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PwC: Food sector can build consumer trust through 
technology 
October 1, 2019 – According to the report, food and beverage companies are becoming more attuned to 
the importance of consumer trust in brand building efforts. 

Transparency is central to trust-building, and new technologies are unlocking the possibility of conveying 
the supply chain journey to consumers. Blockchain, for example, can track products throughout the 
supply chain and trace food products, and companies can choose to be more forward with sharing this 
data. A number of firms in Canada are already developing smart labels that can store detailed 
information on products which can be viewed on smartphones or computers, the report says. 

Aside from transparency efforts, technology can also boost operational efficiency and quality control; 
use cases include advanced sensors to monitor refrigeration systems in shipment and storage, 
automated greenhouses to boost production, and the use of drones to scan for crop-damaging insects.  

"By sharing data via the Internet of Things, businesses are becoming more efficient and transparent 
throughout the value chain,” Myles Gooding, national retail and consumer leader, PwC Canada, said. “In 
addition, they are telling their story with an eye to developing and maintaining consumers' trust." Read 
more on Consulting.ca.  

New Research Shows Facebook Brand Trust Lowest Out Of 
Top Tech Players With Apple Ranking Highest 
 
October 1, 2019 – Brand trust is becoming a bigger issue for the large tech players with latest research 
showing they are not immune to reputational damage from the issues of data protection and usage 
which is now impacting usage and prompting regulators to adopt a more punitive approach. 
 
This situation poses an interesting question; ‘What has been the impact on brand trust for the big three 
and do people really care?’ We set out to explore this issue with the help of Adoreboard an Emotion AI 
company that unites customer and employee experience through its Human Experience (HX) 
measurement platform Emotics. 
 
The Adoreboard research examined emotive insights from 170,000 social media mentions identifying 
insights into privacy issues drilling down into the emotion Trust and its negative counterpart Disgust 
showing in Figure 1 how Aussies rank in comparison to a global view. 
 
Not surprisingly Facebook ranked lowest at -37 as seen in Figure 1; Global Overall vs Australia -Trust as 
no doubt the impact of the Cambridge Analytical data breach and resulting record Federal Trade 
Commission $5 USD billion fine and impacted brand trust.  Read more in which-50.  
 

https://www.consulting.ca/news/1271/pwc-food-sector-can-build-consumer-trust-through-technology
https://which-50.com/new-research-shows-facebook-brand-trust-lowest-out-of-top-tech-players-with-apple-ranking-highest/


Facebook’s dreams are bold—and utterly out of whack with 
its reality 
October 2, 2019 – When I told a friend of mine about a recent press event in which Facebook unveiled 
its new Portal home video chat device, which contains an array of sensitive microphones and a camera 
that follows you around the room, he replied: “Yeah, like I’m going to put a Facebook camera in my 
living room.” 

He’s right to be skeptical. Facebook’s image hasn’t changed much since a string of privacy scandals befell 
it starting in 2016, when Russian operatives used the social network to spread disinformation to help the 
candidacy of Donald Trump. Next came news of the giant leak of Facebook users’ personal data to the 
shady political data consultant Cambridge Analytica, which worked for Trump. Then the New York Times 
exposed how Facebook had gone to a lot of trouble to deny the Russia affair both internally and 
externally. On top of that, the company also suffered another data breach affecting nearly 50 million 
accounts. 

As a result, public trust in the company has suffered. Pew Research shows almost 7 in 10 U.S. adults use 
Facebook. But an NBC/Wall Street Journal poll reveals that only 6% of U.S. adults say they fully trust 
Facebook to protect their personal data, while 60% said they don’t trust Facebook to protect their data 
at all. Another Pew Research study in May and June found that about three-quarters of adult Facebook 
users had taken some action to curtail their Facebook use because of privacy concerns. Read more in 
Fast Company.  

 

GDPR-compliant companies outperforming peers across a 
wide range of metrics 
 
October 3, 2019 - According to a new report from Capgemini research, compliance with the EU’s GDPR 
has yielded a range of significant and perhaps unanticipated benefits, from increased consumer trust to 
better customer engagement and revenue growth. Overall, the researcher says that “[GDPR] compliant 
organizations have outperformed non-compliant [companies] by an average of 20%.” 
 
Only 28% complaint so far. Overall only 28% of firms surveyed by Capgemini were fully GDPR compliant. 
The company polled 1,100 senior executives in various industries (insurance, banking, consumer 
products, utilities, telecom, public services, healthcare and retail) in multiple countries. It then 
compared the performance of GDPR-compliant organizations against those that were not compliant or 
only partly compliant. The report states, “92% of executives from compliant firms say their organization 
has gained a competitive advantage thanks to the GDPR.”  
 
Better ratings, better performance. The chart above indicates compliant organizations saw better 
consumer ratings, greater trust, improved lead quality, better employee morale and a better overall 
brand image vs. those that were not compliant or lagged in compliance. 
These are of course the self-perceptions of survey respondents, but it’s striking that across all metrics 
GDPR compliant companies were doing better than their counterparts. While some of this might be 
expected (e.g., improved consumer trust) the range of findings are striking and unexpected. Read more 
in Marketing Land.  

https://www.fastcompany.com/90410735/facebook-portal-libra-brain-reading
https://marketingland.com/gdpr-compliant-companies-outperforming-peers-across-a-wide-range-of-metrics-268510


Verification And Trust In The Digital Sales Platform 
October 7, 2019 – I am almost positive you have heard of or participated in an online verification 
process at least once in the past month. It may have been a new bank account or a new member 
registration or just a simple interaction to join a group or blog. You had to verify that you were an 
authentic customer and not a robot. 

What does it mean to be verified? Merriam Webster states the definition as simply to “establish the 
truth, accuracy or reality of a claim.” 

If you are like most people in North America, you do everything on your personal device. But what is the 
entity behind that device? The person conducting that simple transaction with you might be 5,000 miles 
away. Can you trust them? Do you trust them? Read more on Forbes.  

https://www.forbes.com/sites/forbestechcouncil/2019/10/07/verification-and-trust-in-the-digital-sales-platform/#2f217e422fc8
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