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According to the Oxford English Dictionary, ‘trust’ is:



Why does this matter to me?
• People increasingly look to business leaders for 

guidance on societal issues

• Many companies are facing challenging times. The 
values you demonstrate and how you handle 
communications during difficult times is an 
investment that pays dividends in better times

• If you fail to build trust in your brand, it’s difficult 
to encourage people to behave the way you would 
like them to



Why does this matter to me?



Who do you trust (and why)?



Edelman Trust Barometer

• Annual report published by global communications firm, Edelman since Y2K
• Interview over 34,000 people across 28 markets
• Research conducted in November/December of previous year
• Monitors trust trends

2007 - businesses more trusted than Government and media
2009 - Trust in business plummets
2014 - Business to lead the debate for change (business with a purpose)
2018 - The battle for truth
2019 - Trust at work
2020 - Competence and ethics

https://www.edelman.com/sites/g/files/aatuss191/files/2020-

01/2020%20Edelman%20Trust%20Barometer%20Global%20Report_LIVE.pdf

https://www.edelman.com/sites/g/files/aatuss191/files/2020-01/2020%20Edelman%20Trust%20Barometer%20Global%20Report_LIVE.pdf


ETB: Key findings 2020

57% of respondents agreed:

‘the media I use is contaminated 

with untrustworthy information’



ETB: Trust is built on competence and ethics. But…

…no institution is seen as both competent AND ethical



ETB: Only business is currently seen as competent

Government considered incompetent and unethical!



As business leaders, whether you like it or not, people 
are now looking to you for guidance.



Customers expect businesses to have an opinion



But you need to get it right



But I’m not a global CEO…

Maybe not but:

• People are actively looking for guidance and opinion from their 

business leaders

• Customers are increasingly seeking to do business with 

companies that reflect their own values

• They are also more likely to trust information coming from 

‘people like me’ - in business terms, that means local or sector-

specific business leaders 

• Companies that don’t engage in social issues are more likely to 

be perceived as cold and uncaring

• Peers and experts are considered the most credible sources of 

information - an interesting balance in the current climate!



• Proactive stakeholder engagement should be at the heart of 

everything you do

• Train, empower and incentivise your management to see 

stakeholder engagement as a key part of their roles

• Identify stakeholder leads for each key group and create 

regular reporting pathways to identify issues early

• Create regular opportunities for genuine, two-way 

communications with your stakeholders to understand what is 

important to them, beyond your service delivery

• Identify key issues. How do these fit with your corporate 

values? What is your stance? 

• Remember actions speak louder than words

So how do I build trust in our brand?



Context
The Edelman Trust Barometer splits respondents into two key groups:
• Informed public (17%)
• Mass population (83%)

Informed public are aged 25-64, college educated, in the top 25% of 
household incomes with significant media consumption.

There are differences in approach to trust between ‘Informed publics’ and 
‘Mass population’. 

As business leaders, you are likely to be in the ‘Informed publics’ group but 
remember, the majority of people are not. Most people won’t see the world 
the same way you do.

What does this mean for communications in my business?



You need to work harder to secure trust of the Mass Population



In uncertain times, people are looking for guidance from ‘people like 

them’, people and organisations that understand their challenges and 

what is important to them. 

As local or sector-specific organisations, and leaders, YOU are the 

known faces, the ‘people like them’ (until you prove otherwise).

Research suggests that trust is built around:

• Facts

• Humanity

• Authenticity

• Competence

• Integrity

• Sincerity

Humanising your brand to build trust



Lessons from COVID-19



Building trust: Facts



Building trust: Humanity



Building trust - Authenticity



Building trust - Competence



Building trust - Integrity



Building Trust - Sincerity



Building Trust - Clear Messages

https://youtu.be/8_vI6Mtwj5Q




Planning for new build development in environmentally-sensitive area
Proposals for 100 plots
Revised plans reduced to 80 plots
£227k/home (average) in area
10-30% profit per plot (call it 20%)
< c. £1m loss of profit through failure to engage + crisis communications costs

The cold, hard financials
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