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Abstract: The purpose of the article is to analyze the main mechanisms of
building trust in a brand in conditions of information overload and to develop an
integrated model for overcoming consumer skepticism.

The study is based on theoretical generalization and systematic analysis of the
multi-component structure of trust, which covers cognitive, emotional, behavioral,
as well as additional value, communicative, and social aspects. The analysis method
was used to study the principles of Robert Cialdini’s social confirmation theory,
which is the basis for effective marketing tools. Based on these data, a proprietary
model was developed using the synthesis method, which reflects the relationship
between the components of trust and the tools for its formation.

The results show that in today’s unstable marketing environment, where
consumers are faced with a huge flow of advertising messages every day, traditional
promotion channels are losing their effectiveness. Instead, social confirmation

mechanisms play a decisive role in this process. The study shows that tools such as
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influencer marketing, online reviews, ratings, as well as the psychological effect of
“following the crowd” and storytelling are extremely powerful. They allow brands
not only to overcome information overload, but also to form lasting relationships
with consumers by influencing various aspects of trust. It is emphasized that these
mechanisms are a strategic tool for building long-term loyalty.

The conclusions indicate that the developed integrated model demonstrates
how the harmonious combination of a multi-component trust structure with social
confirmation mechanisms allows brands to build authentic and long-lasting
relationships. The proposed model can serve as a practical tool for developing
effective strategies focused on the quality of interaction with the audience. Further
research may focus on a quantitative analysis of the model’s effectiveness and the
study of the impact of new technologies on the formation of consumer trust.

Keywords: marketing, consumer behavior, social proof, influencer

marketing, reviews, ratings, digital communications, emotional component.

MopaeroBaHHs A10BIipH 10 OpeHay Yepe3 MeXaHi3MH COLiaAJIbHOIO

MiITBePAKeHHsI B yMOBaXx iHGopMaliiiHOI TepeHACHYEeHOCTI

Kocranasan Jlaguk BaueiioBuy,

3acHoBHUK Ta aupekTop (Founder & CEO), Lad6 Agency,
312 West 43 Street, New York, NY, USA, 10036;

03150, m. KuiB, Byn. AHTOHOBHMYA, 74, YKpaiHa,

https://orcid.org/0009-0005-3299-9159

AHoTamisg: MeToro CTaTTi € aHalli3 OCHOBHMX MEXaHi3MiB (OpMyBaHHS
JOBIpU 110 OpeHAy B yMoBax iH(OpMaliiiHOTO NMepeHaCU4YeHHS Ta PO3POOJIEHHS
IHTErpOBAHO1 MOJIEJ1 JIS MOJI0JIaHHS CIIOKUBYOTO CKENTUII3MY.

JlocikeHHs! TPYHTYEThCSI Ha TEOPETUYHOMY y3arajibHEHHI Ta CUCTEMHOMY

aHamizl 0araTOKOMIIOHEHTHOI CTPYKTYpH [OBIpU, SIKa OXOIUTIOE KOTHITHUBHUU,
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E€MOIIMHNM, TMOBEIIHKOBUM, a TAaKOX JOJATKOBI IIHHICHUNA, KOMYHIKQTUBHHU 1
COIllaJIbHUM acTeKTU. 3aCTOCOBAHO METOJ aHAII3y /JIs BABYEHHSI PUHITUIIIB TEOPIi
coIllaJIbHOTO MiATBepKeHHs PobGepra Yammini, 1110 € OCHOBOIO I €(DEKTUBHHUX
MapKETUHTOBUX 1HCTpYMEHTIB. Ha OCHOBI IUX JaHUX 3a JOMOMOIOK METOAY
CUHTE3y OyJ0 po3p00JIEHO BIIACHY MOJIENb, SIKa BIOOpa)kae B3a€MO3B’SI30K MIXK
KOMIIOHEHTaMU JIOBIpY Ta IHCTPYMEHTaMHU ii opMyBaHHSI.

Y  pesynpraTtax 3’sCOBaHO, IO B  CyYaCHOMY  HECTaOLIbHOMY
MapKETUHTOBOMY CEpEJIOBUILI, JE€ CHOKHUBAYl IIOJHS CTUKAIOTHCS 3 BEIUYE3HUM
MMOTOKOM PEKJIAMHUX IOBIJIOMJIEHb, TPAAMIINHI KaHAIU MPOCYBAHHS BTPAYaIOTh
CBOIO e(eKTHBHICTh. HaTOMICTh BUpIIIATBHY POJb Y IBOMY MHPOILIECI BIAITPAOTh
MEXaHi3MU COILIAJIBHOTO MIATBEPKEHHS. JlOCHiKeHHST TMOoKa3ye, W0 Taki
IHCTpYMEHTHU, SIK 1H(IIOEHCEp-MapKETUHT, OHJIAWH-BIATYKH, PEUTHUHTH, a TaKOXK
MICUXOJIOTIYHUN €(EKT «CIIIIyBaHHS 32 HATOBIOM)» 1 CTOPITENIHI € HaA3BUYANHO
NOTY>KHUMU. BOHU 103BOJIAIOTH OpeHJaM HE MPOCTO MOJodaTH 1HQopMarlliiine
nepeBaHTaXeHHs, a i c(hopMyBaTH CTiHKI BIAHOCUHHU 31 CIIOKUBAaYaMU, BILTUBAIOYU
Ha pI3H1 aCMEKTHU JIOBIpU. AKIIEHTOBAHO, 1110 OKPECIICHI MEXaH13MU € CTpaTEeriYHUM
THCTPYMEHTOM ISl TOOY1I0BU JOBIOTPUBAJIO]L JIOSUIBHOCTI.

VY BHCHOBKax 3a3Ha4y€HO, 110 PO3pOOJIEHA ITHTErpOBaHa MOJIENb JEMOHCTPYE,
SIK TapMOHIMHE MO€HAHHS 0araTOKOMIIOHEHTHOI CTPYKTYPH JIOBIPU 3 ME€XaH13MaMU
COLIIAJIBHOTO MIJATBEP/DKEHHS J03BOJIA€ OpeHnaM OynyBaTh aBTEHTHYHI Ta
JIOBrOTPUBAJ1 BIJIHOCUHH. 3aMpONIOHOBAHA MOJIENIb MOXKE CIIYTyBaTH MPAKTUUYHUM
THCTPYMEHTOM ISl pO3pOo0ieHHsI e(PEeKTUBHUX CTpATETii, OPIEHTOBAHUX Ha SIKICTh
B3aemolii 3 ayautopiero. [loganbin AOCHIPKEHHST MOXKYTh OyTH 30CE€peKEeH] Ha
KUIBKICHOMY aHami3l e(QeKTUBHOCTI MOJedl Ta BHBYEHHI BIUIMBY HOBITHIX
TEXHOJIOT1i Ha OpMYBaHHS JIOBIPU CIIOXKUBAYIB.

KirodoBi ciaoBa: MapkeTHUHI, TOBEJIHKA CHOXXHUBAYiB, COIliaJbHE
MIITBEP/KEHHS,  1H(IIOEHCEep-MapKeTUHT,  BIATYKH, PpPEUTUHTH, [UPPOBI

KOMYHIKaIlii, EeMOLIIITHUI KOMIIOHEHT.
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Introduction. In the context of information overload and the crisis of trust
observed in today's digital environment, traditional methods of building brand trust
based on direct advertising and controlled messages are losing their effectiveness.
Consumers who are exposed to a huge amount of advertising material every day are
becoming less sensitive to it, developing so-called “skepticism”. This situation poses
a significant challenge for marketers. The need to build and maintain audience trust
in an environment of declining attention spans and low brand trust requires the use
of innovative communication strategies. In view of this, the research and
implementation of alternative mechanisms aimed at overcoming information
overload and forming sustainable relationships with consumers is becoming
particularly relevant.

Literature review. In contemporary scientific discourse, building brand trust
is seen as a critical marketing task, especially in conditions of information overload.
Scientific research in this area focuses on studying the nature of trust and developing
effective mechanisms for its formation that can minimize the manifestations of
heightened consumer skepticism. In particular, Y. Salo, K. Tarasova, and G. Novak
[1] emphasize the dynamic nature of brand trust, which is constantly being
reevaluated by consumers. V. Stamat and A. Sych [2] emphasize the dependence of
brand trust on the company's image, its recognition, and consumer loyalty.

Scientists N. Shmygol, V. Birsky, A. Antoniuk [3] note that trust is formed
not by words, but through consistent and transparent actions of the brand, as well as
its compliance with consumer expectations. In order to comprehensively understand
this phenomenon, researchers identify its multi-component structure, which
encompasses cognitive, emotional, and behavioral aspects. The cognitive
component through the prism of rational assessment and individual "cognitive
schemas" is considered by V. Krykun [4]. N. Gorbali and O. Revutska [5] emphasize
the emotional component, which is formed through storytelling and sensory

influence.
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The peculiarities of the formation of the behavioral component under the
influence of the marketing environment are studied by V. Shevchenko [6].
Additional components of trust, in particular communicative (transparency and
openness) and value-based (compliance with social and environmental initiatives),
are considered by N. Butko [7] and A. Brovchenko et al. [§].

The theory of social confirmation formulated by R. Cialdini is analyzed by S.
Roy, who notes that it is a powerful tool for overcoming information overload, as
people tend to imitate the behavior of others [9]. According to a study by Y.
Rybalchenko, this method enables brands to adapt to the modern communication
environment by overcoming consumer skepticism about traditional advertising
through the use of authentic communication via influencers [10].

Reviews and ratings are one of the most important mechanisms of social
confirmation. Researchers S. Favaron, G. Di Stefano, and R. Durand emphasize that
high ratings and positive reviews serve as a powerful signal of reliability, while their
absence can be an important factor in deciding not to buy [11]. The power of reviews
and ratings as tools for social confirmation is emphasized by Ja. Linder [12].

The psychological effect of "following the crowd" is studied by S. Asad, who
emphasizes that it manifests itself in people's tendency to imitate the behavior of the
majority, based on the assumption that the actions of a large group are correct and
justified.

The use of storytelling and case studies to create a deep emotional connection
between the brand and the consumer is analyzed by W. Zhang et al. [14].

An analysis of practical data, in particular a 2025 study by Infegy [15], shows
that the assessment of trust in modern brands (PayPal, Netflix, Amazon) goes
beyond traditional criteria. It includes an analysis of the emotional tone of
comments, the volume of discussions, and attitudes toward social issues. This
confirms the thesis that brand recognition is a kind of buffer during crises, but that
building lasting trust requires a constant active presence of the brand and its

alignment with broader value orientations.
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Identification of previously unresolved parts of the overall problem.
Despite a significant number of publications, certain aspects of the practical
application and evaluation of the effectiveness of these mechanisms remain
insufficiently covered. In particular, the role of information flow has been limitedly
researched, as it has not been conclusively established how its intensity affects the
effectiveness of social confirmation mechanisms such as reviews and ratings. In
addition, there is no clear differentiation between the influence of sources of social
confirmation: it is still unclear how different participants, including experts,
influencers, and ordinary consumers, shape the level of trust in a brand.

The contribution of this work to solving these problems lies in analyzing the
impact of information overload on consumer perception, identifying the main
mechanisms of social confirmation and their impact on the components of trust, and
constructing a conceptual model of the relationship between these factors.

Problem statement. The aim of the study is to develop and empirically
substantiate a conceptual model of brand trust formation through social confirmation
mechanisms in conditions of information overload.

To achieve this goal, the following tasks were set:

1)  to systematize the theoretical foundations of the concepts of “brand
trust” and ““social confirmation”, as well as to investigate the impact of information
overload on consumer perception of marketing communications;

2)  to identify the main mechanisms of social confirmation (reviews,
ratings, number of users) and differentiate their influence on the formation of
cognitive, emotional, and behavioral components of trust;

3)  build a model of brand trust that reflects the relationship between its
multi-component structure and the main mechanisms of social confirmation in
conditions of information overload.

Results. Building brand trust is one of the main tasks of marketing, especially
in today's information overload environment, where consumers are exposed to a

large number of advertising messages every day. This situation leads to a decrease
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in the effectiveness of traditional marketing channels and an increase in consumer
skepticism. In this regard, social confirmation mechanisms are becoming not just a
tool, but a critically important factor in the decision-making process.

Domestic researchers rightly emphasize that brand trust in a differentiated
communication environment is a dynamic mechanism that is constantly reevaluated
by consumers in unstable information conditions. The task of a brand is not only to
“be heard”, but also to become understandable and relevant to the audience.
Effective brand management practices are based on consistency, emotional
openness, transparency, and authentic communication, and trust is formed not by
words but by the specific actions of the brand. On an emotional level, it manifests
itself as a sense of security and is more stable than rational engagement [1].

At the same time, trust in a brand directly depends on the company's image,
brand recognition, and consumer loyalty [2, p. 192]. It is formed when consumer
expectations regarding products are met, which, accordingly, stimulates growth in
demand for the goods of a company that has successfully established itself in the
market [3, p. 45].

However, to fully understand the nature of brand trust, it is necessary to
consider it as a multi-component structure consisting of cognitive, emotional, and
behavioral aspects. The cognitive component is based on a rational assessment of
the brand's reliability, competence, and honesty. The emotional component reflects
personal feelings, sympathy, and a sense of security in interaction with the brand.
This component is especially important in an information overload environment, as
emotional attachment can outweigh rational arguments. The behavioral component
is a consequence of the first two and manifests itself in consumer actions:
willingness to make repeat purchases, loyalty, and recommendations of the brand to
others. Successful trust building requires a harmonious combination of all three
components.

The cognitive component of trust is based on rational perception and analysis

of information. It is a person's ability to learn, which includes memory, attention,
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and decision-making. The perception of new information about a brand depends on
the past experience and value system of the consumer, who uses their own “cognitive
schemas” to filter it [4, p. 37]. Thus, cognitive trust is formed on the basis of a
rational assessment, which, however, is subjective and depends on individual beliefs
and preferences.

Unlike the rational cognitive component, the emotional component of trust is
based on the feelings evoked by the brand. Modern marketing, especially emotional
marketing, goes beyond rational arguments about a product, appealing to consumers'
emotions, values, and experiences, which helps strengthen brand identity. Emotional
trust is formed using tools such as storytelling, sensory influences (colors, sounds),
and social responsibility, increasing audience engagement and creating a strong
connection. Research confirms that emotional marketing plays an important role in
forming long-term relationships between a brand and its audience [5, p. 159].

Finally, the behavioral component of trust is the result of cognitive and
emotional processes and is reflected in specific consumer actions. This component
is related to consumer behavior, which is shaped by the marketing environment and
manifests itself in loyalty, willingness to repurchase, and positive recommendations
[6].

Along with the main components (cognitive, emotional, and behavioral), there
are additional aspects of brand trust that are becoming increasingly important. These
include the value component, which is based on the common values of the consumer
and the brand. In today's world, where social and environmental responsibility are
becoming increasingly important, consumers are increasingly favouring brands that
demonstrate transparent policies and support socially significant initiatives.

In addition, it is worth highlighting the communicative component, which
reflects the transparency and honesty of brand communications [7, p. 206]. Trust is
formed through open dialogue, the reliable provision of product information, and the

brand's ability to acknowledge and correct its mistakes.
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At the same time, the social component is also important, as it shows how
much the brand complies with social norms and values, as well as its contribution to
the development of society. This component relates to corporate social responsibility

and ethical production [8]. All of these additional components help brands build

stronger, longer-lasting relationships with their audience.

In summary, it can be said that brand trust is a multifaceted phenomenon that

goes beyond simple commercial relationships. An analysis of the structure of trust

allows us to identify not only the main components (cognitive, emotional, and

behavioral), but also additional aspects—value, communication, and social. The

main components of brand trust are presented in Table 1.

Table 1
Components of brand trust
Component Basis Method of formation Examples
Cognitive Rational Based on reliable information about = Reviews, ratings,
assessment, the reliability, competence, and technical
facts honesty of the brand specifications,
quality certificates
Emotional Feelings and Through positive associations, Emotional
emotions personal experience, storytelling, marketing, support

emotional resonance and shared

values
Behavioral Specific As aresult of cognitive and
consumer emotional trust, manifested in
actions loyalty and willingness to act
Value Shared values  Based on the alignment of the

brand's ethical, social, and
environmental values with

consumer values
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Communicativ = Transparency = Through open dialogue, reliable Responding to
e and honesty information, acknowledgment and ~ comments on social
correction of mistakes media, honest
product
descriptions
Social Compliance Based on the brand's contribution to = Charitable projects,
with social society, its ethical stance, and support for social
norms support for universal values movements, ethical
policies

Source: author's own development

Understanding the structure of trust is particularly important in today's
information-saturated environment, which is one of the main challenges for
marketing. In this context, Robert Cialdini's social confirmation theory is of key
importance, according to which people tend to trust and imitate the actions of others,
perceiving them as correct [9, p. 239]. This cognitive tendency is an effective
mechanism for overcoming information overload, avoiding “advertising blindness”,
and building trust in a brand based on the experience of others.

This principle is the basis for one of the most effective tools of social
confirmation — influencer marketing. This approach allows small businesses to adapt
to new realities, avoiding mistrust of traditional advertising thanks to authentic
communication from influencers. It is strategically important to choose the right
influencer, taking into account audience parameters and engagement levels, which
helps build trust and long-term relationships with customers by focusing on the
quality of communication rather than its quantity [10].

In addition to influencer marketing, one of the important mechanisms of social
confirmation is the use of reviews and ratings. In today's digital environment,
consumers are increasingly guided by collective opinion, expressed in the form of

positive reviews or high ratings on online platforms [11, p. 10]. This phenomenon is
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based on the psychological principle that people perceive the behavior of others as
correct and safe, especially when they have no personal experience with the product.

A high rating (e.g., 4.5 or 5 stars) serves as a powerful visual signal of
reliability and quality, significantly reducing risk in the consumer's mind. Reviews
provide more detailed information that reinforces the rational component of trust.
Successful brands actively encourage customers to leave reviews, understanding that
such "voices" are more convincing than direct advertising.

The effectiveness of reviews as a mechanism of social confirmation has been
confirmed by numerous studies. According to foreign researchers, 85% of
consumers trust online reviews as much as personal recommendations, making them
one of the most influential factors in the decision-making process. In addition, 40%
of consumers refuse to make a purchase if there are no reviews on the website, which
turns them from an additional tool into a critical condition for successful sales. Trust
is formed not only by the presence of reviews, but also by their quality: user-
generated content 1s 2.4 times more likely to be perceived as authentic, and details
and visual materials significantly increase its credibility. Interaction also plays an
important role: 91% of consumers are more likely to trust brands that respond to
reviews, emphasizing the importance of transparent communication [12].

Along with personalized influence, there is another, equally powerful
mechanism of social confirmation: the psychological effect of "following the
crowd." It manifests itself in the fact that people tend to imitate the behavior of the
majority, assuming that the actions of a large number of people are correct and
justified. This effect is particularly noticeable in the digital environment [13, p. 18].
A large number of followers on social media, high app download rates, or activity
in communities create the impression of a successful and sought-after brand.
Consumers who observe such collective choices feel less uncertainty and more
motivation to join, perceiving the trust of a large audience as strong evidence of

reliability.
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Studying the nature of brand trust requires a more detailed approach that
involves the use of case studies, success stories, and recommendations. This
mechanism relies on the power of storytelling, which, as research shows, forms a
deep emotional connection between the brand and the consumer. Unlike rational
arguments, real success stories allow potential consumers to imagine themselves in
these situations, which helps overcome skepticism and form emotional attachment
[14, pp. 292-293]. Thus, case studies are a powerful tool that not only informs but
also helps build lasting trust through emotional empathy.

For a deeper analysis of the practical impact of these mechanisms, let us turn
to the annual study by Infegy, which evaluates online conversations to identify the
brands with the highest level of trust. In 2025, the ranking included such giants as
PayPal, Netflix, and Amazon. The main criteria for this ranking were not only sales
volumes, but also the “Trust Score” — an assessment based on the ratio of positive
to negative reviews, the emotional tone of comments, and the total volume of
discussions on social media [15]. This approach confirms that modern trust is not
formed in offices, but in real time through consumer communication. The rating of
the most trusted brands of 2025 is presented in Table 2.

Table 2

Rating of the most trusted brands in 2025

Brand Trust Score Positive Sentiment Negative
Sentiment
1 PayPal 1,757,631 0.796 0.2031
2 Netflix 1,274,379 0.7078 0.292
3 Amazon 1,096,015 0.7051 0.2949
4 Nintendo 1,057,071 0.7812 0.218
5 Sony 917,999 0.7572 0.2428
6 Microsoft 873,166 0.5848 0.4152
7 Samsung 735,905 0.6521 0.3479
8 Honda 732,311 0.7519 0.2481
9 BMW 731.476 0.7809 0.2191
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10 Intel 596,600 0.6876 0.3124

Source: compiled by the author based on analysis [13]

As we can see, in 2025, PayPal regained its top spot as the world's most trusted
brand with a trust rating of over 1.7 million, confirming its reputation for security
and reliability. At the same time, overall trust scores declined compared to 2024.
Even giants such as Amazon and Nintendo experienced a noticeable decline, which
was associated with a decrease in the volume of publications — the main factor in
trust calculations. This fact proves that a constant active presence in the media space
is critically important. The brands analyzed demonstrated high resilience during
crises, with Microsoft quickly recovering from significant system disruptions and
Amazon overcoming negative reactions to its return-to-work policy. This confirms
that strong brand recognition acts as a buffer against short-term challenges.

Therefore, based on the conducted research and taking into account the multi-
component structure of trust, we can propose a model for building brand trust that
integrates the main components of trust with social confirmation mechanisms. The
developed model demonstrates that the presented mechanisms are in fact
interdependent and influence the formation of trust at different levels (Fig. 1).

In general, the study and the schematic model outlined above identify two
levels of components that form brand trust. First, there are three main components
of trust: cognitive, based on a rational assessment of the brand and its products and
reinforced by reviews and ratings; emotional, which is formed through personalized
connections with consumers created through influencer marketing and storytelling;
and behavioral, which is the result of the interaction of cognitive and emotional
components and manifests itself in the consumer's readiness to take specific actions,

reinforced by the “herd effect”.
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BRAND TRUST

Fig. 1. Brand trust model

Source: author's own development

In addition to the main components, the model also covers additional, but no
less important components of trust: value-based, which is based on consistency with
the consumer's personal values; communicative, which involves open dialogue and
transparency of interaction; and social, which reflects the brand's responsibility and
contribution to the development of society.

The elements of the model represent the core components of trust, while the

mechanisms of their formation function as tools of social validation. The stages of
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implementation involve the step-by-step introduction of these mechanisms,
beginning with the development of rational evaluation at the initial stage and
culminating in the stimulation of behavioral response at the final stage. The
anticipated outcome of applying this model is an increase in brand trust, which
fosters greater consumer loyalty, higher sales, and the establishment of long-term
audience relationships. This approach enables the brand to overcome consumer
skepticism in an environment of information overload by ensuring the authenticity
and transparency of its communications.

Thus, a high-quality brand trust model is complex and requires a harmonious
combination of all these components. It emphasizes that an effective trust-building
strategy i1s based not only on product quality but also on the brand's ability to be
understandable, relevant, and transparent in its communication with its audience.

Conclusions. The study analyzed the key mechanisms of brand trust
formation under conditions of information overload. The findings showed that brand
trust is a complex system that integrates cognitive, emotional, and behavioral
dimensions, along with additional components such as value, communication, and
social factors. It was established that in the modern information environment,
traditional advertising is losing effectiveness, while mechanisms of social validation,
particularly influencer marketing, reviews, and ratings, are becoming crucial in
overcoming consumer skepticism. The analysis demonstrated that these mechanisms
shape various dimensions of trust, enabling brands to build authentic and enduring
relationships with their audiences. Based on the analysis, an integrated model of
brand trust is proposed, illustrating the relationship between its core and additional
components and the mechanisms of their formation. The model emphasizes that
reviews and ratings, influencer marketing, and storytelling are key tools that foster
the development of cognitive, emotional, behavioral, value-based, and social
dimensions of trust. Prospects for further research include the quantitative
assessment of the proposed model in different industries and the examination of the

influence of individual mechanisms of social validation on trust levels. Another
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promising direction is the study of the role of new technologies, particularly virtual
and augmented reality, in shaping consumer trust, which may contribute to the
development of practical recommendations for brands in the context of information
overload.
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