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2020 Edelman Trust Barometer Special Report: Brands and the Coronavirus

71 S&0lM, ¢l2|5t= 2HE0
o|X|St= A=

Orzol| S2fet HiE

0| 97| Al7|0f, 7} L % QUckm |
XS] EAS= B ME O \

O|X|5t= SO|Ct

RS T NS

1

60.

S2Y 12705 7

S22 7705 B
65 64 63

53 |
2017 2018 2019 2020

2020 Edelman Trust Barometer Special Report: Brands and the Coronavirus. Q2. Please indicate how much you agree or disagree with the following statements about brands
and how they are responding to the current coronavirus pandemic. 8-point scale; top 4 box, agree. Question shown to those who have heard of the virus (Q1/1). 12-mkt avg. Data

collected between March 23 and March 26, 2020.

2020 Edelman Trust Barometer Special Report: Brands Amidst Crisis. Belief-driven buying segments. General population, 7-mkt avg. Belief-driven buyers choose, switch,

avoid or boycott a brand based on its stand on societal issues.
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2020 Edeiman Trust Barometer Special Report: Brand Trust. CV2_Q2. Please indicate how much you agree or disagree with the following statements about brands and how they are responding
to the current coronavirus pandemic. 9-point scale; top 4 box, agree. General population, 11-mkt avg.
2020 Edelman Trust Barometer Special Report: Brands and Racial Justice in America. Q4. In general, how important is it to eamning or keeping your trust that brands or companies do each of the following in response to
systemic racism and racial injustice following the death of George Floyd and other recent racially motivated attacks on Blacks? 6-point scale; top 3 box, important; code 1, doing this would lose my trust. General population, b Edeiman |

U.S., among Non-Hispanic White, Black, Latinx and Asian American populations. Data shown is a net of attributes 2-9
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2020 Edelman Trust Barometer Special Report: Brands Amidst Crisis. TRUST_IMP. When it comes to brands in general that you will or will not buy or use, categorize each of the following attributes based on
whether it is a critical deal breaker, important to have, or merely a nice to have. Please base your answers, using the scale below, on your actual purchase behavior and not what you would do in a perfect world. 3-point [N Eddel |
scale; code 1, critical deal breaker; code 2, important to have. General population, 8-mkt avg, and by age, gender, and income. -, man
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2020 Edelman Brand Trust Management Tracking Study
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2020 Edelman Brand Trust Management Tracking Study. ETMB1. Please indicate how much you trust each brand. 9-point scale; top 3 box, high trust; bottom 4 box, low trust. ETMB19. To what extent do you agree

[BRAND] is helping to alleviate your day-to-day fears or help to uplift you amidst what is happening in the world? 7-point scale. top 3 box, addressing the issue of inequality; bottom 4 box/don't know, not addressing the
issue of inequality. Asked of 70 brands across 10 sectors per market. General population, 7-mkt avg. The Edelman Brand Trust Score is the difference between high trust and low trust.
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2020 Edelman Trust Barometer Special Report: Brands Amidst Crisis. CRISIS_RESP1/CRISIS_RESP2. [The country is/People are] facing many challenges these days due to the current pandemic and other
crises. In order to meet those challenges, we need to rely on our societal institutions to provide help and support. Which, if any, of the institutions listed below do you believe are doing an excellent job in helping [the
country/helping you] meet the challenges it is currently facing? Select all that apply. Questions asked of half of the sample. General population, 8-mkt avg, and by age, gender, and income. “All of the above” added to

each response. Data is an average of CRISIS_RESP1 and CRISIS_RESP2
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2020 Edelman Trust Barometer Special Report: Brand Trust in 2020
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Margin of error

» 8-market average data +/- 1.1% (n=8,000)
«  Market-specific data +/- 3.1% (n=1,000)
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Thomas Hongtack Kim/Creative Solutionist




chap1_ What is a Creative Solution?




Artist=Question?
Designer=Solution!




a process of developing creative solutions

DESIGN THINKING

A FRAMEWORK FOR INNOVATION

EMPHA

What is the problem?
Define the challenge &
explore the human context

CONTEXT

DEFINE

Why is it important?
Research, observe, understand
& create a point of view

Does it work?
impirement the product, show, &
dont tell, start to refine the product

IDEATE

Why is it important?
Brainstorm ideas good & bad,
dont stop at the obvious

FORM

How do we create it?
Start creating. experiment,
fall cheap, & fast




why define the problem

what deep dive into real insights
how develop practical solutions




means to provide

for a brand and social problems,
and at the same time, to provide

for digital beings now
experiencing a brand in an agile way.

<Thomas Hongtack Kim>




chap2_ Why Creative Solutions for Sustainability?
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Consumers are showing higher commitment to sustainable brands!

55% >> 50% >>

Customers willing to pay more Under-20 customers willing to pay more
for sustainable brands (2014-15) for sustainable brands (2014-15)

1. Nielsen Company, Global Sustainability Report (October 2015)




the Greenpeace environmental protection campaign

“Drilling oil could pose the same risk as a Gulf oil spill, we can not support companies that
ignore this and maintain relationships with Shells that continue to drill”




LEGO: Everything is NOT awesome




Share&Care
Social Good Cause

Sustainable Society










unicef¢s®

They ask 30$ of regular donation per month for the children suffering from hunger and illness.




-children under miserable situation
-authentic voice talent

-phone number to donate
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insight:

concept: |

solution:







Cannes Chimera

— The Bill & Melinda Gates Foundation created a competition to solve a communications challenge that the world is facing.
— A project to receive and execute creative ideas to help ‘health’ and ‘development’ of Underdeveloped Countries.




Cannes Chimera
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CANNES LIONS 2
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Museum of Bill and Melinda Gates Foundation




“from aid to creative solution”
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Millennium Development Goals (MDGs)

ERADICATE
EXTREME POVERTY

AND HUNGER

ACHIEVE UNIVERSAL
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“The 2030 Agenda cannot be achieved
by Governments alone”
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Changes of mindsets in Individual, Corporate and Government level




2016 Cannes Lions
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Mr. Ban Gi-mun_former Secretary-General of the United Nations+
Heads of 6 Advertising Holding Companies (WPP+OMNICOM+Publicis+Dentsu+Havas+IPG)/




2018 Cannes Lions

'SUSTAINABLE DEVELOPMENT
'GOALS LIONS

The Sustainable Development Goals Lions celebrate creative

solutions and initiatives that seek to positively impact the world -
 work that contributed to or advanced the 2030 Agenda for
Sustainable Development across people, planet and prosperity.




2020 One Show




ONE CLUB FOR CREATIVITY

THE
ONE CLUB

2020 ONE SHOW SDG PENCIL JURY

THE =
ONE CLUB =
2020 ONE SHOW SDG PENCIL JURY

Rd

ASHLEIGH JOHN LAURA BETO
AXIOS BIELENBERG  CLARKE FERNANDEZ

SERGIO THOMAS MAHER RONALDNG
FERNANDEZ. HONG-TACK. NASSER

THOMAS HONG-

wed .} 4 ‘:&5 ,g
TACK KIM =k ¢
FOUNDER _—

KG PER CASEYRAND  ARIANA JACOB
éE ouL PEDERSEN STOLARZ TROLLBACK

Int’l Creativity Awards Show (2020)







technology itself < creative use of technology

applicable / measurable / extensible

the commitment from a group of people from different sectors to the common
agenda of solving a specific social problem, using a structured form of collaboration.

how to develop / how to implement / how to call to action




a. creative use of technology




Finding s for unhappy and unequal situations.




S (I

Wavio- See Sound
SDGs 3. Good Health & Well-Being




Daughters of the Evolution: Lessons in Herstory
SDGs 5. Gender Equality




b. CSR » CSV




CS R_Company’s Social Responsibility

-Focus on donation: donating money or facilities
-Restore some of the profits they earn from the society
-Good for business >> Good for society




o -] HOW SHARED VALUE DIFFERS
Harvard FROM CORPORATE SOCIAL RESPONSIBILITY

Creang shared vakso (CSV) should supersede cof porae soctal responsitd
iy (CS#) 1n guacing the investments of companios In helr communies. CSR

[ ]
Bus.ness e e e A e
the business. making them hard w justfy and maincain over te long run. m-

conurasy, CSV 1S imagral 10 3 company's proftabity and CormpeUtve post-

L]
ton. T hiveragse the nkque resources and axpertse of the company (o creatd
‘economic vakuo by croaung soctal vakve,

CSR

» Vale: doing good

E?Eating
Shared Value

1o Lo et Capitalium - wd steash ¢ wave of
Ierat o gt by Mot £ POVEE ot
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Michael Porter_year 2011




Raising about social issues.
Enhancing both and




“Lacoste replaces its crocodile icon for the first time in its 85-year history”

Lacoste_Save our Species
SDGs 15. Life on Land
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THESE SEEDS

Carrefour: Black Supermarket
SDGs 3. Good Health & Well-Being
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. Sharing & Caring




Free Hug




Free Hugs
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The campaign in its present form was started in 2004 by an Australian man known only by
the pseudonym "Juan Mann".The campaign became famous internationally in 2006
as the result of a music video on YouTube by the Australian band Sick Puppies,
which has been viewed over 70,000,000 times.




<Virtues of social media>




Like, Share, Retweet, Follow




Encouraging to do good things

through a entertaining and engaging way.




Palau Legacy Project: Palau Pledge (the first Grandprix of SDGs in Cannes Lions)

SDGs 11. Sustainable Cities and Communities
14. Life Below Water




THE LION'S SHARE : MARS AUSTRALIA

SDGs 14. Life Below Water
15. Life on Land
17. Partnerships for the Goals




The aim of the value-sharing creative solution is...

It’s not easy to change people’s perception and
much more difficult to call to action.
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chap3_Creative Solutions save the world?
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Most problems of the world we face now are
So, the problems should be




Use your




Brainy & Brave Solution

Thomas Hongtack Kim_

Founder / Creative Solutionist

+

Two Kilograms_

Creative Solution Lab

+

+821072731188

+

kkhongt@gmail.com




Thomas Hongtack Kim/Creative Solutionist




Why Creative Solutions for Sustainability?




Consumers are showing higher commitment to sustainable brands!

55% >> 50% >>

Customers willing to pay more Under-20 customers willing to pay more
for sustainable brands (2014-15) for sustainable brands (2014-15)

1. Nielsen Company, Global Sustainability Report (October 2015)







Cannes Chimera

— The Bill & Melinda Gates Foundation created a competition to solve a communications challenge that the world is facing.
— A project to receive and execute creative ideas to help ‘health’ and ‘development’ of Underdeveloped Countries.
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Mr. Ban Gi-mun_former Secretary-General of the United Nations+
Heads of 6 Advertising Holding Companies (WPP+OMNICOM+Publicis+Dentsu+Havas+IPG)/
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