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Who do we believe about companies?

North Latin EU Asia

Credibility America America ” % #1 Credible Spokesperson
% %

A person like yourself 60 83 59 Person like yourself

Financial or industry analyst --- Experts (Analysts, Academics)
o ] UK, FRA, ITL, ESP, IRL, RUS, POL,
Non-profit organization or NGO representative
Regular employee of a company Most Credible
codtacomary | = | w | » | s cevond ot
CEO of a compan 23 56 30 45 .
pany Second Most Credible

USA, CAN, DEU, ESP, NLD, SWE, BRA

Government official or regulator Spokesperson

C18-C27. In general, when forming an opinion of a company, if you heard information about a company from [INSERT PERSON], how credible
would the information be? If you have not heard of this kind of person, just say so. Would the person be extremely credible, very
credible, somewhat credible, or not credible at all?

35-64 Opinion Elites (18 Countries)




Consumer power has been
celebrated




