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Why does trust matter? 

Perceptions of value 
Time with your news
Time with your ads
Subscriptions
Community, political support for free speech, open society, 

journalism that challenges the power structure



Ipsos – Trust Project Survey

• Seek out trustworthy news: 
82% 

• Spot false information: 58%
• Believe others can: 30%

About 39,000 adults, 28 countries
Ipsos/Trust Project 2020

https://www.ipsos.com/en/global-majority-seeks-trustworthy-
news-may-be-vulnerable-disinformation



Ipsos – Trust Project Survey



User-centered design interviews
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“I do not understand why 
people do not read the 
news. Might as well put 

your finger in a light 
socket.”

Avid News Users

Engaged users

“I want news that’s 
nutritionally fit. Every 
time I read an article, I 
have more questions.”

Opportunistic users

“News is there to tell us 
what’s going on?  Around the 

world. Around the 
neighborhood.”

Angry, disengaged

“I would trust a system 
that was as critical of 

institutions
as I am”

2015-16 Interviews



The journalist

Diverse perspectives

The agenda

What am I looking at

Locally sourced

Let me participate

How do you know



Geography

We conducted 
remote interviews 
with 28 people in 
North America, 
Europe and 
Australia.

Overview: 2020-21 ReFresh



Avid > Taking action

Engaged > Avid

Opportunistic > Informed, 
internally engaged Engaged with 

untrustworthy news

Uses the news to decide 
“how to help.” Talks with 
others, donates, curates.

“Far more active in 
following the news than 

she used to be.”

“Mainly looks at the 
news morning and 

evening. (More often it) 
became overwhelming.”

“I share the stories which 
feel like they are largely 

being ignored… like (child 
trafficking.)” 

2020-21 User Types



2020 Interviews: Engagement, Emotion, Diverse Voices

OVERWHELMED
“I’m very concerned about fake 
news because with social media it’s 
everywhere, and you can just start 
believing it.”

EMOTIONALLY EXHAUSTED
“I’m always looking for information 
that isn’t just to scare or to push bias; 
I’m looking for actionable information I 
can then participate on.”

SEARCHING FOR DIVERSITY
“Different perspectives bring more 
information to the table, and the 
truth lies somewhere in the 
middle.”



2021 Edelman Trust Barometer



Vaccine Attitudes Research: “The Moveable Middle”

COVID-19 Vaccination Uptake Behavioral Science Task Force, Feb. 2021





- Can be trusted
- Reputable
- Tells whole story

- Reliable
- Has high reporting standards

With Trust Indicators, trust grows

- Carefully researched
- Qualified

Improved 
Evaluation of the 

news organization: 

Improved 
Evaluations of
the reporter



With the Trust 
Mark, trust grows

Improved 
evaluation of the 

news organization

Improved 
Intentions for 

further 
engagement



Our mission

Amplify journalism’s 
commitment to transparency, 
accuracy, inclusion and fairness 
so that the public can make 
informed news choices.







Ø Of 54 possible signals of trust in Google 

search, “The newsroom corrects its errors” 

ranked the highest. (n=1037)

Ø Increased trust: 61%

Ø Decreased trust: 10%

Ø In interviews, corrections a key concern.

(n=91 conservative or right-leaning)
Center for Media Engagement

Corrections





Correction on podcast



Correction in story



“Agenda”:

Funding. 

Ownership. 

Who has a say 

over coverage?



1. Acknowledge missteps

2. Double-down on 

ethics, accuracy

3. Explain who we are, 

what we do

4. Reach out, engage

Four Strategies



Trust has to be
earned – and you

can earn it
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