
T H E  C U R R E N T  S I T U A T I O N :
Trust is a foundational element of any well-functioning society, 
and it plays a vital role in both our personal relationships and 
our broader societal structures. Trust is critical to every aspect 
of our lives, serving as the backbone of economic stability, 
emotional well-being and the ability to foster a sense of 
belonging. This week’s Consumer Pulse looks at how our level of 
trust in governmental institutions, businesses and retailers has 
changed over the past two years. 

D R I V I N G  O U R  L E V E L S  O F  T R U S T :
The source from which we get news can greatly influence 
who and what we trust. According to our Consumer Pulse, 
here’s what media source each generation uses most for 
their news:
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The Trust Issue 

Trust in retailers outperformed the level of trust in government 
and businesses, with approximately 30% saying they are 
somewhat or much more trusting of home improvement 
retailers, mass merchants and online retailers compared to two 
years ago. To capitalize on this trust, brands need to consistently 
deliver on their brand promise, provide excellent customer 
service and present themselves with authenticity.  

T H E  O U T L O O K

Sales Factory is in the business of helping brands win through research. 

Contact jenni.becker@salesfactory.com to learn more.

R E A D  E N T I R E  S T U D Y

82%
of Gen X get their news 
from social media

67%
of Millennials get their 
news from social media

81%
of Boomers get their 
news from TV

68%
of Gen X get their news 
from TV 


