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trust
“It is a 

matter of 
trust”

by Oresti 
Patricios.

Nick Black’s a smart fellow. 
The Vice- President of Concerto 
Marketing, Black’s a top 
research thinker that’s worked 
across Australia, Asia and North 
America with brands like Intel, 
Dell, Coca-Cola and 20th 
Century Fox.

What I love about Black’s 
thinking is what he says about 
trust. He says that as human 
beings we intuitively 
understand the value of trust. 
Must say that I agree and feel 
that trust is hard wired into our 
DNA, probably because we 
evolved out of hunter gatherer 
type tribes where co-operation 
was vital to survival.

Black says “We rely on trust 
every day like the engine oil of 
our lives.” In 2009 Concerto 
Marketing and Research Now
did a survey on the benefits and 
drivers that influence trust. 
The results are astounding and 
you can go through them 
yourself, but at a glance here 
are the top six drivers of trust:

1. STABILITY – A brand 
must have a foundation of 
stability to be trusted.

2. RELATIONSHIP – We 
are more inclined to trust 
brands we know, and are 
engaged with.

3. INNOVATION – A brand 
must continue to develop 
and evolve to be trusted. 

4. VISION – We trust 
brands with imagination 
and foresight.

5. COMPETANCE – Brands 
need to earn our trust by 
doing what they say they 
will.

6. PRACTICAL VALUE –
Trusted brands add real 
value to our lives.

The research showed that 
these six drivers of trust 
are more or less equally 
weighted, and that none of 
them alone can drive trust 
– they all need to work 
together harmoniously. 

With that in mind I hope 
you enjoy this issue of our 
Ornico newsletter. It 
there’s any way that I can 
help you increase brand 
trust please don’t hesitate 
to call.

Oresti Patricios
CEO : Ornico
083 326 2250
Oresti@ornicogroup.co.za
@orestaki

www.nickblack.org
www.concertomarketing.com
www.researchnow.com
www.slideshare.net/nickblack/brand-trust-the-six-drivers-of-trust-2193957


in data we trust



“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 (2001) 
Former Chairman 
and CEO of Unilever 
Current Chairman of 
Reuters.



INFLUENCING 
TRUST
- By Oresti Patricios

Trust is what matters 
most when it comes to 
building reputations online 
- and off by one of the 
biggest issues that 
influences trust nowadays 
is social media and the 
explosion of data. 

There's so much user 
generated data that the 
real challenge in 
navigating the social web 
for users is discriminating 
and distinguishing the 
signal from the noise. 

Facebook's statistics alone 
are staggering. The latest 
stats from the social 
media giant tell us that 
there are over 900 million 
groups, pages, events and 
community pages on the 
site and that the average 
user is connected to 80 
community pages, groups 
and events. 

There are 500 million 
active users on Facebook
who have returned to the 
site in the past 30 days, 
and on average each user 
creates about 90 pieces of 
content each month. 

Facebook says that about 
30 billion pieces of 
content which include 
web links, news stories, 
blogs, photos and notes 
are shared monthly by its 
users. 

So how do people navigate 
around all of that 
information?

Read the full article on 
MarketingWeb.

http://www.marketingweb.co.za/marketingweb/view/marketingweb/en/page71654?oid=135645&sn=Marketingweb+detail&pid=71654


Making sense of 
mass data 
madness

Data, data 
everywhere. Email, 
Twitter, Facebook, 
blogs, newspapers, 
magazines, research, 
reports…

There’s so much 
data that it is said 
that those who hold 
the power will be 
those who best 
aggregate and make 
sense of the data. 

Ornico has put 
together some of the 
best global sites that 
take data and make 
it more meaningful.

Information Is Beautiful –
founded by David 
McCandless the London-
based author, writer and 
designer who has written 
for The Guardian, Wired 
and others. McCandless is 
data journalist and 
information designer 
who’s passion is 
visualizing information –
facts, data, ideas, 
subjects, issues, statistics, 
questions –with the 
minimum of words. “My 
pet-hate is pie charts. 
Love pie. Hate pie-
charts,” says McCandless.

FlowingData – This site 
explores how designers, 
statisticians, and 
computer scientists use 
data and data 
visualization makes 
understanding masses of 
information much easier 
for non-experts. A fun way 
to get into the site is to 
look at FlowingData’s
visualizations of famous 
movie quotes.

The Guardian’s Data 
Store – One of the UK’s 
best loved media brands, 
The Guardian, tells us that 
“facts are sacred”. And 
then confirms this by 
visualizing data so that it 
is relevant and 
meaningful, but also by 
inviting readers to 
participate in data 
gathering. Crowdsourcing
meets data visualization 
for a media product that’s 
world class. Take a look at 
the 2011 global peace 
map:

in data we trust

“The true size of Africa is an infographic created by Kai Kraise.”

http://flowingdata.com/2010/03/08/data-underload-12-famous-movie-quotes/
http://flowingdata.com/
www.informationisbeautiful.net
http://static02.mediaite.com/geekosystem/uploads/2010/10/true-size-of-africa.jpg
http://www.guardian.co.uk/data
http://www.guardian.co.uk/news/datablog/2011/may/25/global-peace-index-2011
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news we can

Brand Profile:
The rise & rise of Al Jazeera.

Before revolution started fermenting 
in the Middle East earlier this year, 
keen media watchers had heard of Al 
Jazeera, but the media brand 
certainly didn't have instant recall or 
wasn't firmly fixed in people's minds. 

In the US few people knew about Al 
Jazeera given that the network isn't 
on cable or satellite in the States. 

How did Al Jazeera blast onto the 
global stage, so much so that even 
Barack Obama was tuned into the 
station as the Egyptian revolution was 
going down? 

Read the full article on 
BizCommunity.

Photo by Ramy Raoof.

http://www.bizcommunity.com/PressOffice/PressRelease.aspx?i=499&ai=57521
http://www.flickr.com/photos/ramyraoof/




Reputation smear?
Crisis calling? 
It’s time to track everything that’s being said about 
your brand. But don’t just clip the media. With 
Ornico you can track brand issues, determine 
media bias and run a reflexive campaign to help 
restore your brand image.

Ornico delivers smart monitoring, analysis and 
intelligence services that cover both brand and 
reputation activities. Contact Julia today for a 
presentation on how Ornico can help you get the 
know how to grow.

Call us today:
Contact: Julia Rakau
Tel:  +27 11 884-5041
Email: juliar@ornicogroup.co.za

http://www.juliar@ornicogroup.co.za
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