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ABSTRACT

In the age of social media scrutiny, trust and loyalty are critical for brand success. This paper explores
how brands leverage Instagram to build these attributes amidst heightened consumer expectations for
authenticity and transparency. Drawing from trust-based theories and the stimulus-organism-response
model, the study identifies five critical factors: crisis responsiveness, transparency, engagement quality,
social proof, and emotional connection. A quantitative methodology was employed, collecting 206
responses through an online structured questionnaire targeting active social media users. Data were
analyzed using SPSS, employing correlation and regression analyses to validate hypotheses. Findings
reveal that timely crisis management and transparent communication significantly enhance brand trust.
Engagement quality and social proof also play vital roles, while emotional connections foster deeper
consumer loyalty. Beyond the immediate business implications, this paper highlights how Instagram
can serve as a platform for promoting environmental responsibility. Brands that openly communicate
their sustainability efforts—such as reducing waste, using eco-friendly materials, or supporting ethical
practices—can gain trust while encouraging followers to adopt similar values. As brands continue to
navigate the complex landscape of social media, this research provides a clear roadmap for fostering
trust and loyalty. It emphasizes that authenticity, responsiveness, and meaningful engagement are not
just strategies—they are necessities in the age of social media scrutiny. By prioritizing these factors,
brands can create deeper connections with their audience, ensuring sustained success in a rapidly

evolving digital world.
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