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Are we becoming more fake in our modern
world of social  media,  personal brand
management and tribal ism, or are we just
f inding new ways to be our authentic selves?
We wondered how we think about our authentic
selves today.  How does it  feel  to be authentic?
We wondered if  authenticity is  seen as one
truth about oneself ,  or i f  is  it  multi-faceted.
How do we think about faking it  and how does it
feel? Is  it  a stage of development on your way
to something? We wanted to identify the
underlying needs and values that are formed
through our experiences.  We wondered if  our
perspectives on authenticity vs.  faking it
change depending upon how much we engage in
social  media.
 
In July 2019,  along with our friends at GMR
Marketing,  we gathered and heard stories about
how we show up to see what we could learn.
Our goal  was to expand our understanding of
what authenticity and faking it  is  about for
people,  as well  as see if  we could spot any
differences based on how people self-reported
their involvement with social  media.   
 
 
This exploration was unique as we hosted SEEQ
sessions in two cit ies in July:  Richmond, and
Milwaukee with our GMR hosts.  There
were certainly differences between the groups.
Richmond included participants who had
nothing more in common than curiosity about
the experience.  Milwaukee was comprised of
people largely working in advertising and
marketing and seemed to share an attitudinal
aff inity,  which may have come from their
similar work environments.  We expected this
topic to be the most divergent and complex we
had yet addressed.  Though it  was complex,  what
surprised us were the unifying similarit ies
across the groups.

We had less variances in scores than in
previous studies.  Reading the stories also
showed that both groups had many themes in
common with one another.
 
This report is  organized into f ive primary
sections,  focused on what we learned about
authenticity,  faking it ,  trust,  work and how our
self-reported use of social  media impacts these
topics.  Final ly,  for our friends who work with
brands and large companies,  we have added a
sixth bonus section sharing specif ic insights
and implications for how brands may want to
think about their approach to connecting
relevantly with their consumers.
 
 
We start with our init ial  questions,  which sets
the framing for the experience.  Then we apply
what we heard,  observed and read.  We noted
what stuck out to us.  Our paral lel  step is  to
begin machine learning analysis .  We start with
the text of  the stories as they were written and
submitted to us.  Those f i les are init ial ly
processed through IBM Watson and assessed
across a standard set of  heuristics.  We get a
read on sentiment,  emotions,  needs,  values and
personality traits of  the authors.  We continue
to refine insights with additional  algorithms
and observation to look for patterns.  Further
analysis helps us uncover relationships across
the init ial  data set.  
 
This col lective analysis helps us think more
deeply about the possible meanings of what has
been shared with us and helps us ask more
interesting questions.  Our goal  with SEEQ is to
discover,  question and build new
understandings.  It  is  open-ended, identifying
new ideas and implications for people,
communities and companies as well  as  further
opportunities for exploration.

HOW WE DO DATA

ABOUT THIS REPORT
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THE UPSHOT

Authenticity is  more feeling than fact.  It  is  also a
process:  the outcome of your l i fe experiences so
far.  How authentic you feel  is  impacted by both
where they are in their l ives and what immediate
circumstances they f ind themselves in.  Feeling
authentic feels good. As humans,  most of us would
like to feel  it  more regularly than less.  When we
feel  authentic,  we show up as more conscientious,
hard-working,  effective,  fr iendly and cheerful .

 

STORIES FROM ELSEWHERE

AUTHENTICITY

We think of "faking it"  as insincere engagement,
but perhaps more accurately we should think of it
as a form of social  adaptation.  It  is  a useful  tool
for growth. "Faking it"  can bring out our
imagination and help us f lex parts of our
personality that we might otherwise not exercise.
However,  "faking it"  is  also real ly stressful .  Like
running sprints as part of  a f itness routine,  it  can
be useful  in smaller doses,  but is  unsustainable i f
it  becomes what we do everyday.

"FAKING IT"

Trust is  the frame through which we make our
decisions about how we show up. It  is  the
continuum on which the choices of feel ing
authentic and feeling fake l ive together.  The more
we are trusting of the people,  companies and
experiences we see,  the more l ikely we are to
show up authentical ly.  The less trusting we are of
the environment we f ind ourselves in,  the more
apt we are to lean on our ski l ls  of  social
adaptation unti l  we can f ind our footing on
safer ground.

TRUST

For many of us,  the workplace can be a source of
great tension between wanting to be authentic,
but feel ing the need to adapt.  Too many
companies are real ly diff icult  places for people to
feel  trusting enough to be their authentic selves.
This not only leads to stress for many employees,
but companies end up with a workforce that is
self-conscious,  anxious and cautious.  This isn't
good for people and it  isn't  good for business.  

THE WORKPLACE

Surprisingly,  how much we use social  media
doesn't  real ly impact our feel ings about
authenticity.  Whether we use it  a lot or a l itt le,
we are very similar in what we need and value.
Our use of social  does correlate to other
preferences for how we spend our t ime. If  you
want a l itt le more l i fe in your l i fe,  consider how
you view the role of social  media in your l i fe and
how diverse your social  network is .  

THE IMPACT OF SOCIAL MEDIA

Brand impact and trust is  eroding at least at the
same rate digital  marketing is  expanding.  Brands
can't  out run it .  Our study showed that brands
had very l itt le influence on our participants,
regardless of how often they thought they used
social  media.  We think this is  because the current
approaches that most brands have to digital
marketing just aren't  working.  The better way
forward is for brands to invest in humans:  the
humans who work for them, the humans who buy
them and the human experiences they crave.  

OUR THOUGHTS FOR BRANDS

“That stories are a corner stone of
human psychology has not been lost  on
researchers.  "Life stories do not simply
reflect personality,"  wrote psychology
professor Dan McAdams for the APA
Handbook of  Personality and Social
Psychology.  "They are personality,  or
more accurately,  they are important
parts of  personality,  along with other
parts,  l ike dispositional traits ,  goals ,
and values."  Read more at bigthink.com.

Demi Levato posted an unedited picture
of herself  in a two-piece bathing suit .   It
shows Lovato wearing shades,  looking
over her shoulder and with her cel lulite
visible .The photo represents her "biggest
fear,"  she said.  Lovato wants "this new
chapter in my li fe to be about being
authentic to who I  am rather than
trying to meet someone else 's
standards,"  she said.  (Story from
CNN.com)
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AUTHENTICITY
IS MORE
FEELING THAN
FACT
We sometimes think of people as "authentic"  or
"inauthentic,"  as i f  it  were a core personality trait .
The stories that were shared with us suggest it  is
not.  (Nor is  authenticity defined as
a personality trait  in psychology l iterature.)
Finding one's authentic self  is  a journey.  In fact,
" journey" was mentioned in nearly half  of  the
stories we collected.
 
 
 
Authenticity is  contextual ;  impacted by both where
a person is in their l i fe and what immediate
circumstances they f ind themself  in.  How authentic
you feel  often depends upon who you are with and
how comfortable you feel  with them in a given
situation.  
 
 
 
People who report feel ing more consistently
authentic l ikely have one of two reasons for feel ing
that way.  Perhaps they have mostly l ived in
circumstances that they understand (the same
town, organizations and friends) where they can
trust their surroundings.  Or,  they have learned how
to be more comfortable in unfamil iar situations,
having had more occasions to be challenged with
new places and people.  
 
 
Two-thirds of participants chose to share stories
that were primari ly about being authentic.
 
 
 
 
 
 
 
 
 
 
 
As we compared the stories that talked primari ly
about authenticity,  vs.  those that focused on faking
it ,  there were a few differences we noticed.  Stories
about authenticity scored higher for the
personality trait  of  Conscientiousness and the
correlated traits of  Achievement (working hard),
Self-Discipl ine (getting things done the right way),

57%
stock maturity

38%
finance growth

 

and Self-Efficacy (completing tasks successful ly) .  In
this context,  it  did not surprise us that stories about
authenticity also revealed a higher need for Stabil ity.
 
We also saw that these stories indicated more
Trusting  and Assertive (taking charge) personalit ies.  
 
 
 
 
 
 
 
 
 
So while these are ways to describe how we show up
when we are feeling authentical ly ourselves,  how does
it  actually feel? Most of the stories described feeling
or being authentic as both an ideal  achievement as
well  as a great feel ing.  
 
 
 
However,  the stories scored with a mix of Joy and
Sadness,  similar to the overal l  col lection.  Upon
review, we conclude that "Authenticity" is a feeling .
It  isn't  a permanent state of being,  even though so
many of us are striving for more of it .  As one
storytel ler shared: 
 
 
 
 
 
As l i fe presents new people and new challenges,  we
have to work ourselves back to a definition of our
authentic selves.  This may be why Curiosity was a key
value expressed across the story collection.
Authenticity is  a journey to f iguring out how to
express oneself  authentical ly,  and how to interpret
one's experiences in an authentic way.
 
 

It  makes sense to want to create environments
where people can be authentic.  In return for that
environment,  you wil l  l ikely see the Conscientious
aspects of their personalit ies come forward.

 
If  you want people to be authentic with you, your
company or your community,  they wil l  need a stable
environment to do so.  Similarly it  is  important to
understand that in t imes of great change, most
people take some time, and acceptance,  to navigate
themselves back to feeling authentic.

 
Authentic people show more traits of trusting
others.  To increase an individual 's  authenticity,
increase their feel ing of trust.

IMPLICATIONS

"In any other context, I’d be a total dork, but
here and with my people, I’m the most

awesome man on the planet." 

"I’ve found on my life journey that I discover a
new aspect of my authentic self on a regular

basis."

THE DATA

The chart above shows how many stories we recieved that primarily
talked about "authenticity" vs. "faking it". A small percent talked
equally about both. 

The graphs above show how stories about "authenticity" compared to stories
of "faking it" for the personality traits of Trust and Assertiveness. 

"...in that one moment especially, I was engaged
and loving life."

"To me vulnerability comes from practice,
continually forcing myself beyond my level of

comfort. How do I continue to push myself to be
vulnerable, how do I continue to expand my

environment.."



PAGE 04

FAKING IT IS A
USEFUL TOOL
FOR MAKING IT
(AND GROWTH)
Often when we hear about someone who is "faking
it  to make it , "  we get a l itt le judgey.  "What a
disingenuous player,"  we might think.  However,  the
stories that were shared with us paint a very
different picture.  
 
When people talked about t imes they felt  l ike they
were faking it ,  they were often talking about one of
two situations:  t imes that they were in a new
situation or t imes when they felt  people did not
understand who they were.  
 
When participants weren't  famil iar with the people
in the room or the rules,  expectations and social
norms of the group, they often felt  l ike they had to
"fake it"  for a while.  Based on these stories,  faking
it is really a reaction and feeling you get when
encountering a new situation and are trying to
figure out how to best adapt who you are to that
circumstance.  
 
 
 
 
Other t imes,  people felt  confident in who they
were,  but noticed others were mis-labeling them
(e.g. ,  I 'm not naive,  I 'm fun.)  This could lead to the
choice,  or di lemma, of "faking it"  (e.g. ,  being less
fun) unti l  they could be accurately seen and
understood (e.g. ,  adequately experienced.)  
 
 
 
In this way,  we have come to see "Faking it"  as a
tool for growth and crit ical  social  adaptation.  We
present our personalit ies based on how we judge
trust.  Trying new ways to navigate new situations
is a method of learning.  "Faking it"  goes hand in
hand with authenticity.  The more new experiences
you have,  the more parts of  your personality you
practice f lexing.  Over t ime you become better at
expressing yourself  in a way that others
understand. You wil l  also feel  more comfortable
and authentic more of the time.

finance growth

The f irst indicator of how interrelated Authenticity
and Faking It  are to one another is  to see how many
stories actual ly talked about both.  
 
 
 
 
 
 
 
 
 
 
When we feel  l ike we are faking it ,  we are feel ing
very sensitive to our environment.  Many of the
feelings we have when we are authentic
(Conscientious,  Self-Discipl ined,  a sense of Self-
Eff icacy,  Trusting) recede.  Those elements of our
personality are replaced with Self-Consciousness
(feel ing easi ly intimidated),  Anxiety (worry about
things) ,  Vulnerabil ity and a need for Closeness.  We
feel  more Fear when we talk about faking it ,  and
therefore we are more Cautious (avoiding mistakes) .
This is  why Faking It  often feels stressful  and less
"good" than being Authentic.
 
There are,  however,  some interesting observations
in the opposite direction of those worries.  When we
tel l  stories of faking it ,  we also express more
Imagination,  Liberal ism and are needing Self-
Expression.  Morality scores the same in stories of
faking it  vs.  stories of authenticity.  We are more
influenced in the spur of the moment and the uti l ity
we percieve in that moment.  This helps us
understand how Faking It  can be a tool  for growth.
 
 

I f  we accept that "Faking it"  is  real ly practicing
the important ski l l  of  social  adaptation,  how
could we use this as a tool  for self-discovery?
How might we use this perspective as a way to
relieve the stress of new, uncertain,  environment
from which we might grow and learn?

 
How might our communities and companies think
differently about the way we welcome new people
in? Could we explain our values and social  norms
to help new people feel  more comfortable,  more
quickly,  with how they can authentical ly show up?

 
How can communities and companies build
structure and trust more quickly in t imes of
change,  to help people adapt?

IMPLICATIONS

THE DATA

"My authentic self has been a series of trial and
errors. A journey that is still happening. A roller
coaster of outfits, emotions and lots of faking it." 

"Will the people I’m seeing see past the self that
some people think of as naive and to the quick-

witted, fun and smart person I think I am?"

"I wanted to make the best impression
possible, so I attempted to fit into the office

culture... As I usually strived to stand out in a
crowd, this time I just wanted to blend in."

The chart above shows how many stories we recieved that talked
about both authenticity and faking it (even if only one topic was the
primary focus of the story).
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Trust was a topic that we heard come up
several  t imes across the sessions,  and it
sounded l ike an important factor in how
people calculated the way in which they
would show up. Often the question was
whether or not they could trust others to
accept them for who they felt  themselves
to be.  Other t imes,  it  was a question of
trusting one's own self-knowlege to show
up in a way they would feel  good about.
 
 
 
 
 
In spite of Trust being such a core theme,
the data revealed it  to be a diff icult  topic
to pin down. It  seems that we need more or
less signals of  trust depending on how we
are feeling about the circumstances we
find ourselves in.   
 
 
When we f irst looked for how Trust showed
up in the data,  we were surprised to f ind
that it  wasn't  showing up as either a
signif icant trait ,  nor a trait  that could be
consistently predicted by the same needs
and values.  So then we looked to see what
was driving the needs and values that were
showing as signif icant. . .  and Trust was
EVERYWHERE.

57%
stock maturity

38%
finance growth

As we were thinking about Trust,  and the
role it  plays in our feeling secure enough
to feel  l ike we can be ourselves across
many different situations,  we were
reminded of the work of Erik Erikson.
Erikson developed a theory of the eight
stages of  psycho-social  development.
Trust is  the very first .  Is  that why for so
many of us it  is  so important and
foundational? Could that be why it  plays
such a big role in how we show up?

Trust is the foundation, the frame, for how
we choose to show up.  The less trusting of
those around us we feel ,  the harder we work
to be social ly adaptive (faking it) .  We feel
more authentic when we are more trusting.
 
 
 
 
 
 
Being trusting of others was positively
correlated (and predictive)  of  how people
revealed parts of their personalit ies that were
signif icant in the stories including
Achievement,  Dutifulness,  Self-Eff icacy,
Extroversion,  Friendliness,  Cheerful  and
Liberal ism.  Said differently,  when we are
trusting of others,  were are also l ikely to show
the achieving,  dutiful ,  more extroverted,
friendly,  sides of ourselves.
 
 
 
 
 
 
 
 
Being trusting of others was also negatively
correlated to a series of needs.  When we are
not trusting of others,  we have a greater need
for Liberty,  Love,  Practical ity,  Closeness,
Harmony, Self-Expression,  Self-Enhancement
and we are l ikely to feel  more Anxiety and
Anger.
 
Because Trust is  both important and dynamic
in the role that it  plays in our decision-
making,  it  suggests that i f  we can choose to
trust f irst ,  we are more l ikely to f ind what we
need. Additionally we may show up in a way
that may feel  more confident and outgoing.

THE STORY OF TRUST

THE DATA

TRUST: THE
FOUNDATION
FOR HOW WE
SHOW UP

"...the times that I feel I've been my true
authentic self have stemmed from feeling I

was in a safe environment with individuals I
trusted enough to let my true colors show.."
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THE 

STRUGGLE 
AT WORK
In the context of the recent statement
from the Business Roundtable arguing that
companies should no longer advance only
the interests of shareholders,  we feel
compelled to share our thoughts and
observations about the workplace.
 
Nearly every story that spoke about the
tension (and stress)  of  wanting to be
authentic,  yet also feel ing pressure to "fake
it"  to f it  in or be successful ,  the context
where this seemed the most challenging,
and frankly miserable,  was at work.
 
The American Psychological  Association
publishes an annual study of stress in the
United States.  They f ind that work is  one of
the top drivers of stress for most adults in
the United States,  even among the newly-
minted adults of Gen Z.  They define
common work stressors as:

Low salaries
Excessive workloads
Few opportunities for growth
Work that isn't  engaging
Lack of social  support
Not having enough control
Confl icting demands

What isn't  explicit ly discussed is the
cultural  environment that exists at too
many companies,  although " lack of social
support"  hints at it .  The stories we read
shared over and over again that so many
companies are really difficult places for
people to feel trusting enough to be their
authentic selves.  The workplace appears to
be one of the primary places that people
feel  the tug of war between "f itt ing in" and
"being me".  Over t ime, that war is
exhausting and even defeating.
 
As companies begin to say out loud that
they need to advance the interests of their
employees,  we would emplore them to
think beyond salaries and benefits to the
type of environment that they are creating
to work in.  As we have seen in our data,
people who feel  authentical ly themselves
tend to f lex their personality traits of
Achievement (working hard),  Self-
Discipl ine (getting things done the right
way),  and Self-Efficacy (completing tasks
successful ly) .  Making a better environment
wil l  be better for business and much better
for the humans in them. 

STORIES OF AUTHENTICITY AT WORK

To better understand the stress that can result from not feeling able to be
authentic at work,  we can look no further than the recent story about Ryan Russell
coming out as the only currently active male LGBTQ athlete in any of the four
major professional sports leagues.  
 
This story contained the experiences of  several male athletes,  including that of
Jason Collins,  the first NBA player to come out as gay.  “It  takes an enormous
amount of  energy to guard such a big secret,”  wrote Collins,  a first-round draft
pick who spent 13 seasons in the N.B.A.  before retiring.  “I ’ve endured years of
misery and gone to enormous lengths to live a lie .  I  was certain that my world
would fall  apart if  anyone knew. And yet when I  acknowledged my sexuality I  felt
whole for the first time.”
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As a part of  our story submission process,  we
asked participants to tel l  us i f  they used
social  media "hardly" ,  "a fair  amount",  or
"tons".  We wanted to see if  we could see any
evidence of how engagement with social
media might influence one's experiences with
feeling authentic or "faking it" .  Fifteen
percent (15%) of respondents said they
"hardly" used social  media,  55% said they
used it  "a fair  amount" and 30% said they
used social  media "tons".
 
 
 
 
 
 
 
 
 
 
 
 
As we looked at the topline scores across
personality traits,  needs and values,  we did
not see a lot of  differences between the
groups.  Based on this data set it  does not
appear that one's self-reported use of social
media correlates with certain personality
traits,  needs or values.  We are al l  more
similar than we are different,  regardless of 

how we think of our engagement with social
media.  The area where there did appear to be
differences were in the emotions that were
expressed in the stories we collected. 
 
 
 
 
 
 
 
 
 
 
 
 
 
While the "Fairly"  and "Tons" groups were very
similar,  stories from the "Hardly" group stood
out,  expressing less Fear and Sadness and
more Disgust and Anger.  
 
However,  this might be explained by the
higher percentage of the "Hardly" group who
chose to focus on stories of t imes when they
"faked it" .  Given the differences in emotions
we know can exist when we think about t imes
we have faked it  vs.  t imes when we were
authentic,  this may drive the differences.
Perhaps it  was the topic,  not so much their
reported social  media use,  that is  driving the
difference.  This is  an area worth further study.
 
A quick review of the psychology l iterature
supports this.  Our conclusion based on these
data:  there isn't  much difference in how we
feel  about authenticity vs.  faking it  that can be
tied back to how much we think we engage in
social  media.  Rather what drives our
emotional state is how often we feel we are
"faking it"  in relation to how often we have
feelings of being authentic.  

HOW OFTEN WE
THINK WE ENGAGE IN
SOCIAL MEDIA
DOESN'T IMPACT
HOW WE FEEL
ABOUT
AUTHENTICITY

The chart above shows how participants
described their social media use. 

The chart above shows the average score for each of the five
principle emotions, by self-reported social media use group.

"If you are always trying to

be normal, you will never

know how amazing you can

be."

M A Y A  A N G E L O U
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It  is  tempting to conclude that perhaps these
results suggest that the more engaged one is
with activit ies in real  l i fe,  the less t ime there is
for social  media.  However a quick review of
recent psychology and sociology studies make
us wonder.  Many studies suggest that it  is  how
we think about our social  media use in the
context of the rest of  our l i fe that is  more
important.
 
Perhaps those self-reporting that they "hardly"
engage in social  media are sharing with us more
about the role they see social  playing in their
l ives vs.  quantif iable t ime spent online.  As a
result ,  we are also seeing their preferences for
activit ies in real  l i fe to be higher than those for
whom social  media plays a different role.
 
 
In spite of varying self-reported use of social
media,  both online ads and social  have some
influence on al l  of  these groups.  

ONLINE ADS AND SOCIAL ARE INFLUENTIAL...

“I like what I like and not

what I'm supposed to like

because of mass rating.

And I very much dislike

the things I don't like.”

E R L E  S T A N L E Y  G A R D N E R ,   T H E
C A S E  O F  T H E  C A R E L E S S  C U P I D

Those that reported that they "Hardly" use
Social  Media show a stronger preference for
activit ies that happen in real  l i fe compared
to the other two groups.  

HOW OFTEN WE SAY
WE ENGAGE IN
SOCIAL MEDIA DOES
CORRELATE TO OUR
PREFERENCES. 

SOCIAL VS. REAL LIFE: AN INVERSE

RELATIONSHIP

These charts show the implied preferences each group likely
has for the named activity, based on a modeled comparison

to a much larger set of consumer survey data. 

These charts show the implied influences by source for each
group, based on a modeled comparison to a much larger set

of consumer survey data. 
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What is  interesting in this view is how similar
the "Hardly" and the "Tons" groups look,
especial ly as it  relates to the influence of
social  media.  For those who aren't  on social
media often,  when they are there,  they are
paying attention to social  posts.  This increases
with more social  use,  and then drops back
down with higher levels of  use.  Perhaps those
who are on social  media "Tons" become a l itt le
more de-sensitized versus those who say they
use it  "a fair  amount".  
 
 
This data set suggests that brands just do not
have much influence these days.  

This chart show the implied influence of brands, based
on a modeled comparison to a much larger set of

consumer survey data. 

Authenticity isn't  a f ixed goal .  What is
authentic to each of us changes with t ime,
experience and context.  It  is  perhaps best
understood as a feel ing that makes us feel
good about ourselves and our l ives.

 

"Faking it"  isn't  a bad thing.  It  is  an
important tool  for social  adaptation.  It  can
be an effective tool  for learning and
growth. That said,  having a sustained
feeling of "faking it"  is  not enjoyable and if
it  persists for too long,  can lead to feel ings
of anxiety and depression.

 

Trust is  a key factor to how we show up. It
is  our measurement tool  for our situational
environment,  determining how we feel  and
present ourselves.  

 

Work is one of the most challenging
environments for many of us as we
navigate how to show up. Companies have
a huge opportunity to inspect and improve
their cultures.  Doing so wil l  be better for
employees and better for business.

 

How much we use social  media doesn't
real ly impact our feel ings about
authenticity.  Whether we use it  a lot or a
l itt le,  we are very similar in what we need
and value.  

 

How much we use social  does correlate to
other preferences for how we spend our
time. If  you want a l itt le more l i fe in your
l ife,  consider how you view social  media.

“Finding new ways, more

clever ways to interrupt

people doesn’t work.”

S E T H  G O D I N

...BRANDS AREN'T 

While brands continue to al locate resources to
both online advertising and a social  media
presence,  our data suggests they may expect
diminishing returns from their efforts.
Combined with the growing distrust
of companies,  many of us are suspicious of
brands,  their motivations and their
commitment to serving us as their consumers.
Just this summer,  Edelman released its "Trust
Barometer Special  Report:  In Brands We
Trust?" They report that only one-in-three
report that they trust most of the brands they
buy and use.

WHAT CAN WE

CONCLUDE?
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THOUGHT FOR
BRANDS: 

INVEST IN
HUMANS 
It  isn't  news to anyone working to grow and even
maintain a brand that it  is  challenging work.  We
understand the need to be where your consumers
are,  which these days means going digital .
However,  we also believe that the current
approach to digital  is  fai l ing you. 
 
Marketers convince themselves that a 2% cl ick-
through rate is  acceptable,  and a 5% click-through
rate is  the foundation for awards.  Step back a
minute and think about that.  Marketers have
convinced themselves that engaging 3-5% of the
audience they pay to get in front of is  a victory.
Even the brands with the largest social  media
fol lowings have one-third of the fol lowing of the
PEOPLE with the largest social  media fol lowing.
Brand impact and trust is  eroding at least at the
same rate digital  marketing is  expanding.  Brands
can't  outrun it .
 
So what might the solution be? This study shows
that authenticity feels good to people and trust is
key to how you show up. Both authenticity and
trust are things that people know when they feel
it .  Humans intuitively know when they are getting
it  r ight or are off  track.  We wonder if  authentic
brand interactions,  and building trust with
consumers is  real ly something that can be
executed via digital  marketing principles that are
increasingly rel iant on big data.  Exclusive rel iance
on big data could lead a brand to risk over-
segmenting their consumers,  mis-interpreting
behaviors and fai l ing to identify common, basic,
deep human truths.  
 
The core challenge for brands,  it  seems, is  to f ind
ways to deliver deeper,  more human authenticity.
Brands need to remember how to connect.  When
advertisers f irst entered television,  they did so
through sponsorships,  which al lowed them to
invest in something and be a part of  it ,  very much
like humans do.  We can understand this wil l  make
some nervous due to the challenges of scal ing
such solutions;  but there is a way to scale deeper,
more human authenticity:  invest in humans.
 

The people that work on and for
your brand represent a tremendous
asset as they are uniquely equipped

to effectively connect with other
people. How well do they

understand your brand? How
enaged are they with your brand?

Are you doing enough to permission
them to connect with and solve
problems for your consumers?

While many companies are
understandably re-allocating

resources to big data and the digitally-
enabled platforms that can make use of

that information, are you confident
that you are supporting enough

experiences in real life? We are talking
about experiential marketing, human-

executed customer service, and
human-led social media engagement.

These channels are uniquely
positioned to help your brand show up

in a truly relevant and human way.

We know that many of you have
lots of data about your consumer,

spanning purchase behavior,
online behavior and both

quantitative and qualitative
research. How confident are you

that you can understand the
different motivations, needs and
values that drive behaviors that

may look similar? You must invest
in building consumer empathy to

drive more human ideas and
solutions. HUMAN

EXPERIENCES

HUMANS

WHO WORK

FOR YOU

Specif ical ly,  we believe that there are three
types of investments every brand leader should
be thinking hard about:
 

 HUMANS

WHO BUY

INVESTING IN HUMANS
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SEEQ is a storytel l ing experience
presented by Share More Stories.  
 
SEEQ is focused on exploring topics that
are relevant today,  in an effort to more
deeply understand human experiences and
ultimately develop ideas for companies,
brands and communities to grow.
 
Our next SEEQ Session is scheduled for
October 2019 at The Dark Room in
Richmond, VA. We wil l  be exploring “Work
It :  Working to Live and Living to Work.”  As
we do this,  we wil l  be curious about
exploring the choices we make about the
work that we do and how those choices
impact our l ives.  And yes,  we see this topic
as connected to and building from our last
SEEQ Session.  For more information,  visit
seeqrva.com. 
 
We are hosting several  sessions in
Richmond, VA as well  as other cit ies and
towns in 2019.  You can view the current
plan for dates and topics at
www.seeqrva.com. We wil l  keep it  fresh as
the year unfolds.
 
I f  you would l ike to stay informed about
upcoming events,  receive our insights
reports from our SEEQ sessions,  or are
interested in bringing a SEEQ session to
your area,  you can email  us at
info@sharemorestories.com.

We are a team of seekers.  Of dreamers.  Of
believers.  Of game-changers.  Yeah.  
 
We believe that good is profitable -- and
critical  to company growth in the future.
We are creating tools that help companies
put humanity back in their businesses,  by
guiding them to develop more mutually
beneficial  relationships with people.  These
relationships are developed through
genuine connections with customers,
employees and society,  through and across
values-based communities.
 
We use stories to help brands and
organizations grow through human-led
experiences,  insights and ideas.  SMS’
proprietary methodology combines the
authentic,  human connection of shared
storytel l ing,  the power of machine
learning,  to deliver culture growth and
brand relevance.
 
We have also probably been where you are.
If  you work for a big company and are
trying to solve for what ’s  next,  we have
done a lot of  that.  In fact,  we have a very
interesting team of professionals with a
wide variety of experiences and expertise.
That,  combined with interesting
applications of digital  tools is  our magic
sauce.  
 
I f  you would l ike to learn more about us
and our process,  drop us a l ine at
info@sharemorestories.com.

ABOUT SEEQ: STORIES TO ENGAGE,

EXPLORE, QUESTION

ABOUT SHARE MORE STORIES


