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How tO establish and enhance Truse?
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Trust messages will use
fferent approaches depending on their stage and purpose, but
i n. on these pillars can win the battle for attention. Trust
mams:nm atterns, so using these four pillars consistently in all
erwsmwmwiou should come easy for Trust brands:
non“ Repeat and retell.
o Be authentic.

DEPENDABLE

No matter what, they follow through on exactly
what was promised. A

FAMILIAR
They are usually known quantities, respected

for their steadfast behavior and reliance on
reproducible, proven ideas.

COMFORTING
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