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1.

The Impossible Brief

It's a big deal. But tricky. You're handed the keys to a brand that's simultaneously recognizable
and stigmatized. Seeking: a platform with 56 million users worldwide, generating hundreds of

millions in revenue, but with more baggage than Louis Vuitton.

At the time, TikTok was reshaping how Gen Z talked about everything from mental health to
money. Payment processors were tightening policies around "adult adjacent" content.
Cultural conversations around power dynamics in relationships were reaching a fever pitch.
And sitting at the center of it all was a platform that had built its empire on "sugar dating"—a
term that, depending on who you asked, represented either empowered choice or

exploitative transaction.

The mandate from leadership was clear: Transform Seeking. And do it without losing the

essence of what made 56 million people sign up in the first place.

No pressure.
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2.

The Archaeology of a Loaded Brand: Digging Through Digital DNA

Before reinventing a brand, one has to understand what one's working with. My first 90 days
involved what | thought of as a kind of "brand archaeology,” a forensic dig through every
piece of content, every user touchpoint, every cultural artifact that Seeking had created over

its 16-year lifespan, in various iterations.

The Audit Revealed:

e 847 pieces of active content across the platform
e 23 different "brand voices" across different marketing channels

e Aglossary of loaded terms that had become platform vernacular: "sugar daddy,"
"sugar baby," "allowance," "arrangement," "mutually beneficial"

e User-generated content that ranged from empowering success stories to cringeworthy
stereotypes

e Ablog that read more like an outdated how-to manual for transactional connections
than a dynamic resource aimed at modern relationships

The Cultural Moment

But something else also made this rebrand particularly complex: the world was changing

faster than our brand strategy deck could keep up with.

Gen Z was rewriting the rules of transparency in relationships. They wanted radical

honesty about everything—money, expectations, deal-breakers. The very things that made
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Seeking Arrangements controversial were actually becoming mainstream conversation topics,

just wrapped in different language.

The luxury market was having an authenticity reckoning. Consumers were shifting from

"look at what | have" to "look at what | value." The aspirational had to become intentional.

Dating apps were commoditizing connection. Swipe fatigue was real. People were craving
platforms that treated relationships like the complex, multifaceted experiences they actually

are.

The opportunity was clear: Don't run from the controversial elements. Instead, reframe

them as pioneering.
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3.

Phase 1: Internal Revolution - Changing the Language of Love
The Voice Transplant

Changing a brand voice isn't like changing a color or adding a line to the logo. You can't just
update a style guide and call it a day. When an entire platform is built on communication,

every word matters. Every micro-copy decision shapes user behavior.

The Old Voice:

e Transactional: "Find your perfect date"
e Aspirational but hollow: "Live the lifestyle you deserve"

e  Gender-stereotyped: “Where successful men meet beautiful women'

The New Voice:

* Intentional: "You know what you want. Find it on Seeking."
e  Empowering: "Clarity = confidence"

* Inclusive: "Where Ambition attracts the ambitious”

e  Fun:“From Meh to Yeah!”

e Risqué: "Play nice. Or naughty. Both work.”
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The Workshop Revolution

| ran multiple workshops across departments over 4 months. These weren't your typical

meetings or training sessions; they were intensive, hands-on rewriting collabs.

The Exercise That Changed Everything: I'd take a piece of old site copy and project it on my

shared screen. Then I'd ask the group to identify the assumptions embedded in the language:

Old Copy: “For the man who's arrived—and those ready to be indulged.”

The Assumptions:

e Men arrive = a highly gendered concept, and triggering, even to men, it turns out
e  “Arrival” as a marker of success = financial consideration only

e  Value implication = indulgence rather than mutual exchange

* Recipient = a vague yet submissive primary asset

e Readiness = implication of meeting a criterion that suggests a transaction

New Copy: “Dating Elevated.”

The Impact: Within 3 months, customer support tickets related to "misunderstandings about
platform purpose" dropped by 31%. Internal teams were naturally speaking in the new voice

because they understood the thinking behind it.
The Glossary Wars

Creating the new brand language meant more than writing guidelines—it meant creating a
living document that could evolve with cultural conversations while maintaining brand

integrity.
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Additional Strategic Replacements:

e  "Attractive” or “Generous " — “Clarity”
e "Arrangement" — “Intentional,” “Intentional dating”
e "Mutually beneficial" — "Aligned"

e 'Lifestyle" — "Intentional living" or "Curated experiences”

But here's the crucial part: We didn't just scrap words, we used better ones. Language abhors
a vacuum. If you take away someone's vocabulary without giving them a replacement, they'll

either create their own (chaos) or revert to the old ways (failure).
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4.

Phase 2: Content as Cultural Architecture
The Blog Transformation

The Seeking blog had been a promotional afterthought—thin, SEO-stuffed content that
reinforced every stereotype we were trying to escape. It was clear that if we wanted to shift

cultural perception, we needed to lead cultural conversation.

The Editorial Strategy: Transform the blog from a marketing tool into a cultural platform. In
this place, intentional daters came to think more deeply about what they actually wanted from

relationships.
Content That Started Conversations

“People Also Ask" Series Google Search is a trove of information about the kind of things
users care about. This suggested topical stories that read like feature articles in lifestyle
journals, focusing on dating red flags, what users learned about themselves, and how they

built something meaningful together.

Featured Story: "Spotting a Bare Minimum Relationship and Moving On"

* 12-minute average reading time
e 78% completion rate

e  Generated 234 new platform sign-ups directly attributed to the post

"Money Talks" Series Rather than avoiding the financial aspect of relationships, we tackled it

head-on with nuanced, research-backed content about financial compatibility.

Breakthrough Post: "Success Is Hot - Why Stinginess Is a Red Flag"
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e Created a downloadable assessment tool
e 89K downloadsin 6 weeks
e Picked up by major lifestyle publications

e Became the #2 most-shared post in company history

"The Luxury of Honesty" Series Instead of talking about material luxury, we explored
emotional and relational luxury: the "luxury" of dating someone who communicates directly,

who doesn't play games, who knows what they want.

Key Post: "Luxury Isn't Shallow - It's Intentional”

e 47K organic views in the first month
e 2,100 social shares
e Featured in 3 relationship advice podcasts

e Comment section became a thoughtful discussion about expectations vs. demands

Data Changed the Narrative

Research-Driven Storytelling
We commissioned original research about modern dating expectations, partnering with a

respected market research firm to survey 2,500 singles aged 22-45.
Key Findings That Shaped Our Content:

e  71% of Gen Z women said they'd rather be single than settle for someone who doesn't
match their ambition level

e  63% of men aged 25-35 wanted clearer communication about expectations in early
dating

*  49% of all respondents considered financial transparency "somewhat or very
important" in relationships
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*  84% said they'd used "traditional" dating apps in the past year but 67% described the
experience as "exhausting" or "disappointing”

How We Used It: Each stat became a content pillar. We created infographics, social posts,

blog series, and email campaigns that positioned Seeking as the solution to documented

frustrations with modern dating.

The research gave us cultural permission to talk about topics that had been considered taboo
—age issues in dating, expectations, lifestyle compatibility, success-oriented relationships—as

normal, healthy conversations.
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5.
Phase 3: The Campaign That Rewrote the Rules

"You Know What You Want. Find It on Seeking™"

After 6 months of internal work and content seeding, it was time for the main event. The

campaign had to do three things simultaneously:

1. Announce the rebrand to existing users without alienating them
2. Attract new users who might never have considered the platform

3. Reposition the entire category of intentional dating

The Creative Strategy

The Insight: Everyone knows what they want. Most people are just afraid to ask for it.

The Challenge: Dating apps had trained people to be vague, to cast wide nets, to "see what
happens." We wanted to celebrate the opposite—clarity, intention, standards.

The Voice: Confident but not arrogant. Direct but not harsh. Aspirational but grounded in
reality.

Campaign Development

Creative Development Process: | worked with an award-winning creative team (the same
group that had done breakthrough work for luxury fashion brands) to develop campaign

assets that felt more like a premium lifestyle brand than a dating app.

Video Scripts: Each video told a micro-story of someone knowing exactly what they want and

going after it:
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e  30-year-old entrepreneur who travels 3 weeks a month looking for a partner who thrives
in that lifestyle rather than resents it

e  Medical resident who wants someone who understands that her career comes first for
the next 4 years—and celebrates that instead of competing with it

®  Recently divorced father who's clear about wanting someone who gets excited about
building a blended family, not someone who sees his kids as baggage

Social Media Activation: Rather than traditional influencer partnerships, we collaborated
with "micro-thought leaders"—people with 10-50K followers who were already talking about

intentional living, financial transparency, or non-traditional relationship structures.

The Results Spoke Volumes:

e TikTok hashtags generated 47M organic impressions
e  Campaign video completion rates averaged 73% (industry average: 31%)
e  Click-through rates 340% above the historical platform average

e 89% brand favorability lift among target demographic

Cross-Platform Orchestration
Digital Video: Different cuts optimized for each platform

*  YouTube: short storytelling pieces
e Instagram: 15-second punchy declarations
e TikTok: User-generated content style testimonials

Native Content: Partnerships with social media outlets for content about modern dating that

naturally positioned Seeking as the evolved solution
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6.

Phase 4: Community Transformation - Changing Behavior at Scale
The Compliance Revolution

Along the way | learned something that | had read many times but had failed to appreciate
the wisdom of: shifting brand perception means shifting user behavior. And changing the
behavior of 56 million people requires more than marketing campaigns. It requires

systematic, quasi-psychological intervention at every user touchpoint.
Real-Time Language Evolution

The Challenge: Users had 16 years of muscle memory around certain language. You can't

just flip a switch and expect everyone to start talking differently.
The Solution: Smart intervention, not heavy-handed policing.

User Profile Optimization: Instead of rejecting profiles that used old language, we created a

"Profile Enhancement" tool that suggested better ways to express the same ideas:

User writes: "Looking for a daddy to spoil me."

System suggests: "Seeking a partner who values shared experiences"

User writes: "Successful businessman seeking atttractive.”
System suggests: "l appreciate the finer things in life. Looking for someone who isn't afraid to

be direct about what they want"

Educational Onboarding: New users went through a 4-step profile creation process that

naturally guided them toward new language:

1. What matters to you in a relationship? (Values-focused)
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2. What does your ideal connection look like? (Experience-focused)
3. What are your non-negotiables? (Standards-focused)

4. How do you prefer to communicate about expectations? (Communication-focused)

Behavioral Nudges

Success Metrics Redefinition: Instead of measuring "match formed," we started tracking
"meaningful connections initiated,” focusing on conversation quality, mutual interest

indicators, and long-term engagement rather than quick matches.

Reward Systems: Users who wrote thoughtful profiles, engaged in substantive conversations,
and received positive feedback from matches got increased visibility and premium features.

The platform began rewarding the behavior we wanted to see.

Community Standards Evolution: Rather than a list of "don'ts," we created aspirational

community guidelines:

e  "We celebrate clarity and direct communication."

e  "We value authenticity over perfect presentation."
e "We appreciate when people know what they want and aren't afraid to express it."
e "We respect boundaries and understand that everyone defines success differently.”
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7.

The Results: Measuring Cultural Impact
Quantitative Success
Revenue & Growth:

e  25% year-over-year revenue increase in first 12 months post-rebrand
e 20% increase in organic search traffic
e 31% improvement in customer lifetime value

e  18% reduction in customer acquisition cost

User Engagement:

43% increase in profile completion rates

52% increase in message response rates

61% increase in meaningful conversation duration (messages longer than 3 exchanges)

34% increase in user retention at 6-month mark

Content Performance:

Blog readership up 87% year-over-year

Social media engagement increased 156%

Brand mention sentiment improved from 34% positive to 71% positive

Organic brand searches increased 92%
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8.

Qualitative Transformation

User Feedback: "/ never thought I'd be on Seeking, but after the rebrand, it actually feels like

the only honest dating app out there.” —Sarah, 28, Marketing Director

"Finally, a platform where | can be direct about what | want without feeling like I'm asking for

too much." —Michael, 35, Investment Banker

"The old Seeking felt transactional. The new Seeking feels intentional." —Jessica, 31,

Entrepreneur

Cultural Impact:

e Featured in The New York Times as a "dating app that's rewriting the rules of modern
romance"

e  Case study taught at 3 major business schools as an example of successful brand
transformation

e Spawned select platforms attempting similar repositioning

Internal Culture Shift:

e  Employee Net Promoter Score increased from 23 to 67
e 89% of employees said they felt "proud to tell people where they work" (up from 31%)

e  Voluntary turnover decreased by 44%
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9.

The Deeper Lessons: What This Rebrand Reveals About Modern Communication
1. Language Creates Reality

The most profound lesson from the Seeking transformation is how fundamentally language
shapes behavior.
When we changed how people talked about relationships on the platform, we changed how

they approached relationships.

The Insight: You can't separate brand voice from user experience. In a platform built on

communication, every word choice is a UX decision.

2. Cultural Timing Is Everything

The rebrand succeeded because it was perfectly timed to ride cultural waves rather than fight

them:

e Transparency trend: Gen Z's demand for radical honesty in all areas of life
* Intentionality movement: The reaction against mindless swiping and casual dating

e  Success redefinition: Broadening definitions of what it means to be successful and
ambitious

The Insight: The best rebrands don't just change perception—they capture emerging cultural

momentum and give it a name.
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3. You Can't Out-Market a Bad Product

All the brilliant copy in the world wouldn't have worked if we hadn't simultaneously
transformed the actual user experience. The rebrand succeeded because it was holistic,
changing internal culture, user behavior, content strategy, and marketing messaging

simultaneously.

The Insight: Brand transformation requires product transformation. You're not just changing

what you say about your product-you're changing what your product actually is.

4. Controversy Can Become Competitive Advantage

Instead of running from Seeking's controversial past, we reframed it as pioneering. We were
the platform that had always been honest about the role of success, ambition, and yes,

financial compatibility in relationships. Everyone else was just catching up.

The Insight: Don't abandon your differentiators—evolve them. The thing that makes you

controversial might also make you irreplaceable.

The Ongoing Evolution: What Comes Next

The Seeking rebrand wasn't a one-and-done project—it was the beginning of an ongoing

transformation. Here's what we're watching as the brand continues to evolve:
Market Expansion

With the stigma reduced, Seeking is expanding into new demographics and geographic
markets that were previously inaccessible. The brand is becoming a platform for "intentional

dating" rather than just "sugar dating."
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Category Creation

Seeking is no longer competing with traditional dating apps—it's creating a new category
entirely. "Clarity-first dating" or "intention-based matching" represents a new way of thinking

about romantic connection.
Cultural Leadership

The brand has moved from being a participant in cultural conversations about relationships to
being a leader in those conversations. The blog, research initiatives, and thought leadership

content are shaping how people think about modern dating.
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10.
The Copywriter's Conclusion: Why This Matters Beyond Seeking

The Seeking rebrand represents something larger than one company's marketing
transformation. It's a proof of concept for how strategic communication can reshape not just

brand perception, but cultural conversation.

For Copywriters: This case demonstrates that our job isn't just to make things sound good—
it's to make cultural change possible. Every word choice is a vote for the kind of world we

want to create.

For Brands: This shows what's possible when you're willing to invest in deep, systemic
change rather than surface-level messaging updates. The most successful rebrands don't just

change logos—they change categories.

For Culture: This proves that even the most loaded, stigmatized brands can evolve—but only
if they're willing to do the hard work of actually becoming something new, not just talking

about becoming something new.

The transformation of Seeking Arrangements into Seeking wasn't just a rebrand. It was a
reminder that in our hyper-connected, language-saturated world, the person who controls the

narrative controls the future.

And sometimes, changing the world starts with changing a tagline.

*This case study represents 18 months of intensive brand transformation work involving teams
across marketing, product, engineering, trust & safety, and executive leadership. All metrics

and quotes have been verified and approved for external sharing.
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