
Brand Trust in the News: January 20 – 27 
 

Singapore unveils new initiatives to build consumer trust in 
artificial intelligence at WEF 
January 21, 2020 – DAVOS: A set of three initiatives, aimed at improving consumer trust on the use and 
governance of artificial intelligence (AI), were announced by Singapore at the World Economic Forum 
(WEF) annual meeting on Tuesday (Jan 21).  

They are an Implementation and Self-Assessment Guide for Organisations (ISAGO), a compendium of 
use cases and a second edition of the Model AI Governance Framework. 

The initiatives followed the launch of the Model AI Governance Framework by Singapore at last year’s 
WEF annual meeting as well as the announcement of Singapore’s National AI Strategy in November.  

They were announced by Minister for Communications and Information S Iswaran and WEF AI portfolio 
lead Ms Kay Firth-Butterfield at a press conference in Davos.  

Mr Iswaran is in Davos together with Prime Minister Lee Hsien Loong and Senior Minister Tharman 
Shanmugaratnam for the WEF annual meeting.  

The three initiatives are meant to complement one another. Read more on CNA  

Heritage Audio Brand Bose Closes Nearly Half Of Physical 
Locations Embracing Online Consumer Buying Trends 
January 22, 2020 – With its first brick and mortar location opening in 1993 in Kittery, Maine, audiophile 
brand and sound manufacturer, Bose, announced that it will begin to close 119 retail stores in North 
America, Europe, Japan, and Australia. The remaining 130 physical stores across India, Southeast Asia, 
South Korea, China, and the United Arab Emirates will remain undisturbed. 

In an official statement, Bose Corporation’s VP of Global Sales explains the reality of closing nearly half 
of the company’s retail locations, “originally, our retail stores gave people a way to experience, test, and 
talk to us about multi-component, CD and DVD-based home entertainment systems," said Colette 
Burke. "At the time, it was a radical idea, but we focused on what our customers needed, and where 
they needed it — and we're doing the same thing now. Read more on Fobes.   

The Sharing Economy Needs Robust Verification For Trust 
And Safety 
 
January 24, 2020 – What is it about the gig economy that we love to hate? Who would have thought 
sharing underutilized products and services would become a way of life? I must admit, as an executive, I 

https://www.channelnewsasia.com/news/singapore/singapore-unveils-new-initiatives-to-build-consumer-trust-in-12297508
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cannot do without Uber and Airbnb, especially when I travel internationally. It’s cost-effective, user-
friendly and convenient. 
 
The sharing economy is great, not perfect. There are substantial gaps in trust and transparency. Strong 
policies should be built in to protect both users and operators. Companies like Uber already use a form 
of ID verification, but it's not a robust solution. News reports about Uber show that their systems have 
not been exhausted or stress tested to find and eliminate loopholes for fraud and manipulation. 
 
The sharing economy must be held liable for services that may have the potential to put users in harm’s 
way. Therefore, using a robust multilevel identity verification process that verifies accounts and provides 
legitimacy is necessary for the sharing economy to grow and scale. Leading an identity verification 
company has allowed me to see how the sharing economy has untapped potential for consumer trust 
and transparency. Read more on Forbes.  

Lyft, Uber waste little time launching in Vancouver 
 
January 24, 2020 – Uber and Lyft wasted little time launching competing ride-hailing operations and 
apps in Vancouver Friday morning, less than 24 hours after receiving approval from the provincial 
government. 
 
Uber claimed its debut passenger booked a ride in a Tesla 3 at 7:45 a.m. in Richmond.  
 
Lyft driver and general manager Peter Lukomskyj picked up his company's first rider at a ceremonial 
kickoff outside the Vancouver Convention Centre at 8:30 a.m. 
 
Neither company will divulge how many drivers each have signed up, but it's clear from pitches 
delivered at the launch news conferences, both are looking for more. 
 
Lukomskyj said Lyft will limit operations to the core of Vancouver until it has more drivers, using Dunbar 
Street to the west, Victoria Drive to the east and 41st Avenue to the south as boundaries. It will also 
service the Pacific National Exhibition and Vancouver International Airport.  
 
Uber's operating area covers a much bigger swath of Metro Vancouver, including Coquitlam, Surrey, 
Delta, West and North Vancouver.  
 
Passengers can request an Uber anywhere within the service area and they can be dropped off 
anywhere inside or outside the service area. 
 
However, passengers cannot start a trip outside the service area. 
 
For example, a passenger can request an Uber from downtown Vancouver to the Horseshoe Bay ferry 
terminal, which is outside the service zone. But they can't request an Uber from the ferry terminal to 
downtown Vancouver.  
 
The same goes for Tsawwassen ferry terminal, which is also outside the service area. Read more on CBC.   

https://www.forbes.com/sites/forbestechcouncil/2020/01/24/the-sharing-economy-needs-robust-verification-for-trust-and-safety/#4f4460f563f3
https://www.cbc.ca/news/canada/british-columbia/lyft-uber-vancouver-1.5439182


‘Trust Me’ Advertising Does Not Build Trust. Create A 
Trust Agenda. 
January 27, 2020 – Trust is not bought through advertising. Trust is earned over time. Building trust 
requires an enterprise-wide action framework. Trust is not built by buying 30-second TV ads or full-page 
print ads saying “Trust me.” With the upcoming Super Bowl, some brands are using advertising to build 
trust. This is a $5.5 million mistake. 

Yet, some brands think a trust deficit can be repaired with advertising. Their efforts are focused on 
cringe-worthy mea culpa advertising where the overarching message “Trust me.” The “Trust me” 
approach did not work for Richard Nixon and will not work for brands either. Consider these recent 
examples: 

Uber has been running print ads touting safety features on its app. “There’s an Emergency Button in the 
app if a rider or driver ever needs help.” “Unexpected stops alert our RideCheck technology so we can 
check drivers and riders are OK.” These messages are from uber.com/safety inform us that the brand is 
100% committed to safety, creating ridesharing’s first-ever Safety Report, which includes Background 
Checks and Ongoing Driver Screenings. Do these “trust Uber” messages instill a sense of security? Or do 
these alert us to the potential of a rogue driver or a maniacal passenger? Read more on Forbes.  
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