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How can brands bridge 
the trust divide?
Our insights uncovered some key actions for brands when 
it comes to maintaining and building trust.

Marketers will need 
to create more 
transparent value 
exchanges for data 
or attention, and to 
be believable when 
they speak

Transparency

Rather than being 
distracted by a new 
channel or medium, 
start from your 
audience’s need and 
create solutions that 
bene�t them �rst.

Back to basics

A loss of control destroys 
the sense of intimacy 
your targeted 
communications might 
have set out to create. 
Enable your customers 
to be part of the decision 
making and choose the 
communications they 
wish to receive 

Empowerment

Identify the right 
'moment', with the right 
message on the right 
medium at a time when 
they're most open to 
hearing it

Embrace the moment

The unknown of buying online?
When it comes to mobile payments, it turns out the problem lies 
with consumer attitudes. In the majority of countries, desire to use 
mobile payments was, at most, lukewarm. And many markets 
clearly disliked them.

ATTITUDES TO MOBILE PAYMENTS
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“I would prefer to 
pay for everything 
using my mobile”

“I don’t want to pay 
for anything 

using my mobile”

of consumers globally feel that the 
majority of brands’ social media 
posts are irrelevant to them
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RELEVANCE OF SOCIAL MEDIA 
POSTS FROM BRANDS

Brands on social: 
Relevance trumps reach 
While social allows brands to reach consumers quickly and easily, 
people in developed nations believe the content posted by brands is 
irrelevant to them. In emerging markets, where programmatic 
advertising hasn't been deployed extensively, this is not yet the case, 
with more trust placed in brand content
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CONCERN AROUND USE OF 
PERSONAL INFORMATION 

Your data online: 
fair use for brands or an unfair exchange?
Across many countries, people are becoming increasingly aware of the 
price they are paying for their connected lifestyles, and many feel on 
the losing end of an unfair exchange. However, concerns are much 
lower in emerging markets less exposed to the data privacy debate 
played out in mainstream media.

LOLOL, Facebook and eBay retargeting have 
come together to try and sell me the shoes I 
am auctioning on eBay. #retargetingfail

“I am concerned 
about the amount of 
personal information 
that companies 
have on me" 

of people globally agree that 
they are concerned about the 
amount of information 
companies know about them
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MOBILE PHONE USE 
AMONG 16-24 YEAR OLDS

Have we reached ‘peak phone’?
While advances in technology aim to make people's lives simpler and 
easier, many consumers in developed countries feel distracted and 
harassed by it, with 34% of 16-24 year olds believing they use their 
phones too much. In many emerging markets, there is far less concern.
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CONNECTED LIFE IN NUMBERS

Here is a snapshot of what we discovered as we explored 
trust across technology, data, content and eCommerce.

COUNTRIES PEOPLE SURVEYED

IN-DEPTH INTERVIEWS
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The trust divide 
for brands online

Connected Life shows that in today’s online world, 
there is a consumer trust divide between suspicious 
minds in developed nations and more accepting 
attitudes in emerging markets. 


