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The Silver Shift

Vertrauen als strategischer Hebel 
für die BoomX Generation



2025 Edelman Trust Barometer 
Special Report: 

Brand Trust, From We to Me

7th annual online survey on 
trust and brands

Countries

15 15,000+
Respondents

1,000+
Respondents per country

Fieldwork conducted: April 24 – May 5, 2025



Kaufkraftmotor
Generation 55+

Finanzielle Stabilität 
in unsicheren Zeiten
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44

22

Age 18-34 35-54 55+

In Germany, percent who say

2025 Edelman Trust Barometer Special Report: Brand Trust, From We to Me. SOC_VUL. Think back over the past year and indicate how many of the following you have experienced. Pick all that apply. General population, Germany, by age. Data shown is a net of attributes 1-6.

Financial Distress is My Norm

In the past year, I have experienced financial hardship in one or 
more of these ways (net):

• Paid bills late 

• Accumulated credit card debt

• Skipped meals 

• Couldn’t afford healthcare

• Lost a job or source of income

• Priced out of home 

Majority of young people
have endured financial hardship



Vertrauen 
wird zum Top-Kriterium für 

Kaufentscheidungen
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Good value for the money

Offers the best quality

I trust it

I trust the company that owns the brand

Convenient to find, buy and use

I love it

Has a good reputation

High quality customer service 74
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77

77

79
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84

84

In Germany, percent who say

2025 Edelman Trust Barometer Special Report: Brand Trust, From We to Me. TRUST_IMP. When it comes to brands in general that you will or will not buy or use, categorize each of the following attributes based on whether it is a critical deal breaker, important to have, or merely a nice 
to have. Please base your answers, using the scale below, on your actual purchase behavior and not what you would do in a perfect world. 3-point scale; codes 1-2, important  to have or a critical deal breaker. Question asked to half the sample. General population, Germany. Data is 
showing top 8 of 13 attributes, with ties broken by decimal. 

Trust A Top 3 Purchase Consideration

When it comes to the 

brands I buy or use, 

this is important or 

a deal breaker

Top 8 of 13:



Kulturelle Nähe

ist entscheidend
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In Germany, percent who say

2025 Edelman Trust Barometer Special Report: Brand Trust, From We to Me. BRAND_CHOICE2. You are about to see a series of two choices. For each pair, we want you to select the one that would be more effective in increasing your trust in a brand. Please select only one of the two 
options given. Question asked to half the sample. General population, Germany, and by age and political leaning. 

To Earn Trust, Be in My World Through Culture

Which would be more effective in 
increasing your trust in a brand?

A brand that authentically reflects 
today’s culture

or

A brand that ignores culture and 
focuses solely on its products 
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Generation 55+ 

erwartet von Marken 

Haltung und 

glaubhaftes Handeln
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In Germany, percent who say

2025 Edelman Trust Barometer Special Report: Brand Trust, From We to Me. RISK. If a brand were to publicly support and demonstrate a commitment to each of the following, how would that impact your likelihood of buying or using that brand? 4-point scale; code 4, more likely. 
Question asked to half the sample. General population, Germany, and by gender, age, income, and political leaning. Base is too small to report data for Germany low income and right-leaning politics (less than n=100).

Brands Face Complicated Landscape for Issues Engagement

I am more likely to 

buy a brand that…

Percent who say they are 
more likely to buy:
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Ensures clean air and water in local community 55 53 56 44 54 62 n/a 51 58 64 54 n/a

Combats climate change 48 44 52 41 45 55 n/a 48 48 60 50 n/a

Fights misinformation 45 45 45 40 47 47 n/a 44 44 51 46 n/a

Combats economic inequality 43 44 42 41 47 41 n/a 44 37 57 40 n/a

Promotes racial equality 43 40 45 42 43 43 n/a 39 46 57 43 n/a

Promotes gender equality 39 35 42 41 36 40 n/a 35 37 54 34 n/a

Gender Age Income Politics



Schweigen führt zu 

Relevanzverlust
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Among those in Germany who said a brand is obligated to address one or more societal issues, percent who say

2025 Edelman Trust Barometer Special Report: Brand Trust, From We to Me. SIL_OBL_CST. You indicated that a brand has an obligation to get engaged in addressing a societal challenge in at least one or more of the situations above. What would you do if a brand ignored that 
obligation and chose instead not to take any action at all? Pick all that apply. Question asked to those who said a brand is obligated to address at least one societal issue (BRD_PER/C3 ANY). General population, Germany, and by age. The number of people who answered this question = 
n501.

Hard Cost of Silence: Less Purchase, Less Trust
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40
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Germany Age 18-34 35-54 55+

53
47

55 54

Germany Age 18-34 35-54 55+

If a brand ignores its obligation to address a societal issue, 

I would be less likely to buy from it I would lose trust in it



Vertrauen schaffen:

Die Balance ist 

entscheidend



Aufbau von Vertrauen bedeutet 
Aufbau von Beziehungen

Vertrauen basiert auf 5 Dimensionen:

FÄHIGKEIT Funktionales Vertrauen. Kompetent sein.

VERLÄSSLICHKEIT Transaktionsbezogenes Vertrauen. Zuverlässig sein.

INTEGRITÄT Moralisches und ethisches Vertrauen. Ehrlich sein.

PURPOSE Gesellschaftliches und ökologisches Vertrauen. Zielgerichtet sein.

SELBST Persönliches und kulturelles Vertrauen. Relevant sein.

14

Net
Trust
Score

SELF ABILITY

INTEGRITY

PURPOSE DEPENDABILITY





Erste Schritte 

Qualitative Surveys

Umfragen im VOICE® Netzwerk der 55+ 
Zielgruppe – schnell, zielgerichtet, 
reichweitenstark.

Intergenerational Immersion

Formate, in denen Generationen sich direkt 
begegnen – um Potenziale, 
Missverständnisse und Gemeinsamkeiten 
sichtbar zu machen.

Fokusgruppen

Moderierte Kleingruppen-Gespräche mit 
55+ Stimmen aus verschiedenen 
Regionen und Lebenswelten.

VERSTEHEN

Co-Lab Workshops

Moderierte Arbeitsformate mit 
Vertreter:innen unterschiedlicher 
Generationen zur Entwicklung konkreter 
Lösungen.

Narrativ-Entwicklung

Entwicklung inklusiver Marken-, Employer- 
oder Purpose-Narrative, die Vertrauen, 
Relevanz und Differenzierung schaffen.

Inspiration Sessions

Interaktive Impulsformate für Führung, 
Teams oder Events – als Ausgangspunkt für 
Innovation und Perspektivwechsel.

Campaigning

Entwicklung und Rollout altersinklusiver 
Kampagnen – von der Leitidee bis zur 
crossmedialen Aktivierung.

Thought Leadership

Positionierung von Führungskräften mit 
relevanten Themen – rund um Longevity, 
Future Literacy und 
generationenübergreifender Verantwortung.

Influencer & Creator Engagement

GESTALTEN

UMSETZEN Identifikation und Aktivierung relevanter 
Stimmen aus unterschiedlichen Alters-
gruppen – für authentische, glaubwürdige 
und wirksame Kommunikation.



Man sollte nicht fragen: Wie alt bist du? 

Sondern: Wie viel Leben hast du schon 

gelebt?

 Diane von Fürstenberg

Vielen 
Dank!

Bärbel Hestert-Vecoli
Baerbel.HestertVecoli@edelman.com
mobile: +49 (0) 1624682930

mailto:Baerbel.HestertVecoli@edelman.com
tel:+491624682930
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