
Trust: What Creates It? 
 
Social media and trust are two concepts not often used in the same sentence.  But in a 
linked-in world where applications and sites including YouTube, Facebook and Twitter are 
rapidly changing the way people communicate with each other, social media and trust will 
play increasingly important roles in determining how your company is perceived by 
employees, customers and other stakeholders.  They may also have a real impact on 
your company’s ability to achieve its strategic goals. 
 
The explosion of social media and social networking tools has fostered two fundamental changes 
in the business world.  One, consumers now have at their disposal a wealth of information about 
your company and its product or service.  As anyone who has spent some time on the Internet 
knows, some of this information is more accurate and reliable than others.   
 
Two, and more important, you can no longer control the communications messages the public 
receives about your business.  You still have to put your message out there.  But now it is just one 
more message amidst all the social media “chatter” about your company.  In order for your 
messages to have credibility, people must trust you, which is why trust has become one of the 
new business imperatives. 
 
Low trust can inflict organizational damage on many levels.  Low trust makes it harder to: 
 

• Recruit, hire and retain good employees 
• Attract needed investment 
• Build customer loyalty 
• Secure strong vendor relationships 
• Develop efficient internal processes and systems 
• Motivate high performance 
• Resolve interpersonal conflicts 
• Develop effective relationships with government and regulatory agencies 

 
Conversely, several studies have shown a direct link between high trust and financial performance.  
Companies with high levels of trust tend to have stronger brands.  They enjoy more positive word 
of mouth advertising.  And when they make mistakes, stakeholders are quicker to forgive, as long 
as the company acts quickly to rectify the mistake. 
 

So, what is trust and how do you get it? 
 
In organizations, trust is the belief that management’s actions, words and 
deeds are intended to benefit and enrich all stakeholders, not just those 
who run the company.  For trust to exist, your customers, employees, 
suppliers and stockholders have to believe that you are acting in their best 
interests as well as your own. 
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Strategies for building trust include: 
 

• Act with integrity.  In other words, walk your talk. 
 

• Develop a strong, unifying mission and vision.  Let people know why you exist and how 
that will make the world a better place for everyone involved with the company. 

 
• Define and clarify organizational values that determine how you will behave internally and 

externally.  Live those values on a daily basis. 
 

• Communicate constantly, not just about the decisions being made but why they are being 
made. 

 
• Treat people with respect.  Create an environment where people are encouraged to 

express their opinions, and listen when they do. 
 

• Provide ongoing feedback.  Let employees know what you expect from them and tell them 
how they are doing on a regular basis. 

 
• Develop a culture of accountability.  Reward high performance and hold people accountable 

for improving poor performance.   
 

• Communicate constantly and cascade key messages throughout the organization.  This 
includes telling employees how the business is doing overall and where you see it headed 
in the next one to three years.  It also includes constantly updating employees on shifts in 
the external environment (markets, competition, regulations, etc.) and defining why you 
will still win. 

 
Perhaps the biggest change wrought by the advent of social media is the demand for 
transparency.  In the past, many companies controlled public perception by limiting the amount of 
information people had access to.  With social media and the resulting flood of information, 
transparency in business has become an expectation.  
 
In today’s world, secrecy breeds suspicion. When you withhold information, both the intent and 
the actual content become open to misinterpretation.  In the absence of information, today’s 
bloggers, twitterers and forum posters will make it up for you.  The last thing you want is for 
others to dictate how the public perceives your business.  
 
Creating trust as a strategic objective represents a new way of thinking for many of today’s 
business leaders.  But the next generation of market leaders will be those companies that do the 
best job of building and maintaining trust with their key stakeholders. 
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Holly is the CEO of THE HUMAN FACTOR, Inc. (www.TheHumanFactor.biz).  Ms. 
Green has more than 20 years of executive level and operations experience in 
FORTUNE 100, entrepreneurial, and management consulting organizations. She 
was previously President of The Ken Blanchard Companies, a global consulting 
and training organization as well as LumMed, Inc. a biotech start up. She has a 

broad background in strategic planning, organization design and development, process 
improvement, and leadership assessment and development. Clients include The Coca-Cola 
Company, AT&T, Dell Computer, Hilton Hotels Corporation, Nokia, Expedia, Inc., Celanese, 
RealNetworks, Inc., Microsoft and Google as well as numerous small and mid-sized businesses.   
 
She is an author of a top selling book, More Than A Minute: How To Be An Effective Leader 
& Manager In Today’s Changing World and a frequent keynote speaker. 
 
For more information about Holly G. Green, please visit http://www.TheHumanFactor.biz or 
http://MoreThanaMinute.com 
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