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Stakeholder Research and Consulting
Relationship Measurement

Our philosophy and how it benefi ts our clients...

The competitive Financial Services environment demands strong and sustainable relationships with 
stakeholders, whether they are customers, clients, partners or suppliers.  

Success is primarily driven by diff erentiation.  Stakeholders have a keen sense of what they want and 
those companies that are able to identify unmet needs and innovate to diff erentiate themselves are 
rewarded by improved business performance.  Appropriate investment of resources, maintaining the 
basic service levels while seizing the opportunity to diff erentiate in ways that are consistent with 
strategy, is the most eff ective pathway to sustainable, profi table growth.  In our experience, many 
service providers fail to do this and struggle to build a sustainable competitive advantage, so fi nding 
drivers of diff erentiation and future behaviours is critical.

Traditional ways of measuring relationships, which often result in high satisfaction and performance 
levels, are therefore no longer enough on their own to understand the complex dynamics that exist 
today. 

Our holistic approach...

We have four clear deliverables with a focus on actionability:

Relationship 
components 
and scores

Modelling 
and 
diagnostics

Action planning 
grids - tactical 
improvement 
priorities

Competitive 
performance 
analysis
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Easily tracked and easily communicated 

Customer Relationship Scores, benchmarked 

against competitors, and over time

What does the Relationship Model look like?  

What are the relationship dynamics and key drivers?  

What aspects of the customer relationship can immediately 

be leveraged?  Which need attention and focus?

On which aspects are you behind, the same as, or ahead of, 

the competition?  Are you diff erentiated?

Bringing all of these components together for strategic 

and tactical customer experience planning and optimisation
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Relationship components and scores - strategic KPIs

We know relationships consist of both 
emotional (‘the heart’) and rational (‘the 
mind’) dimensions and we integrate these 
with the ‘forward looking’ Intentions of 
stakeholders .   

The questions are tried and tested, not just in 
your sector, but across many diverse 
businesses.  They work for both B2B and B2C 
audiences.

We use a mix of known traditional metrics and 
new elements that refl ect the complexity of 
relationships today.  There is fl exibility to alter 
the phrasing of the questions in line with your 
stakeholder relationships and market. Some 
clients also need to retain consistency of 
trending data and our customised approach is 
fl exible enough to enable this. 

As well as delivering an overall relationship 
score, we provide rational, emotional and 
intentional scores and view the patterns that 
we fi nd between these components as the 
results typically refl ect how a business goes to 
market.  We can then see whether this is 
diff erentiated from your competitors.   

In the hypothetical example on the left 
Competitor A has a stronger relationship with 
its customers, particularly on overall 
satisfaction and valuing customers, and this 
is translating into a stronger competitive 
advantage.  This is a challenging position for 
our client. 

The next step is to explore what is driving our 
client’s and Competitor A’s positions.
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Overall Satisfaction/

  Performance

Likelihood to

Recommend

Rational 

Component

Relationship Score
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Component

Values Me as a

Customer
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a Trustworthy

Relationship
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to Continue

Using

Partner/

Provider of

Choice
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Advantage/ 

Unique 

Benefi t

Intentional

Component

Relationship scores and patterns 
hypothetical example:  Client vs Competitor A

Overall Relationship Score Rational Emotional Intentional

Mean score out of 5
(on a 1 to 5 scale)

4.0
3.9

4.3

3.9

4.3 4.3
4.5

4.2

Client Competitor A

Relationship scores and patterns 
hypothetical example:  Client vs Competitor A

3.6

4.1 4.2
4.4

4.0

4.5 4.5 4.5 4.5 4.5

4.0 4.0

3.6

4.0

Mean score out of 5
(on a 1 to 5 scale)

Client Competitor A

Rational Emotional Intentional
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As well as obtaining ratings for the relationship score KPIs, we also build the survey around the key 
touchpoint areas, and attributes within these, that are relevant to your business/market.  
Respondents then rate your performance on those, as well as that of your competitors.  At an overall 
level, these touchpoints might include reputation, marketing communications, ongoing 
relationship/account management, new business, claims, products/services, renewals and so on.  

Separately, our Marketing Sciences experts use path modelling, to fully explore the impact that each 
touchpoint area has on the overall relationship and its components, and the impact that each 
touchpoint attribute has within an overall touchpoint area.  The modelling outcomes enable you to 
understand which elements to focus on depending upon which path you choose to pursue for 
improved performance.  The illustration below identifi es clear diff erences for two customer 
segments, although reputation and ongoing relationship are top priorities for both.

Modelling and diagnostics - relationship priorities
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Likelihood to

Recommend
Rational 

Component

Emotional

Component

Values Me as a
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Ensures 
a Trustworthy
Relationship

Likelihood 
to Continue

Using

Partner/

Provider of

Choice

Intentional

Component

Impact on 
relationship score and 

components

New business

Products/services

Ongoing 
relationship

Renewals/
cross sales

Communications

Reputation

Understanding of 
business issues

Knowledgeable staff 

Policies issued on time

Flexibility

Ability to listen and 
understand needs

Proactivity at suggesting new 
solutions

Ease of process

Speed of process

Clarity

Accuracy

Leader in innovation

A leading sustainable company

Touchpoint attribute examples Relevant touchpoint areas Strategic KPIs - customer relationship components 

Highest

Lowest

Impact on Relationship at overall touchpoint area -
hypothetical example: client customer segment priorities

Impact on Relationship at overall touchpoint area - hypothetical example:

Competitive
Advantage/ 

Unique 
Benefi t
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Within a simple visual grid we plot your 
performance scores (from the survey) and 
the relative impact on relationship scores 
(from the modelling).  We do this at an 
overall touchpoint area level, and for each 
attribute within a touchpoint area.  The grids 
highlight the priorities for action and the 
position of each attribute guides the specifi c 
action as illustrated to the left. 

To avoid confusion and lack of clarity within 
the action planning grids, we often illustrate 
our client’s  performance vs competitors by 
using simple bar charts.  

This information is then used in conjunction 
with the action planning grids to provide the 
marketplace context and show whether 
performance is the same as, behind, or 
ahead of competitors. 

In the hypothetical example to the left, our 
client can see three clear Focus priorities to 
improve, and in two of these Competitor A 
is performing more strongly.   It is important 
to work out why this is happening and how 
it can be fi xed to align your business with 
stakeholder priorities. 

We often conduct Action Planning and 
Implementation Workshops with internal 
stakeholders to help them interpret the key 
fi ndings and to start the process of 
uncovering what is driving the results, and 
prioritising actions to enhance business 
performance. 

To fi nd out how we can help your organisation 
measure its Stakeholder Relationships, contact: 

Susan Vidler, Head of Financial Services Research

Tel: +44 (0)161 242 1364 - svidler@harrisinteractive.com 

Frances Green, Financial Services Research Director

Tel: +44 (0)161 242 1363 - fgreen@harrisinteractive.com

Phillip Brooks, Senior Associate Director

Tel: +44 (0)161 242 1366 -pbrooks@harrisinteractive.com

Action planning grids - impact vs performance and priorities for action

Focus
Areas to focus on and 

improve  - improving 

your  performance will 

have a positive impact 

on the relationship.

Leverage
These are strengths - 

high priority and your 

prerformance is good.

Review in competitive 

context, but these are 

elements to leverage 

and communicate.

Watch
Performance isn’t as good 
as for other areas; 
however these areas 
aren’t currently as 
important. You need to 
monitor them in case of 
any potential changes 
that may result in 
increased importance.

Maintain
Performance is good but 
these elements aren’t as 
important as other areas. 
Need to maintain  at the 
same level, but further 
resources unlikely to 
bring major gains.
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Listens and understands needs

Tailors solutions and products to 

meet needs

Ease of doing business with
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Highest impact Client Competitor A

2.9
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2.6
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3.2

3.6

3.8

3.5
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Performance scores out of 5 (1=poor, 2=fair, 3=good, 4=very good, 5=excellent)

Action planning grid 

p
p

Focus Leverage

Watch Maintain

Listens and 
understands needs

Tailors solutions 
to meet needs

Ease of doing
 business with

Proactive

Reliable

Action planning grid - 
hypothetical example for ongoing relationship

Competitor performance benchmarking
hypothetical example for ongoing relationship


