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Abstract

This study aims to identify the dimensions, components, and indicators influencing brand authenticity based on trust in social media within
tourism companies. This study employed a qualitative approach using thematic analysis. Data were collected through semi-structured
interviews with 16 experts, including academic faculty members, managers, and specialists in tourism and marketing. Sampling was
conducted purposively using the snowball method until theoretical saturation was achieved. Data were analyzed using MAXQDA12
software across basic, organizing, and global themes. Model validation was performed using the Strauss and Corbin approach, along with
a one-sample t-test to assess the adequacy of the components. The findings revealed that brand authenticity based on trust in social media
has a multidimensional structure consisting of 8 dimensions, 23 components, and 82 indicators. The results of the one-sample t-test
indicated that all components were significantly above the benchmark mean and were considered valid by experts. Key dimensions such
as message transparency and honesty, cultural identity and authentic storytelling, digital experience quality, human interaction, and
perceived trust were found to play a critical role in shaping brand authenticity. The results indicate that brand authenticity in social media
is significantly influenced by the integrated alignment of communicative, cultural, interactive, and performance-related factors, and
strengthening these dimensions can enhance trust and ultimately improve customer loyalty in the tourism industry.
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Extended Abstract

Introduction

In the contemporary digital marketing landscape, the concept of brand authenticity has emerged as a critical
determinant of competitive advantage, particularly within social media environments where consumers
actively engage with brands and co-create value. Brand authenticity refers to the extent to which a brand is
perceived as genuine, sincere, and consistent with its core values, and it plays a pivotal role in shaping
consumer trust and long-term relational outcomes (Morhart et al., 2015; Safeer et al., 2023). With the
proliferation of social media platforms, traditional one-way communication has evolved into interactive, user-
driven exchanges, thereby increasing the importance of authenticity as a signal of credibility in highly
transparent and information-rich environments (Hollebeek & Macky, 2019). Prior research suggests that
authentic brands are more likely to foster emotional attachment, brand love, and loyalty by aligning their
communications with consumers’ expectations and values (Nguyen et al., 2024; Yasri & Budiarti, 2023).
Moreover, authenticity has been identified as a multidimensional construct encompassing aspects such as
continuity, credibility, integrity, and symbolism, all of which contribute to consumers’ holistic evaluation of a
brand (Hyun et al., 2024).

Trust, as a complementary construct, is widely recognized as a foundational element in consumer—brand
relationships, particularly in digital contexts characterized by uncertainty and perceived risk. Brand trust
reflects consumers’ confidence in a brand’s reliability and benevolence and has been shown to mediate the
relationship between marketing activities and behavioral outcomes such as purchase intention and loyalty
(Papadopoulou et al., 2023; Portal et al., 2019). In social media settings, trust is influenced not only by

brand-generated content but also by user-generated content, peer reviews, and influencer endorsements, all of



which contribute to shaping authenticity perceptions (Baghel, 2023; Salsabila & Hati, 2024). Additionally,
recent studies emphasize the role of technological advancements such as artificial intelligence and personalized
content in enhancing perceived authenticity and trust through tailored user experiences (Irawan et al., 2024;
Talha, 2025). The tourism industry, in particular, presents a unique context for examining these dynamics, as
it heavily relies on experiential consumption, cultural representation, and digital interactions to influence
consumer decision-making (Nursanty et al., 2024). Despite the growing body of literature, there remains a
gap in understanding the comprehensive set of factors that contribute to brand authenticity based on trust in
social media within tourism contexts, especially from a qualitative and model-building perspective (Santer et
al., 2023; Sharafi & Tabaan, 2024). Therefore, this study aims to explore and conceptualize the dimensions,
components, and indicators of brand authenticity based on trust in social media for tourism companies.
Methods and Materials

This study adopted a qualitative research design to explore the underlying dimensions of brand authenticity
based on trust in social media. Data were collected through semi-structured interviews with 16 experts,
including academic scholars in tourism and marketing as well as managers and practitioners from leading
tourism companies. Participants were selected using purposive and snowball sampling techniques to ensure
the inclusion of individuals with substantial experience and expertise. Data collection continued until
theoretical saturation was achieved. The interviews were transcribed and analyzed using thematic analysis with
the assistance of MAXQDAL2 software. The analysis followed a systematic coding process, including open
coding, axial coding, and selective coding, resulting in the identification of basic, organizing, and global
themes. To validate the conceptual model derived from the qualitative findings, a structured questionnaire
based on the Strauss and Corbin framework was administered to the participants. A one-sample t-test was
conducted to assess the adequacy and validity of the identified components against a benchmark mean.
Findings

The analysis resulted in the extraction of 103 initial codes, which were subsequently refined and consolidated
into 82 indicators, 23 components, and 8 overarching dimensions. These dimensions included communicative
transparency and honesty, brand identity and value coherence, professional competence, human interaction
and engagement, cultural and experiential storytelling, social validation, perceived trust, and digital experience
quality. The findings indicated that communicative transparency—manifested through clarity, consistency,
and honesty in messaging—was a fundamental driver of authenticity perception. Similarly, alignment between
brand values and actual practices was identified as a critical factor in establishing credibility. The results also
highlighted the importance of professional expertise and consistent service quality in reinforcing trust and
authenticity. Human interaction, characterized by personalized communication, responsiveness, and emotional
connection, emerged as a key component in fostering meaningful relationships with consumers.

Furthermore, the study revealed that authentic cultural representation and experience-based content

significantly contribute to the perception of authenticity in tourism brands. Social validation, including genuine



user reviews and credible engagement metrics, was found to enhance trust by providing external confirmation
of brand claims. The perceived trust dimension encompassed elements such as security, reliability, and
confidence in brand performance, which were essential for sustaining long-term relationships. The digital
experience dimension emphasized usability, accessibility, and the quality of online content as crucial factors
in shaping user perceptions. The results of the one-sample t-test demonstrated that all identified components
were significantly above the benchmark mean, indicating strong agreement among experts regarding their
relevance and validity. This confirms the robustness and internal consistency of the proposed conceptual
model.

Discussion and Conclusion

The findings of this study underscore the multifaceted nature of brand authenticity based on trust in social
media and highlight the interplay between communicative, cultural, relational, and functional dimensions in
shaping consumer perceptions. The identification of eight core dimensions provides a comprehensive
framework for understanding how authenticity is constructed and maintained in digital environments,
particularly within the tourism industry. The prominence of transparency and honesty in communication
reflects the increasing demand among consumers for credible and verifiable information, especially in contexts
where physical evaluation of services is not possible prior to consumption. This suggests that brands must
prioritize clarity and consistency in their messaging to establish and sustain trust.

The importance of cultural authenticity and experiential storytelling indicates that consumers seek meaningful
and contextually grounded interactions with brands. In the tourism sector, where experiences are inherently
tied to cultural and social contexts, the accurate and respectful representation of local identity plays a critical
role in differentiating brands and enhancing perceived authenticity. Additionally, the role of human interaction
highlights the shift from transactional relationships to relational engagement, where emotional connection and
personalized communication are key drivers of customer satisfaction and loyalty.

The findings also emphasize the significance of social validation and user-generated content in reinforcing
authenticity perceptions. In social media environments, consumers increasingly rely on peer evaluations and
community feedback as sources of credible information, which can either strengthen or undermine brand trust.
Therefore, managing online reputation and fostering genuine engagement with users are essential strategies
for building authenticity. The digital experience dimension further illustrates that technical aspects such as
website usability, content quality, and platform responsiveness are integral to the overall perception of
authenticity, as they directly influence user satisfaction and trust.

Overall, this study contributes to the existing literature by developing a comprehensive and context-specific
model of brand authenticity based on trust in social media. The findings provide valuable insights for both
researchers and practitioners by highlighting the key factors that influence authenticity perceptions and
offering a structured framework for strategic decision-making. For practitioners, the model can serve as a guide

for designing effective digital marketing strategies that prioritize transparency, cultural relevance, user




engagement, and service quality. For researchers, the study opens avenues for further empirical validation and
cross-cultural comparisons to enhance the generalizability of the proposed model. Ultimately, strengthening
brand authenticity in social media can lead to increased consumer trust, stronger brand relationships, and

improved competitive positioning in the dynamic tourism industry.
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