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1. Data is your PPE 
2. Trust will be your Superpower
3. You need to define your supply chain 

from content to delivering value 
4. What’s in your strategic tool reserve?  

The Key to the “Next Normal” is Measurement, as usual 



Data is your PPE, use it as often as you need it 

 You can’t succeed without engaged 
employees
 How are your employees REALLY feeling? 
 Are they still aligned on your priorities? 

 You can’t recover without your Stakeholders 
 Are your stakeholders sick of your messages yet? 
 Are your customers still loyal or have they moved 

on? 
 How have their purchasing priorities and habits 

changed?

 Can you meet their changing needs with new 
products or services?

Research



The “New Normal” will require trust 
 Individuals only absorb information 

when they think they need it
 In order to break through your 

audience must:
 Trust the source of the information 
 Trust that paying attention will 

benefit them in some way
 Believe there is a downside to not 

paying attention 

 Deeds build trust, words do not



Trust, Empathy and Relationships are PR’s Superpower

 Trust, Empathy, Authenticity and 
Relationships are your brand’s  superpowers 
– make sure you have them 

 Measurement gives you the answers when 
nothing is certain 
 Know what you don’t know, then find out what 

you need to know 

 Beware of FOFO 
 Test test and test some more 
 Avoid crack-pot cures and worthless metrics  

This Photo by Unknown Author is licensed under CC BY-SA
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http://www.jskogerboe.com/2009/10/30/5-keys-to-a-sufficiently-christian-halloween-wiener-is-a-funny-word/
https://creativecommons.org/licenses/by-sa/3.0/


Why You Need to Grow Relationships Not “Hits” 

 People trust people 
 People are influenced by 

“PLUs” (People Like Us) 
 It’s cheaper and lasts 

longer than “buying” love 
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Measurable Components of Relationships

 Trust
 Competence
 Integrity
 Dependability/Reliability 
 Transparency

 Commitment
 Satisfaction
 Communal vs Exchange
 Control Mutuality
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The Measurement Process
Step 1: Define the business goals
What outcomes is this strategy or tactic going to achieve? 
What are your SMART objectives?

Step 2: Define Trust & Empathy for YOUR organization 
Who are you are trying to convince? What are the core 
values you need to convey? 

Step 3: Define the metrics
What are the indicators to judge your progress?

Step 4: Define the benchmark 
Who or what are you going to compare your results to?

Step 5: Select your data collection tool(s) 

Step 6: Analyze the data
Turn it into action,  measure again
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Step 1: Define the Goal 

 What return is expected? 
 Define in terms of the mission

 Define your champagne moment 
 If you are celebrating complete 100% 

success a year from now, what is 
different about the organization?
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Why Trust and Empathy Matter 
 Protects you in a crisis 
 Increases revenue
 Reduces costs 
 Reduces turnover 
 Attracts talent 
 Makes people and 

organizations more efficient 

TRUST



Step 2: Agree on Acceptable Proxies
The “Spark” – An action that inspires trust or conveys 
empathy 

Quality coverage conveys the messages, solicits 
response. Influencers, experts, social media amplifies 
the messages  

Message amplification  generates awareness 

Awareness increases trust and credibility

Increased loyalty,  lower recruitment costs, lower 
turnover  



Typical Trust & Empathy Metrics 

 1. Activity or output metrics. These might include elements like 
percentage of favorable vs. unfavorable comments on Glassdoor, or 
percentage of social conversations mentioning your brand in the context of 
empathy, or one or more of the empathy elements you’ve defined.

 2. Attitude or perception metrics. These metrics are typically established 
by surveys and calculated based on percentage of respondents agreeing 
with specific statements such as, “To what extent do you feel that issues that 
concern you are listened to and acted upon?”

 3. Outcome metrics. Typical outcome metrics relate to the business goals, 
and might include decrease in complaints, or increased employee or 
customer retention.
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https://www.glassdoor.com/index.htm


Step 3: Pick your Kick-Butt Index

The Perfect KBI
 Is actionable
 Is there when you need it
 Continuously improves your 

processes & gets you where you 
want to go 

 You become what you measure, so 
pick your KBI carefully
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Typical Global KPIs
 Activity Metrics 

 Increase Message Communication
 % increase in media conversations (social and traditional) containing 

one or more key messages

 Increase Engagement in Content 
 % increase in Engagement Index (ratio of comments to posts)

 Outcome Metrics 
 Increase in Trust Score 
 % increase in % of respondents agreeing with statements 
 % decrease in mistrust 

 % Increase in “Conversions” 
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Define “Quality”
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Success Score Unsuccessful Score
Mentions an NGO or Influencers 1

Contains no visuals -2Contains a picture, visual or infographic or link 
to one 2

Is People-focused .5 Not relevant -1
Contains a key message 1 Not timely -2
Contains a call to action  1 No call to action -1

Expresses authenticity 1.5 Contains jargon or is inauthentic -2

Uses one of our hashtags .5 No hashtag to Twitter or Instagram -1

Contains a benefit i.e. “what’s in it for me”  1 No “What’s in it for me”  -1

Total 10 -10



Ask Yourself: True or False

 This content/statement/campaign is open and honest.
 We are willing and able to back up our words with action.
 This is consistent with and accurately expresses our mission, vision, and values.
 This reflects something that we do or stand for and reflects who we really are as an 

organization and a brand.
 This accurately portrays our strengths and/or weaknesses.
 It is important to communicate this message, even if others criticize us for saying it.
 This content hides or disguises our limitations and shortcomings.
 This content portrays our brand/organization as something other than what it really is.
 This content portrays something we did in a more positive way than the reality.
 People will be shocked or surprised by this content. (This is not always a bad thing, but if it 

is too discordant with your image the message won’t be credible.)

Rate your answers on a scale of 1 to 5, 1 being totally disagree to 5 being totally 
agree. If you aren’t scoring a 4 or 5 on a majority of these statements, then go 
back to the drawing board and fix the content.



Trust Index
Trust Driver Questions % 

agreement Index

Programs/Products The Organization is making an impact with their  
Programs, products and services 44 44

Industry Leadership Has a clear vision for the future 34 34

Integrity The Organization has sound principles that guide 
their behavior 

40 40

Competence The Organization has the ability to accomplish what 
they say they will do 31 31

Trust Index Score 33
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Step 4: Establish benchmarks

 What are your efforts being compared to:
 Past Performance Over Time
 Those of your predecessor
 Your competition? 

 Whatever keeps your 
C-suite up at night
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Step 5: Select the Right Measurement Tools 

 If you want to measure messaging, positioning, 
themes, sentiment: Content analysis

 If you want to measure awareness, perception, 
relationships, preference: Survey research 

 If you want to measure engagement, action, purchase: 
Web analytics

 If you want predictions and correlations, then
you need two out of three of these tools
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The Tools you Need in your New Toolbox 



Measurable Components of Trust

 Competence
 Integrity
 Dependability/Reliability
 Transparency 
 Vulnerability
 Concern for Employees
 Identification
 Control mutuality
 Satisfaction
 Commitment

 Programs/Products
 High quality, evidence of impact, meets 

customer expectations, stands behind the 
Programs/Products and services that are 
delivered 

 Leadership
 Excellence in leadership, clear vision 

 Integrity
 Open and transparent, behaves ethically, 

keeps commitments, accountable, takes 
responsible action to respond to an issue or 
a crisis, communicates frequently and 
honestly on the state of its business 

 Competence 
 The factors (skills, expertise, systems, processes, 

governance) that allow the organisation to achieve 
the vision or move towards it. 
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Components of Empathy 

 Empowers others
 Ethical
 Collaborative
 Authentic
 Transparency 
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Drivers of Empathy  
• Contrition
• Sincerity
• Transparency 
• Empowerment  of others
• Civic responsibility 
• Fair trade 
• Social action
• Flexibility 
• Sustainability 
• Benefits 
• Diversity 



How to measure Trust and Empathy 
 Survey: 

 Ask your stakeholders “To what extent to do 
you agree with the following statements, with 
7 being “totally agree” and 1 being “totally 
disagree.” 

 Tools: Google Forms, Qualtrics, Survata, 
Survey Monkey etc. 

 Content Analysis 
 Machine learning and AI 
 What it can and cannot do accurately 

 Actions
 Amplification
 Downloads
 Purchase behavior 
 Recommendations 
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Statements that Measure Trust 
 This organization treats people like me fairly and justly. 

(Agreement with this statement indicates ethical behavior.)
 Whenever this organization makes an important decision, I know 

it will be concerned about people like me. (Agreement with this 
statement indicates collaborative behavior.)

 I believe that this organization takes the opinions of people like 
me into account when making decisions. (Depending on the 
degree to which your business is regulated, you may want to 
modify this to “opinions of constituents.”) (Agreement with this 
statement indicates collaborative behavior.)

 This organization does not mislead people like me. (Agreement 
with this statement indicates authentic behavior.)

 I am very willing to let this organization make decisions for 
people like me. (Agreement with this statement indicates 
trustworthy behavior.)

 I think it is important to watch this organization closely so that it 
does not take advantage of people like me. (Agreement with this 
statement indicates trustworthy behavior.)

25



Statement that Measure Empathy

• This organization believes the opinions of people like 
me are legitimate.

• This organization really listens to what people like me 
have to say.

• The management of this organization gives people like 
me enough say in the decision-making process.

• This organization treats people like me fairly and justly.
• Whenever this organization makes an important 

decision, I know it will be concerned about people like 
me.

• I believe that this organization takes the opinions of 
people like me into account when making decisions.
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Using Machine Learning and AI to measure trust: 

Wedding discussions were more likely to convey trust than advocacy posts



What Trust & Empathy Measurement Tells You 

 Have our programs and activities 
changed what people know, 
think, and feel about the 
organization? If not, what areas 
need the most work? 

 Have our activities changed how 
our stakeholders act (as 
exhibited by support, donations, 
downloads, applications, web 
analytics etc.)? 
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 Go back to your objectives. Does the 
data indicate you achieved them? If not 
why not? 

 Rank results from worst to best 
 Answer the questions your boss will 

ask: 
 What happened?
 So What ?
 Now What

 Add your recommendations 

Step 6: Use Metrics to Tell Your Story 

What they need to know 
but  don’t want to hear 

Recommendations

Most important finding



Key Rules to Remember 

 Define the stakeholders whose trust is important to the 
success of your organization.

 Rank order them by what relationships makes the biggest 
difference to your success

 Either (a) get the emails for those people, if there are just a 
few of them, or (b) contact Survata, SurveyMonkey, 
or Research Now, to find out what it will cost to send a 
representative sample a trust survey.

 Go through the trust & empathy survey instruments and 
identify 5-7 questions that are most appropriate for your 
needs.

 Build the questions into a survey and send it out.
 Analyze results. Look for trends, insights, and surprises.
 Repeat in six months.
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https://www.survata.com/
https://www.surveymonkey.com/
https://www.researchnow.com/
https://painepublishing.com/wp-content/uploads/2013/10/Grunig-relationship-instrument.pdf


Thank You!

 For more resources on measurement, check out Paine Publishing’s 
Measurement Mall or sign up for our Summit on the Future of Measurement 

 For a copy of this presentation or for any questions, email me at 
measurementqueen@gmail.com

 Follow me on Twitter: @queenofmetrics
 Find Paine Publishing on Facebook, LinkedIn, Instagram, YouTube, Pinterest
 Or call me at 1-603-682-0735
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