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ABSTRACT 

In the digital era, the dynamics of brand-consumer relationships have evolved 
significantly, with brand experience emerging as a vital factor in developing brand 
trust. This review paper aims to explore the interplay between brand experience and 
brand trust, particularly in the context of digital platforms. The paper begins with an 
introduction to the topic, followed by a detailed background and the importance of the 
study. The theoretical framework section discusses key theories and models relevant 
to brand experience and trust. The methodology outlines the search strategy, inclusion 
and exclusion criteria, and data sources. The literature review presents a thematic 
analysis of existing studies, highlighting key findings and gaps. The critical analysis 
and discussion section compares studies, identifies trends and contradictions, and 
discusses the strengths and limitations of existing research. The paper concludes with 
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future research directions, a summary of findings, and implications for theory and 
practice. 

Keywords: Brand Experience, Brand Trust, Digital Era, Consumer-Brand 
Relationships. 

INTRODUCTION 

In today's digital landscape, brands have evolved beyond being mere representations 
of quality or value; they have transformed into dynamic experiences that consumers 
interact with across various touchpoints. The traditional notion of branding, which 
primarily focused on product attributes and differentiation, has expanded to 
encompass emotional and sensory experiences that shape consumer perceptions. 
This shift has given rise to the concept of brand experience, which highlights the 
significance of engaging consumers in meaningful and memorable ways. As 
businesses strive to create deeper connections with their audience, brand experience 
has emerged as a key factor in influencing consumer behaviour and driving brand 
success.  

The way companies plan interactions with customers across a variety of digital and 
physical platforms shows how much they care about brand experience. Brakus, 
Schmitt, and Zarantonello's (2009) research shows how important brand experience 
is for changing how people feel about a product and keeping them interested over 
time. A superior brand experience enhances client satisfaction and fortifies emotional 
connections, hence increasing the likelihood of brand trust and loyalty [15}. 

At the same time, brand trust remains a fundamental pillar of consumer-brand 
relationships. Trust plays a crucial role in determining whether consumers continue to 
engage with a brand, make repeat purchases, and advocate for it. According to 
Chaudhuri and Holbrook (2001), Brand trust is a fundamental accelerator for customer 
loyalty and sustained commitment, since it guarantees customers of a brand's 
dependability, integrity, and consistent capacity to fulfil their expectations[22]  . 

However, the rise of digital platforms has introduced new challenges and opportunities 
in building and maintaining brand trust. In an era where consumers are exposed to an 
overwhelming amount of information, reviews, and brand interactions online, trust has 
become more fragile and complex. Digital touchpoints—ranging from social media and 
e-commerce platforms to personalized marketing campaigns—now serve as critical 
spaces where trust is either reinforced or eroded. As a result, understanding how 
brand experience influences brand trust in the digital age has become increasingly 
important for businesses seeking to build lasting customer relationships. 

https://www.samvaktijournals.com/partner/author/srishtitamrakar2501_1304


Harnessing the Power of Brand Experience to Foster Brand Trust in the Digital Era
 

 

 
Page No. 186   

 

This research looks into the complex connection between brand experience and brand 
trust. It looks at how companies can use interactive strategies to build trust and loyalty 
among customers. By looking at previous research and major trends, this study hopes 
to give useful information about how branding is changing in the digital age. 

Importance of the Study 

The swift progression of digital technology has profoundly transformed consumer 
interactions with brands, affecting their behaviors, expectations, and purchasing 
choices. The expansion of digital platforms has established a highly interconnected 
economy in which customers seek information, interact with companies, and make 
purchasing decisions via online channels. Consumers increasingly encounter various 
touchpoints that influence their perception of a brand, including browsing e-commerce 
websites, reading online reviews, engaging with brands on social media, and 
witnessing targeted marketing efforts. Consequently, guaranteeing a cohesive, 
captivating, and favorable brand experience across different digital channels has 
emerged as a vital element in sustaining consumer attention and loyalty.  
As digital engagement increases, the significance of trust in online consumer-brand 
connections also escalates. In contrast to conventional, in-person encounters, digital 
environments are devoid of the physical presence of brands, complicating the 
establishment of credibility and reliability. Consumers are progressively subjected to 
product commercials, influencer endorsements, and customer testimonials, all of 
which enhance their trust in a company. Nonetheless, due to escalating 
apprehensions around data privacy, deceptive advertising, and erratic customer 
experiences, brand trust is becoming tenuous. A solitary adverse experience—such 
as a deceptive product description, inadequate customer service, or a security 
breach—can profoundly undermine consumer trust and propel them towards 
competitors. 
This study is particularly important in examining how brands can efficiently enhance 
brand experience in digital contexts to establish and maintain brand trust, given these 
constraints. By comprehending the elements that facilitate a favorable digital brand 
experience, enterprises can create strategies that not only amplify customer 
engagement but also cultivate enduring trust and loyalty. This research will provide 
significant insights for marketers, brand managers, and company leaders aiming to 
enhance their digital branding strategies and secure a competitive edge in a 
progressively digital economy.  

The study aims to associate brand experience with brand trust by identifying the critical 
factors that shape customer views in digital environments. The results will enhance 
the overarching dialogue on brand management, providing actionable advice for 
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organizations to cultivate consistent, relevant, and credible brand experiences that 
resonate with their target consumers.  

Research Objectives 

1. To explore the relationship between brand experience and brand trust in the 
digital era. 

2. To identify key factors that influence brand experience and trust in digital 
platforms. 

3. To analyse existing literature on brand experience and trust, highlighting gaps 
and future research directions. 

4. To provide practical recommendations for brands aiming to enhance trust 
through digital experiences. 

Scope of the Review 

This review examines all the academic papers, business reports, and books that have 
been written in the last ten years. This makes sure that the ideas are still relevant in 
today's digital world. The main focus is on peer-reviewed studies that look at how 
brand experience and trust in digital settings are related. This review looks at the 
research that has been done on e-commerce, social media, and mobile apps, which 
are three important areas where customer experience has a big impact on trust in a 
brand. This is because more and more people make purchases and connect with 
brands online. By looking at previous studies on the topic, this review tries to explain 
how digital touchpoints affect how people think about, act toward, and remain loyal to 
a brand. Its goal is to find new trends, gaps in the literature, and methods that 
companies can use to create trustworthy and interesting brand experiences online. 
This review includes both theory and empirical works on purpose, giving a full picture 
of the factors that make brand management work well in the digital age. 

 
Theoretical Framework 

Assessing the connections between brand experience and brand trust requires a 
robust theoretical framework. Numerous fundamental theories and models offer 
significant insights into customer perception and interaction with companies in digital 
contexts. These frameworks help explain the mechanisms through which brand 
experience shapes consumer trust and ultimately influences brand loyalty. 

Key Theories and Models 

One of the fundamental theories in this domain is the Brand Experience Theory, which 
suggests that brand experience is a subjective and multidimensional construct. 
According to Brakus, Schmitt, and Zarantonello (2009), brand experience comprises 
4 fundamental dimensions: sensory (visual, aural, or tactile stimulation), affective 
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(emotional responses), behavioral (consumer behaviors and interactions with the 
brand), and intellectual (cognitive engagement).  

These dimensions collectively shape how consumers perceive a brand, influencing 
their level of attachment and trust. A positive brand experience fosters deeper 
emotional connections, leading to greater consumer trust and long-term loyalty[15]  . 

There is also the Trust Formation Models, which are very important because they 
show how trust is formed and kept. According to Morgan and Hunt's (1994) faith 
Commitment Theory, faith and commitment are two of the most important things that 
make long-term relationships between brands and customers. This concept suggests 
that individuals are more inclined to remain loyal to brands they perceive as 
trustworthy [25]. The Technology Acceptance Model (TAM) proposed by Davis (1989) 
illustrates the manner in which consumers cultivate trust in digital technologies, 
underscoring perceived ease of use and perceived usefulness as pivotal determinants 
affecting trust in online brand engagements.These models are particularly relevant in 
the digital era, where brands must continually earn consumer trust through transparent 
communication, consistent service, and seamless user experiences[29]. 

Additionally, Customer Journey Mapping provides a structured approach to 
understanding how consumers interact with a brand across multiple touchpoints. As 
proposed by Lemon and Verhoef (2016), this model helps businesses visualize and 
analyze the various stages of a customer’s journey—from initial awareness to post-
purchase engagement. By identifying key moments of interaction, brands can optimize 
their strategies to enhance consumer experiences and reinforce trust at every stage. 
In digital contexts, where consumers navigate between websites, social media 
platforms, and mobile applications, journey mapping is a crucial tool for ensuring a 
seamless and trustworthy brand experience[7]  . 

Conceptual Foundations 

The core of this study is Brand Experience, defined as the amalgamation of sensory, 
emotional, cognitive, and behavioural responses triggered by brand-related stimuli[15]   
(Brakus et al., 2009). A well-crafted brand experience enhances consumer 
perceptions and fosters brand engagement, ultimately influencing their level of trust. 
Consistent positive interactions with a brand foster familiarity and confidence in 
consumers, hence increasing their likelihood of loyalty. 

Brand Trust, which means that a customer is ready to rely on a brand to keep its 
promises, is closely related to this idea. Chaudhuri and Holbrook (2001) say that 
confidence is built on things like being consistent, being honest, and having good 
experiences in the past [22]. Consumers trust brands that demonstrate reliability, ethical 
business practices, and a commitment to customer satisfaction. In digital 
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environments, where direct human interaction is often limited, trust is established 
through factors like online reviews, secure transactions, and responsive customer 
support. 

Finally, The Digital Era constitutes the primary setting for this work.As described by 
Hoffman and Novak (2018) {28}, the current technological landscape is characterized 
by widespread digital adoption, including the internet, social media, and mobile 
applications. This transformation has reshaped consumer expectations, requiring 
brands to innovate their engagement strategies to maintain trust and loyalty. Digital 
platforms provide opportunities for brands to create immersive experiences, but they 
also introduce challenges such as information overload, privacy concerns, and 
increasing competition. 

This study is aimed at explaining how brand experience influences the establishment 
and maintenance of brand trust in digital contexts by synthesizing these theoretical 
approaches. The insights derived from these frameworks will serve as a foundation 
for exploring strategies that brands can implement to enhance consumer trust in an 
increasingly digitalized world. 

RESEARCH METHODOLOGY  

To ensure a comprehensive and structured approach, this review employs a 
systematic literature review methodology. The process involves identifying, selecting, 
and analyzing relevant research studies to provide a well-rounded understanding of 
the relationship between brand experience and brand trust in digital environments. 
The methodology is structured around three key components: search strategy, 
inclusion and exclusion criteria, and data sources with the selection process. 

Search Strategy 

A comprehensive literature review was performed utilizing various academic sources, 
including Google Scholar, PubMed, and JSTOR. These databases were selected for 
their comprehensive assemblage of peer-reviewed research articles, industry reports, 
and books that enhance the academic discussion on brand experience and trust. To 
refine the search and capture studies that align with the focus of this review, a 
combination of specific keywords was used. These keywords included: 

• "Brand experience" 
• "Brand trust" 
• "Digital era" 
• "E-commerce" 
• "Social media" 
• "Mobile applications" 
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The search process involved filtering results based on relevance, publication date 
(focusing on research from the last decade), and credibility (favouring peer-reviewed 
sources). 

Inclusion and Exclusion Criteria 

A list of criteria for including and excluding studies was made to make sure that only 
the most important and high-quality ones were considered. 

Inclusion Criteria: 

Studies published in English to maintain consistency in interpretation and analysis. 
Research that explicitly focuses on brand experience and brand trust in digital 
environments are included. Both empirical and theoretical research offer significant 
insights into the influence of digital platforms on brand-consumer relationships. 

Exclusion Criteria: 

Studies that do not focus on digital platforms, such as traditional retail settings or offline 
branding strategies, research that lacks a clear connection to brand experience or 
brand trust and non-peer-reviewed articles, opinion pieces, or sources lacking rigorous 
academic validation are excluded. 

Data Sources and Selection Process 

The evaluation synthesizes information from academic journals, industry reports, and 
books, guaranteeing a comprehensive and multifaceted perspective. The selection 
process adhered to a methodical approach:  

1. Preliminary Screening: Titles and abstracts were assessed to determine the 
relevance of each study to the research objective. 

2. Comprehensive Review: Chosen articles were meticulously evaluated to verify their 
conformity with the review's aims and methodological integrity.  

3. Final Selection: Only studies that satisfied the inclusion criteria and yielded 
significant insights were incorporated into the final analysis.  
This methodical methodology guarantees that the assessment relies on reputable, 
pertinent, and high-quality sources, establishing a robust foundation for 
comprehending how brand experience fosters trust in digital environments.  

LITERATURE REVIEW 

In the digital age, where consumers are constantly bombarded with a plethora of 
brands vying for their attention, building and maintaining brand trust has become a 
crucial challenge for marketers. Brands that can successfully create a meaningful and 
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memorable brand experience are more likely to foster strong trust and loyalty among 
their target audience[10]  . (Sciarrino, 2014) 

Brand trust is a multifaceted concept that encompasses the willingness of consumers 
to depend on a brand's ability to perform its stated functions and deliver on its 
promises[20]   (Ha, 2004). This trust is essential for the development of brand loyalty, 
as consumers are more likely to repeatedly purchase from a brand they perceive as 
reliable and trustworthy. (Surapto, 2020) The digital landscape has amplified the 
importance of brand trust, as consumers can easily access a wealth of information 
about brands and quickly share their experiences, both positive and negative, with a 
vast online community[2]  [3]  . (Božić, 2017) 

A growing body of research illustrates the significant impact of brand experience on 
the development of brand trust. Brand experience refers to the subjective internal 
responses of customers, encompassing sensations, emotions, ideas, and behavioral 
reactions elicited by brand-related stimuli found in a brand's design, identity, 
packaging, communications, and environments. Exceptional and positive brand 
experiences can foster strong emotional connections between consumers and the 
brand, thereby increasing trust and loyalty. 

 

For example, a study examining the influence of events on brand satisfaction, trust, 
and loyalty in isotonic beverages revealed that events can effectively convey a brand's 
optimal experiences to consumers, facilitating long-term brand recall and fostering 
trust, satisfaction, and loyalty towards the brand (Marist et al., 2014) [9]. Studies on 
the impact of social media marketing on brand trust and loyalty in the Arab context 
indicate that social media can significantly bolster brand trust and loyalty through 
compelling content and meaningful customer engagement. (Sohail, 2020) [1]. Brand 
trust may be cultivated by providing consistent and dependable brand experiences 
across various online and physical touchpoints. Consumers who consistently obtain 
superior products or services, along with exceptional customer service, are more 
inclined to cultivate a robust confidence in the brand. 

Thematic Review  

Dimensions of Brand Experience in Digital Platforms 

The brand experience on digital platforms encompasses sensory, emotional, 
cognitive, and behavioural components. Schmitt (1999) defines brand experience as 
a holistic process that involves stimulating the consumer’s senses, emotions, and 
intellect[24]  . This concept is further expanded by Brakus, Schmitt, and Zarantonello 
(2009), who identified experiential dimensions, including affective (emotional 
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response), intellectual (cognitive stimulation), and behavioural (physical actions or 
consumption patterns) [15]  . In digital environments, elements such as website design, 
navigation ease, and interactivity significantly influence these dimensions[14]   (Mollen 
& Wilson, 2010). Lemon and Verhoef (2016) also emphasize that the digital 
touchpoints across a consumer's journey contribute uniquely to the brand experience, 
enhancing customer satisfaction and loyalty[7]  . 

Factors Influencing Brand Trust in the Digital Era 

The development of brand trust in the digital era is influenced by several factors, 
including perceived security, transparency, and responsiveness. Gefen, Karahanna, 
and Straub (2003) argue that trust in digital platforms is built upon perceptions of 
integrity, competence, and benevolence[21]. Kim and Peterson (2017) {30} highlight that 
secure payment systems and transparent data handling practices are paramount in 
fostering trust. Furthermore, Flavián, Guinalíu, and Gurrea (2006) discuss how 
consistent and truthful communication plays a vital role in building long-term trust in 
online brand interactions[19]. Reichheld and Schefter (2000) also assert that customer 
retention in digital markets is contingent on the trustworthiness of the brand[23]. 

The Role of Social Media in Shaping Brand Experience and Trust 

Social media platforms have emerged as a critical avenue for shaping both brand 
experience and trust. Kaplan and Haenlein (2010) describe social media as 
participatory platforms that enable user-generated content and two-way 
communication[13]. This interaction fosters a sense of brand transparency and 
authenticity, which are pivotal for building trust[8] (Dijkmans, Kerkhof, & Beukeboom, 
2015). Moreover, Erkan and Evans (2016) highlight the role of electronic word-of-
mouth (eWOM) on platforms like Facebook and Instagram in shaping consumer 
perceptions of brands[6]. Social media campaigns, when executed with consistency 
and alignment to consumer values, create memorable brand experiences and instill 
confidence among users[16] (Mangold & Faulds, 2009). 

E-commerce and Mobile Applications: Enhancing Brand Experience and Trust     

The rapid adoption of e-commerce and mobile applications has transformed how 
consumers engage with brands. Hassanein and Head (2007) emphasize that user-
friendly website interfaces and mobile application designs enhance perceived ease of 
use and trust[18] Choi, Kim, and Kim (2016) argue that apps offering personalized 
recommendations and seamless navigation create superior brand experiences[5]. 
Mobile apps, equipped with features like secure transactions and instant feedback, not 
only build trust but also foster a sense of connectivity between the consumer and the 
brand[11] (Wang, Yeh, & Liao, 2013). The integration of augmented reality in e-
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commerce apps further enhances the experiential and sensory aspects of digital 
shopping[4], as noted by Poushneh and Vasquez-Parraga (2017). 

Consumer Behaviour and Psychological Factors 

Consumer behaviour and psychological factors are integral to understanding the 
interplay between brand experience and trust. According to Ajzen (1991), consumer 
attitudes, subjective norms, and perceived behavioural control influence their 
intentions to purchase or engage with brands[26]. Solomon et al. (2012) explore various 
psychological aspects, including perception, motivation, and learning, which shape 
how consumers interact with brands in digital platforms[12]. The concept of perceived 
value, as proposed by Zeithaml (1988), further explains how consumers evaluate the 
benefits of a product or service relative to its cost[27]. Behavioural theories, such as 
prospect theory (Kahneman & Tversky, 1979) [31], highlight how consumers’ decision-
making is influenced by perceived gains and losses, which are often mediated by the 
brand’s ability to build trust. 

Key Findings from Existing Studies 

Dimensions of Brand Experience 

Brand experience in digital platforms is conceptualized through sensory, affective, 
behavioural, and intellectual experiences. Brakus et al. (2009) emphasize that sensory 
experiences—such as appealing visual designs and high-quality media content—
improve consumer engagement[15]  . Affective experiences arise from emotional 
connections fostered by personalized content and virtual interactions, creating loyalty 
and attachment[24]   (Schmitt, 1999). Behavioural experiences are enhanced by 
intuitive navigation, seamless transactions, and interactive features, such as chatbots 
and gamification[17] (Gentile et al., 2007). Intellectual experiences involve stimulating 
consumer thought through innovative ideas, storytelling, and educational resources 
provided by the brand[7]   (Lemon & Verhoef, 2016). These characteristics collectively 
generate a cohesive and influential brand experience, altering consumer perceptions 
and behaviors. 

Factors Influencing Brand Trust 

Transparency, consistency, and security emerge as pivotal factors in building brand 
trust in digital platforms. Morgan and Hunt (1994) developed the Commitment-Trust 
Theory, which posits that transparency in information sharing enhances consumer 
confidence[25]  . Consistency in messaging across multiple channels fosters reliability 
and predictability in brand communications[19] (Flavián et al., 2006). Security is integral 
to trust formation, as consumers are increasingly concerned about data protection and 
privacy in online interactions[21] (Gefen, 2002). Additionally, Kim et al. (2009)[30] argue 
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that secure payment systems, HTTPS protocols, and clear refund policies significantly 
impact consumer trust in e-commerce platforms. 

Social Media 

Social media platforms have transformed the landscape of brand engagement and 
trust-building. Kaplan and Haenlein (2010) describe social media as participatory 
environments, enabling brands to share authentic content and engage directly with 
consumers[13]. Through user-generated content and influencer collaborations, brands 
create communities that enhance trust and loyalty[8] (Dijkmans et al., 2015). However, 
negative interactions, such as inadequate customer service, inappropriate responses, 
or data breaches, can significantly harm brand trust (Hoffman & Novak, 2018)[28]. 
Platforms like Twitter and Instagram are often used for resolving queries and creating 
transparency, which further reinforce trust when handled effectively[16] (Mangold & 
Faulds, 2009). 

E-commerce and Mobile Applications 

E-commerce websites and mobile applications offer unparalleled convenience and 
customization, becoming instrumental in shaping brand experience and trust. 
Hassanein and Head (2007) highlight that user-friendly interfaces, fast loading times, 
and secure payment systems build a sense of reliability[18]. Lemon and Verhoef (2016) 
add that personalized recommendations and adaptive content within mobile apps 
enhance consumer satisfaction, making the experience feel tailored and valuable[7]  . 
Wang et al. (2013) underscore the importance of transparency in pricing and clear 
return policies, which mitigate perceived risks and reinforce trust[11]. Recent 
innovations, such as augmented reality and virtual try-on features, have further 
elevated experiential dimensions in online shopping environments[4] (Poushneh & 
Vasquez-Parraga, 2017). 

Consumer Behaviour and Psychological Factors 

Trust formation is deeply influenced by consumer behaviour and psychological factors. 
Chaudhuri and Holbrook (2001) explore the role of emotional and cognitive brand 
attachment in fostering loyalty and trust[22]  . Ajzen (1991) introduced the Theory of 
Planned Behaviour, which illustrates how attitudes, subjective norms, and perceived 
control predict consumer intentions to engage with a brand[26]. Perceived risk, 
stemming from concerns about fraud or substandard service, can act as a barrier to 
trust[27] (Zeithaml, 1988). On the other hand, perceived benefits—such as 
convenience, value for money, and exclusivity—strengthen consumer trust and 
promote positive decision-making[12] (Solomon et al., 2012). Kahneman and Tversky 
(1979) [31] further identify how consumers weigh potential gains and losses, which are 
mediated by their perceptions of the brand’s reputation and dependability. 
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CRITICAL ANALYSIS AND DISCUSSION 

Comparative Analysis of Studies 

A thorough comparison of studies reveals key consistencies and notable 
contradictions within the literature on brand experience and trust in digital 
environments. 

Dimensions of Brand Experience 

Across multiple studies, sensory and affective dimensions are consistently highlighted 
as essential components of brand experience. Schmitt (1999) and Gentile et al. (2007) 
both emphasize the importance of sensory cues like website aesthetics and 
personalized emotional interactions in fostering consumer loyalty[24] [17]  . However, 
Brakus et al. (2009) introduce intellectual dimensions—focusing on cognitive 
engagement and stimulation—which receive varying levels of support in subsequent 
research[15]  . Some authors, such as Lemon and Verhoef (2016), argue that intellectual 
experiences are less impactful than sensory and emotional dimensions, particularly in 
transactional digital settings[7]  . This discrepancy suggests that the relevance of 
intellectual experiences may depend on the nature of the brand and its target 
audience. 

Factors Influencing Brand Trust 

Transparency and consistency emerge as universal trust-building factors across the 
literature. Morgan and Hunt (1994) and Gefen et al. (2003) emphasize transparency 
in communication and secure transaction mechanisms as fundamental to fostering 
trust[25][21]. However, the role of social media in trust formation introduces variability. 
Hoffman and Novak (2018)[28] assert that social media provides unique opportunities 
for real-time engagement and authenticity but highlight the risks associated with 
negative user experiences, such as poor response times or perceived dishonesty. In 
contrast, Kaplan and Haenlein (2010) advocate for social media as an indispensable 
tool for nurturing trust, particularly when brands engage transparently and 
collaboratively with consumers[13]. 

E-commerce and Mobile Applications 

While most studies agree on the significance of usability, personalization, and security 
in e-commerce and mobile apps, the integration of emerging technologies like 
augmented reality (AR) generates mixed perspectives. Hassanein and Head (2007) 
argue that AR enhances sensory experiences, making interactions more immersive[18]. 
However, Poushneh and Vasquez-Parraga (2017) highlight potential pitfalls, such as 
technical failures and high adoption costs, which could undermine trust and consumer 
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satisfaction[4]. This divergence underscores the need for brands to balance innovation 
with reliability in their digital strategies. 

Consumer Behaviour and Psychological Factors  

Existing studies consistently affirm the role of psychological factors in shaping trust 
and brand attachment[26]. Ajzen’s (1991) Theory of Planned Behaviour provides a 
robust framework for understanding consumer intentions, supported by subsequent 
research exploring perceived risks and benefits in decision-making[27] (Zeithaml, 
1988). However, Solomon et al. (2012) identify emotional drivers—such as motivation 
and brand loyalty—that extend beyond planned behaviours, underscoring the 
complexity of consumer psychology. These findings highlight the need for brands to 
address both rational and emotional aspects of consumer decision-making[12]. 

The comparative analysis reveals critical implications for brands operating in digital 
environments. Brands must integrate multidimensional experiences by prioritizing 
sensory and affective engagement while also considering the role of intellectual 
stimulation for specific target audiences, such as those in educational or professional 
industries. Additionally, social media strategies should be adapted to the unique 
characteristics of each platform, ensuring a balance between engagement and risk 
mitigation through transparency and consistency in interactions. In the realm of e-
commerce and mobile applications, developers must emphasize security, usability, 
and personalization while cautiously integrating advanced technologies like 
augmented reality to maintain consumer trust. Understanding consumer psychology 
is also crucial, requiring a holistic approach that addresses both rational factors, such 
as perceived risks and usability, and emotional factors, including motivation and brand 
loyalty. Furthermore, future research should explore the nuances of intellectual 
experiences through empirical studies and conduct longitudinal analyses to assess 
the long-term impact of social media engagement on consumer trust. 

Here’s a detailed exploration of Trends, Contradictions, and Open Questions based 
on current literature. 

Trends, Contradictions, and Open Questions 

Trends 

The landscape of brand experience and trust in the digital age is marked by several 
emerging trends: 

Data Analytics and Personalization: The integration of data analytics to enhance 
brand experience has become increasingly prevalent. Lemon and Verhoef (2016) 
emphasize that brands leverage consumer data to create personalized experiences, 
ranging from curated recommendations to targeted advertisements. Personalization 

https://www.samvaktijournals.com/conference_paper/sjrbm.2025.70
https://www.samvaktijournals.com/conference_paper/sjrbm.2025.70


Ms. Srishti Tamrakar, Dr. O.P. Gupta, Dr. Meera Gupta, Dr. G.N. Katahare
 

 
Page No. 197  

 
 

not only enriches sensory and affective dimensions but also fosters consumer loyalty 
by making interactions more relevant. For example, platforms like Netflix and Amazon 
use predictive analytics to offer tailored suggestions, thereby enhancing user 
engagement[7]  . 

Social Media Influencers: Hoffman and Novak (2018) [28] highlight the growing 
influence of social media personalities in shaping brand trust. Influencers act as 
intermediaries who validate a brand’s credibility through authentic endorsements, 
creating an emotional connection with consumers. The emergence of platforms such 
as Instagram and TikTok has intensified this trend, as brands strategically collaborate 
with influencers to engage specific audiences. Moreover, the relatable and trustworthy 
persona of influencers often bridges the gap between consumers and corporate 
entities. 

Emerging Technologies:  Innovations like artificial intelligence (AI), virtual reality 
(VR), and augmented reality (AR) are transforming brand experiences. Poushneh and 
Vasquez-Parraga (2017) discuss how AR enhances sensory experiences by enabling 
consumers to visualize products in realistic settings, while AI-driven chatbots offer 
instant and personalized customer support[4]. 

Contradictions 

Despite the clear trends, the literature reveals conflicting views on certain aspects: 

Personalization and Trust: While many studies argue that personalization enhances 
trust by making consumers feel valued (Chaudhuri & Holbrook, 2001) [22]  , others raise 
concerns about privacy. Increased data collection, even for personalization purposes, 
can lead to anxiety among consumers who fear misuse or unauthorized access to their 
information[19] (Flavián et al., 2006). This creates a paradox where the very tool 
designed to build trust may inadvertently undermine it. 

Social Media Impact: The influence of social media in establishing trust is a subject 
of considerable discussion. Kaplan and Haenlein (2010) characterize social media as 
a transparent and interactive medium that enhances trust via genuine participation [13]. 
Conversely, Hoffman and Novak (2018) [28] point out that negative experiences—such 
as online controversies or data breaches—can significantly damage brand reputation, 
suggesting that trust on social media is fragile and highly contingent on consistent 
positive interactions. 

Advanced Technologies: While technologies like VR and AI are praised for their 
potential to enhance brand experience, they also pose challenges. Poushneh and 
Vasquez-Parraga (2017) note that technical failures or the high costs of adoption may 
hinder widespread implementation, potentially creating a gap between consumer 
expectations and brand capabilities[4]. 

Open Questions 

The dynamic nature of brand experience and trust presents numerous crucial 
questions that remain unresolved. A critical area of investigation is the influence of 
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future technologies, including AI and VR, on brand experience and consumer trust. 
Although current studies emphasize their benefits, there is a paucity of study regarding 
their long-term effects, especially in influencing consumer psychology and behavior. 
An additional significant factor is cultural heterogeneity, specifically how cultural 
differences affect brand experience and trust in the digital age. While brands frequently 
adopt global strategy, consumer perceptions of trust and experience can differ 
markedly across cultural contexts. Hofstede’s cultural dimensions theory offers a 
valuable foundation for comprehending these differences.  Additionally, the challenge 
of balancing personalization and privacy remains pressing. As brands leverage data 
to enhance user experiences, they must also address growing privacy concerns, 
especially in light of evolving regulations like GDPR that enforce stricter compliance 
measures. Furthermore, ensuring influencer authenticity is becoming increasingly 
crucial. With the widespread adoption of influencer marketing, maintaining genuine 
trust between influencers, brands, and consumers is an ongoing challenge. 
Addressing these open questions is essential for brands seeking to build sustainable 
trust and engagement in a rapidly changing digital landscape. 

CONCLUSION 

This study highlights the complex and variable characteristics of brand experience and 
trust in digital contexts. Key findings highlight the importance of sensory, affective, 
behavioural, and intellectual dimensions in shaping consumer interactions with 
brands, as well as the pivotal role of transparency, consistency, and security in 
fostering trust. Social media has emerged as a transformative platform, offering both 
opportunities and challenges for brands in building authentic connections. Similarly, e-
commerce and mobile applications have redefined consumer engagement, 
emphasizing usability, personalization, and innovation. However, contradictions within 
the literature—such as the paradox of personalization and privacy, and varied 
perspectives on social media’s impact—indicate the complexity of these constructs. 

Emerging trends, including the growing influence of data analytics, social media 
influencers, and advanced technologies like AI and VR, have profound implications for 
the future of branding. Yet, unresolved questions remain, such as the long-term effects 
of technological advancements, the role of cultural variability, and the integration of 
trust and experience into cohesive frameworks. Future research, particularly 
longitudinal and cross-cultural studies, will be crucial in addressing these gaps and 
advancing our understanding of digital branding strategies. 

Ultimately, this study highlights the need for brands to adopt a balanced and adaptive 
approach, leveraging technological innovation while remaining attuned to consumer 
trust and ethical considerations. By addressing the interplay of experience, trust, and 
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emerging trends, brands can foster lasting relationships in an increasingly digital 
world. 

RECOMMENDATION 

Building trust in digital experiences requires brands to adopt a strategic approach that 
prioritizes transparency, ethical data use, and meaningful consumer engagement. 
One of the most crucial aspects is prioritizing transparency and consistency across 
all digital touchpoints. Clearly communicating policies, pricing, and terms of service 
fosters consumer confidence, while maintaining unified messaging across websites, 
apps, and social media ensures reliability and predictability in brand interactions. 

Another essential factor is leveraging data responsibly for personalization. Brands 
should ensure ethical data practices by being transparent about data collection and 
offering consumers the ability to opt in or out of personalized experiences. 
Personalization should focus on relevance, using data analytics to tailor 
recommendations and content without intruding on user privacy. Balancing 
personalization with data security builds trust and enhances user experience. 

Social media is essential for establishing digital trust, rendering genuine involvement 
and influencer partnerships crucial techniques. Brands must to engage with 
consumers through authentic dialogues, immediately addressing inquiries and 
resolving complaints. Collaborating with influencers that share the brand's beliefs 
can enhance trust, as their endorsements appear more relatable and believable to 
their audiences. 

In addition, usability and security in digital platforms are non-negotiable. User-
friendly websites and apps with intuitive navigation, fast loading times, and mobile 
compatibility create seamless experiences that build trust. Ensuring secure 
transactions through encrypted payment gateways and multi-factor authentication 
reassures consumers about data safety, strengthening their confidence in the brand. 

As emerging technologies become more integrated into digital branding, thoughtful 
adoption of AI, VR, and AR can enhance customer interactions. AI-powered chatbots 
provide instant and personalized support, but they must be designed for efficiency and 
empathy. Similarly, AR and VR applications, such as virtual try-ons or interactive 
product experiences, should focus on reliability and ease of use to maximize their 
impact on trust and engagement. 

Another important way to build trust is to connect with someone on an emotional level. 
People are more interested in hearing stories that show the brand's purpose, its efforts 
to be environmentally friendly, or the success stories of its customers. Building a sense 
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of community through forums, reward programs, and special events can also help 
people like and trust a brand more over time. 

Since consumer perceptions vary across regions, brands must tailor strategies for 
cultural sensitivity. Localized branding and communication approaches that align 
with cultural values ensure a deeper connection with diverse audiences. Drawing 
insights from cross-cultural research helps brands navigate differences effectively, 
preventing misunderstandings that could damage trust. 

Ethical branding is equally important, requiring brands to commit to social 
responsibility and ethical data usage. Showcasing corporate social responsibility 
(CSR) initiatives such as sustainability, inclusivity, and community support reinforces 
credibility. Moreover, while personalization is valuable, overusing consumer data 
without explicit consent may backfire. Striking the right balance between 
personalization and privacy protection is essential for maintaining consumer trust. 

Lastly, continuous monitoring and feedback-driven improvements enable brands 
to evolve their trust-building strategies. Regularly gathering feedback through surveys, 
reviews, and analytics helps brands identify areas for enhancement. Proactively 
addressing concerns and resolving issues transparently can turn potential trust-
eroding situations into opportunities to strengthen brand reputation. 

By implementing these strategies, brands can create digital experiences that are not 
only engaging but also foster long-term consumer trust. A combination of 
transparency, ethical practices, innovation, and emotional connection will position 
brands as trustworthy leaders in the evolving digital landscape. 

LIMITATIONS  

This study offers insights into brand experience and trust in digital environments but 
has several limitations. It primarily relies on existing literature, which may not fully 
capture industry-specific dynamics, emerging trends, or real-world applications of 
technologies like AI and VR. The use of secondary data limits the ability to verify 
findings, and broad generalizations may overlook cultural, economic, and 
technological differences. Additionally, the absence of longitudinal research restricts 
understanding of how trust evolves over time. Ethical and privacy concerns are 
acknowledged but not deeply explored. Given the rapid evolution of digital branding, 
future empirical studies and cross-cultural analyses are needed to address these 
gaps. 
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FUTURE RESEARCH DIRECTIONS  

Future research should focus on longitudinal studies to understand how brand 
experience and trust evolve over time, considering technological advancements like 
AI, AR, and blockchain. Cross-cultural studies are essential to examine how consumer 
trust varies across regions, using frameworks like Hofstede’s cultural dimensions. The 
impact of emerging technologies on trust, including AI-driven personalization and 
immersive VR/AR experiences, needs further exploration, especially regarding ethical 
concerns and privacy. Additionally, developing integrated models that link brand 
experience, trust, loyalty, and engagement can provide a holistic view of consumer 
behaviour. These studies will help brands create adaptable, culturally relevant, and 
ethically sound strategies in the digital era. 
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