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Importance of Consumers’ Trust in Brands
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Speak and Reveal the truth
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transparency
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consumers and employees
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Can the beauty industry  
embrace transparency?



noun
1.a firm belief in the character, ability, strength, 

or truth of someone or something  
2.one in which                             is placed

TRUST 
 \ ˈtrəst \

confidence



contaminated food

climate change

Data breaches

` pPOLICE BRUTALITY



T R U S T
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THE more transparent entities are, 

the more society will trust them
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11

valuesaccountability

TRANSPARENT BEAUTY

communication
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FIT Transparency Perception 
Assessment survey
2018
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hypothesis
individuals don’t know  

who or what to trust

Lack of trust leads to the need for transparency 

Individuals are seeking transparency to restore trust
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76% Want brands to assure safety of 
ingredients

07

Believe natural ingredients 
are better than lab-made 
ingredients

91%

S A F E T Y  I S  
N O N - N E G O T I A B L E

accountability
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trend
Transparency equates to 
emotional safety 

07

74% Salary & compensation drive 
employment

101 Beauty industry employment 
driver index for salary

accountability

E M O T I O N A L  W O R K P L A C E  
S A F E T Y
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How would access to more 
information change your 
day-to-day?

TESTIMONIALS 66

I would feel safe 
and confident 
about what I tell my 
direct reports

It would make me 
feel safer both 
physically and 
professionally
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Unprecedented 
amount of data

14
C

O
M

M
U

N
IC

A
T

IO
N



VODA - KEYNOTE PRESENTATION 

31%
Have enough information on 
ingredient safety

Check 4+ sources of 
information before buying60%

08

Want brands to explain 
what ingredients do 72%
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COMMUNICATION
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Believe  
employer is  

transparent 

believe in  
unicorns

6%
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1 in 2 Lack career progression 
information in Beauty

1 in 4
No access to career 
progression information   

40% Feel not valued by their 
organization

08L A C K  O F  W O R K P L A C E  
T R A N S P A R E N C Y   

COMMUNICATION
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66%
Want brands to be transparent 
about product testing practices 

54%
Want brands to be transparent about 
environmental impact 

Want brands to be transparent 
about sources of ingredients65%

P R O M I S E  O V E R  P R O F I T

VALUES
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37%
“Intent to enhance satisfaction & 
engagement” top desired quality 
in employer

53%
Beauty is 53% more likely to 
feel fulfilled from company 
culture

08

#1
1 in 3 ranked purpose & 
mission align with my values

S A L A R Y  D R I V E S  
E M P L O Y M E N T ,  N O T  

F U L F I L L M E N T

VALUES
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TRUST

driven bY 
alignment with  

values
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A new  
TRANSPARENT  
world 



Accountability 

Communication

Alignment with Values
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who are you?
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 IS YOUR ORGANIZATION TRUSTED?

Is your brand accountable?   

Does your Organization provide access to the 
right information?

What are your brand’s values?



TRANSPARENT 
BEAUTY Transparency in values

Transparency in accountability

Transparency in communication 



VODA - KEYNOTE PRESENTATION 

Transparency is coming 

Are you ready? 


