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Since 2017 Glow has been developing important 
research across a range of industries. Our 
publications include in-depth category research 
across consumer goods categories, banking trust 
and industry trust comparisons and, in 2020, our 
first Catalyst study.

Each of these programs, studies and publications 
has developed and deepened our knowledge and 
expertise in the definition and production of quality 
data that can be used to support important 
decisions. They have allowed us to develop 
features in our underlying technology platform 
(the Glow research portal) by forcing us to take on 
the role of researcher - something our customers 
and users of our technology do day in, day out.

In December 2019 we began capturing data about 
Trust. Trust, a still-maturing measure of top of 
funnel potential, is an important determinant of 
whether a consumer will be willing to try a brand. 

With increasing pressures on time, and 
exponentially more businesses trying to attract our 
eyeballs, the amount of time brands have to make 
a good impression is rapidly diminishing. 
Customers are becoming increasingly wary of 
‘fake news’ and ‘false claims’ - brands therefore 
need to tread more carefully today than they have 
ever needed to in the past. It’s critical to be able to 
measure the impression the brand has through 
the funnel, and to identify, pinpoint and mitigate 
risk in order to meet the ever-increasing demand 
for trustworthy, ethical brands.

Historically, metrics that scientifically resolve data 
at the top of the funnel have been far less well 
explored - not in a consistent, considered and 
helpful way.

At Glow we believe that data can make a 
difference. in 2019 we founded the world-first 
open-source Catalyst program into the major 
issues we face as a species. This work has followed 
an important thread - people, everywhere, are 
demanding change. From governments, from 
corporates, local businesses - and from each 
other. Social and Environmental Responsibility is 
an important, measurable and actionable 
business metric that can allow brands to chart 
their own paths to success with a compass for the 
effect their impact has on consumers in their 
target markets.

After years of development, experimentation and 
commitment to this cause we are pleased to 
introduce an important new metric to you: the 
Social Responsibility Score.

background.

The signal from the noise.

Tim Clover
Founder & CEO, Glow



social responsibility score.

A new metric that matters.

Glow has developed a valuable new measure 
for the insights armoury of brands, categories 
and industries.

The Social Responsibility Score (SRS), in 
development since 2019, was developed by 
Glow from a set of proprietary studies to 
support organisation leaders with a helpful 
compass when developing their own brands.

How it works

Consumers who are aware of the brand or 
organisation in scope of the study are invited to 
rate how 

environmentally and socially responsible they 
consider the brand to be.

A bipolar scale is used to measure both social 
responsibility and social irresponsibility via a 
single question.

To create the Social Responsibility Score, we 
assign a score to each rating, such that the 
further from the centre, the larger the score 
(both positive and negative). In this way, 
strongly held views carry more weight than 
neutral ones. Using this methodology, the 
highest attainable score is 100, while the 
lowest is -100.

“Social & environmental 
responsibility refers to 
how well an organisation 
addresses its impact on 
the environment and 
society across a range 
of important issues...”



Drivers of SRS have been developed via significant 
exploration, testing and discovery.

Via a series of parallel research Glow explored issues 
that consumers care most about. This gave us dozens 
of issue statements to test, improve and develop into a 
driver set that contains the 13 drivers we use today.

These 13 drivers contain three levels of sophistication. 
Together they produce a strong multivariate model, 
accounting for over 70% of the SRS score. In three 
separate groups (aligned with ESG frameworks) the 
model continues to hold, each group acting as one set 
of variables that together impact SRS in an unique way 
(but not decipherable as individually modelled items). 

Finally, each driver is treated as a unique variable to 
enable us to provide a ranked driver list per industry 
and brand under measure.

Social responsibility score drivers.
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Understanding what drives perceived Social Responsibility. 

Social 
Responsibility 

Score (SRS)
Social

Environmental

Governance

● Caring about my health & wellbeing

● Contributing to community projects

● Supporting education & employment programs

● Giving to charity & helping others

● Reducing emissions & climate change

● Protecting wildlife & ecosystems

● Reducing plastic & managing waste

● Respecting & protecting natural resources

● Acting with transparency & honesty

● Being an inclusive, fair employer

● Taking care of supplier welfare

● Caring about their customers

● Doing the right thing

Industry drivers by ESG grouping



trust & nps.

Why build a socially responsible, trusted brand?

Building Long Term Equity

The link between equity and advocacy is well established. A 
large and growing proportion of boards now use NPS as a key 
performance indicator for executives. NPS is a strong service 
metric, where customer relationships are less transactional. 

Social Responsibility is fast becoming a basic hygiene factor for 
many brands when viewed through the discerning eye of the 
information-hungry consumer who, in many cases, has 
increasing levels of disposable income and is willing to pay 
more for brands that deliver in line with their own values.

Social Responsibility is highly correlated with 
Trust and Net Promoter Score.

After 18 months of research and development 
covering over 70,000 question responses in five 
countries, the relationships between Social 
Responsibility Score, Trust and Net Promoter 
Score (NPS) have been observed and analysed.

The correlation between social responsibility 
and trust in brands has been shown to be high, 
with an R2 value of 0.82 in the first study of its 
kind in Australia in 2021, linked to Glow’s 
Catalyst program.

Trust and NPS, Bain’s well-established 
service-related customer and employee 
advocacy metric, were found to have a 
correlation of 0.71 when analysing data from 
over 3,500 responses in three related studies in 
Australia in 2020.

21 brands. 15 industries. Clear, derived 
relationships.

In 2021 a new study was performed to Test the 
relationship between Social Responsibility Score 
(SRS), Trust and Willingness to Pay a Premium 
for a brand. Over 1,000 respondents we asked 
about some of the world’s largest brands.

The new results, depicted in this important new 
report, are clear. A strong relationship exists 
between SRS and willingness to pay a premium 
for a brand.

Source: Glow Social Responsibility study, August 2021.



social responsibility score is correlated with willingness to pay a premium for the brands in our studies.

Socially responsible brands command a premium.
We observe a strong derived relationship between 
social responsibility and willingness to pay a premium 
for a given brand. Respondents were asked which 
brands they’d be willing to pay a premium to use. Each 
brand’s social responsibility score was overlaid 
separately in order to derive the relationship between 
the two metrics.

While we do not claim that Social Responsibility is the 
only driver of sought after brands, evidence for a strong 
relationship is clear.

An R2 value of 0.57 in this initial study suggests that 
where a brand attribution of social responsibility is 
implied in the consumer’s mental model of a brand, 
that they are willing to pay a premium to use that 
brand.

In 2021 a nationally-representative sample of Australian consumers over the age of 18 
years were invited to participate in online interviews. 1,006 participants were voluntarily 
recruited and asked a series of questions about 21 globally-recognised brands spanning 
over 15 industries in order to test a range of hypotheses about trust, social responsibility 
and advocacy. Each point on this chart represents one of the brands in scope of the 
study.

Source: Glow Social Responsibility study, August 2021.



further research into trust and social responsibility.

Digging deep.
To improve our understanding of the link between social responsibility and 
category performance, Glow is working with its global partner NielsenIQ to 
measure the extent to which consumer perception of social responsibility 
impacts brand purchase.

This major new study is now underway to analyse 1,000 major brands in the 
US market. The revenue in scope of the analysis totals over $1Tn in sales over 
a 3-year period.

To find out more about this study, or the other work we do, please email 
hello@glowfeed.com

glowfeed.com/SRS

http://glowfeed.com/SRS
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