputation.

Here are three ways to turn belief into behavior:

DEFINE CLEAR METRICS 
FOR SUCCESS:

H o w  w i l l  y o u  m e a s u r e 
w h e t h e r  y o u r  a c t i o n s 
a l i g n  w i t h  y o u r  b e l i e f ? 
Fo r  Pat a go n i a ,  s u c c e s s  i s 
measured in environmental 
impact, not just sales. Define 
m e t r i c s  t h a t  r e f l e c t  yo u r 
core belief and track them 
rigorously.

EMPOWER EMPLOYEES
TO LIVE THE BELIEf:

Your employees are the 
frontline of your brand. 
Empower employees to 
make decisions that reflect 
the brand’s core belief. 
When employees feel 
connected to the brand’s 
mission, they become 
advocates who help close 
the Say-Do Gap® from 
within.

COMMUNICATE 
TRANSPARENCY: 

Be open with your customers 
a b o u t  y o u r  p r o g r e s s  a n d 
challenges in living out your 
belief. Transparency builds 
trust and demonstrates your 
commitment to closing the 
Say-Do Gap®.

TURNING BELIEF 
INTO BEHAVIOR

Chapter 5: Uncovering and Activating Your Brand’s Core Belief

Copyright © 2024 BLVR®. All Rights Reserved.
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TOMS built its entire brand around a simple core belief: With every pair 
of shoes you purchase, TOMS will give a new pair of shoes to a child 
in need. This belief didn’t just shape their marketing—it shaped their 
business model. TOMS’ one-for-one model was a manifestation of their 
belief in creating a better world through business.

Over the years, this belief-driven approach has 
not only made TOMS a household name but also 
earned them a loyal customer base who believe 
in the brand’s mission. TOMS shows how a clear 
belief, when turned into behavior, can create 
lasting impact and brand advocacy.

To close the Say-Do Gap® ,  your brand’s belief 
m u s t  b e  m o re  t h a n  j u s t  wo rd s — i t  m u s t  b e 
activated in everything you do .  By uncovering 
your core belief, aligning leadership, and turning 
that belief into behavior, you can create a brand 
that is not only authentic but also trusted by your 
customers, employees, and stakeholders.

Purpose in Every Step: How 
TOMS Leads with Conviction

Conclusion: 
Activating Your Belief

Once you’ve uncovered your core belief, how will 
you activate it? Remember, the brands that thrive 
are those that live their belief every day in EVERY 
decision.

FINAL THOUGHT: LIVING YOUR  BELIEF

Chapter 5: Uncovering and Activating Your Brand’s Core Belief
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Closing the Say-Do Gap® is more than a tactical move—it’s a 
transformative mission. It’s about building a brand that stands for 
something greater than profits—a brand that people trust, follow, 
and believe in. The Say-Do Gap® may be the greatest threat to your 
credibility, but it also presents the greatest opportunity to achieve a 
greater level of success.

Copyright © 2024 BLVR®. All Rights Reserved.

THE FUTURE BELONGS TO 
BELIEF-DRIVEND BRANDS

CON-
CLUSION
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Aligning your actions with your core belief goes beyond boosting 
revenue. It  fosters loyalty,  builds meaningful  relationships,  and 
transforms your brand into a force for good. Brands that act with 
conviction don’t just drive transactions—they lead movements that 
inspire change, spark hope, and make a lasting impact.

Closing the Say-Do Gap® demands bold, fearless 
leadership. Leaders who stay true to the belief 
that gave birth to their brand foster real, lasting 
change—not just for their business, but for the 
world. This is about more than marketing—it’s 
about creating a more meaningful brand that 
leads and inspires. 

In an era of radical transparency ,  trust is the 
foundation for enduring success. Brands that 
close the Say-Do Gap®  build trust that fuels 
loyalty, engages employees, and attracts partners 
who share their vision. It’s not transactions, but 
trust, that defines the leaders of tomorrow.

Success Beyond Profits

A Call to Fearless 
Leadership

Trust is the New 
Currency

Will  your brand be one that fearlessly closes the 
Say-Do Gap® and leads with authenticity? The future 
belongs to those who act on their convictions and 
inspire others to believe in something bigger. Believe 
fearlessly. Lead boldly. The time is now.

FINAL THOUGHT: BELIEVE FEARLESSLY,
LEAD BOLDLY

Conclusion
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BUSINESS 
BRANDING 
RESOURCES

BELIEF-LED TRANSFORMATION
Discover why belief-driven brands outperform their competitors 
by building trust and creating lasting impact. This resource offers 
actionable frameworks that help businesses live out their core belief 
across all operations, ensuring that every action reflects their deepest 
conviction and inspires loyalty among employees, customers, and 
partners alike.

AUDITING YOUR SAY-DO GAP
Get the framework to conduct your own Say-Do Gap® TM audit. Pinpoint 
how to align your brands beliefs with its actions, and foster unwavering 
consumer trust.

THE ROI OF A BRANDING PROJECT
Delve into the ROI of belief-driven branding, understand its impact on 
customer behavior and how it can secure your brand’s future success.

To help your business fully align its brand with its core belief, we’ve created 
additional resources that build on the strategies shared in this guide. These tools 
are designed to refine your brand identity, strengthen leadership, and amplify 
your impact across every touchpoint. 

Access All Business Branding Resources Here

https://blvr.com/belief-driven-branding-resources/business-branding-resources/


ABOUT
 BLVR®

While this guide equips you with the tools to develop a belief-driven brand strategy, we 
understand that bringing your authentic identity to life requires thoughtful execution and 
expertise. With over 20 years of experience partnering with businesses and purpose-driven 
leaders, BLVR® is here to help you close the Say-Do Gap® and ensure your brand reflects 
its core belief at every touchpoint.

We’ll work with you to align your brand strategy, refine your identity, and activate your brand 
across all channels. Contact us to learn how we can help you shape a brand that authentically 
reflects who you are, resonates deeply with your audience, and drives long-term impact.

Turn Your Belief into Bold Action with BLVR®

Contact us at hello@blvr.com

mailto:https://blvr.com/belief-driven-branding-resources/business-branding-resources/?subject=Belief-Driven%20Branding
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