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Special Analysis based on the

2022 EDELMAN
TRUST BAROMETER
MAY UPDATE

The Changing Role of the
Corporation in Society

In collaboration with

Harvard
Business
School

Institute for the
Study of
Business in
Global Society

Global online survey

Fieldwork conducted: April 26 — May 2, 2022;
The U.S. was fielded from April 26 — May 10, 2022

14 14,000 1,000

All data is nationally representative based on age, region and gender

Unless otherwise indicated, global averages include all countries surveyed.

Due to the sensitive nature of some questions, certain data was prevented from being collected in China.

When this occurs an average of 13 countries is shown.
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Special Analysis based on the

2022 EDELMAN
TRUST BAROMETER
MAY UPDATE

The Changing Role of the
Corporation in Society

U.S. Regional Analysis

In collaboration with

Harvard
Business
School

Institute for the
Study of
Business in
Global Society

U.S. Regional Oversample

Fieldwork conducted: April 26 — May 2, 2022;
The U.S. was fielded from April 26 — May 10, 2022

SAMPLE SIZE:
n500 n500

All data is representative of age, gender and race/ethnicity within each U.S. region

n500

n500
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2022 Edelman Trust Barometer

TRUST DECLINES FOR GOVERNMENT AND MEDIA;
BUSINESS STILL ONLY TRUSTED INSTITUTION

Percent trust

L] " | @ O &
Global 27 Distrust Neutral  Trust Change, 2021 to 2022
(1-49)  (50-59) (60-100)
IN MAY 2020,
GOVERNMENT MOST TRUSTED
59
2
5 50 Global 11
65 62 62
I I I |
Business NGOs Government Media Government Business NGOs Media
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2022 Edelman Trust Barometer

RECORD TRUST GAP BETWEEN HIGH AND LOW INCOME

Trust Index

Global 22 B B

Distrust Neutral  Trust

Top 10 countries with the

High income greatest income-based trust
(Top 25%) inequality
Thailand 36pts

Saudi Arabia 27pts

\ high vs. low income 15pts UK 25pts
o Ireland 23pts
Germany 21pts
m The Netherlands 21pts
43

Low _
(Bottom 25%) Singapore 19pts
| m Australia 18pts
- I : ,
| China 18pts

U.S. 18pts
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U.S. REGIONAL ANALYSIS

MIDWEST LEAST TRUSTING U.S. REGION,;
ALL INSTITUTIONS DISTRUSTED EXCEPT BUSINESS

Percent trust, in the U.S.

U.S. general population
Distrust Neutral  Trust

55

51
45
Trust Index

U.S. general 49
population Business NGOs Government Media
Northeast Northeast 49 45

Government
Midwest 46 least trusted Midwest 49 40 42

Institution In
South 49 the Midwest South 44 45
West 49 West 46 44
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U.S. REGIONAL ANALYSIS

U.S. INCOME-BASED TRUST INEQUALITY
MOST EXTREME IN THE MIDWEST = 0

Distrust Neutral  Trust

Percent trust, in the U.S.

U.S. general population Northeast

60 64 61
High income
TRUST INDEX
Trust inequality,
low income
3 8 Low Income 4l 35
28
TRUST INDEX . I
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2022 Edelman Trust Barometer Special Report: The Geopolitical Business

JANUARY TO MAY 2022:

U.S. REPUBLICANS LESS TRUSTING THAN DEMOCRATS

Percent trust, in the U.S.

All institutions
trusted

6 I ® Democrats

TRUST INDEX

Trust gap,
Democrats vs.
Republicans

4 I @ Republicans

Business no
TRUST INDEX longer distrusted

] " @@ O &

Distrust Neutral  Trust Change, Jan 2022 to May 2022

Business NGOs Government Media

61 60 61

61
O O

56

43
é i :
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2022 Edelman Trust Barometer

GLOBAL 24 Not asked in China, Russia, Thailand V'S 35

ETHICAL
BUSINESS MOST COMPETENT

(Competence score, net ethical score)

NGOs (3, 24)

Business (12, 14)

Business seen as 53 points more
competent than government

[ 12021

- — -

COMPETENT

Government (-41, -12)
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BUSINESS SEEN AS HAVING THE POWER
TO CREATE POSITIVE SOCIETAL CHANGE

Percent who say

If business devoted significant effort,
it could have a positive impact on...

Game-changing Small/moderately
positive impact positive impact
Wage inequality 31 73

Information quality 24 73

Climate change 29 70

Prejudice and discrimination 23 68

Job loss due to automation 24 67

Racism 24 66
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COMPANIES CAN BOTH MAKE MONEY
AND SERVE COMMUNITIES

Percent who agree @ O ©®

Change, Jan 2021 to May 2022
Markets

83 83
878 76 74 73

69 69 69 g5

A company can take specific actions 63 63

that both increase profits and
iImprove conditions in

communities where it operates ° @ @ @ @ @ @ @ @ @ @

50

4 £
%, 7 %, % 6’,@ 6,‘4 6:9(, C:?/, Q»;- Q@ % % % %
Global 14 % P %y € T Yo %, T ¢ N
° S T % > % 2%
.
o

Gender | Age | Income

80
00 crance ) (3 (9 (0 (o & (3 (e
Jan 2021

to May 2022
Men Women 18-34 35-54 55+ Low Middle High
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MAXIMIZING PROFITS IS NOT ENOUGH:
BUSINESS MUST BENEFIT ALL STAKEHOLDERS

Which do you agree with more? Percent who say each stakeholder group should be a
high priority when a company makes business decisions

The primary responsibility of a

Global 14 corporation is to... Global 14

Priority

Customers or clients [
. . stakeholders
benefit all its stakeholders for business:
% to the fullest extent possible Employees I -0 customers

and
employees

VS. Future generations _ 53
Communities in which they operate _ 50
Owners or shareholders _ 49
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BUSINESS SEEN AS
FAILING STAKEHOLDERS OTHER THAN OWNERS

Percent who say each interest/stakeholder should be a high priority,
vs percent who say companies are doing well in considering that stakeholder’s interests

Expectation Performance
This stakeholder Companies are
should be high doing well in

priority considering this Communities in which
stakeholder’s Employees Future generations Customers they operate
interests
64
60

53 53 50
44
39 42
Gap,
VS. expectation

Owners or
shareholders

57
49
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U.S. REGIONAL ANALYSIS

IN THE U.S., MIDWEST LEADS IN STAKEHOLDER MINDSET

Percent who say each stakeholder should be a high priority
when a company makes business decisions, in the U.S.

U.S. general population Northeast | Midwest South West
Their customers I o7 73 o 7| Midwest most
likely to prioritize
customers and
The communities in which they operate _ 55 53 56 57 52

Future generations 52 50 56 52 50

T I -: st 2 = 5
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U.S. REGIONAL ANALYSIS

U.S. MIDWEST: HIGHEST EXPECTATION THAT BUSINESS
INVEST IN LOCAL COMMUNITIES AND JOB TRAINING

Percent who say each is a responsibility of business, in the U.S.

U.S. general population Northeast | Midwest South West

Train and reskill employees 86 84 90 85 87

(0] ‘

Support local communities 3 81 87 82 84

Create wealth for owners/shareholders 78 79 78 77 80

Ensure access to trustworthy information 78 75 77 79 79

Work to solve major global problems
(climate change, poverty, etc.)

(o)}
©

68 64 71 73
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U.S. REGIONAL ANALYSIS

U.S. MIDWEST MOST DISAPPOINTED IN BUSINESS
SUPPORT FOR LOCAL COMMUNITIES AND JOB TRAINING

Percentage point gap between the percent who say each is an expectation of business
vS. percent who say business is performing well on each, in the U.S.

Northeast Midwest South West
Support local communities -40 -49 -43 48
Train and reskill employees -39 -47 -41 -46
Ensure access to trustworthy information -40 -47 -45 -50
Work to solve major global problems (climate change, poverty, etc.) -40 -40 -46 -46
Work to solve our country's major social problems -35 -38 -41 -41
Create wealth for owners/shareholders -20 -15 -19 -22
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2022 Edelman Trust Barometer Special Report: The Geopolitical Business

BUSINESS AGENDA

NOW INCLUDES SOCIETAL AND GEOPOLITICAL ISSUES

On average, percent who say

Each is a business responsibility:

Economic responsibilities Societal responsibilities
Create jobs Provide training to employees

Provide safe and reliable products Support local communities

Drive innovation Provide trustworthy information

Grow the economy Address climate change, pollution, poverty,

and food/water insecurity
Address discrimination, wage inequality,
healthcare, and education

Promote cooperation across political differences

8ov% ([

Wealth creation

Geopolitical responsibilities

Cultivate admiration for our country's values
Punish countries that violate human rights and
international law

9%
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CEOS EXPECTED TO TAKE THE LEAD ON CHANGE

Percent who agree

@ O ©

Markets Change, Jan 2022 to May 2022

81 78 75 o
68 68 67 67 67 66 66
CEOs should take the 62 61 5y

lead on change rather than
waiting for government to

impose change on them OIOIORDRONOX - X - JOROROK - JOX -

% N
% o g B % G S % G % Y% % % %
Global 14 % @ %, 7 <~ %, o, %0 . (A %
Oba OQ o <) QQ () ‘?’66 ?/,

U.S. Regions
*tracking unavailable

@ 64 66 64 68

O/
0 o

to May 2022
Northeast Midwest South West
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CEOS EXPECTED TO
INFORM POLICY ON SOCIETAL ISSUES

Percent who expect CEOs to inform and shape conversations and
policy debates about each issue

Global 13 Strong/mandatory Some expectation

Automation’s impact on jobs 1 72

Wage inequality 72

1 " o1
w

Global warming and climate change 1 71

N
|
(o)}
oo

Prejudice and discrimination
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2022 Edelman Trust Barometer Special Report: The Geopolitical Business

CEO MUST BE FRONTLINE COMMUNICATOR
ON CONTENTIOUS ISSUES

Percent who say

A company should use the following spokesperson to communicate
its response to a contentious social or geopolitical issue

Strongest support for the CEO as

31 : )
spokesperson in 12 of 14 countries

IThe CEO

A corporate executive responsible for guiding

. 22
the company on social issues

19

The local CEO in the country or region

A member of the Board of Directors _ 18
The Chief Communications Officer _ 18
or head of communications
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COMPANIES MUST
SHOW COMMITMENT THROUGH ACTION

Among those who do not think business will follow through on commitments to address broader
societal challenges (27%), percent who say these are the reasons why

Global 14

41

They have no real interest in following through

They will NOt receive investments for these initiatives _ 34
They will abandon their commitments if business starts to suffer _ 31
They will face strong Stakeholder opposition _ 24

They do not have the expertise they need _ 20
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U.S. REGIONAL ANALYSIS

THE SHOW-ME REGION: U.S. MIDWEST MOST
SKEPTICAL COMPANIES WILL FOLLOW THROUGH

Among those who do not think business will follow through on commitments to address
broader societal challenges (31%), percent who say these are the reasons why, in the U.S.

U.S. general population Northeast Midwest South West
They have no real interest in following through _ 44 38 48 43 46
They will not receive investments for these initiatives _ 39 35 37 39 42
They will abandon their commitments if business starts to suffer _ 34 29 33 38 31
They will face strong stakeholder opposition _ 33 32 33 28 39
They do not have the expertise they need _ 20 16 20 18 23
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HIGHEST TRUST WHEN THEY SEE
POSITIVE IMPACT OF SOCIETAL ENGAGEMENT

Percent trust in business

Global 14

Among those
who are...

Not aware
of business commitments
to societal engagement

53

Aware
of business commitments
to societal engagement

Aware and see

business doing well
in societal engagement

89
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GLOBAL 13 Not asked in China

ECONOMIC GROWTH LESS POWERFUL TRUST DRIVER
THAN STAKEHOLDER ACTIONS

Regression analysis: increased likelihood to trust if business were to be seen as doing each well

If business does this well: Increased likelihood of trust
Ensure access to trustworthy information +9os
Trust benefit for societal
initiatives greater than trust
Support local communities +5% benefit for economic growth
Provide employee training +5o
Be an engine of economic growth +4os

" Edelman 28



THE CHANGING ROLE OF BUSINESS IN SOCIETY

1 2 3 4

Business's societal Prioritize customers CEOs must take the Actions build trust
role is here to stay and employees lead on change

Business is the most trusted Business must prioritize CEOs must inform policy Companies must

and seen as the most employees and customers and deliver results when it demonstrate they will keep
competent institution. above shareholders. comes to jobs, local their societal commitments.

community investments,
inclusion and sustainability.



REBUILDING TRUST IN THE U.S. MIDWEST

1

2

3

Leverage business's
trust advantage

As the only institution not
distrusted in the Midwest,
business must deliver on
high expectations to act on
societal issues.

Invest in jobs,
retraining and local
communities

The Midwest is looking for
business action to address
the effects of automation
and globalization.

Meet stakeholder
demands

Businesses in the Midwest
must address the needs and
beliefs of employees and
customers, their highest
priority stakeholders.

A4

Demonstrate real
commitment

The Midwest is the Show-
Me region: the most likely to
suspect that business is
performative, not
committed, to societal
engagement.
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