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2022 EDELMAN
TRUST BAROMETER

Annual online survey in its 22"d year

Fieldwork conducted: Nov 1 — Nov 24, 2021

Methodology

28 36,000+ 1,150+

GLOBAL AVERAGES
GLOBAL 27

GLOBAL 22

GLOBAL 24 Not asked in China, Russia, Thailand
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22 YEARS OF TRUST

Rising
Influence of
NGOs

Fall of
Government

Fall of the
Celebrity CEO

Crisis of
Leadership

Earned Media
More Credible
Than
Advertising

Business
to Lead
the Debate
for Change

u.s.
Companies in
Europe Suffer
Trust Discount

Trust is
Essential to
Innovation

Trust

Shifts from
“Authorities”
to Peers

Growing
Inequality
of Trust

A “Person Like
Me” Emerges
as Credible
Spokesperson

Trust in
Crisis

Business
More Trusted
Than
Government
and Media

The Battle
for Truth

Young People
Have More
Trust in
Business

Trust
at Work

Trust in
Business
InES

Trust:
Competence
and Ethics

Performance
and
Transparency
Essential to
Trust

Business
Most Trusted

Business Must
Partner With
Governmentto
Regain Trust

‘22

The Cycle
of Distrust
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A 2021 A 2022
A Genera population A General population

TRUST IN INDIA % Global 2 56 Gobal 27 © 0

India China
REMAINS STABLE - UAE . |
China _ Biggest gainers:
Indonesia Indonesia
Trust Index Saudi Arabia India China @
Singapore Saudi Arabia
gap | UAE (+9)
UAE Malaysia
Malaysia Singapore Thailand @
The Netherlands Thailand
Thailand Kenya
59  Australia Mexico Biggest losers:
59 Kenya 57 The Netherlands a
a—a— 1 59  Mexico 54  Canada Germany
Distrust Neutral  Trust 56 Canada 53 Australia Australia e
(1-49) (50-59) (60-100)
53 Germany 53 Italy
. The Netherlands
52 Iltaly 51 Brazil
51  Brazil 51  lIreland S. Korea e
Ireland France
: : U.S.
Colombia Colombia
France S. Africa
S. Africa Germany
u.S. Argentina
Argentina Spain
S. Korea UK
2022 Edelman Trust Barometer. The Trust Index is the average Spain u.s.
percen_t trus_t in N_GO_S, business, government and r_nec_;lia. TRU_INS. UK S. Korea
Below is a list of institutions. For each one, please indicate how
much you trust that institution to do what is right. 9-point scale; top 4 Japan Japan .
box, trust. General population, 27-mkt avg. ) ‘_‘!II' Edelman 4
Russia Russia




BUSINESS STILL ONLY TRUSTED INSTITUTION;
TRUST DECLINES FOR GOVERNMENT AND MEDIA

Percent trust

Global 27

59

Business NGOs

] " 0 O ©
us Trus

Change, 2021 to 2022

2
> 50

Government Media

IN MAY 2020,
GOVERNMENT MOST TRUSTED
Global 11

65 62 62

I I I |
Government Business NGOs Media
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NEWS SOURCES FAIL TO FIX THEIR TRUST PROBLEM

Percent trust

Global 22 B H | ‘ o @

Search engines  Traditional media Owned media Social media Distrust  Neutral  Trust Change, 2012 to 2022
59
57
43
37

Change,

2012 to 2022
Least-trusting countries Uus. 45 Russia 35 S.Korea 24 France 19
for each source Australia 47 Japan 39 Russia 28 Germany 20
Japan 47 S. Korea, U.S. 43 us. 28 Canada 21
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MY EMPLOYER TRUSTED AROUND THE WORLD

Percent trust

] " @@ O ©®

Distrust Neutral Trust Change, 2021 to 2022

Global 27

91 9o
89 85 85 85 g3

8l 79 79
76 76 76 76 75 75 74 74 74 73 72 71 71 g9
67
0
53
. &
A i

(o2}

[/

MY EMPLOYER

Business
NGOs 59
® & 9 & 9 4 YR % R g A %
o*o«~0.‘? %, Y, T % D % % e, O 8 Y VS %,
Government 52 o% % /'70 + % 04, %, /% %) {% o"o'l’ «7,;/ 0%" ,9% 6‘% e,)q ) % % f% s .9@’“9/;0@ 0% *o,
Media 50 %, %
%
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GLOBAL 24 Not asked in China, Russia, Thailand

BUSINESS AND NGOS SEEN AS COMPETENT
AND EFFECTIVE DRIVERS OF POSITIVE CHANGE

Net ethical scores in detall

Business NGOs Government Media
Net score Net score Net score Net score

Highly effective agent of positive change

Effective 29pts 30 7 9 vs

Completely ineffective agent of positive change

Has vision for the future | believe in
Visionary 19 22 -10 5 vs
Does not have a vision for the future | believe in

11 -19 -12 Vs
Serve the interests of only certain groups of people

Serves the interests of everyone equally and fairly
Fair @

Watchout for business:
negative score for fairness

‘_|III> Edelman 8
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GOOD INFORMATION CAN HELP CLOSE THE SOCIETAL DIVIDE

Trust Index

Distrust Neutral  Trust

Global 22

High income

\
\ /
\

Low income

2012

e

/

=

Low income, l

well-informed High income

55 not well-informed

n
47

When low-income respondents are well-
informed, they are more trusting than
high-income respondents who are not

2022

Well-informed

regularly do the following:

Follow news regularly
U Consult 3+ news sources daily

O Read business and/or public
policy news

Seek quality information

U Consult news sources with which
they disagree

U Check information against
multiple sources
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CONTINUED TRUST GAP BETWEEN HIGH AND LOW INCOME

Trust Index in India

Distrust Neutral  Trust

High income
(Top 25%)

Record high

Trust gap,
high vs. low income . .
Countries with the greatest

Low income-based trust inequality
(Bottom 25%)

Thailand 36pts

Saudi Arabia 27pts
UK 25pts
Ireland 23pts
Germany 21pts

The Netherlands 21pts

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
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ALL INSTITUTIONS TRUSTED IN INDIA
IN SPITE OF DECLINES IN THE LAST YEAR

Percent trust, in India

] " @ O ®

Distrust Neutral  Trust Change, 2021 to 2022
(1-49)  (50-59) (60-100)

79

Business NGOs Government Media

‘|III> Edelman
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FAKE NEWS CONCERNS AT AN ALL-TIME HIGH

Percent who agree @ O ©®

Change, 2021 to 2022

A All-time high in
13 of 27 countries

| worry about false information or fake news being used as a weapon

®
|

84 83 83 82 82 82 82 81 81 81
80 80 79 78 78
76 76 75 75 74 73
72 71

67

65 64 64 63
Global 27

JAS T

P00 QDO DDOTOOO0 - QOO - OO

Y Y % y A
%, %, %/ R ’)0"4’ ‘)"’e‘q’ G’e % % Y %y LN 62,(, 04- %, % Q@ % Q? S, %, Qf‘ 5 % é’e
Y% 0, B, 0, B % G, N, Y By G L s, V% T, 9, 9 O 0, %, % 4,
2 e L. Co ® 2% 7.0 9O V%G % % Y, % %% 1 % % @ 7 %
S o 9 %0 %, 1N ° <« ° TS % “% < % %
(] 4 v Q < ‘96, [J S,
< A < % {9’)
A %
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TRUST IN TRADITIONAL AND SOCIAL MEDIA UNDER
PRESSURE

Percent trust, in India

—B—Search engines

——Traditional media

——-0Owned media

—8—Social media

2013 2014 2015 2016 2017 2018 2019 Jan 2020 May 2020 Jan 2021 May 2021 Mar-22
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MEDIA NOT SEEN AS A UNIFYING FORCE

Percent who say, in India

These institutions are... G
ap,

difference between
unifying force vs.
u [ dividing force

adividing a unifying
force insociety  force in society

47
41

Media

49

40

Government

51

35

Business

54

38

NGOs
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EMPLOYERS MOST TRUSTED TO DO WHAT IS RIGHT
N @@ O ©®

Percent trust, in India Distrust Neutral ~ Trust Change, 2021 to 2022

Scientists and employers most trusted

86 86 82
80
78 76
64 62
-2 n/a -2 -5 -1 -4 -4

Scientists My coworkers My CEO Citizens of People in my CEOs Journalists Government
my country local community leaders
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ECONOMIC OPTIMISM REMAINS STABLE IN INDIA

Percent who believe they and their families will be better off in five years’ time

[l Developed countries ‘ o @ Change, 2021 to 2022

My family and | will be better off
in five years’ time m— 91

83 87
| ' 81
W 9 countries at all-time lows 73 73 78 59

64 66

60 60

Global 27 55

ol

41 42 43

!iig;lgl!!l 000000000000

4% R S, €L % S, @ 1 %
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% o, /}’) + A Q \9\5} ,)QO' Q”) 46» A 6\0‘ , 95, % 00/) Q’/ Q ‘?’ 7 +’o é,/ o/‘ ¢ % % o’b \9@,_. ?j’s’
ALY °e' > % % % & R0, S5 % o b %y O R/ Sy, Gy
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TRUST IN TECHNOLOGY REBOUNDS, SOCIAL MEDIA SLIPS

Percent trust, in India

[ | O O ®
Distrust Neutral  Trust Change, 2021 to 2022
80
68
Social media
falls further
Q” o @ l c~ &%0 %’5 : o '%{9// 00%’
7
’)O/O o)oz;‘ % K %”) Q o )éo, ’OO,?, 60@, ("b@ % %’6 % O “
9 by %, N 6 (2% S, ® ~ i 7 S, S
2% % S 2, ’o s Y o 9
% ‘ % 4 ? % % %
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%
%
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TRUST IN ALL COUNTRY BRANDS DECLINE

Percent trust of Indian public in companies headquartered in each country

[ " 0 O ®
Distrust Neutral  Trust Change, 2021 to 2022
79 78 78 78
India Japan Canada France Germany S. Korea China
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TOP 3 SOCIETAL

Percent who worry about each, in India @ O ©

FEARS PERSIST IN Change, 202110 2022
INDIA

92
R

2022 Edelman Trust Barometer. POP_EMO. Some people say Job loss Climate Change Hackers and

they worry about many things while others say they have few (net) cyber-attacks
concerns. We are interested in what you worry about.
Specifically, how much do you worry about each of the
following? 9-point scale; top 4 box, worry. Non-job loss attributes
shown to half of the sample. General population, India. Job loss
asked of those who are an employee of an organization (Q43/1).
MMMCMS  Job loss is a net of attributes 1-3, 5, and 22-24. ‘-‘!!I" Edelman 23




INSTITUTIONS SEEN AS ABLE TO
SOLVE SOCIETAL PROBLEMS

Percent who say each is a strength of institutions, in India

Take a leadership role Get results
Coordinate cross-institutional efforts Successfully execute plans and strategies
to solve societal problems that yield results

Majority do not
see as strength

Business NGOs Media Government Business NGOs Government Media

B 2022 Edelman Trust Barometer. CMP_ARE_[INS]. Thinking about [institution] as they are today, please indicate whether you consider each of the following dimensions to be one of their

B areas of strength or weakness. 5-point scale; top 2 box, strength. Question asked of half of the sample. General population, India. ‘III" Edelman 24



BUSINESS SEEN TO HAVE BIGGEST ROLE IN SOLVING
SOCIETAL PROBLEMS

Percent who agree

Global 7
In India
Buy or advocate Choose a place Invest of institutional investors
for brands to work based on their subject ESG to the same scrutiny
based on their beliefs based on their beliefs beliefs and values as operational and financial
and values and values considerations

‘_|III> Edelman 25



CEOS EXPECTED TO INFORM POLICY, NOT POLITICS

Percent who expect CEOs to inform and shape conversations and policy debates about each issue, in
India

wn
=
o
S
©«
2
3
3]
5
o
3
2
o
<

Some expectation

6]
w
!

Technology and automation 2 77

al
o

Wage inequality 25 75

AN
%)
!
\l
o

Improving education and healthcare systems 6

Jobs/economy 53 21 74

Global warming and climate change 49 23 72

Prejudice and discrimination 46 25 71

Immigration and its impact on jobs 40 28 68
How to increase the COVID vaccination rate 45 21 66
Who the next leader of the country should be 33 23 56
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IN INDIA, MY EMPLOYER AMONG MOST

BELIEVABLE INFORMATION SOURCES

Percent who believe information from each source automatically, or after seeing it twice or less, in India

Communications from... Major

corporations

_ 54
Nr. of times they need to see

the information repeated
before believing it:

Once or twice

Il If | seeit here, | will
automatically assume it is true

| will never believe it is true
if this is the only place | see it

| 6
7

My employer

54

5

National
government

53

7

Media reports,
named source

51

| 6
7

Advertising

49

7

Media reports, My social media

anonymous

source

49

8

feed

42

H

11
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GLOBAL 24 Not asked in China, Russia, Thailand

INFORMATION QUALITY NOW MOST POWERFUL
TRUST BUILDER ACROSS INSTITUTIONS GLOBALLY

Potential trust gain associated with doing each well (top 5)

Business

Information quality

Hold others accountable

Communication and transparency

Exert power effectively

Get results

NGOs

Information quality

3.2

Exert power effectively

Work with other institutions and
organizations

Take a leadership role

Change management

Government

% pt
gain

Information quality

6.1

Take a leadership role

Exert power effectively

Long-term thinking and planning

Hold others accountable

Media

Information quality

Communication and transparency

Exert power effectively

Change management

Hold others accountable
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KEY INSTITUTIONS HAVE WELL-DEFINED ROLES &
EXPECTATIONS IN RESTORING TRUST

1 2 3 4

Business is trusted to
deliver

People want more
business leadership, not
less.

Leaders must engage
more, shape policy

CEOs need to provide
solutions; long-term
thinking over short-term
gain.

Leverage the trust
capital of CEOs among
employees

Internal
communication is as
critical as external
communication

Trust iIs more localized

Your employees can be
your biggest
ambassadors

Provide trustworthy
information,
consistently

Clear, consistent, fact-
based information is
critical to restoring trust
across owned & earned
channels.
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