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Our commitment
to trust.

The Proof Strategies CanTrust Index™, now in

its tenth year, is a made-in-Canadad, made-for-
Canada source of research and insights on trust in
our country.

This report is the inaugural US Trust Index Report.

Our study uses a 7-point scale with 7 being the
highest trust and 1 being the lowest. Respondents
choosing 7, 6 or 5 result in the percentages of trust
used in this report.

Proof Strategies Inc. is a leading communications and public affairs agency.
We ask better questions to create insights, grow trust and build stronger human
relationships. Learn more at getproof.com.



http://www.getproof.com/

Methodology

This report provides a summary of
findings from the 2025 Proof Strategies
Trust Index™.

Survey of 1,501 Americans using a national
opt-in panel conducted by The Logit
Group, an independent research
company operating for over 25 years
globally.

Participants completed the survey
instrument online from either a mobile
device or a desktop computer. The study
was completed in both official languages.

The sample was representative of US
population statistics by region, age and
gender.

Fieldwork was conducted from
November 5 to November 12, 2025.

1,501 PEOPLE SURVEYED IN EARLY NOVEMBER

CONFIDENCE INTERVAL OF +[- 2.5
PERCENTAGE POINTS
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Most Americans hold the view Generally speaking, do you believe that most people can be
that you cannot be too ca rerI trusted, or you can’t be too careful in dealing with people?
in dealing with people.

The fact that almost three in five Americans have this predisposition to a lack of trust signals a broad climate of
social caution and declining interpersonal trust. This can reflect anxiety about institutions, politics, mediag, or general
stability that carries into personal relationships. This underlying disposition can shape behavior, as people become
more guarded, less willing to collaborate.

B Most people can be trusted You can't be too careful in dealing with people
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The lack of trusting predisposition is

much more evident among the

younger age cohorts.
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You can't be too careful in dealing with people

Millennials

GenX

Boomers

Older

ssssssssss



The more educated the higher the

trust predisposition.
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There is also a dramatic decline in
trust predisposition the further out

from the C-suite the individual is.
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You can't be too careful in dealing with people

Upper Mgm

Mid Mgm

Professional

Adm/ Frontline  Skilled labour

ssssssssss



R

Aggregate trust SCQresfor ot
busu{ess, mg_gl-g an dno

SR

ution: of government,
ofigglcharities

\“




¢
9
%
wo
/,f”? i

()
"/5
977 "l
, N
iy
/',,_‘,/ 7 MM’
v
“

/o
)

4
‘/'; %/ﬂf o/*

Ko
/ // /‘/o ///
)

4

il
.
oy
*.vg,/-

]
=
==
]
L]
=]
jo=-_ )
[
=3
==
&
L

C A WL BN

L SN

T T Wy

WAL W WA




11

Breaking down the components
of the aggregate score show
charity, nonproflts and smaller
companies score much higher.
Media, corporate sector and
government score much lower.

Registered charities & not- Small & medium-sized
for-profit organizations corporations

When you think of each of the following people or groups of
people, to what extent do you TRUST each to do what is right
for the United States, Americans and our society in general.

W %5-6-7

The news media Large corporations Governments of all levels
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Regional data is very consistent.

B Northeast m Midwest

59 59
49 49 49 49
37 3535
I 28 I
Registered charities &  Small & medium-sized The news media
not-for-profit corporations

organizations

South W West

30 3333

22

Large corporations

17

Governments of all levels
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Millennials scoring higher trust levels; particularly
charities and small businesses. Generally, GenX,
Boomers and older are least trusting of these institutions

B GenZ ® Millennials GenX M Boomers B Older
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63
56 56 °8 o9
49
4588 44 43 44 45 42
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28 28 29 5
I II II I24 II24 27 8I il
18 I I
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Registered charities & not-  Small & medium-sized The news media Large corporations Governments of all levels
for-profit organizations corporations
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Education has a dramatic
effect on these trust levels.

75
57
| I
Registered charities & not-
for-profit organizations

m HS< m College/ Trade School

60
48
40 I
Small & medium-sized The news media
corporations

W University

44
29
20 I

Large corporations

41
27
16 I

Governments of all levels
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Type of work also matters; management appears
to be much more trusting than front line workers.

B Upper Mgm B Middle Mgm Skilled Labour
/877
64
5453
44
38
II 31 I i 27 28 7 28
Registered charities & not- Small & medium-sized The news media Large corporations Governments of all levels
for-profit organizations corporations
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Among Americans generally, trust On a scale of 1to 7, please indicate how much you are

information from traditional media willing to TRUST the following sources to provide you with
. . . RELIABLE INFORMATION.
11 points higher than trust in new
media sources.
Traditional Media W %5-6-7 New Media
Mean: 42% Mean: 31%
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While all ages show similar patterns with traditional
media in aggregate, age is the dominant predictor of
new media trust.

B GenZ MW Millennials GenX M Boomers B Older

Mean Trust Score

48
43 44 20 42
35 35
26
14 14

Traditional Media New Media
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Males show higher trustin
information from new media

than females.
H Male Female

Meahn Trust Score

4]

Traditional Media

27

New Media
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Income effects media trust scores as well. Higher income
Americans show higher trust levels in both media streams.

W <$100K $100k+
Meadn Trust Score

52
43

Traditional Media New Media
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Those with university education show
higher media trust levels.

W HS< College /[ Trade School
Mean Trust Score

55

39

Traditional Media

MW University

28

New Media

ssssssssss



22

Little difference by region.

B Northeast Midwest ® South B West

Meahn Trust Score

45
42 4
38
34
30
I 22 I

Traditional Media New Media
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Political party leanings show that Democrats give higher trust
score to traditional media and Republicans higher to new media.

B Democrat M Republican mIndependent

Meahn Trust Score

5]
42 28
35 39
I I I |

Traditional Media New Media

23
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When it comes to trUSting On a scale of 1to 7, please indicate how much you are
informdtion from federdl \évélﬂizgl_tlzol&Eggbtpr‘ﬁcf)ﬂlowing sources to provide you with
government officials, trust levels

are at 31%. Younger cohorts are

more trusting than older cohorts.

Republican leaning people are

much higher than others.

The Federal Government & Government Officials
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ARTIFICIAL
INTELLIGENCE

A —
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Millennials, followed by

Gen-Z, are leading the way
in adopting Al, personally
and professionally.

Personally
39
32
29
seldom/Never Occasionally Regularly

26

Use Use

Reg./ | Seldom

Occ. | [Never
Male 63 37
Female 60 40
GenZ 68 32
Millennials 79 21
Gen X 61 39
Boomer 39 61
Older 19 81

To what extent do you personally use Al
tools in your personal or work life?

Work

Seldom/Never Occasionally Regularly

Use Use

Reg./ | Seldom

Occ. | [ Never
Male 53 47
Female 43 57
GenZ 57 43
Millennials 70 30
Gen X 49 51
Boomer 17 83
Older 9 91




27

Management workers appear to be more
of the adopters at present.

W Upper Mgm Middle Mgm  m Skilled Labour  m Professional  m Admin/ Frontline

36 89 90 87
80
59 o6 62
I I 46 I 5I0

Use Al Reg/Occ @ Home Use Al Reg/ Occ @ Work
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Trustin Al to support ot o o s tgene 1) o per
vd riOus sectors is competently and effectively?
presented here.

W %5-6-7
50 49 49
4]
36 36
Education Travel Entertainment/ Healthcare/ Retail Financial Military and News media Government
creative work medical advice Services armed forces reporting Services

or diagnosis
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Trust among adopters is strong; far less so
among those not using Al at present.

77 73

65 - B3

22

Education Travel

29

Trust Among Different Al Usage Patterns
%5-7
W Use Al Reg/ Occ

Use Al Reg

70
63

71
60

Entertainment/
creative work

Healthcare/
medical advice
or diagnosis

/70
59

Retail

2]

B Use Al Seldom/ Never

Financial
Services

Military and
armed forces

60
55
49 48
13
News media Government
reporting Services
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As more information is produced with the help of

Belief that personql trust Wi" improve Artificial Intelligence, is content produced by Al
i ioni less likely to i d
as more information is produced it s

with Al is mixed. Only regular users
are of the mind that trust will
increase. Few non-users believe
their feelings will evolve to more

trusting.
B More [ Less W Same
36 35 9 33 33 34
10 |
Total Reqgular users Occasional Users Non Users
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Among various groups, younger
Americans believe trust will
increase; as do university educated.
Other groups are less certain.

55
44
36 35 39
29 97
I 17 18

Total GenZ Millennials

B More Less MW Same

I I ) I ’ I I I I I I I

GenX Boomers Older College/ University
Trade School
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