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The next 10-15minutes

An overview of Trust globally and locally and the part 
that business and institutions have played

A wider look at the drivers of trust

Financial services and what it has to do to develop 
trustworthiness
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Trust: a global and local 

challenge
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Trust in UK institutions and business is low in absolute 
and relative terms 

P. 6

2025 Edelman Trust Barometer. The Trust Index is the average percent trust in business, 

government, media, and NGOs. TRU_INS. Below is a list of institutions. For each one, 

please indicate how much you trust that institution to do what is right. 9-point scale; top 4 

box, trust. General population, 28-mkt avg. Year-over-year changes were tested for 

significance using a t-test set at the 99%+ confidence level. ^For more information about 

countries, dates, and events included, please see the Technical Appendix.

Trust Index 2024 to 2025: 

Elections Fail to Improve Trust

2024
General population

2025
General population

Trust Index

Distrust
(1-49) 

Neutral
(50-59)  

Trust
(60-100)

56 Global 28

79 China

75 India

74 UAE

73 Indonesia

72 Saudi Arabia

70 Thailand

68 Malaysia

66 Singapore

64 Kenya

61 Nigeria

59 Mexico

56 Netherlands

53 Brazil

53 Canada

51 Australia

50 Italy

49 S. Africa

49 Sweden

47 Colombia

47 France

47 Ireland

46 Spain

46 U.S.

45 Germany

43 S. Korea

39 Argentina

39 Japan

39 UK

56 Global 28

77 China

76 Indonesia

75 India

72 UAE

71 Saudi Arabia

66 Malaysia

66 Thailand

65 Nigeria

65 Singapore

63 Kenya

57 Mexico

57 Netherlands

53 S. Africa

52 Canada

51 Brazil

50 Italy

50 Sweden

49 Australia

49 Colombia

48 Argentina

48 France

48 Ireland

47 U.S.

44 Spain

43 UK

41 Germany

41 S. Korea 

37 Japan

Countries with national elections or 
changes in government leadership in the 
past year^

Only 2 of these 13 countries see a 
significant trust change from 2024 to 2025

Argentina +9*
S. Africa +4*

Significant change*

(average percent trust in business, government, media, NGOs)

Trust in Govt, business, NGOs and 

media is a problem across the globe 
1

These institutions are one of least 
trusted by UK citizens2

The UK’s 

position has 

improved over 

2024 but is still 

very untrusted

We know that trust is key because it 

drives consumer confidence and 

optimism

3

Edelman Global Trust Index, 2025
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Trust in UK business slightly stronger than other 
institutions, but still a low way from ‘strong’

Business is slightly more trusted 

than Govt or media, but it has work 

to do in the UK

1

The UK’s 

position has 

improved over 

2024 but is still 

very untrusted

UK businesses are still one the 

least trusted in the world
2

P. 41

Percent trust in business

2025 Edelman Trust Barometer. TRU_INS. Below is a list of institutions. For each one, please indicate how much you trust that institution to do what is right. 9-point scale; top 4 box, trust. General population, 28-mkt avg. Year-over-year changes were tested for 

significance using a t-test set at the 99%+ confidence level.

Business Trusted in 15 of 28 Countries Measured

81 81 80
77 76 76

72 70 69 68 67
63 62 62 60

56 56 55 55 55 54 54 53 53 51
48

45 43

⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫⚫
0 -1 0 +4 -2 -2 -3 -5 -6 +6 -3 -1 -4 -3 -3 +3 -1 -2 -3 +2 +3 -4 +1 -3 +3 -2 -5 -2

GLOBAL 28

Distrust
(1-49) 

Neutral
(50-59)  

Trust
(60-100)

Significant change+0-

62 -1
pt

Change, 

2024 to 2025

This appears to be from an employer 

and a consumer point of view
3

• Affordability

• Fairness / equal treatment

• Transparency / honesty

• ESG
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Perception around ability and approach is key to  grievances 
around trust 

Trust in Governments across the world is 

undermined by a lack of faith in their 

ethics and competence

1

If consumers/employees have a beef 

with business, it tends to be down to:
2

• Perceived low ethics

• More than low competence

The tBW team know the ‘perception of 

ethics and intention are key to trust

3
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A Wider Look at the Drivers 

of Trust
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The ‘facets’ of trust we see in our data coincides with 
wider data and research evidence

Reliable Integrity
The extent to which the 

organisation is 

honest and consistent in 
what it does and the 

expectation that it
 will keep its 

promises

Known Expertise 
That the organisation is 

good at what it does, is 
seen as having the 
necessary skills and 

ability to deliver 
the service

Care / Benevolence
The extent to which

 the organisation

 is concerned about its 
customer’s interests and acting 

in their best interests
(Fang et al, 2008).

Communications
The extent to which

 the organisation 

communicates well and 

effectively. 

(Theron & 

Terblanche, 2010)

Shared values
The extent to which 

consumers
 believe that the 

organisation 

has values similar 
to their own
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But we can see that the journey to full trust cannot be 
built overnight – faith has to be earned over time

Faith 
a more general

 judgement or belief 

that an organisation

can be relied upon. Often 

related to perceived intent

(Rempel et al. 1985)

Dependability 
degree to which 

behaviour is consistent 

– then as the 

relationship matures, 

the basis of trust 

ultimately shifts to…

Predictability 
degree to which 

behaviour can be 

anticipated – forms 

the basis of trust early in

 a relationship and is 

then followed by…

Knowing that an 

outcome is likely given 

history and competence

Experiencing positive intent 

and outcomes over a 

consistent period of time 

Building a belief in the 

underlying values of an 

organisation 
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How can Financial 

Services companies 

develop trustworthiness?
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Financial Services: there is a need to build more trust! 
Across the world and in the UK

41%

51%

60%
65%

60%

38%

36%

30%
28%

31%

21%
13% 10% 7% 9%

Banks Mortgage lenders Credit card companies Insurance compnaies Pension companies

Level of trustworthiness in UK Financial services companies, by sector: 
FCA FLS 2022 data

9-10 trust score

7-8 trust score

0-6 trust scoreFinancial services was 

15th/17 sectors 

measured in the

Edelman Trust index

Global trust in FS sector: 
Edelman Trust Index 2025
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A live UK FS case study: tBW SEM modelling showed 
perceived care, both individual and societal, is key to trust 

Shows they care about 

me as an individual 

customer

Shows they care about 

customers and society 

at large

Trusts the brand more 

than others

Positive customer

behaviour
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A live UK FS case study: fundamentals which 
themselves break down into 7 factors of trust

Trusts the brand more 

than others

Positive customer

behaviour

Shapes services 

around me

Cares about all

Can rely on them 

as a business

Cares about 

customer value

Makes it easy for 

me to interact

Can rely on them 

to keep promises

Feels different to 

others
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Towards a more sophisticated approach on building trust with 
both non-customers and customers: banking as an example

current 

customers

familiar non- 

customers

About the 

individual

About (the) 

organisation/s

Gender

Wealth

Education

High-cost credit use

High-cost credit use
Trust in the 

sectors/institutions

Generalised trust

Value alignment

Personalisation

Visible reputation
Trust 

operates 

in this 

space



15

The pathway to trust: a quick resume

Be credible Be dependable Earn faith

• Emphasise legacy and 
history

• Clearly communicate 
competence proof-points

• Show how you make the 
industry, as a whole, better

• Be transparent and 
authentic

• Show how you care about 
the individual experience 

• Deliver against promise 
and communicate this

Level of Trust

• Consistently deliver and 
reward loyalty - reciprocity

• Demonstrate that you 
always try to do the right 
thing for the right reasons

• Link customer individual 
experiences to the wider 
purpose for good
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Lisa Edgar
CEO – The Big Window

Office Address

the Big Window Consultancy Limited

Mugup Barn l Towngate l Hepworth l 

West Yorkshire l HD9 1TE

lisa@the-big-window.co.uk 

Thank You

mailto:lisa@the-big-window.co.uk
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