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Abstract:
The increased usage of social media for communicating 
with brands has made the credibility of content even more 
important in influencing purchasing behavior among 
consumers. The perceived authenticity, authority, and 
transparency of branded content on social media platforms 
identify consumer purchasing behavior. Focusing on 
familiar brands such as Nike and Adidas, the present 
study pursues research relevant to credibility in terms of 
establishing consumer trust and amendment of purchase 
intentions. These will be achieved through a mixed-method 
approach, where both quantitative and qualitative methods 
will be employed. The questionnaire to be administered 
to 500 respondents will measure perceptions of the 
content’s credibility and their subsequent derived impact 
on purchasing behavior. Additionally, there will be an 
experimental method of real-time social media engagement 
to assess immediate consumer reactions to brand 
messaging in a controlled environment. It is expected that 
the results will show a strong positive relationship between 
the credibility of content and consumer trust, and therefore, 
transparency and authenticity are expected to have the 
most influence. This supports the findings that clear and 
honest communications are what brands should focus on 
to advance the credibility of content and drive purchasing 
decisions. It therefore follows that the findings of this 
research provide useful information on how credibility 
in brand content can be leveraged efficaciously in the 
enhancement of consumer trust and improved marketing 
outcomes on social media platforms.
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1. Introduction
The aim of the present study is to investigate how trust-
worthiness in brand content on social media platforms 
affects consumer purchase decisions, based on the in-
tegration of online media and marketing and changes 
in consumer habits that rapid digital development has 
accelerated [1,2]. The overview does illustrate what the 
study is, which may raise enormous interest from enter-
prises for a better development of marketing strategies to 
strengthen relationships with consumers and solve issues 
of miscommunication or lack of transparency in digital 
communications. The idea of this paper is to research the 
intersection of network media and marketing, which can 
help not only to understand the existing condition of the 
digital communication ecology but also guide enterprises 
in their marketing strategies.
Through consumer behavioral change analysis, research-
ers can provide unique communication paths and market-
ing strategies for setting brands in a highly competitive 
market [3]. Furthermore, pen communication and jour-
nalism studies to combine the two; we could conduct in-
depth discussions over such issues as the credibility of 
digital communication information, dissemination of 
false information, and audience composition, bringing 
up new perspectives to provide solutions for the media 
industry [4]. While social media has turned out to be a 
major channel for brand communications, the impacts of 
branded content’s trustworthiness on consumers’ purchase 
decisions remain under-explored. Previous studies have 
been limited to either the communication effect of brand 
content or audience engagement without consideration of 
how this key factor of content credibility would impact 
purchase decisions. Moreover, in this digital era, the prob-
lem of false information and advertisement transparency 
is serious; therefore, an in-depth study of the credibility of 
social media content in branding cannot only help a brand 
to have a more stable consumer relationship but also pro-
vide a good research perspective for the communication 
and journalism field [5].
The analysis basically rests on the role that credibility of 
content in terms of authenticity, authority, and transpar-
ency plays in brand communication on social media. The 
literature analysis method was applied for finding the rel-
evant information and literature, and then reading it. The 
first advantage of this method is effectiveness for analysis 
of theoretical bases of content credibility and its impacts 
on consumer behavior, which were very conducive for 
research. The ultimate goal of this study will be to find 
out the relation between the trustworthiness of branded 
content and the purchasing decision made by a consumer, 
as well as to single out effective communication mecha-

nisms that can be used by every brand in order to promote 
trust [6]. To achieve this, a mixture of methods, including 
questionnaires and experimental methods, will be used.
The study also gathered users’ perceptions in the authen-
ticity, authority, and transparency of brand information, 
tested their purchase intention, and administered the ques-
tionnaires in required users of different social network 
platforms to test different perceptions of users of different 
platforms about brand credibility.
With the integration of media and marketing online, and 
rapid digitization, the pace of change in consumer habits 
has accelerated, so it is relevant that the present paper dis-
cusses the effect of credibility of brand content on social 
media platforms with respect to influencing consumers’ 
buying behavior [7].

2. Method
This research is based on the analysis of the role of con-
tent trustworthiness, including authenticity, authority, and 
transparency in brand communication on social media 
platforms. The quantitative approach in the form of a 
questionnaire survey will be employed in this research 
in order to provide further support for the analysis. This 
questionnaire design would be such that it could measure 
the perceived credibility of the brand content regarding 
authenticity, authority, and transparency. It will be distrib-
uted online to a sample of consumers who actively engage 
with branded content on social media. The sample will 
be demographically diverse. Answers will be systemati-
cally collected after distribution, and subsequent analysis 
will be performed along with testing some predefined 
assumptions with regard to the believability of content 
and purchasing decisions. In this context, the research will 
try to establish the effect of trust in branded content on 
consumer purchasing decisions and effective communica-
tion mechanisms for brands to instill trust. In this regard, 
a multi-method approach is intended—that is, question-
naires and experimental methods—shall bring the overall 
objective into perspective.
In designing the questionnaire, clear logics and reasonable 
design of questions can ensure that the data collected by 
the research is in line with the research objective and pos-
sesses analytical value.
The core question addressed in the research is “how the 
credibility of branded content on social media platforms 
influences the purchasing decisions of consumers.” This 
research explores whether the perception that consumers 
have towards branded content would allow or enhance 
their willingness to buy as a result of the effects of authen-
ticity, authority, and transparency. Hence, the primary task 
of questionnaire design is to quantify the degree perceived 
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by those three factors through subjective evaluation by 
consumers and analyze the correlation with purchase in-
tention.
Second, the knowledge of basic demographic character-
istics of respondents will be helpful for subsequent data 
grouping and analysis. For example, the frequency of 
using social media influences age-level variables that in-
fluence differences in the credibility evaluation of content 
and purchase behaviors. These can also serve as controlled 
variables for subsequent quantitative analysis to examine 
whether there is a difference in perceived trustworthiness 
between different groups.
According to the core hypothesis of this research, the 
credibility of the content would affect the purchasing 
decision in three dimensions: information authenticity, 
authority, and transparency. So, when designing the ques-
tions, rely on the above three elements to separately mea-
sure these factors from the consumer’s perception. Score 
on a 1-5 scale, subjective evaluation quantification helps 
subsequent statistical analysis.

2.1 Problem Design
First, authenticity determines whether consumers will 
consider brand content honest and reliable, forming the 
bedrock of credibility. Authority is a big one, in which the 
brand is perceived as an authority in relevant fields, di-
rectly showing the influence on consumer trust. The third 
important factor is transparency, which makes content 
transparent to show a brand open to the world to show 
its information and build consumer confidence. This re-
search, therefore, will directly measure the willingness 
to buy of consumers after viewing branded content as a 
means to investigate the relationship between trustwor-
thiness of content and purchase decisions. Yes/No multi-
ple-choice questions and expectations about the time of 
purchase will clearly indicate whether a consumer has 
purchase motivation and will specify the urgency of his 
or her purchase behavior. Purchase intention is the most 
direct measure that will show whether trustworthiness 
correlates positively with a purchase decision, while pur-
chase time expectations further refine purchase intentions 
to see whether high-trust content accelerates purchasing 
behavior. Indirectly, it may be indicated by the frequency 
of engagement with branded content on social media. The 
frequency of interaction is directly related to the degree of 
trust consumers develop in branded content, thereby influ-
encing purchasing behavior. The problem design involves 
assessing the frequency of exposure to branded content.
This frequency can then be quantified to examine the re-
lationship between engagement behaviors and purchase 
intent with the credibility of content. It could thus be as-

sumed that the results of the questionnaire will prove the 
hypothesized relationship to be right: the one in which the 
credibility of the brand’s content is positively related to 
purchase decisions. More specifically, the expectation is 
that those consumers who perceive the brand’s content as 
highly authentic, authoritative, and transparent will show 
increased buying intentions in the short term, say within a 
week.
It will be able to confirm whether different groups, such as 
high-frequency social network users and younger groups, 
are more sensitive to the credibility of branded content by 
analyzing the purchase intention of diverse groups. Given 
this perspective, the results will serve useful for brands in 
terms of having better targeting in developing marketing 
strategies on social media. For instance, it is expected that 
those that have the highest level of interaction—that is, 
the more frequent commenters, likers, and sharers—would 
also possess a higher level of trust in branded content and 
an increased motivation to buy.
In total, 300 valid questionnaires were collected in this 
study and then distributed to different social platforms 
by an online questionnaire tool. By designing the ques-
tionnaire and analyzing the data, this study will be able to 
confirm that information authenticity and authority are the 
most important dimensions of the trustworthiness of the 
content which have significant impacts on the purchasing 
decisions made by each consumer. Data reveal that brand-
ed content of higher trust level can effectively increase the 
purchase intention of consumers.

3. Discussion
From this design and analytics reasoning, the research can 
form a conclusion compatible with the expectation of the 
research and thus support effectively the working hypoth-
esis of this paper.
These results bring to the fore some interesting insights 
about consumer behavior and how effective the digital 
means of communication are in stating the trustworthiness 
of branded content across social media platforms with 
regards to consumer purchasing decisions. The data from 
this questionnaire yield certain important trends that help 
in the understanding of how the authenticity, authority, 
and transparency of brand content affect consumers in 
building trust to make purchase decisions.
Analysis of the responses to the survey shows that the fac-
tor of influence in the need to buy is first and foremost the 
perceived authenticity of the content. When consumers 
perceive the content of a brand as honest, free from mis-
leading claims, the intention to buy might be shown at an 
increasingly higher rate. Authenticity is the base for trust, 
and trust is that factor that motivates consumer behavior 
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essentially. In fact, many of the respondents mentioned 
that they feel a lot more confident when purchasing, pro-
vided the brand gives factual information such as correct 
product description, third-party certification, and realistic 
claims. This shows how crucial transparency and ver-
ifiable information are in the communication of brand 
messages. We have also noticed that authentic recommen-
dations and user-generated content play a great role in 
creating an authenticity experience among consumers, and 
they are more likely to interact and purchase from a brand.
A second relevant question relates to the role of authori-
ty in branded content. In this context, authority involves 
the use of endorsements by experts in the industry, cited 
research, and awards that give credence to claims made 
by brands. The results showed that brands using authorita-
tive sources within their content are perceived to be more 
credible by consumers, with an increased likelihood to 
purchase products from these brands. Respondents said 
that, more often than not, an endorsement by an expert 
or mentions of working with a well-recognized industry 
name increases their perceived value of the product. This 
means the addition of expert opinion and authoritative 
voices on social media holds massive potential to boost 
brand credibility. Brands that work with well-renowned 
designers or those recognized by popular figures show 
positive responses to higher purchase intentions. How-
ever, it is important to establish that endorsements need 
to align with brand values, or they might backfire and be 
perceived as inauthentic.
The third dimension of review credibility is transparen-
cy. In this respect, research denotes that transparency, 
where promotional content clearly differs from consumer 
reviews, plays a key role in shaping consumer trust. Now-
adays, consumers are very suspicious of hidden advertis-
ing, with many respondents focusing on distinguishing be-
tween sponsored content and real user feedback. Results 
showed that clarity in sponsored content disclosure, or 
when a brand has paid for a promotion from an influenc-
er, makes such brands more appealing. This transparency 
builds trust and adds more weight to the authenticity of 
what is shared. For example, clear disclosure of a partner-
ship with a brand was more likely to make participants 
trust the influencers, rather than subtle product integration 
into content without disclosure.
In addition, from the analysis of the survey results, it 
has been identified that the convergence of those three 
elements mentioned above—authenticity, authority, and 
transparency—constitutes a big determinant in the con-
sumer’s choice. The sentiments running through most 
of the responses in the survey are that no single factor is 
sufficient to build complete consumer trust; rather, the 
combination of authenticity, authority, and transparency 

has had the greatest effect. It gives consumers a guarantee 
when the content appears to be authentic, endorsed by ex-
perts, and transparent. An interaction of these three dimen-
sions of trustworthiness creates an overall trust framework 
that eventually guides them in making purchase decisions.
Another key finding of this survey is personalized content. 
Many respondents have expressed their wish to see infor-
mation prepared according to their particular needs and 
interests [8]. Personalization of content, either to address 
very niche consumer pain points or to provide solutions to 
a specific need, is seen as more credible and trustworthy. 
Brands that use data-driven insights to customize their 
messaging usually score higher ratings on the metrics of 
trustworthiness, thereby having a positive influence on 
purchase intentions. This showcases the importance of le-
veraging big data to understand consumer preferences and 
create personalized, trusted content that resonates well 
with your target audience.
Of course, a number of potential difficulties in gaining 
credibility were revealed in the survey. Above all, the pro-
liferation of misinformation and deceitful advertising via 
social media has made many consumers more suspicious 
[9]. The majority of respondents maintained that because 
of misleading advertising on various social media plat-
forms, they often view branded content with suspicion. 
This suspicion factor presents a challenge for brands: they 
must pursue consistent, honest, and transparent communi-
cations strategies if they are going to defray the negative 
impacts brought about by misinformation [10].

4. Conclusion
Ultimately, the research results of this study reveal that 
the credibility of brand content on social media signifi-
cantly impacts consumers’ purchasing decisions, with 
authenticity, authority, and transparency being key ele-
ments in building consumer trust. These findings further 
conclude that the integration of these three components is 
essential for creating a strong consumer-brand relation-
ship, leading to higher purchase intentions. This study 
provides valuable insights for brands to refine their social 
media marketing strategies and enhance the credibility of 
their content, which primarily affects consumer trust and 
purchasing behavior. Future research should focus more 
on exploring innovative ways to counter misinformation 
and enhance the transparency of brand communication, 
ensuring brands can maintain consumer trust in the rapid-
ly evolving digital landscape.

References
[1] Lin J., Zhou Z., & Leckie C. Green brand communication, 

4



Dean&Francis

1261

Junyan Luo

brand prominence and self–brand connection, 2020.
[2] Junaidi A., Hendrayati S., Nindhita Y., & Sari O. Hardiyanti 
R. Analysis of brand communication and brand image impact on 
brand loyalty with brand trust as intervening variables, 2020.
[3] Chen Y., Fay S., & Wang Q. The role of marketing in 
social media: How online consumer reviews evolve. Journal of 
Interactive Marketing, 2011, 25(2), 85–94.
[4] Vinerean S., Cetina I., Dumitrescu L., & Tichindelean M. 
The effects of social media marketing on online consumer 
behavior, 2013.
[5] Cooper R.B., & Zmud R.W. Information technology 
implementation research: A technological diffusion approach, 
2021.
[6] Metzger M.J., & Flanagin A.J. Credibility and trust of 

information in online environments: The use of cognitive 
heuristics, 2013.
[7] Spohr D. Fake news and ideological polarization: Filter 
bubbles and selective exposure on social media, 2017.
[8] Tucker J., Guess A., Barbera P., Vaccari C., Siegel A., 
Sanovich S., Stukal D., & Nyhan B. Social media, political 
polarization, and political disinformation: A review of the 
scientific literature, 2018.
[9] Carfora V., Cavallo C., Caso D., Del Giudice T., De Devitiis 
B., Viscecchia R., Nardone G., & Cicia G. Explaining consumer 
purchase behavior for organic milk: Including trust and green 
self-identity within the theory of planned behavior, 2019.
[10] Beverland M. Brand management (2nd ed.). SAGE, 2021.

5




