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Folgate Advisors is a strategic consulting firm that aims to "move 

communication forward" by providing consulting, coaching, and 

contracting services to senior leaders in communications across 

agencies, companies, brands, NGOs, and governments worldwide. 



Can we still trust what we see?



*Source: Newsguard

of chatbot answers 

on current events 

are wrong*



*Source: Newsguard

of fraud attempts are 

now based on AI, 

with an estimated 

success rate of 29%.



The volume of deepfakes is 

projected to surge from 500,000 in 

2023 to 8 million by the end of 

2025, dramatically increasing the 

risks of psychological manipulation, 

political destabilization, and 

economic fraud.

* Source: Signicat



When everything can be 

fake, even the truth looks 

suspicious.



…is our currency. 







As communication professionals, 

we are not just observers of these 

transformations. We are directly 

exposed to them, accountable for 

them, and in some cases, victims 

of them.



Because in a world of synthetic 

content, we become the last line of 

truth. Trust is not a by-product of 

communication for PR strategists. 

Trust is the mission.
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PARADOX
People want authenticity. 

Organizations deliver performance. They continue producing 

communication that is controlled, polished, risk-averse, and often 

emotionally empty.



People want authenticity. Organizations deliver performance.

Perfection is the antithesis of authenticity.

DO 

EXPERIENCE SAY 

Trust emerges when words, 

actions, and experience align.



Credibility has ingredients, and 

PR professionals must bring 

them to life.

CONSISTENCY

COURAGE
HUMAN TONE
TRANSPARENCY



Communicators must evolve 

from message managers to 

meaning architects, shaping 

how organizations show up with 

ethics, emotion, and coherence.

• Messages are copied, remixed, or faked.

• Media channels are polluted.

• Audiences distrust official statements.

• Crises evolve at machine speed.



Trust does not happen by 

chance, it must be engineered. 



Authenticity is a deeply human capacity. 

Machines do not feel, doubt, hesitate, or care.



What audiences seek isn’t flawless 

messaging, it’s genuine human presence.



Finally, and crucially: educating 

audiences is essential! 





Christophe@Ginisty.com
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