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Consumers are increasingly looking for authentic, genuine experiences and are wary of 
companies that are perceived as inauthentic or insincere. This has led to a focus on 
transparency, honesty, and a genuine commitment to corporate values and social 
responsibility. 

Authenticity is a crucial aspect of individual and social identity formation. It refers to the 
degree to which an individual or organization is perceived to be genuine, trustworthy, and 
transparent in their actions, values, and communication.  

Authenticity can be understood as a multidimensional construct that encompasses different 
facets such as self-awareness, sincerity, consistency, and congruence between beliefs and 
behaviors (Harwood, 2018). In recent years, authenticity has gained increasing attention in 
different fields, including psychology, marketing, and organizational behavior, as it is 
considered a key driver of trust, loyalty, and reputation. 

One of the main reasons why authenticity is important is that it fosters trust and credibility. 
When individuals or organizations behave in a consistent and transparent way, they are 
more likely to be perceived as reliable and honest, which in turn enhances their credibility 
and reputation. This is particularly relevant in today's context, where there is a growing 
distrust towards institutions and leaders (Edelman Trust Barometer, 2021).  

Authenticity can also promote a sense of belonging and identity, as individuals who feel that 
their values and beliefs are aligned with those of others are more likely to develop social 
bonds and meaningful relationships (Harwood, 2018). 

However, authenticity can also be challenging to achieve, as it requires a deep understanding 
of one's values, motivations, and goals. Moreover, authenticity is not a static trait, but rather 
a dynamic and context-dependent process that evolves over time.  

As such, authenticity can be threatened by different factors, such as social pressure, self-
presentation concerns, and external expectations (Van den Bos & Poortvliet, 2017). For 
instance, research has shown that individuals may feel pressured to conform to social norms 
or expectations in order to fit in or avoid negative social consequences, even if this implies 
compromising their authenticity (Kernis, 2018). 

In order to promote authenticity, it is important to cultivate self-awareness and reflection, 
as well as to foster environments that allow for open and honest communication. This can 
involve practices such as mindfulness, journaling, or feedback sessions, which help 
individuals to explore their values, strengths, and weaknesses. Additionally, organizations 
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can promote authenticity by creating cultures that value transparency, respect, and 
diversity, and by providing opportunities for employees to express their authentic selves 
without fear of judgement or retaliation (Grant & Berg, 2021). 

In conclusion, authenticity is a crucial aspect of identity and corporate image that can 
enhance trust, credibility, and reputation. However, achieving authenticity is a complex and 
dynamic process that requires self-awareness, reflection, and openness. By promoting 
authenticity, individuals and organizations can create meaningful connections and foster a 
sense of belonging and identity. 
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