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The Influence of Brand Credibility on Consumer Loyalty in the Digital Era

Zhe Wang'
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Abstract

Brand credibility is a key factor influencing consumer trust and purchasing behavior.
It also plays a vital role in building long-term relationships between brands and target
audiences, especially in the digital era where online information such as product reviews,
electronic word- of- mouth, and social media advertising significantly shapes consumer
attitudes. This article aims to explore the components of brand credibility, including
transparency, content accuracy, source expertise, and honesty in communication. It also analyzes
the impact of credibility on building trust in products and services. Furthermore, the study
proposes strategic approaches to enhance brand credibility in response to the rapidly changing
environment and to increase brand competitiveness in today’s market. The article contributes
to the existing body of knowledge on brand credibility in the digital context, particularly under
conditions where information is distorted, such as exaggerated advertising or a lack of
transparency in communication, which undermines consumer trust. It expands the current
understanding by highlighting the deeper effects of credibility on purchase decisions and
brand loyalty in a complex and highly competitive environment. The lead to strategic
recommendations that can be practically applied to foster long-term brand- consumer

relationships and enhance business competitiveness in the challenging digital age.
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