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Abstract

In the digital age, the relationship between brands and consumers has become
increasingly complex, multi-layered, and emotionally nuanced. While users are exposed to
branded messages on a daily basis, trust — as the emotional and value-based foundation of
this relationship — is not automatically granted. This thesis explores how brand trust is built
through digital content and which strategies prove most effective in fostering it.

The research employs a mixed-methods approach, combining a quantitative survey of
132 respondents with four in-depth interviews with professionals in branding and
communication. Drawing on contemporary literature, the study outlines the key theoretical
models of brand trust and examines the characteristics of digital communication that
influence it. The findings reveal that consumers respond most positively to content that is
perceived as sincere, visually high-quality, authentic, and personally relevant. Particular
emphasis is placed on user-generated content (UGC), brand consistency across platforms, and
alignment with core brand values.

The research contributes practical recommendations for brands aiming to strengthen
trust through digital channels and addresses a notable gap in local academic discourse around
digital trust formation.

Keywords: Brand trust, digital content, influencer marketing, user-generated content

(UGC), authenticity, sincerity.



