TRUTH BE TOLD

How Authentic Marketing & Communications
Wins In The ‘Purposeful Age’
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We live in ‘interesting
times’
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Truth defined

In The Dictionary
If true, it is based on facts rather than invented or imagined and is accurate and reliable.

In The Business
In truthful based businesses, communication is based on facts, rather than invented or
imagined and are accurate, reliable and verifiable.

In Purposeful Businesses
Purposeful businesses have a human based ‘truth’ at the core of their purpose; shaping how it
meets a human need through its products, services and way of operating.
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Truth activated

Purpose based businesses define their ‘why’ based on a clear means of how they help people.
This defined human truth — examples of which are easily found, is the building block on which
all such communications should then be based.

The human truth, creates the purpose truth, becomes the way in which business practices
manifest themselves and of course how products and services are delivered.

These interconnected effects, create both the stories and the means through which to have a
‘truth effect’ as shown on this next diagram
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The Truth Effect
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Where truth is found
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the key is to understand where your truth- & e s
based stories originate from. e

Sustainability

This diagram illustrates the full overview of PURPOSE
a business, illustrating that good stories,
truthful stories are not ‘made up’ in the
marketing sector, but originate through
behaviours and the culture across the entire

organization.
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The Truth Effect — The
WOW

Growth in awareness generally of your business,
its purpose and how it is achieved via your products.

Enhanced societal reputation and trust in your business,
brand and its products. "

Improved specific opinions from specific audiences,
customers, employees, suppliers.

Greater employee engagement, performance and advocacy
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Increased customer loyalty and advocacy for your business




A different kind of
listening

Purposeful Audience ™

PERIPHERAL

-~
R
TRANSACTlONAL,

\

PERIPHERAL

N—/

PURPOSEFUL
PERIPHERAL

TRUTH

BE TOLD

i
O’Brien, Gallagher”" 2020 INTE.C. TR




Purpose Story
Framework™

VISION

To describe the change you want to see
in the world and the aspiration for your
business in the world:

PURPOSE
CONTEXT Why the business ATTITU DES

World news B
issues, @ ACHIEVEMENTS TRUTH ASPIRATIONS Reactions,

hangi Internal business External audience reputation,
_changing proof points related goals opinions,
circumstances sentiments

COMMITMENTS
Statements of intent,
demonstrable plans to act

REALITY

Ability to review,
renew and
re-adjust constantly
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Plannable

Purposeful
opportunities

Announcements

Reports/Updates Stages of Life

Sector-industry cycles

Charitable partnerships

Seasonal/annual events

Product launches

Regular sector wide occurrences

CSR Initiatives

Internal
Jeusaixy

Litigation/wrongdoing Natural events

Product/safety issues Political / economic events
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Purposeful flow

3

Purpose: Achievement:
We are in business to.. So far, we have ..

Aspiration: Commitment:

we want to see .... More to do,
we commit to..
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Authenticity Gap ™

Brand

Expectiations
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AUTHENTIC
ENGAGEMENT

Kanaging
alkmment
Esteran brand and
reputation to achleve
sutcesitul business results

Reputation

what you say and what others say about you

how you behave based on shared perceptions
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