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Introduction

There was a time not so long ago when public officials were admired, when  
institutions were respected, when executives were distinguished and big compa-
nies were celebrated, when America’s military-industrial complex seemed invin-
cible. It also was a time when few worried about who produced their food or how 
they produced it.

Then came the tumultuous events of 1968, followed by decades of financial 
scams, presidential resignations and impeachments, environmental disasters, sexual 
crimes by religious leaders, divisive wars all over the world, and debilitating parti-
sanship on matters politic.

One casualty of this turbulence has been public confidence. Trust in our institu-
tions and businesses has taken a beating. Americans are increasingly more skeptical, 
more demanding, and less forgiving. They are also less reticent. Facebook, Twitter, 
Instagram, and other forms of social medial have made it easy for them to tell their 
friends and neighbors about their skepticism and their unhappiness with a growing 
lack of civility.

Without taking specific steps to build and to maintain trust, there most assuredly 
is more trouble ahead for banks and other lenders; for local, state, and national gov-
ernments; for newspapers and television networks; for providers of goods and ser-
vices; for churches of all denominations; and for other businesses and organizations. 
Diminished trust also is impacting America’s farmers, food processors and manu-
facturers, grocery stores, and restaurants, groups I have been privileged to work for 
and to work with.

This book focuses on food for two reasons. The first is because of lessons learned 
working with those groups, whose members include everyone from pig farmers to 
multinational food marketers. The second is because of the importance of food to 
our identity, culture, national security, and to a world whose growing population 
depends on a reliable, affordable, and nutritious source of nourishment. At the same 
time, I am confident the solutions offered here to build and to preserve trust will 
work for any public organization or private company.

The foundation is social license. Every organization, public or private, operates 
with a social license – the privilege of operating with minimal formalized restriction 
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based on maintaining public trust by doing what is right. If the public trusts an 
organization to do what is right, it will not call for restrictions through greater social 
control. However, once that trust is violated and social outrage ensues, the public 
demands more social control through regulation, legislation, or market action.

While social license may be intangible, make no mistake that it counts toward the 
bottom line. Losing social license and incurring more social control impacts more 
than a reputation. It costs dollars … BIG DOLLARS. Unfortunately, the conse-
quences do not impact just the bad actor. They can damage an entire sector, or an 
entire country.

Our goal is to prevent that damage from occurring.
Charlie Arnot

April, 2018
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