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Our Starting Point



China Syndrome

“Call Me Al”

Changing Face Of 
Nationalism

Macro…



Democratic Media Responsibility Defined

Micro…



Implications



Socially Engaging

Enabling DialogueThe Ultimate in Co-Creation

For Business…



The Asia Pacific Edelman Study:
Regional Results



Edelman’s Asia Pacific Stakeholder Research

Research Objectives-
to examine and understand:

• Trust in institutions and information 
sources

• The drivers of stakeholder opinions of 
corporations

• The drivers of responsible corporate 
behavior



Edelman’s Asia Pacific Stakeholder Research

• Fifth Annual Regional Study

• Quantitative studies by 
stakeholder group and for 
Australia, China, India, Japan 
& Korea

• Conducted by Harris 
Interactive

• 1,050 x 40 minute face to face 
interviews across the region 

• Qualitative studies for Hong 
Kong, Indonesia, Malaysia, 
Singapore and Taiwan

Six stakeholder groups:

• Government officials 

• NGOs/ Trade Associations 

• Institutional investors

• Media 

• Senior business executives

• Up-scale consumers



The State of Trust 



Base: Regional 07 & 06: 1050, Regional 05: 912

Trust in Institutions (Regional) 
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Base: 700

Trust in Institutions (Quantitative Studies) 
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•PRC 31% decrease in trust across the board

•Australia trust in business down 50%

•India trust in business down 20%

Notable Deviations



Trust in Institutions by Stakeholder (Regional)

How much do you trust each of the following institu tions to do what is right?
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Trust in Business (Regional)
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Trust in Business (Quantitative Studies)
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Sources and Channels 



Trust in Media (Regional)
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Trust in Media (Quantitative Studies)
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Media Trust (Regional)
What type of the following media do you turn to fir st for trustworthy information/news?
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Base: Regional 07: 1050, Regional 06: 1049

Web-based media overtakes TV as most 
trustworthy information source



Media Trust (Quantitative Studies)

What type of the following media do you turn to fir st for trustworthy information/news?
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“You have $100 to purchase information on a corpora tion.  Allocate this on how 
you would spend it for the information.  Assume tha t the price of information 

from each source is the same.  You must spend all $ 100.”

Assessing Value (Regional)
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The Web and Blogs



Website Usage and Trust (Regional)
Which websites have you visited in the last year?
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Opinion Drivers and 
Drivers of Good and Responsible
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Stand Out Characteristics of a corporation in Asia

What is the first thing you notice that makes compa nies stand out from the rest?

Standout Characteristics (Regional) 

Base: Regional data 05: 912 , 06 &07: 1050
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Are Companies 
Measuring Up?



What degree do you believe different types of corpo rations live up to that characteristics? 
(Percentage equals top three box score for each cha racteristic)

Responsible Corporation (Regional)

Base: 910 - 1050
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What degree do you believe different types of corpo rations live up to that characteristics? 
(Percentage equals top three box score for each cha racteristic)
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So, what does this mean?



Dialogue Not Monologue



For Communication…

Pyramid of Authority vs. Sphere of Cross Influence
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Rebalancing of Reputation



Asia Pacific Edelman Reputation Pyramid




