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You put communications on the back burner 
and it only emerges when you are blindsided 

by some stakeholder obstacle.
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You are generally aware of the obstacles that 
could await you but you sometimes get 

blindsided by new movements, legislation, or 
arguments.

You have made a clear-eyed and 
forward-looking analysis of all major 

obstacles and potential obstacles, including 
opponents' strengths and your weaknesses.

If you create strategies at all they are based 
on rosy scenarios that underestimate your 

opponents.

You know communications matters, you 
know the status quo doesn't work, and you 

wish there was a way of approaching 
communications the way you approach the 

rest of your business.

You invest in traditional communications 
projects, using strategies devised by 

respected communications veterans--but 
without the caliber of metrics and strategy 

you use in the rest of your business.

You strategically invest your money in 
transformative communications projects with 

clearly-defined missions to sway 
clearly-defined markets (audiences) with 

clearly-defined metrics.

If you invest money in communications you 
do so based not on strategy but on hope, 

with no defined mission, markets, or metrics.

You like the idea of getting employees or 
allies involved but there are so many other 

priorities and you're not sure where to begin 
to do something meaningful.

You make efforts to enlist employees as 
ambassadors and do outreach to third-party 
supporters, but few of your messengers have 

the enthusiasm and effectiveness of your 
opposition.

You are highly resourceful, results-oriented, 
and persuasive in seeking out potential 
champions, including employees, allied 

industries and energy consumers--and you 
empower them with easy-to-use resources.

You don't think to or don't know how to enlist 
allies in other fields, and thus potential allies 

don't have the support and content they 
need.

You find the standard industry messaging 
unpersuasive but are not sure how to do 

something different and don't feel like you're 
in a position to be a messaging innovator.

You use relatively uncontroversial (and at 
most mildly effective) standard industry 

messages that try to appease 
environmentalists while focusing on the 

positive picture of what you do.

On issues after issue you create truly 
persuasive content that truly turns 

non-supporters into supporters using proven 
methods of explanation.

You use no either no messaging or 
messaging that makes things worse.

You convey pride in the industry within the 
company but there is no formal education or 

ambassador program, which means that 
employees are not comfortable or persuasive 

talking to many stakeholders.

You have an ambassador program that gives 
employees talking points and some training, 
but employees are not at the stage of proud, 

persuasive champions.

Every employee in your company is given the 
education they need to value and take pride 

in what they do for a living--and to 
comfortably, effectively persuade peers and 

stakeholders.

Your employees have no education 
whatsoever on the value of the industry--you 
leave it to the culture to give them their views 

of the industry.

You rely mostly on associations for media and 
materials, even if you don't think the 

association is doing a great job and even if 
you find it hard to influence them.

You use media and materials that are 
recommended to you by respected 

consultants or agencies--but these are rarely 
carefully measured for ROI.

You are ruthlessly strategic about the use of 
media and the development of materials, 

demanding metrics and evidence knowing 
that the vast majority of communications 

efforts achieve nothing.

If you spend on media and materials it's 
non-strategic and determined by factors such 
as inertia or even vanity (e.g., overpriced TV 

commercials).

Your executives are not focused on external 
communication or influence. They would like 

to make more of a positive difference but 
don't feel like they have the time--and even if 
they did they wouldn't be clear on what to do.

Your executives are able to deal comfortably 
with a variety of audiences, including spheres 

of influence--but they are not able to 
substantially move people or be strategic to 

the point of thought leadership.

Your executives use carefully developed and 
tested strategies, tactics, and 

communications aptitudes to make the most 
out of their spheres of influence and become 

true thought leaders in the culture.

Your executives fail to use their spheres of 
influence strategically, losing out on 

opportunities and perhaps making things 
worse with random, arbitrary communication.

You have a small team in external 
communications that deals with bare 

communications necessities but they don't 
have the bandwidth or ability to be truly 

persuasive.

You have experienced professionals doing 
government relations, shareholder relations, 

and other stakeholder relations, but they 
consistently have difficulty being truly 

persuasive.

You have a unified set of persuasive, tested 
master messages and tactics that you apply 
to government relations, investor relations, 

and every other form of stakeholder relations.

If you do any external communications your 
team is ineffectual at dealing with 

stakeholders, never developing a suite of 
persuasive messages and tactics.

Use this tool to assess where you are — and where you want to be — in developing a highly effective stakeholder strategy.

Rate yourself from 1-12 on each of the practices in Column A, then put where you’d like to be in Column B.

Email your scorecard to support@industrialprogress.net and we’ll send you some of our most powerful stakeholder strategy tools.
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