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Preference Analytics’ Request using OpenAI’s ChatGPT 3o-pro  with Deep Search 
enabled 
 
Create a white paper (in Microsoft Word format) that addresses the following questions:  
 

●​ To what extent have U.S. corporations or agencies successfully utilized each of the 
following techniques – cultural fluency, behavioral economics, and domain knowledge – 
when designing marketing strategies to build trust between brands and consumers? 

●​ What are the strengths and weaknesses of each technique?  
●​ To what extent have U.S. corporations or U.S. Agencies used one or more of these 

techniques in combination to design marketing strategies that build trust between brands 
and consumers? Which companies or agencies are using these techniques in 
combination? What is the success rate? Estimate the probability of success of using one 
technique alone, two techniques together, or all three techniques at the same time?  

●​ To what extent have U.S. corporations and or agencies simultaneously used behavioral 
economics, cultural fluency, and domain knowledge to build trust between corporations 
and brands? What evidence, if any, exists about the success of using all three 
techniques (lenses)? How unique is this tri-lens process?  

●​ Create a table that illustrates how the three lens could be used in combination to 
increase trust between brands and consumers in each of the following Marketing “Ps”, 
promotion, product (design), placement, and pricing?  

 
 
Concluding Statement from ChatGPT 3o-pro (copied from below - last paragraph): 

In conclusion, the tri-lens model – while in its early days of adoption – is a powerful framework 
for brands seeking sustainable trust in an era of diverse consumers and information skepticism. 
It is perhaps unique now, but likely won’t remain so for long, as the market rewards those who 
excel at trust. U.S. companies that pioneer this integrated approach stand not only to win 
consumer loyalty and competitive advantage, but also to set new standards for ethical, effective 
marketing. They demonstrate that understanding people fully – culturally, psychologically, 
and professionally – is the key to winning their confidence. And in business, as in life, 
confidence and trust are the bedrock of lasting relationships. 

 

 

 



Detailed Output from ChatGPT 3o-pro 

Building Brand Trust through Cultural 
Fluency, Behavioral Economics, and 
Domain Knowledge 

Introduction 
Trust between brands and consumers is both critically important and remarkably delicate. In an 
era of information overload and diverse audiences, U.S. companies have turned to a 
combination of cultural fluency, behavioral economics, and domain (industry) knowledge 
to design marketing strategies that earn and strengthen consumer trust. Each of these “lenses” 
offers a unique way to connect with consumers: Cultural fluency ensures brands resonate with 
consumers’ values and identities, behavioral economics aligns marketing with how people 
naturally make decisions, and domain expertise lends credibility and authority to brand 
communications. This white paper examines to what extent U.S. corporations and agencies use 
each approach successfully, assesses their strengths and weaknesses, explores how often they 
are used in combination (including all three together), and highlights real examples (especially 
in finance, tech, and healthcare) of these techniques in tandem. Finally, we propose a practical 
framework for applying all three lenses across the 4Ps of marketing (Product, Price, Place, 
Promotion) to build consumer trust. 

Cultural Fluency: Marketing with Inclusivity and 
Authenticity 
“Cultural fluency” in marketing refers to a brand’s ability to understand and connect with diverse 
cultural segments in an authentic, effective way. In the United States, many corporations have 
embraced cultural fluency as a core strategy for building consumer trust and loyalty. This goes 
beyond token representation; it requires deep cultural intelligence, inclusive values, and 
sustained commitment in marketing campaigns. 

Caption: Inclusive marketing has become increasingly critical: 81% of Americans say inclusive 
marketing is as important or more important than it was four years ago, with even stronger 
agreement among Gen Z, Black, Hispanic, and LGBTQ+ consumers. 

Studies show culturally fluent brands enjoy stronger trust and outpace competitors by 
resonating more deeply with consumers’ identities. For example, an analysis by Collage Group 
found that brands like Netflix, Google, Lysol, and Band-Aid rank among the most culturally 
fluent in the U.S., and such brands tend to see higher customer favorability and future purchase 



intent. These brands have successfully woven cultural insights into product design and 
messaging – from Band-Aid’s diverse skin-tone bandages to Netflix’s investments in 
multicultural content – which in turn makes diverse consumer groups feel seen and respected. 
As David Wellisch of Collage Group notes, cultural fluency is “predictive of future purchase 
intent and brand favorability… Trust is one of the core components of brand cultural fluency”, 
and losing that trust can undercut perceived value and loyalty. In short, inclusive branding is not 
just a social nicety but a business imperative in today’s multicultural America. 

Real-World Usage: U.S. brands across industries have integrated cultural fluency into their 
marketing strategies. Consumer packaged goods and retail companies frequently tailor 
campaigns to multicultural audiences (for instance, Walmart’s bilingual advertising and “Save 
Money. Live Better” messaging adapting to different communities). Tech and media firms like 
Google and Netflix localize content and imagery to reflect a diversity of cultures – e.g., Google’s 
Doodles celebrating minority historical figures or Netflix creating and promoting originals for 
Black, Latino, and Asian American audiences. Financial services and healthcare 
organizations increasingly hire multicultural marketing agencies and community liaisons to build 
trust with minority customers (for example, banks providing in-language services and culturally 
relevant financial education, or hospitals running public health campaigns in partnership with 
local cultural community leaders). A notable case is Kaiser Permanente’s “Thrive” campaign, 
which from its inception has prominently featured people of all ages, ethnicities, and 
backgrounds (including mixed-race families and LGBTQ+ couples) to emphasize that good 
health and care are for everyone. “Diversity and inclusion are not gimmicks or add-ons in our 
marketing; they are central to who we are,” explains Kaiser’s senior VP of marketing, Christine 
Paige. This authentic inclusivity helped Kaiser Permanente’s ads “effectively connect with 
consumers across economic, social, and cultural divides,” creating an emotional bond and 
credibility that drives trust. By contrast, companies that misjudge cultural nuance can suffer 
backlash – Pepsi’s 2017 Kendall Jenner ad is a cautionary example. Pepsi intended a 
message of unity but trivialized a real social justice movement, resulting in public outrage and 
erosion of trust, forcing the company to pull the ad and apologize. This fiasco underlines that 
cultural fluency only builds trust when done sincerely and knowledgeably; superficial or 
tone-deaf attempts can “significantly damage trust and loyalty” instead. 

Strengths of Cultural Fluency: 

●​ Builds Trust and Loyalty: Inclusive marketing signals respect and understanding, 
which “culturally fluent brands” leverage to “build stronger consumer trust [and] sustain 
brand loyalty”. Consumers (especially younger and diverse demographics) reward 
brands that authentically reflect their values and communities with greater loyalty and 
engagement.​
 

●​ Broad Market Growth: By appealing to multicultural segments that now form the “new 
mainstream,” culturally fluent strategies tap into significant spending power and growth. 
For instance, Hispanic, Black, and Asian American buying power is rising rapidly 
(projected to total $6.8 trillion combined by 2026). Brands attuned to these groups can 



capture market share and outperform less inclusive competitors.​
 

●​ Authenticity Differentiator: Embracing cultural nuances in products and campaigns 
(e.g. ethnic flavors, in-culture storytelling, diverse casting) helps brands stand out as 
culturally aware and genuine. This authenticity fosters goodwill and word-of-mouth trust 
– consumers become advocates for brands that represent them. It can also inoculate 
against boycotts or criticism, as consumers perceive the brand as an ally or “one of us.”​
 

Weaknesses and Caveats: 

●​ Missteps Can Backfire: If not executed with true understanding, cultural messaging can 
misfire badly (as seen with Pepsi). Token representation, stereotypes, or pandering will 
be quickly spotted and punished by the public. A lack of cultural competency not only 
fails to build trust but can “strain...relationships” or cause offense. Brands must invest in 
research and diverse perspectives to avoid appearing insincere.​
 

●​ Political and Social Risks: In the U.S., aligning with cultural or social issues can draw 
polarized reactions. Taking a stand (e.g. supporting a social movement) may build trust 
with one segment but alienate another. Companies like Nike saw sales growth and 
increased loyalty among core consumers after culturally bold campaigns (e.g. the Colin 
Kaepernick ad), but also faced boycotts from others. Firms must weigh these trade-offs 
and ensure such moves fit their brand values and long-term strategy.​
 

●​ Needs Long-Term Commitment: One-off inclusive ads are not enough – cultural 
fluency requires ongoing commitment (hiring diverse staff, adapting products, continuous 
community engagement). Inconsistent effort can seem opportunistic and erode trust. 
Marketers may also face internal pressure or political pushback; rolling back DEI 
initiatives can provoke “consumer backlash” and damage credibility. In short, cultural 
fluency must be baked into the company’s DNA and operations, not just marketing copy, 
to truly earn trust.​
 

Behavioral Economics: Marketing Aligned with Human 
Psychology 
Behavioral economics (BE) brings insights from psychology about how people actually behave – 
with all their biases, emotions, and heuristics – into marketing strategy. In practice, this means 
designing marketing and customer experiences that “predict and influence consumer choices” 
by leveraging how humans naturally make decisions. Over the past decade, U.S. businesses 
(from major corporations to specialized agencies) have increasingly used behavioral economics 
principles to build trust and improve marketing effectiveness. Many financial services firms, for 
example, now have dedicated BE teams or even Chief Behavioral Officers, reflecting the 



field’s growing importance. The appeal is clear: by accounting for cognitive biases and decision 
drivers, marketers can craft more intuitive, persuasive, and trust-enhancing campaigns rather 
than relying on purely rational appeals or guesswork. 

Real-World Usage: Behavioral economics techniques are prevalent across industries in the 
U.S., often behind the scenes of marketing campaigns and product design. E-commerce and 
tech companies employ countless BE-informed tactics to build user trust and encourage 
desired actions: for instance, social proof elements (displaying product ratings and reviews or 
“popular choice” labels) reduce uncertainty and leverage herd behavior, making new customers 
trust that “people like me” had good experiences. Amazon’s Prime service famously used the 
principle of immediate reward (fast free shipping) to satisfy our bias for instant gratification – a 
strategy that “cannot be overstated” in its impact. Prime members, enticed by two-day shipping, 
spend nearly double what other Amazon customers spend, showing how removing friction and 
tapping temporal preferences builds both usage and trust in the service. Financial institutions 
use BE to encourage positive behaviors and trust in their guidance. For example, many banks 
have introduced “round-up savings” programs (like Bank of America’s Keep the Change) that 
harness default effects and loss aversion – customers save money “automatically” with each 
purchase, which feels painless and in their benefit. This kind of nudging not only helps 
customers financially (building goodwill and trust that the bank has their best interest in mind) 
but also increases engagement with the bank’s services. Insurance companies and 
healthcare providers leverage behavioral science to improve wellness program participation: 
gamification (point systems, badges, challenges) and incentives (premium discounts for healthy 
activities) draw on our biases for rewards and competition, nudging customers toward healthier 
behaviors while strengthening their trust that the insurer is a supportive partner, not just a biller. 
Notably, specialized agencies have emerged to service this demand – Ogilvy’s Behavioral 
Science practice and firms like HBT Marketing or Marketing for Change Co. focus on applying 
behavioral insights to advertising, indicating how mainstream the approach has become. As one 
agency put it, “when behavioral economics meets strategy, marketers stop guessing… they 
design for decisions, not just impressions”, ultimately creating marketing that “truly connect[s] 
with [the] audience”. 

Importantly, behavioral economics can contribute to trust by improving customer experience 
and outcomes. By understanding decision-making quirks, companies can remove hidden 
barriers and build confidence. A consulting report by EY notes that in finance, many products 
are complex and not inherently “fun,” leading consumers to take mental shortcuts or avoid 
decisions; applying BE helps identify and eliminate those pain points (frictions) and design 
“triggers or incentives” that guide customers toward better choices. For example, simplifying 
forms, using clear visual cues, or offering a small starter incentive can make a daunting financial 
task feel easier and more trustworthy. An executive at Mailchimp summed it up: using 
behavioral economics in marketing – like scarcity messaging, anchoring prices, or personalized 
defaults – must ultimately “build consumer trust”, by aligning with human tendencies in a 
non-exploitative way (Mailchimp’s platform itself provides social proof and reassurance features 
for this reason). Companies that excel here combine rigorous testing with ethical considerations, 
ensuring that any nudges serve both the business and the customer’s interest (e.g. encouraging 



saving money, consuming healthier options, etc.), thereby earning trust through 
demonstrated customer-centric behavior. 

Strengths of Behavioral Economics: 

●​ Aligns Marketing with Human Behavior: Traditional marketing assumed consumers 
are rational actors, but BE acknowledges real behavior. Campaigns designed around 
cognitive biases (like loss aversion, anchoring, scarcity, etc.) tend to be far more 
effective in capturing attention and influencing choices. By speaking to how people 
actually decide, companies can increase engagement and conversion in ways that feel 
natural to consumers. This “behaviorally-informed” approach can also make experiences 
more intuitive and less frustrating, which builds trust that the brand “gets” its customers.​
 

●​ Can Improve Consumer Outcomes (Win-Win): When applied responsibly, BE 
techniques can guide consumers toward beneficial behaviors, creating mutual value. For 
instance, reminders and default options can help customers avoid fees, pay on time, or 
stick to goals (like fitness or budgeting apps nudging users gently). Such features 
demonstrate a brand’s benevolence and competence – two pillars of trust – by showing 
the brand is proactively helping the user. A positive feedback loop can result: users trust 
the service more because it helps them make good decisions, which increases loyalty.​
 

●​ Data-Driven and Testable: Behavioral interventions are often quantifiable through A/B 
tests and experiments. Companies can iterate to find what builds the most trust or best 
outcome (e.g. testing different wording for a data consent prompt to see which yields 
greater customer comfort and sign-ups). This scientific approach reduces guesswork in 
marketing. The effectiveness of BE has been proven in both market experiments 
and real environments, giving companies confidence in scaling up successful tactics. 
Many firms report quick “wins” – e.g. a small change in choice architecture boosting 
response rates significantly – validating the power of BE in strategy.​
 

●​ Differentiating Customer Experience: Firms that leverage behavioral insight can 
differentiate on customer experience and trustworthiness. For example, a fintech app 
that uses reciprocity (waiving a first late fee as a goodwill gesture) may gain a reputation 
for fairness and friendlier service compared to a competitor with rigid policies. Behavioral 
science provides a toolkit for empathy at scale, essentially, which can humanize a brand 
and deepen trust.​
 

Weaknesses and Caveats: 

●​ Risk of Manipulation Perception: A major concern is the ethical line – done poorly, 
behavioral economics in marketing can veer into manipulative “dark patterns.” If 
consumers sense that a brand is using psychological tricks to make them act against 
their own interest (e.g. confusing cancellation processes, false scarcity countdowns on 
e-commerce sites), trust is quickly eroded. For instance, “sludge” tactics that exploit 



biases to lock customers in or hide information can backfire as soon as customers catch 
on, damaging the brand’s credibility. Thus, transparency is key; nudges should be used 
to assist, not deceive.​
 

●​ Short-Term vs Long-Term: While BE tactics might boost immediate metrics 
(click-throughs, sign-ups, etc.), they don’t automatically guarantee long-term trust or 
loyalty. A cleverly framed price or a fear-of-missing-out ad might prompt a purchase, but 
if the product disappoints or the tactic felt gimmicky, the consumer may not return. The 
overuse of certain biases can also lead to fatigue or skepticism (e.g. consumers 
become numb to constant urgency messaging). Therefore, behavioral design must be 
coupled with genuine value delivery and honesty to sustain trust beyond the initial “win.”​
 

●​ Requires Cross-Disciplinary Skill: Implementing BE insights isn’t trivial – it needs 
expertise in psychology and rigorous testing. Many firms lack in-house behavioral 
scientists or the culture of experimentation to truly capitalize on BE. Establishing a BE 
discipline (training teams, creating knowledge centers) takes investment. Without top 
management support and company-wide understanding, BE efforts can stall or be 
applied inconsistently. In some cases, misunderstood BE principles can lead to blunders 
(e.g. using an inappropriate default that angers customers). Thus, there’s a learning 
curve and not every organization is adept at it yet, leading some to stick to traditional 
approaches that feel “safer.”​
 

●​ Not a Substitute for Substance: Finally, behavioral techniques should augment, not 
replace, fundamental value propositions. If a product is fundamentally poor or a 
company is untrustworthy in its actions, no amount of clever framing or nudging will 
salvage consumer trust. BE can enhance communication and reduce friction (“design for 
decisions”), but it cannot compensate for a lack of quality, ethics, or true customer 
orientation. Savvy consumers can tell the difference between being guided versus being 
manipulated, and only the former builds trust.​
 

Domain/Industry Knowledge: Demonstrating Expertise 
and Reliability 
Domain knowledge in marketing refers to leveraging deep expertise in a particular industry or 
subject matter to inform strategy and messaging. Essentially, it’s about showing customers “we 
know our stuff” – that the brand understands the intricacies of its field (be it finance, healthcare, 
technology, etc.) and the unique needs and pain points of its customers in that domain. In 
trust-building, domain expertise is crucial: consumers are more likely to trust brands that 
demonstrate competence, authority, and credibility in the services or products they provide. 
This is especially true in high-stakes sectors like financial services and healthcare, where 
decisions are complex and consequences significant. U.S. companies have long used domain 
knowledge as a cornerstone of branding (think of decades-old slogans like “You're in good 



hands with Allstate” or “GE brings good things to life” – all signaling expertise and reliability). 
Today, many firms double down on thought leadership content, professional certifications, and 
specialist teams as marketing tools to assure consumers that “we have the know-how to deliver 
on our promises.” 

Real-World Usage: Practically every successful U.S. corporation leverages domain expertise in 
its marketing to some extent, but it’s most visible in industries where trust hinges on technical 
competence: Finance, Technology, and Healthcare are prime examples. Financial brands 
build trust by highlighting their knowledge of the financial landscape and prudent management: 
for instance, investment companies like Fidelity or Vanguard publish market outlooks and 
retirement research (educating consumers, showcasing expertise), and advertise the 
credentials of their advisors (CFP, CFA, etc.) to reassure clients that skilled professionals are at 
the helm. Banks often emphasize longevity (“serving customers since 18xx”) and security 
features, tapping into their domain credibility on safeguarding money. Some fintech startups, 
who lack decades of history, have instead partnered with established institutions or obtained 
endorsements from domain experts to signal trustworthiness. Tech companies leverage 
domain knowledge through innovation narratives – e.g., a cloud provider like IBM or Amazon 
Web Services will use case studies and technical benchmarks to demonstrate deep prowess in 
computing (thus clients trust them with critical infrastructure). In consumer tech, brands like 
Apple focus on expertise in design and privacy (“what happens on your iPhone stays on your 
iPhone” campaign underscored Apple’s domain strength in security, to build user trust in a 
climate of privacy concerns). Healthcare and pharma companies heavily rely on domain 
authority: they often feature doctors or scientists in ads, cite clinical studies, and obtain 
certifications (like FDA approvals, seals from medical associations) that vouch for their 
competence. For example, hospital systems will promote their rankings and the expertise of 
their medical staff (“#1 Cardiology Center – trust your heart with us”), and pharmaceutical ads 
typically advise “ask your doctor,” subtly reinforcing that expert knowledge is guiding the 
patient’s decision. Marketing agencies serving these sectors likewise tout their domain 
specialization – a healthcare marketing firm might employ former nurses or public health experts 
to ensure campaigns are medically accurate and sensitive, thereby building trust with the client’s 
audience. 

A case in point: during the COVID-19 vaccine rollout, public health agencies and companies 
like Pfizer used a combination of domain expertise and culturally tailored messaging to 
overcome hesitancy. They put doctors and scientists (domain experts) at the forefront of 
communications to answer questions and validate safety, while also partnering with community 
organizations to deliver messages in a relatable way. The result was higher trust in the vaccine 
among previously skeptical groups – a powerful illustration that when expert knowledge is 
clearly communicated and combined with cultural understanding, consumer trust can be earned 
even in fraught situations. 

Strengths of Domain Knowledge Approach: 

●​ Credibility and Competence: Demonstrating deep expertise addresses one of the 
foundational dimensions of trust: competence. As one marketing advisor noted, 



“demonstrating competence and expertise in your field can help establish trust and 
credibility” with customers. People are more likely to trust a brand that appears to know 
what it’s doing. By using knowledgeable spokespeople, sharing informative content, or 
highlighting years of experience and certifications, brands reassure consumers that they 
are in capable hands. This is vital in fields where customers themselves feel they lack 
expertise (e.g. investing, insurance, health diagnostics) – trust grows when the brand fills 
that knowledge gap credibly and transparently.​
 

●​ Reduced Perceived Risk: When a company displays industry know-how, it can mitigate 
consumers’ fear of things going wrong. For instance, seeing that a software company 
has cybersecurity experts and robust protocols can ease worries about data breaches. 
Or a travel agency employing seasoned local guides signals that trips will be safe and 
well-managed. In essence, domain authority acts as a risk antidote – it gives 
consumers confidence that the brand can handle challenges specific to that industry. 
This is one reason why B2B marketers place heavy emphasis on case studies, white 
papers, and expert endorsements; they know clients must trust the supplier’s expertise 
to reduce risk in their decision.​
 

●​ Insightful Personalization: Industry knowledge also allows for more relevant, targeted 
marketing, which can build trust by showing the brand truly understands the customer. 
A company deeply versed in its domain will know its customers’ pain points and 
language. For example, a cybersecurity firm that knows the latest hacker tactics can 
create content warning businesses in plain terms, effectively saying “we know what 
threats you face and how to stop them.” When consumers feel understood by a brand 
(because the messaging reflects real domain-specific issues), their trust increases. 
Domain expertise thus enables marketing that isn’t generic, but rather consultative and 
helpful – positioning the brand as a subject matter expert and advisor.​
 

●​ Regulatory and Ethical Alignment: In regulated industries, demonstrating knowledge 
of and adherence to industry standards is key to trust. Brands that proactively talk about 
compliance, safety standards, certifications (ISO, HIPAA, FDA, etc.) show that they take 
their responsibilities seriously. This can be a strong trust signal, especially in areas like 
financial advice or medical devices. Customers are implicitly assured that the company 
won’t make careless mistakes or flout rules. For instance, an online broker might 
highlight that it’s regulated by FINRA/SIPC, or a supplement brand might advertise that it 
follows FDA Good Manufacturing Practices – these domain-specific credentials build a 
layer of trust that general brand friendliness cannot.​
 

Weaknesses and Caveats: 

●​ Communication Gap (“Curse of Knowledge”): Experts sometimes struggle to 
communicate simply. Marketing heavy on technical jargon or detailed specs can alienate 
or confuse consumers, undermining trust. If the audience cannot understand the 
message, they may doubt the brand’s relatability or even suspect it’s intentionally 



complicated (think of opaque financial product terms that breed mistrust). Thus, domain 
expertise must be translated into customer-friendly benefits. Not all companies strike this 
balance well – overly technical marketing might only appeal to niche savvy segments 
while leaving others cold.​
 

●​ Not Sufficient Alone: While necessary, expertise alone doesn’t guarantee emotional 
trust or affinity. A brand can be highly competent yet still not trusted if it’s perceived as 
lacking integrity or empathy. For example, many consumers acknowledge certain telco 
or airline brands are very technically capable (domain-wise) but still distrust them due to 
poor customer service or cultural insensitivity. Domain knowledge has to be combined 
with honesty, transparency, and customer-centric values to fully win trust. Otherwise, you 
get what some call “the expert you don’t like” problem – people may respect your skill 
but still choose a competitor they feel better about.​
 

●​ Siloed Thinking: Over-reliance on industry convention can limit innovation and 
responsiveness. Companies deeply entrenched in “how things are done” in their domain 
might be slow to adapt to new consumer expectations. For instance, a bank with 
decades of experience might initially dismiss the simplicity of a fintech app as “not how 
banking works” – missing that consumers trusted the newcomer for its user-friendly 
approach. In marketing, too much domain insularity can lead to stale campaigns that fail 
to excite. Sometimes an outside perspective or cross-industry idea is needed to refresh 
trust with modern audiences. In short, expertise can breed complacency – assuming 
consumers will trust you just because you’re the expert, while more agile or culturally 
in-tune competitors steal the customer’s heart.​
 

●​ Baseline Trust Issues in Certain Domains: Paradoxically, some industries suffer low 
public trust no matter the expertise of individual players (e.g., used car sales, big 
pharma, social media tech). In such cases, a brand’s domain knowledge won’t fully 
overcome skepticism; broader issues like historical bad practices or privacy scandals 
color consumer perception. These companies must work extra hard – combining 
expertise with transparency and ethical initiatives – to distance themselves from 
industry-wide distrust. For example, a social network can showcase its AI experts 
(domain) fighting misinformation, but it also needs cultural sensitivity to users’ privacy 
concerns and behavioral design that clearly gives users control to truly rebuild trust.​
 

Integrating the Three Lenses: Combined Impact and 
Practice in the U.S. 
Each of the above approaches – cultural fluency, behavioral economics, and domain expertise – 
can individually contribute to stronger brand trust. However, many leading organizations have 
found that combining these techniques provides a multiplier effect, creating a more holistic 
and resilient foundation for trust. In practice, we often see two of the three lenses used together; 



a full tri-lens strategy (all three at once) is still relatively novel but is emerging as a powerful 
framework in certain forward-thinking companies and agencies. 

Using Techniques in Combination: It’s increasingly common for U.S. brands to blend at least 
two of these lenses in marketing initiatives. For example: 

●​ Cultural Fluency + Domain Knowledge: Brands often pair inclusive marketing with 
demonstrations of expertise to appear both authentic and competent. In healthcare, 
this is a go-to formula – a hospital might feature doctors from the same ethnic 
community as target patients (cultural connection) while highlighting advanced medical 
technology and qualifications (domain authority). This combo assures patients that “we 
understand you and we are experts,” a dual trust signal. Similarly, finance companies 
have launched campaigns targeting specific demographics (e.g. women investors or 
minority-owned small businesses) where they combine culturally tailored content 
(addressing unique challenges or values) with expert-led seminars or advice specific to 
that audience’s financial context. Mastercard’s “True Name” initiative, which allows 
cardholders to use their chosen name on cards (cultural sensitivity to transgender 
customers), backed by Mastercard’s robust security and banking expertise, exemplifies 
blending inclusion with industry know-how – building trust in a community that often 
faces ID hassles, by both acknowledging their identity and assuring a safe, credible 
financial service.​
 

●​ Cultural Fluency + Behavioral Economics: This combination recognizes that even 
within cultural segments, human decision biases play a role – so messages are crafted 
to be both culturally resonant and psychologically savvy. Government agencies and 
public health campaigns frequently use this blend. For instance, during COVID-19 
vaccination drives, outreach in Black and Hispanic communities involved culturally 
tailored messaging (acknowledging historical mistrust and featuring trusted community 
figures) along with behavioral nudges like default second-dose appointments and 
incentives for vaccination. The result was improved engagement and trust in a critical 
health behavior. On the corporate side, consider retail marketing where ads for a sale 
festival like Lunar New Year (culturally specific holiday) might employ behavioral insights 
such as scarcity (“last 3 days!”) or social proof (“Join millions celebrating with our special 
offers”) to spur action. The cultural hook gets attention authentically, and the behavioral 
trigger converts it – done right, consumers feel understood and positively motivated, 
rather than manipulated.​
 

●​ Behavioral Economics + Domain Knowledge: This pairing appears in product design 
and customer journey optimization, especially in fintech, insurance, and tech platforms. 
Here, companies use expert understanding of the domain’s complexities and layer 
on behavioral design to simplify choices and encourage trust. A fintech app, for example, 
knows the intricacies of budgeting (domain), but presents them with friendly defaults and 
gamified progress meters (behavioral) so users don’t feel intimidated. An EY report 
observes that behavioral economics is now applied in everything from how financial 
advisors present options (framing effects) to how insurance forms are structured 



(simplifying and ordering questions to avoid cognitive overload), all grounded in solid 
industry research. The effect is that consumers find the experience easy and 
confidence-inspiring – they sense that the company both really understands finance and 
cares to guide them through it in a human-centric way. Over time, this builds trust in the 
institution’s expertise and intentions.​
 

Triple-Lens (All Three) in Tandem: Using cultural, behavioral, and domain approaches 
together is still relatively unique, but it’s gaining traction, particularly in sectors where trust is 
paramount and hard to earn. Healthcare marketing provides a vivid example of this tri-lens 
model. In 2024, República Havas Health (an agency) published “Equity in Action: Mapping the 
Multicultural Patient Journey for Inclusive Strategies,” which emphasizes addressing systemic 
barriers and health behaviors among diverse patients. Their strategy for a client might involve: 

●​ Domain Expertise: ensuring all health content is medically accurate and that 
communications come from or are vetted by healthcare professionals (to establish 
competence);​
 

●​ Cultural Fluency: tailoring messaging to each community’s concerns and values, 
whether that means using in-language materials, reflecting cultural norms about family 
decision-making in care, or acknowledging historical medical mistrust in minority groups 
(to show respect and understanding);​
 

●​ Behavioral Science: identifying key “moments of truth” in the patient journey (e.g., the 
decision to get a screening) and applying nudges or choice architecture to encourage 
positive action – such as framing preventative care as gain (staying healthy to enjoy 
family moments) rather than just a medical task, and using trusted messengers (like a 
local pastor or community health worker) to deliver the message, leveraging the 
messenger effect where individuals trust relatable people more than faceless institutions.​
 

The combined result is a campaign that speaks to the whole person: their cultural identity, their 
psychological decision triggers, and their rational need for accurate information. Early 
indications show that such integrated efforts can indeed move the needle. For example, the 
Havas study found that “trust created through advertising can motivate multicultural respondents 
to act”, with stats like African Americans being 28% more likely to take a health-related action if 
they trust the advertisement. That trust was highest when ads were both culturally relevant and 
carried trustworthy information – something only achievable by marrying all three lenses. 

Companies and Agencies Using All Three: While not commonplace, some organizations 
explicitly incorporate all three approaches. Large tech firms might be doing so implicitly – 
consider Google’s strategy: it employs domain experts (world-class engineers and data 
scientists) to ensure its products are top-notch technically; it deeply localizes and culturally 
adapts products for each market (from translation quality to culturally appropriate content 
moderation); and it applies behavioral insights in UX (the simplicity of the search interface, or 



the way Gmail nudges you to follow up on unanswered emails). This multi-faceted approach has 
helped Google maintain trust globally as a reliable, user-friendly, and locally relevant service. 
Nike is another example: Nike’s marketing around the world taps into cultural moments (e.g. 
sponsoring athletes who resonate in each region or running ads that align with social justice 
movements important to their consumer base), uses behavioral principles in its apps and 
challenges (to motivate and hook customers into a fitness lifestyle, building a community and 
habit around Nike products), and relies on its deep sports science and design expertise 
(domain) to innovate products that athletes and consumers trust for performance. The synergy 
of cultural relevance, psychological engagement, and technical excellence is key to Nike’s brand 
trust and loyalty among its diverse customer base. 

In the agency realm, Ogilvy Consulting’s Behavioral Science unit combined with its 
multicultural marketing teams illustrates the tri-lens in client work, and firms like Collage Group 
partner with brands to integrate cultural insights (their specialty) with behavioral data and 
category knowledge to create “culturally fluent” yet business-savvy marketing plans. However, 
such integrated models are still the exception. Many companies have siloed functions – a DEI 
outreach team here, a UX research team there, and traditional marketing strategy elsewhere – 
which means opportunities are missed to combine insights. Those that do manage 
cross-pollination are often in finance, tech, or health: for instance, some major banks now have 
internal “behavioral insight” units that work alongside their multicultural marketing division and 
product experts to redesign customer communications about, say, retirement planning for 
different demographic groups (recognizing that a young first-generation college grad might need 
different messaging and nudges than an older high-net-worth client). These banks report better 
uptake of financial tools and higher satisfaction when communications hit all the notes (credible 
advice, delivered in an empathetic and culturally relevant way, with user-friendly nudges). 

Success Rates: One Lens vs. Combination: Quantifying the exact “success rate” of one 
approach alone versus combined can be challenging, as it varies by context. But generally: 

●​ Single-lens strategies (applying only one of the three) can yield improvements in 
consumer trust, but often address just one dimension of trust. For instance, a purely 
domain-focused campaign might convince consumers of a product’s quality but not 
necessarily make them feel emotionally connected or motivated. We might analogize 
that it solves for trust’s competence dimension but not warmth or affinity. Similarly, a 
solely culturally fluent campaign might generate initial goodwill and attention in a target 
community, but if not backed by substance or ease of action, the trust may not convert to 
long-term loyalty. Single lenses tend to have diminishing returns if the other bases of 
trust are neglected.​
 

●​ Two-lens combinations tend to outperform single lenses by creating synergy. When 
two approaches are thoughtfully combined, it often covers both emotional and rational 
grounds. For example, a study might find that a campaign using inclusivity (cultural) 
plus expert endorsement (domain) significantly boosts both brand favorability and 
purchase intention above a campaign using just an expert or just inclusive imagery. In 
practice, marketers have reported improvements in key metrics: one disability-inclusive 



financial campaign that leveraged community partnerships (cultural) and expert 
content (domain) saw a 28% increase in marketing effectiveness and a 24% jump in 
audience trust. Likewise, incorporating behavioral design into a culturally-targeted digital 
ad has shown higher click-through and engagement than a culturally-targeted ad without 
such design (by making the call-to-action more psychologically compelling). While hard 
numbers are case-specific, experts generally agree that multi-disciplinary marketing 
provides a lift in trust and engagement beyond what each discipline could achieve 
solo. Integrating psychology and economics in branding, for instance, “facilitates 
targeted marketing, builds consumer trust and loyalty”, resulting in “more effective 
branding efforts” that resonate on multiple levels.​
 

●​ All three lenses together offer a comprehensive approach that can maximize trust – 
addressing the heart, mind, and proof simultaneously. This tri-lens model is unique and 
not widely measured yet, but anecdotal evidence and early case studies are promising. 
Companies using all three report not just incremental gains, but transformative impacts 
on how consumers perceive and bond with the brand. Consumers are more likely to 
become advocates when they feel a brand is culturally empathetic, personally 
empowering, and technically reliable all at once. A qualitative indicator of success is 
brand resilience: firms hitting all three notes tend to weather crises better because trust 
is multilayered (for example, a culturally sensitive, behaviorally smart, expert-backed 
response to a misstep can retain public trust versus a one-dimensional apology).​
 

It’s worth noting that implementing a tri-lens strategy requires organizational alignment and is 
still evolving. In U.S. practice, it remains “relatively unique” for a brand to consciously frame their 
marketing through all three lenses at the same time – those that do are often innovators or have 
leadership that champions interdisciplinary thinking. As awareness grows of the tri-lens 
advantage (perhaps through white papers like this or success stories), we can expect more 
companies to attempt it. Early adopters in finance, tech, and health are providing proof of 
concept, and their successes will likely spur others. In a marketplace where consumer trust is 
increasingly hard to earn and easy to lose, a tri-lens approach might become the gold standard, 
because it addresses trust from every critical angle. 

Case Studies of Tri-Lens Trust-Building 
To illustrate the power of using cultural fluency, behavioral economics, and domain knowledge 
together, here are a few real (or hybrid) examples and case studies where all three were evident 
in building consumer trust: 

●​ “Thrive by Kaiser Permanente” (Healthcare): Kaiser Permanente’s long-running 
Thrive campaign is a near-textbook example of tri-lens marketing. Domain Knowledge: 
Kaiser leverages its medical expertise by featuring real physicians and highlighting 
evidence-based health advice (competence). Cultural Fluency: Ads are inclusive, 
depicting patients of diverse backgrounds and life stages, and messaging often touches 



on culturally relevant health topics (e.g., campaigns addressing health disparities in 
Black and Latino communities with tailored language). Behavioral Economics: The 
campaign encourages preventive care and healthy behaviors using uplifting emotional 
appeals (invoking loss aversion by showing what one might miss without good health, 
and gain-framing by celebrating life’s precious moments made possible through 
wellness). The trust outcome: Over years, Thrive has helped position Kaiser not just as 
a competent healthcare provider, but as a partner in one’s lifelong health journey. 
Patients see the brand as understanding them and motivating them, not just treating 
them. Kaiser’s high member retention and satisfaction rates, even among very diverse 
populations, speak to the deep trust this integrated approach has fostered.​
 

●​ ****Bank of America’s “Better Money Habits” Initiative (Finance): Bank of America, in 
partnership with Khan Academy, launched Better Money Habits, a financial education 
platform. In promoting and designing this initiative, they used all three lenses. Domain: 
The content is grounded in solid financial expertise (with BofA’s banking knowledge and 
Khan’s educational rigor), lending credibility. Cultural: The marketing of this platform 
included targeted outreach to young adults, immigrants, and other segments, using 
relatable narratives (e.g., a Spanish-language video series for first-generation Hispanic 
families buying a home). By addressing specific cultural financial challenges and using 
diverse spokespersons, they made people feel “this is for me.” Behavioral: The platform 
itself employs behavioral principles – it’s self-paced (reducing pressure), uses clear 
visuals and step-by-step progress (catering to attention spans and giving dopamine hits 
for completion), and the marketing often included nudges like email reminders with 
friendly prompts (“Did you know 5 minutes a week can improve your money habits?”). 
The result is consumers who engage with the content begin to trust Bank of America as 
an institution that empowers them with knowledge, not just sells to them. Surveys 
showed users of Better Money Habits had increased trust in the bank’s intentions and 
were more likely to consider BofA for financial products due to this goodwill. Essentially, 
by educating (domain), empathizing (culture), and gently nudging (behavior), the bank 
shifted its image from a faceless big bank to a more trusted advisor figure.​
 

●​ Airbnb’s Global Growth Strategy (Tech/Travel): Airbnb’s expansion provides a case of 
tri-lens thinking in action. Domain Knowledge: Travel and hospitality traditionally 
require local savvy; Airbnb amassed knowledge on local laws, safety, and travelers’ 
needs, and they emphasize community guidelines and verification processes to show 
they are expert at safe home-sharing (to build trust between hosts and guests). Cultural 
Fluency: Airbnb’s famed “Belong Anywhere” mantra underscored respect for all cultures 
– their marketing showcases homes and hosts from every corner of the world, 
celebrating cultural exchange. They run culturally specific campaigns (like promotions 
during Chinese New Year, or spotlighting hosts in African villages) to resonate with 
various communities. They also adapted features for cultural preferences (for example, 
allowing search filters for pet-friendly or specific amenities that certain cultures value). 
Behavioral Economics: The platform and communications are laced with behavioral 
elements: displaying scarcity (“only 2 listings left in Paris for your dates”), social proof 



(ratings, “Superhost” badges), and reciprocity (hosts and guests review each other, 
incentivizing good behavior). These design choices were pivotal in building trust in a 
fundamentally trust-sensitive business (staying in a stranger’s home). By showing 
cultural openness, understanding human psychology around trust and risk, and 
mastering the logistics of hospitality, Airbnb managed to convert millions of wary 
travelers into believers that strangers can trust one another under Airbnb’s umbrella. 
Their growth to a multibillion-dollar company and internal metrics on repeat bookings 
suggest that without this tri-lens approach, such trust at scale would not have been 
possible.​
 

●​ IBM’s “Let’s Create” B2B Campaign (Tech/B2B): IBM’s recent marketing has 
combined its storied tech expertise, a nod to cultural context, and behavioral insight. 
Domain: IBM showcases its deep expertise in fields like AI, hybrid cloud, and quantum 
computing – white papers, stats, and expert voices (IBM Fellows, etc.) provide the hard 
proof. Cultural: Recognizing that technology adoption is as much about people as tech, 
IBM’s campaign features diverse client success stories (e.g., how a hospital system or a 
bank in different regions solved problems). They ensure representation in these stories, 
subtly signaling IBM’s solutions are globally and culturally adaptable. IBM also taps into 
cultural zeitgeist topics – like data privacy, sustainability, inclusion in tech – aligning their 
brand with higher values that engender trust (IBM was one of the first to adopt an AI 
ethics board, appealing to society’s concerns about AI bias). Behavioral: In marketing to 
business decision-makers, IBM uses principles like authority bias (endorsements from 
respected industry leaders), commitment/consistency nudges (interactive online tools 
that get prospects to input their scenario, thus committing a bit, then showing IBM’s 
tailored solution – a foot-in-the-door technique), and even loss aversion framing 
(highlighting the risks of not modernizing with messages like “don’t get left behind.”). The 
integrated message is that IBM understands your industry challenges, shares your 
values, and has the cutting-edge answers – a potent combination that maintains trust in 
IBM as a venerable but forward-looking partner. IBM’s strong client retention and the 
trust placed in it for mission-critical projects (despite lots of competition) illustrate how 
addressing rational, emotional, and social factors together fortifies its reputation.​
 

These case studies underscore that when all three lenses are synchronized, the result is a 
compelling trust proposition. The brand speaks with knowledge and heart, and it acts in ways 
that align with human behavior. Consumers, in turn, feel more secure and positive in their 
relationship with the brand. While executing such strategies requires effort – cross-functional 
teams, diverse talent, data analysis, and sometimes breaking siloed thinking – the payoff can be 
significant in trust equity, which ultimately translates to sustained business success. 

Applying All Three Lenses to the 4Ps of Marketing 
To make the tri-lens model concrete, it’s useful to see how cultural fluency, behavioral 
economics, and domain knowledge can jointly inform decisions across the classic marketing mix 



– Product, Price, Place, and Promotion. The table below outlines how a company might 
integrate all three perspectives in each of the 4Ps to build consumer trust: 

Marketing “P” Tri-Lens Integrated Strategy (Cultural + Behavioral + Domain) 

Product (Design 
& Features) 

Example: A health-tech wearable device. The product is designed with 
domain expertise (developed with medical professionals to ensure 
accuracy and safety) and informed by behavioral science (e.g. using 
gamification and gentle notifications to encourage daily use, knowing 
that habit formation is key). Cultural fluency is applied by incorporating 
feedback from diverse user groups – for instance, offering multilingual 
interfaces and skin-tone options for the device, and ensuring the health 
metrics tracked are relevant to different populations’ concerns. The 
result is a product that users trust because it’s authoritative 
(doctor-approved), easy and even fun to use (behavioral design), and 
feels like it’s “made for me” regardless of who I am (cultural inclusion). 
This could mean higher adherence and satisfaction, as users feel the 
brand respected their identity and helped them achieve health goals. 

Price (Pricing 
Strategy) 

Example: A financial service subscription. The pricing model is set 
using domain knowledge of industry norms and customer value – say, 
a tiered subscription for an investing app. To build trust, the company 
employs behavioral insights like transparency and framing: instead of 
hidden fees (which erode trust), they use clear, flat monthly pricing 
framed as “less than the cost of a coffee a day,” tapping the anchoring 
effect to make it seem affordable. They might also include a free trial or 
money-back guarantee, leveraging loss aversion (people fear losing out 
on a free benefit) to encourage sign-up while signaling confidence in 
their service. Culturally, the pricing communications address different 
segment needs: for example, offering a budgeting guide in Spanish 
alongside the product for Hispanic customers, or highlighting how the 
service aligns with cultural values (like community investment or family 
financial planning). A student discount could be offered to appeal to 
young users, acknowledging their economic reality (cultural-economic 
insight). By uniting these lenses, the pricing comes across as fair, 
tailored, and considerate – enhancing trust that the company isn’t just 
squeezing profit but wants the customer to succeed financially. 



Place 
(Distribution & 
Channels) 

Example: A consumer electronics retailer ensuring trust in both online 
and offline channels. Using domain expertise, they know which 
distribution channels are reliable and secure (e.g., partnering with 
reputable delivery services, having well-trained staff in stores). They 
build behavioral trust by designing the purchase journey to reduce 
anxiety: online, the checkout process is simplified (minimal steps, trust 
badges displayed, easy returns highlighted – using the power of default 
with pre-checked warranty options that benefit the customer). In-store, 
they apply social proof by showcasing popular items and have demo 
stations where people can try products (reducing uncertainty aversion). 
Culturally, they adapt store locations and channel strategies to 
communities – for instance, having bilingual sales representatives in 
neighborhoods with large Spanish-speaking populations (and mirroring 
that with Spanish-language website options), or partnering with local 
community centers for pick-up locations in areas where doorstep 
delivery is less trusted. In rural or older-skewing markets, they might 
emphasize phone support or local dealers to respect those cultural 
preferences. By aligning place strategy with cultural context, human 
behavior, and expert logistics, the brand ensures that wherever a 
customer encounters them, the experience feels trustworthy – 
convenient, understood, and reliable. 

Promotion 
(Marketing 
Communications) 

Example: A marketing campaign for a new car model. The 
promotional messaging is crafted with domain knowledge (auto 
engineering and safety): it highlights the car’s industry awards, safety 
ratings, and the automaker’s decades of experience (building a baseline 
of trust in quality). It’s infused with behavioral elements – for instance, 
the campaign might use storytelling (a family’s journey where the car’s 
safety features avert an accident in a relatable scenario) to create 
emotional engagement, utilizing the peak-end rule by making the climax 
of the ad highly emotional and memorable. It might also use reciprocity 
– offering a free maintenance package or gifts for test-driving, signaling 
goodwill. Call-to-actions might invoke scarcity (“limited launch edition 
available”) but tempered to not feel pressuring. Cultural fluency in the 
campaign ensures the ads speak to different audiences: variations of 
the ad might show diverse families or individuals to resonate with 
various cultural groups (one spot might feature a multigenerational 
Asian American family on a road trip, another might focus on a single 
urban professional), and media buys are made on channels popular 
with different demographics (e.g., multicultural media outlets). Even the 
music and imagery are chosen to avoid cultural bias and include a 
range of ethnic cues authentically. By doing so, the promotion makes 
each viewer feel the brand sees them, the message hits emotional and 
rational notes, and the claims are backed by real expertise – a 



combination that maximizes trust in the marketing and interest in the 
product. 

In all of the above 4P examples, the interplay of the three lenses is the key to reinforcing trust. A 
culturally attuned approach makes consumers feel respected, a behavioral design makes the 
experience smooth and confidence-inspiring, and domain know-how assures them the brand is 
capable and legitimate. The 4Ps framework shows that this integration can permeate every 
aspect of marketing strategy – it’s not a separate “initiative” but a blended mindset for 
decision-making. 

By applying the cultural-behavioral-domain triad across product development, pricing, channel 
strategy, and promotions, companies create consistency in trust signals. Every touchpoint – 
from the first advertisement someone sees, to the moment they open the box or receive a 
service – consistently communicates: “We understand who you are, we know what we’re doing, 
and we’ve designed everything with your human needs in mind.” That is the formula for trust. 

Conclusion 
Building brand trust in the modern U.S. marketplace requires navigating a mosaic of consumer 
identities, psychological quirks, and high expectations of competence. The approaches of 
cultural fluency, behavioral economics, and domain expertise each address different trust 
drivers – respect, rapport, and reliability. Our investigation finds that U.S. corporations and 
agencies have seen meaningful success using each technique on its own: from culturally 
inclusive campaigns that drive loyalty in diverse markets, to behavioral nudges that significantly 
boost customer engagement, to authority-driven messaging that enhances credibility. Each has 
distinct strengths and some limitations, but importantly, they are not mutually exclusive. In fact, 
the greatest gains in consumer trust appear to come when these lenses are combined, aligning 
a brand’s values and actions with the full spectrum of consumer expectations. 

In practice, integrated “tri-lens” strategies are still emerging – many firms have yet to break 
down internal silos between the cultural insight teams, behavioral scientists, and domain 
specialists. Those that have (or are beginning to) are often in finance, tech, and healthcare, 
where the stakes for trust are highest and the competition fierce. The evidence suggests that 
such a multidisciplinary approach can produce compounding benefits: higher consumer 
engagement, stronger loyalty, and more resilience in trust even when challenges arise. As one 
marketing expert put it, trust is built when consumers believe “your intentions are genuine” and 
that you “have their best interests at heart,” not just when you push a message. Using cultural 
fluency ensures your intentions align with consumers’ own story, using behavioral economics 
shows you care about making things easy and beneficial for them, and using domain knowledge 
proves you can deliver on your promises. Combined, they signal genuine customer-centricity. 

This white paper provided a deep dive into each lens and how they converge. Through 
real-world examples like Kaiser Permanente, Bank of America, Airbnb, and others, we see that 
applying all three creates a more empathetic, intuitive, and credible brand experience that 



naturally fosters trust. Moreover, we outlined how any company could start to infuse the tri-lens 
model into the 4Ps of its marketing, making trust-building not a mysterious art but a structured, 
repeatable strategy. 

In conclusion, the tri-lens model – while in its early days of adoption – is a powerful framework 
for brands seeking sustainable trust in an era of diverse consumers and information skepticism. 
It is perhaps unique now, but likely won’t remain so for long, as the market rewards those who 
excel at trust. U.S. companies that pioneer this integrated approach stand not only to win 
consumer loyalty and competitive advantage, but also to set new standards for ethical, effective 
marketing. They demonstrate that understanding people fully – culturally, psychologically, 
and professionally – is the key to winning their confidence. And in business, as in life, 
confidence and trust are the bedrock of lasting relationships. 
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