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The Event
The second in Stir’s Enquirer Series took the form of
a panel discussion, exploring how brands can work
to build consumer trust in, what is being termed, a
“post-truth era”.
The panel included four individuals, each chosen as
experts in their distinct fields and for their diverse
viewpoints on the role of trust in today’s brand
communications.
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Andrew Tucker PhD is a
pioneer in trust analytics –
CEO of Mettle Consulting
Ltd and a Research Fellow
at Brunel University in the
UK

Araceli has worked with
Stir over the last two years
examining the effect of
the digital era on brand
consumer communications

Fellow of The Marketing
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held roles at Coca-Cola
GB, working across various
brands and marketing
positions, delivering
outstanding brand and sales
performance
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major brands including
Heineken, Merlin
Entertainment, Cineworld
and Charles Wells
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WHAT DO WE MEAN WHEN WE TALK
ABOUT A “POST-TRUTH ERA”?
post-truth /ˌpəʊs(t)ˈtruːθ/
Relating to or denoting circumstances in which objective facts are less influential in
shaping public opinion than appeals to emotion and personal belief.
(Oxford Dictionary)

Ten or perhaps even five years ago, the term post-truth wasn’t widely used or understood.
Fast forward to today and advances in digital communication, coupled with high profile
changes in the political landscape, have catapulted the concept into the limelight.
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WHAT DOES THIS MEAN IN REAL TERMS?
Human beings have always been receptive to communication that has context and
relevance for them. Once engaged, if the same message is received from a number of
sources, then trust in that communication (and in the channel through which it has been
delivered) is established.
However, the last ten years have played witness to the rapid development of the internet
and social media, giving every individual, institution or brand a platform from which to
broadcast. We are creating, sharing and consuming unprecedented quantities of “content”
and rather than this affirming trust in communication, consumers / audiences are fast
approaching cognitive overload.
The result is that we are fatigued with opinion masquerading as fact, and so starting to
adopt a default position of distrust of the information shared by corporations, institutions
and brands. Instead, research carried out (now evidenced with tangible brand experience)
reveals that audiences are turning to their peers for trusted recommendations, and away
from the top-down broadcast model that brands have traditionally adopted in the form of
big budget ATL campaigns.
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BUT WHY IS TRUST SO IMPORTANT TO
A BUSINESS?
“It’s not just about building more trust; brands don’t need more and more and more
trust, it’s about building the right trust that can affect the business outcome.”
(Andrew Tucker, Mettle Consulting)
We live in a brave new world of consumerism. Brand audiences now have the opportunity,
with the help of the internet, to explore and compare, almost endlessly, before making a
purchase decision. If a brand has a great reputation, built over time, then that consistency
will drive trust, keep consumers returning to that brand and increase market share.
Research, carried out by Mettle Consulting, has shown there to be a high correlation between having higher trust levels and higher market share and therefore an impact on a
business’ market worth. Being able to predict the level of brand trust is becoming a valuable tool.
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WHAT ARE THE KEY COMPONENTS TO
BUILDING A TRUSTED BRAND / BUSINESS?
We asked our panel to provide the one thing they believe helps to build a trusted brand,
here are their thoughts:

Embodiment & empathy

Share brand truths

Understand your audience and the way
they process information. Information
which is easy to understand is more
easily trusted – we are not naturally
sceptical, but the complex world around
us forces us to question what we are told.

Trust is best built if you stay true to the
foundations of the business and work
on developing those stories honestly.

Live & breathe your values

Measure to manage

Building trust is often laid at the
marketer’s feet, but trust is built at
every touch point of the business, from
advertising, to sales, to customer service.

Maximise the data available to you to
get under the skin of your audience and
understand their opinions, needs and
concerns.
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BUILDING THE RIGHT TRUST MODEL?
Identified by Mettle Consulting, there are three key factors that make up the degree
to which something / someone is trusted:

Ability does the brand / product work? Does it do what it says it will do?

Belief -

as a consumer of this brand / product do I care?

Consistency does this brand / product work over time?

Not all successful businesses / brands need all three elements in equal measure. But it is
crucial that a trust model is identified and an understanding of what type of trust is relevant
to your brand.
In addition, everyone in a business needs to understand the trust model being worked
towards. Trust is not the sole consideration of the board or marketing teams, but should be
instilled in the entire workforce.
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IN SUMMARY;
Today’s abundance of information and opinion, delivered through an unprecedented
number of communication channels, has driven audiences to a default position of distrust
in the content with which they engage. In today’s post-truth era, the futureproofing and
ongoing success of any business or brand arguably requires careful analysis of, and focus
on, the levels to which its stakeholders trust in it.
As marketers and communications specialists, we have the insight to analyse and advise
C-suites on their current trust profile, in order to maintain or work towards a more engaging
proposition for a business or brand’s audience.
And as it becomes increasingly evident that trust is a key determining factor in consumers’
purchasing behaviour, marketing and communications will play an even more intrinsic role
in the success and longevity of businesses and brands moving forwards.
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Get In Touch
To discuss how to build consumer trust in your brand,
contact a member of Stir at askus@hellostir.com
A special thanks to Andrew Tucker (Mettle Consulting),
Araceli Camargo (THECUBE), Annabel Venner (Hiscox)
and Jason Wills.
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