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Trust is like
a friendly
giant who
can envisage
and look far
into a future
land and has
the muscle
and means
to carry
business
through.

Professor Wilhelm Salber

What’s new in this edition?
Since our HuTrust® model was first
used in 2004, just after Bain Consulting
published the Net Promoter Score, a lot has
happened. We have put HuTrust® through
the grinder, attacked it from all angles and it
is still standing as a strong and inspirational
approach.
In the past few years, we have expanded our
case study library and filled it with many of the
world’s leading brands. Using it with clients,
we have refined and extensively quantified
the processes and techniques to develop
trust.
Furthermore, HuTrust® has well and truly
gone beyond the initial application in brand
development and strategy. HuTrust® has
now been successfully applied in many areas
where trust is a key element – employer
branding and employee engagement, media
and contact strategy planning, development
of trust in individuals, training of sales forces,
optimisation of call centre scripts, packaging
design and other touchpoints, often showing
return on investment improvements of over
30%.
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Why should you read this book?
Three reasons.
If you are not aware of it yet, you will discover
exactly how important trust is to your
business.
You will understand the reasons why
customers/clients/consumers prefer some
brands over others. And how to change that if
necessary.
You will learn how to actively build and
influence trust to drive the consumer impulse
to engage with your organisation and trial/buy
your product/services.
Even before we started building the HuTrust®
model 6 years ago, initial research showed
us that trust was and is the absolute key to
achieving brand engagement and transaction
and is one of the most commercially valuable
associations a business can make.
That’s because trust drives all the crucial
behaviours that grow an organisation’s bottom
and top-line.
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introduction

Trust Me? Why should you?
Over the past 20 years in the marketing industry, I have seen and
worked with most ‘leading’ brand and engagement approaches.
However, I came to realise that many approaches do not have a sound
foundation and often rely on the brilliance of the individual’s intuition.
The rare few that have strong scientific foundations also have their
own issues of executional ability and the ability to inspire. Furthermore,
many still rely heavily on models that have been proven wrong and
have failed, as you will see in this book.
Let’s give that some thought. In brand and marketing billions upon
billions are invested every year. Yet, these billions of dollars are
invested based on assumptions and intuition.
With HuTrust® - the trust building approach you will discover in this
book - we have been able to combine scientific and statistical rigour
with simple intuition and inspiration.
We found a way to make the deep seated and commercially invaluable
concept of trust understandable, conscious and practically usable in
business and every day life.
The 2010 edition of ‘Trust Me’ marks the 6th year of this highly
successful application. HuTrust® has proven itself to be an essential
and practical workhorse, far beyond a ‘nice to have’ ‘feel good’
concept.
Trust me - you’ll see what I mean.

Stefan Gräfe
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‘Companies need to be
aggressive rather than
passive in the building and
maintaining of trust.’ Steve Capp
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how did we get here?
Trust is a difficult topic to
approach. But after lengthy
research Barbara Grosgarth, a
qualiﬁed psychologist discovered
how trust actually forms.
The groundbreaking results of the
work then allowed us to create
a new holistic tool to develop
and steer trust - HuTrust® (or
human trust). The results were
supervised by psychology
Professor Wilhelm Salber the ‘father’ of Morphological
Psychology.
This new approach has proved
to offer unprecedented
accuracy and guidance in
impacting results in branding and
marketing, as well as in sales
and internal engagement.
This book is intended to share
some of these fascinating and
powerful insights into trust with
those that are looking for better
options to drive engagement with
themselves, their organisation
and their brands.
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‘The measured
level of trust in
a wide range
of product and
service categories
dropped by 10
percent or more in
2008 alone’
John Gerzema Young & Rubicam
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You can have
all the facts
and figures, all
the supporting
evidence, all the
endorsement that
you want, but if
at the end of the
day you don’t
command trust,
you won’t get
anywhere.
Niall FitzGerald,

Chairman Unilever(2001)

why trust is important

so you think you know your target...
Most of us like to think we know a

But is this enough? Do we

lot about our ‘target’.

really know what attracts them,

Whether we are growing an
existing customer base or
targeting new ones, we build up
profiles of the types of individuals
we aim to communicate with. We
study them in every detail, map

engages them and ties them to
our brands? The worst thing we
can do is stop half-way and allow
our marketing efforts to be based
on half-baked notions of what
motivates our customers.

the patterns of their daily lives
and try to find out what’s on their
minds and in their hearts.
In endless focus groups we ask
them to tell us what they want.
They fill in lengthy questionnaires
and we pore over them looking
for signs of what drives them
to a product, or what meanings
they glean from our marketing
messages.

...only knowledge can
show us where to go
next, where to focus our
precious resources.
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self-deceiving effort
The problem is that it is so easy

The bottom-line question is

to deceive ourselves. Because

whether all this hard-won

we spend so much time and

kudos actually translates into

money interrogating our targets,

sales. Out on the shop ﬂoor,

we assume we have done our

when they pick up the phone

best.

or go online to begin searching

Wrong! We have done our most,
not our best.

for a product, will they really
choose the product that they
have described so lovingly? Will

The sheer volume of information

they continue to buy it, become

we produce through all those

brand loyal, or even become

fancy methodologies tends to

brand advocates? This is one of

obscure the fact that information

the most perplexing questions

is not knowledge.

marketers ever have to grapple

We can produce report after

with.

report to prove that customers
think our brand whatever we
have striven to make it—the
coolest, the healthiest or even the
most trustworthy. We can compile
lists of glowing comments from
customers, and even prove that
they would choose our brand in a
forced situation. Again this is not
enough.
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self-deceiving effort
This is the point at which you
need to get out from behind that
pile of information. Take the time
to look at how you collected and
asked for information, the core of
which is the basis of your market
insight. Is it enough? Do you
have a way of getting into the
skin of your customers? Do you
truly understand their priorities?
Is your insight really insight? Or
is it merely what the figures are
telling you?
Market research company
Cheskin published a list of
what CEOs thought were the
‘most influential macrotrends’ in
consumer preferences. Across
all sectors it found that issues of
sustainability, authenticity and
trust were ranked highest. From
high-end luxury brands right
down to something as everyday
as household cleaning products.
Tracking of marketing initiatives
shows that the most important
criterion for consumers is trust.
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who else thinks trust is important?
You’ve probably heard enough jargon to last you a lifetime. So here
are some facts.
Globally, 80% of respondents agreed that if they trust a brand they
will recommend it to others.
The Edelman Trust Barometer shows strong connections between
trust in a brand and its sales. Where once a few activists might
boycott a mistrusted company’s products, 77 percent now say they
have criticised the products or services of a business they did
not trust to friends or colleagues.
Organisations in which front-line employees trusted senior leadership
posted a 42% higher return on shareholder investment than those
firms in which distrust was the norm.
A study found that a manager’s skill in developing relationships that
reduce or eliminate distrust, have a positive impact on employee
turnover. Also trust in the supervisor is associated with better
individual performance.
“Trust is what drives profit margin and share price. It is what
consumers are looking for and what they share with one another.”
CEO of Stamford Brand Consultancy Arcature and McDonald’s
veteran - Business Week (2009).
“Even before the economic meltdown, companies with trust issues
began realising they couldn’t keep talking past the problem with slick
television commercials.” He used the example of McDonalds. Long
vilified for its unhealthy food, McDonalds’ image, on a scale of 100,
has risen 8 points since they made a change in 2007.
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Trust is
confidence
in, or reliance
on the truth,
goodness,
character,
power, worth,
reliability of a
person, thing
or faith.

what is trust?

what do we think trust is?
To begin exploring what trust is,

But what is this thing called

it’s useful to start with yourself.

‘trust’?

What makes you want to interact
with the people in your life,
your friends, your family, your
workmates, even your family
dog? And what would make you
want to never see them again?
What makes you happy to deal
with certain companies, while
being turned-off by others?
Think about it long enough
and you’ll see that all these
relationships involve trust. It is
fundamental to your personal
relationships, and in business
it is the vehicle that will carry
your customer from their first

Everyone seems to have a
slightly different definition.
Starting with dictionaries, two
US researchers, Harrison
McKnight and Norman Chewany,
catalogued all the definitions they
could find to demonstrate how
confusing the word can be.
‘Trust’ had around 17 distinct
definitions - a similar number to
the word ‘love’. Their analysis
reduced the 17 definitions into
four high- level categories:
Benevolence, Integrity,
Competence and Predictability.

experience of your brand, onto

As you will see later, these

brand loyalty and eventually

categories bear some, but not

to the kind of evangelism that

much, resemblance to the more

money simply cannot buy.

exhaustive list of trust dimensions

Virtually all brand tracking
methods incorporate a trust
component, even if it is only a
question about the ‘risk’ to the
customer of a particular buying
decision. Almost every CEO will
mention trust when describing
their company’s mission.
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(and consequently the HuTrust®
model) we developed from
extensive interviews with real
targets.

In layman’s terms, at its most fundamental and functional level, trust is
linked to a chemical in our brain called oxytocin.
With technological improvements in computer imaging and other
research techniques over the last decade, neuroscientists have been
able to reveal more and more about how our brain works.
For example, endorphins and adrenaline are now well-known
neurotransmitters that respectively link to feelings of happiness and
excitement respectively.
When it comes to the study of bonding and trust, a neuropeptide called
oxytocin has been strongly linked to the machinations of trust and
studies have shown that increased levels of oxytocin:
•

increase willingness to transact

•

increase the desire to bond

•

increase generosity

•

decrease critical thinking and questioning

It is well documented that this natural chemical in our brain is strongly
connected to positive emotional states and the creation of social
connections. We have found some concrete examples of oxytocin’s
link to behaviour.

“Remove trust and
you compromise love,
friendship, trade and
leadership.”Antonio Damasio
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Example #1 Oxytocin lowers barriers between people
Antonio Damasio, in 2005, explained that in animals
oxytocin contributes to social attachment, including
bonding between male and female, mother and child.
He also stated that oxytocin plays a role in lowering
the (in layman's terms) ‘stranger’ complex or natural
resistance between animals.

Example #2 Investing more
Another study showed that when oxytocin is
triggered, people are more likely to invest more.
An experiment in Switzerland was set up by Kosfeld
et al. to understand if and how oxytocin impacts
investment behaviour. Test subjects were given
several investment options and money to invest.
One group of ‘investors’ was given oxytocin via a
nasal spray and the control group, a placebo. It
emerged that those that were dosed with oxytocin
were more likely to invest and invest more.
Oxytocin, which was known to be a key part of trust,
was thus found to be linked to direct behavioural
influence like investment.

.
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what do we think trust is?
In studies conducted by companies we deal with, trust is always the
key factor in choice for new customers. For existing ones ‘satisfaction’
trumps trust. However, we would argue that satisfaction is an extension
of trust. Meaning the company only fulfilled the task you trusted them
to do.
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‘97% of people
say that
trustworthiness
is a sign of
greatness’

The Age, July 15, 2005

a valuable asset
In 2001, Unilever’s chairman Niall FitzGerald spelled out the
importance of trust in black and white. “You can have all the facts and
ﬁgures, all the supporting evidence, all the endorsement that you want,
but if at the end of the day you don’t command trust, you won’t get
anywhere.”
FitzGerald commented: “A brand is now a storehouse of trust, that
matters more and more as choices multiply. Consumers want to
simplify their lives.” This natural choice reduction behaviour is also
mentioned in sociology by Professor Luhmann.

‘The
consumer
simply does
not consider
less trusted
alternatives.’
Paraphrased from
Professor Luhmann

Part of the value of a strongly

to trial it. If they do not like the

trusted brand is that customers

spin-off product, they will not buy

will forgive some mistakes. For

it and eventually unsuccessful

example, a number of trusted

products are pulled off the

brands have experimented with

shelves.

brand-extension products, a
marketing technique commonly
known as spin-offs. Because of
the association with the parent
brand, customers are more likely

The important understanding is
that trust in the parent brand is
often unaffected by this type of
experimentation.
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a valuable asset
If you actually want to quantify what your brand asset is worth, there
are various tools available. The branding consultancy Icon Brand
Navigation divides brand equity into two parts (see table below).
Crucially, the brand credit side of the table is made up of sympathy,
trust and loyalty.
The reason they’re seen as part of brand credit is that they show the
highest correlation with market share of all brand properties.

Edelman, a leading PR firm that tracks trust, stated in their 2009
edition of the Trust Barometer report that sales are directly linked to
levels of trust (Edelman Trust Barometer, 2009).
For our purposes, however, we are focussing on how to develop trustworthiness and the results will speak for themselves.

... at the end of the day if
you don’t command trust,
you won’t get anywhere.

advocacy and recommendation
Another crucial brand credit is

If people trust a brand they are

the concept of ‘Advocacy’ - the

likely to recommend it, and may

willingness of your customers

even become advocates. As a

to spread the good word about

result trust becomes one of the

you. Advocacy (propensity

simplest avenues to improve an

to recommend) has grown in

organisations’ recommendation

importance as a brand credit

and NPS. Trust is therefore not

since it was statistically linked to

only a strong driver of immediate

company performance through

customer behaviour; trust also

the Net Promoter Score.

becomes a strong indicator for

Advocacy and Recommendation
are a question of trust.
Our research (as well as
that by Concerto Marketing/
Research Now) has established
a very strong link between the

company performance.
If you improve trust you will
improve your bottom line. This
is why businesses should care.
This is why it is not good enough
to ‘kind of know’ about trust.

Propensity to Recommend (and
NPS) and Trust.
Our Net Trust Question – “On
a scale of 0-10, please indicate
your level of trust in Brand X?’
yielded a very high correlation
coefficient of 0.62-0.92 between
Advocacy and Trust.
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what is the Net Promoter Score?
The Net Promoter Score (NPS), was developed by Frank Reichelt and
Bain Consulting to accurately measure Advocacy. So successful is
their approach that it is used by many global organisations such as GE
Global, P&G and many more.
The NPS, according to studies conducted by Bain Consulting, is a
clear indicator for business performance. Their research shows that
the NPS has a strong correlation with business growth and share
performance.
The Net Promoter Score is measured by asking respondents on a
scale of 0-10 ‘how likely they are to recommend Brand X’. The number
of answers from 0-6 on the scale is deducted from the number of
answers ranging from 9-10 and this determines the NPS (more at
www.satmetrics.com).

mext advocacy/trust quantification shows that NPS and NTS are strongly correlated

28

trust in quality
This is one of the biggest hang-

Birds Eye Business Director

ups in marketing. The history

Chris Pomfret of frozen foods

of brand development and

company Walls UK, summed

marketing almost always begins

it up this way in 2002; “When I

with an example of a perishable

started in this business 30 years

good, like tuna ﬁsh, which

ago, the relationship between

due to technological changes

the consumer and the brand was

(the cannery) was able to be

much simpler. It was essentially

transported far and wide. This, so

a trading contract, where the

the story goes, gave customers

person liked the branded product,

a choice of three types of tinned

bought it and took it home to eat

tuna, the one that tasted best (or

or wash their hair with. It was a

that didn’t give them salmonella)

functional transaction. How far

was the brand they remembered,

things have come. Today the

and the one they came to trust.

issue is what a brand says about
someone, as a badge indicative
of the individual’s values and
view of the world.”
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trust in quality
What this view overlooks, however, is that the brand was never just a
quality mark brand. Right from the beginning, it sold states of mind as
well as the functional aspect of the product.
It’s easy to dismiss soap-powder commercials from the 1950s as
selling ‘whiteness’, but a closer look at the branding reveals potent
images of the way society, at that time, thought a woman should care
for her family. So a mother could buy peace of mind that she was
giving her children the best, while not actually requiring much proof
that the powder produced the ‘whitest whites’. Was she being conned?
Not at all.
Even Karl Marx observed that to his wife the broom was more than
a cleaning tool. You could think of it as fulﬁlling much more than an
external need. It sweeps away dissatisfaction at a much deeper level
as well. In the past few decades, such inner-directed satisfaction has
become a good in itself.
Later we’ll look more closely at how customers use products to move
through a linked series of states of mind and why they are willing to
pay for the products that best help them do this.

...the broom was more
than a cleaning tool.
You could think of it as
fulfilling much more than
an external need.
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brands as old friends
Carly Fiorina, former CEO of

Her view is echoed by John

Hewlett-Packard, told a global

Naisbitt, author of the inﬂuential

management conference in 2002,

‘Megatrends’ series of books,

“I think about strong brands in

“One effect of fragmentation

the same way that I think about

of consumer markets is that

lasting, trusted friendships.”

consumers can become

What did she mean? Simply that
our relationships with brands
are in many ways no less

paralysed by choice. Faced with
a jungle of choices, consumers
will return to brands they trust.”

demanding. “Trusted friends are

”Trust,” Fiorina adds, “is

interested in what you think, what

the foundation of strong

you feel and what you have to

companies and strong brands.

say. You know they have your

This means being counted on to

best interest at heart. You know

do the right thing when nobody

they won’t take advantage of you.

is watching. It means doing what

You know they’ll go the extra mile

you say you are going to do. It

for you and try hard not to let you

means that your word is your

down. Above all, a trusted friend

bond. In the end, trust is knowing

is one who makes promises and

that a company is what it says

keeps them.”

it is.”

Why does she think this is

It’s clear that global business

important? “In a world where

leaders value trust highly

everything is changing around

and make the link between

us,” she explains, “where all of

interpersonal trust and company-

us have so many options and so

individual trust.

many difficult decisions to make
every day, there is one easy
decision, to trust the strong brand
that has never let you down.”
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brands as old friends
Researchers have likened

Grossman’s next stage is the

the trust-building process to a

‘trust’ phase. Here, he highlights

romance, (the same oxytocin

predictability, dependability

at work as mentioned earlier)

and faith as the virtues each

hopefully ending in marriage.

seeks in the other. At this stage,

Randi Grossman, assistant

every encounter between

professor of marketing at Seton

the parties serves to solidify

Hall University, identiﬁes four

the relationship. Finally, says

stages in relationship building.

Grossman, ‘The relationship

In the ‘courtship’ stage, both

reaches the ‘commitment’ stage,

partners give information about

characterised by, among other

themselves and ultimately

things, a limited desire to seek

expect to receive feedback from

out alternatives. This is brand

the other to show that they’ve

loyalty - a quality that deﬁnes

listened. For a brand, this

your most valuable customers.

could mean capturing data on
the target to better meet their
expectations – all the target has
to do is take in the marketer’s call
to action.

“What we need now is a way
of analysing the trust placed
in our brands, building it
up and steering it towards
engagement - a method that can

In the ‘maintenance’ phase of

also give us clear direction on

the relationship, both parties

where trust is breaking down or

continue to invest in the

what we are not trusted for.”

relationship rather than break it
off and start again from scratch.
This takes less effort, but also
leads to deeper satisfaction
for both partners. Again, smart
marketers are aware of the high
costs of acquisition compared to
customer retention.
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An example:
Australia Post considers itself highly trusted. And it is. You ask
consumers and they will tell you they trust Australia Post very
highly. They are certainly trusted for ‘delivering stuff’.
But when it comes to future growth – what they are ‘trusted
for’ might not be engaging enough to drive this growth. And
this is what a deeper analysis of trust uncovers.
If, for example, Australia Post wants to make inroads into
the insurance market (as they currently do), being trusted for
‘delivering stuff’ is not sufficient to generate engagement and
the uptake of the new product. They need to uncover what
their new trust drivers need to be, and develop strategies
around them.
Another example:
In many projects we found that an alternative quality was
actually much more motivating. We worked with a wellknown dairy product that was particularly trusted for its ‘dairy
goodness.’
The original marketing plan was to invest further into this
perception of ‘dairy goodness.’ However, through proper
analysis we found that a much more motivating trust driver
was the dairy product ‘being in a class of its own’, due to its
unique status in Australia. From the products and experience
they offered, right through to communication and pricing, the
consumers wanted to trust that the brand was ‘in a class of
its own.’ This changed the marketing strategy and lead to an
increase in sales of over 35%
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It is not about
"a brand I
trust".
Agree		
Disagree
It is about
what I trust
a brand for
that makes it
relevant.
Stefan Gräfe

measuring trust

quantitative quandary
Traditional analysis of brand-

In ‘Market Leader’ (2003),

trust has relied far too heavily

James Murphy, one of the

on quantitative research. Do you

UK’s leading socio-economic

feel the company has let you

forecasters, detailed the ﬁndings

down? Do you trust the company

of Edelman’s fourth trust survey

to act on your request? Strongly

in the UK, which showed that

agree/ strongly disagree? Just

60 percent of respondents

a few days ago a colleague

generally trusted airlines, but

of mine received a call from a

only 21 percent trusted insurance

market leading health insurance

companies. Murphy, quite

company asking why she

rightly, raised the question of

cancelled her policy - one of the

what this really means to the

statements she was asked to

brands involved. When do these

comment on was (of course) -

quantitative ﬁgures matter? Is

“on a scale of 1-10, please rate:

there a limit to how much trust

XYZ is a brand I trust”. These

can be generated in a particular

sorts of questions without context

product area? What other

are responsible for the gIut of

brand features over-ride trust in

information and the paucity of

inducing the customer to buy a

knowledge that characterise

product?

brand-trust research.

Good questions, granted, but
we still don’t have any good
answers.
Murphy believes relative levels
of trust between competitors are
key, rather than any absolute
level of trust.
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He also thinks trust is much

One in ﬁve respondents said

more volatile than it has ever

their expectations had not been

been before, which is why it is

met in the previous six months,

necessary to start real dialogues

but nearly half of them were

with marketing-savvy consumers.

not conﬁdent the matter could

Our target consumers are right

be addressed by the company

to be skeptical of our messages,

if they complained. One third

and getting them to trust us

thought complaining would not

means relinquishing some of our

be worth the trouble even if the

control, after all, dialogue is by

problem could be ﬁxed.

deﬁnition two-way.

What makes these ﬁgures

It’s worth underlining just how

alarming is that all nine of the

skeptical today’s consumer

companies covered by the

really is. The Society of

survey had invested in customer-

Consumer Affairs Professionals

relationship management

(SOCAP) asked 4,000 people

systems all of which have

for their views on nine blue-

somehow failed to address

chip Australian companies. The

these issues of trust.

survey found that only one in 20
customers expressed trust in the
organisations, and only one in
40 thought that the organisation
trusted them.

...60% of respondents
generally trusted airlines,
but only 21% trusted
insurance companies.
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the error of trial
A more sophisticated view of trust is found in the ‘Trust Index’
developed by Roland Berger Strategy Consultants, which at least
treats trust as a multi-dimensional concept. The index attempts to
pin down trust by asking ten questions on a quantitative level, and then
charting the results on a ‘proﬁler grid’. The grid simpliﬁes the process
of comparing the ideal and the actual perception of a brand. However,
this method cannot capture trust as such, because it measures only
existing aspects of a brand - it’s more of an image measurement tool
than a brand-trust development tool.
Marketing literature tends to reﬂect a conventional wisdom concerning
brand-trust that is far from enlightening. The much talked about ‘trust
cycle’ assumes that trust is something that is developed over a series
of successful trials by the customer. It is assumed that the individual
moves from phase-to-phase with successive trials. The problem with
this description of behaviour is that it is a post-rationalisation, it only
explains what has already happened, when trust is actually futureoriented.
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Serious, insightfuI studies of trust

produced an 11-item brand trust

are thin on the ground, but one

scale which formed the basis

of the best explorations of this

of a quantitative survey of 221

subject to date comes from Elena

consumers, to measure their

Delgado-Ballester, assistant

perceptions of various products.

professor of marketing at Spain’s
University of Murcia. Her study,
‘Development and Validation of
a Brand Trust Scale’, combines
qualitative and quantitative
surveys to break trust into a
number of component elements,
and then attempts to create a
measurable scale for each.

This approach, says DelgadoBallester, “Is the beginning of
a deeper analysis of the ‘trustcommitment tandem’ in the brand
consumer domain, against the
traditional ‘satisfaction-buying
intention’ paradigm.” She is quite
right. However, this approach is
still only measuring the status

Delgado-Ballester deﬁnes brand-

quo of brand trust. What we

trust as, “A feeling of security

really need is a means to further

held by the consumer in his/her

develop trust in ways that lead to

interaction with the brand, that

engagement.

is based on perceptions that the
brand is reliable and responsible
for the interests and welfare of
the consumer.”

Trust, which leads to
engagement, interaction,
transaction and commitment,
is the unexplored territory that

In qualitative interviews with six

only deep qualitative research

respondents, Delgado-Ballester

can reveal. This is the territory

asked what a trustworthy brand

we set out to explore through the

is, how it can be characterised

research project with Barbara

and what is expected of it.

Grosgarth at the Transform

By combining their deﬁnitions

consultancy.

with existing deﬁnitions from
market research theorists, she
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"Trust is a feeling
of security held by
the consumer in
his/her interaction
with the brand,
that is based
on perceptions
that the brand
is reliable and
responsible for
the interests and
welfare of the
consumer."
Delgado-Ballester

mapping trust

the complexity of trust
So where do all these views on brand-trust and brand analysis leave
us? One thing should be clear by now, you cannot get inside your
customer’s head with quantitative studies alone. We do use
rigorous quantification, but only after qualitative work to ensure appeal
in a mass sense.
Trust is a complex system, not just a combination of singular aspects
that can be tested and measured individually.
All aspects of trust are related. We need to understand what these
aspects are and just how they are interrelated. To dig deeper it is
necessary to drill down beyond the conscious and traditional.
A good way to imagine this kind of trust is to think of what you expect
from your car. Imagine you’re out for a Sunday drive, heading towards
a sharp bend in the road with another car right on your tail.
You trust that your brakes will slow you down enough to take the
corner safely; trust your steering won’t fail you; and trust that your
engine will accelerate out of the corner before the driver behind runs
into you. But is that all there is to trust anticipating that what you’ve
already tried will continue? It doesn’t make for a great car brand: “Buy
Trustie cars - they brake, steer and accelerate, every time!”
If that’s all there was to brands, we’d probably just list proven attributes
in some kind of directory where people could look up the functions
they required. Beyond the functional aspects, a brand has to make
promises about the future, about how it will make you feel, about
how it will beneﬁt your life.
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A BMW and a Ford make different promises to the same individual - a
tradesman might see a BMW as a promising prestige car that is out
of his reach, but a Ford as promising the ultimate in reliability for his
business. Two such different brands can also make the same promise
to different types of individuals - a businessman might think of the
BMW as promising the ultimate in reliability for his business.
In these situations, the brand is a mirror for the individual’s selfperceptions as well as his desires. In fact, brand-trust cannot be
explained in purely functional terms, could you imagine describing your
parents or friends in functional terms - if you think that’s all there is to
your relationships… you might want to see someone.
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enter morphological psychology
Getting inside the trust relationship requires some deep probing of
individual minds. The natural tool of research is psychology, and one
School of Psychology is particularly well suited to our needs.
Morphological Psychology, the world’s most cutting-edge psychological
theory, was first developed in 1969 by Professor Wilhelm Salber at the
University of Cologne.
As its name suggests, Morphology studies transitions or morphing
from one state of mind to the next - the emotional equivalent of the
’four seasons in one day’ mentality of the weather in Melbourne,
Australia.
Morphology looks at our lives as a progression of interconnected,
interdependent events. No single event happens in isolation - I don’t
drink a beer simply to quench my thirst, or even just to escape reality. It
is a vehicle from one mental state to the next, and the brand I choose
to fulﬁll this role is a vital part of the process.
There are plenty of alcohol choices on the market. From the cheap,
ﬁzzy and refreshing cider - perfect for quenching thirst - to the
bittersweet and heavy stout best suited to brooding. But which ever
brand I choose, there will be a psychological need behind it.

...a progression
of interconnected,
interdependent events.
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morphological theory
As a theory, morphology is

And this context never stops

much more than just a branch

changing. The alternative

of psychology. It is a holistic

lifestyles that saw people making

philosophy of human society and

their own bread in the 1970s

culture which allows us to see our

may have faded away, or may

brands, and the marketing of our

be resurgent as you take your

brands, in the broadest possible

product to market. Morphology

context.

can give us unprecedented
understanding of this ebb and

Nobody consumes a product in
isolation - it is always just one
small part of a range of products
they use. These products,
together with the individual’s
cultural habits, make up the
context into which a brand is
marketed.
You can sell ﬂour to two
individuals, but you may ﬁnd that
one uses it to make their own
‘healthy’ bread, while the other
fries it into ‘naughty’ donuts.
Clearly, the consumers’ attitudes,
habits and tastes produce very
different motivations for buying
the product.

ﬂow of cultural trends.

morphological theory
In developing morphology,

Secondly, morphological research

Wilhelm Salber has drawn on

uses deep psychological

the ideas of some of the giants

techniques which are descended

of human thought. Firstly, in line

from the psychoanalysis of

with the philosophy of Friedrich

Sigmund Freud. By delving into

Nietzsche, Salber’s theory shows

the unconscious motives and

us the necessity of throwing

desires of the customer, we can

out existing ideologies, and the

know more about what they want

prejudices they create. We need

than they are able to explain to

to see our target consumer in a

us directly.

fresh light to avoid repeating the
marketing mistakes of the past.

Finally, following the philosophy
of Johann Wolfgang von Goethe,
morphology allows us to view
the present as part of an everchanging social reality.

Morphology not only gives
us a snap-shot of the
status quo - it also shows
us how the customer got
to this point, and where
they are likely to go next.

enter morphological psychology
Back to beer… I could choose a fashionable, boutique beer in a
fancy bottle to ﬁt in with my friends - a Stella Artois, perhaps. I might
choose a very old brand to reinforce the feeling that some things never
change, thereby grounding and stabilising myself - maybe a Guinness.
I might choose something more exotic - a Hoegaarden might ﬁt the bill
- to explore and expand my psychological horizon.
A marketer of any one of these brands needs to understand which
‘transitions’ it can assist with. That’s where morphology can help. It
has become popular as a research methodology across Europe and is
now accepted globally.
The morphological approach is purely qualitative to begin with, using
a deep psychological assessment of a small sample size - usually 80
to l00 respondents. This follows the principle espoused by Germany’s
Institut für Marktforschung – that when you’ve looked at 100 car
engines, seeing more is not likely to give you any more insight into
how they work. A researcher conducts interviews with individuals,
based on a discussion guide written by a psychologist, to uncover the
respondents’ life experiences and their expectations of a brand.
However, unlike other methodologies, the interviewers do not ask
speciﬁc questions with yes/no, agree/disagree answers or use a rigid
discussion guide. Rather, they follow a loosely worded script that aims
to unearth the individual’s deep psychological motivators, without
imposing a formal structure on their answers. The script itself evolves
further during this process.
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Trust is
the key to
engagement,
interaction
and
transaction.

new insights on trust

shedding new light on trust
Using the morphological

To continue the parent analogy,

techniques and applying its core

the trust we have in them

principles to our research on trust

becomes increasingly passive

five years ago, we immediately

over time as they contribute less

noticed the qualities we defined

and less to our development.

and standard definitions (solidity,

Our active trust is transferred to

reliability and quality) were only

other groups in society - friends

the superficially ‘nameable’

and colleagues - that help us

aspects of trust. They had little

move towards our goals. This

to do with our willingness to

was also found to be true of

engage with a person or a brand.

brands, which goes some way

On an interpersonal level, think of
your parents or school teachers
- they probably meet the above
criteria for trustworthiness, but
as we get older we are likely to
engage with them less.

to explaining why some of “the
most trusted brands” may not
be the ones that are being used.
That is, companies that perceive
themselves as being trusted based on this single definition ‘of
just doing the right thing by me’

Our research began to show that

are not necessarily the ones that

being available and dependable

grow.

are only minor parts of being
trustworthy. We also want to
trust people or brands to help us
develop ourselves and to reach
our goals in life. This ﬁnding
allowed us to distinguish between
passive components of trust
and the active components
- those that make us actually
engage with a brand or a person.
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the key question of activating trust
Now we’re getting somewhere. Once we had distinguished between
active and passive trust, we were able to look for other useful
dichotomies that would allow clients to balance out different areas of
trust in their brands.
Extensive research has shown that high levels of trust lead to higher
levels of customer retention, and consequently organisational
proﬁtability.
This is a key point - to ‘trust’ on its own is not the objective. We need
to know which elements of trust to develop which will lead to actual
engagement with the customer. This means that they not only think
about and trust our brand, but also buy our brand.
To facilitate the actual engagement we needed to develop a tool that
could promote ‘active trust.’
To start with, through hundreds of in-depth morphological interviews,
we analysed how trust motivates an individual to enter a relationship.
Morphology was critical to make sense of the seemly endless versions
of ‘I enjoy my time with them’, ‘my parents already knew him’, ‘You
just know he will come up with great new ideas’ and ‘He inspires me’.
Patterns in the chaotic responses slowly emerged and we were able
to determine six key factors (Facets) that lead to a fulfilling relationship
and consequently engagement.
However, it would have been too simplistic to assume the same
factors in interpersonal trust would apply directly to brands. Therefore
we continued researching and found there are a great many
interpretations for trust in brands and what they are trusted for – which
a lot of the time is different what they want to be trusted for.
The key revelation was the finding of the real question. “What do I want
(or need) to be trusted for? And what must I do to build that trust?
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six facets of trust
After refining our research to this ‘real question’ we were able to
identify that, psychologically speaking, trust can be broken down into
Six Facets of Trust. Or as one client characterised them ‘the docking
stations with the consumer.’ The Six Facets of Trust create trust. The
specific qualities of each of these facets can now be analysed for each
brand, person and touchpoint, to understand:
- what associations drive and inhibit trust
- what your stakeholders (customers/employees/public…) want to and
need to trust you for
- what you are not trusted for
Only through understanding these factors, will you be able to actively
define your trust facets and build on them.
For example, in analysing your organisation you may find that you are
trusted for ‘having been around for 120 years’, for ‘supporting football’
or for ‘being the biggest’. Part of the trust building task is not just
knowing this, but knowing which is best for you. Which element(s) will
prompt the strongest feelings of trust and which associations may even
inhibit trust.
In many cases we found that entirely different qualities would have
driven trust stronger than any of the current associations.
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... Six facets that can
make (or break) trust.
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‘When it comes
to brand, trust
is the absolute
highest quality
you can
achieve.’
Wes Wasson, Senior VP-CMO, Citrix Online

understanding HuTrust®

facets and their interplay
All Facets are crucial to build and maximise trust. Understanding how
these Facets relate to each other is important. Each Facet has a direct,
complementary Facet. They work as pairs and the three resulting
pairs work together to build trust. These pairs are at the heart of the
HuTrust® approach. It is not just about understanding what drives
trust, it is also about the Facets interplay.
However, the Facets are not equally important. Psychologically, there
are differences in importance and this is related to the way our brain is
hardwired. Ranked in order of psychological importance, the pairs are:
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Stability and Development Facets
The fundamental pair is to
understand the background and how
it will lead to progression.
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The other two pairs can seen as bringing richness to the fundamentals.
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Relationship and Benefit Facets
Psychologically speaking we do not
enter relationships without expecting
a clear benefit from it. Vice versa, a
clear benefit does not mean anything
if the relationship is not palatable.
Vision and Competence Facets
A vision without showing a
corresponding competence
to achieve it does not lead to
engagement. On the other hand,
a strong competence without
knowing what for, does not lead to
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engagement either.

It is now clear that there are 6 facets to trust. These 6 facets work as 3
pairs and all 3 pairs together form trust.
Using the diamond shape to visualise the facets of trust is no
coincidence. In making a raw diamond valuable, the cutter needs know
what facets are needed and possible and needs to know how they
relate to each other to maximise the light bouncing off each other.
The next section will explain each of the facets in a little more depth,
and allow you to relate some of the examples and explanations to your
brand or yourself.
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relationship #1 Stability & Development
Stability
When thinking about what makes us trust someone, we want to
understand where they have come from or what they have done, or
what they have achieved - essentially what their history is.
Where is the brand anchored? What stabilises it? What is enduring and
continuing and in some ways predictable? In many client cases, trust
was equated to just this one facet. This led to a very one dimensional
and limited understanding of their trust and thus to misguided actions
and missed opportunities.
When it comes to brands we often find that the core stabilising aspects
are revealed through their history. It can literally be that they have
been around for 120 years, or, come from a working class background
(Victoria Bitter).
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Development
The counterpart to Stability is Development. Development is about the
way interaction with the brand suggests to the audience it will innovate,
progress and stay relevant in the future. As you can already see from
Stability, it is not just about being ‘stable’. In Development, it is the
same.
Development can happen in big, bold steps to push boundaries
or slowly changing with times. The determination of the flavour of
this facet is dependent on the stabilising aspect and vice versa.
For example, if your stabilising facet is defined as ‘growing with our
community’, it would be counterproductive to define the development
as ‘revolutionising the way we live’.
On a side note, while reviewing the draft of this book I received a
market research call about business banking. Predictably I was asked
whether and how strongly I agreed/disagreed that the named brands
were ‘innovative’.
Knowing how many people think you can dream up new ideas is not
going to give you insight. It is much more beneficial to understand how
current or future organisational changes will impact your audience. Will
you still be the preferred brand? Will you be relevant to their lives as
they change?
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stability versus development
The White Pages HuTrust® Model:
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Changes made for confidentiality reasons.
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relationship #2 Relationship & Benefit
Relationship
The Relationship concept is the closest to the concept of human
personality or character. We describe it as the human qualities that the
brand or touchpoint portrays.
It is about establishing the chemistry.
Is the brand supportive and caring or abrasive and unresponsive?
Does it provide a sense of adventure or is it open and nonjudgemental?
An interesting point in Relationship is the mistake of defining what
the person is, as opposed to what they mean to you - defining the
functional benefits but not the dynamics of the relationship.
For example, a relationship quality may be defined as “down to earth”
- as in “Adam is down to earth.” However, if he is “down to earth” then
when I spend time with him, I should feel welcomed, taken care of and
even feel it is a refreshing change (from my other snobby friends!). In
this case, the dynamics of our relationship, or his Relationship facet is
“Welcoming, caring and a refreshing change”.
Benefit
Like it or not, every relationship (particularly a business relationship)
needs purpose or a ‘reason for being’. Answering the ‘what’s in it for
me?’ question is what we call the Benefit.
Psychologically speaking, Benefits can include ‘fun’, ‘guaranteed
access’ or ‘going beyond what I imagined’. A Benefit is the ability to ﬁt
in with customers’ lives and interact in a meaningful way.
When thinking about benefits, again, a typical mistake is to look at it
in a functional way only. To continue with Adam’s story and bearing
in mind the interplay between the two facets, the counterpart to a
“Welcoming, caring and refreshing change” relationship is the feeling
of security or emotional nourishment. This means that when I need to
feel secure for whatever reason, I would seek out Adam’s company.
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relationship #3 Vision & Competence
Vision
Vision refers to the deeply attractive concept of ‘the ideal’ or ‘the future
we are pursuing’. Often this is a higher goal or a deep, shared ambition
or hope.
What is the brand’s inspiration? Its philosophy? What does it look
forward to? What drives it?
It can be as simple as ‘wanting to leave things in better shape than
we found them’ or, in the case of Apple ‘supporting humans to create.’
While at first one might think that this is important to big brands, many
big brands do not define or signal their vision.
‘Vision’ is important in every interaction, whether it is the direct sales
meeting or the handyman’s direct marketing flyer in my letterbox.
Competence
Competence refers to the factors that allow the organisation to achieve
the Vision or move towards it.
What competitive advantages does it have over rivals? Are they
stronger, better, more focused? What do their competencies allow
them to pursue?
Contrary to many brand definitions that define ‘passion’ as a
personality aspect, ‘passion’ and commitment can very well be a
part of competence. A competency can also be the fact that one is
aggressive or proactive or has the perfect combination of ‘people and
process’.

...the best tools in the
world are useless unless
you have a vision of what
you want to do with them.
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Confused? It works in job applications!
One way of thinking of HuTrust® is seeing how it works in a job
application.
When you start looking for a job through job advertisements, you are
reading the signals the ad is giving you about all the Facets of trust.
Below is an example of an advertisement mext placed last year.

Illustration only: original designs have been deleted
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As is obvious from its nature as a job advertisement, it is very strong
in Stability and Competence. To make a potential candidate trust mext,
they have shown:
- Where they come from and where they expect to go.
- What kind of relationship the candidate would have with them and
how it would benefit the candidate.
- Where they want to go and implied how they are going to get there
with the candidate’s help.
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Confused? It works in job applications!
So if a candidate was interested in applying for the position, you would
have demonstrated your HuTrust® Facets in a way that attracted them.
Then a candidate would reply to the advertisement, demonstrating
all of their trust facets in the hope they would connect and make the
potential employer be interested in meeting them.
An interesting point to note is this candidate hit on all the trust Facets
unconsciously. What do you think would happen if you made this
behaviour conscious?
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Illustration only: original designs have been deleted

what else can it be used for? Dating!
How do each of the pictures shown below make you feel?
Each of the people, in their own way are sending you their first trust
signals through their clothes, choice of hair style, make up, or, if they
were moving, their body language.
You would be able to trust or distrust each of the people below for
different things.
You may trust the ‘Hippy’ for being laid back and chilled out. The office
girl for being diligent and organised. The dancer for being hip and cool.
The point is you could make a HuTrust® model for each of these
people and whether you strike up a conversation or connect with them
emotionally for whatever purposes, the same facets apply.
Where do they come from? Where are they going? What kind of
person are they? What's in it for me? What are their dreams? Can, or
will they, achieve them?

All images © istock
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a qualitative example

With the confidence crisis in
health services, the board asked
us to help review the brand.
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defined the 6 trust Facets, seizing
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We conducted market research
with many staff, DHS, patients,
GPs and other stakeholders to
analyse what drives and inhibits
trust in the organisation.
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St Vincent’s Health is one of
Australia’s largest health service
providers. As the name probably
reveals, St Vincent’s Health is
a Catholic organisation. In fact,
right into the 90’s its operations
were run by the Sisters of Charity.
Today they still sit on the board.

a qualitative example
From there we defined the trust
core – the overarching trust
association we wanted to build.
Each of the qualities was
described and its meaning
detailed for each of the
stakeholder groups.
For example, the Stability
was defined as ‘the example
of St Vincent.’ This may not
be surprising considering that
the organisation is called St
Vincent’s, but to our surprise
virtually no staff, no patient and
most board members could not
tell us who St Vincent was and
why they were called St Vincent.
In fact, Vincent (later St. Vincent)
was one of the most amazing
characters and his life one of the
best adventure stories we have
come across. His money for
study was stolen. He chased the
culprit across the Mediterranean.
He was abducted and then sold
as a slave by pirates. Then he
escaped, fleeing his owner and
went back to France…
To patients the example of St
Vincent is important. During his
time, St. Vincent introduced to
France the ethical treatment of
the poor who could not afford
health services. He did not
distinguish between rich and
poor, deserving or not deserving.
If someone was in need, he
treated them.

St Vincent’s Health has functions
such as free treatment of
refugees and the procedures
to help the homeless, including
assistance with housing,
education and recovery.
His non-discriminating approach
towards patients and ‘working
for their best interests’ attitude
strongly influenced the
Relationship and Vision facet and
remains one of the goals of St.
Vincent’s Health.
St. Vincent also pioneered
many aspects of health care
and continues to do so today.
It is not just a ‘hospital’, it is a
tertiary institution, a world leader
and a caring organisation. This
attitude heavily influenced the
Development and Competence
Facets of the St. Vincent’s Health
HuTrust® model.
All in all, the trust drivers defined
add up to a trust core of ‘being
in touch’. To translate these
into action, we developed the
St Vincent’s engagement story
to facilitate personalisation and
ability to retell and emotionally
engage.

69

It’s a business. You’ll need the statistics too!
Luckily, the HuTrust® model is fully quantifiable.
You are not just telling pretty and fun stories, even if they are engaging.
From qualitative research, you would have gained some idea of
the Facets, through refinement and much discussion, you would be
ready to test them out on members of your desired audience and/or
audience segments.
In one case, we found through quantification for one of our clients that:
Each of the HuTrust® Facets had a strong impact on trust and choice
with current customers and the competitor’s customers.
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The key segments responded the strongest to the HuTrust® qualities
the organisation wanted to stand for:
IN F LU E N C E O F S T A T E M E N T S O N T R U S T A N D C H O IC E
CORE TARGET AUDIENCE
•

T h is ch a rt sho w s th a t in term s o f re la tive im p o rtan ce, ALL Facets worked strongly with core audience.

H igher
im portance
for trust

A ve ra ge im p o rtan ce
fo r cho ice

F acet 5#
F acet 3#

F acet 6#

F acet 4#

F acet 1#
F acet 2#
T rust C ore

A ve ra ge im p o rtan ce for
tru st

Low er
im portance
for trust

Low er im portance for choice

H igher im portance for choice
T his graphic has been anonym ised to protect client confidentiality.

IN F LU E N C E O F S T A T E M E N T S O N T R U S T A N D C H O IC E
TOTAL SAMPLE
•

T h is ch a rt sho w s th a t in term s o f re la tive im p o rtan ce, F a cet 5# is th e key in flu e n ce.

H igher
im portance
for trust

A ve ra ge im p o rtan ce
fo r cho ice

F acet #1

F acet #5

F acet #2
T rust C ore

A ve ra ge im p o rtan ce for
tru st

F acet #6
Low er
im portance
for trust

F acet #4
Low er im portance for choice

F acet #3
H igher im portance for choice
T his graphic has been anonym ised to protect client confidentiality.

These findings were highly important. For one, they proved that using
the right trust drivers, the company would not just build trust, but
immediately impact choice. This is an important foundation for a sound
investment strategy.
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after implementation
After implementation of your Facets, you would see an impact as well.
The HuTrust® building progress can be tracked in a number of ways.
•

Return on Investment. (Measuring hard facts such as response or
sales improvements)

•

Overall level of trust. (Please indicate your level of trust in
Brand X. Scale 0-10, Not at all/Fully)

•

Advocacy and Net Promoter Score. (How likely are you to
recommend the brand/person /product /project to others? Scale
0- 10, Not at all likely/Very likely. From these answers you will be
able to see the improvement in advocacy, and can also calculate
your Net Promoter Score and track improvements – indicating
company performance.)

•

HuTrust® Facets and Trust Core. (As you invest into these, you
would want to track progress in terms of strength of association.
That way the different activities can be clearly accounted for.)

In many cases we have seen remarkable improvements in
consideration, sales growth, trust levels and an increased return on
investment, averaging around 30%.
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This graph shows the quantitative evaluation of a brand’s Six Facets.
Two examples of what we can we determine from the graph are:
•

The ‘plan to grow’ bar is currently not associated with the brand
but is highly relevant. Therefore more investment would be a
highly effective strategy.

•

The ‘achieving more’ bar is highly relevant, but has less
differentiation from other brands. However, the brand was already
trusted for ‘achieving more’, therefore, a holding strategy would be
applied.
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touchpoint optimisation
The ability to use HuTrust® to drive brand strategy at multimillion
dollar, multi-year levels attests to its unique ability. But as we
mentioned at the start, HuTrust® is a workhorse for every day
application.
One client for example started afresh in a job. After a few months
she asked us to review her marketing plan. In it she had taken the
HuTrust® model for the brand and, without guidance, developed a very
compelling media strategy from it.
In another case, well before we used HuTrust® in employer branding,
a client used HuTrust® to review himself as a manager.
Another nice example is a seemingly little thing like packaging design
and messaging. In this case, a yogurt showed little growth and a
strong competitor entered the market. Using HuTrust® we analysed
the trust facets and advised on significant changes to the pack design
and – more importantly – the message. The design company perfectly
translated the findings into a great pack design. On introduction of the
new pack design, without marketing and promotional investment, sales
increased by 36%.
So, whether you build trust top down or bottom up, with HuTrust® you
greatly improve your chances of achieving a superior return on your
efforts.
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“Everything else has been
reinvented – distribution, new
product development, the
supply chain. But marketing is
stuck in the past. The world
has changed but our methods
for understanding consumers
have not. We keep relying on
familiar but ineffective research
techniques and consequently
misread consumers’ actions
and thoughts. The products and
communications that we create
based on those techniques
simply aren’t connecting with
consumers.”
Elliot Ettenberg, as quoted by Gerald Zaltman, Professor of Marketing,
Harvard Business School, “How Customers Think” Harvard Business
School Press, February 2003 (first published in “The Economist”)

Trust is not
just about
"doing the
right thing",
but as much
about "where
does it lead
me?"

conclusion

All evidence says that ‘improving trust’
provides a great opportunity to achieve
growth and drive business performance. Put
bluntly, it is just not good enough to be “kind
of” tracking trust when considering millions, if
not billions, of dollars of market investment.
Trust deserves a closer look. This book will
have given you a better understanding of trust
and its intricacies and hopefully inspired you
to look into the topic.
Using HuTrust® to improve and build trust, we
may not find eternal happiness, but we have
shown that it can make a difference of over
30% to your business performance.

appendix

The HuTrust® Model comprises:
Analysis, giving a clear picture of the qualities
of each dimension for particular brands – your
own and the competitors’.
Evaluation of strength, relevance and
uniqueness of each quality, showing the
status of trust potential each brand has and
giving you the knowledge to develop and
benchmark the brands.
Development and reﬁnement, deﬁning and
harmonising each dimension’s qualities.
Action and budget allocation
Tracking and controlling, to determine
effectiveness and reﬁne future investment
requirements.

80

Discover the most important asset in business - trust. It is
the social glue that holds people together, the bond between
a mother and child, a handshake to seal the business
deal and the reason customers buy an organisation’s
product. Share in our powerful insights into trust and learn
about the world’s most practical, inspiring and successful
psychological model for driving engagement.

