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Methodology

28-country global data margin of error: General Population +/-0.6% (N=32,200), 
Informed Public +/- 1.2% (N=6,200), Mass Population +/- 0.6% (26,000). Country-

specific data margin of error: General Population +/- 2.9 ( N=1,150), Informed 
Public +/- 6.9% (N = min 200, varies by country), China and U.S. +/- 4.4% (N=500), 
Mass Population +/- 3.0 to 3.6 (N =min 740, varies by country), half sample Global 

General Online Population +/- 0.8 (N=16,100). 
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‣ 16 years of data

‣ 33,000+ respondents total

‣ All fieldwork was conducted 
between October 13th and 
November 16th, 2015

Online Survey in 28 Countries

Mass Population

‣ All population not including Informed Public

‣ Represents 85% of total global population

General Online Population

‣ 5 years in 25+ markets

‣ Ages 18+

‣ 1,150 respondents per country

Informed Public

‣ 8 years in 20+ markets

‣ Represents 15% of total global population

‣ 500 respondents in U.S. and China; 200 in all other countries 

Must meet 4 criteria: 

‣ Ages 25-64

‣ College educated

‣ In top 25% of household income per age group in each country

‣ Report significant media consumption and engagement in 
business news
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Trust Drives Business Advantages…



48

42

26

35

20

12

Trust Matters

Source: 2016 Edelman Trust Barometer Q371-589. Thinking back over the past 12 months, have you taken any of the following actions in relation to companies that you trust? Please answer yes or no 
to each action. General Population, 28-country global total, questions asked of half the sample. Q377-380. Still thinking about the past 12 months, have you taken any of the following actions in relation 

to companies that you do not trust? Please answer yes or no to each action. General Population, 28-country global total, question asked of half the sample.
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Percent who engage in each behavior based on trust

68

59

41

38

37

18

Behaviors for Distrusted Companies Behaviors for Trusted Companies

Refused to buy products/services

Criticized companies

Shared negative opinions

Disagreed with others

Paid more than wanted 

Sold shares

Chose to buy products/services

Recommended them to a friend/colleague

Shared positive opinions online

Defended company

Paid more

Bought shares

General 
Population

most trusted 
content creators: #1

Friends and 
Family

most trusted 
media source: #1

Online Search 
Engines



Peers Recommend Companies
and Influence Purchasing

Source: 2016 Edelman Trust Barometer Q371-589. Thinking back over the past 12 months, have you taken 
any of the following actions in relation to companies that you trust? Please answer yes or no to each 

action. General Population, 28-country global total, question asked of half the sample.
6

Actions taken in the last 12 
months based on trust

recommended 
companies to a 
friend/colleague

59%

Impact of conversations about 
brands with peers

make decisions/overcome 
concerns/warn me about 
risks

75%

Source: 2015 Earned Brand Study of Global Consumers

Source: 2015 Earned Brand. Q41: Thinking about the conversations you have online and offline with 

friends and other people like you about brands, products and services you purchase, what impact do 

they have on you? [Net of ‘They warn me about the risks,’ ‘They help me make decisions,’ ‘They help 

me overcome my concerns about the product / service,’ and ‘They help me overcome my concerns 

about my data being collected / my privacy being respected.’]

General 
Population
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…And Purpose Drives Trust



Doing Well by Doing Good Gets Results

8

Percent who cite each as a reason for why their trust in business has increased or decreased 

Source: 2016 Edelman Trust Barometer Q328-329. For which of the following reasons, if any, has your trust in each institution listed below increased over the past year? Q330-331. For which 

of the following reasons, if any, has your trust in each institution listed below decreased over the past year? General Population, 28-country global total.

Reasons Trust in 
Business Has Increased

Reasons Trust in 
Business Has Decreased

Produces 
economic growth

Contributes to the 
greater good

Allows me to be a 
productive 
member of society

Fails to contribute 
to the greater good

Lacks economic 
growth

No public services

59%

45%

40%

50%

39%

36%

General 
Population



Integrity

Has Ethical Business Practices 51 31 20

Takes Responsible Actions To Address An Issue Or A Crisis 54 31 23

Has Transparent And Open Business Practices 55 31 24

Engagement

Treats Employees Well 58 33 25

Listens To Customer Needs And Feedback 58 33 25

Places Customers Ahead Of Profits 55 31 24

Communicates Frequently And Honestly On The State Of Its Business 48 29 19

Products

Offers High Quality Products Or Services 58 35 23

Is An Innovator Of New Products, Services Or Ideas 41 32 9

Purpose

Works To Protect And Improve The Environment 50 30 20

Creates Programs That Positively Impact The Local Community 44 29 15

Addresses Society's Needs In Its Everyday Business 45 29 16

Partners With NGOs, Government And Third Parties To Address Societal Issues 34 24 10

Operations

Has Highly-Regarded And Widely Admired Top Leadership 39 27 12

Ranks On A Global List Of Top Companies, Such As Best To Work For Or Most Admired 36 27 9

Delivers Consistent Financial Returns To Investors 36 28 8

Trust-Building Attributes: 
Half Are Purpose-Rooted
Company Importance vs. Performance
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%
Performance

%
Importance Gap

Source: 2016 

Edelman Trust 

Barometer Q80-95 

How important is 

each of the following 

attributes to building 

your TRUST in a 

company? Use a 9-

point scale where 

one means that 

attribute is “not at all 

important to building 

your trust” and nine 

means it is 

“extremely important 

to building your trust” 

in a company. (Top 2 

Box, Importance) 

Q114-129 Please 

rate businesses in 

general on how well 

you think they are 

performing on each 

of the following 

attributes. Use a 9-

point scale where 

one means they are 

"performing 

extremely poorly" 

and nine means they 

are "performing 

extremely well". (Top 

2 Box, Performance) 

General Population, 

28-country global 

total.

General 
Population
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Business is Expected to Lead



51 48 45
41

55 53
47

42

63
57

51 48

67 63
57

51

Trust Rising

Source: 2016 Edelman Trust Barometer Q11-14. Below is a list of institutions. For 
each one, please indicate how much you trust that institution to do what is right 

using a nine-point scale, where one means that you “do not trust them at all” and 
nine means that you “trust them a great deal.” (Top 4 Box, Trust) Informed Public 

and General Population, 27-country global total.
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Percent trust in the four institutions of 
government, business, media and NGOs, 2015 vs. 2016

NGOs Business Media Government

+4 +6 +6 +3
Informed 

Public

General 
Population

2015 2016

+4 +5 +2 +1



63
57

51 48

67
63

57
51

63
69

62

47

51
48 45

41

55
53

48
42

55
61

56

41

NGOs Business Media Government

Business Most Trusted to Keep Pace, While Government Lags

Source: 2016 Edelman Trust Barometer Q11-14. Below is a list of institutions. For each one, please indicate how much you trust that institution to do what is right using a 
nine-point scale, where one means that you “do not trust them at all” and nine means that you “trust them a great deal.” (Top 4 Box, Trust), Informed Public and General 
Population, 27-country global total. Q441-444 Below is a list of institutions. For each one, please indicate how much you trust that institution to keep up with the changing 
times using a 9-point scale where one means that you “do not trust them at all to keep up with change” and nine means that you “trust them a great deal to keep up with 

change”. (Top 4 Box, Trust) Informed Public and General Population, 28-country global total.
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Percent trust, 2015 and 2016, and percent who trust each institution to keep up with the changing times, 2016

Informed 
Public

General 
Population

Trust
2016

Trusted to 
keep pace

Business in the lead Trust
2015



Business Must Lead to Solve Problems

Source: 2016 Edelman Trust Barometer Q249. Please indicate how much you agree or disagree with the following statement? (Top 4 Box, Agree). General 
Population, 27-country global total, question asked of half the sample.

.

13

80% agree

“A company can take specific actions that 
both increase profits and improve the 
economic and social conditions in the 
community where it operates.”

up from 74% in 2015

General 
Population
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Your Employees are Indispensable



25
27

19

25
28

33

27 28
24

28

37

3132
30

48

24 25 26

21 21 22 23
20

16
19 19

14

19 18 18

8 9 8

13
10 11

Employees are Essential Advocates

Source: 2016 Edelman Trust Q610 Who do you trust MOST to provide you with credible and honest information about a company's financial earnings and operational performance, and top leadership’s accomplishments? Q611 a 
company’s business practices, both positive and negative, and its handling of a crisis? Q612 a company’s employee programs, benefits and working conditions, and how a company serves its customers and prioritizes customer needs 

ahead of company profits? Q613 a company’s partnerships with NGOs and effort to address societal issues, including those to positively impact the local community? Q614 a company’s innovation efforts and new product development? 
Q615 Who do you trust MOST to provide you with credible and honest information about a company’s stand on issues related to the industry in which it operates? General Population, 28-country global total.
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Most trusted spokesperson to communicate each topic

Innovation effortsFinancial earnings & 
operational 
performance

Business practices/
crisis handling

Treatment of 
employees/customer

Partnerships/
Programs to address 
societal issues

Views on 
industry issues

Employees Most Trusted

Company CEO

Senior executive

Employee

Activist consumer

Academic

Media 

spokesperson

General 
Population



63 64

57

50
48

41

50

39

33

67
64 63

53 52
49 48

44

35

Peers and Employees 
More Credible than Leaders

Source: 2016 Edelman. Trust Barometer Q130-587. Below is a list of people. In 
general, when forming an opinion of a company, if you heard information about a 
company from each person, how credible would the information be—extremely 

credible, very credible, somewhat credible, or not credible at all? (Top 2 Box, 
Very/Extremely Credible) General Population, 27-country global total.

16

Percent who rate each spokesperson as extremely/very credible

2015 2016

+8

Technical 
expert

Academic 
expert

A person 
like 

yourself

Financial 
industry 
analyst

Employee CEO NGO 
representative

Board of 
Directors

Government 
official/regulator

CEO credibility
increased the most

+6

General 
Population



Employees of 
companies NOT 

engaged in 
societal issues

Employees of 
companies 
engaged in 
societal issues

Employee Advocacy Increases 
With Societal Issue Engagement

Source: 2016 Edelman Trust Barometer Q527-529 Does your company get involved in addressing broader societal issues beyond the core business, through programs or 
relationships with other companies? Q530-536. Thinking about your current company, please indicate how much you agree with each of the following statements using a 
nine-point scale where one means that you “strongly disagree” and nine means that you “strongly agree”. (Top 4 Box, Agree) General Population, 28-country global total, 

question was asked of half the sample. 17

Percent who agree with each statement, comparing 
those who work at companies involved in addressing 
broader societal issues vs. those who do not

57

61

60

62

68

66

78

Recommend company as an…

Stay working for the company

Confidence in the future of the…

Motivated to perform

Committed to achieving our…

Recommend products and…

Do the best possible job for the…

Impact of 
Company 

Engagement

12

21

19

22

24

22

25

90

87

87

84

84

83

82

Level of Employee Advocacy/Commitment

General 
Population
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What’s Expected of CEOs as Leaders



CEOs are Seen as Having Misplaced Focus

Source: 2016 Edelman Trust Barometer Q451-461. Thinking about CEOs, how strongly do you agree or disagree with the following statements? General Population. [‘CEOs do too 
much lobbying,’ ‘Given that the average tenure of CEOs is just four years, CEOs aren’t in their role long enough to make a positive impact,’ ‘CEOs are too focused on short-term 

financial results’ (Top 4 Box, Agree), ‘CEOs can be trusted to create jobs’ (Bottom 5 Box, Do Not Agree)], 28 country global total.
19

Percent who agree with each statement about CEOs

Focus on short-term 
financial results

Lobbying

Too Much

67%

57%

Positive 
long-term impact

Job creation

Not Enough

57%

49%

General 
Population



Integrity 51 27 24

Exhibits highly ethical behaviors 50 24 26

Takes responsible actions to address an issue or crisis 53 33 20

Behaves in a way that is transparent and open 50 24 26

Engagement 49 24 25

Treats employees well 52 25 27

Listens to customer needs and feedback 50 25 25

Places customer ahead of profits 47 23 24

Communicates frequently and honestly on the state of their company 46 23 23

Products 45 33 12

Places a premium on offering high-quality products or services 48 34 14

Is focused on driving innovation and introducing new products/services/ideas 42 32 10

Purpose 40 25 15

Is dedicated to protecting and improving the environment 41 22 19

Ensures that the company creates programs that positively impact the local community in 
which it operates

42 28 14

Ensures that the company addresses society's needs in its everyday business 43 26 17

Ensures that the company partners with NGOs, government and third parties to address 
societal issues

33 24 9

Operations 37 28 9

Attracts and retains a highly regarded and widely admired top leadership team 40 29 11

Is ranked on a global list of top CEOs, such as "The Best Performing CEOs in The World" 29 25 4

Manages the company in a way that delivers consistent financial returns 41 29 12

Leaders Seen As Underperforming
Importance vs. performance of 16 trust-building leadership attributes

2
0

%  
Performance

%  
Importance Gap
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Summary Observations



Purpose Insights and Actions
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 Purpose can drive tangible business advantages – Select a purpose platform that 
is aligned with your corporate goals, core to the brand and differentiated from the 
competition. 

 Trust in, and expectations of, business have aligned to create an extraordinary 
window of opportunity – Prioritize the intersection of corporate, consumer and 
employee shared values as a filter for decision-making. Double down on CSR 
investments that yield significant, dual business and societal impact. 

 Chief executives who build purpose-driven organizations are rewarded. – In 
turn, the most powerful programs are “leader-led.” Consumers want to see values-
based leadership from companies and brands, with a long-term commitment to 
addressing societal issues. 

 Collaborative story sharing is key to building emotion and engagement –
Capitalize on the increasing power of social media and peer-to-peer communications 
to cultivate stakeholder communities whose members care what you care about it.
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INSIGHTS ON CONSUMER EXPECTATIONS

May 2016

THE SUSTAINABILITY 
IMPERATIVE
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REPUTATION MATTERS… UNLOCKING BUSINESS VALUE

Source: Harris Poll 2015 Reputation Quotient

Companies with Excellent Reputation 
Reap Business Value

DIMENSIONS 
OF 

REPUTATION

SOCIAL
RESPONSIBILITY

WORKPLACE
ENVIRONMENT

HIGH PRODUCT
QUALITY

VISION &
LEADERSHIP

FINANCIAL
PERFORMANCE

EMOTIONAL
APPEAL

+37
Would purchase

+39
Would invest in

+45
Would say something positive
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CONSUMERS ARE DOING THEIR HOMEWORK

2015 Global Reputation Study - Opinion Elites, Personally Done in the Past Year

68%

81%

79%

61%

49%

57%

74%

44%

79%

73%

47%

US

MEX

BRA

GER

UK

FRA

ME

RUS

IND

CHI

JPN

Proactively try to learn more 
about the companies they hear 

about or do business with

45%

31%

32%

40%

40%

19%

19%

29%

28%

27%

34%

US

MEX

BRA

GER

UK

FRA

ME

RUS

IND

CHI

JPN

Decided not to do business 
with a company because of 

what I learned…

Proactively tried to influence 
friends or family… 

40%

44%

44%

26%

28%

27%

42%

44%

45%

53%

14%

US

MEX

BRA

GER

UK

FRA

ME

RUS

IND

CHI

JPN

AMERICAS

ASIA

EUROPE & 
MIDDLE EAST
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CONSUMERS CARE AND PAY EXTRA FOR SUSTAINABILITY

Source: The Sustainability Imperative, Nielsen Report 2015

Percent willing to pay extra 
for products and services that 
come from companies who are 
committed to positive social 
and environmental impact

ASIA-PACIFIC

76%

LATIN AMERICA

71%

MIDDLE EAST/AFRICA

70%

EUROPE

51%

NORTH AMERICA

44%2015

YOY
Change +12 +8 +7 +11 +2

GLOBAL 
AVERAGE

+11
YOY Point 

Change66%
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SUSTAINABILITY AND PROFITABILITY ARE NOT 
MUTUALLY EXCLUSIVE 

Source: The Sustainability Imperative, Nielsen Report 2015

42% of global consumers want more new products in the
market that are socially responsible and environmentally friendly

over 4% 
greater sales 

1,300+ brands

13 categories

13 markets

Products with 
sustainability efforts 
contributed to… 
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THE BUSINESS IMPERATIVE

Is your brand at risk?

To learn more: The Sustainability Imperative Global Responsibility Report

Consumer brands that demonstrate commitment to 
sustainability outperform those that don’t

the success of your 
business is directly 

related to the health 
of the communities 

in which you 
operate

sustainability is a 
leading factor in the 
relevance, viability 
and growth of your 

organization

integrating 
sustainability into 

your strategy 
enables responsible 

growth

http://www.nielsen.com/us/en/insights/reports/2015/the-sustainability-imperative.html
http://sites.nielsen.com/globalresponsibilityreport/
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CREATING SUSTAINABLE 
IMPACT

May 2016Sustainable Business & Finance

BLOOMBERG
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Sustainability issues will drive significant change and prompt a 
broad range of responses; Bloomberg will be impacted

ECONOMIC

(Macro / Micro)

TECHNOLOGY

(Abatement / 

Opportunity)

POLICY

(Regulatory / Legal)

Risk

Management

Global, Regional, 

Local

New 

Industries

Market 

Development

SOCIAL

(Consumer / Other)

SUSTAINABILITY
RESPONSES

Social change & 

action will 

influence policy, 

markets

New technology 

will have social 

implications

Economic cost / 

opportunities will 

drive technology 

development

Policy / Regulation 

implementation  

will have 

economic 

consequences
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Developing standardized accounting metrics yields the 
information we need to account for externalities

34

NGOs are working hard to develop 

standardized accounting 

methodologies to capture the full 

spectrum of a business’ impacts and 

outputs.  This will:

(1) Generate consistent, 

comparable, complete data by 

which to meaningfully 

compare company’s 

sustainability performance

(2) Kick-start a “race to the top” 

by inducing competition 

among companies

(3) Drive incorporation into 

investment and business 

decisions once a methodology 

is generally accepted

Establish 
standards

Constituents 
compare 

performance 
meaningfully

Increased 
demand for 
robust data

Data continues 
to be 

developed / 
reported

More overall 
market 

transparency

Greater 
impact

Race to 

the Top

Sustainable Business

&

Finance Impacts
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The NGO community leads the externality accounting effort; 
Bloomberg is uniquely positioned to harmonize these initiatives

Standard Setter

4

5

6

1

2

3

• Issue Identification

• Multi Stakeholder

• Issue Prioritization

• Targeted Stakeholders

• Measurement

• Performance

• Financial Integration

• Capital Flows

• Application 

• Certification

• Implementation

• Validation

• Integration of Financial

and Sustainability  

Reporting

Value Proposition Future State
Primary 

Audience

NGOs / 

Companies

Industry / 

Regulators

Raters / 

Research

Asset Owners / 

Managers

Analysts / PMs 

/ planners

Companies /  

Communities

Companies /  

Accountants
7

Sustainable 

Finance

WRI
[water]

[carbon]

CDP

35

SIGNATURE 

INITIATIVE UNEP FI
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And ultimately leverage this work to help integrate this content 
into decision useful analytics for the investment community 

Sustainability Accounting Standards Board 

(SASB):  Standards for Company Disclosure

Carbon Disclosure Project (CDP):  

Standards for Company Env. 

Performance Indicators 

Demand side: We have a strong portfolio
Our support to these organizations support the 

development of standards for company disclosure, the 

capacity building for these companies to report them and 

outreach to the financial community to utilize and 

integrate

Supply side: We need to develop this portfolio
Our support to these organizations support the development 

of standards for valuing ecosystem services, the capacity 

building for companies to use them and outreach to the 

financial community to utilize in analysis

World Resources Institute (WRI):  

Water Risk Mapping 

Carbon Tracker Initiative:  

Carbon Asset Risk

36
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FSB Task Force on Climate-related Financial Disclosures 
(TCFD) was established by the G20 to focus on this challenge

• Public companies generally have a 

legal obligation to disclose material 

climate-related financial information, but 

there’s no coherent framework to do so

• Fragmented, non-comparable reporting 

prevents investors, creditors, and 

underwriters from effectively using 

existing disclosures in their financial 

decisions

• In turn, regulators struggle to use 

existing financial disclosures to 

determine whether financial systems 

might be vulnerable to climate-related 

risks

The solution to all three is a clear, efficient, and voluntary disclosure 

framework that improves the ease of both producing and using financial 

disclosures

THREE PROBLEMS: ONE SOLUTION


