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¢ƘŜ ŎƻƴǘŜȄǘΧΦ
fundamental changes at work

Rise of Activist 
Government

New shareholder 
with business 

demands

Era of Citizenship

People expect a relationship 
with companies/brands

Democratisation 
of media 

The paradox of 
transparency

New Influencers

Loss of trust in authority. 
Rise of employees, 
ΨŀǾŜǊŀƎŜΩ ǇŜǊǎƻƴΣ bDhǎ



Edelman Trust Barometer at a glance

Tenth annualstudy

4,875 people in 22countries of which 1,575 in Asia Pacific

APAC: 375Informed Publics in China; 200 Informed Publicsin each country: 
Japan, S. Korea, India, Indonesia, Australia, Singapore

Ages 25to 64

College-educated

In top 25% of household income per age group in each country

Report significant media consumption and engagement in business 
news and public policy



The Edelman Trust Barometer over a decade

Rising Influence of NGOs2001

Fall of the celebrity CEO2002

Earned media more credible than advertising2003

U.S. companies in Europe suffer trust discount2004

¢Ǌǳǎǘ ǎƘƛŦǘǎ ŦǊƻƳ άŀǳǘƘƻǊƛǘƛŜǎέ ǘƻ ǇŜŜǊǎ2005

ά! ǇŜǊǎƻƴ ƭƛƪŜ ƳŜέ ŜƳŜǊƎŜǎ ŀǎ ŎǊŜŘƛōƭŜ ǎǇƻƪŜǎǇŜǊǎƻƴ2006

Business more trusted than government and media2007

Young influencers have more trust in business2008

Business must partner with government to regain trust2009



In 2009/10, for our institutions, a year of change


