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- Why do we exist?

To help today’s
food system earn
consumer trust
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Producers and Producer Organizations
Food Companies
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Government
Cooperatives
Financial Companies
Technology Companies
Food System Suppliers
State and National Trade Associations
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» Whatdoweknow
‘about truth and trust?
+ How do we build trust
_inwhatwedo?
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Our goal today is to help ensure your story, your message, is conveyed in a way that builds trust and confidence in dairy. That’s what this Engage Workshop is all about.



A Cautionary Tale

Late in the Revolutionary War, Benjamin

Franklin published the following report in the

Boston Independent Chronicle.

* The British Army enlisted Native American
tribes to commit atrocities against settlers
to promote British interests. L

* One tribe provided their British Wy
paymasters with 102 scalps, including 18 { SR
marked with flame to indicate they were f,:;ff /;
the scalps of children whose parents were - '
burned alive.

* The story was picked up by the English
press, undermining support for the war.




A Cautionary Tale

Important footnote.
It never happened.
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A Firehose of Falsehoods

POu ':':-l‘,“"'“‘ . JL, ';i )
( . AN 18] ;

Post-tryh,
in th Pﬁfltics

1€ age o

'B“uhrning Man flooding triggers false
claims of Ebola outbreak, ‘national
emergency’




The Impact of Technology

* Change in
communication
technology drives
change in information
dissemination and
consumption.

Video tape was first used

* Those most in television
accomplished in
mastering or controlling
the technology have
greater influence.

Guglielmo Marconi
created the first “radio

station”

N O

The Gutenberg printing
press put to commercial
use
April 30, 1939
NBC launched the first regular m

broadcast TV in the U.S.




The Impact of Technology

Television brought the brutality of
Mmarshai Eﬂ ‘Luhan war into the comfort of the living
and Quentin Fiore room. Vietnam was lost in the living
rooms of America - not on the
battlefields of Vietham.

=
= . .-\.' Fe il

— Marshall McLuhan —

THE _THE MEDIUM_
THE MASSAGE




The Impact of Technology

Facebook s
The first social moves past r x
media site, WW m MySpace as the & TikTok G There are 4.7 billion
Six Degress, Friendster MySpace Twitter is most visited site  Snapchat launches in Google+ | worldwide social
launches. launches. launches. launched. in the world. launches full. shuts dow media users

2019
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Six Degrees Linkedin MySpace Instagram Friendster Musical.ly Clubhouse Facebook's Meta
shuts down. launches. becomes the hits the services are  shuts down, launches. 1S merging
i . Creator Studio
most visited market. suspended. migrates
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Facebook
is
founded.
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Adoption
Accelerates
with New
Applications

Time it took to reach
Threads @ DL 100 mi"ion users

ChatGPT ’ 2 Months

A WO rldwid_e

TikTok (J 9 Months Created by

Wechat % 1 Years, 2 Months

Instagram 2 Years, 6 Months

WhatsApp ) 3 vears, 6 Months

Youtube 7 ' p 4 Years Months

Facebook f 4 Years, 6 Months
Twitter X 5 Years, 5 Months

" =)
LinkedIn 7 Years, 11 Months ln

0 2137 2850

Source: PwC Analysis
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 New engage and LAS imagery


The Impact of Al

WORLD
ECONOMIC
FORUM

 The WEF Global Risks Perception Survey (GRPS)
has brought together leading insights on the
evolving global risks landscape from 1,490 experts
across academia, business, government, the
international community and civil society.
Responses for the GRPS 2023-2024 were
collected from Sept. 4 to Oct. 9, 2023.

Misinformation and disinformation were rated
the #1 concern over the next two years

(on average across 29 countries)

think artificial intelligence is
making it easier to generate
very realistic fake news
stories and images.
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The Impact of Technology

Yesterday - Mass Communication Today - Masses of Communicators

Internet
Strangers

‘ Neighbor
Online Online
Friends Family

m Blogs
©2024 The Center For Food Integrity @




From Mass Communication to
Masses of Communicators




From Mass Communication to
Masses of Communicators
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From Mass Communication to
Masses of Communicators
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From Mass Communication to
Masses of Communicators
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“It ain't what you don't
know that gets you
into trouble. It's what

you know for sure that
just ain't so.”

- Mark Twain




Truth 1s Relative




The Truth Spectrum

Objective and grounded in Objective and Coincides with
evidence-based science subjective desires and beliefs
Nothing more, nothing Seeks guidance from “What feels true”
less a trusted authority

h_ |
WISHFUL
SCIENTIFIC PHILOSOPHER FOLLOWER THINKER EXISTENTIALIST




Who Influences Who?

N N

Scientific
Population 6%
Share of Voice 11%

Drives standard of
scientific claims but
unable to simplify
content and relate to
mainstream consumers

Influence extends only
as far as Philosopher

Philosopher
Population 9%
Share of Voice 14%

Takes Scientific’s
evidence and simplifies,
sharing through an
ethical lens, which
influences the Follower
who just wants to make
the right decision.

Follower
Population 39%
Share of Voice 10%

Feels overwhelmed by
the sheer volume and
complexity of

information, and fears
doing the wrong thing

Looks to Philosophers
and other Followers
they can relate to for
clear guidance

Wishful Thinker
Population 32%
Share of Voice 40%

Trusts big, sweeping
claims from official and
unofficial sources.

Exaggerates the impact
of a particular food or
practice, undermining
their credibility.

Existentialist
Population 14%
Share of Voice 25%

Feels morally superior
and prefers information
that validates their
existing beliefs about
food and health.

Too politically charged,
which alienates them
from mainstream
culture.

Most segments talk amongst themselves. The only exceptions are the Scientific and Philosopher.




Peers as Trusted as Scientists

2024 Edelman Trust Barometer P.10
Dispersion of Authority: Peers on Par With Scientists
Percent trust
| GLOBAL 26 Excl China, Saudi Arabia | — —B

Distrust Neutral  Trust

(1-49) (50-59)  (60-100)
| trust each to tell me the truth about
new innovations and technologies 74 74

66
54
51 47 45
Scientists Someone Company NGO CEOs Journalists Government
like me technical expert representatives leaders




TOP CHANNELS

Used at least 1x Per Day:

e /5% YouTube

e 59% TikTok & Instagram
« 48% Snapchat

e 43% Facebook
e 34% X (Twitter)

Other Notables:

e  79% say they would purchase
based on influencer reco on SM

* 53% find food inspo on TikTok

 35% grocery shop online weekly

r
R
s
S

SOURCES: Sprout Social, IFIC



Where Do We Go From Here?




Trust Is every organization’s most valuable

Intangible asset
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Securing and protecting trust is a challenge in a world where a growing number of people struggle to deal with economic, technological, and demographic disruption and increasingly distrust institutions, including Big Food. 



65%

of consumers want to
Know more about
farming and food
processing
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And there’s another silver lining … 


https://pixabay.com/photos/excited-smiling-smile-kind-tender-3079073/


CAUTION

That doesn’t
mean just give
people more
iInformation
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Fire Fighter With Hose Stock Photo - Download Image Now - Firefighter, Fire Hose, Australia - iStock (istockphoto.com)



They want to know ...

Can/Should
| trust you?

W


Presenter
Presentation Notes
(Photo used in previous Engage training deck) 



Your Assignment

List three titles you answer to
that have nothing to do with
your job.

Capture your nightmare
qguestion. The one you don’t
want to answer but know you
will be asked




The CFI Trust Model°M

CONFIDENCE

VALUE

SIMILARITY ¢

COMPETENCE

Trust research was published in
Journal of Rural Sociology INFLUENTIAL

OTHERS
Trust ModelSM by Sapp / Look East

Page 4

©2024 The Center For Food Integrity w
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Our trust model proves it. CFI’s Trust Model shows as that while influential others (experts in the subject matter) and competence (the skills/abilities, facts/information) factor into trust, the most important pillar of trust is confidence – or shared values. 


Values: 3 to 5 Times More Important

Shared Values are 3-5
times more important to
building trust than sharing
facts or demonstrating
technical skills.
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Our trust model proves it. CFI’s Trust Model shows as that while influential others (experts in the subject matter) and competence (the skills/abilities, facts/information) factor into trust, the most important pillar of trust is confidence – or shared values. 


How do you share your story
to earn trust and confidence?

Shared Values
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So how do you share your story to earn trust and confidence with your most important stakeholders and audiences? It’s through the power of shared values. 

Through the power of shared values.


Three

Types of
Values

PERSONAL

What drives
you - your
core beliefs

SHARED

Values you
have In
common

with others

UNIVERSAL

A greater
good that
has shared
value for all
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Here’s a quick lesson on the types of values – to help us understand how to effectively engage with others through shared values.

Personal: What drives you – your core beliefs
Shared: Values you have in common with others (food/ag)
Benefits to consumers/public (health, nutrition, food safety, environment, community
Benefits to animals
Benefits to the environment …
And it also includes universal values
Universal: A greater good that has the same value for all
Compassion, responsibility, respect, fairness, truth and transparency




Historically

Research proves
it’s ok to do this ...

Financially, it’s in our best
interest ...

We need to

SHIFT . It sounds like food safety
‘ W is important to you ...
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Our trust model proves it. CFI’s Trust Model shows as that while influential others (experts in the subject matter) and competence (the skills/abilities, facts/information) factor into trust, the most important pillar of trust is confidence – or shared values. 


Don’t abandon science, facts,
€conomics

Lead with Shared Values to

Build Trust
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We don’t abandon science and economics – they are critical to verify what we’re doing is the correct action, but we use them to back up our values-based foundation for a statement that will resonate with them and connect with them.

But we have to remember that, with facts (science and economics data), these only provide information and increase our audiences’ knowledge. But remember the scale – facts doesn’t drive trust. Feelings and beliefs do. That’s why it’s so important to lead with values. 



Three Steps to Engaging

w»/
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 New engage and LAS imagery
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First step – listen.


LISTEN

Most people do not listen
with the intent to
understand; they listen
with the intent to reply.

Seek first to understand;
then to be understood.

Author/educator ’ ,
Stephen Covey
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First step – Listen



Stephen Richards Covey (October 24, 1932 – July 16, 2012) was an American educator, author, businessman, and speaker. His most popular book is The 7 Habits of Highly Effective People. 


LISTEN...
Without Judgement

What values do you hear?
/ What are their concerns?
‘ What’s their perspective?

V.

o
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First step – Listen



Stephen Richards Covey (October 24, 1932 – July 16, 2012) was an American educator, author, businessman, and speaker. His most popular book is The 7 Habits of Highly Effective People. 
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Acknowledge and Ask Questions

Never assume you know or
understand someone or a situation.

Ashk questions.




Acknowledge and Ask Questions

Acknowledge...

to demonstrate empathy or respect, helps
to validate you heard them (does not imply
agreement w/misinformation)

Ask...

to invite dialogue, clarify, build
understanding, show you care




Asking questions enables
you to learn more abouta g/ f " A
person’s beliefs, values &
and experiences.

''''''''''

90%ofan
4 icebergis
%4 beneath

the water

& -

What could you say to
acknowledge someone? }{,

What questions could you ask? ft |
X ©2024 The Center For Food Integrity ‘
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What we see or hear is oftentimes a fraction of what really is. When a consumer indicates they’ve chosen a product for specific reasons that aren’t grounded in science, it’s easy to dismiss their choice – but doing so ignores the fact that underneath that statement and backing their decision is an exponentially large amount of care, concern, responsibility, and fear regarding their life experience. 

And it’s a good lesson for all of us – that we won’t know what’s at the bottom of any one person’s proverbial iceberg until you invest in understanding. The good news is that we don’t need a focus group to do that. You just need the ability to do one thing… to grow trust.


Acknowledge and Ask Questions

Acknowledge... AskK...
“l hadn’t heard “What concerns
that before.” you most?”

o +____



Acknowledge and Ask Questions

Acknowledge... AskK...
“I can understand why “Can you tell me where
there’s confusion you read that? I'd like

(interest/concern).” to check it out.”




We can’t please
everyone.

©2024 The Center For Food Integrity
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...some of your perspective/story
- hot everything you know!

©2024 The Center For Food Integrity @
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Share


Listen.
Ask.
Listen.
Ask.
Listen.
Ask.

JE SN

Share.
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This visual demonstrates how the process should be.

Listen, ask
Listen, ask
Listen, ask

And then share connecting with shared values.



Values-Based Messages




Values-Based Messages

WHY you care
‘Shared values”

WHO you are
“Iitles”

WHAT you know (do) ... include proof points m




Shared Values Done Well

| share the same concerns both as a regulator, and
also as a parent, to make sure we have safe food ...
That's why | ...

Dedicated my career to ensuring food safety (share
relevant data) Do you have other questions?

Safe food for everyone , ,




Shared Values Done Well

Proof points can include:
e Statistic/Data
* Practices (values in action)
* Quote
* Analogy/Metaphor
e Story
* Picture




!

to Role Play

Time
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Bring it back to them – how is what you’re doing impacting them? 


I Need a Volunteer




Your Assignment

1. What are the values you share
with this person? (Feel free to
make some assumptions since
you can’t ask questions.)

2. What is the one big idea you
want them to know?

3. What one to three supporting
points do you have to offer?




You're at the local basketball game when
' your neighbor introduces you to the new high
Tant school science teacher. They say ...

A A “I've been reading about the health benefits
of raw milk and other less processed foods.
What do you think about giving the kids

healthier food?”




'

i

You run into a frustrated neighbor who asks.

“John's barbecue Is amazing, and we’ve all
enjoyed dinner in his backyard. Why in the
world can’t he and Elaine have a small
restaurant in their house?”




Your Assignment

1. What are the values you share
with this person? (Feel free to
make some assumptions since
you can’t ask questions.)

2. What is the one big idea you
want them to know?

3. What one to three supporting
points do you have to offer?




It's Time To '

Report!







Shared values
open the door to
more meaningful
conversations ...

conversations

that help build
trust.

w/
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So how do we meaningfully connect?  With values … shared values that can then lead to conversations that include the science and facts.

Think of shared values as the components that help open the door to more information.  Historically, agriculture has believed, “If we just give people more information, they’ll understand.”  But we know that hasn’t work.

Communicating with shared-values is the foundation of genuine, engaging conversations that build trust.
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When it comes to online engagements, many of the practices that you've learned already today can be utilized online - in fact, it will help you steer your online engagements and interactions across any and all social platforms. However, when it comes to the platforms themselves, you may be wondering where you should be and how you should be engaging.


-
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Don’t abandon science. 
The public wants information from academics but not academic information. Learn to speak in a way that’s relevant, clear and compelling and lead with values. 


https://pixabay.com/photos/salt-salt-shaker-table-salt-3285024/


WHO YOU ARE (YOUR VALUES) ...

IS more important than what you know

T ER Y
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Photo University of Maine


YOU MAKE A DIFFERENCE.

Conversations about food are
empowered and enlightened by you,

and no one is more qualified to tell
your story and share your values.
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Interest and concern in food and how it is produced is only going to grow. 
Your voice is invaluable in the discussion. You  and your story make a difference. Conversations about food and agriculture are empowered and enlightened by you: and no one  can tell your story and share your values the way you can.


Be that trusted resource. Engage with shared values.




Gain direct

THE CENTER FOR insights from consumers themselves.
m FOOD INTEGRITY™ ol
xplore
TRANS PA R E N CY hurdles impacting transparency in your sector
SUMMIT 2024 and discuss practical solutions that build trust.

Take
part in a transparency self-assessment and |ID
strategies aligned with your unique business
goals and stakeholder priorities.

Transparency In Action

Acquire the
essential skills and tools needed to instill a
transparent mindset within your team.

Join us Oct. 22-24 in Chicago as CFl and industry | -
leaders gather to create actionable strategies for adars i . éc{)gm forcets ng'h Ig ntdhustry

. - eaders in small working groups, tackling the
opgratmnahzmg trangparency across the food and complexities of ESG and animal welfare.
agriculture value chain.

Explore emerging
« Dynamic keynotes challenges and opportunities in transparency

 Thought-provoking panel discussions and discover how transparency can strengthen

: : your organization's resilience.
* Collaborative working groups ! ‘ ‘ I

foodintegrity.org



Charlie Arnot
FoodIntegrity.org

THE CENTER FOR
FOOD INTEGRITY™
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