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The New Architecture of “Intelligent Trust"

Digital Media Technology has profoundly impacted what we
do every day. "Media" is now transmitted and reformatted,
adjusted and recirculated, shaped, spun and re-spun.
Media's longstanding and reliable structures of trust,
standards, liability and quality control [NB: "Rights & Duties")
have dissolved. TrustScape maps those building the new
"soft infrastructure” of trust. TrustScape 1.0 includes 150+
entities central to re-building the new trust systems of a 21st
century ad media landscape.

Special thanks to the Institute for Advertising Ethics,
Microsoft Corp., Baroness O'Neill, Kaleidos, Stephen M.R.
Covey, Jim Price, Andrea Bonime-Blanc, Joe Mandese,
Google LLC, Ted McConnell, BlackRock, Keystone Strategies,
East Wind Advisors, and Stanford University. All errors are
mine, all improvements are welcome - Andrew Susman.

COMMERCIAL MARKETPLACE

andrewf@newvalueassociates.com | (212) 209-3999
Copyright New Value Associates, LLC. All rights reserved





