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Margin of error based on unweighted sample sizes
11-market average data +/- 0.7% (n=22,000+)
Market-specific data +/- 2.1% to 2.2% (n=2,000+)
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2020 Of| &2t ER{AE HIE0|E AL|d 2|2 E: Brand Trust. TRU_JNY. Specifically, [insert RM scenario], which of the following things do you focus on the most? Pick all that apply. Each scenario
asked of one-fourth of the sample. General population, S. Korea, by scenario. “Whether you trust the company that owns the brand/makes the product” is a net of attributes 1 and 2. * Edelman
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BRAND_CHOICE. You are about to see a series of two choices.
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what you believe or how you feel. General population, 11-mkt avg.
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2020 Of| &2t EE{AE HIE0|E AL|d 2|2 E: Brand Trust. TRU_KPI. Continuing to think about the same brand, which of the following statements accurately describe how you feel about that

brand? Pick all that apply. “Engagement” is a net of attributes 7 and 8. General population, 11-mkt avg, by low trusters, medium trusters, and high trusters at TRU_BRAND. Please indicate how much

you trust this brand using a 9-point scale where one means that you “do not trust it at all” and nine means that you “trust it a great deal”. 9-point scale; bottom 3 box, low trust; codes 4-6, medium trust;

top 3 box, high trust. Questions asked of those who could name a brand for the scenario they were assigned to (BRAND_OE). Data shown is in aggregate across all four scenarios. * Edelman
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TRUSTED BRANDS LIVE AT
THE INTERSECTION OF
PERSONAL AND SOCIETAL,

WORDS AND ACTIONS
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2020 Of| 2Tt ER{AE HIE0|E| AL|d 2|2 E: Brand Trust. TRU_SEC. Please indicate how much you trust brands in each of the following industries, using a 9-point scale, where one means that
you “do not trust them at all” and nine means that you “trust them a great deal”. 9-point scale; top 4 box, trust. General population, 11-mkt avg. * Edelman | 37
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2020 Of| 2Tt ER{AE HIE0|E| AL|d 2|2 E: Brand Trust. TRU_SEC. Please indicate how much you trust brands in each of the following industries, using a 9-point scale, where one means that
you “do not trust them at all” and nine means that you “trust them a great deal”. 9-point scale; top 4 box, trust. General population, S. Korea, and by age, gender, and income.
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2020 Of| &2t EE{AE HIE0|E| ALf|d 2|2 E: Brand Trust. BRAND_KEEP. In general, how important is it to earning or keeping your trust that brands do each of the following?

5-point scale; top 2 box, important. General population, S. Korea, and by age, gender, and income. Please see the Technical Appendix for full text for each role.
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2020 BfiE

S8 S ALIZ| Y X 2* (TRU_INY,
TRU_BRAND, GEN_PER, TRU_KPI, SEC_KEEP,
SEC PER 20| ¥ &)

o 1170 A "o 2HA AlLt2| 2 T|O|E +/-
1.3%("E|Z= FOf" A|Lt2| 22| F2 n=5,82971))

o 1174 AE " M2l EF ALIE| 2 O] E +/-
1.9%("H[(3E) ME[" A|Lt2| 22| 8% n=2,7977H)

« 1170 A Eo ME HIO|H +/- 1.4%( "7
"X S Ql7|" ME{ 9| B2 n=46637H)

o A|TE 2A ALt2[ L |O|H +/- 4.4%(" %[ =
TOf" A|Lt2| 29| % 7HY 22 n=499)

o AZE ME] EF ALt2|2 O|O[E +/- 8.2%("%| &
TFORXE A|LFE| 22| AL n=1427)

o A|HE ME OO|E +/-4.9% (“FAMH|A HAEERD
HE Q| F? 7HY A2 n=396)

2020 Of| &2t EAE HIZO|E| AHE 2| ZE:
Haie M2|QF A 2L} Hio|2qA

« 127§ A 22 HO|H X HE|: +/- 0.9%
(n=12,000)

o AZHE HO|H Xt He|: +/- 3.1 (n=1,000)

B} ol

E HI20|H AH & E|ZE:

==
B =)

0= & @XHL|: +/- 2.2% (n=2,000)

Q15 OO Xt H2: H|(3F) S|AIf L, ol
+- 2.8% (n=1,222); 7| E} +/- 6.2% (n=250)

*calculated on unweighted sample sizes
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