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Abstract

This study aims to 1) examine the strategic concepts of brand credibility through
content-based public relations on digital platforms, specifically via marketing and advertising
pages, 2) investigate perceptions of brand credibility resulting from such communication
strategies, and 3) explore follower behavior and the relationships among demographic
characteristics, attitudes, and media exposure behaviors in relation to brand credibility through
marketing and advertising pages. A mixed-methods approach was employed, comprising
in-depth interviews with 12 participants and a questionnaire survey of 491 respondents. Data were
analyzed using both descriptive and inferential statistics. The findings indicate that 1) brand
credibility strategies involve delivering information that consumers were previously unaware
of, functioning as both paid and earned media, and effectively addressing objectives related
to awareness, consideration, and online conversations, 2) brand credibility consists of both the
credibility of the page and trust in the brand itself, which must be supported by clear proof
points across various dimensions, and 3) consumers follow and trust pages whose content
feels natural and non-intrusive, without overt product tie-ins. Hypothesis testing revealed
that: demographic differences significantly influence media exposure behavior toward digital
public relations content disseminated through marketing and advertising pages. Demographic
factors also affect attitudes and perceived brand credibility when consumers are exposed to
such digital content. Variations in media exposure behavior influence attitudes and credibility
factors toward using these platforms. Futhermore, demographic differences and media
exposure behaviors significantly affect perceived brand credibility in the context of digital public
relations strategies. Finally, attitudes toward brands and perceived brand creditability, shaped
by exposure to marketing and advertising pases, are significantly associated with the overall
credibility of brands employing digital public relations strategies. These findings emphasize the
importance of credibility outcomes in the digital public relations process and provide strategic

insights for brands seeking to build trust through marketing and advertising pages.

Keywords: Brand Credibility, Marketing and Advertising Pages, Digital Public Relations, Content

Public Relations, Media Exposure Behavior
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Figure 1 The Conceptual Framework of the Study
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Trust emerges when consumers can verify that the brand’s information is true.

v
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Organizational updates Trust from organizational updates [

e Awareness <
strategy

Product updates Trust from product updates —

Marketing updates Trust from marketing updates
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Marketing perspectives Trust from marketing perspectives [ |
"""""""""""""" Organization
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R IR T T

Marketing conversation Trust from marketing mentions ~ —
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advertising &

pages & formats

marketing pages

Figure 2 Brand Credibility Strategies Utilizing Digital Public Relations through Content on
Advertising and Marketing Pages
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