
Brand Trust in the News: December 2 – 9 

Customers expect sustainable options. How are you 
delivering? 

December 2, 2019 – The walls that once existed between businesses, consumers, NGOs and 
governments are tumbling down in the interest of a shared goal — developing a more sustainable Earth. 
Within this dynamic structure, each player has a unique role. More than ever, consumers are vocalizing 
how they expect the institutions they engage with, including the brands they patronize, to collaborate 
and provide products and services that help promote an eco-friendly way of life. 

According to new data released by Asia Pulp & Paper (APP) Sinar Mas from the 2019 Paper & Packaging 
Consumer Trends Report, most consumers include sustainability considerations among the most 
important factors they use to determine their spending habits. This is especially important in the food 
packaging sector. 

Research conducted for the report found that three in five adults (61 percent) said they would be willing 
to pay more for food products packaged in sustainable materials, with 35 percent saying they would be 
open to paying up to 10 percent more. With millennials being most likely to say they would be willing to 
pay more for sustainably packaged food products, and considerably more inclined than their older 
counterparts to pay over 10 percent more, this consumer trend is built to last. In order to break through 
to consumers in a crowded marketplace, companies need to show that they mean business when it 
comes to sustainability. Read more on Green Biz.  

HIT Think Why consumer trust is increasingly hard to win, 
easy to lose 
December 4, 2019 - Debates around the privacy of healthcare data have been raging for years. Recently, 
the flames were fanned to new heights after an arrangement between Google and Ascension Health 
was revealed. 
 
After the immediate (not necessarily accurate) reaction of claiming that the arrangement violated HIPAA 
settled down, the more nuanced discussion turned to trust. Namely, who do individuals believe can or 
will appropriately hold and maintain sensitive and private information? 
 
Before getting further into the discussion around trust, defining the concept will be helpful. A dictionary 
definition of trust is “one in which confidence is placed” (Merriam-Webster Dictionary). When someone 
or something is trusted, there is a belief that the person or thing will respect and act in the interests of 
the one providing the information, object, or other item. Along with the trust is a belief that self-interest 
may be placed to the side. Read more on Health Data Management.  

 

https://www.greenbiz.com/article/customers-expect-sustainable-options-how-are-you-delivering-sponsored
https://www.healthdatamanagement.com/opinion/why-consumer-trust-is-increasingly-hard-to-win-easy-to-lose


Financial Services Can Secure Future Innovation By 
Focusing On Trust 
December 5, 2019 – The future of financial services lies in consumer-permissioned data. Innovation in 
this space is about connecting the dots between consumer bank accounts and third-party apps, services 
and resources. But it’s about more than that. It’s about translating those connections into improved 
financial wellness and inclusion. 

To enhance these benefits, industry focus must be on facilitating consumer empowerment. True 
empowerment only comes when consumers have access to the information and insights they need to 
make the best financial decisions for themselves, their families and their businesses. This brand of 
authentic empowerment will, in turn, drive consumer trust in the data sharing process. 

Unfortunately, “empowering consumers” is all too often an industry buzzword, superficial and empty of 
any real commitment. There are five key requirements that financial services providers (from banks to 
data providers to fintechs) need to emphasize if they are to make empowering consumers a reality. 
These requirements are control, access, transparency, traceability and security. Dedication to not only 
recognizing these five key areas, but to enhancing each one, will produce products and processes that 
consumers can feel comfortable trusting with their personal financial data. Read more on Forbes.  

Professor Scott Galloway to Twitter's executive chairman: 
Replace CEO Jack Dorsey 
December 6, 2019 – My name is Scott Galloway (@profgalloway). I am a professor of marketing at NYU's 
Stern School of Business, an entrepreneur, and a US citizen. As of 12/6, I am the direct and beneficial 
owner of approximately 334,000 shares in Twitter. I reserve the right to establish a dialogue with like-
minded shareholders regarding the nomination of class III directors and/or a resolution of "no 
confidence" concerning you and CEO Jack Dorsey for consideration at your annual shareholder meeting 
in May. 

To be clear, my primary objective is the replacement of CEO Jack Dorsey. However, your firm's weapons 
of mass entrenchment include a staggered board that may force shareholders to seek to replace other 
directors, including yourself, first.  

Twitter has, on every metric, underperformed peers for several years. Since Mr. Dorsey's return to the 
firm in July 2015, shareholder return is –15%, vs. Google +153%, Facebook +129%, the S&P 500 +50%, 
Dow Jones U.S. Media Index +29%, and MSCI tech index +115%. The stock has experienced substantial 
contraction of its earnings multiple as the market is losing confidence in management, the board, and 
the firm's prospects. Today, Twitter's multiple on earnings is lower than media firms including. Read 
more on Business Insider. 

Brand Trust is a Driving Factor for Two-Thirds of 
Consumers 

https://www.forbes.com/sites/forbesfinancecouncil/2019/12/05/financial-services-can-secure-future-innovation-by-focusing-on-trust/#52c77e3a63f6
https://www.businessinsider.com/professor-scott-galloway-twitter-should-replace-ceo-jack-dorsey-2019-12


December 6, 2019 – Brand loyalty is no longer just about good prices or good quality. Brand trust is 
playing an increasingly important role. In research by Accenture, two-thirds of people (66%) say they are 
attracted to brands because a brand “does what it says it will do and delivers on its promise.” 
  
In research by CMO Council and Cheetah Digital, 24% of CMOs define customer loyalty as “establishing a 
level of trust and connection that inextricably ties long-standing customers with the culture and 
attributes of the brand.” This is second only to repeat purchases. 
 
What attributes do brands prioritize for securing consumer trust? Topping the list are: 
 
Respecting the data that the customer has voluntarily provided (51%) 
Communicating in a personalized way, honoring the data the customer has given (49%) 
Securing data and being transparent about data collection, storage and uses (44%). Read more on 
business2community.  
 

https://www.business2community.com/consumer-marketing/brand-trust-is-a-driving-factor-for-two-thirds-of-consumers-02264707
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