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Shared Sacrifice 
CEOs must demonstrate that they 
too feel the burden of the recession. 
At a time when workers are losing 
jobs and investors are seeing stock 
values plummet, voluntary executive 
pay cuts and forfeiting of bonuses 
send a powerful message that leaders 
are in tune with the realities facing 
employees. Leaders also must com-
municate with employees about the 
problems confronting the company 
and welcome their voices. This type 
of transparency and collaborative 
spirit will help engage them in finding 
and embracing solutions. 

Continuous Conversation 
Sixty percent (60%) of our respondents 
said they need to hear information 
about a company three to five times 
before they believe it. The CEO should 
set forth the company’s position, but 
then it must be echoed by others—
by individuals who often sit outside 
the company—including industry  
experts, academics, and ordinary cit-
izens. Companies will be well served 
by moving from a mindset of control 
to one of contribution. Mainstream 
media continues to be an important 
way to reach opinion formers, but it is 
not the only one. Companies should 

Public Engagement: The Road to Rebuilding Trust

 “Heavy equipment maker Caterpillar Inc. 
announced in late December it would cut 
executive pay in half, and many salaried 
employees would see cuts of as much  
as 15 percent.” —The Wall Street Journal

inform, with a real commitment to 
speed, the conversations among the 
new influencers—always underway 
on blogs, in discussion forums, and 
bulletin boards. Every company can 
be a media company by creating 
easily accessed, substantive on-
line content that can be improved by  
the public. 

The JNJ BTW blog from Johnson & Johnson* 
is among several initiatives the company has 
launched to invite publics to share their views  
on what the company is doing as well as  
participate in the conversation about health.

PUBLIC ENGAGEMENT: THE ROAD TO REBUILDING TRUST

*An Edelman client. 
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Rising influence of NGOs 

Fall of the celebrity CEO 

Earned media more credible than advertising 

U.S. companies in Europe suffer trust discount 

Trust shifts from “authorities” to peers 

 “A person like me” is most credible spokesperson

Business more trusted than government and media

Young influencers have more trust in business

Business must partner with government to regain trust

2001

2002

2003

2004

2005

2006

2007

2008

2009

trustA decade of insights from the Edelman Trust Barometer

© Edelman, 2009. All rights reserved. 


