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Crisis Management
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Edelman Trust Barometer
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Transparency is #1 Reputation Factor in the U.S.
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• B72-81. [TRACKING] How important are each of the following factors to the overall reputation of the company?  Please use a nine-
point scale where one means that factor is “not at all important” and nine means it is “extremely important” to overall reputation.  
The first one is [INSERT FIRST].  How important is this factor to overall reputation on a 9-point scale where one means “not at all 
important” and nine means “extremely important”? (Top 2 Box, Very/ Extremely Important) Informed Publics ages 25-64 in 23 
countries and the U.S.

39%

39%

46%

51%

55%

55%

63%

65%

65%

69%

Delivers consistent financial returns to investors

Has highly-regarded and widely admired top leadership

Is an innovator of new products, services or ideas

Is a good corporate citizen

Prices its brands fairly and competitively

Communicates frequently and honestly on the state of its 
business

Treats employees well

Is a company I can trust

Has transparent and honest business practices

Offers high quality products or services

Reputation Factors
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Significant at 95% 

confidence level  
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http://www.earthshope.org/Home_files/earth transparent.png


Consumers Response:  The Punishment 
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Consumers Response:  The Reward
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Seventh Generation
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Clorox Ingredient Inside Campaign
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"This additional information about our products is a natural next 
step to take for our Ingredients Inside program as we continue to 
drive transparency and industry leadership in the area of product 
ingredient communication.“

--Clorox CEO and Chairman, Don Knauss, February 8, 2011



PepsiCo – Performance with a Purpose
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GoodGuide
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YottaMark (HarvestMark)
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Castlight Health
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