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2009 Edelman Trust Barometer at a glance

Tenth edition, fourth to include Korea data

4,475 people in 20 countries on 5 continents

Ages 25 to 64

- Two age groups concurrently (25~34 and 35~64)

ñOpinion elitesò meeting the following screeningcriteria:

- College-educated

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

- Report significant media consumption and engagement 

in business news and public policy



A Decade of Insights from the Edelman Trust Barometer
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Rising Influence of NGOs2001

Fall of the celebrity CEO2002

Earned media more credible than advertising2003

U.S. companies in Europe suffer trust discount2004

Trust shifts from ñauthoritiesò to peers2005

ñA person like meò is most credible spokesperson2006

Business more trusted than government and media2007

Young influencers have more trust in business2008

Koreans more likely to criticize companies they 

distrust

Korea leads the world in trusting the internet and 

blogs in sharing credible information

Rising trust in Government, Media and NGOs but 

Korean business facing eroding trust overseas 



What a Difference a Year-and-a-Half Makes

January 19, 2009May 14, 2007



Key Themes in 2009 for Business in Korea

ÅTrust in business takes major hit in Korea, particularly among financial, 

automotive and, surprisingly, healthcare sectors:
7/10 people trust business less compared to last year

Koreans trust business less compared to rest of Asia-Pacific as well as China, India, Japan and Indonesia

Koreans lost faith in American businesses but European companies maintain levels of trust despite troubling 

economic conditions in 2008

ÅYoung opinion leaders lose optimism and faith in Korean institutions:
Trust eroded in business from 52% in 2008 to 32% in 2009

Trust in the media drops from 60% to 38%

ÅThe NGO opportunity in Korea:
Korea is significantly more trusting of NGOs compared to Asia-Pacific as a whole as well as individual 

countries like Japan and Australia

ÅRise of óauthenticô employee and digital communications:
Trust in employees as information sources shoots up from 28% to 40%

Trust in social networks almost doubles from 24% to 45% and conversations with peers and friends rises 

from 40% to 62%

ÅCommunication and trust more important for reputation than value for money
Value for money scores 68% versus global score of 91%, even during prevailing downturn, and follows other 

reputation factors like frequent communication and trusted company



ñEvery financial system depends on 

trust...We are in a full-blown crisis 

because investors and financial 

managersðthe people who run banks, 

investment banks, hedge funds, insurance 

companiesðhave lost that trust.ò 

ïRobert J. Samuelson, Newsweek 

The State of Trust 2009

Richard S. Fuld Jr., former CEO, Lehman Brothers 
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7 out of 10 in Korea Trust Business LessFollowing Year of Economic 

Troubles
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A60 Thinking about everything you have read, seen, or heard about business in the last year, in general, do you trust corporations a lot less, 

a little less, the same, a little more, or a lot more than you did at the same time last year? (Bottom 2 Box: Trust less) 25-64 Informed publics 

in 20 countries 

A lot less
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A60 Thinking about everything you have read, seen, or heard about business in the last year, in general, do you trust corporations a lot less, 

a little less, the same, a little more, or a lot more than you did at the same time last year? (Bottom 2 Box: Trust less) 25-64 Informed publics 

in 20 countries 




