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Executive position

When synthetic communication becomes
abundant, the scarce asset is not expression. It
is verifiable belief.

Three signals shaping the argument

65% 57% 88%

US consumers who said brands US consumers who said such Respondents citing brand trust as
produce too much Al-generated content made them less trusting of an important or critical purchase
marketing content in Gartner’s brand messaging [1] criterion in Edelman’s 2026 brand
2026 survey [1] study [2]

What this paper proposes

A practical proof architecture that couples every consequential promise to evidence, an accountable
owner, a credible witness and a visible route to correction. The aim is durable confidence-not
maximal content production or an “authentic” visual style.

The proposed model is an author-developed management framework. Supporting consumer findings are attributed to
their original studies and their scope is stated.
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The argument

Attention is plentiful. Belief is
expensive.

The cost of making content is falling. The cost of establishing credibility is rising.

Generative systems can produce plausible words, images and video at extraordinary speed. That
ability is useful for organisations—but it also raises the volume of claims competing for attention. When
supply becomes effectively unlimited, audiences must spend more effort judging provenance,
accuracy and intent.

In a Gartner survey of 1,006 US consumers conducted in May-June 2026, 65% said brands were
producing too much Al-generated marketing content; 57% said the content made them less trusting

of brand messaging overall. The findings describe surveyed perceptions, not a universal rejection of
Al

Trust is also central to commercial selection. Edelman’s 2026 15-country trust-and-brands study found

that 88% considered trusting a brand an important or critical purchase factor-level with value and

close to quality. [2]

01 Trust is not a tone of voice

It is an inference people make from consistent evidence and experience.

02 Authenticity is not an aesthetic

Naturalistic visuals and informal copy do not make a claim true.

03 Al is not the enemy

Unaccountable, unsupported communication is the risk; disciplined production can strengthen the
brand.

A credible organisation can show not only what it believes, but what
a buyer can verify.
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01/ The evidence

The trust environment is fragmenting

Global averages conceal more local, personal and community-dependent judgments.

Edelman’s 2026 Trust Barometer found that seven in ten respondents across its 28-market study were
hesitant or unwilling to trust people who differed from them. Its later brands study found that 66%
were hesitant or unwilling to trust someone different and that more than two-thirds attached

importance to brands being headquartered in their country. These are two distinct surveys with

different samples and measures. [2,3]

Ipsos’s September 2026 global trends research similarly described a rebalancing between global
influence and local identity. It reported that 70% of respondents preferred buying products from their

own country rather than abroad. The implication is not that international brands should imitate local

brands, but that they must demonstrate local relevance and respect. (4]

Three simultaneous pressures

1 Proof deficit

Polished content can be generated more quickly than a claim can be verified.

2 Trust localisation

Audiences increasingly look to familiar institutions, communities and credible peers.

3 Experience exposure

A bad product journey or broken promise can contradict thousands of paid impressions.
WARC'’s Cannes Lions 2026 synthesis emphasised coherence as an operating principle, noting the

growing importance of customer experience, organic attention and earned reputation alongside paid
media. ¥ That suggests reputation cannot be delegated to communications alone.
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02 / What proof means

Distinguish claims, evidence and
withesses

A persuasive story matters. A verifiable promise travels further.

0]} 02 03 04

Promise Receipt Witness Repair

A specific, relevant, A record, example or An independent or A visible process for
appropriately qualified method that can be accountable correction when reality
claim. inspected. corroborating party. diverges.

A promise must be falsifiable enough to matter. “We deliver world-class outcomes” is difficult to test.
“A named client achieved a particular result within a defined period, using this methodology” is more
useful-provided the client consented, attribution is correct and the outcome is not over-generalised.

A receipt supplies context: sample, baseline, timeframe, limitations and responsibility. A witness
provides independent corroboration; a partner, regulator, reviewer, customer or expert should be
identified accurately and not treated as neutral when financially involved.

Repair completes the system. Credible organisations admit errors, correct public information and
explain how future claims will be governed. Silence may preserve a campaign for a day while
damaging institutional memory for years.

Research note This four-part sequence is an original strategic model proposed in this paper. It is not presented as a tested

universal measure of brand trust.
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03 / Original framework

The proof architecture

An operational design for making a brand’s most consequential assertions auditable.

01 Claim discipline

Specify exactly what is being promised; include conditions and exceptions.

02 Evidence custody

Give claims an owner, method, source, date and review cadence.

03 Third-party credibility

Seek legitimate corroboration from qualified, accurately described witnesses.

04 Asset provenance

Document when and how key content was created or materially edited.

O 5 Accountable correction

Give stakeholders an intelligible route to challenge and repair errors.

Evidence custody is not only a compliance function. It makes creative work more distinctive: real
outcomes, documented constraints, named judgment and original details are harder to imitate than
fashionable words or images.

The framework does not suggest that every advertisement needs a bibliography. It does suggest that
the organisation behind the advertisement should be able to substantiate material assertions quickly,
and that flagship content should signal the quality of its evidence without becoming unreadable.
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04 / Content provenance

A signature is not the same as the
truth

Use provenance technology carefully, without overstating what it can certify.

The Coalition for Content Provenance and Authenticity (C2PA) provides a technical standard for
assertions about a digital asset’s origin and history. Adobe’s Content Credentials are one

implementation: they can carry creation and edit information, signer details and Al-use information

where supported. [6,7]

The important limitation is explicit in C2PA’s own explainer: provenance data alone cannot establish

whether a photograph, video or assertion depicts the factual truth. Credentials may also be

incomplete when assets pass through unsupported tools. 7l

A sensible brand policy

1 Declare material generation

Disclose Al-generated or materially altered content when it changes audience understanding or
when policy or law requires it.

2 Retain source assets

Keep originals, permissions, edit histories and approvals for consequential creative work.

3 Verify the underlying fact

Authenticate the identity, result, location and timing separately from the file’s metadata.

4 Provide a challenge route

Let clients, employees and audiences flag mistakes and receive corrections.

The goal is neither an anti-Al stance nor a decorative “authentic” badge. It is a proportionate system

that supports accurate claims and protects the institution’s reputation.
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05 / Operating model

Build a trust ledger

Turn brand promises into managed, reviewable assets across the organisation.

A trust ledger is a simple register of material public claims. It links marketing, product, legal, client
service and leadership teams around one question: what can the organisation confidently stand
behind today?

Field What to record Example (illustrative)

Claim The exact public assertion “Response within two working
days”

Evidence Source and method Support logs; observation period

Owner Accountable function Service operations lead

Verifier Independent or internal reviewer Quality assurance check

Expiry Next review date Quarterly, or after process
change

Remedy Correction and escalation route Public clarification if breached

The hypothetical service-response example above demonstrates record design, not an actual
Wunderbridge performance claim. A real ledger should distinguish independently verified claims from
internal management assertions and mark uncertain or dated records clearly.

Start with ten consequential promises: product performance, client work, sustainability, research
expertise, data handling and service obligations. Audit every public use. Remove unverifiable
superlatives first; improve wording only after improving the underlying evidence.

Research note A ledger improves accountability, but it is not a substitute for independent assurance, legal review or
sector-specific regulation.
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06 / Measurement

Track trust through behaviour, not
adjectives

Reputation should connect perception with tangible experiences and enterprise decisions.

Measure Question answered Useful guardrail

Claim substantiation Are material claims evidenced and Audit a representative sample
current?

Customer advocacy Do clients endorse us without incentive? Disclose paid testimonials

Complaint closure How quickly and fairly are issues Include severity and recurrence
resolved?

Trust perception Do target audiences view us as Use comparable survey wording
credible?

Commercial confidence Do objections and deferrals decline? Control for offer and pricing

Provenance coverage Are significant assets traceable? Coverage is not proof of truth

Do not combine these into a single “trust score” without testing whether the index actually predicts a
business outcome. Use a small dashboard with trend definitions, ownership and exception reporting.

For the commercial team, the useful question is not whether marketing became more positive, but
whether better proof reduced uncertainty at a decision point: qualified meetings, due diligence,
renewal, referrals or price acceptance. Where feasible, compare matched audiences or run controlled
tests.

The metric worth protecting is confidence that survives scrutiny.
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07 / Implementation

A 90-day proof sprint

A realistic starting sequence for leadership, brand, product and operations.

Days 01-15 Inventory the promises

Identify consequential brand claims and content assets. Classify each as
verified, internally supported, unproven or outdated. Assign accountable
owners.

Days 16-45 Publish usable proof

Rewrite weak claims, publish methods and case context, collect permissioned
testimonials, document provenance for flagship assets and fix obvious product
contradictions.

Days 46-90 Institutionalise correction

Launch a trust ledger and review cadence. Add escalation routes, independent
checks for high-risk claims and behavioural measurement linked to buyer
decisions.

The leadership test

A CEO should be able to ask for the five most consequential public promises and see, in one meeting,
their evidence, owner, review date and remediation route. If no one owns the proof, the organisation is

borrowing credibility from its communications team.

Where to invest first

Prioritise high-value decisions and high-consequence claims rather than trying to certify every asset.
For service firms, start with capabilities and client cases; for product companies, start with
performance, safety, privacy and after-sales terms.
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Conclusion

Proof is the most durable creative
asset

Trust does not need louder messaging. It needs better designed evidence.

The advantage of Al-enabled production is speed. The danger is that speed allows promises to outrun
reality. The organisations best positioned for long-term growth will use technology to improve the
quality, accessibility and accountability of their evidence-not only the quantity of their output.

This is a broadening of what brand strategy means. Strategy defines which promises are worth
making. Product and operations make them true. Creative work makes them memorable. Technology
helps keep them accurate. Independent voices help them become believable.

Five boardroom questions

01 Which promise would hurt us most if challenged?

Begin the evidence audit there.

02 Who signs off factual claims?

And what happens when the owner leaves?

03 Where do we substitute polish for proof?

Reduce unearned superlatives.

04 Do local audiences see themselves in our work?

Without superficial cultural imitation.

05 Can we correct mistakes in public?

A credible repair process is part of the brand.

Research note This is a synthesis of external research and an original operating proposal, not proprietary survey data or a
claim of audited corporate performance.
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Research transparency

Sources & method

This publication is an attributed synthesis of external research and original strategic interpretation

by Joshua Singh Kanwar. It is not a primary empirical study. Statistics retain the population, period

and meaning reported by the original publisher. The frameworks are propositions for executive use,
not validated predictive models.

1. Gartner, "35% of Consumers Rely on Influencers Less Due to Al," September 22, 2024

2. Edelman, "2026 Trust Barometer Special Report: Brand Growth in an Insular World," 2026

3. Edelman, "2026 Trust Barometer," 2026

4. Ipsos, "Global Trends 10th Edition: The Search for Silver Linings," September 2026

5. WARC, "Creative Impact Unpacked: 10 effectiveness trends from Cannes Lions 2024," July 2, 2024
6. Adobe, "Content Credentials overview," updated Aug. 25, 2024

7. C2PA, "C2PA and Content Credentials Explainer," section on provenance limitations

About the author

Joshua Singh Kanwar writes on strategy, creative leadership, technology and durable institutional value. Published by
Wunderbridge, an independent global brand accelerator.
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