
Brand Trust in the News: June 3 - 10 

Facebook Is Breaking the Five Basic Principles of Trust 
Building 
June 3, 2019 – We are watching the real time demise of the trust in the Facebook brand. Facebook is in 
a battle to save the trust in its brand. Lose trust and nothing else matters. Although it would seem to be 
counterintuitive, it does look as if Facebook is doing everything conceivable to destroy its brand trust. 
Facebook is making trust busting look easy.  

A brand is a promise of a relevant, differentiated, trustworthy experience. What makes your brand 
relevant? What makes your brand different? Above all, what makes your brand trustworthy? Brand trust 
is an essential component of brand value. No matter how great an experience your brand delivers 
relative to its costs, if the customer does not trust your brand, then there is no brand value. Read more 
in Forbes.   

Canadians Still Don’t Trust Tim Hortons As Much As 
Before, Despite All the Big Changes 
June 4, 2019 – Tim Hortons once again fails to clinch a top spot as one of Canada's most trusted brands 
2019.  The company continues to struggle in its quest to redeem itself in the eyes of Canadian 
customers. This is according to the fifth Gustavson Brand Trust Index (GBTI) that was released this past 
week. 

The GBTI, which measures Canadian consumers' opinions about a wide range of brands, assesses 
consumer levels of brand trust and advocacy. The 2019 GBTI measured the opinions of over 7,200 
Canadian consumers on 313 national brands, across 26 different product categories. Read more in 
NarCity.   

Apple and Samsung Gaining as Huawei Loses Traction 
June 7, 2019 – The United State’s decision to blacklist Huawei has shaken the entire tech world. Export 
restrictions, as determined by the Trump Administration, will prohibit Huawei from sourcing 
smartphone components, and even licensing from essential software like Google’s Android Operating 
System. 

Many speculate on how big of a dent this will be on Huawei’s market share. Huawei is a dominant 
worldwide smartphone brand – second to Samsung, and ahead of Apple. 

Per analyst Ming Chi-Kuo of TF International Securities, Huawei losing brand trust is their biggest issue. 
His report forecasts Samsung to be the primary beneficiary – an additional 10 to 20 million units as 
smartphone buyers convert. Even though Apple is losing its Chinese market, this blacklist helps Apple’s 
incoming non-China market share to offset the initial loss. Read more in Market Tactic.  

https://www.forbes.com/sites/larrylight/2019/06/03/facebook-is-breaking-the-five-basic-principles-of-trust-building/#135a216513e5
https://www.narcity.com/news/ca/canadas-most-trusted-brands-2019-proves-canadians-still-dont-trust-tim-hortons
https://markettactic.com/apple-and-samsung-gaining-as-huawei-loses-traction/2898/


Employees sour on Tesla amid cost-cutting, layoffs 

June 10, 2019 - Tesla Inc’s rankings at two high-profile job websites have declined, suggesting that job 
dissatisfaction at the electric car company is intensifying amid layoffs, strategy shifts and executive 
turnover. 
 
Tesla placed 16th on LinkedIn’s annual “Top Companies 2019” list published in April, compiled from 
billions of actions taken by its over 600 million users that indicate job interest and demand. It held the 
fifth and sixth spots in 2018 and 2017, respectively. At jobs site Glassdoor, Tesla’s overall company 
rating fell to 3.2 out of 5.0 stars based on reviews written in the first quarter from a high of 3.6 in 2017, 
according to historical data compiled by Glassdoor at Reuters’ request. The average rating of the nearly 
1 million employers reviewed on the site is 3.4. Read more in Reuters.  

 
How Patagonia, REI and Eileen Fisher Are Using Second-
Hand Sales to Make More New Customers 
 
June 10, 2019 – Supporting the infrastructure to take back second-hand goods, refurbish them, then sell 
them on is a whole other business that their existing business model doesn’t and can’t easily support. 
 
The bean counters in the corner offices of these brands must see the potential return on investment 
required to get a resale operation going as mere chump change. The real money, they believe, is to be 
made in new, not used sales. 
 
And in this, they’d be dead wrong. They are still operating under the outmoded 20th century sales-per-
square foot or click metric, rather than what means the most in the 21st century: the lifetime value of a 
customer (LTV). Read more in Forbes.  
 

https://www.reuters.com/article/us-tesla-workers/employees-sour-on-tesla-amid-cost-cutting-layoffs-idUSKCN1TB1AJ
https://www.forbes.com/sites/pamdanziger/2019/06/10/how-patagonia-rei-and-eileen-fisher-are-using-second-hand-sales-to-make-more-new-sales-and-customers/#6699fda25272

	Brand Trust in the News: June 3 - 10

