
Brand Trust in the News: Aug 26 - Sept 2 

 

What is the deal with clean label? 
August 26, 2019 – As the health conscious craze continues to surge in popularity among consumers, the 
demand for clear labelling and nutritious, buzz-word ingredients becomes ever more important.  

With clean label having transition from trend to must-have, New Food took the time to speak with Steve 
Taormina, Business Unit Manager for NSF International’s Consumer Values Verified Program, to get a 
better understanding of this latest movement.  Read more in New Food Magazine.  

British Airways breaks its brand 
 
August 26, 2019 – British Airways has long been identified as the air carrier for the discerning traveler — 
that is to say, the right choice for the traveler who expects the best customer service and finest 
attention to detail. 
 
The airline is now breaking its model. 
 
Following the announcement of admittedly unjustified strikes by the airline's pilots union, passengers 
are facing huge challenges in even getting hold of British Airways representatives. The BBC reports 
numerous stories of passengers who have made dozens of calls to the airline, but are repeatedly unable 
to get through. Making matters worse, British Airways accidentally told passengers that it had canceled 
flights even on days where strikes are not scheduled. That led some passengers to rebook flights, further 
disrupting plans. 
 
From my own anecdotal experience it seems that the airline's troubles might go beyond the present 
strike situation. I emailed British Airways two weeks ago in relation to a broken seat on a recent flight. 
That email and my follow up emails have still not received a response. Read more in Washington 
Examiner.  
 

Revitalizing the Consumer-Brand Trust Economy 
August 28, 2019 – The brand-consumer trust dynamic is at an inflection point. The abundance of data 
created from every click and purchase in today’s digital world brings benefits, but also comes with the 
responsibilities of building trust, providing protection and fostering transparency for data. 

So how does a brand rebuild the trust dynamic when consumers are more disloyal and distrustful than 
they ever have been before? By starting with a culture of openness, built on the very item that fuels 
much trepidation: data. Read more in CMSWire.  

 

https://www.newfoodmagazine.com/article/92225/whats-the-deal-with-clean-label/
https://www.washingtonexaminer.com/opinion/british-airways-breaks-its-brand
https://www.washingtonexaminer.com/opinion/british-airways-breaks-its-brand
https://www.cmswire.com/customer-experience/revitalizing-the-consumer-brand-trust-economy/


In the Privacy-First Era, Marketers Must Organize Around 
Privacy to Solidify Consumer Trust 
 
August 29, 2019 – For marketers, regulations like the European Union General Data Protection 
Regulation (GDPR) and the forthcoming California Consumer Privacy Act (CCPA) have introduced a slew 
of new considerations. For example, because of the GDPR’s global reach, many marketers must contend 
with EU- and non-EU-specific campaign parameters, varying consumer rights obligations, different 
settings and retention policies within their databases and content management systems (CMS), and 
potentially different website cookie/tracker experiences. The exponentially-growing number of 
regulations can be dizzying, making it difficult for marketers to focus on their primary objectives.  
 
Our new Privacy-First age has shifted the paradigm in two key areas for marketers: Firstly, in clarifying 
who “owns” the data and the rights associated with it—unequivocally, the consumer—and, secondly, by 
moving away from focusing marketing compliance on a single law at any given time. Instead, more 
companies than ever have set up marketing and privacy programs oriented around a set of controls or 
internal standards such that, whatever the law, it’s a matter of minor program adjustment rather than 
overhaul for the “next big thing.” This requires the right combination of people, process and technology. 
Read more in Martech Advisor.  

Supply chain visibility boosts consumer trust, and even sales 
August 31, 2019 – Your brand is just as important as your product to overall business success. The 2019 
B2B Trusted Brands Report from Sagefrog lists the ones who are the most trusted. Small Business Trends 
contacted Mark Schmukler, CEO & Co-founder to find out the names and what small businesses need to 
look for in the B2B companies they work with. Read more at Small Biz Trends.  

 

https://www.martechadvisor.com/articles/gdpr/in-the-privacyfirst-era-marketers-must-organize-around-privacy-to-solidify-consumer-trust/
https://smallbiztrends.com/2019/08/sagefrog-2019-b2b-trusted-brands-report.html
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