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__The Trust ModelPM (sapp/Look East)
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What Drives Consumer Trust?

Shared values are 3-5x more important in
building trust than sharing facts or
demonstrating technical skills/expertise @Uy
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“No one cares how much you know,

until they know how much you care.” 4
- Theodore Roosevelt
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Sustainable Balance
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Answering the Wrong Question

Ethical Question (Should) Science Question (Can)
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Answering the Wrong Question

Ethical Question (Should) Science Question (Can)

=

KNOWLEDGE

FEELINGS
AND BELIEFS

EEEEEEEEEEEE

© 2018 The Center for Food Integrity FOOD INTEGRITY"



Don’t abandon
science and facts ‘ /(
|

Lead with Shared Values

to Build Trust




So how do we connect better?
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Listen for shared values

Ask questions (at least 3)
Share knowledge (if needed)
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Embrace the skepticism —
it’s not personal, it’s a social condition
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inal Thoughts
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Who you are is as important { 1%
as what you know |
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Final Thoughts
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( 65% of the general public wants
to know more about their food
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Thank You!

www.FoodIntegrity.org

Roxi Beck
@RoxiBeck

Roxi.Beck@ FoodIntegrity.org
816-556-3151 M
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