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TRUST

WE’RE COUNTING ON YOU.

YOU ARE THE ROCK WE CAN 
LEAN ON. YOUR BRAND SPEAKS 
THE LANGUAGE OF STABILITY.

You’re the brand that delivers consistently and reliably. Ever
dependable, you maintain expectations. You thrive on being

loyal and worthy of your customer’s business. When you
effectively speak the language of Trust, we depend on you.

YOUR BRAND PROFILE    
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 � Brand Defined: Trust

 � Five Adjectives That Matter

 � How Brands Use Trust

 � How Trust Fascinates

 � More Fascinating Facts About  
 Trust

IN THIS PROFILE
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Trust is Twinings, the British tea maker, who has continued 
to use the same logo since 1706. It’s the real estate agent who 
sends clients flowers or chocolates for their birthdays. It’s 
Raymond James being the only major investment services firm 
to be named to Forbes magazine’s list of America’s most trusted 
companies for its absolute consistency. It’s Walmart matching 
prices from competitors without requiring customers to present 
the competing ad. It’s Nordstrom, where consistent customer 
experience is so essential to the brand that the staff will even 
wrap a present you’ve purchased elsewhere.

Your Trust brand was born with a name we can count on.
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“TO BE TRUSTED IS A GREATER 
COMPLIMENT THAN BEING LOVED.”

GEORGE MACDONALD

EXAMPLES OF TRUST BRANDS

p
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Can a single word matter? Yes, when it differentiates your 
company in the marketplace. Your marketing copy should be 
as original as everything else about you. These five words can 
unlock your point of difference and your value in the minds 
of your customers or clients.

YOUR TRUST BRAND IS:
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STABLE DEPENDABLE

FAMILIAR

COMFORTING PREDICTABLE
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DON'T JUST HAVE THESE 

QUALITIES – USE THESE WORDS.

If you are a CPA with a private practice for tax preparation, 
this is what you might say in marketing materials:

“We are dependable. We have also been called stable, 
comforting, familiar and predictable. Perhaps you personally 
wouldn’t be proud to claim these adjectives. But you will be 
quite pleased to have a tax accountant who has earned them.”

We’re going to give you some examples so you can 
understand how powerful a tool these five words are:

Example 1

Example 2

Maybe you are a farm that is introducing a heritage tomato 
to chefs:

“For 80 years and three generations we have been familiar, 
dependable tomato growers in the sandy soil of the Florida 
panhandle. We’ve been stable produce providers to the best 
chefs in this country. A comforting partner who delivers 
predictable, consistent delicious produce. This year we’re 
introducing the Black Krim tomato. The one thing you need 
to know about it before you have the pleasure of tasting it 
yourself is that we put our reputation behind it.”
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Example 3

Let’s say you are a Trust brand – a global bank, for instance.

“We are as familiar to a clothing brand in Singapore as we are 
to a law firm in New York. We are as dependable to our clients 
in Hong Kong as we are to those in London. In these times of 
shifting global markets and great opportunity, our clients find 
it comforting that we value predictability and stability over 
the kind of growth that is not and cannot be sustainable.

Fascinating Fact:

Of all seven Advantages, Trust is the hardest to earn, the most 
precious to hold, and the easiest to lose.

p
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ADVANTAGE IN MARKETING

Trust Brands use these four pillars to support every 
action in their business and marketing. Trust relies 
on patterns, so using these pillars consistently in 
all communication should come easy for you:

1. REPEAT AND RETELL.
2. BE AUTHENTIC.
3. ACCELERATE TRUST.
4. USE FAMILIAR CUES.

Develop messages that consistently deliver at least three of 
these four pillars. Before you send that email, or publish that 
ad, check back with these four pillars. If you don’t have three 
out of four, push your ideas further in order to speak the 
language of engagement.
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REPEAT AND RETELL.

We’re drawn to people and situations that feel familiar. They fit a pattern we already 
know. Our minds look for patterns. When we recognize them, not only do we rely 
on them, but we also develop preferences based on their repetition. Our brains use 
these patterns to map everything we see, hear, and experience, in order to establish an 
expectation for the future. The more you repeat and retell a message, the more familiar 
it becomes to your customers, and the more likely they are to believe, and even count 
on, it.

This isn’t just marketing. It’s a phenomenon of your brain, named the “exposure effect.” 
The more we’re exposed to something or someone, the more we trust it. And the more 
we like it. This pattern can slowly accumulate over the course of years, as with It’s a 
Wonderful Life.

In marketing, predictable messages might become boring over time, yet erratic action 
unravels the pattern. Reputations influence decision-making. People make Trust 
judgments based on comparisons with past experiences. If your success relies on instant 
gratification or surprise, then use Trust at your leisure. However, if your success relies 
on Trust, then you must, without question, deliver what people expect.

The more specific your promise, the more vital the need to deliver. We’re indignant if a 
FedEx package shows up late (when it absolutely, positively needed to arrive overnight), 
or if a Timex watch takes a licking but doesn’t keep ticking. Brands that fail to live up 
to their raison d’être earn negative fascination: bad word of mouth. The brands that we
consistently trust are those that fulfill our expectations.

Pillar No. 1



BRAND FASCINATION PROFILE REPORT                Copyright ©How To Fascinate® and Sally Hogshead. All Rights Reserved.              12

BRAND PROFILE REPORT

T
R

U
S

T

BE AUTHENTIC.

To be authentic is to be the genuine article, the gospel truth, the real McCoy. And no 
wonder we’re fascinated by the real McCoy, with so many fake McCoys around. We 
want what’s real, and honest, and genuine. We want transparency. This authenticity 
must be earned over time, making it one of the most difficult ways to fascinate. 
Authenticity must arise from your brand’s story. All elements of your behavior, attitude, 
culture, beliefs, and benefits must tie back into this story. True authenticity is never 
contrived or manipulated — it lives within substance, not style. The more you attempt 
to force authenticity, the more surely it will elude you.

Flavor of the Month

Tempestuous by nature, fads can feel sexy and exciting. They whip up exaggerated, 
even zealous discussion. However, trends are fickle mistresses. They’re difficult to 
maneuver with or maintain.

For iconic people and companies, fads erode credibility. Or worse, they damage Trust. 
If your brand speaks the language of stability, your messages are not mercurial. For a 
retailer, sustaining the same message may sound easy enough, but the reality is that 
tastes change, economies change, and companies change. Sometimes it’s easy to give in 
to the temptation of cashing in on a fad.

Fashion Victim or Fashion Victor?

A quintessential classic, the Tiffany & Co. logo is engraved into 170 years of exclusivity. 
Yet in the late 1990s, Tiffany’s lower-priced line of silver jewelry became a sensation 
among teenage girls. In particular, one $110 charm bracelet became an essential fashion 
item. Other brands would rejoice at such brisk sales, yet Tiffany’s executives knew that 
these trinkets could make the brand seem too accessible for older, wealthier patrons. As 
the company’s stock prices rose, so did the concerns.

Pillar No. 2
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In a controversial move, Tiffany raised its prices on the silver pieces to put the brakes 
on this trend. This decision probably lost the company short-term profits from 
shoppers wanting an affordable look, but it preserved prestige from the company’s 
long-term wealthy base.

It’s a risk to remain unchanged. Ruts are sticky. But for companies that rely on long-
standing Trust as a primary Advantage, every message must communicate stability. In
twenty years, when those teenage girls acquire the spending power for lavish gold and 
diamonds, they won’t associate the Tiffany & Co. logo with the one attached to that 
cute little sterling silver trinket they wore back in high school.
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ACCELERATE TRUST.

Earning trust demands an investment of time and effort, because predictability requires 
a guaranteed certainty. Trusted brands carefully pay attention to detail, reinforcing 
consistency between the expectations they set and the results they deliver. In return, the 
reward for earning trust is a big one: loyalty.

Loyalty acts as a rudder for decision-making, because in certain circumstances, we 
want to know exactly what to expect. Surprises aren’t fun when it comes to an auto 
manufacturer’s warranty, the direct deposit of a paycheck, or the skill of our cardiac 
surgeon. In these types of relationships, we seek reliable options. Safety is paramount
and excitement is bad, so we’re drawn to stability. Year after year, we might return to 
the same accountant not for her keen fashion sense or witty banter, but because we 
won’t have to worry if our 1040 form will pass muster.

Reinventing Cues from the Past

Yesterday’s tired facts can be reinvented anew. And just about anything from your past 
is fair game. Colt 45, the malt liquor favored by the urban poor, turned a flinch-worthy
truth into a street-smart marketing tool. Instead of hiding from the fact that its 
oversized bottles are usually carried in small brown paper bags, the company created 
cool handdrawn ads printed directly on small brown paper bags. The campaign used its 
heritage to do the seemingly impossible: reposition Colt 45 to hipster drinkers.

Companies occasionally rebuild trust by going back to their own history and 
resurrecting old marketing devices. Maxwell House returned to “Good to the last 
drop,” StarKist tuna reintroduced Charlie the Tuna, and Burger King invited us to
once again have it our way.

Pillar No. 3
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Companies lacking in perennial Trust cues often simply borrow someone else’s. Senekot 
laxatives borrowed James Brown’s “I Got You (I Feel Good),” and Viagra regaled us
with “Viva Viagra.” Sea-Bond denture adhesive brought back “Bye Bye Love.”

If a song isn’t quite exactly right in its original form, hey, why not take poetic license (as 
long as you pay to license the song)? For instance, Luvs diapers paraphrases the Beatles: 
“All You Need Is Luvs.”
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USE FAMILIAR CUES.

Remember the exposure effect? We’re drawn to people and situations that feel familiar. 
They fit a pattern we already know. This logic explains why “Crumbelievable” probably
tested so well in focus groups. And it explains why we’re more likely to extend trust to 
something that’s similar to what we know.

By linking a new message to one that’s already firmly trusted, we can shorten the time 
frame needed to develop trust. Real estate professionals often use the scent of baking 
bread or cookies when showing a home to buyers, because these nostalgic scents 
cue unconscious memories for many people, making the listed house seem more 
immediately homelike..

Beer Sommeliers Wanted

Anheuser-Busch takes predictability seriously. Their quality control might be renamed 
“predictability control.” Members of an elite panel ensure the consistency of the beer’s 
flavor from brewery to brewery, day to day. To guarantee uniformity, samples from each 
of the fifteen breweries are flown to the company’s Saint Louis headquarters, and are 
served to the tasters in identical glasses that have been cleaned precisely with filtered 
water. The panel samples every ingredient, including air, which they bubble through
water and sip. Because of this, consumers can trust that every beer, from every brewery, 
will taste the same.

When you build your brand around the language of stability, customers stop being 
customers, and start becoming friends. Even family.

Pillar No. 4
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Become Familiar

The word “familiar” comes from the Latin familia, meaning “family.” Family is more 
than just an emotional bond, and so is familiarity. Neurochemically, there’s a lot going 
on with familiarity. Our minds look for patterns. When we recognize them, we not 
only rely on them, but we also develop preferences based on pattern repetition. Our 
brains use these patterns to map everything we see, hear, and experience in order to 
establish an expectation for the future.

Consider your own family’s traditions. They usually are not focused on the “best” foods 
or the “biggest” gestures, but rather on a sense of continuity that draws on your home,
your shared history, your favorite activities, and time spent around your kitchen table.

SHARE THIS:

https://twitter.com/intent/tweet?text=4%20ways%20my%20Innovation%20brand%20can%20%23fascinate.%20Get%20your%20profile%20http%3A%2F%2Fbit.ly%2F1WVawGU%20%40SallyHogshead&original_referer=https://clicktotweet.com&related=tweetdripapp
https://www.facebook.com/login.php?skip_api_login=1&api_key=966242223397117&signed_next=1&next=https%3A%2F%2Fwww.facebook.com%2Fsharer%2Fsharer.php%3Fu%3Dhttp%253A%252F%252Fwww.brandfascination.com%252F&cancel_url=https%3A%2F%2Fwww.facebook.com%2Fdialog%2Fclose_window%2F%3Fapp_id%3D966242223397117%26connect%3D0%23_%3D_&display=popup&locale=en_US
https://www.linkedin.com/uas/login?session_redirect=https%3A%2F%2Fwww.linkedin.com%2FshareArticle%3Furl%3Dhttp%3A%2F%2Fbit.ly%2F1WVawGU%26mini%3Dtrue%26title%3DMy%2520brand%2527s%2520FOUR%2520PILLARS%2520guide%2520how%2520my%2520brand%2527s%2520fascination%2520guides%2520our%2520marketing%2520and%2520business%2520strategies.%2520Get%2520your%2520FOUR%2520PILLARS%2520here%2520with%2520the%2520Brand%2520Fascination%2520assessment%253A%2520http%253A%2F%2Fbrandfascination.com%2F
mailto:?subject=&body=My%20brand's%20FOUR%20PILLARS%20guide%20how%20my%20brand's%20fascination%20guides%20our%20marketing%20and%20business%20strategies.%20Get%20your%20FOUR%20PILLARS%20here%20with%20the%20Brand%20Fascination%20assessment%3A%20http%3A//brandfascination.com
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TRUST IS... TRUST IS NOT...

✓ Comforting in times of change

✓ Being dependable

✓ Relying on reproducible, proven ideas

✗ Using fluffy or flowery language

✗ Changing packaging, slogans, or locations

✗ Following the latest fads or trends

p

Fascinating Fact:

Trust is most commonly found among established brands 
in mature markets.
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FASCINATES

WHY IT’S IMPORTANT TO EXPRESS YOUR 
TRUST ADVANTAGE

In a world in which the climate changes, the market fluctuates, and
politicians betray constituents, Trust fascinates simply by doing what
we, in a perfect world, would expect it to do.

Trust is predictable. The more predictable a message, the more 
we rely on it — and the more we can rely on it.

Trust brands demand very little of a learning curve, 
reassuring us by recognizing our expectations and reliably 
satisfying them. Trust is also consistent, with little 
conflicting information. While Innovation brands can be 
creatively inconsistent, Trust brands cannot. Of all the seven 
Advantages, Trust is the most successful at building lasting 
and faithful customer relationships.
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Fascinating Fact:

Trust looks to the past, unlike Innovation, which focuses on 
the future.
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MORE FASCINATING FACTS ABOUT

TRUST
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Among forms of media, Trust is least often used in social media.

Trust is most fascinating to Midwesterners.

Brands in the financial and insurance industries are most likely 
to use Trust.
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WHAT'S NEXT?
FIND OUT WHAT MAKES YOU FASCINATING.

Now that you know what makes your Brand fascinating,
discover what makes your personality impossible to resist. 
Sally Hogshead developed the Fascinate test by using her 
experience in branding to reveal How the World Sees YOU®. 
Join over a million others who are using their Fascinate 
profiles to improve their communication and make 
memorable impressions everyday.

p

https://www.howtofascinate.com/store/fascination-advantage-assessment
https://www.howtofascinate.com/store/fascination-advantage-assessment
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THE LEGAL STUFF… we’ll keep this quick for hyperefficiency!
No amendments, alterations or changes may be made to this document or the underlying Fascinate® Test without first 
obtaining the express written permission of How To Fascinate or Sally Hogshead.

Fascination Advantage®, Discover How The World Sees You®, and How To Fascinate® are registered trademarks of 
How To Fascinate and/or Sally Hogshead. One-Hour Personal Brand, Ultimate Personal Brand, each of the 7 Fascination 
Advantages, and the 49 Fascination Advantage® Archetypes are trademarks of How To Fascinate and/or Sally Hogshead. 
All other trademarks and copyrights are property of their respective owners.

Copyright ©2022 How To Fascinate® and Sally Hogshead. All Rights Reserved. Reproduction is prohibited without express 
permission of How To Fascinate or Sally Hogshead.
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