


Actions pay off

Companies that have repaid bailout
or loan money to the government,
reduced CEO and executive pay, or
fired non-performing management
teams are more trusted by eight
out of 10 informed publics (figure
3). However business still has work
to do: Only 6% in six countries de-
scribe the reputation of large global
businesses as “excellent” and 52%
say companies haven't managed
business operations well enough to
ensure they survive the global eco-
nomic crisis.

Tech maintains lead

Technology has historically ranked
high in the Edelman Trust Barometer
and continues to be highly trusted.
The No. 2 position varies by market
with five different sectors taking the
spot (figure 4).

In response to a separate question
about what actions build trust, eighty-
nine percent (89%) of informed publics
said they would trust companies that
drive better innovation by investing
in research and development.

Figure 3: “Cleaning house” likely reason for increased trust in business
Would you trust a company more or less if that company took this action?
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Figure 4: Technology most trusted industry in five of the six countries

How much do you trust businesses in each of the following industries to do what is right?
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Figure 5: A stakeholder, not a shareholder, world

How important do you believe the interests of the following stakeholders should be

to a CEO'’s decisions?
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A stakeholder society

The expectation of the role of busi-
ness has expanded, supplanting
Milton Friedman’s famous 1970’s
assertion that the social responsibility
of business is to increase profits. In
addition to investors ranking third
in the list of stakeholders whose
interests CEOs should heed (figure
5), profitability and performance falls
behind employee well-being, trans-
parentandhonestbusiness practices,
and frequent communication in the
list of factors that could build trust in
a company (figure 6).

Data also show that business wins
when it takes on big societal chal-
lenges and engages in private sector
diplomacy. Informed publics place
great importance on business’s
commitment to finding solutions for
global issues like global warming,
energy costs, and access to afford-
able healthcare but say business has
not done enough to create solutions
for these causes (71%, 70%, and
64%, respectively).

Investor interests need to
be balanced with customer
and employee interests
when a CEO makes a
business decision.

Figure 6: “Hard and soft” measures rebuild trust

Would you trust a company more for taking the following action”?
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Figure 7: East-West divide on multinational corporations

How would you describe the reputation of large global business?

T ) 1% 2%

us. UK

France Germany India

Informed publics ages 25-64

Optimism thrives in the East

M Excellent [ Good [ Neither good nor bad [l Fair [ Poor

The way forward for business

Companies in the West have a long
way to go to regain the reputation lost
in scandals, bankruptcies, and gov-
ernment bailouts; it won’t happen in
a single year or through a single set
of actions like those we’ve seen in the
past six months, however successful
they’ve been. Much like a dieter who'’s
rather easily shed the first 10 pounds
but is struggling with the next 10,
business has to negotiate tough
issues like the gradual exit of govern-
ment from the private sector and a new
set of co-habitation arrangements.
Business is expected to play a broader
role in society, to collaborate more with
government and NGOs, to consider

China

India and China are the most posi-
tive about business. At 75%, India
recorded the highest level of trust in
business of any of the six countries
surveyed. China followed with 60%
saying they trust business to do what
is right (figure 1, page 1). In China
and India, 96% and 81% of informed
publics, respectively, say their country
is headed in the right direction,

compared with 47% of Americans
and Germans, 37% of British, and
31% of French. In another marked
contrast to the West, nearly seven
out of 10 informed publics in India
and China rate the reputation of large
multinational corporations as good
or excellent, compared with 30% of
Americans, 29% of Germans, 24% of
French, and 13% of Biritish (figure 7).

employees before shareholders, and
to communicate frequently and
transparently. How to square these
goals—characterized by mutual social
responsibility and shared purpose—
with a profit-making strategy? Only by
resolving this question will companies
attract the best employees, build support
for brands, and achieve outstanding
returns for investors.

About the Midyear Edelman Trust Barometer

The 2009 Midyear Edelman Trust Barometer is an abridged version of the firm’s annual
trust and credibility survey. The survey was conducted by research firm StrategyOne
and consisted of 15-minute telephone interviews using the fielding services of World
One from May 26 to July 3, 2009. The survey sampled 1,675 informed publics in two
age groups (25-34 and 35-64) in six countries: the United States, the United Kingdom,
France, Germany, India, and China. All informed publics met the following criteria:
college-educated; household income in the top quartile for their age in their country;
read or watch business/news media at least several times a week; and follow public
policy issues in the news at least several times a week.

* StrategyOne

About Edelman

Edelman is the world’s leading independent public relations firm, with 3,200 employees
in 51 offices worldwide. Edelman was named PRWeek's “2009 Agency of the Year,”
PRWeek's “Large Agency of the Year” (for the third time in the last four years), and
Holmes Report’s “2009 Best Large Agency to Work For” and was listed as a top-10 firm
by Advertising Age in 2007 and 2008. Edelman owns specialty firms Blue (advertising),
StrategyOne (research), and BioScience Communications (medical education and
publishing). Visit http://www.edelman.com for more information.

Follow the midyear Trust conversation at twitter.com/Edelman_Trust and through #edeltrust.
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