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Can Breakdowns in Trust, Break Your Brand?

Building Trust is imperative to building a successful brand. When you establish Trust, you create stronger belief in your advertising
messages and consumers are more likely to take positive actions. Nearly 87% of consumers around the world say that they take the
reputation of the company into account when purchasing a product or service.

This roundtable is designed to prompt discussion on drivers of Trust and recent examples of brands that have run into Trust
challenges with short/long term ramifications. In this roundtable we will explore the following questions:

* What are the cultural and societal factors influencing consumer perceptions today?

* When you think of your brand, what attributes play a role in driving Trust and associated outcomes?
* What are the ramifications and risks of distrust?

* What can we learn from organizations that are actively dealing with Trust Issues?

In society today Trust is on the decline with institutions and organizations alike. According to the 2023 Edelman Trust Barometer,
there are four forces that have lead to the polarization.
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In the 2023 Global RepTrak 100, global reputation scores have decreased in consecutive years across all industries with each
facing their own distinct challenges. 2021 ended with optimism around corporate activism, product quality and ethical, but
organizations failed to make good on these commitments resulting a drop in reputation scores for 2022. Heading into 2023,
global concerns of recession, inflation, prolonged (or forgotten) timelines for carbon neutrality, the Russian invasion of
Ukraine, supply chain disruptions, and unrealized race-based initiatives
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