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Abstract 
The increasing complexity of digital ecosystems has 
transformed consumer decision journeys into dynamic, 
nonlinear, and continuously evolving processes shaped by 
multiple digital touchpoints, social interactions, and 
algorithmically mediated information flows. While existing 
customer journey and digital trust research has provided 
important insights into the antecedents and outcomes of trust, 
most studies continue to conceptualize trust as a relatively 
stable construct operating within predominantly linear decision-
making frameworks. This article addresses this theoretical 
limitation by proposing the Digital Trust Loop, a conceptual 
framework that reconceptualizes trust as a recursive 
mechanism continuously reinforced and reproduced 
throughout digital consumer journeys. Drawing upon customer 
journey theory, relationship marketing, digital trust literature, 
social validation research, and customer engagement 
perspectives, the study develops an integrative conceptual 
model consisting of digital exposure, perceived credibility, 
social validation, emotional resonance, trust reinforcement, 
purchase readiness, and post-interaction re-exposure. The 
framework advances a recursive perspective of trust formation 
by positioning trust as both an outcome of prior interactions and 
a driver of future engagement. This conceptualization extends 
current understanding of digital consumer behavior, offers a 
foundation for empirical investigation of recursive trust 
dynamics, and provides new directions for research in 
increasingly platform-mediated and AI-enabled digital 
environments 
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1. Introduction 

The rapid expansion of digital technologies has fundamentally transformed how consumers 
search for information, evaluate alternatives, interact with brands, and make purchasing 
decisions. Traditional consumer decision-making models, which were largely developed 
under conditions of firm-controlled communication and relatively predictable information 
flows, increasingly struggle to explain the complexity of contemporary digital environments 
(Lemon & Verhoef, 2016; Tueanrat et al., 2021). Consumers no longer progress through 
sequential stages from awareness to purchase in a linear manner. Instead, they continuously 
navigate multiple digital touchpoints, including social media platforms, online reviews, search 
engines, recommendation systems, marketplaces, influencer content, and virtual 
communities, creating highly fragmented, nonlinear, and recursive decision pathways 
(Kannan & Li, 2017; Appel et al., 2020; Dwivedi et al., 2021). 
The increasing digitalization of consumer behavior has fundamentally altered the structure 
of customer journeys. Contemporary consumers remain constantly connected to digital 
ecosystems through mobile devices, social networking platforms, and algorithmically 
mediated information environments. This connectivity enables repeated interactions across 
channels, allowing consumers to continuously gather information, compare alternatives, 
seek validation, and reassess previous judgments before and after purchasing decisions 
(Homburg et al., 2017; Becker & Jaakkola, 2020). Recent studies further suggest that 
customer journeys are increasingly shaped by platform architectures, recommendation 
algorithms, and personalized content delivery systems that dynamically influence information 
exposure and consumer evaluation processes (Appel et al., 2020; Dwivedi et al., 2021). 
Consequently, digital consumer journeys are becoming progressively more dynamic, 
multidirectional, and adaptive. 
These developments have elevated the strategic importance of trust within digital 
environments. Unlike traditional face-to-face exchanges, digital interactions frequently occur 
under conditions characterized by uncertainty, information asymmetry, perceived risk, and 
limited interpersonal contact (Gefen et al., 2003; Pavlou, 2003). Consumers often lack direct 
opportunities to verify product quality, assess seller credibility, or evaluate service reliability 
prior to purchase. As a result, trust functions as a critical mechanism for reducing uncertainty 
and facilitating decision-making in digital contexts (Kim et al., 2008). Beyond supporting 
transactional exchanges, trust increasingly serves as a cognitive and emotional filter through 
which consumers interpret information, evaluate credibility, and navigate complex digital 
ecosystems. 
Trust has long occupied a central position in relationship marketing and consumer behavior 
research. Morgan and Hunt (1994) identified trust as a foundational component of successful 
relational exchanges, while Doney and Cannon (1997) emphasized its role in reducing 
uncertainty and fostering buyer-seller relationships. Subsequent studies extended trust 
theory into online environments by demonstrating the importance of institution-based 
mechanisms, privacy protection, perceived security, and website quality in fostering 
consumer confidence (McKnight et al., 2002; Pavlou & Gefen, 2004; Bart et al., 2005). A 
substantial body of research further demonstrates that trust positively influences purchase 
intention, customer loyalty, retention, engagement, and long-term relationship continuity 
(Garbarino & Johnson, 1999; Chaudhuri & Holbrook, 2001; Sirdeshmukh et al., 2002). 
Despite this extensive scholarship, existing research predominantly conceptualizes trust as 
either an antecedent or an outcome within relatively linear decision-making processes. Trust 
is commonly portrayed as developing through identifiable antecedents such as website 
quality, security assurance, service reliability, or social proof before influencing behavioral 
outcomes such as purchase intention and loyalty (Flavián & Guinalíu, 2006; Harris & Goode, 
2010). While these perspectives provide valuable insights, they are increasingly insufficient 
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for explaining trust formation within contemporary digital ecosystems characterized by 
continuous interaction, repeated exposure, and ongoing social reinterpretation. Consumers 
frequently revisit information sources, encounter new reviews, engage with online 
communities, receive algorithmically curated recommendations, and reassess previous 
beliefs throughout their decision journeys (Lemon & Verhoef, 2016; Tueanrat et al., 2021). 
Consequently, trust may no longer function as a stable outcome but rather as a continuously 
evolving process subject to reinforcement, recalibration, and reinterpretation. 
The growing dominance of social media, social commerce, and electronic word-of-mouth has 
further complicated the dynamics of trust formation. Consumers increasingly rely on peer-
generated information, online reviews, ratings, testimonials, and community discussions 
when evaluating products and services (Dellarocas, 2003; Chevalier & Mayzlin, 2006; 
Rosario et al., 2016). In many situations, user-generated content exerts greater influence 
than firm-controlled communication because it is perceived as more authentic and socially 
credible (Godes & Mayzlin, 2004). Furthermore, digital platforms continuously amplify trust-
related signals through sharing mechanisms, engagement metrics, algorithmic 
recommendations, and influencer networks, creating recursive cycles of validation that 
repeatedly strengthen or weaken consumer trust (Berger & Milkman, 2012; Hollebeek et al., 
2014). 
At the same time, engagement-centered marketing perspectives emphasize the growing 
importance of emotional and experiential dimensions in shaping consumer relationships. 
Digital technologies facilitate personalized interactions, interactive communication, and 
continuous emotional stimulation through content, communities, and social participation 
(Calder et al., 2009; Hoyer et al., 2020). Emotional resonance generated through familiarity, 
identity alignment, community participation, and social endorsement may strengthen trust by 
creating psychological closeness and relational attachment between consumers and brands 
(Laroche et al., 2012; Dessart et al., 2015). Trust formation therefore appears increasingly 
embedded within recursive cycles of cognitive evaluation, emotional reinforcement, and 
social validation. 
Recent customer journey scholarship recognizes that contemporary consumer pathways are 
highly nonlinear and multidirectional (Kuehnl et al., 2019; Reitsamer & Becker, 2024). 
Nevertheless, limited theoretical attention has been devoted to explaining how trust itself 
circulates recursively throughout these dynamic journeys. Existing frameworks primarily 
focus on customer experience, touchpoint management, omnichannel integration, or 
engagement intensity without explicitly conceptualizing trust as a cyclical mechanism that 
continuously interacts with digital exposure, perceived credibility, social validation, emotional 
reinforcement, and post-purchase interaction (Bolton et al., 2018; Becker & Jaakkola, 2020). 
As a result, a significant theoretical gap remains regarding the mechanisms through which 
trust is continuously reproduced and reinforced within contemporary digital ecosystems. 
To address this gap, this article introduces the concept of the Digital Trust Loop. The Digital 
Trust Loop conceptualizes trust not as a transitional stage or a static psychological state, but 
as a recursive process that continuously develops, reinforces, and reproduces itself 
throughout the consumer decision journey. The framework proposes that digital trust evolves 
through ongoing cycles of digital exposure, perceived credibility, social validation, emotional 
resonance, trust reinforcement, purchase readiness, and post-interaction re-exposure. 
Through these interconnected mechanisms, trust becomes continuously reconstructed 
across digitally mediated interactions rather than established through a single sequence of 
events. 
This conceptual paper contributes to the marketing literature in four important ways. First, it 
extends customer journey theory by introducing a recursive perspective of trust formation 
within digital environments. Second, it advances digital trust scholarship by 
reconceptualizing trust as an evolving and self-reinforcing mechanism rather than merely an 
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antecedent or outcome of consumer behavior. Third, it integrates relationship marketing, 
social validation theory, customer engagement, and digital consumer behavior into a unified 
conceptual framework. Finally, it provides managerial insights for organizations seeking to 
develop sustainable trust-building strategies within increasingly fragmented, platform-driven, 
and dynamically evolving digital ecosystems. 

2. Literature Review 

2.1 Evolution of Consumer Decision Journey in Digital Ecosystems 
The concept of consumer decision making has undergone substantial transformation as 
digital technologies reshape how individuals search for information, evaluate alternatives, 
and interact with brands. Traditional frameworks such as AIDA and purchase funnel models 
conceptualized decision making as a sequential progression from awareness to purchase. 
These models emerged within communication environments dominated by firm-controlled 
information flows and relatively predictable consumer pathways (Lemon & Verhoef, 2016). 
However, the rapid expansion of digital platforms has fundamentally altered this logic by 
enabling consumers to access information continuously, interact across multiple channels, 
and participate actively in content creation and evaluation (Kannan & Li, 2017). 
Contemporary customer journeys are increasingly characterized by fragmented and 
multidirectional interactions occurring across search engines, social media platforms, review 
sites, marketplaces, mobile applications, and online communities (Tueanrat et al., 2021). 
Consumers frequently revisit previous evaluation stages, compare alternatives repeatedly, 
and remain connected to brands long after transactions occur. Rather than moving through 
a fixed sequence of decision stages, they navigate interconnected digital ecosystems where 
information exposure, social interaction, and behavioral responses continuously influence 
one another (Kuehnl et al., 2019; Becker & Jaakkola, 2020). 
The emergence of omnichannel environments has further intensified this complexity. 
Consumers routinely move across websites, social media, marketplaces, mobile 
applications, and physical touchpoints within a single decision journey (Homburg et al., 
2017). Simultaneously, algorithmic recommendation systems, personalized advertising, and 
platform architectures increasingly shape what information consumers encounter and how 
alternatives are evaluated (Appel et al., 2020; Dwivedi et al., 2021). These developments 
suggest that customer journeys are no longer linear pathways but dynamic systems of 
recurring exposure, evaluation, and interaction. While customer journey research has 
successfully documented this growing complexity, understanding the mechanisms that 
sustain confidence and decision continuity throughout these recursive interactions remains 
an important theoretical challenge. 

2.2 Digital Trust as the Foundation of Digital Decision Making 
Trust has long been recognized as a foundational construct in relationship marketing and 
consumer behavior research because it reduces uncertainty and facilitates exchange 
relationships under conditions of risk and information asymmetry (Morgan & Hunt, 1994; 
Doney & Cannon, 1997). In digital environments, trust becomes even more critical because 
consumers often interact with sellers, brands, and platforms without direct interpersonal 
contact or physical verification of products and services (Gefen et al., 2003; Pavlou, 2003). 
Consequently, trust functions as an essential decision-enabling mechanism that supports 
information processing, evaluation, and transactional behavior. 
Institution-based trust theory explains that consumers rely on structural assurances such as 
privacy protection, platform governance, security mechanisms, and institutional legitimacy 
when engaging in online interactions (McKnight et al., 2002; Pavlou & Gefen, 2004). Previous 
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studies have consistently demonstrated that website quality, transparency, information 
accuracy, perceived professionalism, and security assurance contribute to trust formation 
(Bart et al., 2005; Flavián & Guinalíu, 2006; Harris & Goode, 2010). Through these cues, 
consumers develop confidence that digital environments are reliable and capable of 
supporting safe transactions. 
Recent digital ecosystems, however, extend trust beyond traditional buyer-seller 
relationships. Consumers increasingly depend on platform architectures, algorithmic 
recommendation systems, personalized content delivery, and digital infrastructures that 
mediate information access and marketplace interaction (Appel et al., 2020; Dwivedi et al., 
2021). Trust is therefore directed not only toward organizations but also toward the 
technological systems that organize consumer experiences. Under conditions of information 
overload, trust serves as a cognitive shortcut that reduces complexity and enables decision 
making (Kim et al., 2008). Yet contemporary digital environments also expose consumers to 
continuous streams of new information, alternative viewpoints, and changing social 
narratives, suggesting that trust may be more adaptive and dynamic than many traditional 
models imply. 

2.3 Social Validation as a Trust Amplification Mechanism 
The rise of digital communication technologies has transformed how consumers evaluate 
credibility and legitimacy. Whereas traditional marketing communication relied heavily on 
firm-controlled messaging, contemporary consumers increasingly depend on peer-
generated information when making decisions (Godes & Mayzlin, 2004). Through reviews, 
ratings, testimonials, online discussions, and social media interactions, consumers gain 
access to collective evaluations that shape perceptions of trustworthiness and product 
quality. 
Social validation refers to the process through which individuals use the opinions and 
behaviors of others to interpret uncertainty and evaluate marketplace signals. Within digital 
environments, electronic word-of-mouth (eWOM) functions as one of the most influential 
forms of social validation because it remains publicly accessible, searchable, and 
continuously reproducible (Dellarocas, 2003). Research demonstrates that online reviews 
significantly influence consumer perceptions and market outcomes because peer-generated 
evaluations are frequently perceived as more authentic than firm-generated communication 
(Chevalier & Mayzlin, 2006). 
The influence of social validation extends beyond information provision. Collective 
endorsement often functions as a signal of legitimacy and social acceptance. Berger and 
Milkman (2012) argue that highly visible and widely shared content tends to gain additional 
credibility because popularity itself becomes a heuristic cue for trustworthiness. Social media 
platforms further reinforce this process through likes, comments, shares, reposts, and 
algorithmically amplified visibility. Influencers similarly operate as intermediary trust agents 
whose recommendations shape consumer judgments through perceived authenticity and 
relational closeness. 
The growth of social commerce has intensified these dynamics by integrating commercial 
activities directly into social interaction systems. Consumers increasingly evaluate products 
through community participation, user-generated content, and peer recommendations. 
Consequently, trust formation becomes socially distributed rather than purely individual. 
Social validation therefore acts as a trust amplification mechanism that strengthens or 
weakens existing trust perceptions through collective endorsement and ongoing interaction. 

2.4 Emotional Resonance as a Trust Stabilization Mechanism 
While credibility and social validation contribute significantly to trust formation, long-term trust 
sustainability often depends on emotional resonance. Trust built solely upon informational 
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evaluation may remain vulnerable to competing information and changing marketplace 
conditions. In contrast, trust supported by emotional connection tends to demonstrate greater 
stability because it becomes embedded within consumers’ psychological experiences and 
relational perceptions. 
Customer experience literature increasingly emphasizes that consumers interpret 
marketplace interactions through cognitive, emotional, social, and experiential dimensions 
rather than purely functional evaluations (Bolton et al., 2018; Becker & Jaakkola, 2020). 
Emotional resonance emerges when consumers perceive personal relevance, identity 
alignment, familiarity, and psychological closeness during interactions with brands and digital 
platforms. Digital technologies enhance this process through personalization, adaptive 
communication, and interactive experiences that create stronger feelings of involvement and 
relevance (Hoyer et al., 2020). 
Research consistently shows that emotional attachment contributes to enduring consumer 
relationships. Emotional trust strengthens loyalty, commitment, and relational continuity 
because consumers often maintain relationships for affective rather than purely rational 
reasons (Garbarino & Johnson, 1999; Chaudhuri & Holbrook, 2001). Repeated exposure to 
meaningful content, personalized experiences, and familiar brand narratives reinforces 
psychological familiarity and relational comfort, helping consumers maintain confidence 
despite uncertainty and competing alternatives. 
Emotional resonance also facilitates identity-based trust formation. Consumers increasingly 
use brands, communities, and digital platforms as resources for self-expression and social 
positioning. When trust becomes associated with personal meaning and identity alignment, 
it is more likely to persist over time. Emotional resonance therefore functions as a trust 
stabilization mechanism that protects trust from short-term fluctuations and contributes to 
relational continuity across repeated interactions. 

2.5 Toward Recursive Trust Formation 
Taken together, customer journey dynamics, trust development, social validation, and 
emotional resonance suggest that trust formation within digital ecosystems is more complex 
than many existing theories assume. Although previous studies have successfully explained 
how trust emerges and influences consumer behavior, much of the literature continues to 
conceptualize trust as a relatively stable condition that develops through identifiable 
antecedents before producing behavioral outcomes (Bart et al., 2005; Flavián & Guinalíu, 
2006; Harris & Goode, 2010). Such perspectives often imply a bounded process in which 
trust functions as an intermediate variable linking causes and consequences. 
This assumption becomes increasingly problematic within contemporary digital 
environments characterized by continuous connectivity, repeated interaction, and persistent 
information exposure. Consumers remain connected to brands, communities, influencers, 
review systems, and digital platforms long after transactions occur (Bolton et al., 2018; 
Becker & Jaakkola, 2020). They repeatedly encounter new reviews, community discussions, 
algorithmically curated recommendations, and evolving social narratives that may reinforce, 
challenge, or recalibrate previously established trust perceptions (Rosario et al., 2016; Appel 
et al., 2020). 
Moreover, consumers increasingly participate in the production of trust-related signals 
through reviews, recommendations, content sharing, and community engagement. In doing 
so, they become both recipients and producers of trust within broader digital ecosystems. 
Trust therefore appears to evolve through recurring cycles of exposure, evaluation, 
validation, emotional reinforcement, interaction, and re-exposure rather than through a single 
directional sequence. 
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Despite the growing relevance of these dynamics, existing literature lacks an integrative 
framework capable of explaining how trust continuously circulates across digital consumer 
journeys. Current theories provide valuable insights regarding customer experience, social 
validation, engagement, and trust formation, yet they remain fragmented in explaining how 
trust is repeatedly reinforced, reconstructed, and reproduced across interconnected digital 
environments. This theoretical gap highlights the need for a recursive perspective of trust 
formation. To address this limitation, the next section introduces the Digital Trust Loop 
framework as a conceptual model explaining how trust continuously develops, circulates, 
and reproduces itself throughout contemporary digital consumer journeys. 

3. Conceptual Development of the Digital Trust Loop 

3.1 Theoretical Synthesis of Recursive Trust Formation 
The preceding literature review suggests that contemporary digital consumer behavior is 
shaped by four interconnected developments. First, customer journeys have evolved into 
dynamic ecosystems characterized by continuous interaction across multiple digital 
touchpoints (Lemon & Verhoef, 2016; Becker & Jaakkola, 2020). Second, trust functions as 
a foundational mechanism enabling consumers to make decisions under conditions of 
uncertainty and information asymmetry (Morgan & Hunt, 1994; Gefen et al., 2003). Third, 
social validation amplifies trust through collective endorsement and peer-generated 
communication (Dellarocas, 2003; Chevalier & Mayzlin, 2006). Fourth, emotional resonance 
stabilizes trust by embedding it within consumers’ psychological and relational experiences 
(Chaudhuri & Holbrook, 2001; Hoyer et al., 2020). 
Although these perspectives provide valuable insights individually, they remain fragmented 
in explaining how trust evolves throughout contemporary digital ecosystems. Existing 
research frequently treats trust as either an antecedent or an outcome within relatively linear 
causal structures. However, digital consumers rarely conclude their interactions after 
purchase completion. Instead, they remain connected to brands, platforms, communities, 
and information networks through ongoing exposure, engagement, and participation (Bolton 
et al., 2018). Such conditions suggest that trust should not be viewed as a static condition 
but as a continuously evolving mechanism shaped by recurring cognitive, social, emotional, 
and behavioral processes. 
The present study therefore synthesizes customer journey theory, digital trust literature, 
social validation research, and customer engagement perspectives into a recursive view of 
trust formation. This perspective proposes that trust develops through repeated cycles of 
evaluation, validation, emotional reinforcement, and subsequent interaction. Trust 
simultaneously functions as an outcome of previous experiences and an antecedent 
influencing future behavior. Building upon this synthesis, the Digital Trust Loop is proposed 
as a conceptual framework explaining how trust continuously develops, reinforces, and 
reproduces itself throughout digital consumer journeys. 

3.2 The Digital Trust Loop Framework 
The Digital Trust Loop conceptualizes trust as a recursive mechanism embedded within 
ongoing cycles of digital interaction. Unlike traditional customer journey models that position 
trust as a transitional stage leading toward purchase outcomes, the proposed framework 
views trust as a continuously evolving process that interacts with subsequent experiences, 
social influences, and behavioral responses. 
The framework consists of seven interconnected constructs: digital exposure, perceived 
credibility, social validation, emotional resonance, trust reinforcement, purchase readiness, 



 Vol. 1 – Issue 1 – 2026 
 

11 

and post-interaction re-exposure. Together, these constructs form a recursive cycle rather 
than a linear progression. 
A concise construct-definition table is necessary because the Digital Trust Loop introduces 
several interrelated concepts that perform different theoretical functions within the recursive 
trust process. Presenting these constructs in a single analytical matrix reduces conceptual 
ambiguity, clarifies level of abstraction, and helps readers distinguish between antecedent 
mechanisms, reinforcing processes, and behavioral outcomes. 

Table 1. Definitions and Functional Roles of Constructs within the Digital Trust Loop Framework 

Construct Definition Theoretical 
Foundation 

Functional Role in 
the Loop 

Digital Exposure Consumer encounters with 
brand-, product-, platform-, or 
marketplace-related 
information through digitally 
mediated touchpoints such as 
social media, search engines, 
online communities, 
marketplaces, and 
recommendation systems. 

Customer Journey 
Theory; Digital 
Marketing Literature 

Initiates the trust 
formation process by 
providing 
informational stimuli 
for evaluation. 

Perceived 
Credibility 

Consumers’ assessment of 
the reliability, legitimacy, 
competence, consistency, 
and trustworthiness of 
information sources, brands, 
or platforms. 

Digital Trust Theory; 
Institutional Trust 
Literature 

Serves as the primary 
cognitive evaluation 
mechanism that 
converts exposure 
into trust-relevant 
judgments. 

Social Validation Collective endorsement 
derived from reviews, ratings, 
testimonials, influencer 
recommendations, user-
generated content, and 
community discussions. 

Social Validation 
Theory; eWOM 
Literature 

Amplifies or weakens 
credibility 
assessments through 
peer-generated 
confirmation and 
collective 
interpretation. 

Emotional 
Resonance 

The degree of psychological 
connection, familiarity, identity 
alignment, affective 
engagement, and personal 
relevance experienced by 
consumers. 

Customer 
Engagement Theory; 
Consumer Psychology 

Stabilizes emerging 
trust by embedding it 
within emotional and 
relational experiences. 

Trust 
Reinforcement 

The strengthening and 
consolidation of confidence 
resulting from repeated 
positive evaluations, 
validations, and interactions. 

Relationship 
Marketing Theory; 
Trust Development 
Literature 

Functions as the 
central reinforcing 
mechanism that 
transforms episodic 
trust into durable 
confidence. 

Purchase 
Readiness 

A psychological state 
characterized by reduced 
uncertainty and increased 
willingness to engage in 
transactional, informational, or 
relational behaviors. 

Consumer Decision-
Making Theory 

Converts reinforced 
trust into behavioral 
preparedness and 
engagement 
propensity. 

Post-Interaction 
Re-Exposure 

Subsequent encounters with 
brands, platforms, reviews, 
communities, 
recommendations, or related 
marketplace information 
following prior interactions or 
transactions. 

Customer Journey 
Continuity Perspective 

Reintroduces 
consumers into the 
trust cycle and 
enables recursive 
trust reproduction. 

Source: Developed by the author 
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Rather than serving as a simple glossary, Table 1 establishes the conceptual architecture 
underlying the Digital Trust Loop. The table differentiates the seven constructs according to 
their definitions, theoretical origins, and specific functions within the recursive trust process. 
This structure clarifies how trust emerges from the interaction of cognitive evaluation, social 
endorsement, emotional attachment, and behavioral engagement mechanisms. By explicitly 
distinguishing the role of each construct, Table 1 strengthens conceptual precision and 
supports interpretation of the framework’s recursive logic. 
A recursive perspective of trust formation requires a visual representation that emphasizes 
continuity rather than sequential progression. The framework below positions trust 
development as an ongoing cycle in which each construct contributes to subsequent 
evaluations while simultaneously feeding future trust-building interactions. The structure 
highlights the central theoretical contribution of the article: trust functions both as an outcome 
of prior interactions and as a driver of future engagement. 

 
Figure 1. Digital Trust Loop: A Recursive Framework of Trust Formation in Digital Consumer Journeys 

Source: Developed by the author. 

As articulated in Figure 1, trust formation is conceptualized as a recursive process rather 
than a linear sequence of decision stages. The framework links digital exposure, perceived 
credibility, social validation, emotional resonance, trust reinforcement, purchase readiness, 
and post-interaction re-exposure within a continuous feedback structure. The model’s central 
theoretical contribution lies in positioning trust as both a consequence of prior interactions 
and a mechanism that shapes future engagement. Through repeated cycles of exposure, 
evaluation, validation, and re-engagement, trust becomes a continuously reproduced 
relational resource within contemporary digital ecosystems. 
The process begins with digital exposure, referring to consumers’ encounters with brands, 
products, or marketplace information through search engines, social media platforms, online 
communities, marketplaces, advertisements, and recommendation systems (Bleier & 
Eisenbeiss, 2015). Exposure provides the informational basis upon which consumers begin 
evaluating marketplace actors. 
Repeated exposure contributes to perceived credibility, reflecting consumers’ judgments 
regarding reliability, legitimacy, competence, and trustworthiness. Credibility emerges from 
informational quality, communication consistency, transparency, professionalism, and 
institutional signals (Bart et al., 2005; Harris & Goode, 2010). Consumers subsequently seek 
confirmation through social validation mechanisms such as reviews, ratings, testimonials, 
influencer endorsements, and community discussions (Chevalier & Mayzlin, 2006; Rosario 
et al., 2016). Social validation strengthens or weakens emerging trust perceptions through 
collective endorsement and peer-generated interpretation. 
The interaction between credibility and social validation contributes to emotional resonance. 
Through familiarity, identity alignment, personalization, and affective engagement, 
consumers develop psychological connections with brands and platforms (Laroche et al., 
2012; Hoyer et al., 2020). Emotional resonance embeds trust within relational experiences, 
increasing its stability and resilience. 
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These mechanisms collectively contribute to trust reinforcement, defined as the 
strengthening and stabilization of confidence through recurring positive interactions and 
validation processes. Reinforced trust subsequently influences purchase readiness by 
reducing uncertainty and increasing consumers’ willingness to engage in transactional and 
relational behavior. Importantly, purchase readiness extends beyond immediate purchase 
intention and includes broader forms of engagement such as information seeking, platform 
revisitation, and ongoing interaction. 
The final construct, post-interaction re-exposure, distinguishes the Digital Trust Loop from 
traditional customer journey models. Following interaction or purchase experiences, 
consumers continue encountering brands through reviews, recommendations, social media 
exposure, loyalty programs, and community participation. These experiences reintroduce 
consumers into the trust cycle, creating opportunities for reinforcement, reassessment, and 
trust reconstruction. 

3.3 Interrelationships Within the Digital Trust Loop 
Relationships among the constructs of the Digital Trust Loop are dynamic, reciprocal, and 
continuously evolving. Although the framework is presented as a cyclical sequence, the 
constructs should not be interpreted as independent stages connected through simple linear 
causality. Instead, each interaction influences subsequent evaluations while simultaneously 
being shaped by prior trust experiences. 
A complete understanding of the Digital Trust Loop requires attention not only to the 
sequence of constructs but also to the mechanisms through which trust accumulates and 
stabilizes over time. The framework below decomposes recursive trust formation into three 
complementary processes: cognitive evaluation, social amplification, and emotional 
stabilization, which collectively generate reinforced trust and sustain future engagement 
within digital ecosystems. 

 
Figure 2. Mechanisms Underlying Recursive Trust Formation in Digital Consumer Journeys 

Source: Developed by the author. 

The framework articulated in Figure 2 clarifies the mechanisms through which trust becomes 
self-reinforcing within digital environments. Rather than emerging directly from exposure 
alone, reinforced trust results from the interaction of three complementary processes: 
cognitive evaluation of credibility, social amplification through collective endorsement, and 
emotional stabilization through resonance and attachment. These mechanisms jointly 
strengthen trust reinforcement, which subsequently encourages engagement and purchase 
readiness. Continued interaction then generates new exposure opportunities, creating the 
recursive feedback structure that distinguishes the Digital Trust Loop from conventional 
linear trust models. 
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Consumers do not evaluate credibility solely based on current exposure. Existing trust 
perceptions influence how information is interpreted, creating path-dependent dynamics that 
shape future credibility assessments. Similarly, social validation does not merely follow 
credibility evaluation but may also reshape credibility judgments through collective 
endorsement and peer-generated interpretation. Trust therefore emerges through 
continuous interaction between individual evaluation and social influence. 
Emotional resonance further strengthens these relationships by transforming informational 
confidence into relational attachment. As emotional connection increases, consumers 
become more likely to interpret future interactions positively, tolerate minor inconsistencies, 
and maintain confidence despite uncertainty. Trust reinforcement thus reflects the 
cumulative outcome of repeated cognitive, social, and emotional processes. 
Trust also influences future behavior by encouraging continued interaction, community 
participation, information seeking, and platform engagement. Such behaviors increase future 
exposure opportunities, creating self-reinforcing feedback mechanisms that sustain trust 
development over time. Purchase completion therefore does not terminate trust formation 
but initiates additional cycles of exposure, evaluation, and reinforcement. 
At a broader level, the framework conceptualizes trust as a circulating resource within digital 
ecosystems. Consumers simultaneously consume and produce trust-related information 
through reviews, recommendations, content sharing, and community participation. Trust is 
therefore continuously generated, interpreted, amplified, and reproduced across 
interconnected networks of consumers, brands, platforms, influencers, and communities. 

3.4 Recursive Trust Dynamics Across Consumer Journeys 
The Digital Trust Loop is grounded in the assumption that trust formation within contemporary 
digital environments operates through recursive rather than sequential dynamics. Traditional 
customer journey models typically assume that consumers progress through identifiable 
stages ending with purchase or loyalty outcomes (Lemon & Verhoef, 2016). However, digital 
ecosystems fundamentally alter this logic by enabling continuous interaction long after 
transactions occur. 
A recursive trust perspective becomes most visible when trust is mapped across the temporal 
structure of the consumer journey. Rather than ending at purchase, trust continues to 
circulate through post-interaction experiences that shape future evaluations, engagement 
behaviors, and exposure patterns. The following framework visualizes how trust connects 
pre-interaction, interaction, and post-interaction phases within a continuous cycle of 
reinforcement and re-entry. 

 
Figure 3. Trust Circulation Across Pre-Interaction, Interaction, and Post-Interaction Consumer 

Journey Phases 
Source: Developed by the author. 

By reorienting the analysis toward temporal continuity, Figure 3 demonstrates how trust 
circulates across the entire consumer journey rather than remaining confined to a specific 
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decision stage. The framework connects pre-interaction evaluation, interaction-based 
reinforcement, and post-interaction engagement within a continuous trust cycle. The 
recursive pathway from post-interaction re-exposure back to digital exposure illustrates the 
article’s central argument that trust is repeatedly reconstructed through ongoing encounters 
with information, communities, platforms, and marketplace experiences. Consequently, trust 
operates as a dynamic relational resource linking past experiences, present judgments, and 
future behavioral intentions. 
Consumers remain connected to brands and platforms through social media participation, 
review systems, recommendation algorithms, loyalty programs, and online communities 
(Bolton et al., 2018; Becker & Jaakkola, 2020). As a result, trust is continuously exposed to 
new information, social interpretation, and experiential reinforcement. Every interaction 
contributes not only to immediate trust perceptions but also to future expectations and 
behavioral tendencies. 
Recursive trust dynamics are strengthened by persistent information accessibility and 
algorithmically mediated exposure. Reviews, ratings, recommendations, and user-generated 
content remain visible long after their creation, allowing trust-related signals to circulate 
repeatedly across consumer networks (Dellarocas, 2003). At the same time, 
recommendation systems and personalized content delivery continuously expose 
consumers to information based on previous interactions, creating feedback loops that 
connect trust, behavior, and future exposure (Appel et al., 2020; Dwivedi et al., 2021). 
Consumers also increasingly function as active contributors to trust ecosystems through 
reviews, recommendations, content creation, and community participation (Dessart et al., 
2015). Trust is therefore socially reproduced through collective interaction rather than solely 
generated through direct firm-consumer relationships. Importantly, recursive trust dynamics 
do not imply continuous trust growth. Positive experiences may strengthen confidence, 
whereas negative reviews, service failures, misinformation, or platform controversies may 
trigger trust reassessment and recalibration. Trust thus evolves through ongoing cycles of 
reinforcement and revision. 
The recursive perspective challenges the traditional separation between pre-purchase, 
purchase, and post-purchase stages. Trust continuously circulates across the entire 
customer journey, linking past experiences, present evaluations, and future expectations. 
Consequently, trust should be understood not as a destination reached at a particular stage 
of the journey, but as a dynamic relational mechanism that continuously develops, adapts, 
and reproduces itself throughout digital consumer interaction. This recursive logic forms the 
conceptual foundation of the Digital Trust Loop and provides the basis for the propositions 
developed in the following section. 

4. Proposition Development 

The Digital Trust Loop framework proposes that trust formation within contemporary digital 
ecosystems is a recursive process shaped by continuous interaction among digital exposure, 
credibility evaluation, social validation, emotional resonance, trust reinforcement, purchase 
readiness, and post-interaction re-exposure. Unlike traditional customer journey models that 
conceptualize trust as a transitional stage leading toward purchase outcomes, the proposed 
framework positions trust as a continuously evolving mechanism that circulates throughout 
consumer interaction. Building upon the theoretical synthesis presented in the previous 
sections, the following propositions explain the key relationships underlying the Digital Trust 
Loop. 
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4.1 Digital Exposure and Perceived Credibility 
Digital exposure represents the initial entry point into the trust formation process. 
Contemporary consumers encounter brands, products, services, and marketplace 
information through a wide range of digitally mediated channels, including search engines, 
social media platforms, marketplaces, online communities, and recommendation systems. 
Repeated exposure increases familiarity, informational accessibility, and cognitive 
recognition, all of which influence how consumers evaluate the credibility of marketplace 
actors. 
However, exposure alone does not automatically generate trust. Consumers continuously 
interpret the quality, consistency, transparency, and legitimacy of the information they 
encounter. Repeated and coherent exposure may strengthen perceptions of professionalism 
and reliability, whereas inconsistent or contradictory exposure may generate uncertainty. 
Consequently, digital exposure provides the informational foundation upon which credibility 
judgments are formed. 
Proposition 1 (P1): 
Digital exposure positively influences perceived credibility within digital consumer 
environments. 

4.2 Perceived Credibility and Social Validation 
Perceived credibility provides an initial cognitive assessment of reliability and legitimacy. 
Nevertheless, consumers rarely rely exclusively on their own evaluations when making 
decisions under uncertainty. Digital environments offer abundant opportunities for 
consumers to seek confirmation through reviews, ratings, testimonials, influencer 
recommendations, and community discussions. 
Consumers who perceive information sources or brands as credible are more likely to 
consider social endorsement as meaningful confirmation of their initial evaluations. At the 
same time, collective validation may strengthen confidence by reducing ambiguity and 
increasing perceived legitimacy. Social validation therefore functions as an amplifying 
mechanism that extends credibility beyond individual judgment and embeds it within broader 
systems of collective interpretation. 
Proposition 2 (P2): 
Perceived credibility positively influences consumers’ acceptance of social validation within 
digital environments. 

4.3 4.3 Social Validation and Emotional Resonance 
Social validation influences not only cognitive evaluations but also emotional and relational 
responses. Positive endorsement from peers, communities, and influencers may generate 
feelings of social acceptance, belonging, and identity alignment. Consumers frequently 
interpret collective approval as evidence that a product, brand, or platform possesses 
relevance beyond functional value. 
Through repeated interaction with socially endorsed content, consumers may develop 
stronger psychological involvement and affective attachment. Emotional resonance emerges 
when marketplace experiences become personally meaningful and socially reinforced. As a 
result, social validation contributes to the transformation of trust from a cognitive judgment 
into an emotionally embedded relationship. 
Proposition 3 (P3): 
Social validation positively strengthens emotional resonance within digital consumer 
interactions. 
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4.4 Emotional Resonance and Trust Reinforcement 
Emotional resonance plays a critical role in transforming emerging trust into a more durable 
and resilient form of confidence. Consumers who experience stronger emotional connection, 
familiarity, and identity alignment are more likely to maintain positive expectations toward 
brands and platforms despite environmental uncertainty. 
Trust reinforcement occurs when repeated emotional experiences strengthen consumers’ 
confidence and reduce susceptibility to short-term fluctuations in information and 
marketplace conditions. Emotional resonance therefore stabilizes trust by embedding it 
within consumers’ psychological and relational experiences. Through this mechanism, trust 
becomes increasingly resistant to competing alternatives and contradictory signals. 
Proposition 4 (P4): 
Emotional resonance positively reinforces trust within digital consumer journeys. 

4.5 Trust Reinforcement and Purchase Readiness 
Reinforced trust reduces uncertainty and increases consumers’ willingness to engage in 
marketplace activities. Consumers who possess stronger trust perceptions are more likely to 
proceed toward transactional behavior because they perceive lower levels of risk and greater 
confidence in anticipated outcomes. 
Within the Digital Trust Loop framework, purchase readiness extends beyond immediate 
purchase intention. It reflects a broader psychological condition characterized by openness 
toward engagement, information seeking, platform revisitation, and transactional 
participation. Trust reinforcement therefore functions as an important driver of behavioral 
readiness within digital ecosystems. 
Proposition 5 (P5): 
Trust reinforcement positively influences consumers’ purchase readiness within digital 
environments. 

4.6 Purchase Readiness and Post-Interaction Re-Exposure 
Traditional customer journey models often assume that consumer journeys conclude once 
transactions occur. However, digital environments enable consumers to remain continuously 
connected to brands and platforms after purchase. Following interaction experiences, 
consumers frequently revisit digital environments, consume additional content, participate in 
communities, generate reviews, and encounter new recommendations. 
These post-interaction experiences expose consumers to additional trust-related information 
and create opportunities for trust reassessment and reinforcement. Purchase readiness 
therefore contributes to subsequent engagement that reconnects consumers to the broader 
trust formation cycle. 
Proposition 6 (P6): 
Purchase readiness positively increases post-interaction re-exposure within digital consumer 
ecosystems. 

4.7 Post-Interaction Re-Exposure and Recursive Trust Formation 
The defining characteristic of the Digital Trust Loop lies in the recursive role of post-
interaction re-exposure. Through repeated exposure following prior interaction, consumers 
encounter new credibility signals, social validation mechanisms, emotional experiences, and 
marketplace information. Such experiences influence future trust perceptions and 
simultaneously reshape existing evaluations. 
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Post-interaction re-exposure transforms trust formation into a self-reinforcing process. 
Consumers repeatedly move through cycles of evaluation, validation, emotional 
reinforcement, and behavioral engagement, creating continuous feedback mechanisms that 
connect past experiences with future expectations. Trust therefore evolves through ongoing 
circulation rather than through isolated stages of decision making. 
Proposition 7 (P7): 
Post-interaction re-exposure positively strengthens recursive trust formation within digital 
consumer journeys. 

4.8 Integrated Recursive Logic of the Digital Trust Loop 
Taken together, the seven propositions explain how trust continuously develops and 
reproduces itself within contemporary digital ecosystems. Digital exposure initiates credibility 
formation, credibility facilitates social validation, social validation generates emotional 
resonance, emotional resonance strengthens trust, trust increases purchase readiness, and 
purchase readiness encourages continued interaction through post-interaction re-exposure. 
The resulting feedback cycle reconnects consumers to new rounds of trust evaluation and 
reinforcement. 
A proposition summary table is analytically valuable because the Digital Trust Loop is 
articulated through a sequence of interconnected propositions. Consolidating these 
relationships into a single matrix allows readers to evaluate the framework's causal logic, 
identify the underlying mechanisms associated with each proposition, and understand how 
the individual relationships collectively produce recursive trust formation. 

Table 2. Summary of Propositions and Underlying Mechanisms within the Digital Trust Loop 
Proposition & Relationship Underlying Mechanism Expected Outcome 
P1 Digital Exposure  

→ Perceived Credibility 
Repeated exposure increases 
familiarity, informational accessibility, 
and recognition, enabling consumers 
to evaluate reliability and legitimacy. 

Stronger credibility 
perceptions toward 
brands, platforms, or 
information sources. 

P2 Perceived Credibility  
→ Social Validation 

Initial credibility assessments 
increase consumers’ willingness to 
accept and utilize peer-generated 
endorsements and collective 
evaluations. 

Greater reliance on 
reviews, ratings, 
testimonials, and 
community opinions. 

P3 Social Validation  
→ Emotional Resonance 

Collective endorsement generates 
social acceptance, identity alignment, 
and psychological involvement. 

Stronger emotional 
connection and 
personal relevance. 

P4 Emotional Resonance  
→ Trust Reinforcement 

Emotional attachment stabilizes trust 
by embedding confidence within 
relational and affective experiences. 

More durable and 
resilient trust 
perceptions. 

P5 Trust Reinforcement  
→ Purchase Readiness 

Reinforced trust reduces uncertainty 
and perceived risk while increasing 
confidence in anticipated outcomes. 

Increased readiness 
for transactional and 
relational 
engagement. 

P6 Purchase Readiness  
→ Post-Interaction Re-
Exposure 

Consumers who are prepared to 
engage remain connected through 
continued interaction, revisitation, 
review participation, and content 
consumption. 

Greater likelihood of 
recurring exposure 
after interaction or 
purchase. 

P7 Post-Interaction Re-
Exposure → Recursive 
Trust Formation 

Ongoing encounters with new 
information, reviews, 
recommendations, and experiences 
trigger additional cycles of trust 
evaluation and reinforcement. 

Continuous 
reproduction and 
evolution of trust 
across consumer 
journeys. 

Source: Developed by the author 
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By consolidating the article’s theoretical logic into a single analytical structure, Table 2 
clarifies how the seven propositions collectively generate recursive trust dynamics. The table 
demonstrates that the Digital Trust Loop is not merely a sequence of isolated relationships 
but an interconnected system in which each mechanism contributes to the reproduction of 
trust over time. Taken together, the propositions explain how trust evolves from exposure 
and credibility assessment into socially validated, emotionally stabilized, and behaviorally 
reinforced confidence that subsequently re-enters future decision cycles. Consequently, 
Table 2 provides a concise roadmap for both empirical testing and theoretical interpretation 
of the framework. 
Unlike conventional customer journey models that position trust as a temporary antecedent 
of purchase behavior, the Digital Trust Loop conceptualizes trust as a circulating relational 
mechanism that simultaneously functions as an outcome of prior interactions and a driver of 
future engagement. Through this recursive logic, trust becomes continuously reinforced, 
recalibrated, and reconstructed across evolving digital consumer journeys. 

5. Theoretical Contributions 

The Digital Trust Loop framework contributes to contemporary marketing literature by 
offering a recursive perspective on trust formation within digital consumer journeys. While 
previous studies have generated extensive insights into customer journey dynamics, digital 
trust, customer engagement, social validation, and consumer experience, these streams of 
research have largely evolved independently and frequently conceptualize trust as a 
relatively stable antecedent or outcome of consumer behavior (Gefen et al., 2003; Lemon & 
Verhoef, 2016; Tueanrat et al., 2021). The present study advances this literature by 
positioning trust as a continuously evolving mechanism that circulates across recurring 
cycles of exposure, evaluation, validation, emotional reinforcement, and subsequent 
interaction. 

5.1 Extending Customer Journey Theory 
The first contribution of this study lies in extending customer journey theory. Traditional 
customer journey models, including funnel-based approaches and many contemporary 
customer experience frameworks, generally conceptualize consumer behavior as movement 
across identifiable stages that culminate in purchase, loyalty, or advocacy outcomes (Lemon 
& Verhoef, 2016). Although recent research increasingly acknowledges the nonlinear nature 
of digital journeys (Kuehnl et al., 2019; Becker & Jaakkola, 2020), existing frameworks 
continue to focus primarily on touchpoint orchestration, channel integration, and experience 
management. 
The Digital Trust Loop extends this perspective by introducing trust circulation as a central 
mechanism operating throughout customer journeys. Rather than treating trust as a 
transitional construct facilitating movement toward purchase outcomes, the framework 
conceptualizes trust as a continuously evolving process that shapes and is shaped by 
subsequent interactions. This perspective challenges the assumption that customer journeys 
terminate after transactional completion and instead positions post-purchase interaction as 
an integral component of ongoing trust development. 
The framework further contributes by emphasizing temporal continuity across customer 
journeys. Digital consumers continuously reinterpret prior experiences through subsequent 
exposure to reviews, recommendations, community interaction, and algorithmically mediated 
information. As a result, customer journeys become recursive systems in which past 
experiences influence present evaluations and present evaluations shape future behavior. 
This perspective broadens the scope of customer journey theory by incorporating trust 
dynamics that extend across multiple interaction cycles rather than single decision episodes. 
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5.2 Advancing Digital Trust Theory 
The second contribution concerns the advancement of digital trust theory. Existing trust 
literature has generated important insights regarding trust antecedents such as website 
quality, security assurance, institutional legitimacy, privacy protection, and perceived risk 
reduction (McKnight et al., 2002; Pavlou & Gefen, 2004; Beldad et al., 2010). Most studies, 
however, conceptualize trust as a relatively stable psychological state generated through 
identifiable causal factors and subsequently influencing behavioral outcomes such as 
purchase intention, platform adoption, and loyalty. 
The Digital Trust Loop advances this literature by reconceptualizing trust as a recursive and 
adaptive mechanism rather than a static condition. Trust is not treated solely as an outcome 
of previous evaluations or as an antecedent of future behavior. Instead, trust simultaneously 
functions as both. Trust emerges from prior interactions while continuously shaping future 
interactions through ongoing feedback mechanisms. This recursive perspective reflects the 
realities of contemporary digital ecosystems in which consumers remain continuously 
connected to brands, platforms, communities, and information networks. 
The framework also introduces the concept of trust reinforcement as a distinct process within 
trust development. Existing trust research often focuses on trust creation and trust outcomes, 
whereas relatively limited attention has been devoted to explaining how trust is maintained, 
strengthened, weakened, or reconstructed over time. By emphasizing repeated cycles of 
validation and interaction, the Digital Trust Loop provides a theoretical explanation for the 
persistence and evolution of trust within digitally mediated environments. 
Furthermore, the framework highlights the importance of post-interaction trust dynamics. 
Conventional trust models frequently concentrate on pre-purchase evaluation and 
transactional behavior. In contrast, the Digital Trust Loop demonstrates that trust continues 
to evolve after purchase through reviews, recommendations, community participation, social 
sharing, and repeated exposure. This contribution expands the temporal scope of digital trust 
theory beyond transactional boundaries. 

5.3 Integrating Consumer Psychology and Digital Marketing 
A third contribution lies in integrating consumer psychology perspectives with digital 
marketing theory. Existing research on trust, customer engagement, emotional attachment, 
social validation, and customer experience often develops within separate theoretical 
traditions despite substantial conceptual overlap. Consequently, understanding of trust 
formation remains fragmented across multiple research streams. 
The Digital Trust Loop addresses this limitation by integrating cognitive, social, emotional, 
and behavioral dimensions into a unified conceptual framework. Trust formation is 
conceptualized as the outcome of interactions among perceived credibility, social validation, 
emotional resonance, and behavioral engagement rather than as the product of isolated 
antecedents. This integrated perspective provides a more comprehensive explanation of 
how consumers interpret, experience, and reinforce trust within contemporary digital 
ecosystems. 
The framework particularly advances understanding of emotional resonance within trust 
development. While prior studies recognize the importance of emotional attachment and 
customer experience (Chaudhuri & Holbrook, 2001; Hoyer et al., 2020), the Digital Trust 
Loop positions emotional resonance as a trust stabilization mechanism that transforms 
temporary confidence into more durable relational trust. This contribution helps explain why 
some trust relationships persist despite uncertainty, competing information, and marketplace 
complexity. 
The framework additionally highlights the role of social validation as a trust amplification 
mechanism. Through reviews, ratings, recommendations, influencer endorsements, and 
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community participation, trust becomes socially distributed across networks of interaction 
rather than remaining solely within individual cognition. This perspective reinforces the 
importance of collective trust formation within increasingly participatory digital environments. 

5.4 Toward a Recursive Perspective of Digital Consumer Behavior 
The most significant contribution of this study is the introduction of a recursive perspective 
on digital consumer behavior. Contemporary marketing theories increasingly acknowledge 
complexity, interconnectedness, and nonlinearity within digital ecosystems. However, 
relatively few frameworks explicitly conceptualize trust as a recursive phenomenon that 
continuously circulates across consumer journeys. 
The Digital Trust Loop proposes that trust should be understood as a self-reinforcing 
relational resource embedded within ongoing systems of exposure, interpretation, 
participation, and re-exposure. Consumers repeatedly move through cycles of credibility 
evaluation, social validation, emotional reinforcement, trust development, and subsequent 
interaction. These cycles generate feedback mechanisms through which trust is continuously 
reproduced and reconstructed. 
This recursive perspective challenges traditional distinctions between antecedents and 
outcomes, pre-purchase and post-purchase stages, and individual versus collective trust 
formation. Trust becomes both a consequence of previous interactions and a driver of future 
engagement. It is simultaneously cognitive, social, emotional, and behavioral. By 
conceptualizing trust as a continuously circulating mechanism, the Digital Trust Loop offers 
a broader and more dynamic understanding of consumer behavior within contemporary 
digital ecosystems. 
Accordingly, the framework contributes not only to customer journey theory and digital trust 
literature but also to the broader development of marketing theory in increasingly platform-
mediated and interconnected environments. It provides a foundation for future empirical 
research investigating how trust evolves across recurring interaction cycles and how 
recursive trust dynamics shape long-term consumer engagement, relationship continuity, 
and marketplace participation. 

6. Managerial Implications 

The Digital Trust Loop framework provides important managerial insights for organizations 
operating in increasingly interconnected digital environments. Contemporary consumers 
interact with brands through multiple platforms, social networks, recommendation systems, 
online communities, and algorithmically mediated touchpoints. Under such conditions, trust 
can no longer be managed as a temporary outcome of promotional campaigns or 
transactional interactions. Instead, trust should be viewed as a continuously evolving 
strategic asset that requires ongoing reinforcement throughout the entire consumer journey. 
The framework suggests that organizations must move beyond traditional conversion-
oriented marketing approaches and adopt trust-centered strategies designed to sustain long-
term consumer engagement. Because trust continuously evolves through recurring cycles of 
exposure, validation, emotional reinforcement, and re-exposure, managerial efforts should 
focus not only on acquiring customers but also on maintaining the conditions that support 
trust continuity across multiple interactions. 

6.1 Designing Recursive Trust-Based Marketing 
One of the most significant implications of the Digital Trust Loop concerns the need to 
redesign digital marketing strategies around recursive trust development. Traditional 
marketing approaches often emphasize short-term objectives such as awareness 
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generation, lead acquisition, and sales conversion. While these objectives remain important, 
the proposed framework suggests that trust formation extends far beyond initial transactions 
and continuously shapes future consumer behavior. 
Organizations should therefore design marketing systems that encourage repeated trust-
building interactions across the entire customer lifecycle. Every touchpoint, including 
advertisements, websites, social media content, customer service interactions, reviews, 
loyalty programs, and post-purchase communication, should be viewed as part of a broader 
trust ecosystem rather than as isolated marketing activities. 
Digital content strategies should also be developed with trust continuity in mind. Rather than 
focusing exclusively on persuasive messaging, organizations should prioritize informational 
consistency, transparency, authenticity, and long-term credibility. Consumers repeatedly 
encounter brands across multiple channels and often compare current communication with 
previous experiences. Consistency across these interactions contributes to cumulative trust 
reinforcement and reduces the likelihood of credibility erosion. 
The framework further highlights the importance of maintaining trust beyond the point of 
purchase. Many organizations allocate substantial resources to customer acquisition while 
investing comparatively less in post-purchase engagement. However, the recursive nature 
of trust suggests that customer retention, community participation, review management, and 
ongoing interaction may be equally important in shaping future trust cycles. Consequently, 
firms should allocate resources across the entire customer journey rather than concentrating 
primarily on conversion stages. 

6.2 Building Sustainable Consumer Trust 
The Digital Trust Loop emphasizes that sustainable trust development requires more than 
institutional credibility or transactional reliability. Contemporary consumers increasingly 
evaluate brands through socially distributed information systems in which reviews, 
recommendations, community discussions, influencer content, and user-generated 
experiences play a central role in shaping trust perceptions. 
Organizations should therefore actively facilitate authentic social validation processes. 
Encouraging customer reviews, testimonials, experience sharing, and community 
participation can strengthen collective credibility and support trust amplification. Importantly, 
firms should avoid attempting to control every aspect of consumer discourse. Excessive 
manipulation of reviews or overly curated communication may undermine authenticity and 
damage long-term trust. 
Community-based engagement strategies become particularly important within recursive 
trust ecosystems. Online communities provide opportunities for consumers to exchange 
experiences, seek advice, validate decisions, and reinforce collective trust perceptions. 
Organizations that successfully facilitate meaningful community interaction may strengthen 
both emotional resonance and trust continuity. Community management should therefore be 
viewed not merely as a communication function but as a strategic trust-building activity. 
Emotional resonance also plays an essential role in sustainable trust development. 
Consumers are increasingly attracted to brands that communicate meaningful values, create 
personalized experiences, and foster psychological connection. Organizations should 
therefore complement functional product communication with storytelling, identity-based 
messaging, participatory campaigns, and customer-centered experiences that strengthen 
emotional relevance. Such initiatives contribute to trust stabilization and increase resilience 
against short-term marketplace fluctuations. 
The framework additionally highlights the importance of organizational responsiveness. Trust 
can be strengthened or weakened rapidly within digital environments where information 
spreads quickly and consumer feedback is highly visible. Firms should therefore develop 
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agile communication capabilities that enable timely responses to customer concerns, 
misinformation, service failures, and public criticism. Transparency and responsiveness 
often become critical trust signals during periods of uncertainty or reputational risk. 

6.3 Managing Digital Touchpoint Consistency 
The recursive nature of trust formation requires organizations to manage consistency across 
increasingly complex digital ecosystems. Consumers frequently move among websites, 
mobile applications, social media platforms, marketplaces, review systems, customer service 
channels, and online communities throughout their journeys. Inconsistent experiences 
across these touchpoints may weaken credibility and disrupt trust reinforcement processes. 
Organizations should adopt integrated omnichannel strategies that ensure consistency in 
communication tone, visual identity, service quality, information accuracy, and customer 
experience. Consumers often interpret inconsistencies as indicators of unreliability or 
organizational weakness. Conversely, coherent experiences across channels contribute to 
stronger perceptions of professionalism and trustworthiness. 
Particular attention should be devoted to search visibility and review ecosystems. 
Consumers frequently revisit search engines, review platforms, and comparison websites 
before and after purchasing decisions. Maintaining accurate information, encouraging 
authentic reviews, and ensuring consistent brand representation across digital platforms can 
strengthen trust continuity and support positive recursive exposure cycles. 
Algorithmically mediated environments further increase the importance of touchpoint 
consistency. Recommendation systems and personalized content delivery mechanisms 
repeatedly expose consumers to brand-related information based on prior interactions. 
Positive experiences may generate favorable exposure patterns that reinforce trust, while 
inconsistent communication may produce confusion and skepticism. Organizations should 
therefore coordinate digital communication strategically to ensure that repeated exposure 
contributes to trust reinforcement rather than trust erosion. 
The framework also suggests that post-purchase touchpoints deserve greater strategic 
attention. Customer support interactions, onboarding experiences, loyalty programs, review 
solicitation, referral initiatives, and community participation opportunities all influence future 
trust cycles. Effective management of these touchpoints may transform consumers from 
passive customers into active contributors who strengthen trust ecosystems through 
advocacy, recommendation, and content creation. 
Ultimately, the Digital Trust Loop encourages organizations to rethink digital marketing as a 
continuous relational process rather than a sequence of isolated promotional activities. Trust 
should be managed as a dynamic strategic resource that evolves through repeated 
exposure, social validation, emotional resonance, and ongoing participation. Organizations 
capable of managing these recursive trust dynamics may achieve stronger consumer 
relationships, greater engagement continuity, and more sustainable competitive advantage 
within increasingly complex digital environments. 

7. Future Research Directions 

The Digital Trust Loop provides a conceptual foundation for understanding how trust 
continuously develops, reinforces, and reproduces itself within contemporary digital 
consumer journeys. While the framework offers a theoretically integrated explanation of 
recursive trust formation, substantial opportunities remain for empirical validation, contextual 
refinement, and theoretical extension. Future research may therefore contribute to the 
development of this emerging perspective by examining the mechanisms, boundary 
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conditions, and contextual applications of recursive trust dynamics across increasingly 
complex digital ecosystems. 

7.1 Empirical Validation of the Digital Trust Loop 
A primary direction for future research involves the empirical validation of the Digital Trust 
Loop framework. The present study develops a conceptual model explaining how digital 
exposure, perceived credibility, social validation, emotional resonance, trust reinforcement, 
purchase readiness, and post-interaction re-exposure interact within recursive trust cycles. 
Future studies should examine whether these relationships are supported empirically and 
whether the proposed recursive structure accurately reflects contemporary consumer 
behavior. 
Quantitative approaches such as structural equation modeling (SEM), covariance-based 
SEM, and partial least squares SEM may be used to test the proposed propositions and 
evaluate the strength of relationships among constructs. Such studies would contribute to 
establishing the explanatory power and predictive validity of the framework across different 
consumer populations and digital contexts. 
Longitudinal research designs may be particularly valuable because the Digital Trust Loop 
conceptualizes trust as a temporally evolving phenomenon rather than a static condition. 
Cross-sectional studies may capture trust perceptions at a single point in time, but they 
remain limited in explaining how trust develops across repeated interaction cycles. 
Longitudinal approaches would allow researchers to observe how trust reinforcement, trust 
recalibration, and trust continuity emerge throughout ongoing consumer engagement. 
Experimental methods may further strengthen understanding of causal mechanisms within 
the framework. Researchers may manipulate variables such as exposure frequency, review 
visibility, influencer endorsement, emotional content, or personalization intensity to examine 
how consumers respond to different trust-building conditions. Such approaches may help 
clarify the psychological and behavioral processes underlying recursive trust formation. 

7.2 Contextual Applications Across Digital Ecosystems 
A second research direction concerns the application of the Digital Trust Loop across diverse 
digital environments. Although the framework is proposed as a general explanation of 
recursive trust formation, trust dynamics may vary across industries, technologies, and 
marketplace structures. 
Electronic commerce platforms provide a natural setting for empirical investigation because 
consumers frequently engage in repeated evaluation, review consultation, and platform 
interaction before making purchasing decisions. Marketplace environments characterized by 
strong user-generated content and recommendation systems may be particularly suitable for 
testing recursive trust mechanisms. 
Social commerce represents another important context because commercial activities are 
increasingly embedded within social interaction systems. In social commerce environments, 
trust formation depends heavily on community participation, peer endorsement, influencer 
communication, and continuous exposure to user-generated content. The Digital Trust Loop 
may therefore provide valuable insight into trust development within emerging forms of 
digitally mediated commerce. 
Educational services offer another promising application. Prospective students and parents 
increasingly rely on institutional websites, social media content, online testimonials, virtual 
communities, and peer recommendations when evaluating educational institutions. 
Recursive trust formation may play an important role in shaping institutional legitimacy, 
enrollment decisions, and long-term engagement with educational brands. 



 Vol. 1 – Issue 1 – 2026 
 

25 

Additional contexts such as healthcare, tourism, hospitality, financial technology, 
subscription services, and platform-based services may also provide valuable opportunities 
for examining how recursive trust dynamics operate under different levels of perceived risk, 
consumer involvement, and service complexity. 

7.3 Boundary Conditions and Moderating Factors 
Future research should also investigate factors that may strengthen, weaken, or alter the 
relationships proposed within the Digital Trust Loop framework. Although the present study 
conceptualizes recursive trust formation as a general process, trust dynamics are likely 
influenced by individual, contextual, and technological differences. 
Digital literacy may serve as an important moderating factor. Consumers with greater 
technological competence may interpret credibility cues, social validation signals, and 
algorithmic recommendations differently from less experienced users. Higher levels of digital 
literacy may increase skepticism toward promotional content while strengthening reliance on 
peer-generated information and community endorsement. 
Consumer involvement may also influence recursive trust dynamics. High-involvement 
decisions typically require more extensive information processing, repeated evaluation, and 
social validation. Consequently, recursive trust cycles may be stronger and more visible in 
high-risk or high-cost purchase situations than in routine consumption contexts. 
Age, cultural orientation, personality traits, and risk tolerance may similarly shape trust 
development processes. Consumers from collectivist cultures may place greater emphasis 
on social validation and community endorsement, whereas consumers from individualistic 
cultures may rely more heavily on personal evaluation and institutional signals. Such 
differences suggest that recursive trust dynamics may not operate uniformly across all 
consumer groups. 
Platform characteristics represent another important area of investigation. Different digital 
environments provide varying levels of transparency, interactivity, algorithmic 
personalization, and community participation. Future studies may therefore examine how 
platform architecture influences trust circulation and recursive engagement processes. 

7.4 Artificial Intelligence and the Future of Recursive Trust 
One of the most promising directions for future research concerns the growing role of artificial 
intelligence in trust formation. Digital consumer journeys are increasingly mediated by AI-
driven recommendation systems, predictive personalization, conversational agents, 
generative content systems, and automated decision-support technologies. These 
technologies continuously shape what information consumers encounter and how they 
interpret marketplace signals. 
The increasing prevalence of AI raises important questions regarding the future evolution of 
recursive trust. Consumers may no longer interact primarily with human representatives or 
traditional communication channels but instead with algorithmically generated 
recommendations, AI-powered assistants, and machine-mediated content. Under such 
conditions, trust may become distributed across multiple actors, including brands, platforms, 
algorithms, and intelligent systems. 
Future studies may investigate how transparency, explainability, perceived fairness, and 
algorithmic accountability influence recursive trust formation. Researchers may also explore 
whether consumers develop different trust cycles when interacting with AI-generated content 
compared with human-generated communication. Such investigations would contribute to 
understanding how trust evolves within increasingly automated digital ecosystems. 
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The integration of AI into consumer journeys may additionally create new forms of trust 
reinforcement and trust recalibration. Personalized recommendations may strengthen trust 
through relevance and convenience, while concerns regarding privacy, manipulation, and 
algorithmic bias may weaken confidence and trigger reassessment processes. 
Understanding these tensions will become increasingly important as AI technologies 
continue to shape digital interaction environments. 
Overall, the Digital Trust Loop should be viewed not as a final model but as a foundation for 
an evolving research agenda. Future empirical testing, contextual adaptation, and theoretical 
refinement will contribute to a more comprehensive understanding of how trust continuously 
develops, circulates, and reproduces itself within increasingly interconnected, platform-
mediated, and AI-enabled digital ecosystems. Such efforts may ultimately advance both 
marketing theory and managerial practice by providing deeper insight into the mechanisms 
that sustain consumer confidence and long-term engagement in the digital era. 

8. Conclusion 

The rapid evolution of digital ecosystems has fundamentally transformed how consumers 
navigate information, evaluate alternatives, develop confidence, and engage with brands 
throughout increasingly complex decision journeys. While existing customer journey and 
digital trust literature has generated substantial insights into the antecedents and 
consequences of trust, much of this scholarship continues to conceptualize trust as a 
relatively stable construct operating within predominantly linear decision-making processes. 
Such perspectives are increasingly insufficient for explaining contemporary consumer 
behavior characterized by continuous connectivity, recurring exposure, social participation, 
algorithmic mediation, and ongoing interaction across multiple digital touchpoints. 
Addressing this theoretical gap, the present study introduced the Digital Trust Loop as a 
recursive framework that reconceptualizes trust as a continuously evolving mechanism 
embedded within dynamic cycles of digital exposure, perceived credibility, social validation, 
emotional resonance, trust reinforcement, purchase readiness, and post-interaction re-
exposure. 
The central contribution of this study lies in advancing a recursive understanding of trust 
formation within digital consumer journeys. Rather than viewing trust solely as an antecedent 
of behavioral outcomes or an outcome of prior evaluations, the Digital Trust Loop positions 
trust as both simultaneously. Trust emerges from previous interactions while continuously 
shaping future evaluations, engagement behaviors, and relational development. This 
perspective extends existing customer journey theory by challenging conventional 
assumptions regarding linear progression and transactional endpoints, while simultaneously 
advancing digital trust scholarship through the conceptualization of trust as a self-reinforcing 
and adaptive process that evolves across interconnected digital environments. By integrating 
insights from relationship marketing, digital trust theory, social validation research, customer 
engagement literature, and consumer psychology, the framework offers a more holistic 
explanation of how trust is generated, amplified, stabilized, and reproduced within 
contemporary platform-mediated ecosystems. 
Beyond its theoretical contributions, the framework offers important managerial implications 
for organizations seeking to build sustainable consumer relationships in increasingly 
fragmented digital environments. The Digital Trust Loop suggests that trust should be 
managed not as a short-term transactional outcome but as a strategic and continuously 
cultivated organizational asset. Effective trust-building therefore requires coordinated efforts 
across digital touchpoints, authentic social validation mechanisms, emotionally resonant 
consumer experiences, and sustained post-purchase engagement. Organizations capable 
of managing these recursive trust dynamics may be better positioned to strengthen long-
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term consumer confidence, foster engagement continuity, and develop enduring competitive 
advantage within digitally interconnected markets. 
Several limitations should nevertheless be acknowledged. As a conceptual study, the 
proposed framework remains theoretically derived and has not yet undergone empirical 
validation. The relationships among constructs are articulated through conceptual 
propositions that require testing across different consumer populations, industries, 
technological environments, and cultural contexts. Moreover, the recursive nature of trust 
formation may vary according to individual characteristics, platform architectures, levels of 
digital literacy, and emerging technological conditions that were beyond the scope of the 
present analysis. 
These limitations create promising opportunities for future research. Subsequent studies 
may empirically validate the proposed framework using longitudinal, experimental, or 
structural modeling approaches capable of capturing the dynamic nature of trust 
development. Future investigations may also explore contextual variations across e-
commerce, social commerce, education, healthcare, financial technology, tourism, and other 
digitally mediated sectors. Particular attention should be directed toward the growing 
influence of artificial intelligence, algorithmic recommendation systems, and generative 
technologies, which increasingly shape information exposure, credibility assessment, and 
trust formation processes. Examining how recursive trust dynamics evolve within AI-enabled 
environments may represent one of the most important research frontiers for contemporary 
marketing scholarship. 
Ultimately, the Digital Trust Loop reframes trust from a static determinant of consumer 
behavior into a dynamic relational resource that continuously circulates throughout digital 
consumer journeys. As digital ecosystems become increasingly interconnected, platform-
driven, and algorithmically mediated, understanding how trust is recursively constructed, 
reinforced, and reproduced will become essential for both theory development and 
managerial practice. The framework therefore provides not only a conceptual explanation of 
contemporary trust dynamics but also a foundation for a broader research agenda aimed at 
understanding the future of consumer trust in the digital era. 
 

References 
Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in 

marketing. Journal of the Academy of Marketing Science, 48(1), 79–
95. https://doi.org/10.1007/s11747-019-00695-1 

Bart, Y., Shankar, V., Sultan, F., & Urban, G. L. (2005). Are the drivers and role of online trust the 
same for all websites and consumers? A large-scale exploratory empirical study. Journal of 
Marketing, 69(4), 133–152. https://doi.org/10.1509/jmkg.2005.69.4.133 

Becker, L., & Jaakkola, E. (2020). Customer experience: Fundamental premises and implications for 
research. Journal of the Academy of Marketing Science, 48(4), 630–
648. https://doi.org/10.1007/s11747-019-00718-x 

Beldad, A., De Jong, M., & Steehouder, M. (2010). How shall I trust the faceless and the intangible? 
A literature review on the antecedents of online trust. Computers in Human Behavior, 26(5), 857–
869. https://doi.org/10.1016/j.chb.2010.03.013 

Berger, J., & Milkman, K. L. (2012). What makes online content viral? Journal of Marketing Research, 
49(2), 192–205. https://doi.org/10.1509/jmr.10.0353 

Bleier, A., & Eisenbeiss, M. (2015). Personalized online advertising effectiveness: The interplay of 
what, when, and where. Marketing Science, 34(5), 669–
688. https://doi.org/10.1287/mksc.2015.0930 

Bolton, R. N., McColl-Kennedy, J. R., Cheung, L., Gallan, A., Orsingher, C., Witell, L., & Zaki, M. 
(2018). Customer experience challenges: Bringing together digital, physical and social 



 Vol. 1 – Issue 1 – 2026 
 

28 

realms. Journal of Service Management, 29(5), 776–808. https://doi.org/10.1108/JOSM-04-
2018-0113 

Calder, B. J., Malthouse, E. C., & Schaedel, U. (2009). An experimental study of the relationship 
between online engagement and advertising effectiveness. Journal of Interactive Marketing, 
23(4), 321–331. https://doi.org/10.1016/j.intmar.2009.07.002 

Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and brand affect to 
brand performance: The role of brand loyalty. Journal of Marketing, 65(2), 81–
93. https://doi.org/10.1509/jmkg.65.2.81.18255 

Chevalier, J. A., & Mayzlin, D. (2006). The effect of word of mouth on sales: Online book 
reviews. Journal of Marketing Research, 43(3), 345–354. https://doi.org/10.1509/jmkr.43.3.345 

Dellarocas, C. (2003). The digitization of word of mouth: Promise and challenges of online feedback 
mechanisms. Management Science, 49(10), 1407–
1424. https://doi.org/10.1287/mnsc.49.10.1407.17308 

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in online brand 
communities: A social media perspective. Journal of Product & Brand Management, 24(1), 28–
42. https://doi.org/10.1108/JPBM-06-2014-0635 

Doney, P. M., & Cannon, J. P. (1997). An examination of the nature of trust in buyer–seller 
relationships. Journal of Marketing, 61(2), 35–51. https://doi.org/10.1177/002224299706100203 

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, 
H., Kefi, H., Krishen, A. S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, 
J., Salo, J., Tran, G. A., & Wang, Y. (2021). Setting the future of digital and social media marketing 
research: Perspectives and research propositions. International Journal of Information 
Management, 59, 102168. https://doi.org/10.1016/j.ijinfomgt.2020.102168 

Flavián, C., & Guinalíu, M. (2006). Consumer trust, perceived security and privacy policy: Three basic 
elements of loyalty to a web site. Industrial Management & Data Systems, 106(5), 601–
620. https://doi.org/10.1108/02635570610666403 

Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, and commitment in 
customer relationships. Journal of Marketing, 63(2), 70–
87. https://doi.org/10.1177/002224299906300205 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated 
model. MIS Quarterly, 27(1), 51–90. https://doi.org/10.2307/30036519 

Godes, D., & Mayzlin, D. (2004). Using online conversations to study word-of-mouth 
communication. Marketing Science, 23(4), 545–560. https://doi.org/10.1287/mksc.1040.0071 

Harris, L. C., & Goode, M. M. H. (2010). Online servicescapes, trust, and purchase intentions. Journal 
of Services Marketing, 24(3), 230–243. https://doi.org/10.1108/08876041011040631 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in social media: 
Conceptualization, scale development and validation. Journal of Interactive Marketing, 28(2), 
149–165. https://doi.org/10.1016/j.intmar.2013.12.002 

Homburg, C., Jozić, D., & Kuehnl, C. (2017). Customer experience management: Toward 
implementing an evolving marketing concept. Journal of the Academy of Marketing Science, 
45(3), 377–401. https://doi.org/10.1007/s11747-015-0460-7 

Hoyer, W. D., Kroschke, M., Schmitt, B., Kraume, K., & Shankar, V. (2020). Transforming the customer 
experience through new technologies. Journal of Interactive Marketing, 51, 57–
71. https://doi.org/10.1016/j.intmar.2020.04.001 

Kannan, P. K., & Li, H. A. (2017). Digital marketing: A framework, review and research 
agenda. International Journal of Research in Marketing, 34(1), 22–
45. https://doi.org/10.1016/j.ijresmar.2016.11.006 

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making model in 
electronic commerce. Decision Support Systems, 44(2), 544–
564. https://doi.org/10.1016/j.dss.2007.07.001 

Kuehnl, C., Jozic, D., & Homburg, C. (2019). Effective customer journey design: Consumers’ 
conception, measurement, and consequences. Journal of the Academy of Marketing Science, 
47(3), 551–568. https://doi.org/10.1007/s11747-018-00625-7 



 Vol. 1 – Issue 1 – 2026 
 

29 

Laroche, M., Habibi, M. R., Richard, M. O., & Sankaranarayanan, R. (2012). The effects of social 
media based brand communities on brand community markers, value creation practices, brand 
trust, and brand loyalty. Computers in Human Behavior, 28(5), 1755–
1767. https://doi.org/10.1016/j.chb.2012.04.016 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer 
journey. Journal of Marketing, 80(6), 69–96. https://doi.org/10.1509/jm.15.0420 

McKnight, D. H., Choudhury, V., & Kacmar, C. (2002). Developing and validating trust measures for 
e-commerce: An integrative typology. Information Systems Research, 13(3), 334–
359. https://doi.org/10.1287/isre.13.3.334.81 

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing. Journal 
of Marketing, 58(3), 20–38. https://doi.org/10.1177/002224299405800302 

Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust and risk with 
the technology acceptance model. International Journal of Electronic Commerce, 7(3), 101–
134. https://doi.org/10.1080/10864415.2003.11044275 

Pavlou, P. A., & Gefen, D. (2004). Building effective online marketplaces with institution-based 
trust. Information Systems Research, 15(1), 37–59. https://doi.org/10.1287/isre.1040.0015 

Rosario, A. B., Sotgiu, F., De Valck, K., & Bijmolt, T. H. A. (2016). The effect of electronic word of 
mouth on sales: A meta-analytic review of platform, product, and metric factors. Journal of 
Marketing Research, 53(3), 297–318. https://doi.org/10.1509/jmr.14.0380 

Sirdeshmukh, D., Singh, J., & Sabol, B. (2002). Consumer trust, value, and loyalty in relational 
exchanges. Journal of Marketing, 66(1), 15–37. https://doi.org/10.1509/jmkg.66.1.15.18449 

Tueanrat, Y., Papagiannidis, S., & Alamanos, E. (2021). Going on a journey: A review of the customer 
journey literature. Journal of Business Research, 125, 336–
353. https://doi.org/10.1016/j.jbusres.2020.12.028 
 
 


