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[bookmark: _Toc238031238]Abstract
As the marketplace grows more competitive and digital, organisations are placed under considerable pressure to build genuine relationships with consumers in order to be successful for the long-term. The present study focuses on the relationship between perceived brand authenticity, consumer trust and brand loyalty and using a systematic review of the latest literature. The research will investigate the relationships between brand authenticity and consumers' trust, brand trust and brand loyalty, and the effect of brand authenticity on brand loyalty. A secondary research method with a systematic literature review approach was employed based on peer-reviewed publications in the range of 2021-2025. The results indicate that the perceived brand authenticity positively impacts consumer trust, resulting in improved perception of credibility, transparency and consistency. Consumer trust emerged as another strong determinant of brand loyalty, fostering a tendency to reorder and stay loyal to the brand over time. Also, brand authenticity has a direct influence in making the customer feel loyal and an indirect influence by creating trust. The study ends with the conclusion that authenticity is considered to be a strategic resource which organisations can use to build and strengthen customer relationships and to obtain sustainable competitive advantage. The results offer theoretical and managerial implications for creating strategic branding approach in modern markets.
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[bookmark: _Toc238031239]CHAPTER 1: INTRODUCTION
[bookmark: _Toc238031240]1.1 Background of the Study
The business world of today is competitive, rapidly evolving and, even more so, well-informed population. Digital technologies, and ultimately social media, have changed the relationship between consumers and brands. The consumers now have access to tons of information, and they can use it to compare products they are looking for, share their ideas and opinions within a heartbeat via digital networks, and quickly assess brand claims. Organisations are no longer able to depend exclusively on conventional marketing tactics to entice and hold customers as this approach will no longer be effective. Instead, they should develop valuable trust, transparency, and authenticity (Dwivedi et al., 2021) relationships. Perceived brand authenticity concept is vital and seen in the literature to be one of the factors that influence present-day consumers behaviour. Customers think that a brand is sincere, true, reliable and reliable in its conduct and communication and this is called brand authenticity (Campagna et al., 2023). Owning such an authentic brand is seen as being true to its values and with the ability to deliver what is promised. An authentic brand is more valued through time since consumers have grown skeptical of the marketing messages and seek out brands that are honest and has integrity, argues Rosado-Pinto and Loureiro (2022). In such a scenario, authenticity can be a driver for differentiation and buyers' emotional engagement with an organisation.
It is in the digital environment where authenticity takes play. Each time a consumer interacts with a brand through social media, online reviews or an electronic community, they compare the claims of the brand with how the brand operates. With the rise of digital touchpoints, as suggested by Vo et al. (2023), certainty could be a determinant factor affecting the consumer perception related to brand actions, which are now more visible. Theres no doubt, when a brand stops being authentic it loses credibility, consumers lose trust, the positive ties and a potential long-term engagement with the consumers is not possible at simple brands even though they look good. Trust, another key factor that can influence successful brand relationships. Trust is when consumers feel safe that a brand will deliver what it promises, is there to them if they need it, and is honest and reliable. When people can trust great packaging, they do not have to wait for any doubt to arise about whether they should buy it or not, and this often prompts them to make their next purchase. Safeer et al. (2021) have claimed that authentic brands build trust as their authenticity indicate that the brand has credibility and reliability. Similarly, Lim and Jiang (2024) have carried out studies that have revealed that transparent and authentic communication is a highly positive attribute that will induce consumer trust, particularly those who access brands online as communities, which means the interactivity and engagement these communities possess can play a big role. The fact that great brand marketing campaigns are known for yielding brand loyalty is hardly surprising. They can make use of loyal customers, who come back to the products that they are dealing with, will tell their friends about the brand and will be loyal even if they have alternatives. According to the authors of Peter, Tahir et al. (2024), brand loyalty has direct impact on the long-term success of business as it explains in influencing customer loyalty and decreasing the marketing cost. Moreover, Sang and Cuong (2025) say that as part of this, customers emotion and positive experience are created through the element of trust, which in turn is the factor forming the basis of customer loyalty. Considering this, increased attention has been directed to understanding the relationships between authenticity, trust and loyalty from both academic and practical research viewpoints.
[bookmark: _Toc238031241]1.2 Origin of the Research
This study has been built upon the recent attention being paid to brand authenticity in marketing. Consumers have been growing more distrustful of standard advertising and corporate communications over the past decade because of worries about bait-and-switch tactics, corporate "purpose washing," and the disparity between company values and business actions (Rihhadata Aisy et al., 2025). At the same time, the increasing penetration of digital media has made it more convenient for consumers to get information and judge brands according to transparency, ethical practices and authenticity (Dwivedi et al., 2021). The significance of authenticity in influencing consumer attitude and behavioural intentions have been consistently reported from previous studies. Things can be made more likely to evoke positive consumer reactions through perceptions of credibility and sincerity, according to Fritz et al. (2017), which is why the creation of authentic brands is more likely to influence those responses. Likewise, Södergren (2021) pointed out the important role brand authenticity plays in consumer research, as it affects consumers' trust and attachment to and with regard to the brand. Although scholars are stepping up the investigation, there is much fragmentation in the literature. Studies concentrating on the relationship between authenticity and trust ( Rosari, 2025; Kanjer and Doshi, 2026), or authenticity and loyalty ( Chen and Lee, 2021; Jain, 2026) are also found. A few studies, however, have systematically studied the relationship between consumer trust development and perceived brand authenticity and their impact on consumer brand loyalty. This discrepancies are more significant in digital environments where the degree of authenticity becomes a significant part of consumer decision-making processes. Therefore, the motivation of the present research comes from the need of synthesising the contemporary evidences and gaining insight into the interrelationships between perceived brand authenticity, consumer trust and brand loyalty.
[bookmark: _Toc238031242]1.3 Research Aim
This study focuses on analysing the relationship between perceived brand authenticity, consumer's confidence and brand loyalty in systematic review of recent academic literature and analysis.
[bookmark: _Toc238031243]1.4 Research Objectives
1. To examine the effect of perceived brand authenticity on consumer trust.
2. To analyse the relationship between consumer trust and brand loyalty.
3. To evaluate the relationship between perceived brand authenticity and brand loyalty.
[bookmark: _Toc238031244]1.5 Research Questions
1. How does perceived brand authenticity influence consumer trust?
2. How does consumer trust influence brand loyalty?
3. To what extent does perceived brand authenticity influence brand loyalty?

[bookmark: _Toc238031245]1.6 Problem Statement
However, there has been limited research on consumer brand relationship constructs that have focused on individual aspects of brands – perceived brand authenticity, consumer trust and brand loyalty. For example, some research only focuses on the authenticity-attitude of trust relationship, trust-loyalty relationship, or authenticity-loyalty direct relationship (Lyu et al., 2025; Deng et al., 2024). Theese are segregated from one another, allowing a better understanding of the interaction between these parameters and consumer behaviour. Much of the previous research also has been carried out in specific industries or segments thereof, and this may make it difficult to generalise the findings. While authenticity and loyalty have informed scholarship, existing scholarship lacks rigorous conceptual frameworks which would integrate these two concepts within an overall framework, as noted by Buzgău and Cosma (2024). Therefore, it is still unclear how the perception of brand authenticity can affect the development of trust and formation of loyalty.
[bookmark: _Toc238031246]1.7 Significance of the Study
The value of this research is twofold: it is intended to benefit two audiences. Academic knowledge: The research brings a series of literature that have regarded brand authenticity, consumer trust and brand loyalty separately under one theoretical discussion of their relationships. The findings provide management-level recommendations for practitioners on the deliberate use of branding decisions based on authenticity to establish trust and thus, customer loyalty. These aggregated learnings can be helpful to marketing managers when planning their communication strategies and customer engagement campaigns. The study is important, because it merges theoretical contribution and a practical tool that can facilitate the organisations to gain sustainable competitive advantage.
[bookmark: _Toc238031247]1.8 Rationale of the Study
This research is based on the need to address the relationship of the three constructs as they have been treated to date, not on the importance of the general concept of authenticity, which was established in Section 1.1. The perceived brand authenticity, consumer trust and brand loyalty have each received a significant amount of research, but comparatively little research has combined the three concepts into a single integrated explanation (Hanhimäki, 2025). This is an issue because marketers don't generally make brand decisions based on one factor alone, and managers who bet on authenticity are often expecting to build trust and loyalty at the same time, which means they cannot be sure that their focused efforts are really leading to the desired results. Additionally, the review is warranted by the rapid development of the related literature, as many relevant papers were published in the past five years, including papers on authenticity-trust relationships (Rosari, 2025), authenticity-loyalty relationships (Sun et al., 2024), and related topics like ethical communication and corporate transparency ( Yang and Battocchio, 2020). It is timely and necessary, therefore, that a synthesis is possible. While at this current stage, the focus is on establishing whether there is consistency across the studies, it is appropriate to only conduct a systematic literature review rather than primary data collection. It allows for the study to be conducted within the scope of a dissertation and at the same time it meets a real and identifiable gap in the branding literature.
This dissertation, therefore, only addresses the specific rationale for synthesising the literature in these 3 constructs and leaves more general questions regarding managerial application and detailed methodological justification for the synthesis in Chapter Three.
[bookmark: _Toc238031248]1.9 Outline of the Study
This dissertation has five chapters. Chapter One introduces the topic by giving the background of the research topic, its origin, problem statement, research aim and objectives, research questions and the significance of the study. The literature review in chapter two is done and development of a theoretical framework is undertaken. The research methodology employed through the systematic literature review approach, data collection process and data analysis are presented in chapter Three. The findings from the literature that were reviewed are presented and discussed in chapter four. Finally, all the findings, conclusions, recommendations, limitations and research outlook paved by the research are summarised in the Chapter–Five.
[bookmark: _Toc238031249]1.10 Chapter Summary
The study began in this chapter, which presented the background and beginning of the study as well as how brand authenticity is becoming more and more important in today's marketing. The research problem, research aim, objective(s), and research question(s) were introduced to set a direction on the research. The significance and rationale of the research was also discussed, ensuring its relevance to both the academics and practitioners. Also, the chapter provided an overview of the structure of the dissertation. Summarising the chapter, it created a strong base to explore the possible link between perceived brand authenticity, consumers' trust, and brand loyalty. Next the study investigates the literature relevant to the study in a critical way.


[bookmark: _Toc238031250]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc238031251]2.1 Introduction
This chapter aims to review critically related literature on brand perceived authenticity, consumer trust and brand loyalty. These principles are gaining more significance in modern marketing contexts due to the increasingly competitive and digitally infused environment in which businesses exist, where consumers have access to more information and expect increased awareness and ethicality from the business. Consumers nowadays are not just recipients of marketing messages, but are active assessors of brands by their actions, values, and consistency throughout various touchpoints (Dwivedi et al., 2021). Hence, companies have started to prioritise genuine strategies for building brands, as a way to build trust and create lasting customer loyalty.
The earlier literature has consistently found positive relationships between authenticity, trust and loyalty, but these relationships are not fully understood and there is no consistent definition or measurement of these relationships. However, an examination of this literature brings to light a particular and ongoing gap. Most of the existing research focuses on one of these three constructs, or as most of them are done, pairs of these constructs, like authenticity-trust, trust-loyalty or perceived brand authenticity-consumer trust, and very few studies combine all three constructs in a single integrated model. This is important because at this time it is not possible to say from the current evidence base if the impact of authenticity on loyalty is direct, indirect, or a combination of both. Hence, this chapter summarises and critically evaluates the literature on brand authenticity, consumer trust and brand loyalty and is particularly focused on this problem, namely the joint treatment of the three constructs, in the present research.
[bookmark: _Toc238031252]2.2 Brand Authenticity
As with advertising, the 21st century study of branding has given rise to the concept of brand authenticity, a result of today's customers' urge for transparency and honesty in the brands they consume. Buyers are growing very distrustful of traditional marketing communications and are more inclined toward brands that come across as authentic and reliable. Campagna et al. (2023) define brand authenticity as a multi-dimensional construct involving originality, credibility, integrity and consistency. Authentic brands have been labeled as being "true to their word," and they offer experiences matching what consumers would expect. The same way, Rosado-Pinto and Loureiro (2022) contend that authenticity mirrors consumers' belief about whether a brand acts in a consistent manner according to its identity and communicated values or not. This view also includes the idea that authenticity is not simply something that an organisation could be but is a consumer evaluation based on interactions and experiences. Thus, authentic products are largely in perception of consumers instead of just the manager's wishes. Digital transformation largely has been a major contributor to the increasing importance of authenticity. These social media platforms and online communities have given consumers the latest and up-to-date information, the ability to judge brand action and share their experiences at the same time with others. Organisations use digital tools to control inflows and outflows of information, and their role in consumer-brand relationships has been revolutionised by digital technologies, according to Dwivedi et al. (2021). This gives consumers the ability to more readily perceive differences between what was promised and what is delivered. In support of this argument, Vo et al. (2023) point to the increasing importance of digital touchpoints in influencing perceptions of authenticity. Their analysis revealed that today's consumers are putting increasing importance on their interactions with a brand online, their experience from customer reviews, and what they see on social media. This signature of authenticity doesn't just mean high quality products; it's about everything of a customer's experience. To build trust in authenticity, organisations need consistency between the online and offline channels.
Researchers have investigated the factors that create brand authenticity in a couple of studies. safeer et al 2021 determined that transparency, credibility, and value congruence play a significant role in the concept of authenticity. Organisations' actions increase consumer belief in the authenticity of their brands if they match the communicated values. Similarly, safeer and Liu (2022) conclude that authentic CSR programs are better perceived as authentic as they show a devotement to social worth and wellness instead of simply business purposes. But what is true is a complex, subjective concept. What is seen as the same action by the same organisation can mean different things to different consumers based on their personal experiences, societal norms and expectations. It results in subjectivity, which accounts for the variations in the levels of connotations of authenticity observed in studies, as Campagna et al. (2023) point out. There is therefore a general consensus that the demand for authenticity is important, but disagreement over the dimensions and operationalisation of authenticity. The results of research have repeatedly shown benefits of authenticity. Authentic brands increase customer satisfaction and brand equity due to the formation of more emotional ties with customers (Tran and Nguyen, 2022). Likewise, Osorio et al. (2023) found ownership authenticity was an important factor of brand love, which results in depth of consumers' psychological connection to an authentic brand. The results stress the fact that authenticity affects consumer's cognitive as well as attitudinal behavior. Recent studies by Deng et al. (2024) identified positive relationships between brand authenticity and brand trust, and the brand trust and brand attachment, and hence brand loyalty. Similarly, Sun et al. (2024) reported that the consumers' willingness to pay premium price and forgiving occasional brand-busting event results from authenticity. The results indicate that authenticity offers strategic value for its long-term benefits; such as building customer relationships and improving the resilience of the organisation.
All of these results demonstrate that the importance of authenticity is not limited to the consumer's sense of a brand but, rather, reaches into the relational consequences of authenticity, as well. Authenticity conveys honesty, consistency and credibility and as such, provides consumers with a reason to trust a brand's claims, as discussed in Section 2.3. This trust is hypothesized to manifest in repeat purchase and emotional bond that is linked to loyalty (Section 2.4). The chapter therefore transitions from the concept of authenticity to understanding how authenticity fosters trust and then to the role of trust and authenticity in the development of loyalty.
Table 2.1: Summary of the research gaps
	Research gaps
	Sources

	No clear, agreed definition or scale for brand authenticity.
	Campagna et al. (2023)

	Research is growing but still fragmented and inconsistent. 
	Rosado‑Pinto & Loureiro (2024)


	Authenticity theory hasn’t caught up with digital/AI/AR/VR touchpoints.
	Vo et al. (2024)

	Studies ignore nonlinear relationships between authenticity and key outcomes.
	Deng, Wang & Li (2025)

	Mediators like satisfaction, trust and commitment are unclear and inconsistently modelled.
	Tristandinata & Kusumawati (2024)

	Little research on psychological outcomes beyond loyalty, especially outside the West.
	Sun et al. (2024)

	Brand experience as an antecedent of authenticity is underexplored.
	Tran & Nguyen (2022)

	Human brand authenticity (e.g., influencers, celebrities) is still limited and not transferable from product contexts.
	Osorio, Centeno & Cambra‑Fierro (2023)

	Moderators of authenticity effects are inconsistent and poorly understood.
	Safeer & Liu (2023)



[bookmark: _Toc238031253]2.3 Consumer Trust
One of the areas of relationship marketing and consumer behaviour which has been studied broadly is consumer trust. Trust is usually defined by consumers' level of trust in a brand on the basis of a set of expectations about its reliability, honesty and competence. Trust helps to lower the perceived risk and ease consumer's purchasing choices in a competitive market with uncertainty and information asymmetry. Lim and Jiang (2024) state that loyalty can be fostered through the perceived actions of a brand when it is honest and consistent. Through their study, they found that "real" communication can greatly build trust in the online brand community. Similarly, Huo et al. (2022) state that success in developing trust does not simply occur when consumers feel that organisations are truly responsive to their welfare but more so when the organisations are consistently adding value to their needs. In settings such as online where consumers cannot touch a product before buying, it is crucial that they perceive you as trustworthy. Under these circumstances, consumers tend to heavily depend upon the reputation of a brand, reviews and previous experiences when choosing to purchase a product/service. Digital interactions have increased uncertainty compared to individual's face-to-face transactions; therefore, trust plays a significant role in digital interaction, as suggested by Dwivedi et al. (2021). Research in the literature shows that there are several factors that precede consumer trust. Authenticity is often one of the most influential determining factors. Safeer et al. (2021) concluded that when brand is perceived to be authentic, it leads to a positive increase in trust as authenticity communicates credibility and reliability. If consumers think brands are honest and up front, they will be more inclined to trust organisational claims and intentions.
All of this means that the results of trust are of equal importance. Trust helps to improve customer satisfaction, motivate the repetition of purchase and improve the bond of affective nature of the brands. For e-commerce, Sang and Cuong (2025) propose that trust serves as an important mediator between the brand experience and loyalty. In the same way, Deng et al. (2024) discovered that high consumers' trust leads to high levels of consumers' emotion towards the brand and high long-term consumers' loyalty. Though there is great consensus about the advantages of having trust, there are some scholars who believe that trust does not ensure loyalty. When a consumer wants to purchase multiple brands of the same product, the situation may arise where the consumer trusts more than one brand, especially in markets with low switching costs. So, trust is a vital but not sufficient factor for loyalty development. Other factors like satisfaction, emotional connection, and brand value can also contribute to consumers' commitment. Consumer trust is generally an important and is crucial to successful brand relationships. It creates a sense of reduction in uncertainty, boosts emotion bonds and build long ties with engagement.
[bookmark: _Toc238031254]2.4 Brand Loyalty
One of the proudest of the achievement of effective brands is brand loyalty. Repeat customers: generate repeat purchases and positive word of mouth communication and hold strong against competing marketing. Hence, organisations also tend to see loyalty as an important arena for attaining and maintaining their sustainable competitive advantage. According to Tahir et al. (2024), brand loyalty refers to the consumers preference to continue buying and promoting a specific brand despite the presence of other brands. This commitment could be behavioural, attitudinal or both. Behavioral Loyalty recurring buying, Attitudinal Loyalty feeling and psychological commitment. It is critical to understand that whilst behavioural and attitudinal loyalty may go hand in hand, commitment to purchases does not necessarily translate to commitment in terms of loyalty. Buy Repeat may be a brand that is bought due to convenience or lacking alternatives, not to the emotional commitment. Thus, an increasing number of researchers have focused on the concept of attitudinal loyalty as they study consumer/brand relationships. A variety of factors spawn loyalty development. Among the key drivers that are mentioned often are customer satisfaction, customer trust, brand authenticity, and positive consumer experience. San and Cuong (2025) concluded that trust plays a significant role in fostering loyalty as it enhances consumers emotional connections with brands. Likewise, Deng et al., (2024) stated that trust acts as one of the underlying mechanisms linking authenticity and loyalty.
Authenticity has also been shown to directly affect loyalty. According to Tristandinata and Kusumawati (2024) authentic brands can improve the relationship quality and thus increase the loyalty of customers. Their research indicates that the customers will be more loyal to the brands that demonstrate honesty, transparency, and consistency. Additionally, Sun et al. (2024) found authenticity as a positive influence on loyalty, due to increased attachment to the brand and consumers inclination to support the brand in times of crisis. This discovery indicates that authentic brands might be more resilient as loyal customers enable them to cover for a few errors or lapses in rendition. Despite the above promising results, there are also some points that highlight the difficulties faced when developing loyalty. There are many options available to todays consumers, and many typically have even lower switching barriers than the generations that have come before. This means that loyalty costs must be continually invested in activities for relationships. Brands need to offer value to customers consistently, must adapt to the changing expectations and market conditions. 
[bookmark: _Toc238031255]2.5 Relationship Between Brand Authenticity and Consumer Trust
This association is being increasingly acknowledged and is more than merely mereological between brand identity and brand image.Today theres quite a bit of research supporting the relationship between brand authenticity and consumer trust. Authenticity indicates honesty, transparency, reliability and is a diminishing factor of uncertainty and a building component of organisational behavior. But Safeer et al. (2021) concluded that feeling actual would lead to a belief in the brand, and in this sense, both consumers would show higher trust of the brand when they feel it is real. Similarly, Lyu et al. (2025) discovered that the positive relationship between authenticity and trust occurs in terms of psychological certainty of brand authenticity, specifically trust. They have discovered that sincere communication and regular organisational behavior results in positive perceptions and thereby higher building of trust. Lim and Jiang (2024) also demonstrated that the aspect of authenticity has a positive impact on building trust in an online brand community. The findings all show how essential authenticity is as one of the antecedents for trust and for establishing a relationship between consumers and brands. The consumers trust and brand loyalty were assessed by responding to a statement. Consumer trust and brand loyalty was measured by answering an assertion. Greedy is an important factor in loyalty; it is customary if nothing more. Consumers looking to consume a product or service once they place a one-time order are more likely to trust brands. This will be confirmed by Sang and Cuong (2025) that between levels of trust and brand loyalty is the experience that the brand has had previously. Similarly, trust is also shown to affect commitment and foster long-term consumer-brand relationships, according to Cramer and colleagues (2018). Based on this research, the factors that are believed to be very important in making the process of consumer experience to customer loyalty are seen to be TRUST.
[bookmark: _Toc238031256]2.7 Relationship Between Brand Authenticity and Brand Loyalty
Studies have shown that authenticity has a direct effect on loyalty, as well as an indirect effect through other factors. According to Tristandinata and Kusumawati (2024), relationships that are more authentic will positively influence the quality of the relationship which in turn will lead to more improvements in brand loyalty. Likewise, Sun et al. (2024) discovered that consumers have stronger attachment and commitment towards authentic brand. Moreover, Deng et al (2024) demonstrated indirect relationship between authenticity and loyalty through trust and attachment. The findings imply that authenticity can directly promote loyalty but maybe can also influence loyalty by working through the role of relationship variables.
[bookmark: _Toc238031257]2.8 Theoretical Framework
The theoretical basis of this study is the concepts of Relationship Marketing Theory and signaling Theory to understand the relationship between perceived brand authenticity, consumer trust and brand loyalty. Relationship Marketing Theory focuses on the significance of building strong relationships with consumers that take place over a period of time and driven by mutual value creation, trust and commitment. Santos et al. (2025) states that the role of customer loyalty is enhanced when the organisation builds trustworthy and meaningful relations with customers. More so, Busser and Shulga (2019) state that consumer engagement and relationship quality play important roles in the consumer loyalty writers. In the scope of this research, perceived brand authenticity plays a role in increasing consumer trust, and this increases the brand loyalty in return.
In the case of uncertainty, consumers act according to their own need to signal in order to decide. Often consumers have less-than-perfect information on the intentions of a brand, the quality, or the credibility, so they judge it based on signals that they can observe. Clear and honest communication, sound business practices and ethical behavior are positive messages to alleviate information disparity and boost consumer trust ( Yang and Battocchio, 2020). Building a sense of authenticity is also suggested by Rosari (2025) as an effective strategy to increase trust, as there is consistency between values and actions of the organisation. These theories combine to help explain how brand authenticity (as perceived by consumers), can be used like a characteristic that facilitates a customer's trust in a brand, and trust as a basis to build long-term brand loyalty.
[bookmark: _Toc238031258]2.9 Research  and Chapter Summary
The communication in the literature consistently will not leave any room to doubt the positive correlation between perceived brand authenticity, consumer trust and brand loyalty. Most of this literature however takes an exclusive look at either these constructs separately or looks at specific industries and geographic locations. Furthermore, there have been conflicting findings and results across studies that have used a variety of conceptualisation and measures. Therefore, an integrated synthesis of the up to date evidence regarding authenticity, trust and loyalty in one go is still required. This gap can provide products manufacturers a clearer understanding of the role that actual branding plays in the long-term effect on relationships with customers and an organisations success.

[bookmark: _Toc238031259]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc238031260]3.1 Introduction
The effective methodology that is used to explore the hypothesis of “Perceived brand authenticity, consumer trust and brand loyalty” is described in this chapter. The research philosophy as well as the research approach and design, the data collection process, the sampling process, data analysis used, and ethical aspects are explained in the chapter. The study aims at building a complete knowledge of the relationships that exist between the selected constructs, through literature analysis, a methodology called Systematic Literature Review (SLR) was used. This way, its possible to rigorously and transparently identify, assess, and combine relevant studies from academic sources (Snyder, 2019). The basis of methodology is closely related to the aim of the study and the study objectives. As previous researches yielded inconclusive results about the relationship between brand authenticity, consumer trust and brand loyalty, a systematic review is suitable to synthesise the current knowledge and present more coherent view on these constructs.
[bookmark: _Toc238031261]3.2 Research Philosophy
Research philosophy is a set of beliefs and assumptions which guide the collection, analysis and interpretation of data in a study. It is the foundation for methodological decisions and for the process of research. Pragmatist research philosophy is used in this research. Pragmatism considers the philosophical position chosen should depend on research question and the utility of that position for the research rather than being bound to a purely objective or a purely interpretive approach. Thematic analysis is subjective in that it involves a certain level of judgement on the part of the researcher, in terms of selection, organisation and comparison of findings across the studies, a claim of complete objectivity would be hard to justify; this is the position that suits them here. The key aspect of adopting pragmatism is to accommodate the appropriate rigour of a structured, evidence based literature review, with the premise that the researcher is an active participant in organising and interpreting the literature, but still adheres to a predetermined set of analytical categories based on extant theory. In practice, the study employs a structured systematic review, based on an agreed upon analytical categories derived from the theoretical framework, to determine if previous research confirmed, refuted, or had mixed findings on the relationships between perceived brand authenticity, trust, and brand loyalty. The method here provides a good balance between the structural approach of literature synthesis and the realistic approach of literature synthesis in practice.
[bookmark: _Toc238031262]3.3 Research Approach
The present investigation aims at assessing the consistency of evidence of the relationships between the selected variables from previous studies using deductive method. Moreover, it contributes to the incorporation of the theories of Relationship Marketing and Signaling Theory in the study of consumer-brand relationship.
[bookmark: _Toc238031263]3.4 Research Design
Systematic literature review research design is used to this research. A systematic literature review (SLR) is a process that can identify, evaluate and synthesise relevant academic literature to answer research questions in a systematic and transparent way (Xiao and Watson, 2019). Systematic reviews differ from Narrative reviews in that they are conducted using a set of pre-defined procedures that promote reliability, transparency, and replicability. In fact, Snyder (2019) notes that systematic reviews can be especially valuable when the available research literature is fragmentary or spread out across a variety of contexts. It is decided to use a systematic literature review for three main reasons: Firstly, the study aims to summarise present evidence and not gather primary data as described above. Brand Authenticity, Trust, and brand Loyalty have been the subject of significant research with significant results already in the literature. These constructs are usually studied in isolation from each other, which calls for integration. Hence, the systematic review methodology could be used as an effective method to establish a comprehensive understanding of the selected variables, which have relationships among them.
Table 3.1: Justification of Research Design
	Research Requirement
	Justification

	Existing literature available
	Numerous studies examine authenticity, trust, and loyalty

	Need for synthesis
	Findings remain fragmented

	Secondary research focus
	No primary data collection required

	Objective analysis
	Systematic review enhances transparency


[bookmark: _Toc238031264]3.5 Data Sources and Search Strategy
The study is purely secondary data which is retrieved from peer-reviewed academic literature. Only recognised and scholarly databases were used to uphold credibility and academic rigor.
Databases Used
	Database
	Purpose

	Google Scholar
	Broad academic coverage

	Scopus
	High-quality peer-reviewed sources

	ScienceDirect
	Marketing and Consumer behaviour literature

	Emerald Insight
	Business and management research

	Taylor and Francis Online
	Branding and consumer studies


To identify relevant literature, several keywords and search combinations were used.
Table 3.2: Search Keywords
	Primary Keywords
	Secondary Keywords

	Brand authenticity
	Authentic branding

	Consumer trust
	Brand trust

	Brand loyalty
	Customer loyalty

	Brand relationship
	Relationship marketing

	Authentic communication
	Brand credibility


Boolean operators like AND, OR and NOT were used to narrow down results and make them more relevant.
They can be, for example, "Brand authenticity" AND "consumer trust" or "Brand authenticity" AND "brand loyalty". AND “Consumer Trust”—“Brand Loyalty”. Consequently, “authentic branding” and “relationship marketing”.
[bookmark: _Toc238031265]3.6 Inclusion and Exclusion Criteria
Care has been taken to ensure consistency and relevance by selecting the inclusion and exclusion criteria.
Table 3.3: Inclusion and Exclusion Criteria
	Inclusion Criteria
	Exclusion Criteria

	Peer-reviewed journal articles
	Non-academic websites

	English-language publications
	Non-English studies

	Published between 2021-2025
	Publications before 2021 (except methodology sources)

	Studies related to authenticity, trust, or loyalty
	Irrelevant subject areas

	Empirical and review studies
	Duplicate records


The data collection process was systematic and involved the following steps that were recommended by Xiao and Watson (2019) when conducting systematic reviews.
[bookmark: _Toc238031266]3.7 Data Collection Process
It stands that the process was are of four stages:
Stage 1: Identification
Specific studies were located by searching using pre-established terms in order to find those that are relevant.
Stage 2: Screening
Relevant titles, abstract and keywords were examined.
Stage 3: Eligibility
A total of full-text articles were then screened for inclusion/exclusion and duplicates were removed.
Stage 4: Selection
All studies were included in the final review if they met all the criteria.
Table 3.4: Literature Selection Process
	Stage
	Number of Articles

	Initial database search
	120

	After duplicate removal
	95

	After abstract screening
	55

	Full-text assessment
	35

	Final studies included
	22


The final sample comprised high-quality studies that provided insights into three brand key elements: brand authenticity, consumer trust, and brand loyalty.
[bookmark: _Toc238031267]3.8 Data Analysis Method
Analysis and synthesis of the selected literature studies were done through thematic analysis, deductively, not through open coding.
Thematic analysis was used here in a directed, deductive manner, which involved the use of pre-established analytical categories that were used to structure findings, patterns and relationships between the selected studies. For the purpose of this type of systematic literature review, thematic synthesis (Snyder 2019) is very suitable because the evidence from various sources can be synthesised as themes in a structured manner.
The literature reviewed was analysed in four pre-determined categories:
Table 3.5: Predetermined Analytical Categories
	Category
	Description

	Category 1
	Brand Authenticity

	Category 2
	Consumer Trust

	Category 3
	Brand Loyalty

	Category 4
	Relationships among the three constructs


The relationships among the three constructs are represented in Category Four. Following these steps, analysis was conducted through reading and reviewing of the selected studies, extracting key findings, sorting the results in each pre-determined category, comparing the similarities and differences across studies and identifying the theoretical and practical implications. This process allowed a critical review of the literature, as well as an integrated insight into the research topic.
[bookmark: _Toc238031268]3.9 Reliability and Validity
Reliability relates to being consistent and validity relates to whether the research's conclusions are accurate and credible. Enhancing the reliability and validity of the results is promoted with the following measures: Use of peer-reviewed academic sources. Explicit inclusion and exclusion criteria (where relevant). Transparent search procedures. Structured thematic analysis. Use of recognised databases. The systematic review process minimises risk of bias and maximises the credibility of the results.
[bookmark: _Toc238031269]3.10 Ethical Considerations
The study is not composed of human subjects, however, there are ethical issues that must be taken into account. The work is following those standards of academic honesty and responsible scholarship which have been laid down. Important ethics aspects such as Proper Citation/Reference of all sources Avoidance of plagiarism. Authors Results that are appropriately represented. Respect for intellectual property rights. Clear methods and results reporting. Data had been collected from publically available academic articles thus there was no need to obtain ethics approval for primary data collection.
[bookmark: _Toc238031270]3.11 Chapter Summary
The decision to use a pragmatist philosophy and a deductive methodology was undertaken to assist the systematic review of the list of the existing literature on the perceived brand authenticity, consumer trust and brand loyalty issue.



[bookmark: _Toc238031271]CHAPTER 4: FINDINGS, ANALYSIS AND DISCUSSION
4.1 Introduction
These objectives are achieved in this chapter, which includes a systematic review of literature, findings analysis and discussion. The methodological strategy involved in the identification and assessment of pertinent academic studies has been described in the previous chapter. In this chapter, the data gathered from those studies was compiled and the interrelationships between the three constructs were explored. The analysis is done based on the four prominent themes that were found in the literature search process. The first theme explores how brand authenticity is a condition that engenders consumer trust. The following theme focuses on how consumer trust can affect customer loyalty. The third theme explores the direct connection between brand authenticity and brand loyalty. Finally, the fourth theme involves the findings of this study in a larger theoretical perspective to understand how authenticity can help create long-term C-B relationships. The discussion is directly related to research objectives and involves detailed and up-to-date academic discussion.
[bookmark: _Toc238031272]4.2 Overview of Selected Studies
Systematic reviews have identified a variety of studies in recent times that have investigated the concepts of authenticity, trust and loyalty, including in the retail sector, e-commerce sector, food service industry, cosmetics industry and digital marketing sector. The studies varied as parameters and procedure, but the majority showed positive interrelationships for the various parameters.
Table 4.1: Summary of Key Studies Included in the Review
	Author(s)
	Focus of Study
	Key Findings

	Safeer et al. (2021)
	Brand authenticity and consumer behaviour
	Authenticity positively influences consumer attitudes and behaviour

	Lyu et al. (2025)
	Authenticity, trust, and loyalty
	Authenticity enhances trust, which strengthens loyalty

	Deng et al. (2024)
	Authenticity, attachment, and trust
	Trust and attachment mediate authenticity-loyalty relationships

	Sun et al. (2024)
	Authenticity and loyalty
	Authenticity increases attachment and willingness to pay more

	Sang and Cuong (2025)
	Trust and loyalty in e-commerce
	Trust significantly influences loyalty intentions

	Lim and Jiang (2024)
	Authentic communication and trust
	Authentic communication strengthens trust and engagement

	Tran and Nguyen (2022)
	Authenticity and customer satisfaction
	Authenticity positively influences brand equity and satisfaction


The consistency of findings across these studies indicates that authenticity, trust, and loyalty are closely interconnected components of consumer-brand relationships.
There is more, however, as looking at the 22 studies included in the review that have been closed showed that support is not consistent across all relationships. Studies of authenticity and trust showed a significant positive correlation in nine of the studies, and a mixed result in one study depending on the type of product. There were eight studies on trust and loyalty, all with positive results, although there was a variance in effect strength by sector with ecommerce and fashion retail showing the strongest and low involvement categories like grocery goods showing the weakest effect. The other five studies focused on the direct relationship between authenticity and loyalty; three of these studies found the direct effect to be significant, while the other two demonstrated that it was not significant after the variables of trust and attachment were controlled. This indicates that although trust had a significant effect between authenticity and loyalty, it is not a complete mediator.
[bookmark: _Toc238031273]4.3 Theme One: Brand Authenticity as a Driver of Consumer Trust
One of the most significant findings emerging from the reviewed literature is the strong positive relationship between perceived brand authenticity and consumer trust. Through multiple studies, authenticity was consistently identified as an important antecedent of trust. Consumers increasingly operate in environments characterised by information overload and market uncertainty. Consequently, they seek indicators that can help them evaluate the credibility and reliability of brands. Authenticity serves as one such indicator because it signals honesty, transparency, and consistency. According to Safeer et al. (2021), consumers are more likely to trust brands that demonstrate alignment between their stated values and actual behaviour. When organisations consistently communicate authentic messages and fulfil their promises, consumers develop confidence in the brands intentions and capabilities. This finding is supported by Lim and Jiang (2024), who examined authenticity within online brand communities. Their research demonstrated that perceptions of authentic communication significantly enhance trust among consumers. In digital environments, where consumers often have limited direct interaction with organisations, trust is heavily influenced by the credibility of online communications. Brands that engage openly and transparently with consumers are more likely to foster positive perceptions and establish trustworthy relationships. Similarly, Lyu et al. (2025) found that authenticity functions as a psychological mechanism that reduces uncertainty and strengthens consumer confidence. Their study suggests that consumers interpret authentic behaviour as evidence that a brand is dependable and sincere. This perception encourages trust because consumers believe the brand will continue to behave consistently in future interactions.
The findings also indicate that authenticity extends beyond marketing communication. Safeer and Liu (2022) argue that authentic corporate social responsibility initiatives contribute significantly to trust development. Consumers increasingly expect organisations to demonstrate genuine concern for social and environmental issues. When CSR activities are perceived as authentic rather than promotional, consumers are more likely to trust the organisation. Conversely, when CSR initiatives appear opportunistic or inconsistent with organisational behaviour, trust can be undermined. Despite the generally positive findings, some studies suggest that authenticity alone may not automatically generate trust. Consumer perceptions are influenced by individual experiences, cultural values, and market contexts. Therefore, authenticity must be supported by consistent organisational behaviour and positive customer experiences. Nevertheless, the overall evidence strongly supports the first research objective, indicating that perceived brand authenticity plays a critical role in developing consumer trust.
[bookmark: _Toc238031274]4.4 Theme Two: Consumer Trust as a Predictor of Brand Loyalty
The second major topic identified from the literature involves the implication retail involvement on brand loyalty. Trust is, consistently, found to be one of the most predictive factors of long-term commitment and repeat leadership behaviour for consumers in all of the reviewed research. Trust eliminates perceived risk and boosts levels of confidence in purchasing. A consumer who has built up trust in a brand is more likely to use a product or service he trusts even if he has other choices to choose from. Trust is a pivotal factor that affects loyalty in the e-commerce landscape, as it helps build consumers emotional ties to brands, according to Sang and Cuong (2025). Based on their findings, it is clear that trusted brands are less likely to lose customers and more likely to result in positive behaviour changes. Likewise, Huo et al. (2022) concluded that trust is one of the main mechanisms whereby corporate social responsibility affects loyalty. They found that by engaging in socially responsible business activities, it can raise trust, which ultimately leads to a higher level of customer commitment and repeat buying behavior. This discovery points to a trend that trust is a factor that will mediate between organisational behaviour and the subsequent outcome for the consumer. Relationship marketing also makes sense in explaining the link between trust and loyalty. According to RM Theory, the essential ingredients of creating successful long-term relationships are trust, commitment and mutually created value. When a customer believes in a brand, he or she feels less uncertain, which boosts positive emotional responses. Such attachments foster long-term loyalty and help stop customers from branching off to the competition.
This is further evidenced by the finding of Deng et al. (2024) that trust in the brand enhances the brand attachment, and it in turn impacts brand loyalty intention. The study results suggested that trust is not really an exchange factor, but also one of the elements of emotional and psychological commitment. Those that trust a brand tend to build a more exacting relationship with them, making it more probable that they will stay faithful to them. But also, the literature indicates that loyalty could not be explained solely by trust. Consumer commitment can also be shaped by other factors including ones satisfaction, brand experience, perceived brand value and personal emotional connection with the brand. However, trust is consistently one of the most important factors affecting loyalty in various contexts and industries. The results firmly support the second research goal that consumer trust proves important in determining brand loyalty.
[bookmark: _Toc238031275]4.5 Theme Three: Brand Authenticity as a Direct Driver of Brand Loyalty
The third theme aims to demonstrate the direct relationship between perceived brand authenticity and brand loyalty. There are several studies that indicate that beyond the mediating effect of trust, authenticity can also have an effect on loyalty. Instantiate and Kusumawati (2024) concluded that authenticity would have a positive impact on the brand relationship quality thus, thereafter, directly influencing the customer loyalty. The results indicate that consumers are more likely to be loyal to brands that they think are authentic and consistent. Authenticity establishes emotional bonds that go further than practical features of product usage and help build lasting bonds. Similarly, Sun et al (2024) concluded that the strength of authenticity is the reinforcement of consumers willingness to pay for high-quality products and their attachment to brands. But most important: Their conclusion is that authentic brands are more likely to keep their customer support during times of trouble in the organisation. This implies that authenticity plays a role in loyalty through building up a resilience within the consumer-brand relationship. Deng et al. (2024) also found that authenticity had a direct relationship with loyalty, yet it also had an indirect relationship on loyalty via trust and attachment. The result underscores the plethora of meaning and the fact that authenticity can affect not only cognitive but also affective aspects of consumer behavior.
This direct effect of authenticity on loyalty can be attributed to the consumers quest for meaningful and value-based relationships towards brands. Brands are being sought out by todays consumers that honor their values and identities. If brands are able to communicate their authentic values and act consistently, they will be more likely to be identified by the consumer, and the consumers will be loyal in the long-term. Yet, this correlation can be different for different industry sectors and consumer groups. Authenticity might be more beneficial for product lines likely to be associated with self-expression: fashion, cosmetics, life-style brands. Generally, authenticity is an effective factor for an increase in loyalty; however, it will depend on certain aspects of the context where these factors take effect.
[bookmark: _Toc232183487][bookmark: _Toc238031276]4.6 Theme Four: Integrated Discussion of Findings
The above findings suggest that brand perceived authenticity, consumer trust and loyalty are not independent variables, but all are interwoven elements of a process of consumer-brand relationship. The reviewed studies all agreed that authenticity is a fundamental concept which has an impact on trust and loyalty. The results are in terms of the theory of Relationship Marketing because it mentions that a key factor in establishing a long term relationship with customers is the establishment of trust and commitment. Perhaps the element of authenticity contributes to increasing relationships by facilitating in doing so, some kind of openness, believability and trustworthiness in the other. With these impressions comes confidence and this breeds further emotional bond and loyalty. The results also corroborate Signaling Theory. Treating the subject here is such that when there is uncertainty, the consumer is forced to rely on the apparent signs that the organisation provides on which to make an evaluation. Being authentic is a way of ensuring the credibility and trustworthiness of organisations. The consumer gets a sense of trust when he or she perceives that all the authenticity cues are true; willingness to maintain deeper relationships with the brand. It is interesting to note that in literature, trust can be an intervening construct between authenticity and loyalty. Authenticity has a clear effect on loyalty, but it may be through one's level of trust and emotional attachment. The result confirms the theoretical model that is set up for this research study, and it enriches the conceptual model of the impact of authenticity on consumer behaviour.
Figure 4.1: Integrated Relationship Identified in the Literature
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Figure 4.1: Integrated Relationship Identified in the Literature
Source: Self made

[bookmark: _Toc238031277]4.7 Discussion in Relation to Research Objectives
The next step in the findings directly relates to the research goals listed in Chapter One. The first aim was to explore the effect of perceived brand authenticity on consumers trust. Authenticity has also been repeatedly demonstrated through scientific studies to foster the development of trust by driving self-perceptions of honesty, transparency and credibility (Safeer et al., 2021; Lyu et al, 2025; Lim and Jiang, 2024). Another objective was to look at the effect of consumer trust on brand loyalty. The evidence indicated that trust has a positive impact, causing a decrease in uncertainty, commitment and emotional attachment to the speaker as an important role in product loyalty, as in previous studies (Huo et al., 2022; Sang and Cuong, 2025). The third aim was to test the correlation between brand authenticity perception and brand loyalty. It is found that the direct influence of authenticity on loyalty along with the indirect effect via trust and attachment (Deng et al., 2024; Sun et al., 2024; Tristandinata and Kusumawati, 2024).
[bookmark: _Toc238031278]4.8 Chapter Summary
The results of systematic literature related to the perceived brand authenticity, consumer trust and brand loyalty were analysed and discussed in this chapter. The findings of the analyses indicated good support for the positive relationships between these three constructs. Authenticity was found to be one of the important factors to build consumer trust, while trust can be one of the factors towards consumer loyalty. Additionally, authenticity proved to have a direct and indirect link with loyalty via trust and emotional attachment. The results presented in this section corroborate the suggested conceptual framework and support the conclusions and recommendations that are made in the next chapter.


[bookmark: _Toc238031279]
CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc238031280]5.1 Introduction
The results of the study on discovering the relationship between perceived brand authenticity, consumer trust and brand loyalty are presented in this chapter. The chapter presents a summary of the essential results gained from the systematic review of the literature based on the current literature, as well as an assessment of the achievement of the research objectives. Furthermore, the chapter provides theoretical and practical implications, limitation and recommendations for the study. The results offer valuable insights regarding the role of authenticity in consumer-brand relationships and reveal the extent to which “trust” acts as a key mechanism impacting brand loyalty in the longer-term.
[bookmark: _Toc238031281]5.2 Research Objectives Achieved
Each of the three issues of the study was met. The first was to examine the interactive effects between the perceived brand authenticity and consumer trust. The results strongly suggest that there is a positive relationship between these constructs. Authentic brands can be seen as more credible and more trusted as they convey messages in a consistent manner and act in line with their values (Safeer and Liu, 2022; Lim and Jiang, 2024) The second goal was to examine the connection between consumersfaith in a particular brand and their faith in a particular brand. The second aim was to examine the correlation between trust consumers have in a brand and consumer loyalty towards that brand. Trust is always believed to be a strong determination of loyalty in literature. More trusted consumers tend to have high level of commitment, high level of buying intention and are more ready to have long-term relationships (Sang and Cuong, 2025). The third was a brand study to explore the link between perceived brand authenticity and brand loyalty. The results validate the contribution of authenticity to loyalty both directly and indirectly via trust and emotional attachment (Deng et al., 2024; Sun et al., 2024). Hence, systematic review process was able to tackle all the aims of the research.
[bookmark: _Toc238031282]5.3 Summary of Key Findings
This studys results show how an authoritative brand authenticity has an impact on consumption behavior. Authenticity was found to consistently be an important factor when it comes to consumer trust and brand loyalty, across the literature reviewed. Brands are increasingly relished for their transparency, honesty, consistency and credibility in communications and actions. Amongst the highly competitive and digital markets, authenticity is a key signal that supports consumers in capturing the trustworthiness and integrity of an organisation (Dwivedi et al., 2021). The first key finding was that the perception of brand authenticity was able to positively impact consumer trust. Research studies conducted in this research often indicated that the consumers trust in the brand is always in the trust level that "is believable" and "has values" that are compatible, if not matching, with his or her own values and values (Safeer et al., 2021; Lyu et al., 2025). Earning more trust perceptions through authentic communication, ethical business interactions, and transparency creates greater confidence in the brand and decreases uncertainty. The second study uncovered the importance consumer trust has on brand loyalty. Trust was found to be a key enabler of repeat purchase, emotional attachment and commitment. When consumers have trust in the brand, they are more likely to sustain their relationship with the brand even in the face of competing options, as stated by Sang and Cuong (2025). Likewise, Huo et al., (2022) discovered that trust enhances customer commitment and has positive impact on customer loyalty intention. In the third finding, brand authenticity as perceived to be brand loyalty was found to be direct. When brands are authentic, they build greater emotional connections with consumers, which makes them extra attached, and more supportive over the long haul. Authenticity was found to have direct relationships with loyalty by Deng et al. (2024), Sun et al. (2024), and Tristandinata and Kusumawati (2024) through its direct effect, and indirect effect through trust and relationship quality with loyalty. The notion of authenticity, trust, and loyalty evokes the impression that they are linked and act within a consumer brand relationship.
[bookmark: _Toc238031283]5.4 Conclusion
The study findings indicate the fact that the brands perceived brand authenticity has moved from being a desirable aspect of a brand to a strategic requirement in todays marketing. With people becoming more informed and wary of corporate messages, authenticity offers a great platform to differentiate and build a deeper connection with consumers. The results reveal that authenticity improves trust by mitigating uncertainty and boosts credibilities. In turn, trust influences loyalty, through repeat purchase behavior, emotional commitment, and longer relationship purchase commitment. Also, authenticity can positively influence consumer-brand relationships by moving it to a psychological and emotional level, which enhances brand loyalty. The results also lend support to the assumptions of the theory of Relationship Marketing and Signaling Theory. Authenticity is a key indicator of credibility and trustworthiness, and trust is the basis of good relationships in the future. Therefore, the brands which are genuine will give more viable competitive benefits to organisations through acceptability and loyalty of their customers.
[bookmark: _Toc238031284]5.5 Practical Recommendations for Future Research
On the basis of the findings, the following recommendations are suggested for the Brand managers and Marketing practitioners. The key things organisations need to do first is to ensure the presence of clear and consistent communication through all customer interaction. Brands are being judged more on consistency than ever before – the gap between brand promise and the behaviour of the brand is increasingly creating a problem for consumers. As a result, all parts of the brand and marketing communications should be authentic. Second is the way that all businesses need to concentrate on building genuine business social responsibility programs. According to the research, good consumer response to CSR efforts can be seen when the activity is perceived as representative of their values rather than as a promotional strategy for the company (Safeer and Liu, 2022). Thirdly, there must be strong connections with consumers through digital channels and online communities. Engagement shows potential for enhancing the quality of a relationship and trust, and this can have a resolving and positive impact on the process of developing loyalty (Lim and Jiang, 2024). Organisations therefore need to keep track of customers perceptions of authenticity and trust regularly. Knowing the consumers assessment of the brands behavior can help managers to determine possible gaps between the behavior they hope for the brand and the one that they believe has been designed. Correct appreciation of consumers evaluation of the brand behavior may enable managers to pinpoint areas of potential laxity between the intended and perceived behaviors.
[bookmark: _Toc238031285]5.6 Original Contribution of the Research
This paper is an extension of the previous literature on branding as it brings together and synthesises the relationship between perceived brand authenticity, consumer trust and consumer brand loyalty. These constructs have tended to be studied in isolation but this study combines the latest research to construct a pathway in which authenticity directly affects loyalty, as well as indirectly, via trust. Another key finding of the study is the increasing emphasis on authenticity in digital marketing landscapes, where transparency and authenticity continue to drive consumer actions and decisions (  et al., 2021). The research draws on a synthesis of recent literature, allowing for a more clear picture to be formed of authenticity-based consumer relationships, and yielding ideas on how organisations can reinforce consumer trust and customer loyalty.
[bookmark: _Toc238031286]5.7 Limitations 
The study, although contributory, has some limitations. The research was based only on secondary sources, which meant the control of quality and methodological rigor of the studies was outside of the researchers control. Second, the studies included in the review varied in their industries and/or geographic settings and this might influence the generalisability of the results. Thirdly, the findings in this study may not have been reliable due to varying definitions of authenticity, trust and loyalty in the studies. These limitations could be admitted in future studies through primary empirical investigations which look into the relationship between authenticity, trust, and loyalty in specific studies or specific cultural context. To gain a better understanding of consumer-brand relationships researchers could also investigate other factors in the relationships, including customer satisfaction, brand affinity and consumer engagement.
[bookmark: _Toc238031287]5.8 Chapter Summary
The findings and implications of the systematic review that aimed to investigate perceived brand authenticity, consumer trust, and brand loyalty were summarised in this chapter. The results showed that brand authenticity is significant in the appearance of consumer trust and brand loyalty. The research revealed that genuine brands are more likely to engage consumers in a long-term relationship by communicating transparently, acting consistently, and making credible offers. Moreover, one of the parameters that found their way into the path between authenticity and loyalty was the factor of consumer trust, thereby bringing the importance of trust to the fore in modern marketing. The chapter also gave an appraisal of the research aims and objectives, its theoretical and practical implications and various recommendations were highlighted for organisations that wish to have enhanced their relationship with their customers. Lastly, the constraints of the study and suggestions for the future research were discussed. In general, the research provides some insights to stretch authenticity based brand strategy as a contributor to sustainable consumers' loyalty to product/brand and long-term organisational achievement.
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Figure 4.1: Integrated Relationship Identified in the Literature

Perceived Brand Authenticity

4

Consumer Trust

4

Brand Loyalty

Direct Relationship:

[ Perceived Brand Authenticity }—P[ Brand Loyalty





