@ AVE TRENDS
AVE Trends in Intelligent Social Letters

A Study on Developing Metrics for Assessing Brand Authenticity and
Consumer Confidence

Ni Made Eka Mahadewi
Department of Tourism, Bali Tourism Polytechnic, Kabupaten Badung, Bali, Indonesia.
eka.mahadewi@gmail.com

P.S. Venkateswaran”
Department of Management, PSNA College of Engineering and Technology, Dindigul, Tamil Nadu. India.
venkatespsna07@psnacet.edu.in.com

V. Pradeep
Department of Business Administration, Dhaanish Ahmed College of Engineering, Chennai, Tamil Nadu, India.
pradeep@dhaanishcollege.in

*Corresponding author

Abstract: This study investigates the development of metrics for assessing brand authenticity and consumer confidence,
focusing on the intricate relationships between brand messaging, alignment with consumer values, and stakeholder engagement.
Employing correlation and regression analyses, the research reveals significant insights into how these factors contribute to
consumer perceptions of brand authenticity. Findings indicate that alignment with consumer values is the strongest predictor
of stakeholder confidence, underscoring brands' need to resonate deeply with their target audience's expectations and beliefs.
Additionally, brand messaging significantly influences consumer confidence, emphasizing the importance of clear and
consistent communication that reflects the brand's core values. In contrast, the analysis suggests that company transparency,
while essential, does not independently drive engagement, indicating that transparency must be integrated with other strategies
to be effective. These results highlight that brands must prioritize understanding consumer values and adapting strategies to
enhance authenticity. By fostering meaningful connections through value alignment and effective messaging, brands can
cultivate consumer trust and loyalty. This research provides actionable insights for practitioners seeking to strengthen consumer
relationships and drive brand loyalty in an increasingly competitive marketplace, paving the way for future studies on brand
authenticity dynamics.
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1. Introduction

In today's marketplace, consumers crave genuine connections with the brands they support. Brand authenticity refers to the
degree to which a brand is perceived as genuine, honest, and true to its values, promises, and identity. Authentic brands are
transparent in their communications, consistent in their actions, and sincere in consumer interactions. They establish emotional
connections with consumers by demonstrating integrity, credibility, and alignment with consumer values [27]. Building brand
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authenticity is an ongoing process, requiring genuine commitment to core values and transparency in all aspects of the business.
Consumers are bombarded with marketing messages [28]. Authenticity cuts through the noise, fostering trust and loyalty.
Edelman found that 60% of consumers globally say they trust brands that do what they say they will do. Authentic brands
resonate with consumers. They become brand ambassadors, spreading positive word-of-mouth [29]. According to PwC, 83%
of consumers are likelier to recommend a brand they trust to friends and family [30].

Employees today seek companies that align with their values. Authenticity attracts and retains top talent. Cone Communications
found that 86% of employees consider a company's values when deciding where to work [31]. For example, ‘Dove’ championed
body positivity through its "Real Beauty" campaign, celebrating diverse representations of women. The following brands have
cultivated strong brand authenticity:‘Sevvai’, the FMCG giant known for its popular personal care and food brands like
CavinKare and Chennai Lakshmi, has focused on regional authenticity [32]. Their campaigns celebrate South Indian traditions
and feature local celebrities, fostering a strong connection with their target audience. ‘Nykaa’, the leading Indian beauty retailer,
has carved a niche by understanding the unique needs of Indian consumers. They offer a curated selection of international and
domestic brands alongside expert advice in local languages [33]. Nykaa's focus on inclusivity and catering to diverse Indian
skin tones has fostered brand loyalty and authenticity.

Consumer confidence refers to the level of trust, optimism, and belief that consumers have in the economy, their financial well-
being, and their future purchasing decisions [34]. It reflects consumers' perceptions of economic stability, job security, income
growth, and overall satisfaction with their financial situation. High consumer confidence typically leads to increased spending
and economic growth, while low consumer confidence may result in decreased spending and economic contraction. Brand
authenticity and consumer confidence have emerged as critical drivers of business success [35]. Brand authenticity,
characterized by transparency, integrity, and alignment with consumer values, has become a key differentiator for companies
striving to establish meaningful connections with their target audiences. Similarly, consumer confidence, reflecting trust and
optimism in the economy and personal financial well-being, profoundly influences purchasing decisions and economic activity
[36].

In today's market, consumers seek reassurance from brands and governments, and their confidence in the economy and
prospects plays a critical role in driving consumer spending and economic growth [37]. Brand authenticity and consumer
confidence are interconnected concepts vital in shaping consumer behaviour and driving business success [38]. Authentic
brands build trust and credibility with consumers, leading to increased brand loyalty, positive word-of-mouth, and repeat
purchases [39]. Consumer confidence influences spending decisions, investment patterns, and overall economic activity,
impacting businesses across industries. Brands prioritizing authenticity and fostering consumer confidence are better positioned
to navigate market uncertainties, build resilience to external shocks, and sustain long-term growth [40]. Additionally, aligning
brand values with consumer preferences and societal concerns can lead to positive social impact and contribute to the greater
good [41].

2. Literature Review

One of the primary dimensions of brand authenticity is brand trust, defined as the consumer's belief that a brand will meet their
expectations and needs. Research indicates that brand trust significantly influences consumer loyalty and repurchase intentions.
For instance, studies have shown that positive brand image and consumer experiences contribute to higher levels of brand trust,
which in turn enhances consumer loyalty [2]; [6]; [26]. Furthermore, brand trust is often cultivated through consistent and
transparent communication, particularly in the digital landscape, where consumers expect brands to be genuine and relatable
[22]; [11].

The role of experiential marketing in building brand authenticity cannot be overstated. Brands that engage consumers through
meaningful experiences are more likely to be perceived as authentic. This is supported by findings highlighting the importance
of brand experiences in shaping consumer perceptions and fostering emotional connections [1]. Additionally, integrating social
media marketing strategies prioritizing authentic engagement and storytelling has enhanced brand authenticity and consumer
confidence [14]; [21].

Therefore, metrics for assessing brand authenticity should encompass various indicators, including consumer perceptions of
brand transparency, the consistency of brand messaging across platforms, and the emotional resonance of brand experiences.
For example, qualitative metrics such as sentiment analysis can provide insights into consumer attitudes toward a brand's
authenticity [5]. Additionally, quantitative measures, such as tracking changes in brand trust and loyalty over time, can help
brands evaluate the effectiveness of their authenticity strategies [7]; [13].

2.1. Brand Authenticity

Consumers may be willing to pay a premium for products from brands perceived as authentic [4]. Advanced analytics go beyond
basic sentiment to identify the authenticity of brand communication within online conversations [20]. Brands perceived as
authentic can weather crises and negative publicity more effectively [42]; [17]. Core aspects like genuineness and consistency

Vol.1, No.3, 2024 114



remain central [43], and scholars are exploring its connection to brand purpose and social responsibility. Research suggests that
consumers increasingly expect brands to champion a cause or address social issues authentically [44].

This perspective highlights "brand authenticity as a journey" [45], where consistent action towards a stated purpose reinforces
a brand's genuine commitment. The digital age presents both opportunities and challenges for brand authenticity. Social media
platforms provide brands with avenues for direct and transparent communication. However, the risk of inauthenticity through
influencer marketing and curated online personas necessitates careful brand strategy [46]. Analyzing customer experiences with
brands through co-creation initiatives like user-generated content can provide deeper insights into perceived authenticity [47].
Combining quantitative and qualitative methods (surveys, interviews, and social media analysis) offers a more holistic
understanding of brand authenticity [48].

Brand authenticity is more crucial than ever due to the prevalence of social media, digital communication channels, and
heightened consumer awareness. Perceived brand authenticity positively influences consumer attitudes and behaviours [16].
Authentic brands build trust and loyalty, attract advocates, and differentiate themselves in a crowded marketplace [15].

Brain imaging assesses the subconscious impact of brand authenticity cues [23]. Consumers are more likely to trust and remain
loyal to brands they perceive as genuine [49]; [19]. Employees are increasingly drawn to companies that align with their values,
and brand authenticity can be a significant recruiting advantage [8]. Analyzing online conversations to gauge consumer
perception of a brand's authenticity [50]. Observing consumer interactions with a brand to understand their emotional response
to its authenticity claims [51]. Brand authenticity refers to a brand's genuineness, transparency, and alignment between its core
values, messaging, and actions [52]; [ 18]. Authentic brands inspire positive word-of-mouth and advocacy, increasing sales [10];

[3].
2.2. Consumer Confidence

Studies by the International Monetary Fund highlight the impact of global economic events, such as pandemics and supply
chain disruptions, on consumer confidence. Research by PwC [20] emphasizes the ongoing importance of brand reputation in
consumer confidence. Consumers are likelier to trust and spend with brands they perceive as transparent and ethical. Recent
research suggests that social and political instability can negatively impact consumer confidence [52]. Consumers may become
more cautious with spending when faced with uncertainty. During periods of low confidence, consumers may exhibit risk-
averse behaviour, delaying purchases or seeking more budget-friendly options [53]. Consumers with high confidence are more
likely to be loyal to brands they trust, further emphasizing the link between brand reputation and confidence [54].

Berument et al. [12] investigated the impact of economic policy uncertainty on consumer confidence, highlighting the role of
government policies and macroeconomic conditions in shaping consumer sentiment. Baker and Yannelis [24] analyzed the
relationship between consumer confidence and household spending, finding that changes in consumer confidence can
significantly impact consumption patterns and economic growth.

Measuring brand authenticity can be challenging. Existing research utilizes both qualitative and quantitative approaches.
Qualitative research explores consumer perceptions through focus groups and interviews [9]. Quantitative research employs
brand consistency audits, social media sentiment analysis, and brand advocacy measurement tools [16]. However, there's a lack
of a universally accepted and comprehensive measurement framework [25].

3. Research Methodology

The applied research design in the present study is descriptive research. The samples are selected from the 10 supermarkets in
Chennai. A sample of 250 respondents was met, and the questionnaires were distributed and responses collected. After the
scrutiny, 233 valued questionnaires were finalized, and the data were entered into Excel. Data were analyzed using the SPSS
26; the results are below.

4. Analysis and Interpretation

The Kaiser-Meyer-Olkin (KMO) value of 0.798 indicates a satisfactory level of sampling adequacy, suggesting that the dataset
is appropriate for factor analysis (Table 1).

Table 1: KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .798

Bartlett's Test of Sphericity Approx. Chi-Square 11408.598
df 231
Sig. .000
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Additionally, Bartlett’s Test of Sphericity (x> = 11408.598, df = 231, p < 0.001) confirms significant correlations among
variables. These results collectively validate the suitability of the data for factor analysis (Table 2).

Table 2: Rotated Component Matrix®

Component

Brand Message 1 2 3 4
Brand messages always resonate with me 913
Clarity and consistency of the message .885
Brand message is memorable 876
Feeling about the brand message aligns with expectations and values .844
Recall of the message 712
Company's transparency
Company actively seeks feedback from customers. 942
Company's transparency in disclosing information about products .935
Company's business practices and decision-making processes are .865
Company concerns about customer’s inquiries .842
Company provides sufficient information regarding pricing, fees, and terms of 787
service.
Company's policies on privacy, data protection, and ethical guidelines are clear. 174
Alignment with consumer values
Brand demonstrates its commitment to shared values through its actions and 921
messaging.
IAlignment with consumer values when choosing a brand .908
Brand associated with sustainability, diversity, or innovation .906
Brand's alignment with values contributes to loyalty. .897
Brand values influence my purchasing decisions. .889
Brand aligns with personal values. 171
IEngagement with stakeholder’s confidence
Interactions with the company have influenced the perception of the brand positively. 934
Interaction with the company's social media accounts 921
Receive updates and communications from the company regarding .908
product/service/event accessibility and responsiveness to customer support.

Communication and engagement .882
"How likely are you to recommend our company to others based on your level of .835
engagement and interaction with us?"

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 5 iterations.

The Principal Component Analysis (PCA) with Varimax rotation yielded a four-component structure, indicating distinct
dimensions related to brand messaging, transparency, alignment with consumer values, and stakeholder engagement. Each
component captures unique aspects of the brand experience, as detailed below:

Brand Message (Component 1): This component, with high loadings on items such as "Brand message always resonates with
me" (0.913), "Clarity and consistency of the message" (0.885), and "Brand message is memorable" (0.876), highlights the
importance of a clear, memorable, and resonant brand message. These attributes suggest a strong focus on the coherence and
emotional impact of the brand message as perceived by consumers.

Company Transparency and Responsiveness (Component 2): This component captures items associated with transparency
and responsiveness, with high loadings on "Company actively seeks feedback from customers" (0.942) and "Company’s
transparency in disclosing information about products" (0.935). The emphasis here is on open communication, transparency,
and addressing customer concerns, reflecting the brand's commitment to accountability and customer service.

Alignment with Consumer Values (Component 3) : This dimension represents the alignment of the brand with consumer
values, including "Brand demonstrates its commitment to shared values through its actions and messaging" (0.921) and
" Alignment with consumer values when choosing a brand" (0.908). The high loadings suggest that consumers see this alignment
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as a significant factor influencing loyalty and purchasing behaviour, particularly when the brand values align with themes like
sustainability and diversity.

Engagement and Stakeholder Confidence (Component 4) : This component includes items related to consumer engagement
and confidence, such as "Interactions with the company have positively influenced the perception of the brand" (0.934) and
"Interaction with the company's social media accounts" (0.921). The strong loadings on these items reflect that customer
engagement and responsive communication foster trust and positive brand perception (Table 3).

Table 3: Correlations

Engagement with
Brand Company's Alignment with stakeholder’s
Message transparency consumer values confidence
Brand Message 1
Company's transparency 547 1
IAlignment with consumer values .866™ 611" 1
IEngagement with stakeholder’s .262 .306 449 1
confidence

** Correlation is significant at the 0.01 level (2-tailed).

The correlation results highlight the relationships between brand message, company transparency, alignment with consumer
values, and engagement with stakeholder confidence, offering insights into how these dimensions are interconnected:

Brand Message and Alignment with Consumer Values: A strong positive correlation (r = 0.866, p < 0.01) exists between
brand message and alignment with consumer values, suggesting that a clear, resonant brand message aligns well with
consumers' values. This indicates that when consumers perceive the brand message as meaningful, it is often because it reflects
their values, contributing to enhanced brand loyalty [55].

Brand Message and Company Transparency: The positive correlation between brand message and company transparency (r
=0.547, p <0.01) implies that a coherent brand message is also associated with the brand’s transparency practices [56]. This
suggests that the effectiveness of the brand message may partially depend on the transparency in business practices, as
consumers may perceive brands with clear messaging to be more trustworthy [57].

Alignment with Consumer Values and Company Transparency: There is a moderate positive correlation (r = 0.611, p <
0.01) between alignment with consumer values and company transparency, indicating that brands perceived as transparent are
also seen as aligned with consumer values [58]. This connection reflects how transparent practices reinforce brand credibility,
making the brand more likely to resonate with consumer values [59].

Engagement with Stakeholder Confidence and Other Dimensions: Engagement with stakeholder confidence shows weaker
correlations with brand message (r = 0.262), company transparency (r = 0.306), and alignment with consumer values (r =
0.449), suggesting that while engagement is related to these dimensions, it operates more independently [60]. This may imply
that direct consumer engagement builds confidence, albeit separately from direct messaging, transparency, or alignment with
values [61].

Correlation results reveal that alignment with consumer values is a central link connecting brand message and transparency,
whereas engagement with stakeholder confidence is a distinct but related element. These relationships underscore the
importance of brand message coherence, transparency, and value alignment in building consumer trust and engagement (Table
4).

Table 4: Regression analysis

Model Summary®

Std. Error Change Statistics
Adjusted R of the R Square Sig. F
Model R R Square | Square Estimate Change |F Change| dfl df2 Change
1 7718 .594 508 211 595 73.211 3 249 .000

a. Predictors: (Constant), alignment with consumer values, company's transparency, Brand Message
b. Dependent Variable: Engagement with stakeholder’s confidence
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The model demonstrates that alignment with consumer values, company transparency, and brand message significantly predict
engagement with stakeholder confidence. With an R Square of 0.594, the model explains 59.4% of the variance in engagement,
indicating a strong fit. The Adjusted R Square of 0.508 confirms this robustness, and the model’s significance (p < 0.001)
further validates these predictors' impact on stakeholder confidence. This highlights these factors' substantial role in building
stakeholder engagement and trust in the brand (Table 5).

Table 5: ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 146.622 3 48.874 224.192 .000
Residual 54.255 249 218
Total 202.877 252
a. Dependent Variable: Engagement with stakeholder’s confidence
b. Predictors: (Constant), Alignment with consumer values, Company's transparency, Brand Message

The ANOVA results confirm that alignment with consumer values, company transparency, and brand message significantly
predict engagement with stakeholder confidence (F = 224.192, p < 0.001). The model explains approximately 72.3% of the
variance, indicating a strong fit. These findings underscore these predictors' critical role in fostering stakeholder confidence

and engagement with the brand (Table 6).

Table 6: Regression Coefficients®

Unstandardized Coefficients Standardized Coefficients
Model B Std. Error Beta t Sig.
(Constant) 3.730 .258 14.478 .000
Brand Message 176 015 184 4.661 .000
Company's transparency -.055 073 -.060 -.751 453
Alignment with consumer .382 .026 413 7.098 .000
values

a. Dependent Variable: Engagement with stakeholder’s confidence

The coefficients table reveals the contributions of brand message, company's transparency, and alignment with consumer values
in predicting engagement with stakeholder’s confidence: The constant term (B = 3.730, p < 0.001) represents the baseline level
of engagement with stakeholder confidence when all predictors are at zero. This positive constant suggests an underlying level
of engagement independent of the predictors (Figure 1).

Regression Coefficients

Unstandardized Coefficients 0.413

0.4 Standardized Coefficients

0,382

0.3

0.2 0.184

0.176

Coefficient Values

0.0

-0.055

e
" N\€5r’ag
pral e

Factors

Figure 1: Regression Coefficients for Factors Influencing Stakeholder Confidence
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Brand messages positively and significantly affect engagement with stakeholder confidence (B =0.176, f =0.184, t =4.661, p
< 0.001). The standardized coefficient ( = 0.184) indicates that a one-unit increase in the brand message variable corresponds
to an increase of 0.184 in engagement, holding other variables constant. This highlights the importance of the brand message
in fostering stakeholder confidence. Company transparency shows a non-significant effect on engagement with stakeholder
confidence (B = -0.055, p =-0.060, t = -0.751, p = 0.453), suggesting that transparency alone does not significantly influence
engagement levels in this model.

Alignment with consumer values is the strongest predictor of engagement with stakeholder confidence (B = 0.382, B = 0.413,
t=7.098, p < 0.001). As alignment with consumer values increases, so does stakeholder engagement, emphasizing aligning
brand actions with consumer expectations and values.

5. Findings

The analysis reveals critical metrics for assessing brand authenticity and consumer confidence. A strong positive correlation
exists between brand message, company transparency, and alignment with consumer values, particularly highlighting the robust
relationship between alignment with consumer values and brand message (r = 0.866, p < 0.01). Regression analysis identifies
alignment with consumer values as the most significant predictor of engagement with stakeholder confidence (f = 0.413, p <
0.001), indicating that brands perceived as authentic effectively align their values with those of consumers.

Brand message significantly contributes to consumer confidence (f = 0.184, p < 0.001), emphasizing the importance of
consistent messaging that reflects brand values. Conversely, company transparency shows a non-significant effect on
stakeholder engagement (f = -0.060, p = 0.453), suggesting that transparency alone is insufficient for building confidence.

The model explains approximately 72.3% of the variance in engagement with stakeholder confidence (F = 224.192, p <0.001),
highlighting the effectiveness of these metrics. This study underscores the need for brands to prioritize value alignment and
effective messaging in developing strategies to enhance authenticity and foster consumer confidence.

6. Suggestions and Implications

e  Brands should focus on understanding and aligning their core values with their target consumers. Conducting regular
market research and consumer feedback sessions can help identify the values that resonate most with the audience.
This alignment can enhance brand authenticity and consumer confidence, increasing loyalty and engagement.

e  Managers should ensure that brand messaging is clear, consistent, and reflects the brand’s values. A messaging
strategy emphasizing authenticity and transparency can help consumers feel more connected to the brand. Regularly
reviewing and adapting messages based on consumer feedback can further enhance relevance and impact.

e  While transparency alone may not significantly drive engagement, it remains an essential component of brand trust.
Brands should establish clear policies and practices around transparency, particularly regarding product sourcing,
pricing, and ethical guidelines. Communicating these practices effectively can bolster perceptions of authenticity and
contribute to a positive brand image.

e  Organizations should develop specific metrics to continually assess brand authenticity and consumer confidence. This
could include regular surveys measuring consumer perceptions of brand alignment with their values, brand messaging
clarity, and trust levels. These metrics can provide valuable insights for ongoing improvements and strategic
adjustments.

e Brands should engage with stakeholders through various channels, including social media, customer service, and
community initiatives. Creating platforms for two-way communication can enhance consumer perceptions of
authenticity, as stakeholders feel their voices are heard and valued.

e Implement training programs for employees that emphasize the importance of brand authenticity and consumer
confidence. Ensuring all team members understand the brand’s values and messaging will foster a consistent and
authentic representation of the brand across all touchpoints.

e Data analytics and consumer behaviour tracking tools can provide insights into consumer preferences and
expectations. Brands can use this data to tailor their marketing strategies and enhance their alignment with consumer
values, ultimately improving authenticity and trust.

7. Conclusion

The findings from this study emphasize the critical importance of developing effective metrics for assessing brand authenticity
and consumer confidence. The analysis reveals a strong positive correlation between alignment with consumer values, brand
messaging, and engagement with stakeholder confidence. Specifically, alignment with consumer values emerged as the most
significant predictor of engagement, highlighting that brands perceived as authentic effectively resonate with their target
audience's expectations and values. While brand messaging is vital in building consumer confidence, the study indicates that
transparency alone does not significantly drive engagement, suggesting that brands must adopt a more holistic approach.
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Companies can enhance their authenticity and foster stronger consumer relationships by integrating value alignment, clear
communication, and transparency into their branding strategies. The insights gained from this research underscore the necessity
for brands to prioritize understanding their consumers and continuously adapt their strategies to meet evolving expectations.
By doing so, organizations can create a more meaningful connection with their audience, ultimately driving brand loyalty and
long-term success. This study is a foundation for future research in brand authenticity, providing valuable implications for
practitioners seeking to enhance consumer confidence in an increasingly competitive marketplace.
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