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TRUST-CREATING FACTORS FOR THE CLIENTS AND CUSTOMERS
OF BUSINESSES THAT CAN BE SET BY MARKETING TOOLS

BIIJINB MAPKETHUHI'OBUX IHCTPYMEHTIB HA BCTAHOBJIEHHA ®AKTOPIB
JOBIPU CIIOKUBAYIB 10 NIAITPUEMCTB

The main purpose of the article is to explore the theoretical and methodological aspects of
the development of factors that affect the emergence of trust among clients and customers of the
enterprise by marketing tools. Within the framework of the study, a number of factors were
identified that separately, in themselves, or in aggregate, affect the creation of consumer trust to
the enterprise. Among the factors that have a positive effect on the consumer trust creation to the
company, the article highlights the following: authoritativeness, similarity, credibility, seniority,
celebrity, friendly relations, frequency of communication, location and actual demonstration.
Also, during the study, it was found out that the above-mentioned factors of trust can be developed
among consumers by marketing communication tools, depending on the target audience. It has
been determined that the feature of influence on customers and clients of certain factors may
facilitate the sense of trust creation both to the enterprise as a whole and to the particular product
or service. The article proposes the use of trust-creating marketing as an alternative to traditional
marketing because the trust-based marketing model focuses on creating a large customer base of
regular clients, creating a communication environment between them and the enterprise, which in
turn leads to the sustainable and predictable profit of the enterprise and get possibility to go out
price competition. It is presented a schematic model that demonstrates a conceptual difference in
the application of traditional marketing methods and marketing methods based on the
development of trust factors, which offers, at the stage between the desire to purchase product
and its direct sale, to introduce three additional stages: "consumer involvement in
communication™, "development friendly relations between the consumer and the enterprise” and
"the formation of a trusting attitude towards the enterprise by the consumer". Also, the study
emphasizes, that another important component of trust-creating marketing development, opposite
to the norms of traditional marketing, is that after direct sale, communication with the buyer does
not stop, but on the contrary becomes consistent and constant, which urges the buyer to further
interaction with the company already as a regular customer.

Keywords: trust-creating marketing, trust-creating factors development among consumer,
trust-creating marketing tools, marketing model based on trust-creating factors, the concept of
trust-creating marketing.

OcHogHoto Memoro cmammi € po32sd meopemuKo-memooOoa0IYHUX ACNEeKMI8 PO3GUMKY
3acobamu mapKemuney (akmopis, sKi 6N1UBaA0Mb HA BUHUKHEHHS 008IpU Y NOKYNYI6 ma KIi€HmMIg
nionpuemcmesa. B pamxax oocnioscennss 6yno euseneno pso axmopis, wo cami no codi okpemo,



abo y CyKynHocmi 6nIu8ardmsv Ha GUHUKHEHHS 008ipu y cnoxcusadie 0o nionpuemcmea. Cepeo
Gaxkmopis, Wo NO3UMUEHO BNAUEAIOMb HA BUHUKHEHHS O0GIPIUBO20 CMABLEHHS CNONCUBAUI68 00
nionpuemcmea, 6 cmammi 8udineno maxi: "aemopumemmuicmsv", "cxoocicms”, "0ocmosipnicms”,
"emaoc”,  "3mamenumicmu”,  "Opyocui  cmocynxku",  "yacmoma  komyuixayii",  "micye
posmawysanns" ma "paxmuuna Odemoncmpayin”. Taxooc 6 Xx00i OocniodxcenHs 0YI0
BCMAHOBNIEHO, WO BUEHABEOEH] PaKkmopu 008IpU MOAICYMb OVMU PO3BUHEH] ceped CNoXCUsadie
3acobamu MapKemuH208UxX KOMYHIKAYIU, 8 3aNedCHOCMI 8i0 B8ION0BIOHOI Yilb0B0i ayoumopii.
Busnaueno, wo ocobaueocmi eniugy Ha NOKYNYie ma KIIEHMI8 OKPEMUX YUHHUKIB, MONCYMb
CHpUsMuU BUHUKHEHHIO 8I0UYmMms 006ipu K 00 NIONPUEMCMBA 8 YIIOMY, MAaK i 00 OKPemo2o
moeapy uu nociy2u. B cmammi npononyemvcs UKOPUCMAHHA MAPKEMUH2y, 3ACHO8AHO020 HA
006iIpi, 8 AKOCMI ANbMEPHAMUBU MPAOUYIUHOMY MAPKEMUH2Y, OCKLIbKU MOOelb MApKemuHey
006ipu  OpIiEHMOBAHA HA CMBOPEHHS BENUKOL KIIEHMCbKOI 0a3u NOCMIUHUX CHOMCUBAUIS,
CMBOPEHHSI KOMYHIKAYIUHO20 cepedosuiya Midc HUMU ma RIONPUEMCMBOM, WO, 8 C8010 Uepey,
CHpUSAE CMAIOMY Ma NPOSHO308AHOMY NPUOYMKY NIONPUEMCIBA MA BUXO0OY 3d PAMKU YIHOBOI
KOHKYpeHyii. CxemamuyHo HAOAHO MOOelb, KA OEMOHCMPYE KOHYENMYalbHy pIZHUYIO 6
3acmocy8anti Memooie mpaouyitino2o MapKemun2ay ma mMemooie MapKemun2y, 3aCHO8AHOMY HA
PO38UMKY hakmopie 008ipu, AKka NPONOHYE HA CMAOIi MIdHC BUHUKHEHHAM OajdcanHsa npuodoamu
mosap ma 6e3nocepeoHim U020 Npooaxdcem 88e0eHHs MpboxX 000AMKO8UX emanis: '"3anyyeHHs
cnoocusaua 00  KomyHikayii","pozeumox  Opydicuix — GIOHOCUH — Midc — cnodcusawem — ma
nionpuemcmeom” ma "popmyeanus 008ipausoeo cmasieHHs 00 NIONPUEMCMBA 3 OOKY
cnoxcusaua”. Taxodtc 6 00CHIONCEHHI 3A3HAUAEMBCSA, WO BANCIUBOIO CKIAO0BOH MAPKEMUH2Y,
30Y0068aH020 HA PAKMOPAX pO36UMKY 008IpuU, HA BIOMIHY 80 HOPM MPAOUYILIHO20 MAPKEMUH2Y, €
me, wWo nicisa 6e3nocepeonbo20 NPoOa’iCy, KOMYHIKAYis 3 NOKYnyem He NPUNUHAEMbCA, d HA8NAKU
cmae cmaow i NOCMIHOI0, WO CNOHYKAE NOKYRYs 00 NOOANbUOL 83AEMOOIT 3 NIONPUEMCINEOM
821Ce 8 IKOCMI NOCMIUHO20 KILIEHMA.

KirouoBi cjioBa: MapkeTHHT JOBipH, pPO3BUTOK (DaKTOpiB JOBIpM Y CIIOKMBAUIB,
IHCTPYMEHTH MAapKEeTHHTY JOBipHM, MOJENh MapKEeTUHTY 3acHOBaHa Ha (aKTopax [OBIpH,
KOHIIETIIis MAPKETHHTY JOBipH.

Introduction. Trust-based marketing is a new, unexplored concept for
establishing communication between the enterprise and its customers. Despite the
fact that scientific literature addresses the issue of trust-based marketing, none of
the sources offers an exhaustive list of mechanisms for creating factors that may
influence the formation of a credulous relation towards the company and its
products or services from the side of its consumers. Also interesting is the concept
of using trust between the client and the company as a marketing tool for gaining
competitive advantages in order to exit the competitive environment. One more
obvious fact is that the development of trust relationships between the enterprise
and the client positively affects the profitability of the business. So, the effective
activity of the company, aimed at developing a marketing model of an enterprise,
built on trust-creating factors among customers of this enterprise, is an important
factor setting the success of the entity in the environment of high competition at the
marketplace.

In today's conditions of high competition at the marketplaces of goods and
services, to the enterprise is important to find models for reducing the pressure that



creates a competitive environment. One of these models may well be a concept that
Is based on a systematic and purposeful development of factors that lead to the
emergence of trust. It should be noted that the systematic development of such
relationships lies within the competence of marketing. Therefore, the study of this
issue becomes very important for enterprises that are trying to go beyond the
boundaries of price competition and improve their economic situation.

Both foreign and domestic scientists devoted their works to the problem of
development trust-creating factors that are used in marketing. As the basis, F.
Fukuyama [1] gives the definition of trust, which he considers as a moral system
that could not be always explicitly viewed. The importance of the influence of trust
in business processes was emphasized in the works of S.M. llyashenko [2], A.S.
Teletov [3], O.V. Prokopenko and M.Yu. Troyan [4], A. Payne [5], J. O Shonessi
[6], F. F. Reichheld [7], M. Zagula and D. S. Kennedy [8], Stephen R. Covey [9], I.
Ellwood [10], I.H. Gordon [11]. Development of trust-creating marketing was
considered by S. Godin [12], G. Urban [13] et al.

Setting objectives. However, as the analysis of scientific sources shows, the
problem of developing trust-creating marketing is related to the fact that he has not
yet acquired the established concept. Must be considered the issues connected to the
engineering of theoretical and methodological foundations of development and
formation of trust-creating factors by marketing tools, determination of approaches
of using trust-based marketing tools and techniques, establish methods of
determination and assessment of the level of consumer’s trust to the enterprise or
individual goods or services to.

The purpose of this article is to develop the conceptual foundations of the
trust-creating factors arise within customers of enterprises, that can be built by
marketing tools.

Methodology. As the theoretical basis of the study the works of domestic and
foreign scientists, which considered the specifics of the formation and development
of trust-based marketing were taken. The general scientific and special methods of
systematization, analysis, and synthesis became the theoretical and methodological
basis of the research. As the informational base of the research were works of
domestic and foreign scientists, periodicals, modern approaches to the formation of
enterprises marketing activities.

Research results. Although the advertising relief of the modern media
environment is colorful, in essence, it’s quite a monotonous image. Most of the
promotional messages are either aimed at demonstrating the benefits of low price or
to demonstrate the characteristics and properties of the product. And in the general
context, they all are aimed at the new clients or customers continuous search. In
such a tense, competitive environment, consumers, when making their choice
between the same-content advertising messages, are forced to focus only on the



factor of the lowest price, or characteristics of the proposed product in the context
of, again, the lowest price.

Today the situation in relations between the enterprise-producer and the
potential consumer, buyer, and client is radically changing. This is confirmed by .
H. Gordon [11], who distinguishes five stages of the purchase decision-making
process by a potential consumer in the traditional marketing environment:
awareness — interest — evaluation — test — making the decision. On the other
hand, this chain demonstrates the gradual conversion of a potential consumer from
first time buyer (the physical or legal person who purchased the product of the
enterprise-producer at least once) finally to the client (clients (clientis) - lat .:
obedient, who is patronized) - a regular buyer of any goods or services of a
particular manufacturer, trading company, service provider, etc. According to [3],
the success of that chain implementation is in the common values matching among
the subjects of economic activity (providers, producers, intermediaries, etc.) and
consumers, as well as the setting the long-term trust between them.

As it is generally assumed, high competition in the marketplaces has a
beneficial effect on the development of the whole economic situation in the country.
But practice shows that it is impossible for a small and medium-sized enterprise to
achieve sustainable economic growth only by offering the lowest price for a product
or service at marketplace. For example, there are famous brands, along with ones
there are goods of unknown brands, that have absolutely the same composition and
properties, but a 20% -50% lower price. But the difference that adds 20% -50% in
price and profit is based on the trust to a well-known brand, which has nothing to do
with the actual benefits of the product's performance and quality. This additional
profit is the result of exceptionally the trust of buyers, which was formed to a well-
known brand [8].

For most interviewed clients, the notion of trust is a more comprehensive
definition than brand awareness or the image of an enterprise. But if the customer's
confidence in a well-known brand is the cumulative result of many years of this
brand's activity on world marketplaces, then in the context of marketing
opportunities it is necessary to identify specific factors that affect buyers to create in
their minds the feeling that they can trust this enterprise in general, or a separate
product or service. Therefore, the task of marketing is to develop a comprehensive
approach that could accelerate the emergence of consumer trust factors [10]. The
fundamental factor behind the development of such marketing concept should be
changing company’s approach from the model of maximizing profit today, which
means the seeking of a constant flow of new customers, to the model of obtaining
the largest number of regular customers, in order to get the most profit tomorrow.

If to look at it at a different angle, then an advertising message for a potential
buyer will be a priority among other ones if it would be communicated by the
business or the authoritative person which a potential buyer trusts. This statement



raises another question regarding the trust of consumers not only to the company or
its product but to channels and methods of distributing an advertising message also.

An equal competition, by its nature, makes buyers to show casual trust. In the
situation of the dynamic rhythm of citizens life, few of them have the ability or
desire to know the history of all enterprises offering the same proposal, to recognize
who is the CEO of these enterprises, were there complaints or lawsuits to these
enterprises, or cases of fraud by someone from these enterprises, etc. A potential
buyer makes his choice accidentally if he has no other practical reasons to justify
his choice. But the interesting interconnection is that the same buyers who choose to
deal with someone randomly, in a not logical way, require different levels of trust,
depending on the importance or cost of the purchase.

It should be understood that the growth of a trusting relation in the buyer’s
mind is not a linear process, which is entirely subject to the logic laws, but, on the
contrary, it is a process at the level of the subconscious, which mostly occurs
contrary to its (logic) laws. In other words, it is impossible to make a buyer or client
feel trust, to base solely on logical, substantiated arguments, facts or statement.
That, in turn, virtually eliminates the actual advantage in quality or characteristics
of the product. Thus, in order to the buyer be able adequately and logically
determine which product actually has an actual advantage in quality, he should:

1. Have the appropriate level of technical knowledge;

2. Have used all other similar variants and offers on the marketplace;

3. Have used probably the best by its quality and characteristics product
correctly and in accordance with the instructions and recommendations;

4. Have gotten real benefits from this probably best product.

So, it follows that the actual advantage in product’s quality or characteristics
IS not a serious competitive advantage in the marketplace of similar products.

According to the results of studies of consumers’ behavioral reactions, we can
identify the main factors that create a trust relation of buyers or customers to the
enterprises. Among them are authoritativeness, similarity, credibility, seniority,
celebrity, friendly relations, frequency of communication, location and actual
demonstration. Some of these factors are interrelated, such as authoritativeness and
celebrity, but all these factors of trust can be created by means of marketing. Let's
consider each of them in more detail.

The thing that creates the greatest influence on the growth of
authoritativeness perception for buyers or clients is expertise. In turn, the expertise
could be set by publications, including books, magazines, newspaper articles and
other, in the field of the company's activities, which are made on behalf of this
enterprise, or directly on behalf of its CEO. The fact of authorship forms such trust-
creating factors, as authoritativeness and celebrity in the mind of the consumer.
Also, the author's TV show concerning the subject of the company's activity, but
which does not look like as a direct advertisement, where the specialists or the



company’s CEO starring, makes the positive influence on the customers'
perceptions of the enterprise as authoritative and famous in their industry.

It is also desirable for companies to create a book or a brochure and to
publish branded newsletters with practically useful material that will be distributed
among its clients or customers. In the context of marketing activities, the enterprise
should try to create and publish its own media, such as special reports or practical
instructions, to maintain constant communication with their clients..

One of the most important factors in the role that friendly relations played in
building trust among buyers is that people usually tend to perceive the opinions of
their friends, colleagues or acquaintances as actual information. Most people are
more likely to trust opinions, impressions, and feedback of who they communicate
with every day, even if these ones are actually incompetent of that subject, in
comparison to someone unfamiliar, who is instead a known expert in this field.
When someone decides to buy a product, he can ask in great detail, for example, his
colleague, where he bought the same product. Although there is no probability that
the recommendations of this colleague will be professional, a person tends to trust
such an opinion. Thus, marketing efforts should focus on the development of such
kind of advertising channels, what can be achieved by focusing attention on a very
small target audience.

The power of the similarity factor in the trust establishing, related to the fact
that people tend to trust those with whom they have common interests, hobbies or
preferences. For example, if a person loves fishing, then he tends to trust another
person who loves to fish. Therefore, the task of marketing in the development of the
factor of trust based on similarity is to determine the interests, hobbies, and
preferences of their target audience. Creating and distributing promotional messages
based on this information, the company facilitates to establish a similarity factor and
promotes itself as a company working especially for this particular target market.

People tend to trust what they see, so the actual demonstration of the product,
the future benefits, the process of creating a product, the activities of the enterprise,
the real testimonials of satisfied customers - makes a much stronger impression than
just promises. An actual demonstration can create trust faster and more reliable than
anything that will be said in an advertising message. Therefore, the task of
marketing in the creation of this factor of trust will be the development of such kind
of operating with customers or buyers, which would inevitably include the actual
demonstration of the benefits of a product or the process of creating this product.
This task can be done both through real group tours to the company place, and
through the creation of media content for distribution among the clients of the
company.

With regard to seniority and location, most people want to get better, or at
least better among they can afford, and in this context, there is a hidden
subconscious connection between the best product and the longevity of the



enterprise, and the best product and location of the enterprise. Although such
interconnection may not have anything to do with the actual quality of the product
of an enterprise or the quality of the service provided by that enterprise, it does exist
in the perception of a trusting attitude towards the enterprise. Therefore, the task of
marketing and advertising campaigns is to emphasize and strengthen these factors
of consumer trust, if they actually exist in the company, and to offset the negative
influence of these factors, if the enterprise can not boast of the longevity of its
activity or an authoritative location.

Credibility, as a trust-creating factor, is aimed at the factual basis for the
emergence of consumer’s trust to the enterprise. There are two common mistakes 0Of
the enterprise in the sales process and in the development of advertising messages
that can undermine the perception of the buyer the reliability of offered goods or
services. One of them is to represent everything that is associated with the company
and its products, as impeccable and perfect. The other is a large number of promises
and obligations that seem to be impracticable. In terms of developing buyers and
customers truthful perception of products of the enterprise, one of the main
marketing objectives is to avoid these two above-mentioned mistakes, as well as to
use the methods of actual demonstration, in order to build the buyers and customers
truthful perceptions about goods or services of the enterprise.

One more powerful trust-creating factor is celebrity. One of the reasons why
the fact of using some product or using some kind of service or visiting a somewhat
facility by a famous person influences a large number of people is to feel the
illusion of connecting with this celebrity when the buyer visits the same place or
uses the same products or services. People tend to get emotional pleasure using the
same products as the famous person, and from being able to talk about that to their
friends and colleagues. Often, person’s choice to use the same products or services,
like the famous person does, is driven by the desire to feel the illusion that she or he
is also a successful and well-known person. Therefore, the celebrity involving in all
marketing of the enterprise (ad campaigns, presentations, exhibitions, and PR-
activities, etc.) can be very effective both from an economic point of view and in
creating a trustworthy, and sometimes even fanatical attitude of clients towards the
enterprise.

Now, let’s compare the trust-creating factors that can be established by
marketing tools and that can affect the emergence of trust among potential clients,
buyers, and customers. In our opinion, unlike the traditional or basic marketing
model, a marketing model based on the formation of trust-creating factors among
the consumer should include the functions of engaging in communications,
developing friendly relations with potential clients, customers, buyers, creating a
trustful attitude to enterprise the manufacturer and others possible subjects of
marketing activity (Figure).



Traditional Marketing The Marketing Model

Model Based on the Trust-Creating
Factors
Attracting the attention Attracting the attention

A 4 A 4

Creating the interest Creating the interest
A\ 4 A 4

Creating the desire Creating the desire
A 4 A 4

The sale Engaging in communication

A 4

The development of friendly
relations

A 4

Creating the trusting
relationship

\ 4
The sale

\ 4
Further communication

Figure - Conceptual Difference between the Traditional Marketing Model and the
Marketing Model Based on the Trust-Creating Factors

The main difference between the basic marketing process and the marketing
process based on the development of customer trust-creating factors is in establish
of three additional steps in dealing with the buyer. Traditional marketing has four
consecutive steps to work with the client: attracting attention, creating interest,
creating desire and, directly, sale. Marketing, based on the development of trust-
creating factors, requires the insertion of additional marketing actions aimed at the
development of trust between the stage of creating the desire to buy the product and
the stage of sale.



Such actions are the processes of engaging the buyer in the communication,
developing friendly relations with him and creating a trusting relationship, after
which already follows the sale of the product or service. Another important
component of marketing, built on development trust-creating factors, unlike the
norms of traditional marketing, is that communication with the buyer does not stop
after sale, but, on the contrary, becomes consistent and constant, which urges the
buyer to further interact with the company already as a regular client.

Conclusions. Thus, marketing, aimed at developing the trust-creating factors
among the customers, lays a solid foundation for sustainable, predictable economic
growth of the enterprise. In the marketing model based on the trust-creating factors,
unlike traditional marketing, focus shifts from the constant search for potential
clients and new customers to create a large number of regular clients or customers,
which leads to the economic growth of the enterprise.
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