Edelman
Trust
Barometer

Special Report:

Brand Growth in an Insular World
A=

EAEERF DT 5> RR R

Japan Edition
HZhix

< Edelman
Trust Institute



2026 Edelman Trust Barometer

Special Report: Brand Growth in an Insular World

2026 Edelman Trust Barometer Special Report:
Brand Growth in an Insular World

Annual online survey in its 8th year
Fieldwork conducted: April 23 — May 11, 2026

15 17,688 1,200+/-

Countries Respondents Respondents per country*
Brazil France Indonesia Saudi Arabia UAE
Canada Germany Japan . S. Africa UK
China India Mexico S. Korea u.S.

Data collected is representative of the general population across age, gender, and region within each country.**

Global averages

Unless otherwise indicated, global averages are
composed of all 15 countries surveyed.

Statistical significance

Q—@—@ Significant change

Indicates a statistically meaningful difference or change
in the data that is unlikely to be due to chance or a
random fluctuation.

All indicated year-over-year significant changes were

determined using a t-test set at a 99%+ confidence level.

Shortened question text

Throughout the report, question text has been edited for
readability.
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The Retreat Into Insularity
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3 : Resentment toward a system that's rigged against you
Economic s S A R § ~ Global
Displacameil) HEREAESCRAICTETNIEVNSFELIED e cornic
BANTEORE A - BRHFIYY

INSULARITY
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Reluctance to trust anyone
who’s different from you
B¢ RBIAZEHIFTLADEHS)
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Inflation, Job Loss, and Misinformation Fears Undermine Sense of Stability

127V, s, EREBADTRI AL DR EREIESHS

Percent who say
ZOLSICESANDEE

Not being able to afford things
| need because of inflation
A2TVICED, BEREDEBAT
BDRIBHRRBE

1.

| worry about ...
FAIROTERDBLL TS -

Losing my job or having
my hours reduced (among employees)

LREEURD., HEEEZRSINED
FBDIE (egaicsiizary)

66.

Being able to find trustworthy
information about important issues
BEERBEOVTHER CESIRT
Rolsnraunce

65.
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Inflation, Job Loss, and Misinformation Fears Undermine Sense of Stability

BARICENTE. 120, KK, RRIFBADAEZN NI DRZEREIESINT

Percent who say, in Japan
ZOLCESANDEIE (BA)

Not being able to afford things

| need because of inflation
A2TUICED, BEREDZEATS
RBHRRBTE

74.

| worry about ...
FhEROTERDBELL TS -

Losing my job or having
my hours reduced (among employees)

LREURD., HSESFRZRSEIND
IBIE (egscsERaY)

438..

Being able to find trustworthy
information about important issues
BERBECOVWTERTE SRz
Rolrsnrunce

o/
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The New Market Reality: 2 in 3 Have an Insular Trust Mindset

HiSOFRITBIRE : SAP2 AN FHHNBEIREHEZISO

On average, percent who say
FHIU T, ZDIICERCADEIS

| am generally ...

When it comes to trusting someone who: ThldiE=---

KD LS =g .

ROEIBANDIER " Unwilling Hesitant ‘; Open

- Lives by different core values than me ERELEL BEZE=OL5 E¥TES
FhE(FRBBMEF TESTLDA

* Believes different facts and trusts different sources than | do 29 37 34
ThEFRBDIFEREZEL. BRBJMIFRIFZEFHELTLBA

* Wants to address societal problems differently than | do

RBSHECHAMBEICERDEA RN E LTS A 66% insular
* Has a different culture, background, or lifestyle than mine o N
FLLIRBBXIE, . SATAFANON 66%I3EIEHEY

I am hesitant or unwilling to trust someone
who is different from me
FLEERDANHEFELR EFET D2DZIH5D

______________________________________________________________________
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The New Market Reality: In Japan, Over 8 in 10 Have an Insular Trust Mindset

HIZDOMICRIRE 1 AART(E, 10 ARS8 AW AN R {EFHEHEZISO

On average, percent who say, in Japan
LT EOLCEZTADEIG(HA)

When it comes to trusting someone who:
ROELSIBANDISH :
» Live by different core values than me

NS RBBMEFR CESTLDA

» Believe different facts and trusts different sources than | do

ThEFRBDIFEREZEL. BRBJMIFRIFRZEFHELTLBA

+ Wantto address societal problems differently than | do

ThEFRBBFETHRERBICERDBEHEVEEZTVSA

* Have a different culture, background, or lifestyle than mine

FhE(SRBBXIE, NYIISIYR, SAITRFMNDA

| am generally ...

(B
r Unwilling Hesitant | Open
' EHELEL EHzEHLS (EHETES

13

87% insular

87 % I3 EEHRY

I am hesitant or unwilling to trust someone
who is different from me

FThEFERDNHEFEUBV - ESFEIDDEHSD

______________________________________________________________________________________________
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Those with Insular Trust Mindset Reject Brands
That Cater to Those Who Are Different From Them )
FHAHNBREREEZIFIOAR. BDELERIALICERE TSI 5> RESZTHURL

On average, percent who say
EHUT, EDLCERATCADEIEG

. Insularity increases unwillingness to use brands
| am unwilling to use brands that are used by people who: associated with people different from them

ROESBADFIBAUTNET S5 RIFEWN{BWL: BASEME(E, BDERRBALBETZTT RE

, , fEVRVEVS R ZEHD
» Live by different core values than me

NS RBBMERFR CESTLDA

» Believe different facts and trusts different sources than | do

ThEFRBDIFEREZEL. BRBJMIFRIFZEFHELTLBA

+ Wantto address societal problems differently than | do

(SRR BHFETHRBERECEDBEHTZVNEEZ TLS A

* Have a different culture, background, or lifestyle than mine 14

FhESRBBXIE, NYIISIY R, SAITRFINDA

Open Insular
Mindset Mindset
BEBREZS FASHRYIRE X 5
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The Path to Mass Appeal Becomes More Difficult for Brands

Diffusion
of Authority
HERLD 7 E]

Influence shifts from brand-
led messaging to consumer-
led pressure for action
FENE TV RFEEDAY
T-SRENS. HEEBENTS
> RCLDITENVZSRDDEIINE
BITLTWLS

2022 Edelman Trust Barometer Special Report:
The New Cascade of Influence

Collapse of the
Purchase Funnel

WBEIJ7IVDRAER

Purchase is no longer the

end point; it is the starting
point of an ongoing consumer
relationship
BBE(EBEI-IILTEEK T3
> REEE B ORI REA RO
HFEREROTVD

2023 Edelman Trust Barometer Special Report:
The Collapse of the Purchase Funnel

75> RV ABICSZIFEN B LI LDRELIRD

Rise of Brand
Nationalism
I3YR-F33FUXA
(DY=F:]

Rising nationalism

and politically-driven buying
reshape brand choice
F23FUXLDEEDEBCEDN
EXRCEIHEEETEN. J3
S MERZZZDDOHD

2024 Edelman Trust Barometer Special Report:
Brands and Politics

Brand Purpose
Becomes Personal
TS5 RODN—=KR-FEE
(3. KOEANBREDA

Brands must do good

in my world, not just the

World

TS5V RICE. HRBAITTTRL,
& A Bttt RICEMES A
ZHIEH T CENKBHAHND

2025 Edelman Trust Barometer Special Report:
Brand Trust, From We to Me

P.9



2026 Edelman Trust Barometer

Special Report: Brand Growth in an Insular World

How Does a Brand Grow When Insularity

Is the Norm?

ESHIENERRE T BEHRIC, T 5> RELWNMCRETS3DH?
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Rising Stakes of Brand Choice:
Brands Communicate Our Identities and Define Our Alliances

IS5V REIRDEEN : 52 RBIEEDTAToT1T1ERL. RIEISEEZRY

Percent who agree
QO S -SYNDE =
6—0—@ Significant change

The brands | choose to buy or not buy

say a lot about my values and priorities in life
BONED. HIVWEEDRVIT T RE. B OMEERP
AECHIFFBESEHRZIRUTLD

2021 2026
. pts

-
-
e
-
-
e
-
-
-
=

50
D/D\D/D Change,

2021 to 2026

| feel a connection to people
who use the same brands as | do

BOCRUI S ReFIRTBANICHIRR-DRIDZREZS

2021 2024 2026
54
+8
0 ‘. pts
46 -
Change,
2021 to 2026
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Rising Stakes of Brand Choice in Japan:
Brands Communicate Our Identities and Define Our Alliances

IS5YREROEBEN (BF) : I5VRBIESDT7I1To71712RL. BB I3EEZRT

Percent who agree, in Japan
ZRIICESADEIE (HAR)

Q—@—@ Significant change

The brands | choose to buy or not buy | feel a connection to people
say a lot about my values and priorities in life who use the same brands as | do
BANED. H3WEEDRVIT S RE. B OIMEEEHP BoERUI 5 REFIBTBANICBUER - DRINZEZS

AEICBIIDBEFEEZI(ERULTLD

2021 2024 2026 2021 2024 2026
58 +8
50 o1 .- N ts 49 48
By B0 P 42 e *6
. pts
Change,
2021 to 2026

Change,
2021 to 2026
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Trust on Par with Quality and Value as Purchase Consideration

EADHIMIABR(CHVT, EMEmE - flitgtRSFCEEZLBDONTNS

Percent who say
ZDL&ICESANDEIE

Top 3 of13

When it comes to the brands
| buy or use, it's important,
or a critical deal breaker, that: They offer the best quality

BEmETHdL
I3 RzEEN - FIFS R RO
IHERHEETHD., mlcshi iy
NXEBAZREXDLEHD !

They offer a good value for the money
AANTA=I VAN B TE

| trust them

{SImTEIL
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Trust is the Most Important Purchase Consideration
HARICHEWTE., BAOHIBRIABICHEVWTREEERDESTAEBONTNS

Percent who say in Japan
ZOLCESADEE (BR)

Top 3 0f 13

When it comes to the brands
| buy or use, it's important,
or a critical deal breaker, that: | trust them

I5° REEEA - IS BHE. RO IBMTEZTL
EEIEETH, wEELR

NXBAZREXDLEHDS !

They offer a good value for the money
JAMIA=IZANE VL

| love them
FERISORTHBICE
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We Increasingly Use Brands We Do Not Fully Trust ‘
L. RIFRCET2CERLTVWEBVWI S5 REFIBTSANMEZTNS

Percent who say
ZOLCBOIADEE

Q—@—@ Significant change

There are brands | use,
but don’t fully trust GENDER | AGE | INCOME

I W3hH, (Cl&
?;gt%b\f&?,\j_g ;}IQ;J‘\&B Half of Gen Z use brands they do not fully trust
g‘ ZEARDOFEN . +D(AEFELTVRBVI SV RZFIBLTVS
51
42 42
36 o 40 39 39
. 28
+7 +6 +8 +5 +5 e +8 +7 e
pts d b A hd hd
0/ Change, Men Women 18-29 30-45 46-61 62+ Low Middle High
0 2022 to 2026
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We Increasingly Use Brands We Do Not Fully Trust ‘
BARCSENTE. TR(CEHELTORVWI S5 REFIRTS3ANMEA TS

Percent who say
ZOLSICESANDEIES

— O au >

There are brands | use,
but don’t fully trust
FIALTWVSBH, +23ICE
SHELTVWRVIT > RY'%S

pts
% Change,
2022 to 2026

Significant change

In Japan, around 1 in 3 use
a brand they don’t fully trust
HAT@E, ¥I3ALIAD
TR AEFBLTVRVI T RZFIBL TS

40 40
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H
l+
=N
N
+
N
5O E
30 N
S F
=N
o
0(5- o
e w
0-_\




2026 Edelman Trust Barometer

Special Report: Brand Growth in an Insular World

Brand-Related Stigma and Peer Pressure Shape How, or If, We Use Brands

TDERELT, IV RIHTSIRRLHEEEE

Percent who agree
ZOLSICESANDEE

There are brands | use in secret to

avoid the stigma associated with them
20T 7> RICRHET 2R R &k T3,
BECEISNBRVESICFIABLTWVS TS RYHd

42 41

32 | .

Ages 30-45 46-61 62+
18-29

AN, 75> ROFIRITEIZERL TS

There are brands I've stopped using because
of peer pressure, not my personal convictions
B DEETEL BABOENCEOT
FIFRZERSHIZTZ> Rh'3

40 40

31+ 11

10

Ages 30-45 46-61
18-29

62+
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Consumers Use Brands in Secret to Avoid Social Stigma

HEAEQ, HHSNRERERI5. T35 ReRBNTH

Percent who agree
ZOLICESANDEEG

There are brands | use in secret to

avoid the stigma associated with them

DT 5> RICEHETY Bim Rz B T3,
BRE(CKSNRBRWESICFIAEL TS

I3 Rh%d 62

51

N
\QQ

FH9%
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Peer Pressure Can Override Personal Conviction and Stop Brand Use

BERAEANEADEZZLED, 75> ROFIBZPHIERLES

Percent who agree
ZOLICESANDEEG

There are brands I’ve stopped
using because of peer pressure,
not my personal convictions
BR0OESRTEEL, BEBEOES(I

52

S,
%9
2

N
N

60( -
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Domestic Brand Dominance: Preference for Home Country Brands Grows

BED 5> ROEAE : BED 5> ROFERERANEES

Percent who agree

ZDIICEBSANDEIES
Significant change
— 0S5
Preference for domestic brands
When it comes to the brands | buy or use, remains steady in Japan since 2023
it's important, or a critical deal breaker, BHATE. BEIS> F/\Q)i%ll?(i
that they are headquartered in my country 84 o 2023F LBV THERS
JI5> RS -FIF T 3R, 2075 R EEICA R T CRR
HEBOTVBTLEEETH. TSTRIFNISE 65 6 g ®
AZRZEBLEHD B s
+t5 +18 a +15 +9 l a
o pts ] = ]
¢ () [\ & A % Q. Q % % ) ¢ [\ ¢, v
Change, 9 %, S, N % % S S, o, 2%, ) /8 ) % %,
/0 2023 to 2026 ¢ % ('"/;,% % T, B o, %y, %, °%% "'ﬂ% ‘ 43»% o
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Insularity Undermines Audience Expansion:
We Do Not Trust Brands That Sell to Those with Different Values Than Us

FHMED LA ZIAD | BN EERBJMBEFOBE 2T 5> MMIEHINIWL

Percent who say
ZOLICBOIADEE
N H

Distrust Neutral Trust
it Hhiz =58 . i
(1-49) (50-59)  (60-100) Greater trust penalties in developed vs developing markets

FoEE TS, FEELHEROE TIENASZ

Trust penalty

EHRIET P

brands in general vs

brands that sell to people with different values 1 5pts 23 23 23 23 22 20 17 16 13 13 12

—RREIRT SV RE, 10 10 5 4

B EFRBIMEEROREEZRF OIS ReDZE

| trust brands in general

J55 R REEREL TS 73 64 66 77 66 67 66 82 77 87 61 84 83 80 85
| trust brands that sell to people
with different core valijes than me 41 43 43 45 46 66 64 74 74 73 74 81
B¢ dRR3MEROBEE 2RI 5> R N . . , , .
{EBLTLS % % % Y. % Y% % % % % % S % % % %,
0649/ /)OQ /}')9 4’&0 I)QO' 0‘9’) +/0 9‘)/) O,)Q 4.6/-@ //)19 OO;’ ® ¢
s % N % % % "7»%,‘
)
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Brands Must Prove They Fit Into My Life to Earn My Purchase
TS5V RMNEIINBICIE, [FAOAEFRICEOTVBLZRERITNIERESRN

Percent who say
ZDL&ICESANDEIE

When it comes to the brands | buy or

use, it's important, or a critical deal

breaker, that they are a good fit with
who | am as a person

I3 R%ZEEAN - FIF I3, B OfiiE
BPSAIAFLNICEO>TWBLITEE
THH. EDbRINEBAZRIESCLD

GENDER | AGE | INCOME

en Women 18-29 30-45 46-61 62+ Low Middle High
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B!'ands Must Prove They Fit Into My Life to Earn My Purchase
I RDBIENBICE. FAOANESIICEO>TVWBEZRERINIE RS

Percent who say
ZOLICESANDEEG

When it comes to the brands | buy or
use, it's important, or a critical deal
breaker, that they are a good fit with

who | am as a person 7 75 75 75 74
52 REBEA - FIF Y38, B OMME "
BPSAIAFLNICEOTVWBLTEE
THH. SHRINBAZRIESCLD
Hd
% , “ %

'9
9 Qe’/ (' ‘1';; ’)QQ
‘7,. ?
%,
©

(o) 75
% %o, X,
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Relevance is Multi-Faceted:

It’'s Not Just Pop Culture
LULINYARZE :
HRBRYI DI Fr—TERN

Percent who say
TDIICEBIADEIS

Utility (avg)
BN @)

Identity
reflection (avg)
Ba5LEED
— (w19

Community
Connection (avg)
AS1=54¢ED
DRHD (w1)

Emotional
resonance (avg)

RRIBRRIERR (1)

Pop culture
fluency (avg)

RYTHIFr—ADFEE
(E19)

These are the things that make a brand relevant to me:
TSI RDLLINY MZERRUAN B ES

Solves a problem | have
BN MEAREZFRRLTIND
* |s innovative

FHTHD

* Champions my values and beliefs
B OMEERDESZZFHFL TS
» Reflects my culture and background
BR0AEw/\wIJ 579> ReRBRL TS

+ Addresses societal problems important to me
B CEOTEERHSRECHRDIBATVS

» Talks about topics important to people who share my interests
B ERIVEALER D AR ICEOTEERRFEELZFEL TS

» Offers me ways to connect with people who share my interests
B ERUBELZEIFDOAN L DR BMSZIRHLTNS

 Creates enjoyable content
EHUHDIToVeiRHEL TS
 Creates advertising that make me feel strong emotions

IDVEsE<EINI TR EZFIELTVD

» Uses pop culture in its marketing or advertising
R=TTAVIPILEITRYThILFr—ZEBDANTVS
. Part|C|pates in convos about major news and events
ZI1-APEECOVWTIEEB [CRIEL TS
. Uses content creators | trust
EREIBV)I(F—%EALTLD

» Sparks discussion among creators | follow on social media
SNSTIAO-ULTWSIUIAH—DfE TEERBICEO TS ’
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SpecsReport B Gt an o These are the things that make a brand relevant to me:

TSV RDVLINY MEERUBN D ESR

In Japan, Identit + Champions my values and beliefs
- - . entty BEHOMEER OESE LTS
Relevance IS M u Itl 'Faceted . reflection (avg) « Reflects my culture and background
’ = ° B0/ \wo57> R RBRLTLS
It s NOt J USt Po Cu Itu re Skaslvei » Addresses societal problems important to me

E*(QBL\-C:B\ l/[/}\ YAI3ZH —H ) E A TEE R RRBECRIEA TS
i : EHRSHRYIT DILFr—TI3EBW . Solvea a problem [ havs

Utility (avg) 799, B IMR BIREERBARL TNB
ERM% (1) ° « Is innovative
Percent who say, in Japan I THS
ZOLICESANDEIE (HA) :
Community « Talks about topics important to people who share my interests
Connection (avg) BALACBILER DA R (L TEBREBELRIELTS
i e e 1)) ¢ + Offers me ways to connect with people who share my interests
DRHD () B ERUBILERDA 2 EORNBHSEIRML TS
.  Creates enjoyable content
Fergg:::: 2('_.’. (avg) HUBHBZISTIVERIREL TS
©  Creates advertising that make me feel strong emotions
RRRIBRE (v DERENT L EERAEL TS

» Uses pop culture in its marketing or advertising
R=UTAYIOLEITRYTHILFr—ZEDANTVS

POp culture « Participates in convos about major news and events

fluency (avg) KEB=1- B CHAENICREL T3
@ RYTHhIVFr—AD ¢ « Uses content creators | trust

Al () SR8 BIUIA(9—ERALTVS

» Sparks discussion among creators | follow on social media
SNSTIAO-LTWBIIIA5—DE TR TS *



2026 Edelman Trust Barometer p.28
Special Report: Brand Growth in an Insular World

Relevance Deficit:
Brands Fail to Establish Relevance with the Insular

LLINYADARRE : 75> RIRAHNBERREZIOALDLLIND ADIBENARE

Among those with an insular trust mindset (66%), percent who say, on average

FAEHIMEFERGHZFTON (66%) D35, ZDLIICEOIANDEIE (F13)

LLIOAORE €D €D €& €

What would make brands relevant to me vs
how well brands are doing on each

TSV RHULLNY N THh2 I EBRES VS 79 83
T35 ROEBRICARIR TETWSIE 72 72
66 -
57
53 51
47
This would make Brands are
abrand relevant to me doing this well
CNET S RILLIS N TH 'SR z . . - .
Zai‘:&)(:%{E@E;:E'C%Za %;ELE'(C;L—I_Z?( Ident'.ty Commur_nty Ut'",t y el T GO
reflection connection S 1L resonance fluency
Bas5LE J31=51 RIS RYTHIFr—
ED—E EDORHD 3% AD¥FE
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Relevance Deficit:
Brands Fail to Establish Relevance with the Insular

LLINYADARRE : BRICEWVT, 75> REES#ENBEFRSEEIIOALDOULINY ADEEIRE

Among those with an insular trust mindset (87%), percent who say, on average, in Japan

FASHAMERERGZFTOAN (87%) D35, ZDLIICEROIANDEIE (HARICHFHTF)

LLROAORE €d ¢ad €D (2

What would make brands relevant to me vs
how well brands are doing on each

TSZRBPLLINY R THBHICEERESR VS

T3 RIEBRAARIR TETLSIL 74 73
65 62
50
38 37 34
26
This would make Brands are
abrand relevant to me doing this well
CNETSZRILLIY N T I35 RiF+5C Identit - . .
s . “ y Utility Community Emotional Pop culture
DI CEELERTHD ARLTLS reflection ==1:: 11 connection resonance fluency
Ba5LE J=1=54 A RYThIVFr—
g LEDIBHD St ADIEIE




2026 Edelman Trust Barometer P. 30

Special Report: Brand Growth in an Insular World

Relevance Deficit:
Brands Fail to Establish Relevance with Gen Z, Especially on Identity Reflection

LLINYZADAE : T 52 RZIREDLLINY R8BSR, B 5L ED—E I DIBSEICE

Difference, percent who say this would make a brand relevant to me versus percent who say brands are doing this well
IS5 RPLLIN N CHAEHDICEEREREL TUATZROZEBELADZIEE., T2 RIERICEOERZ T (CEERLUTVWAEEIE L ADZIEDE

Relevance Deficit,
LUK ADARE

What would make a brand relevant to me vs
how well brands are doing on each

TS RBIVUNY NTCHIHICEBRER VS Ages 18-29 30-45 46-61 62+
T RIRRARIR TETLS L

Identity reflection(avg)

Greater than 20 points Ba5LEED—7)
15-20 point
pOIn's Community connection (avg)
Utility (avg)
A% (F19)

Emotional resonance (avg)

PRI (F719)

Pop culture fluency (avg)
RYTDIFr—ADFEE (T19)
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Relevance Deficit:
Brands Fail to Establish Relevance Across Markets, Espemall on ldentity Reflectlon

LLINDADARRE : T35 RETIS2ETDOLLINY A1EEE I'Eﬁ:}bbétﬂ)—’ﬂjd)iﬁ (CTEHR

Difference, percent who say this would make a brand relevant to me versus percent who say brands are doing this well

I3V RIVLINS R CH2IEDCEBREREL T T2 RDBEEELADEIG L, T7> MIERICZOERE +2(CEREKL TOWBEEEUADEIEDE

In Japan, highest deficit for brands is in identity reflection and utility
Relevance Deficit, BAATE, J5Y MBURECRREERIEC, REASBFryTH®5

LUV AR E PS

What would make a brand relevant to me vs

how well brands are doing on each - - o o
TS RIUVULNY NTCHIHICEBRESR VS = § © e = © g < g = g 2 o w « “
T3 RPIEBRCAIRTE TS L ® c = § £ S 5 e X 20 Z S g = 2
“ © © t é - g ° = 29 4 )
Greater than 20 points Identity reflection (avg)
BR5LEED—H(T19)
15-20 points
Community connection (avg)
Less than 15 points JAS1=FAEDDIRHMD (1)
Utility (avg)
EA% (F19)

Emotional resonance (avg)

RBBIR (719)

Pop culture fluency (avg)
RYTHINFr—ADIEE (F13)
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From
S

In an Insular World,
Relevance Requires a Reframe

FEHEY R SR T,
LUVIOZADBESENRO5NS

Relevance is ...

LU RLE...
Just pop culture Multi-faceted T?\
RYTHIFr—uls ZmEMao60
Pushed through advertising Earned through experience
[LEICELOTHKRIZED HEREUTESENSE0
How | feel about a brand How I think a brand feels about me
75> RIS HEADEISR TSR EEEDLIICHIRATNS LU
A separate strategy from trust Part of a growth strategy integrated with trust
SR UIDE SNk ElcmEaThRREEO—5P
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Growth Happer

Trust and Rele

(. 15
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Globally, Brands Need Both Trust and Relevance

R, TS5 RICBFELVINOADHS PBETHS

Percent who say
ZOLICEOANDEIS

| do not trust
brands in general

I35 RERESFEL TLVRL

and

Brands are not doing well
at being relevant (avg)

TS5 RELLINS 2B+
FIEBEUTVRWLWEEZD (T1)

| trust
brands in general

I35 RERGEEFEL TS
and

Brands are not doing well
at being relevant (avg)

TS5 RELUINS ZE+53(C
FIEBEUTVWRWEEZD (T1)

| do not trust
brands in general

I35 RERESFEL TLRL)

and

Brands are doing well
at being relevant (avg)

T3 RIFLLUIN ZZ 53
FIEBELUTLWVREEZD (F1)

| trust
brands in general

I35 RERGEEFEL TS
and

Brands are doing well

at being relevant (avg)

TJI5RIFLLINC ZZH53(C
FIEUTWVREEZD (T19)

14% 20% 11%
No trust, Trust Relevance Trust and
no relevance only only relevance
EBELLND R EHEoH LUINY ADd SHEELUINYR
mAERLU 5%
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When Trust and Relevance Are Integrated:
Greater Willingness to Give a Brand Permission to Expand Customer Base

EHELVLINOAD®ILTSL | TS50 ROBEBILKOREEEHSD

On average, percent who say
FEHUT, EOLICEZTLADEIE

| would be willing to continue to use a brand that
decides to start selling to people who:
RDESBANDBEZAL AR ZFIBUIZEL TH.

20T 5> Rz5|IERSFIAULIVERS ¢

» Live by different core values than me

FhFRBBMBI CTEETTLDA

« Believe different facts and trusts different sources than | do

FNFRBBERZEL. RRJFHFZEHUTLIA

» Wantto address societal problems differently than | do

FhEFRBBFETHRERBICERDBHZVEEZT TV A

* Have a different culture, background, or lifestyle than mine

FAEFRBBIIUE, NVTIFIIR, SAITRFLNDN

Those who trust brands and feel they are relevant
35 pts more likely to stick with the brand than those who say neither

T3 RZASFAL. LU MEREUB AR ZOEESEIRVWAELENRT,
20T 5> PRI 2EMmN 351> Mau

53
48
36
No trust, Trust Relevance Trust and
no relevance only only relevance
EEELLINOR EHDH LLINYADd BRELUINA

mARU M50
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When Trust and Relevance Are Integrated:
Greater WiIIingness to Use Brands in Public Despite Different Customer Base

EHEVLINOADMIITSL | RBIEEREZI OIS RTEARTHALYIRS

On average, percent who say
FEHUT, EOLICEZTLADEIE

| would be willing to use a brand that other people
would see me using in public that is primarily
associated with people who:

ROESBACZIFEINTVWRISORTHOTH. ABIT

*'JFH?ZD«.&(JEE}IL(IEL\

Live by different core values than me

FhFRBBMBI CTEETTLDA

« Believe different facts and trusts different sources than | do

FNFRBBERZEL. RRJFHFZEHUTLIA

» Wantto address societal problems differently than | do
NEFRBBIFETHRMBBICERDMBHVNEEZZITVDA

* Have a different culture, background, or lifestyle than mine

FAEFRBBIIUE, NVTIFIIR, SAITRFLNDN

Those who trust brands and feel they are relevant
37 pts more likely to use the brand in public than those who say neither
J5> I*‘%_EEFELJ‘\ LU RITRED D AL ZOESBERWVWAELEART,
ZOIT 52 RENICFAEIZEEN3 7R a0

44 49
31
No trust, Trust Relevance Trust and
no relevance only only relevance
EEELLINOR EHDH LLINYADd BRELUINA

mARU M50
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When Trust and Relevance Are Integrated:
More Engagement on Brand’s Social Channels

EMEVUVIND A LT BHL :

Percent who say
ZOLIICESANDEES

| engage with others on a brand’s
social media channels monthly or more
TS2ROY—=3v) X517 LT, thOFIHEL
BI(C1EI FRZFRUTLVS

IS5V RDY—=ANFrRNTDIVT—IAY M EES

Those who trust brands and feel they are relevant 32 pts
more likely to engage on a brand’s social media than those who say neither

IS5 RESHL. LU NCBUB AL, ZOEEBEBOALLAT,
T35 KDY= AT A7 L CRFT BEIEN 2R, > ML

59
48
37
27

No trust, Trust Relevance Trust and
no relevance only only _relevance
E|ELULINYA EHED0H LLINYAD EmELLINYR

M5B WA 5D
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When Trust and Relevance Are Integrated:
Less Brand Backlash, Greater Brand Advocacy

ERELLUNYADTIITSBE : IS5 I*Ad)ﬁ%(i:ﬁﬁbs IS5V RMERIBEES

Among those who have shared or forwarded brand related content (74%), percent who say

IS5 RICEAI 2 TV HBFEFEREUIENDD A (74%) DI35, LLTFOLSICEZRADEIES

| shared brand-related content to:
J352RICEAT R TovaHBURENMLT

Expose the bad behavior of a brand Inform people about a brand that | really like
75> ROAEN R TEIZBASINC T D128 BRNARBIIFERT S R NSRBI D10
51
44 45
1 32
3 26
20 16
No trust, Trust Relevance Trust and No trust, Trust Relevance Trust and
no relevance only only relevance no relevance only only relevance
ERELULINYA = . BERELUINYA BHELULINYA = o, BEHELULNYA
wABL EHo# VLN ADd w5 & wARL BEHoH VLI ADd# F5 &
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The Trust-Relevance Disconnect:

Nearly 1 in 2 Say Brands Are Failing to Earn Trust, Be Relevant, or Both

EHEELLINY A DT : ‘

FI2AICLAD, TS5V RIEFHE-LLINY A, HBNEEDOVITNEEGFTETLRIEEZITNS

Percent who say

= —m@E= A
TOLIICEOANDEIS In Japan, 3 in 4 believe brands are
failing to earn trust, be relevant, or both
HATE. 4ANC3AN T3 RIMEFEDIERS. LLNDZD
VAN \ N \ A CL)
Trust only, HEYL. HBAVEZDME IS (CKBMUTVBEEZI TS
relevance only,
or neither ®
(EHEDH .
LUK ZADH o1
FFVLINBIISN TR R S7 56 53 51
4 0 S T B T T T S I e e e e e e e L L L
39 39 38 38
5 /0. 35 33 30
| do not trust brands in general 19
75> REMEEFALTLVRL)
and / or
v ) (o) Q < ¢ A o) Y & ¢ 4 Ly %
| think brands are not doing well %9 K7 % L7 T ) >, 6//} e N %-}-, RS % %, ')%
- ” % %o 2 @ > % 24 e, 4 % 2
at being relevant (avg) % ? ‘9?,, © S ° S Q%
T35 RELLINDR%Z+53(C %
FHEUTORVEEZITWS (FF15)
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Earned is the Most Powerful Way to Build Trust
ERZE(ROBNOBFEUI T -2 RTHS

Percent who say

ZOLICESANDENE
This has the biggest impact on my willingness to trust a brand: e R e
75 KEERTBNEINCREAZTRHEEERZ0 : m——
What people who are not paid by the brand say about it _ 41 46 39
75> RS #REN 232 (FERD TLVR LA OFFA
What the brand says about itself
55 KEB LB I 19 2
What independent organizations say about the brand
=L 35T B 17 14
What people who are paid by the brand say about it
75 KD58RMERIFBROTWSAORIE _ EE o 22

What Al tools or assistants say about the brand
ALY—=)PATIF S AT > ML B

[ ]
w
w
I
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In Japan, Earned is the Most Powerful Way to Build Trust

BHATSE. SR EEHNDBFEET—> FT HdD

Percent who say, in Japan
ZOLSICESADEIE (BAA)

Among those with an...

This has the biggest impact on my willingness to trust a brand: ROLSBE R BEE AT Eeee
TS5y REEMTINESNREXERHEEEZI0 : m—
What people who are not paid by the brand say about it 33 36 25
75 R S¥RENE 32 (FHR D TLVR W A DT
What the brand says about itself
7S5 REBICLZFRIE 22 24 21
What independent organizations say about the brand 18 19 14

SB=AMBC L 55Hm

What people who are paid by the brand say about it 5 4 18
75V RhSERENEZ(FEROTLI ADRIE

What Al tools or assistants say about the brand 3 o 7
ALY—=)PATIF S AT > ML B

S 4
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Emphasize Product Qualities and Functionality to Appeal Across Divides Globally

R SMMERDEREEZEX TZIF2B/5(CE, ﬁnnd)nng\’”%ﬁ%ﬁ’ﬂﬁuﬁ?é

Among those who say they would be unwilling to keep using a brand that starts selling to people different from them (17%),

rank order based on percent who say
B[RRI AZBER(ICFFEIRDIT 7> PR GEFIALECBRWEEIEURA (17%) D35, LTOLIICERRANSH O LMIEE

A brand could do the following to make
me feel more comfortable using it even if
it decides to start selling to people who:
;A(Dct:jti A/\@,ﬁ‘}i%ﬁpﬁy)ktbtﬁ\ 5 | 3%1’%3%”% Top 5 of 11 (avg)
LIEWBZ2T 5> ROITENG:

Be transparent about why they are trying to reach both of us as customers

BE. BOLRERSMERDOAOMmSZEREZL I IEH(ICERMEZRD

» Live by different core values than me
INFRBBMBEER CTESTLDA

» Believe different facts and trusts different sources than | do
FE(IRBIBRZEV. BRBEEHFEZEFEUTCLBA

» Wantto address societal problems differently than | do
FhE(FRBBHETHRBEBICHDBEHEVNEEZ TSI A

Make a product so outstanding that there is no question as to why someone would buy it

HENBALEVWEB IR EDEBULBEMZIRI TS

Focus its marketing on the qualities of the product and not what its customers are like
BER T BRORBEPIHREROICN-TT12I%1T5

Help its customers feel like they are both members of the same community
HR2EERTH AUIZ1IZF1O—ETHBERHAUENSELS(CTD

Provide opportunities for feedback and show they listen to people like me
71—RN\YvI D R%ZHT. BRDLSBRADFEICEBZAITTNS L Z2RT
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Experience Establishes Relevance for the Insular; Paid is More Powerful for the Open

BRI REFERTLL N AZ ML, ERBERNAA FORZEZ LDZHFPITV

Percent who say
ZDL&ICESANDEIE

This is where | determine
whether a product will satisfy my needs:

ﬁﬁb‘ﬁﬁ@:—l’&iﬁk?b‘tib"& EE(L__LX—F_CEHJ li‘ﬁg_c% . Among those with an...
ROEIBEZFEFFOATIE -
Insular mindset Open Mindset
BRI ZE 275 BEREZS
My own direct, personal experiences with the brand 29 23

I3 RBICHIALEBE 2 ES0ARR

People | know in real life

EEIHHOTVIADER o 15
The brand's advertising 19 o7
IS5V RDILES

Social media posts from paid creators 13 24

N eI TVB IV IA I —(CLBSNSHTE
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Experience Establishes Relevance for the Insular

EIZIS(c.ZBL\TB\ FEHEBREBEARTULINY A2 TS

Percent who say, in Japan
ZOLICES ADEIES (HA)

This is where | determine
whether a product will satisfy my needs:

ﬁu‘ﬁ':b“Eﬁd):—X"&iﬁ-ﬁE?b‘t“ib"i\ E\E(:LX—F_CEHJ H_‘ﬁjé : Among those with an...
ROESBEZRSBEFHOATIE--

Insular mindset Open mindset
BRI RZ 75 BEREZXS

People | know in real life 22 /a

EIRICHO>TVWBIADER

My own direct, personal experiences with the brand 21 n/a

J5> R RFICFIALEE B2 0O

The brand's advertising 14

S e e n/a
I3V RDILES
Social media posts from paid creators 9 A

N ES2 (I TVB IV IA I —(CLBSNSHAE

S 4
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Relevance Conversation Has to Start Within Insular Trust Circles

VLI AICBIY B354, BHEBEMBIROIPH S5-I B5E0

Percent trust to give accurate information about a brand
J52 RIOWTIEHRBIREZAGZ TNBELEEITIADEIS

Distrust Neutral Trust
PN iz (=@

(1-49) (50-59) (60-100)
82
76 74
Among those with
an insular mindset... 50 47
FASHI IR E 2 52450 42
AT
Family Someone Credentialed People who Brand Brand Celebrities
and friends like me expert leave reviews employees CEOs
Ki%-RA BaEBEA Bz LE1-#8i5E T3V ROMEEE 7S5 RDCEO ERA
Among those with
an Open mindset... 87 84 82 80 74 72 70

BBBREABZIFOATHE
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Relevance Conversation Has to Start Within Insular Trust Circles
AARICSENTE. LV AICBEETBIEEIL. BAfHI R STREFROBH S RITNIEBS520)

Percent trust to give accurate information about a brand, in Japan
I3V RICOOVWTIEERIBIRZIGZA TNBLEFETZADEIS (AHK)

Distrust Neutral Trust
s =
(1-49) (50-59) (60-100)

Among those with
an insular mindset...

R BRE R 25D 74
AT
56 55
44
42 39
Family Credentialed Someone People who Brand Brand Celebrities
and friends expert like me leave reviews CEOs employees
K% RA iz BaeBA LE1—giasE 75> RDCEO TSYRDMEES Ea/A
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Creators Can Drive People to Action

DUIA - I AR DITEVERICENTED

Among those who follow content creators (62%), percent who say
AT YN IAA-%2TAO-LTVWBA (62%) DI5. EDLIICEZRLADEIS

In the past six months,

| have done the following because
of the content creators | follow:
wEEGNAREIC. 740-LTWHI>T>
YIUIALH—-DFETITORIL :

Top 6 of 13

Tried a brand or product for the first time _ 37
75> ReEmzdsH TRUE

Talked about a brand with my friends _ 35
RAETSYRICOWVWTEELVE

Engaged in self-improvement _ 29
BSBERCEOBEAR

Began trusting a brand _ 29
IS5 R&{EFI DL

Tried a new fashion, hair, or makeup style _ 57
FLWIFYSASPOATRAIA ) A D(THREUTT

Started a new hobby _
FLWBIRZ AT 27
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Creators Can Drive People to Action

BAARICENTE, JUIA - N2 DITEVZ{EI LN TES

Among those who follow content creators (29%), percent who say, in Japan
A7 Y9N TIAA—%TAO-LTULBAN (62%) DI5. ZDLICEZADEIS (HA)

In the past six months,

| have done the following because
of the content creators | follow:
BEENARIC. 7A0-ULTWHI>T>
YIUTAH—-DETITOIL !

Top 6 of 13

Tried a brand or product for the first time
TSV RoEmEH THRUE

Talked about a brand with my friends
BRAETSYRICOWVWTEELE

Started a new hobby
BoEERCEEARL

Began trusting a brand
TS REEHI DL

Tried a new fashion, hair, or makeup style

FLVWI7YSAS AT RIA ) A DITHERUTZ

Engaged in self-improvement

FLVBRIRZ IRz

—_
»
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Growth Happens When Trust and Relevance Are Integrated
IS5V ROMER. EEEVLINYADOMIZLICE O TRITTS

Trust in brands

J5> RADIEFE

Consumers trust the brand, but it lacks personal significance

77/H2|:{_ FEhTULSN, B LOEEMRRRERUSNTVRN

Stable current customer base but lower demand strength
REOBMBRERIZELTVSN, FEOHLAAIEEEN

High premium pricing power

BVWILIY Mt ZHERF TED

Lower engagement and advocacy, but protected reputation
IT=SAD M7 RS —(HMEVED0. T35 REFfIEFSNS

Consumers neither trust the brand nor see it as personally
meaningful

TS5V RRMEFSNTH5Y. B EDRHERBRELSN TR

» No permission to stretch into new categories or audiences
R HT IV PRERBADILANZ T ANSNRN
Low willingness to buy, engage, or participate
B - FI A - ShoEmEMEN
Imminently vulnerable to substitution

075> RADZEDIEZ NFE DT

Consumers trust the brand and find it personally meaningful

7 SYRBEFEINTED. B EORBEMERHAUENTNS
Enables growth across audiences, identities and value divides
RIPDBERIECT AT T174, MEFRDEVZ X LR BIRE(CRD
Highest engagement, loyalty, and advocacy
I =AM O4VIT4. 7RIS —HERbEL
Highest willingness to pay a premium
TLI7 Mgz 2 S EENREE L
Strongest resilience and willingness to forgive
LIVIDRET S RSB I 2EBNREE
Relevance

LU R
Consumers find the brand personally meaningful

but don’t trust it

T35V REDBIEMERKREU TS, FSHEELTVRN

» Strong awareness and conversation, but weaker advocacy
SRANOFEREME IR V—A T, 7RIS —(3550

» High attraction but constrained conversion
=WEEZEDD—5 T, EmeBEPIL

* Higher engagement but vulnerable to crisis
IG5 =X MEIBON BHICEL THESS THD
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Brand Playbook for Growth in an Insular World
FEHNBRIEFRICHEITST 5> RRED DD ERKIGE

1

Integrate trust and
relevance into a growth
strategy

EELUIN> A2 R
% ICBEDIAD

Relevance creates fit, but being
relevant at scale means you
inherently risk alienating some.
Pair every relevance move with
trust proof, so the brand has
permission to stretch without losing
confidence.

LU R(ET 5> REBER EDEES %
FHEI—I5 T, RILVWECLLIY
ARZILTEOETBRE. —BBD N 4R Zi=
SFBIVRIEAED. BB LIV R(C
X I 2hEREEFEOET T EBAHED
B3TET ISV RADEFTERERITE
B I RBERENEILITTUZEN
TE%.

2

Use trust as a leading
growth indicator

SRZRERDEITIEIR
¢LTERTS

3

Choose the right
relevance levers

LV AZEHBENR
ERZRBYHD

Do not wait for trust to show up as
a reputation issue. Track where
trust is creating or constraining
premium, loyalty, adoption,
advocacy, forgiveness, and
permission to stretch across
audiences.
EFFZERZLE1T—23 181REL
TIRXZDTIIRL, TUIT LMiAsD
TE. OMVILT1. FIBHILAK. R,
0TS, TU TG RERE
NOHLRZABHE - FIFIL TV ERIE
U CHkfERY (IR I B,

Relevance isn’t only culture or
fame. Diagnose the growth
problem, then activate the right
dimension of fit: utility, identity,
community, emotion, or pop culture
fluency.

LU R(ESAE0EERBIE I TIRESD
BOTEFRV., FITHEREZIFEL.
ZEDOSIRTIEAEINT7AT>T1474]
[DZ1=5 ¢ ITRRBITRYTHILFr—A
OFFIB &L OB R R E R %E
9%,

P. 51

4

Lead with earned,
scale with paid

7—>ReEeslc,
N1 RTILKT S

Start with ideas credible enough
for others to validate, translate,
share, review, and carry forward.
Make those proof points
discoverable in LLM-driven search.
Use owned and paid to
substantiate and amplify what
earned makes believable.
E=FMMEREE - HA - HERUIKRBIE
(FOERMEZ BRI 71T 7 H 51893,
TOEBFTHANLLMZ B UIRER
THRDIBENBLICU AT RERA
RZEALT. 7—>RICETERUVAE
Az - HLALTOC
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