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The power of trust



Trust issues? The industryôs got plenty

Source: The Media Leader, Campaign, Videoweek, The Drum



The many faces of trust

Advertising industry Advertising people Brands

Advertising channel Advertising environment Advertising messages



Why is the industry 
so obsessed with 
trust?

V
is

a
 ï

 S
e

c
u

ri
ty

 H
e

ro



Trust, turmoil and ties to turnover

Uncertain times Perception that there is an issue with 

trust in advertising

Linked with business returns
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Source: Why brands still matter: Insights from óFrom Brand to Blandô, The Behavioural Architects, 2025

When the world 
shifts, trust sticks



Advertisingôs reputation is recovering but not redeemed 

https://www.marketingweek.com/consumer-trust-advertising-decade. The Value of Trust, Advertising Association, Credos. 2023.

https://www.marketingweek.com/consumer-trust-advertising-decade
https://www.marketingweek.com/consumer-trust-advertising-decade
https://www.marketingweek.com/consumer-trust-advertising-decade
https://www.marketingweek.com/consumer-trust-advertising-decade
https://www.marketingweek.com/consumer-trust-advertising-decade
https://www.marketingweek.com/consumer-trust-advertising-decade
https://www.marketingweek.com/consumer-trust-advertising-decade


Trust is important because itôs linked to profit

Source: Base: IPA Databank 2004-2022 for profit cases reporting very large trust improvements. NB: insufficient data prior to 2008. 



Advertising industry Advertising people Brands

Advertising messages

These are the factors you can control immediately through the 
media choices you make

Advertising channel Advertising environment



ñAd effectiveness and purchase intent 
were significantly higher when the ad 
was displayed on a platform that the 
audience trustedò

Source: Kristin Stewart (California State University/San Marcos) & Isabella Cunningham
(University of Texas/Austin), Journal of Advertising Research, 2017
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The right in-home advertising context can 

increase ad recall by up to 6.3 times

6.3x

Source: Context Effects, Map The Territory & Tapestry Research, 2024
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Advertising channel 
and environment



So much data, and one big question
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Most of that is 
looking at the media 
channeléwhat does 
it mean for brands?



Twice as many people trust brands advertised on TV than 
YouTube
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Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel [TRUSTED] about brands that advertise [INSERT TYPE OF AD]. Social 

media e.g.  Facebook, Instagram and TikTok. 

% of people that trust brands that advertise oné



More likely to trust advertising seen within 

professional content 

+44%

Source: Context Effects, Map The Territory & Tapestry Research, 2024



Newsworks  and Tapestry research identified 4 pillars of trust 

Source: Trust. A Newsworks Report, 2023.



TV outranks other channels on the two pillars that help build 
trust 
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Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise [INSERT TYPE OF AD]. Social media 

e.g. Facebook, Instagram, TikTok.

FameFamiliarity



TV seen as competent and low -risk, defying trust -dragging 
metrics
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Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise [INSERT TYPE OF AD]. Social media 

e.g. Facebook, Instagram, TikTok. 

Competence Risk



TV is the least risky channel

Source: Profit Ability 2 ï Ebiquity, EssenceMediacom, Gain Theory, Mindshare, Wavemaker, April 2024

-100%

-50%

0%

50%

100%

Linear TV Print BVOD Online Video Audio Out of Home Generic PPC Online Display Cinema Paid Social

%
 d

e
v
ia

ti
o

n
 f

ro
m

 t
h

e
 a

v
e

ra
g
e

 o
b

s
e

rv
a

ti
o

n

Increasing risk / reward of achieving return



Data reveals a 
generational divide
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Brand trust rises across channels as age drops
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Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise [INSERT TYPE OF AD]. Social 

media e.g. Facebook, Instagram, TikTok. 



Young people also links ads to brand popularity

Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise [INSERT 

TYPE OF AD]. Social media e.g. Facebook, Instagram, TikTok.
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Quality and risk perceptions follow the same pattern
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Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise 

[INSERT TYPE OF AD]. Social media e.g. Facebook, Instagram, TikTok. 
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Reputation and recognition stronger with older audiences 

Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise 

[INSERT TYPE OF AD]. Social media e.g. Facebook, Instagram, TikTok. 

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

TV YouTube Social
media

Radio/
podcasts

Magazines/
newspapers

Well known

0%

5%

10%

15%

20%

25%

30%

35%

TV YouTube Social
media

Radio/
podcasts

Magazines/
newspapers

Reputable



TV is the top -ranking channel for most metrics

Source: Tapestry Research, 2025, ADS1a. Thinking about different places in which you see advertising, please tell us how you feel about brands that advertise [INSERT TYPE OF AD]. Social media 

e.g. Facebook, Instagram, TikTok. 
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Breaking down what 
sets the channels 
apart
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Source: Signalling Success, 2020, house51/Thinkbox
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Behavioural science 
is the blueprint for 
trust



Trust fundamentals are driven by human behaviour

Costly signalling 
builds trust

Claims made in
 public are 

more believable



Costly signalling 
builds trust
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The effect of ad spend on perceived product quality

Source: Adapted from Kirmani & Wright (1989)

Those who read that the campaign cost $20m rated the brand 14% higher than those who saw a $2m spend 



A clear relationship between perceived cost and trust

Source: Signalling Success, 2020, house51/Thinkbox. Base: all adults (3,654)
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Claims made in 
public are more 
believable
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Private vs Public Statements

Methodology: 
Participants were asked to imagine 
their local MP making a spending 
pledge. Some were told it was made 
face-to-face, some at a public meeting

In the private setting, c. 40% mistrusted 
the promise, in the public setting, this 
was just 20%

Source: Richard Shotton



Thereôs a clear relationship between perceived reach and 
trust signals 

Source: Signalling Success, 2020, house51/Thinkbox. Base: all adults (3,654)

0%

20%

40%

60%

80%

100%

0-9% 10-19% 20-29% 30-39% 40-49% 50-59% 60-69% 70-79% 80-89% 90-100%

REACH PERCEPTION

T
R

U
S

T
 S

IG
N

A
L



Trust is higher for typically reach -building ad channels

Source: YouGov 2024, 3 big questions for advertisers marketers research
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And they tend to be 
more regulated 
which helps build 
trust 

Source: Why brands still matter: Insights from óFrom Brand to Blandô, The Behavioural Architects, 2025



ñPublic promises carry more 
weight: hence why the words óas 
seen on TVô are more convincing 
than óas seen on Facebookôò

Rory Sutherland
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Source: Why brands still matter: Insights from óFrom Brand to Blandô, The Behavioural Architects, 2025

Ultimately, trust still 
plays a part in 
decision making



What does this mean 
for advertisers?
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Where your brand advertises shapes how it's trusted

Trust transfers and the 

advertising environment 

matters

Trust and profit are closely 

connected

Trust turns consideration into 

conversion

Behavioural  science shows 

that costly signals and public 

claims are key to building trust

TV emerges as top -ranking 

channel for most quality 

metrics

Brand trust rises as age drops



Y
o

rk
s
h

ir
e

 T
e

a
 -

 I
n

v
e

s
ti
g

a
ti
o

n
s
 D

o
n
e

 P
ro

p
e

r



V
ir
g

in
 A

tl
a

n
ti
c
 ï

 A
 R

a
in

b
o

w
 i
n

 t
h

e
 C

lo
u
d

s

Thank you


