






As cloud computing costs keep falling, the world is awash with data. If the challenge 
of yesteryear was not having enough information, today’s challenge revolves around 
managing the vast amount of information available and interpreting what all this data 
means and how it can affect an organization’s day-to-day operations. Thanks to the 
ever-decreasing cost of bandwidth, the fact that now everyone carries a potent 
computer in their hand, and the explosive growth of social media, it is now easier 
than ever for information to be distributed across the globe to a vast number of 
people in a brief time. The question then becomes, how does one know what 
information is relevant and what isn’t?        
                                                                     
One way to absorb all this information is to write an algorithm with rules capable of 
simulating today’s reality and continually update the model with new data. This 
algorithm-based approach has been tried in many ways to solve many problems. The 
biggest flaw in this approach is that there are known knowns. These are things we 
know that we know. There are known unknowns. That is to say, there are things we 
now know we don’t know. But there are also unknown unknowns. These are things we 
do not know we don’t know. Given that an algorithm is only as good as the 
assumptions that went into creating it, it follows that being ignorant of our ignorance 
has direct consequences on the effectiveness of the algorithm. Furthermore, its 
perspective is quantitative and finite, data goes in, and one answer comes out. 

We believe there is a better way to approach this problem, especially in managing 
stakeholder expectations. Instead of following the direction given by an algorithm, 
our approach accepts the fact that there are things we do not know we don’t know 
and therefore is best to focus on capturing not only our decisions but also the process 
we follow and the information we use, out of the enormous ocean of data available, to 
arrive at those decisions. This is so that when tomorrow comes, we will be able to 
correlate how good our decision-making process was by looking at the outcome it 
produced. We assume that by improving our decision-making process, we will make 
decisions that will have better results. 

Capturing molecules of carbon to determine the footprint is a quantitative endeavor. 
In contrast, documenting the decision-making process and capturing the rationale 
behind highlighting one piece of data over others is qualitative. A human would 
decide that fact X is more relevant to the problem than fact Y. While an algorithm 
approach might come up with the correct answer and choose fact X as more 
appropriate, a qualitative approach would record the process followed to arrive at a 
conclusion.  



So how does this reality applies to the management of stakeholder relationships?  

When you’re engaging stakeholders, building trust is critically important—to that end, 
integrating stakeholder feedback into strategy matters more than anything else. If 
your stakeholders are unhappy, you might be in trouble. But if you’ve invested in their 
experience and designed a strategy that puts them first, you’re well-poised to grow 
from their success. Quite simply: Happy stakeholders can transform your business 
and allow you to minimize risks and maximize opportunities.  

If you’re feeling a little uncertain about your stakeholders' feelings about your 
business, it’s not too late to do something about it.  We recently evaluated our 
performance against something we’re calling the Stakeholder Code tenets and set 
out on a mission to strengthen and improve our commitment to stakeholder success 
and satisfaction.  

 



The Stakeholder Code outlines a shared set of principles and beliefs on how to 
build a company that stakeholders love. It’s rooted in the idea that it’s not 
about stakeholder engagement per se but about creating a stakeholder 
feedback loop that can help you build trusted relationships.  

To give you an actionable starting point to join us in this journey, we put 
together a series of templates aimed at knowing, hearing, and connecting with 
your stakeholders. 

Inspired by the Stakeholder Code tenets, we believe these resources will help 
you focus more on your stakeholders and ultimately help your business grow 
better. 

Keep reading to access the templates. 





In a world where trust is hard to come by and misinformation is rampant, the more 
you know about your stakeholders -- their challenges, goals, demographic traits, 
communication preferences, and so on-- the better chance you have to position 
yourself as a reliable partner. A partner worth doing continued business with. This is 
where stakeholder profiles come in. 

A stakeholder profile is a set of questions designed to segment your stakeholders 
across different dimensions, for instance, strategy, power, geography, demographics, 
influence, trust, etc. Stakeholder profiles provide structure and context for your 
company, making it easier to map out content and services, allocate your team’s time 
and resources, and achieve alignment across your organization. 

And while profile documents are a valuable, contextual tool for businesses, when we 
look to the Stakeholder Code; there’s a vital tenet to make a note of: 
“treat me like a person, not a persona.” 
 



The message here is simple: use profiles to steer you in the right direction when it 
comes time to build a relationship with your stakeholder, but don’t let it 
define the relationship. 

Remember that it’s more critical for you to listen than assume, as each stakeholder 
comes with a unique perspective and background story. That’s how you truly put the 
stakeholder first. 

Ready to create your profiles for your business? We’ve created blank PowerPoint 
templates for developing three distinct profiles. 

Click the button below to download your customizable templates. 
 

Click Here to Download the Survey Templates

Click Here to Download the Profile Templates

http://esgtrust.io/wp-content/uploads/2022/09/Stakeholder-Profile-Template.pptx
http://esgtrust.io/wp-content/uploads/2022/09/5-Stakeholder-Satisfaction-Survey-Templates-Google-Forms.pdf




Your happiest stakeholders can be more effective than your sustainability department 
in spreading the good gospel about your business.  
But what about your most frustrated stakeholders? Well, negative word-of-mouth 
travels fast. 

This is where stakeholder satisfaction surveys come in.   

Stakeholder satisfaction surveys gauge how your stakeholders feel about your 
company or a given experience with your company.  These surveys can come in many 
different forms. Using these surveys to segment stakeholders based on trust scores, 
measure relative trust scores over time, or find insights for stakeholder experience 
improvements. 

If you want to ensure you’re providing a quality stakeholder-first experience, we 
recommend you start surveying your stakeholder base immediately to understand 
How likely are they to trust your company and recommend it to other stakeholders? 



You can also send out post-case surveys to stakeholders whose issues your team has 
helped resolve. 

At ESGTrust, we track Net Truster Score® (or NTS) maniacally -- it’s a company-level 
metric that we all work toward improving. This helps us: 

• Identify holes in our stakeholder experience early. 
• Track stakeholder sentiment over time -- the trend of NTS is far more helpful than 
one raw number. 
• Quantify the value of stakeholder happiness -- when we changed a stakeholder 
from a distruster to a truster, that change increased our ability to engage and identify 
issues early so that we have more options to resolve them and, more importantly, 
stakeholders that are willing to work with us towards mutually beneficial goals.  

As we see it, measuring stakeholder trust doesn’t have to be complicated. And 
when you have the right starting point, it’s pretty simple.  

Here are a few Google Form survey templates to help you get started. 
  

Click Here to Download the Survey Templates

http://esgtrust.io/wp-content/uploads/2022/09/5-Stakeholder-Satisfaction-Survey-Templates-Google-Forms.pdf




In sustainability, navigating stakeholder communications via email requires a clear 
understanding of the audience and a careful approach. The wrong messaging has the 
potential to make a bad situation worse. And a delayed response can signal to the 
stakeholder that you’re avoiding responsibility, or you’re unprepared to fulfill their 
request. (Not a good look.) 

A stakeholder-first email communication strategy should be consistent at all touch-
points during a stakeholder’s lifecycle – and timely. While automation is often, in some 
capacity, used to ensure the latter, it’s essential that you don’t allow automation 
to compromise personalized service. People want to know that other people are not 
only helping them but rather that they are being helped by others who understand 
their needs. When it comes to the types of stakeholder emails you might find yourself 
sending, there are many. 



Here’s a look at a few stakeholder-first emails that we suspect you’ll run into: 
 

1.  Welcome Emails: You only get one opportunity to make a first impression                 
– don’t waste it. Depending on your sustainability initiatives, your welcome 
email might be used to deliver videos, project information, engagement 
onboarding materials, or as a friendly hello to establish a relationship with a 
new stakeholder. Use this as an opportunity to introduce what makes your 
brand unique through a stakeholder-centric message. 

2.        Thank You Emails: Your stakeholders spend time and resources supporting your    
 business, and they deserve a thoughtful acknowledgment of how much they   
 mean to your business. Thank you. Emails should focus on appreciation and are 
 never to be used as an opportunity to try to influence your stakeholders. 

3.         Apology Emails: You messed up. Now what? As the Stakeholder Code would           
 advise: “own your screw-ups.” Apology emails should be genuine, timely,   
 specific, and actionable. The goal is to say you’re sorry, be sorry, and make it   
 better. 

Regardless of the situation in which you are emailing – an apology Email, a Thank You 
Email, a Welcome Email, etc. – getting the message across clearly and directly, 
using language that your stakeholder understands is key. 

That’s why we put together a collection of stakeholder email templates designed to 
help guide your communication strategy. It’s important to note that these templates 
should serve as a guide – not the be-all and end-all. We encourage you to use these 
templates as a starting point, working in personalization and context to 
create a genuine, helpful line of communication. 

Click Here to Download the Email Templates 

https://docs.google.com/document/d/1g02TGHggnB6fwJd4QaF3SZ1bxNqXRa3i/copy




As with anything worth doing, leading a stakeholder-first change in your organization 
will be challenging, no matter how prepared you are. There are things you’ll overlook, 
roadblocks that’ll arise unexpectedly, and circumstances you won’t consider until 
you’re in the midst of one. 

That’s because putting the stakeholder first isn’t always easy or obvious. Our track 
record isn’t perfect, either. But placing the stakeholder first is worth doing. And it is all 
about making your stakeholders more successful, building relationships by doing the 
right thing, and focusing on the long-term even when it’s not the easiest path forward. 

If that’s not reason enough to keep moving forward, we don’t know what is.

“If you aren’t thinking about how you can nurture your stakeholders into trusters, you’re  
missing out on the biggest risk management opportunity in years, and severely limiting your 
capacity to mitigate ESG impacts.”


