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ABSTRACT 

Customers are a company's most valuable asset. Without them, no firm would grow or prosper 

in its endeavours; indeed, there would be no reason for business to exist at all. However, simply 

obtaining customers isn't enough. We cannot just pick them up and remove them anytime we 

want, no matter how terrible they are. We need to keep them, and we need to make the most of 

our connection with them so that everyone is happy. By establishing better ethical values in 

our employees, improving our business's reputation, and, most importantly, providing 

something of value to our customers, we are establishing better work ethics in our employees, 

improving our business's reputation, and providing something of value to our customers. Using 

secondary approach, this paper discusses the relationship between customer and brand and 

strategy to maintain trust within the perspective of business relationship. 
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1.0  INTRODUCTION  

Customers are a company's most valuable asset. Without them, no firm would grow or prosper 

in its endeavours; indeed, there would be no reason for business to exist at all. However, simply 

obtaining customers isn't enough. We cannot just pick them up and remove them anytime we 

want, no matter how terrible they are. We need to keep them, and we need to make the most of 

our connection with them so that everyone is happy. According to Mitchel (2018), by 

establishing better ethical values in our employees, improving our business's reputation, and, 

most importantly, providing something of value to our customers, we are establishing better 

work ethics in our employees, improving our business's reputation, and providing something 

of value to our customers. The relationship between a customer and a brand is just as vital as 

any other (Mitchel, 2018). 

 When a company is able to establish a true, honest connection with a customer, it 

develops brand loyalty, and this connection serves as the foundation for a consumer-brand 

relationship. The rapid impact of social media on our lives, purchasing behaviours, and habits 

has increased the need to develop brand trust. As a result, consumers are considerably more 

aware of how a product is depicted and where it is advertised. So, the most essential thing is to 

generate customer loyalty through customer satisfaction, which will lead to the formation of 

trust and, eventually, customer loyalty. 

 Trust is described as the expectation of the parties in a transaction with any organisation 

during the service experience, as well as the risks connected with the concerned organisation 

assuming and acting on such expectations. In the risk phase, trust is the readiness to rely on 

another party. This enthusiasm stems from a knowledge of the other half based on prior
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 experience. It also creates an expectation that the other party will provide a favourable result, 

regardless of the chance that the effort would result in a poor consequence. According to 

Sorayanti (2015), a prolonged process has resulted in trust. The attempt to build cooperative 

partnerships will be easier if the customer and the firm have established trust. The emergence 

of trust is demonstrated by the other party's gained credibility as a result of it possessing the 

required skills to complete a task. 

 Customers evaluate a product based on what they receive and anticipate from it. If it 

fails to meet consumer expectations, the firm will not only lose consumers' confidence, but also 

potentially lose new consumers. Customers who are happy are more likely to purchase again, 

whereas those who are disappointed are more likely to cease using the product in question and 

subsequently spread the word to others (Sorayanti, 2015). In the long run, customer loyalty 

may provide a competitive advantage, gain market share, and profit. Furthermore, trust may 

improve profitability on marketing and other promotional expenses. As a result, in order to 

build customer trust, the company must not only design stronger marketing strategies, but also 

sustain a long-term connection. The goal of this study is to provide a better understanding of 

how trust influences organisational performance. 

 

2.0  REVIEW OF LITERATURE 

Customer trust is defined as the feelings, emotions and behaviours that arise when consumers 

believe that a company can be trusted to behave in their best interests when they relinquish 

direct control. Organizations recognise that they must look beyond transactions to opportunities 

to sell products and provide excellent service in order to build long-term one-on-one 

relationships with each consumer. The aggregate impacts of the work may be achieved by 

trusting the organisation, the systems and procedures, the leaders and colleagues, and therefore 

each member's effort will have a stronger influence on the organisational performance. To fulfil 

the organization's objective and vision, today's enterprises must build a trustworthy 

environment through encouraging and engaging people.  

 Harrison (2003) stated that customer trust is considered as a possible element that 

demonstrates significant passion for an organization's product and a strong link between buyers 

and sellers. It reduces consumer complaints about product quality, is cost-effective, promotes 

favourable word of mouth, and boosts the company's profitability through repurchase 

intentions. Positive customer perceptions of a product or service establish trust and influence 

purchasers' intent to purchase. Furthermore, trust has a good impact on one's mindset, which 

influences one's aim in the business.  

 Customers place a higher value on brand trust than ever before, which implies 

businesses should do the same. After all, responding to customer's needs will enable to provide 

the appropriate quality of service and handle any customers complaints. This includes concerns 

about the rate of innovation and customers' growing reliance on brands to automate their lives. 

Customers also can't afford to make a poor purchase, so they must have faith in the brand, the 

product, and the service. 

 Customer trust and engagement are heavily influenced by the kind of service we deliver. 

This necessitates the hiring of specialised support employees as well as the establishment of 

strict criteria for service speed and quality. According to several research, trust is a mediating 

variable in a model that includes many aspects of the consumer-brand interaction perhaps it's 

the outcome of a series of events that involves customers' various types of evaluation and their 

dedication, if not their loyalty. Trust has been established as a predictor of customer loyalty in 

previous research (Vithya, 2017).  

 Consumer loyalty to a business is strengthened by the relationship of trust established 

between the customer and the service provider. Vithya (2017) underlined that when a customer 
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is loyal to a product or service, he is essentially trusting it. Because trust is one of the factors 

of brand loyalty, it is one of the factors of brand loyalty. 

 

3.0  EFFECTS TOWARD ORGANIZATION 

Failure to establish or maintain customer trust weakens consumer loyalty and can affect a 

company's reputation and income. The most critical factor to cultivate as part of brand strategy 

is customer trust. Consumers must have faith in our brand to deliver on its promises in every 

engagement, or else they will go for another brand that does. Furthermore, customer trust 

transforms into customer loyalty when customers are so confident in the product that they are 

willing to refer the business to their family, friends, and co-workers, knowing that neither will 

be disappointed. 

 

3.1  Customers trust drives loyalty 

According to Rajavi (2018), a company's brand is a pledge to keep its commitments. 

Consumers' decision-making is aided by their belief in the brand's ability to deliver on these 

promises, which lowers information collecting and processing costs, lowers purchase risk, and 

raises expected utility. In every relationship, trust and loyalty go hand in hand, and this is no 

different when it comes to a brand and its customers. Clark (2020) stated that when a person 

loses faith in an entity, sentiments of loyalty are also gone – and difficult to reclaim. It's a 

double loss for consumer products. People-centric companies, or those that prioritise people 

before profits, are more likely to acquire the trust of both employees and customers. Customers 

and workers who feel appreciated as individuals are more likely to trust and remain loyal to a 

company because they understand that the business stresses relationships above revenues. 

Customers trust brands that are trustworthy, consistent, offer value, and prioritise people (Clark, 

2020) 

 Customers can see that a company cares about their opinions and addresses to their 

issues in an appropriate and timely manner by establishing a prominent social media presence 

where they may feel comfortable expressing feedback or customer support enquiries. 

Customers may also get a sense of who the business is and how it interacts with its customers 

through social media.  

 As we all know, Amazon, Google, and Apple are at the top of the customer loyalty 

rankings. Amazon and Google are consumer-oriented companies that satisfy people's demands 

and gain their confidence by providing dependable products and a distinctive customer 

experience. Most significantly, they place a strong emphasis on innovation. Based on Tim 

(2018), Apple focuses on reducing purchasing anxiety and pays obsessively close attention to 

detail. Apple isn't simply focused on providing high-quality, dependable goods. The firm goes 

above and above and pays close attention to the tiniest things. Apple's meticulous attention to 

detail extends beyond its goods to the packaging and the associated experience. It goes above 

and over, paying just as much care to the packaging as it does to the products itself. That is 

how Apple earns its customers' devotion, but in order to acquire consumer loyalty in the market, 

building brand trust is also necessary. (Tim, 2018) 

 

3.2  Customer trust drives business growth 

Whether it is a B2C, B2B, technology start up, or a huge consumer brand, it probably dealing 

with the same issues: improving website rankings, generating leads, attracting new prospects, 

maintaining existing customers, enhancing brand loyalty, and increasing conversion rates. 

While there are a variety of ways and technology available to assist address these issues, 

gaining consumers' confidence is an efficient method to solve them all at once. 

 According to Raner (2021) when businesses establish trust with their customers, they 

create customer advocates who are eager to promote their brand. As a result, brand exposure 
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will improve, more consumers will be attracted, and income will rise. A solid foundation is 

built on the foundation of trust. We gain a larger consumer base and a better understanding of 

how to expand our firm. Raner (2021) also stated that customers will not spend their hard-

earned money with a firm in which they lack trust. It does not matter whether we have a good 

product or service if our target clients do not trust us to deliver. The customer products will 

stay at the top of the customers' minds if develop a true relationship with them. It will also set 

the organisation apart from the competition by fostering loyalty, which leads to business 

growth (Raner, 2021) 

 When it comes to building a successful business, reputation is crucial. Developing a 

terrible reputation will soon drive customers away and put a halt to business activities. A 

company with a good reputation, on the other hand, will improve its perceived value, attract 

more consumers, and drive itself to the next level. With that said, trust is the most effective 

strategy to establish a favourable reputation for the firm. Customers find it reputable and want 

to do business with us when they trust our company. Customers will be more vocal, loyal, and 

engaged as a result of this. This sets the tone for the company, and as consumers advocate for 

us, we will be able to attract additional consumers who are willing to invest in our product. 

 

4.0  STRATEGIES FOR ESTABLISHING TRUST  

According to Mitchell (2018), the big question around trust is how best to create it. And the 

key is authenticity. Simply saying a brand is going to do something, without backing it up with 

actions, is a consumer disaster waiting to happen. Building a successful business requires 

customer trust and loyalty. While this may seem conscience, the importance of building a 

strong foundation of long-term customers cannot be overstated. Building trust in customer has 

a lot of benefits, but it requires time and certain techniques. These are the strategies in question.  

 

4.1  Be transparent 

According to Fuchs (2020), transparency is identifying and admitting both strengths and flaws. 

If the product is not perfect for one of the leads, it should feel confident enough to steer them 

in the proper path, even if it means increasing the competitor's profits. Honesty demonstrates 

that the business care about consumers and their requirements, and willingness to assist them 

delivers them the outcomes they need (Fuchs, 2020). It is an understatement to say that 

McDonald's has had image issues on times. Recognizing the damage that years of negative 

press had done to the brand's reputation, the burger barons set out to debunk the falsehoods 

surrounding their food manufacturing processes. Their charm offensive has seen them face 

down frequent complaints and showcase ethical methods, such as only utilising sustainable 

seafood and free-range eggs, in their quest to educate the doubters and shift the tide of opinion. 

By confronting their detractors, they've helped to mitigate some of the guilt that some 

consumers may have had about visiting the golden arches. 

 

4.2  Request feedback and act on it 

Based on Michael (2018), consumers are prepared to trust businesses in which they have a 

strong interest – firms that genuinely feel their consumers are important. And one of the greatest 

ways to show that the company meets that criteria is to seek and act on consumer feedback. 

Send out surveys, ask for comments after each survey call, and identify methods to allow clients 

help to improve the business. It is one of the most effective ways to show clients that the 

business care about them beyond their money. It is advantage to get a support professional in 

touch with a client who has a problem with the product or service as soon as feasible. 
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5.0  CONCLUSION  

Customers nowadays must trust a brand in order to feel loyal to it, but that trust must be earned, 

just like any other relationship. A brand may establish and sustain its consumers' trust and 

loyalty by being open in its aims, objectives, aspirations, and data practises, speaking honestly 

and sincerely, and owning any mistakes that arise. The most powerful method the business can 

take to generate confidence in the brand is to align the business with a social issue and make it 

a part of the overall company plan, not just the marketing plan. Before talking about the beliefs 

in advertising, be honest about them and make sure they're reflected throughout the whole firm. 
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