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storytellers for, 124; creating 
seamless, 123–124; effective
techniques used for, 125–129fi g9 ; 
making connections and igniting 
engagement with, 121–122;
moving to storydoing from, 122–
124.  See also Data-telling

Storytelling techniques: be selective
with words, 125; ensure it’s 
always on, 125–126; highlight 
humanity, 126; keep it real, 126;
let creativity shine, 126; tell it 
visually, 125

The Strategic Storyteller: Content Marketing 
in the Age of the Educated Consumer
(Jutkowitz), 123



Index 235

bindex 235 9 November 2018 2:38 PM

Strategy. See Business strategy
Survey Monkey, 82, 84, 189
Surveys: Covestro survey on employee

demand for purpose-driven
companies, 10; Covestro survey 
on employees’ sense of purpose
empowerment, 30–31; Covestro
survey on Fortune 1000 CEOs, 
6; for customer information
tracking, 188; for moral purpose
measurements, 188; Patagonia
Survey Participant for employee
feedback, 85–87, 189; Survey 
Monkey tool for, 82, 84, 189;
for tracking, monitoring, and
measuring purpose, 188.  See also
Moral purpose measurements

Sustainability: Patgonia’s pioneering 
efforts for, 12–13; Unilever’s
Sustainable Living Plan, 9;
Walmart’s promotion of, 10

The Sustainability Consortium, 134
Sustainability Goals (Dow Chemical’s 

2025), 137
Sustainable Living Plan (Unilever), 9
Swift, Taylor, 112–113
Swisher, Kara, 145
SWOT analyses, 43, 195
Symantec, 106

T

T-Mobile: provocative ad of, 108fi g8 ; 
provocative marketing approach
by, 107–109

Taking a stand: examples of brands that 
are, 106–107fi g7 ; fi nding your
Moral DNA by, 18–20, 49

Technological innovations: CIOs as face
of company applications of, 111;
companies that embrace, 55–56;
as a force for good, 31–34, 212–
213; impact of the tremendous
number of, 25; iPhone, 25–26, 
43; MIT Technology Review on
societal purpose advancement 
by, 190; purpose as catalyst for

humanity-grounded, 217; Silicon
Valley’s “move fast and break 
things” mantra on, 31; wearable
technologies, 26.  See also Internet

Technology strategy: developing your, 
196–197; as a force for good, 
31–34, 212–213; humanizing 
your brand using, 103

Techonomy NYC conference (2018), 
210

Tencent (China), 150
Time magazine, 191
TINYPulse, 82
TOMS Roasting Co. Coffee, 136
TOMS Shoes: Giving Partners of, 174,

199; One Day Without Shoes
(ODWS) initiative of, 91; One
for One initiative of, 17, 136fi g6 , 
174, 199; societal mission of, 
51; “Thoughtful Partnerships” 
section on website of, 174;
TOMS #WithoutShoes, 91

TOMS Tribe (digital community), 91
Toyota, 51
Traditional strategy model: consumers

demanding a new one to
replace, 39–40; new thinking 
beginning to emerge on need
for new, 41–42; shortcomings 
of the current, 40–42.  See also
Integrated strategy model

Transparency, 104–105fi g5 , 170
Trust: Edelman’s 2018 Trust Barometer 

on public levels of, 103–104, 143, 
146; and faith of public in earned
media, 144, 215–216; Holy Grail
of true engagement and, 65, 81;
investing in rebuilding, 156–158;
as number one job of CEOs, 104, 
146–147; public search for voices
they can, 143

Tumblr, 112
Twitter: Charmin’s humorous tweet on, 

114fi g4 ; demographics of users, 
90; Eddy Cue on Apple royalties
policy change announced on, 
113; #FirstWorldProblems, 



236 AUTHENTIC MARKETING

bindex 236 9 November 2018 2:38 PM

154–155; ideal length of video on, 
152; Iger’s response to Rosanne
Barr’s racist, 146; Jetblue’s 
#snowmandatingproblems
hashtag and tweet, 
114–115fi g5 ; Southwest 
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