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USER-GENERATED CONTENT AS A TOOL FOR BUILDING BRAND TRUST

This article examines User-Generated Content (UGC) as a tool for building brand trust, analyzing relationships be-
tween key factors of UGC effectiveness and their impact on trust formation. The study identifies mechanisms of trans-
forming positive user content perception into brand trust and purchase intentions, emphasizing subjective norms, infor-
mation quality, and source credibility. Special focus is given to social proof as a psychological driver of UGC influence
across demographics. The research also addresses declining trust in online reviews and outlines strategies for ensuring
authenticity and transparency.

Results show that brands engaging openly with reviews and maintaining transparent communication gain advantages
in trust and loyalty. The practical value lies in defining approaches to integrate UGC into marketing strategies through
transparency, diversity of opinions, and authenticity, enabling companies to strengthen positions in a dynamic digital
environment.
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USER-GENERATED CONTENT K IHCTPYMEHT NOBY40BM
[I0BIPU 00 BPEHAY

Cmamms oocnioocye user-generated content (kopucmyseaybKuii KOHMeHmM) AK IHCMpPYMeHm nooyo0osu 008ipu 00
Opendy uepe3 aMani3z 63AEMO38 A3KI6 MIJC KUOYOBUMU eleMeHmamu (AKi GU3HAYAIOMb e@eKxmuenicms 0aH020
xkoumenmy), camum UGC ma tioeo eniusom Ha gpopmyeanHs 0ogipu 0o 6pendy. Ha ocHo8i ananizy KoHyenmyaibHoi
MOOei 6CMAHOBLEHO MEXAHIZMU MPAHCHOPMAYIT NOZUMUBHO20 CHPULHAMMS KOPUCMY8AYLKO20 KOHMEHMY 6 008ipY 00
b6pendy ma nodanvwii Kynieeavti Hamipu. Ilpoananizoeano cyd'exmusni Hopmu, saKicmo iHGopmayii ma 00cmogipHicme
Ooicepen sk QyHOaMenmanvhi gaxmopu, wo eniugaroms Ha cmasienns kopucmyeauie 0o UGC ma 1io2o nodanvuty
mpancgopmayito y 006ipy 00 opendy. Ocobauea ysaza npuodinsiemvcs NCUXON02IYHUM MEXAHIZMAM, 30KpeMa NPUHYUNRY
coyianbHo2o 00KA3y, uepes SKi KOPUCY8aybKUull KOHMEHM 6NIAUBAE HA CRPULHAMMS OPEHOY PIHUMU 0eMOpAGidHUMU
epynamu.

Hocnidoceno ghenomen 3HUINCEHHS O0BIPU 00 OHAAUH-BIO2YKIB 30 OCIAHHI POKU MA BU3HAYEHO CINPAME2iYHi HanpAMu
ona Opendie w000 eQeKmueHo20 YAPAGIIHHA ABMEHMUYHICMI0O md NPO30PICMI0 KOPUCTYBAYBKO2O KOHMEHN).
Pezyromamu  O0ocnioscenusi OeMOHCMPYIOmb, WO NONPU AKMYAIbHI SUKIUKU, NO8'A3aHi 3i 30iibWeHUM pigHeM
Kpumuynocmi cnoscusauie wjooo asmenmuunocmi UGC, komnawii, AKi i0Kpumo 63aemooilomsv 3 i02yKamu ma
3a6e3neuyoms npo3opicmy KOMYHIKAYIU, OMPUMyoms 3HAYHI nepegazu y no6yoo6i 008ipuux 8IOHOCUH 3 AYOUMOPIE
ma niodeuuyeHHi 101bHOCMI 00 OpeHOdy.

Ilpaxmuuna yinnicms 00CiodcenHs noaseac y gusnavenni nioxodie 0o inmeepayii UGC 6 mapxemuneosi cmpameeii
yepe3 pO3KpUMMms NCUXONO2IUHUX MeXaHiZMie Gopmysanns 006ipu. Bcmanoeneno, wo kopucmysaybKuili KOHMEHM
BNIUBAE HA 008IPY 00 OPEHOY 3A60AKU MPbOM KIHOUOSUM (DAKMOPAM: CIMEOPEHHIO eheKmy npo3opocmi OpeHdy uepes
20MOBHICMb 00 NYONIYH020 002080peHHs BIO2YKi8, (HOPMYBAHHIO 00'€KMUBHO20 VAGNEeHHS NPO NPOOYKM 3ABOAKU
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PI3HOMAHIMHOCMI NPeOCMABeHUX OYMOK Ma O0COOAUBIN NEPEeKOHAUBOCMI KOHMEHmY Yepe3 1020 A8MEeHMUYHiCmy i
BIOCYMHICMb NPSAMO20 KOMEPYilno2o iHmepecy aemopis. Busenienuii Oesnepepenuii aanyioe enaugy 6io cnputiHamms
iHGhopmayii 00 eKOHOMIUHOT NOBEOIHKU CROJICUBAUIE Hepe3 MeXAHI3M N0OYO08U 008ipu 0036015€ OpeHOam epekmueHiue
suxopucmogysamu UGC 0151 noCUNeHHs pUHKOBUX NO3UYILL 8 YMOBAX OUHAMIYHOZ0 YUDPOB02O cepedosuiya.

Knruosi cnosa: xopucmysayvkuii konmenm, UGC, dogipa 00 6peHOy, asmenmuuHiCmb, NPUHYUN COYIANbHO20
00Ka3y, NOBEOIHKA CROJMCUBAYIE, NOBEOIHKA KOPUCTNYBAUIE OO0 CRPUTIHAMNISA KOPUCMYBAYLKO2O KOHMEHMY, YUPposull

MapKemuHe.

Defining the problem. In the current era of digital
transformation of marketing communications, user-gener-
ated content has become a critical tool for shaping an au-
thentic brand image and building trust in it. According to
Forbes, user-generated content has become a vital asset for
establishing loyal relationships with consumers, as 99.9%
of shoppers read reviews before making an online pur-
chase [1]. Such content is transforming from a simple en-
gagement tool into a powerful mechanism for authentic
storytelling, creating a deeper connection between the
brand and its audience.

At the same time, despite its significance, the role of
user-generated content in shaping consumer behavior re-
mains a relatively understudied area of scientific
knowledge [2]. Although the overall potential of UGC for
marketing communications is recognized by both practi-
tioners and theorists, the mechanisms of transforming user-
generated content into brand trust and subsequent purchas-
ing decisions require systematic analysis and conceptual-
ization. It is particularly important to study the relation-
ships between the various components of the UGC percep-
tion process and their impact on the formation of brand
trust in different situations and consumer segments.

Analysis of recent research and publications. Scien-
tific publications devoted to analyzing the role of user-gen-
erated content in building brand trust emphasize the critical
importance of using UGC in corporate marketing strate-
gies. Demba D.Y., ChiliyaN., Ndoro T., and Chuchu T.
explore marketers' dependence on user-generated content
in the context of rapid technological development in busi-
ness [3]. The authors present a conceptual model that
demonstrates the positive relationship between the use of
UGC, brand trust, and purchase intentions, and reveal the
mechanisms of influence of subjective norms, information
quality, and source credibility on the use of UGC in con-
sumer decision-making. Bahtar A.Z. and Muda M. explore
the conceptual foundations of the impact of user reviews
on online purchases, examining the relationship between
UGC and the purchase decision-making process in the dig-
ital environment [4]. Konak E.I. analyzes the impact of
user-generated content on social media marketing, empha-
sizing its role as a powerful tool for interacting with audi-
ences and promoting brands in the context of digital trans-
formation of communications [5]. Marantschak M. and
Marantschak N. analyze the most common formats of user-
generated content and mechanisms for stimulating it, em-
phasizing the need for an individual approach to motivat-
ing the target audience to create such content, taking into
account the characteristics of the brand [6]. Laroche M.,
Habibi M.R., Richard M.O., and Sankaranarayanan R.
note that trust in a brand is strengthened through consumer
interaction with both the brand itself and other consumers,

50

which occurs through relevant UGC platforms, creating a
sense of community and social validation [7]. Smith A.B.
and Thompson L. highlight in their research the principles
of UGC's influence on brand perception and trust building,
especially among younger demographics, who are more
easily influenced by peers and opinion leaders [8].

The article focuses on unresolved issues related to a
comprehensive analysis of the mechanisms of building
trust in a brand through user-generated content. Unlike pre-
vious studies, which mainly examined the general role of
UGC in marketing communications, this work deepens the
understanding of the relationships between the primary el-
ements that influence the perception of user-generated con-
tent and their cumulative impact on building brand trust
and subsequent purchase intentions.

Purpose of the article. The article aims to investigate
the role of user-generated content as an important tool for
building brand trust through analyzing the interconnections
between subjective norms, information quality, and source
credibility as key components that determine UGC percep-
tion and its impact on consumer trust formation, which is a
crucial stage on the path to purchase intention and buying
decision-making.

Presentation of the main research results. Today,
User-Generated Content (UGC) is a widespread and im-
portant tool in modern internet marketing, which industry
experts also refer to as «word of mouth» [5]. Essentially,
UGC refers to all forms of content that consumers create
themselves and distribute on the Internet.

User-generated content covers wide range of possible
formats for presenting information, which may vary de-
pending on the chosen platform. The compatibility of UGC
formats with Internet platforms is shown in Table 1.

The most common formats of user-generated content
include comments, reviews, creative content, photos, vid-
eos, ratings and comparisons, podcasts, short social media
posts (tweets), and blogs [6]. Each has different character-
istics and effectiveness depending on the distribution plat-
form and the main goal of users. For some, it is a way of
creative self-expression and enjoyment of the process it-
self, for others —an opportunity to attract attention, become
popular, and gain recognition in the online community [9].
An additional incentive may be financial gain, as many
brands encourage authors of high-quality UGC with bo-
nuses, discounts, or even cash rewards.

Regardless of the motives, this content has a significant
impact on the overall perception of the brand. That is why
more and more companies are realizing that UGC is not
just a way to attract an audience, but also an effective
method of building trust and shaping the reputation of a
business.
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Table 1

Compatibility of UGC formats with popular Internet platforms

Ne UGC format Internet platform
1 Comment Facebook, Instagram, YouTube, TikTok, Twitter (X), Reddit, LinkedIn, forums (Quora,
Stack Overflow)
2. Review Google Reviews, TripAdvisor, Amazon, Rozetka, Yelp, Trustpilot, Facebook
3 Overview giglsj;l;ube, Instagram (Reels/Stories), TikTok, blog platforms (Medium, Blogger, Word-
4, Creative (GIF, art) Instagram, TikTok, Twitter (X), Reddit, Pinterest, Tumblr
5. Photo Instagram, Facebook, Pinterest, TikTok, Unsplash, Flickr
6. Video YouTube, TikTok, Instagram (Reels/Stories), Facebook, Twitch
7. Ratings or comparisons Google Reviews, Amazon, Yelp, TripAdvisor, Capterra, G2, Facebook
8. Tweets (short posts) Twitter (X), Threads, Mastodon
9. Blogs Medium, WordPress, Blogger, Substack, LinkedIn Articles
10. Podcasts Spotify, Apple Podcasts, YouTube, Google Podcasts, SoundCloud

Source: created by the authors

In an environment saturated with traditional advertising
and advertising campaigns, which audiences often perceive
as intrusive and aggressive, UGC is a more impartial inter-
net marketing tool due to its authenticity and creativity
[10]. This can be explained by the fact that with the in-
crease in the share of e-commerce in the total volume of
trade, consumers are increasingly turning to the recom-
mendations and reviews of other users before making a
purchase decision, as they seek to find valuable clues on
the Internet to assess the credibility of a brand and form an
objective opinion about a product or service through the
prism of other consumers' real experiences. This is evi-
denced by the results of a survey conducted by the UGC
platform Billo [11], which show that six out of ten people
believe that user-generated content is the most authentic
form of marketing content, which consumers consider to
be 50% more reliable than other forms of media advertis-
ing.
It should be noted that the success of user-generated
content has a psychological and emotional basis, which is
based on the principle of social proof proposed by R. Chal-
din [12]. Its essence lies in the fact that people tend to be
guided by the behavior of others, especially in moments of
uncertainty in a particular choice or situation.

Subjective

norms

. Attitudes
Information

quality

e

/

use

Source
credibility

toward UGC |—> —_—>

User-generated content is a powerful tool for social
proof because it demonstrates the real experiences of other
people, creating a collective confirmation of the quality of
a product or service, which significantly reduces doubts
about the intention to perform a specific target action. Stud-
ies highlighted in the work of A. Smith and L. Thomson
show that this principle can significantly influence brand
perception and trust building, especially among younger
demographics, who are more easily influenced by peers or
opinion leaders [8]. This is confirmed by the results of a
study conducted by Business Wire [13], which show that
UGC plays a significant role in the process of choosing
goods and services for Generation Z (born between 1997
and 2010) and Generation Y (born between 1981 and
1996), specifically 70% for Generation Z and 78% for Gen-
eration Y

When considering the behavioral basis for the effec-
tiveness of UGC in building brand trust, we can look at the
conceptual model of user-generated content in the context
of advertising by Demba D., Chiliya N., Chuchu T., and
Ndoro T. [3], which offers a structured view of the rela-
tionships between the key components of this phenome-
non, as shown in Figure 1.

Brand

Purchase

trust intention

Figure 1. The role of user-generated content in advertising
Source: [3]
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The presented model of the relationship between UGC
and consumer behavior clearly demonstrates the critical
role of user-generated content in building trust in a brand
as a key stage in the consumer journey. The diagram shows
how three fundamental elements—subjective norms, infor-
mation quality, and source credibility—influence users' at-
titudes toward UGC, which then translates into brand trust.
It is this trust that becomes the decisive step between posi-
tive content perception and final purchase intent.

Subjective norms are a powerful socio-psychological
mechanism that determines consumer behavior in the con-
text of marketing communications. They reflect the influ-
ence of the social environment on an individual's decision-
making and manifest themselves through the individual's
desire to conform to behavioral patterns that have already
been formed and established in a particular social group or
community [3]. Subjective norms are based on social pres-
sure, which encourages consumers to prefer specific
brands, goods, or services in order to ensure their own in-
tegration and acceptance in the desired social environment.
It should be noted that this phenomenon can manifest itself
in two key forms: prohibitive norms, which define appro-
priate behavior through generally accepted social expecta-
tions and potential disapproval or condemnation for non-
compliance, and descriptive norms, which are formed on
the basis of direct observation of the actions of other group
members and their imitation [3].

Although in marketing practice the concepts of subjec-
tive norms and social proof may seem interchangeable,
from a theoretical perspective there are significant concep-
tual differences between them that are important to under-
stand for a deeper analysis of the impact of UGC on con-
sumer behavior. Social proof most closely corresponds to
descriptive norms—that is, the part of subjective norms
that is formed on the basis of observing the behavior of
others in situations of uncertainty. Subjective norms, on the
other hand, are a more complex construct that encompasses
not only imitation of others' behavior (social proof), but
also conscious social pressure from influential individuals
or groups, as well as personal motivation to meet expecta-
tions.

In terms of using UGC as a marketing tool, this differ-
ence has practical significance. User-generated content
simultaneously creates social proof by demonstrating the
widespread use of a product by other consumers and shapes
subjective norms by showing that people from a particular
social group with which the consumer identifies prefer a
particular brand or product. This allows UGC to influence
consumers through a dual psychological mechanism: both
through the desire to imitate mass behavior in order to re-
duce the risk of error, and through the desire to meet the
expectations of social groups. This is evidenced by the re-
sults of surveys conducted by the marketing platforms
Crowdriff and Flocker, which found that 85% of consum-
ers consider user-generated content to be significantly
more convincing than branded photos or videos [14], and
that UGC is a determining factor in 79% of consumer pur-
chasing decisions [15].

If we consider the next element in the presented
model—the quality of information—it is worth noting that
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this component plays a fundamental role in determining the
effectiveness of user-generated content on brand trust and
consumer decisions. The quality of information reflects the
degree of persuasiveness of the message for the target au-
dience and is directly related to the strength of the argu-
ment presented in the UGC [16]. It is a multidimensional
element that encompasses a number of characteristics that
determine the value of an information message for a poten-
tial consumer: reliability of data, clarity of presentation,
practical usefulness, relevance to the query, as well as
timeliness, sufficiency, and objectivity of the information
presented.

In the context of the UGC model, it is the quality of
information that forms the intellectual basis for shaping at-
titudes toward user-generated content, complementing the
emotional and social influence of subjective norms. If sub-
jective norms are based on social mechanisms and the de-
sire for group identification, then the quality of information
appeals to the rational aspects of consumer decision-mak-
ing. When user-generated content contains detailed, struc-
tured, and substantiated reviews of a product or service, in-
dicating specific characteristics, advantages, and possible
disadvantages, it provides consumers with a valuable infor-
mation base for making an informed decision.

The impact of information quality on UGC effective-
ness manifests itself in several ways that are directly rele-
vant to building brand trust. First, high-quality content al-
lows potential consumers to reduce the information uncer-
tainty associated with online shopping by giving them ac-
cess to the experiences of real users, which builds trust
through transparency and openness. Second, detailed and
objective product reviews help consumers better under-
stand whether a product or service meets their specific
needs and expectations. Third, high-quality UGC often in-
cludes comparative analysis with alternative offerings, al-
lowing consumers to evaluate the relative merits of differ-
ent options and simplifying the purchase decision process.

Given the above considerations, we can argue that the
quality of information is one of the key factors that trans-
forms fragmented user impressions into a solid foundation
of trust in the brand, creating a unique link between con-
sumer experience, its interpretation, and its subsequent
transformation into brand loyalty and, ultimately, purchase
intent. This is confirmed by the results of an empirical
study conducted using the structural modeling method
(PLS-SEM), which revealed a statistically significant rela-
tionship between the quality of UGC and functional and
emotional values for the consumer [17]. According to the
researchers' findings, when user-generated content is char-
acterized by ease of understanding, ease of use, novelty,
popularity, and relevance to users' interests, this stimulates
and enhances functional and emotional value for consum-
ers, which ultimately encourages them to spend more time
interacting with the brand, forming a cognitive and emo-
tional connection with it.

The third important element of the model that influ-
ences attitudes toward the use of UGC is the source credi-
bility, which is a necessary condition for the effective func-
tioning of user-generated content as a marketing commu-
nications tool. The credibility of a source is defined as the
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degree to which the information provided by a particular
source is perceived by the audience as true, reliable, or
trustworthy [16]. This is a multidimensional element that
covers aspects such as competence (the extent to which the
content author demonstrates knowledge of the subject), in-
tegrity (the degree to which the source is perceived as hon-
est and unbiased), and sincerity of intent (the extent to
which the source demonstrates a desire to help rather than
mislead). In the context of UGC, the credibility of a source
is often assessed by determining the reliability of the plat-
form, analyzing the user's profile, their previous activity,
level of community involvement, and reputation among
other participants.

In the context of the presented model, the credibility of
the source acts as a “trust filter” through which consumers
evaluate the relevance and significance of user-generated
content for decision-making. Even if the content contains
high-quality information but comes from a source that is
perceived as unreliable or biased, its impact on attitudes
toward the use of UGC will be significantly reduced. At
the same time, information from a source with a high level
of perceived credibility can compensate for even certain
shortcomings in the quality of the information itself.

This influence of source credibility on the formation of
consumer attitudes toward UGC is also clearly evident in
consumers' everyday behavior when searching for infor-
mation on various platforms. For example, when research-
ing a potential employer, people tend to pay much more
attention to reviews on the professional network LinkedIn
than to similar comments on entertainment social networks
such as Instagram or TikTok. Similarly, when looking for
book recommendations, users tend to trust specialized plat-
forms such as Goodreads, which brings together a commu-
nity of readers, more than general social networks without
a thematic focus. This difference in the perceived credibil-
ity of different platforms shows that the context in which
user content is presented also significantly affects the level
of trust in it, regardless of the actual quality of the infor-
mation itself.

The credibility of the source plays a special role in
building trust in the brand, creating a “trust transfer” effect.
When consumers trust the source of user-generated con-
tent, this trust is often transferred to the brand itself. As
noted by researchers Laroche M., Habibi M.R., Rich-
ard M.O. [7], and Sankaranarayanan R., trust in a brand is
strengthened through consumer interaction with both the
brand itself and other consumers, which occurs through rel-
evant UGC platforms. This phenomenon can be explained
by the fact that authentic reviews from real users, espe-
cially those with needs, interests, or demographics similar
to those of potential consumers, are perceived as more rel-
evant and reliable than traditional advertising. The credi-
bility of the source includes aspects of reliability, the belief
that the brand will deliver on its promises, and the aspect
of good intentions, or the belief that the brand acts in the
interests of consumers. These components of trust, in turn,
become the foundation for building loyalty and repeat pur-
chases, completing the cycle of consumer interaction with
the brand through UGC.

It is important to note that in an era of information

overload and the proliferation of large amounts of unrelia-
ble content, the importance of source credibility for UGC
effectiveness continues to grow. Research by Bahtar A.Z.
and Muda M. confirms that the perceived reliability of a
source has a positive impact on consumer attitudes toward
user-generated content [4]. This explains why modern re-
view platforms and social networks are implementing var-
ious user verification systems, author ratings, and purchase
confirmation mechanisms—all of these tools are aimed at
enhancing the credibility of sources, which, in turn, con-
tributes to the effectiveness of user-generated content in
building brand trust and influencing purchasing intentions.

The central element of the presented model is the rela-
tionship between attitudes toward UGC and brand trust,
which is the key mechanism by which user-generated con-
tent influences consumer behavior. The results of an em-
pirical study conducted by DembaD., ChiliyaN.,
Chuchu T., and Ndoro T. demonstrate that there is a strong
positive correlation between these elements [3]. This
means that when consumers develop a positive attitude to-
ward using user-generated content to make purchasing de-
cisions, this directly translates into increased brand trust.

By comparing the strength of the relationships between
different components of the model, researchers were able
to establish that although the influence of subjective norms,
information quality, and source credibility on attitudes to-
ward UGC use is statistically significant, it is relatively
moderate, while the subsequent impact of this attitude on
brand trust and the link between brand trust and purchase
intention is much stronger [3]. This suggests that the great-
est potential for marketers lies in strengthening the link be-
tween UGC and brand trust, as well as in further stimulat-
ing the transformation of this trust into concrete purchase
intentions.

It is important to note that the process of building trust
in a brand through UGC occurs through several psycholog-
ical mechanisms. First, user-generated content creates an
effect of transparency and openness for the brand, as it
demonstrates the company's willingness to publicly discuss
positive and potentially negative reviews of a product or
service. Second, the diversity of opinions and experiences
represented in UGC allows consumers to form a more ob-
jective and balanced view of the brand, which enhances
their sense of awareness and control over the situation.
Third, the authenticity of UGC created by real consumers,
rather than company marketers, gives this content particu-
lar persuasiveness, as the authors have no direct commer-
cial interest in promoting the brand. This is how UGC cre-
ates a continuous chain of influence from information per-
ception to economic behavior through the mechanism of
trust building.

From a practical perspective, understanding how UGC
influences brand trust allows marketers to develop more
effective strategies for engaging consumers in content cre-
ation and distribution. In particular, this involves stimulat-
ing user-generated content through interactions with active
users, using personalized hashtags, creating a sense of
community, and introducing various contests, sweep-
stakes, loyalty programs, or other incentives that focus on
the quality and authenticity of this content [18].
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Since trust is built on the basis of sincere and diverse
consumer opinions, attempts to artificially manipulate
UGC through paid positive reviews or the removal of neg-
ative comments can have the opposite effect—undermin-
ing trust and reducing purchase intent. This risk is particu-
larly relevant given the growing awareness of review ma-
nipulation practices among consumers. Survey results
show that about 75% of consumers express concern about
fake reviews, and about 80% of respondents report having
encountered inauthentic reviews in the past year [19].
Analysis of statistical data shows that younger demo-
graphic groups demonstrate the highest level of recognition
of fake reviews—up to 92% among people aged 18-34
[19], who show a significant ability to identify signs of in-
authentic content.

The spread of fake reviews and the audience's growing
vigilance towards this phenomenon significantly reduces
trust in user-generated content — the percentage of consum-
ers who trust online reviews as much as personal recom-
mendations from friends and relatives has decreased from
79% in 2020 to only 42% in 2025 [20]. This indicates that
although consumers continue to read and analyze the de-
tails of reviews, they have become much more cautious and
critical about what content to trust. This situation high-
lights the particular importance of authenticity and trans-
parency for brands seeking to leverage the power of UGC
to build brand trust and long-term relationships with their
audience.

To effectively overcome these challenges, brands must
develop a comprehensive UGC management strategy that
includes encouraging user content creation, implementing
effective user engagement procedures, and establishing
clear KPIs to measure the impact of UGC on brand percep-
tion. This approach to user content management transforms
communication with consumers into a powerful tool for
improving reputation and strengthening trust in the brand
as a reliable market player.

Conclusions. The study found that user-generated con-
tent is a powerful tool for building brand trust in today's
digital environment. It was found that the effectiveness of
UGC is due to its ability to create a sense of transparency
and openness of the brand, provide diverse views on a

product or service, and ensure the authenticity of infor-
mation, which is especially valued by consumers against
the backdrop of oversaturation with traditional advertising.

The analysis revealed that the process of transforming
positive perceptions of user-generated content into brand
trust and subsequent purchase intentions occurs through
the interaction of three key elements. Subjective norms
provide socio-psychological influence by activating the
mechanism of social proof and group identification. The
quality of information serves as the intellectual basis for
forming attitudes toward content, allowing consumers to
reduce uncertainty. The source credibility serves as a filter
for the perception of information, through which the sig-
nificance of user-generated content for decision-making is
assessed.

Further research in this area is quite promising and can
develop in several key directions. It is important to develop
theoretical and practical approaches to assessing the au-
thenticity of user-generated content, including the creation
of a system of criteria and indicators that will allow brands
and consumers to identify inauthentic content.

Another promising area is research into the psycholog-
ical mechanisms of perception of different UGC formats
by representatives of different demographic groups, which
will allow for the development of more personalized ap-
proaches to integrating user-generated content into brand
marketing strategies. Particular attention should be paid to
studying the influence of cultural characteristics and values
on the perception and evaluation of user content in differ-
ent regions of the world.

The transformation of the role and formats of UGC in
the context of the spread of artificial intelligence and gen-
erative algorithms also deserves deeper analysis by re-
searchers. In particular, it is worth focusing on studying
how consumers perceive content created with the help of
artificial intelligence compared to traditional UGC, and
how this affects brand trust.

Thus, research into the role of UGC as a tool for build-
ing brand trust opens up broad prospects for further study,
which will contribute to the more effective use of this tool
in modern marketing realities.
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