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			“A rusty nail placed near a faithful compass, will sway it from the truth, and wreck the argosy.”

			Sir Walter Scott
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			Chapter One

			Right Livelihood

			As much as we’ve been told to believe businesses change the face of our society, economy, and quality of life, the reality is that consumers are the ones that truly create and propel change.

			While Silicon Valley obsesses over the next big thing, the majority of businesses endeavor to serve their customers profitably and sustainably by competing in the trenches each and every workaday day. This is what turns the wheels of our global economy, everyday businesses competing for the attention of the everyday consumer. And so it goes. It’s the consumer that decides who stays and who goes. It truly is a democratic system. The spoils go to the provider that meets the needs of the user most intimately. This book is meant to help just these businesses understand marketing as a means to invoke change, as a process that engenders fierce loyalty in customers, engaging them as lifelong advocates.

			It’s been posited that it’s up to the leaders of business today to address the difficulties of the present day woes of the world by behaving more responsibly socially, environmentally, financially, and even ethically. That somehow, we the consuming public are lemmings without the wherewithal to fashion the changes required to make our world more inhabitable, more economically viable, more socially conscious, even more equitable.

			The truth is, we—the buying public—choose the companies that serve us, and therefore defeat or propel their actions.

			Unfortunately, we as an aggregate tend to choose poorly. Not for lack of ability, but more for a lack of paying attention. Marketing has a long tradition of duping its audience. Effective marketers skirt the credo, buyer beware, with ever better tools that tug at our insecurities, our longings, our lesser selves. And we as a buying public let them get away with it. We don’t pay close attention to the detail: what’s in our Fruit Loops, the ugly process that puts clothes on our backs, or the way financial markets are manipulated.

			But ultimately we do get to decide what we buy and from whom we buy. The reasons we buy are born within what we believe—hence our collective opportunity to reshape the face of the planet. 

			Thankfully, there are already companies out there practicing social, environmental, ethical, and financial good. And, more and more, consumers are demanding that they do. Alarmingly, however, the bad outweighs the good and the good is coming at a snail’s pace relative to the need. The reason: demand. The preponderance of consumers are still making bad choices, choices that cost us all dearly and spur on companies to continue to supply the ill-informed and ill-fated demand.

			“Those who plan for the future of their businesses, in every industry, have to take into account the increasing scarcity of energy and water and their rising cost, as well as the rising cost of waste and its disposal. Every company—from Walmart to the Cheese Board Collective, from BP to the makers of Fat Tire Ale, from Dow Chemical to Patagonia—is already at work, in some way, even inadvertently, to dismantle a creaky, polluting, wasteful, and increasingly expensive industrial system, and is struggling to create new, less life-draining ways to make things; we are all trying to get a new roof up over the economy before the old, sagging one caves in.”

			Yvon Chouinard and Vincent Stanley

			The Responsible Company

			But the old sagging one still has a stranglehold on the consuming public. And the quest to do the right thing is on the surface an expensive one, costly in old school metrics. These costs loom a stark and dramatic deterrent to change. Yet, quite a bit more costly are the coming metrics of resource scarcity and pollution.

			But change is what we need. We are stuck, between a rock and a hard place, affording to do the right thing and affording to stay in business.

			“To practice Right Livelihood, you have to find a way to earn your living without transgressing your ideals of love and compassion. The way you support yourself can be an expression of your deepest self, or it can be a source of suffering for you and others.”

			Thich Nhat Hanh

			The Heart of the Buddha’s Teaching

			Through my years at Patagonia—and in my ten years of private consulting with over forty leading companies across a broad range of categories including apparel, outdoor, health and wellness, etcetera—I have developed a means by which to architect a loyal following called, in total, the Brand Ecosystem. This model substantiates and gives each and every company the unique understanding of what should and shouldn’t be part of their landscape in order to engender a loyal constituency just their own. The Brand Ecosystem model is integral prior to branding, e-commerce development, social media strategies, marketing planning, everything. When done well, with an attention to detail and an objective eye, creative and marketing is no longer guesswork or dependent on inspired intuition, but lead by empirical data. The result is a roadmap that can be implemented to create loyal, long-term, sustainable customers. And the process is repeatable. The Brand Ecosystem model, as described in this book, encompasses all that a company needs to understand and express its purpose, engender rabidly loyal customers, and ultimately it’s what I believe can potentially save the planet from the environmental crisis.

			The more I consulted with clients, the more I put pen to paper crafting a book to explain the model, the more I began to realize there was a much more universal application than even a revolution in marketing technique. The ideas have proven to markedly improve businesses; however, the model’s potential is in its application to larger systems.

			The Brand Ecosystem model is what I was lucky enough to shepherd into existence during my tenure at Patagonia, and have since refined since its inception as an agent of change. Institutional change. Global change. It uses the science of advocacy to “do good” in the world, effecting positive change in a whole host of circumstances. For the purposes of this book, and because I personally am steeped in a history working with businesses practicing sustainability, it’s aimed at leveraging the science of advocacy to wiggle us collectively out from between that rock and that hard place.

			I love my work because it’s transformative—helping good companies do better by architecting a state of sustainability through loyalty: sustainable environmentally, financially, and in relation to their customers, shareholders, vendors, and the biosphere as a whole. The larger mission emanating from my work on loyalty is a call to action for creating a better, more interconnected world; the creation of that world resides with establishing a new relationship between providers and users.

			Venture capitalist and tech visionary Tim Draper, in a 2013 interview on NPR, observed that: “We need renovation in healthcare, government, and venture capital. That essentially these institutions are no longer viable and need [to be] rethought and redone.” Draper neglected to mention education, Wall Street, and, more importantly, he neglects the elephant in the room, the fact that our economies will surely collapse if we curtail growth and our environment will assuredly cease to sustain us if we don’t.

			Reinventing and redesigning the fundamental relationships between providers of stuff and ourselves, the consumers of stuff, is our task; i.e., designing the Responsible Economy.

			I don’t remember a lot of detail from the day. I do remember the way I saw the world prior to Patagonia’s Cotton Tour and the way I saw the world after. My kids were one and three when I started working at Patagonia. My wife was passionate about raising them in as toxin-free of an environment as possible. That meant organic clothes and food, natural cleaners, soaps, shampoos, and, well, everything really. No easy task. It made perfect sense to us, though. Then I went on the Cotton Tour. And what had been a logical argument to us became an imperative for living that took on a meaning I never knew it could have.

			The Cotton Tour was an opportunity made available to all employees. Patagonia provided it as part of the education about the environmental crisis that was paramount for all Patagonia employees to understand. It was also the basis for why Patagonia made the change to producing cotton products with only organic cotton and how the industry shifted in the nineties. Skeptics called it part of the Patagonia propaganda, but seeing it firsthand changed my life. 

			We boarded a twelve-passenger bus at sunrise at Patagonia’s headquarters in Ventura, California and headed to California’s Central Valley. The drive took us to a conventional cotton processing facility featuring a cotton gin, then to a conventional, industrial cotton farm, and finally to an organic cotton farm. We arrived back on campus at sundown the same day.

			At that time, ten percent of all agricultural chemicals in the United States were used to produce cotton grown on just one percent of all major agricultural land. Conventional cotton crops in California alone were dusted every year with 6.9 million pounds of chemicals. Seeing a large-scale conventional cotton operation put those statistics into context very quickly. As we drove through the valley, the plots of land extended over the horizon. It was stark; nothing was alive. That was what was most stark. Troughs ran around the perimeters of the “land,” with trickles of water accumulating in them, but there were no weeds, grasses, shrubs, shade trees, birds, animals, or insects. Nothing but dirt-tinted gray. Much of the land is actually layered with clay tile that acts as a filter and allows excess water to drain into the hard dirt below, then into the ground water. The tile provides a base upon which layers of manufactured “soil” is distributed. The soil is trucked in from a soil creation facility that uses human waste as a starter material to create the muck in which the cotton plants are eventually grown. The cotton is harvested chemically, which promotes growth in a predator-free environment then kills the plant when it’s ready for harvesting. The field is swept clean and the process begins again. Nothing grows on the land other than the cotton, and that for a brief period. Efficient I suppose, but the process is shockingly harsh, and because there is no real soil or plant diversity, the dust created in this area of the Central Valley has created horrendous air quality downwind in cities like Bakersfield. Bakersfield wins the award annually for the nation’s worst air quality. I have family living in Bakersfield, and whenever I visit I’m reminded of the Cotton Tour because of the smell. Our sense of smell is linked to memory more so than any other sense, and to this day when I drive into the area the consistency of the smell triggers memories of the toxic day I spent touring the Central Valley cotton industry.

			The last few stops of the day took us to a couple of small organic farms. It was like discovering Oz. Life affirmed. Insects and weeds were beautiful. Color had returned to the world. I wasn’t too intimidated to touch anything. And it smelled good.

			The drive back to Ventura was long. I couldn’t wait to get off the bus, get home, and take a shower. I wanted the smell of the Central Valley off of me. This was the day my life shifted. The environmental crisis was no longer an intellectual position that I held out of liberal politics, theory, and rhetoric. It became palpable for the first time in my life. Through the bus tour I literally experienced the destructiveness personally. I now embodied “cause no unnecessary harm.” Patagonia was no longer a clothing brand to me. It was an entity that represented a transcendent purpose.

			In 1972, Yvon Chouinard published his seminal catalog on “clean climbing.” Little did anyone know that the approach of using business to positively effect the things he cared about would set Yvon Chouinard and his fledgling company, Patagonia, on course to becoming the tribal leader of the environmental movement in the outdoor industry and climbing community. And a key figure in the movement the world over. It all started with a disdain for defacing the mountains he climbed. In particular, the piton, a small piece of climbing equipment made of soft iron that was hammered into granite walls for climbers to affix their protective carabiners and ropes to, offended Chouinard. He not only considered the practice wrong for himself, as it damaged and scarred the rock walls, he challenged the global community to change their ways and did so in the opening pages of his very first product catalog, by proclaiming a new way to climb.

			“There is a word for it, and the word is clean. Climbing with only nuts and runners for protection is clean climbing. Clean because the rock is left unaltered by the passing climber. Clean because nothing is hammered into the rock and then hammered back out, leaving the rock scarred and the next climber’s experience less natural. Clean because the climber’s protection leaves little track of his ascension. Clean is climbing the rock without changing it; a step closer to organic climbing for the natural man.”

			Doug Robinson

			“The Whole Natural Art of Protection,”
1972 Chouinard Equipment catalog

			Rather than continuing to produce the product that made up nearly 70% of his business’ sales at the time he and his partner, Tom Frost, decided to phase out the piton from production and introduce an entirely new alternative, one that did no damage to the walls. Aluminum chocks were Chouinard’s first risky move based on the principle of considering environmental impact. This bold stroke exceeded expectations as the climbing world acquiesced to the call. Within months, pitons were old news and chocks were being sold faster than they could be produced.

			The catalog is known today as a “clean climbing manifesto,” but in retrospect it was the beginning of a principled approach to doing business that has served the Chouinards and Patagonia for 40-plus years. Patagonia was the first in the United States to print its catalogs on recycled paper, the first to make fleece jackets using recycled plastic bottles, the first to offer on-campus day care, and the first company to use 100% organic cotton. In 2001, Chouinard cofounded 1% for the Planet, an alliance of companies, now numbering in the hundreds, committed to paying an “earth tax” of at least one percent of annual sales to environmental groups, as Patagonia has done since 1986. The list goes on and on, each decision harkening back to the original, and each steeped in principle.

			The year 2013 marked Patagonia’s 40th anniversary and they were at it again. That fall’s catalog included another manifesto. This one eerily reminiscent of the first, entitled “The Elephant in the Room” and penned by Rick Ridgeway, Patagonia’s VP of environmental affairs. It called for global change, a move away from our habits and our old ways of thinking and living. The article was in response to a forum on corporate sustainability where executives representing some of the world’s largest global corporations such as Coca-Cola, Hewlett-Packard, and Walmart, presented what their respective companies were doing to behave more responsibly and sustainably. In Ridgeway’s estimation, all of the presentations were in one form or another related to innovation, and in most cases had been in the works for years; he thought the efforts “were laudable.” Yet the elephant in the room, the one thing no one truly wanted to speak to, was the conundrum “that our businesses continue to depend on annual, compounded growth, and growth was overriding the incremental benefits from the new technologies.” Essentially, technology is not solving the problem, nor will it in the foreseeable future. Therefore, just as Chouinard called for change in 1973, Ridgeway, and Patagonia, are calling for change again. They are asking the global community of businesses and consumers to rally around an idea they’ve coined the Responsible Economy, in the hope that the effects of the past can be curbed and humanity can secure the future of the biosphere.

			Patagonia is not alone wrestling with the fact that the global economy’s wellbeing is predicated on growth, and yet it is the result of that growth, our population’s growth, and our irrespective stewardship of the wellbeing of the biosphere that we find virtually all forms of life threatened. In fact, in an anthology edited by Allan Hunt Badiner in 2002 entitled Mindfulness in the Marketplace, Badiner suggests “a reorientation of consumers from passive purchasers to aware, responsible citizens who see the dynamic connection between their purchases and their values.”

			And it is Sir Richard Branson and Jochen Zeitz’ B Team, launched in 2013, that challenges business leaders to work together to deliver a new way of doing business that prioritizes people and planet alongside profit, “a Plan B for businesses the world over.”

			There are also tangible efforts that have been in the works for years, working at the ground level of product production. The 2002 book, Cradle to Cradle: Remaking the Way We Make Things, by German chemist Michael Braungart and US architect William McDonough, is a manifesto in its own right that details the theory of zero-impact product production, further invigorated by Ellen MacArthur’s Foundation promoting the Circular Economy.

			Unfortunately, the finger waving, pontificating, theorizing, and philosophizing only gets us to a broad awareness at best. Regardless of the good intention of these and the many others working for the common good, they are mostly speaking to an audience that already understands the issue. The predominance of our global population is in no way capable, even if they were clearly aware of the problem, to enact the type of conservationist behavior on a daily basis that will effect a positive enough change on the order of magnitude required to stop, repair, and revitalize the ruin.

			So, how do we reach the larger population? Where do we go from here? Ridgeway even asks, “Is there a solution?” I believe there is, and it resides in the discipline and practice of design, loyalty architecture, and a new model that facilitates the connection between purchases and values. The Brand Ecosystem model sits at the apex of Einstein’s prescient comment summarizing our circumstance: “The perfection of means and confusion of aims seem to be our main problem.” In simpler terms, it’s a user experience problem.

			This book is an answer to the problem. The human race is just now facing having to relearn how to live within the means provided by the planet. Science and technology require ethics so that technology can properly serve humanity and the planet; however, most of our problems need to be solved by understanding one another’s beliefs and values, and the cognitive processes they influence. The Brand Ecosystem model takes all of these things into account.

			In the pages that follow, you will learn what is at the root of loyalty and the phenomenon of following. You will learn how forming a near unbreakable bond to a brand, organization, political party, or cause happens, and how that process can be leveraged to fix our user experience problem. It will absolutely help businesses understand and engender customer loyalty as a means to grow and profit. It also illustrates a process for understanding the connection between that loyalty and sustainability. And it just may be our greatest opportunity to create a new Responsible, Circular Economy, and an Empathic Civilization.
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			Chapter TWO

			Choosing to See

			I have an uncontrollable knack for dissecting systems. It’s the coach in me. My previous consulting partner said my single most valuable asset is my ability to turn things upside down and inside out. I long to create a fruitful path to improving on the status quo, and sometimes upsetting the status quo can upset those on the receiving end of the analysis. That is the risk inherent in my work. I’m a “loyalty architect.” When I engage with a company and its customers to improve their relationship, I see things the way a chef, doctor, or an architect sees their world. Chefs learn to discern subtle ingredients, doctors learn to understand nuances in their patient’s responses to stimulus, architects learn to see space in the context of structure and good user experience. I see nuances: the nuances of communication, of marketing, and of branding brought into focus from years of honing my senses. I see the cognitive processes underlying the customer’s choices in relationship to the particular brand I’m working. I see where there is resonance. I see disconnects. I see the biases at work in the company—in the individuals and teams responsible for managing the very marketing programs they are objectively trying to optimize for the good of the organization.

			The word “resonance” is key. I’m drawn to the definition used as applied to mechanics: The condition in which an object or system is subjected to an oscillating force having a frequency close to its own natural frequency. I am moved by the idea that there is a natural frequency that exists objectively. It speaks to my experience and the observations I make in my work. It’s why Patagonia customers buy Patagonia and not The North Face, or Cloudveil, or Columbia, or Mountain Hardware. Patagonia is an oscillating force with a frequency close to their customer’s “natural frequency.”

			Noise that covers up the natural connection between frequencies, unfortunately, is what I mostly encounter when I look at a typical company’s marketing and branding. The noise is all of the machinations the business managers put forth in hopes of manipulating a customer to do what they want them to do, what the creative marketing teams do to attempt to manipulate the emotions and actions of their customers: calls to action information overload, endless features and benefits, up sells, cross sells, promotions, recommendations, testimonials, reviews, superfluous “content,” and likely the most pervasive source of noise—promotional advertising.

			My ongoing frustration is with the superficiality of brands. They often communicate to consumers in overly simplistic terms, dumbing down the truth to persuade rather than inform. I find it disrespectful. The fact is that because this gnaws at me, I suppose it’s part of the reason I’ve been motivated to discover a model for marketing that is mutually respectful and that aligns customer frequency with company frequency. It’s also why this book’s title references Sir Walter Scott’s penchant for a true compass. Brands invariably stray from their true North for all sorts of desperate reasons—the noise, the rusty nail, steering them off course.

			An example of the noise, the superficiality, is the output of the analytics providers. Adobe, IBM, and the rest of the marketing analytics world drone on and on in their marketing campaigns about would-be clients not knowing what their marketing is doing. Adobe famously asks, “Do you know what your marketing is doing?”

			The irony is not lost on me: These providers have no idea what their own marketing is doing, yet they ask the question of other companies with a tone of accession.

			They might have lots of data, and that data might provide statistical evidence that one marketing vehicle is working better than another, that one message could outperform another, or that a particular layout on a Web site converts higher than another. But they can’t tell you what resonates at a deep level with a customer and causes that customer to commit to a long-term sustainable relationship with any brand, let alone their own brand in particular.

			I’m not arguing that A/B testing isn’t a great tool, or usability testing in general isn’t handy, or that detailed analysis of funnel conversion rates isn’t insightful, or that the myriad of other marketing and CRM (Customer Relationship Management) packages aren’t smart business. I’m arguing that all of these efforts overlook what really matters. They are superficial. They don’t create loyalty. They don’t create understanding of customers’ natural frequencies.

			In the late nineties and early part of the twenty-first century, personalized marketing was all the rage—provide a customized message and experience for each of your customers (a personal email, a product selection, and an offer unique to a given customer) based specifically on predetermined needs. It’s still the general thinking today. Netflix recommends movies based on user habits, Amazon is obviously doing the same, and every other small- and medium-sized business is chasing a similar dream: personalized, one-to-one marketing.

			Sadly, the success of monolithic brands like Walmart and Amazon have somehow convinced marketers that those models are the gold standard, that efficiency of pricing models, advertising, and promotions are the clubs that bludgeon customers into submission. It’s disheartening. Not because these methods win, but because the unsuspecting public allows them to win. We gravitate like lemmings to the short-term windfall but regret the eventual outcome every time. Short-term gratification is what these marketers prey on, and even for them it’s not sustainable. Eventually, we’ll exhaust ourselves as consumers of mere price and convenience and demand something more. Something better. Something sustainable. And so, to take the steps necessary to get there, the rest of us marketers need a new model to compete against the monoliths. And we consumers need something more than the qualities of price and convenience.

			I created the Brand Ecosystem, which we’ll explore in the rest of this book, to help my clients understand that there is a more effective way. This new model combats the victimization of the average consumer by showing companies how to reach audiences in much more meaningful ways, and giving consumers a means to glean the truth about their purchase choices that actually matter to them.

			Customers are individuals, and when given an opportunity to consider who they are buying from, what the people they buy from believe, and their own active responsibility in that equation, they will choose belief over all other attributes, which in turn is a greater measurement of value than price.

			“We don’t see things as they are, we see them as we are.”

			Anaïs Nin

			We see the world the way we’ve been shaped to see it, interpret it, and understand it. This is true of statistics and quantitative study, but especially true of qualitative study. We are always at risk of seeing the results we wish to see and are conditioned to see, subconsciously ignoring evidence to the contrary. Daniel Kahneman and Amos Tversky, the famous psychologists, developed the series of experiments to test cognitive bias that proved exactly that.

			Seeing accurately, without a bias, requires a framework for observation. Once we firmly establish a framework to assess data, feedback, and empirical evidence, we increase our accuracy, our ability to judge, and our ability to conceive of solutions to problems. This is the value of the Brand Ecosystem. It is a framework to understand your customer and how they come to understand you. It’s also a framework for design, specifically the design of user experiences.

			“User experience encompasses all aspects of the end-user’s interaction with the company, its services, and its products. The first requirement for an exemplary user experience is to meet the exact needs of the customer, without fuss or bother. Next comes simplicity and elegance that produce products that are a joy to own, a joy to use. True user experience goes far beyond giving customers what they say they want, or providing checklist features. In order to achieve high-quality user experience in a company’s offerings there must be a seamless merging of the services of multiple disciplines, including engineering, marketing, graphical and industrial design, and interface design.”

			Jakob Nielsen and Don Normani

			We humans are interpretive beings. We see things based on our histories, practices, professions, beliefs, biases, and emotional states in any given moment. We design from our own personal perspectives and agendas. Subjectivity is a paramount influence in the design process. This serves us well when we hone the senses.

			The idea that our perception is influenced as much by what we know as it is by what we think we know is well-known social science. This notion affects the accuracy of what we know because what we know is influenced by what we expect to find.

			“Up to now it has been assumed that all our cognition must conform to the objects; but […] let us once try whether we do not get further […] by assuming that the objects must conform to our cognition.”

			Immanuel Kant

			Critique of Pure Reason

			In other words, be cautious about focusing on what you want customers (users) to do. We see customers from the point of view of marketers. We are hoping customers do what we want them to do and behave the way we want them to behave. If we were to simply step away from our own desires as marketers and attempt to know our customers more objectively, we would discover characteristics, needs, beliefs, and behaviors that are completely different from what we thought we knew, and something completely different than what we had hoped.

			Our ability to discern the truth about the data we process is affected by what cognitive psychologists call a Perceptual Set.ii

			“Perceptual Set is a tendency to perceive or notice some aspects of the available sensory data and ignore others. Perceptual Set works in two ways:

			
					The perceiver has certain expectations and focuses attention on particular aspects of the sensory data […]

					The perceiver knows how to classify, understand and name selected data and what inferences to draw from it […].”

			

			Saul McLeod

			The Perceptual Set

			The way expectation can influence our cognitive set can be illustrated quite easily:

			[image: ]

			Depending on how you read the diagram, you will read the characters in the middle as “13” or “B.”

			“The physical stimulus ‘13’ is the same in each case but is perceived differently because of the influence of the context in which it appears. We EXPECT to see a letter in the context of other letters of the alphabet, whereas we EXPECT to see numbers in the context of other numbers.”

			ibid.

			The influence of past experience on perception can be demonstrated in the following puzzling experience:

			[image: ]

			Because past experience of hearing or reading these common phrases can influence your perception, you ignore the errors that seem obvious once they are revealed. In this case:

			“…we don’t see that we don’t see.”

			Humberto R. Maturana and Francisco Varela 

			The Tree of Knowledge

			Our Perceptual Set can change short-term, for instance when we are hungry our sensitivity to the smell of food is strengthened. The way experience affects long-term perceptual sets can be studied by analyzing the different perceptive sets of professionals that are strongly influenced by what they know.

			
					Cooks and sommeliers are able to more clearly discern what they taste because, through constant exposure, they have improved senses, and also the vocabulary to express and discuss their impressions.

					When doctors look at X-rays, they see more because they know anatomy and what to look for in the mix of light and shadow. Over the years they have learned to more clearly discern slight differences in shape and shade that to us are indiscernible.

					When an architect enters a building, they see through the walls, and they understand the building as a four-dimensional space-time continuum.

					When fashion designers look at your outfit, they don’t simply see stylish clothes, they see cut, seam, and material. They imagine how your clothes feel.

			

			Marketers, sales people, and business managers live in highly contextualized environments as well. They are influenced by lots of varying stimuli and pressures:

			
					Making next quarter’s sales numbers

					Proving the value of hard won strategic initiatives

					Justifying budgets to bosses, CFOs, Private Equity partners, etcetera

					Justifying marketing expenditures with performance metrics

					Achieving performance-based bonuses and promotions

			

			A list of this sort can go on and on. Ultimately, these types of pressures create biases that influence our abilities to assess the truth. In the midst of these circumstances, we are truly choosing what we see. And beyond this surface interpretation, we go further and manipulate this information, sometimes customizing it, to fit our needs. This, the rusty nail that wrecks the argosy.
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