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Received: Social media has transformed modern marketing by enabling brands to reach large
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distribution. Two major factors influencing brand trust in the digital environment are
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promote products or services. Algorithmic reach, on the other hand, refers to the
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Influencer Brand, Trust based on engagement patterns and user behavior. This study examines which of these

two factors plays a more significant role in driving brand trust among consumers on
social media platforms.Influencers have become powerful intermediaries between
brands and audiences. Consumers often perceive influencers as relatable individuals
rather than corporate advertisers, which increases the credibility of brand messages.
Influencers who demonstrate expertise, authenticity, and transparency tend to build
stronger relationships with their followers, which enhances consumer trust in the
brands they endorse. At the same time, social media platforms rely heavily on
algorithmic systems that prioritize content based on engagement metrics such as
likes, comments, and shares. These algorithms determine which posts appear in
users’ feeds, thereby influencing the visibility and reach of brand-related content.This
research explores the comparative impact of influencer credibility and algorithmic
reach on consumer perceptions of brand trust. The study analyzes how influencer
attributes such as expertise, authenticity, and relatability influence audience
engagement and trust. Additionally, it examines how algorithmic amplification affects
content exposure and user interaction. The findings suggest that while algorithmic
reach increases visibility and engagement, influencer credibility plays a more critical
role in establishing long-term brand trust and consumer loyalty.The study highlights
the importance of balancing algorithm-driven marketing strategies with authentic
influencer partnerships. Brands that combine credible influencer endorsements with
effective algorithmic distribution strategies are more likely to achieve stronger
engagement and sustainable consumer trust in the competitive social media
landscape.

INTRODUCTION

The rise of social media platforms has fundamentally changed the way brands communicate with consumers. Platforms such as
Instagram, TikTok, YouTube, and Facebook have become central channels for marketing communication, enabling companies to
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reach global audiences with unprecedented speed and efficiency. As digital marketing continues to evolve, two critical factors
have emerged as key drivers of brand visibility and consumer trust: influencer credibility and algorithmic reach.

Influencer marketing has grown into a multi-billion-dollar industry, with brands increasingly collaborating with social media
influencers to promote products and services. Influencers are individuals who have established credibility and large followings on
social media platforms, allowing them to shape the opinions and purchasing behaviors of their audiences. Unlike traditional
advertising, influencer marketing relies heavily on personal relationships between influencers and their followers. These
relationships often create a perception of authenticity and trust, which can significantly influence consumer attitudes toward
brands.

Credibility is one of the most important characteristics of effective influencers. Credibility is generally defined as the degree to
which a source is perceived as trustworthy, knowledgeable, and authentic. Influencers who demonstrate expertise in a particular
field and maintain transparent communication with their audiences are more likely to gain the trust of their followers. As a result,
their brand endorsements often appear more genuine than traditional advertisements.

At the same time, social media platforms operate using sophisticated algorithms that determine the visibility of content. These
algorithms analyze user behavior, engagement patterns, and content relevance to decide which posts appear in users’ feeds.
Algorithmic reach refers to the extent to which these algorithms distribute content to users across the platform. Posts that generate
higher engagement are more likely to be promoted by algorithms, thereby increasing their visibility and potential influence.

Algorithmic reach has become an essential component of digital marketing strategies. Brands invest significant resources in
creating engaging content designed to maximize algorithmic distribution. High levels of engagement—such as likes, comments,
and shares—signal to algorithms that the content is valuable to users. As a result, the platform may promote the content to a wider
audience, significantly increasing brand exposure.

Despite the advantages of algorithmic reach, visibility alone does not necessarily translate into consumer trust. Consumers today
are increasingly skeptical of online advertising and sponsored content. Many users recognize that algorithms prioritize content
based on engagement metrics rather than authenticity or credibility. Consequently, the effectiveness of algorithmic amplification
may be limited if audiences perceive the content as overly promotional or inauthentic.

Influencer credibility may play a critical role in overcoming this challenge. Influencers who have built strong relationships with
their audiences can deliver brand messages in a more authentic and relatable manner. Their endorsements often appear as personal
recommendations rather than advertisements, which increases the likelihood that followers will trust the promoted brand.

However, the relationship between influencer credibility and algorithmic reach remains complex. While credible influencers may
build trust, their content may not achieve significant impact if it fails to gain algorithmic visibility. Conversely, algorithmically
amplified content may reach large audiences but fail to generate trust if it lacks authenticity.

Given the growing importance of both influencer marketing and algorithm-driven content distribution, it is essential to understand
which factor has a stronger influence on brand trust. This research aims to examine the relative impact of influencer credibility
and algorithmic reach on consumer trust in brands promoted on social media platforms. By analyzing consumer perceptions and
engagement patterns, the study seeks to provide insights into how brands can optimize their social media marketing strategies to
build lasting relationships with consumers.

LITERATURE REVIEW

Influencer marketing and algorithm-driven content distribution have become central components of modern digital marketing
strategies. Researchers have explored how these factors influence consumer attitudes, engagement, and brand trust in social media
environments.

Freberg et al. (2011) define social media influencers as individuals who have established credibility within specific online
communities and possess the ability to influence audience opinions and behaviors. Influencers are often perceived as opinion
leaders whose recommendations can significantly impact consumer purchasing decisions. The credibility of influencers is
typically based on their perceived expertise, trustworthiness, and attractiveness.

According to Lou and Yuan (2019), influencer credibility has a direct positive impact on brand trust and purchase intention. When
consumers perceive influencers as authentic and knowledgeable, they are more likely to accept the promoted message and develop
positive attitudes toward the brand. Authenticity plays a crucial role in this process because followers expect influencers to
maintain transparency in their partnerships with brands.

22



Djafarova and Rushworth (2017) highlight that millennials and younger consumers often rely on influencers for product
recommendations. Influencers who share personal experiences with products create a sense of relatability that traditional
advertising often lacks. This relatability strengthens the perceived credibility of influencer endorsements.

In contrast, algorithmic reach focuses on the technological mechanisms that determine content visibility on social media
platforms. According to Bucher (2018), social media algorithms prioritize content based on engagement metrics, relevance, and
user behavior patterns. These algorithms shape the information users encounter online, thereby influencing their perceptions and
interactions with brands.

Tufekci (2015) argues that algorithmic systems play a significant role in shaping digital public spaces by determining which
messages gain visibility. Content that generates higher engagement is more likely to be promoted, allowing brands to reach larger
audiences without traditional advertising costs.

However, algorithmic amplification does not necessarily guarantee trust. De Veirman, Cauberghe, and Hudders (2017) suggest
that consumers may question the authenticity of highly promoted content, particularly when it appears overly commercialized.
Excessive promotional content may lead to skepticism and reduce brand credibility.

The literature suggests that both influencer credibility and algorithmic reach influence consumer engagement, but they operate in
different ways. Influencer credibility primarily affects the perceived authenticity of brand messages, while algorithmic reach
determines the scale of content exposure. Understanding the relative importance of these factors is essential for developing
effective social media marketing strategies.

RESEARCH QUESTIONS

How does influencer credibility affect consumer trust in brands on social media?

What role does algorithmic reach play in increasing brand visibility and engagement?

Which factor— influencer credibility or algorithmic reach —has a stronger influence on brand trust?

How do consumers perceive sponsored content shared by influencers?

How can brands balance influencer partnerships and algorithm-driven strategies to maximize trust?

DATA ANALYSIS

The data analysis for this study evaluates the influence of influencer credibility and algorithmic reach on consumer trust in social

media brands. A dataset containing engagement metrics from influencer campaigns and algorithm-promoted content was
analyzed. The dataset included metrics such as engagement rates, user comments, brand sentiment, and follower trust indicators.

The analysis showed that algorithmic reach significantly increased content visibility and engagement levels. Posts amplified by
platform algorithms received higher impressions and interaction rates, particularly when they generated strong initial engagement.
However, increased visibility did not always translate into higher brand trust among users.

In contrast, content shared by highly credible influencers generated stronger positive sentiment and trust indicators. Followers
expressed greater confidence in brands promoted by influencers who demonstrated authenticity, expertise, and transparency in
their content. Even when the reach of such posts was relatively smaller, the level of consumer trust remained significantly higher.

The findings suggest that while algorithmic reach is effective in expanding audience exposure, influencer credibility plays a more
critical role in building long-term brand trust and loyalty among consumers.

SUMMARY

This research explored the comparative influence of influencer credibility and algorithmic reach on brand trust in social media
marketing. Social media platforms rely heavily on algorithmic systems that determine content visibility based on user engagement
patterns. These algorithms help brands reach large audiences and increase interaction with marketing content.

At the same time, influencer marketing has emerged as a powerful strategy for delivering authentic brand messages. Influencers
who maintain credibility through expertise, honesty, and relatability often establish strong relationships with their audiences. As a
result, their brand endorsements tend to generate higher levels of consumer trust.
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The findings of this study suggest that algorithmic reach primarily affects content visibility and engagement, while influencer
credibility plays a more significant role in building long-term brand trust. Consumers are more likely to trust brands promoted by
influencers they perceive as authentic and trustworthy.

The study highlights the importance of integrating both strategies within social media marketing campaigns. Brands should focus
on collaborating with credible influencers while also optimizing their content for algorithmic distribution. This combined
approach can help maximize visibility while maintaining authenticity and consumer trust.

CONCLUSION

The findings of this research indicate that both influencer credibility and algorithmic reach play important roles in shaping
consumer perceptions of brands on social media. Algorithmic reach helps increase visibility and engagement, allowing brands to
expose their content to large audiences. However, visibility alone does not guarantee trust.

Influencer credibility emerges as the stronger driver of brand trust because it directly influences consumer perceptions of
authenticity and reliability. Followers tend to trust influencers who maintain transparency and share genuine experiences with
products.

Therefore, brands should adopt a balanced strategy that combines algorithmic optimization with authentic influencer partnerships.
Such an approach can enhance both brand visibility and consumer trust in the increasingly competitive digital marketing
landscape.
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