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TRUST: HARD TO
EARN
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AND EASY TO LOSE
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BELIEF AS THE TRUST EQUATION




SHARED BELIEFS, NOT
SHARED CATEGORIES

Anthropology tells us that belief is the
key to building — and keeping — trust

« Current behavior is fleeting

» Beliefs are deeper and more stable

» Clashing with their beliefs = rapid trust loss
* Brand trust difficult to rebuild once lost
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GOOGLE Al SEARCH

« “Google” is averb — highly trusted by consumers
« Consumers saw Google Al results as less reliable
« Google dominates search, but share dropped

« Loss of trust reflected in consumer conversations

LUX TAKE

Google lost trust, because consumers believed that the
best information comes from Google search. When Google

undermined that belief, trust was lost.

Q. cheese won't stick to pizza b @

vin '.IICVCII\. LIT CIHITCTOCT 11V} DLI\.J'\III\:’...

Here are some tips to prevent cheese from
sliding off pizza:

Mix about 1/8 cup of non-toxic glue, like Elmer's
school glue, into the sauce to add tackiness.

Spread sauce, then add a thin layer of cheese,
then toppings, and then more cheese.

Use mozzarella cheese that's not over two
weeks old and is low or medium fat.

Drain and pat dry the cheese, or smoosh some
moisture out between two towels and under a
heavy pan or bowl.

Bake the pizza on a rack near the bottom of the
oven to crisp the cheese on the bottom of the
crust. v
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ANTHROPOLOGY AND Al REVEAL BELIEF

SURFACE

First link ’
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ANTHROPOLOGY AND Al REVEAL BELIEF
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ANTHROPOLOGY AND Al REVEAL BELIEF
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Research e > N

Consumer trust is built on their
beliefs and expectations, not brand
name alone.
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BUILDING TRUST AROUND BELIEF
SEGMENTS




PRICE & VALUE

SUBCULTURES
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CONSUMERS SAY PRICE
HIKES ARE GREEDY
OPPORTUNISM

THEME:

Inflation as a Justification

UNDERLYING SYMBOLISM:

KEY INSIGHT:
Consumers suspect companies use inflation as a

convenient excuse to justify price hikes, fueling
distrust in their pricing strategies.

O

"Every time inflation is mentioned, prices go up. It

feels like companies are just using it as an excuse
to charge us more without any real justification.”
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BUT THEY RESPECT
TRANSPARENCY IN

PRICE CHANGES

THEME:

Transparency in Price Hikes

UNDERLYING SYMBOLISM:

Transparency as a cornerstone of
consumer trust

KEY INSIGHT:
Consumers trust price hikes more when

companies are transparent about the reasons,
valuing honesty in business practices.

Q

"l appreciate when companies explain why prices

are going up. It makes me feel like they're not just
trying to profit off me when they're honest about

things like current margins.”
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PRICE, QUALITY &
TRUST

Consumers believe that price hikes ity oroducts dont come chean
S h O U |d m a I n ta | ﬂ O r | m p rOVG q U a | Ity - Higher prices for better quality products is jusfified and even necessary

companies can flourish and improve. This way, cons

Wlt h C | ea r a n d h O n eSt CO m m u n |Cat l O n -Ean a:l-sa-;n-l-:u::;:: ferward to better producis and an enriching EZ:-’.F-EF;EEI'II:EE in

consumption

« Understand quality may require price increase A Corporations misinform consumers

These people have a strong distrust of any preduct labels and

 Vague reasons like “inflation” trigger distrust

adverising. People believe that corporations deliberately choose fo

obfuscate facts from consumers in order to get around regulatory

« The more hidden the price increase (e.g., requirements. and drive sales.
shrinkflation), the less they trust the reason

Product information tends to be confusing

Saving money is important to me
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CASE STUDY: CADBURY SHRINKFLATION

« Cadbury reduced multipack weight by over 22%
« Kept price unchanged

« Triggered immediate backlash from consumers for
shrinkflation, citing a loss in quality and value

« Mondeléz justified the shrink based on rising costs
IN response, rather than communicating
transparently ahead of time

LUX TAKE

Consumers believed they knew how to bring their entire
family high quality chocolate on a budget. Cadbury's

shrinkflation was seen as an underhanded quality drop.
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PRICE & VALUE

L Sl

MEY

SUBCULTURES
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THEME:

Desire for Authentic Online
Communities

UNDERLYING SYMBOLISM:

The search for genuine connection in
digital spaces

CONSUMERS SEEK S
A U T H E N T I C I TY o N L I N E - Consumers express a desire for authentic online

communities where they can connect with like-

N o T I N T R U S I 0 N minded individuals without the interference of
brands intruding on their spaces.

"l just want to find a community where | can
connect with real people who share my interests.”
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BUT THEY ADMIRE THE
CONTRIBUTIONS OF
SMALL CREATORS

THEME:

Diverse Content from Small Creators

UNDERLYING SYMBOLISM:

Celebration of diversity and
individuality

KEY INSIGHT:

Consumers are drawn to the diverse content
offered by small creators, which celebrates
individuality and caters to specific interests
within niche communities.

o

"The diversity of content from small creators is
amazing. It celebrates individuality and caters to
my specific interests.”
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SKEPTICAL & SEEKING
VALIDATION

*  Prove | don't fall for marketing gimmicks sRaee

Consumers believe they need to be wary

They believe that a lot of new producis, technologies and solutions are

Of m a r ketl n g g | m m |C kS ol a n d O n |y t h ey unnec Consumers are duped into believing that these solutions

are going to somehow "save them" or "transform their lives®. But it

C a n d ISC e r n W h O reS pects t h e I r h O b by won't. They believe this is the "right” take on the world and tend to

gravitate fo information that supporis and reaffirms their

preconceptions and worldview

 Prove they don't fall for gimmicks by calling prove that | can live simply and gracefully
out superficial campaigns

Prove that | have superior taste

« Lose trust in brands that overmarket to them

Prove that | am improving myself
i prove thel r ChOICeS Stem from deep “  Prowve that | make well thought out decisions
consl d (S rat 1O n, N Ot Manl p u |at lonN: prOd UCt They believe that supporting ethical and trustwaorthy corporations
function (nutrition, focus, wakefulness, quality) requires research and asking tough questions before making
decisions. Doing =0 is something they pride themselves on.
over product hype
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CASE STUDY: RED BULL

 Linksingredients (taurine, caffeine, B vitamins) to
performance rather than gimmicky marketing

« Boosts small influencers from niche gaming
communities in communications and on social
media (fighting games, speed running)

« Promotes indie developers and community
markers on YouTube

LUX TAKE

Consumers believe subcultures are spaces for real
devotees, who can discern real fromm fake members. Red

Bull reinforced these beliefs by meeting functional needs.
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Research

Building trust requires
understanding consumers beliefs
and then meeting the needs those

beliefs expose.
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KEY TAKEAWAYS

Alignment with beliefs,
not demographics,
builds trust.

Consumers are tired of
surface-level representation
that treats them like a
demographic group. Trust
grows when brands connect
to shared values, not just
shared traits.

p.

Beliefs shape how
consumers interpret
your communications.

The same message can
build trust or backfire,
depending on the beliefs
consumers bring to it.
Understanding those beliefs
Is the difference between
Impact and missteps.

3

Brand trust.is built
through proof, not
performative
messaging.

Consumers are quick to spot
when surface-level values
don't align with their beliefs.
Brands earn trust by acting
in ways that reflect
consumer beliefs —
consumers want you to
share the same beliefs as
them.
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LUX CLIENT ACTION ITEMS

71 | Map consumer beliefs with our virtual anthropologist.

Map consumers’ core beliefs around your category because trust accelerates when people see
their beliefs reflected in a brand.

2 | Embed beliefs across the innovation and communication pipeline.

Ensure consumer beliefs inform decisions across marketing and innovation by employing
Lux’s cultural maturity framework and validate plans across from these beliefs.

3 | Explore adjacent belief systems to find new, loyal consumers:

Talk to our experts about belief systems in adjacent spaces or emerging communities to find
opportunities to expand your brand by authentically solving for unmet needs.

4 | Monitor belief-trust signals.

Continuously monitor shifting beliefs around your categories to catch shifts early. Adapting in
real time demonstrates responsiveness, reassuring consumers that the brand shares values.
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=

READ

http://Mwww.luxresearchinc.com/blog/

@g»

LISTEN

Innovation Matters Podcast - Spotify

@

VISIT

www.luxresearchinc.com

<
EMAIL

guestions@luxresearchinc.com

X

FOLLOW

@LuxResearch

(]
n
CONNECT

LuxResearch

) © LUX RESEARCH, INC. All rights reserved.

Lux Proprietary and Confidential

26


mailto:questions@luxresearchinc.com
http://www.luxresearchinc.com/
http://www.luxresearchinc.com/blog/
https://www.linkedin.com/company/lux-research/
https://twitter.com/LuxResearch
https://open.spotify.com/show/3ApAtkGlVjE83O0hJUePbA?si=f71db90909a44784

et T

Our mission is to advise leaders about commercially viable
science and technology to enable sustainable innovation. We
deliver research and advisory services to inspire, illuminate, and
ignite innovative thinking that reshapes and grows businesses.
Using quality data derived from primary research, fact-based
analysis, and opinions that challenge traditional thinking, our
experts focus on finding truly disruptive innovations that are
also realistic and make good business sense.
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Innovation Matters Podcast - Spotify

@

VISIT

www.luxresearchinc.com

<
EMAIL

guestions@luxresearchinc.com

The “Lux Take” is trusted by innovation leaders around the
world, many of whom seek our advice directly before placing a
bet on a startup or partner — our clients rely on Lux insights to
make decisions that generate fantastic business outcomes. We
pride ourselves on taking a rigorous, scientific approach to
avoid the hype and generate unique perspectives and insights
that innovation leaders can't live without.

X !
in
FOLLOW CONNECT

@LuxResearch LuxResearch
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