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In  a  digital-first  era,  customer  loyalty  is  no  longer  an
expectation. It’s something that can’t be bought or bribed,
but  rather  earned  through  intentional  action.  Yet  content
marketers  can  build  consumer  trust  when  given  the  right
framework and strategy.

Undoubtedly, technology will continue to evolve, and as it
does, so will customer expectations. Content marketing leaders
are  put  in  a  tough  position,  where  they  must  navigate  a
delicate  balance  between  leveraging  technology  innovations
while  still  ensuring  human  connection  remains  at  the
forefront.

Your  customers  crave  human-centric  connection,  and  new
research reveals consumers are rewarding the businesses that
prioritize  transparency,  personalization,  and  ethical  AI
usage. The brands that put their customers at the heart of
their business and truly understand what motivates them to
take action will win.

Recent  research  from  Forsta,  surveying  more  than  4,000
consumers across the U.S. and UK, highlights a rising trend:
Customers are increasingly willing to pay more, stay longer,
and advocate for brands they trust.
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Trust isn’t just a soft metric that’s nice to sporadically
review. Instead, it’s becoming one of the most prominent ways
to assess business performance and drive long-term value. For
content marketing leaders, this marks a shift in the playbook,
which we’ll delve into throughout this post.

Using research-backed insights, we’ll examine five strategies
to  build  consumer  trust  in  an  increasingly  competitive
environment  to  drive  growth  and  forge  stronger  customer
relationships.

How To Build Trust Through Content
Marketing
Cost effectiveness is no longer as persuasive as it once was.
In  fact,  according  to  the  aforementioned  study,  71%  of
consumers  (U.S.  –  71%,  UK  –  72%)  would  rather  choose  a
business  they  trust  with  their  data  over  one  that’s  more
affordable.

That staggering figure alone highlights a notable shift in
what drives purchasing decisions. Slashing prices doesn’t move
the needle; trust does.

For content marketing leaders, a significant opportunity is
within reach. Consumers are telling us exactly what they want,
decoding  any  preconceived  notions.  They  want  to  buy  from
businesses that respect their privacy, communicate openly, and
personalize their experiences in a way that resonates with
them individually.

Trust has evolved to become the cornerstone of modern brand-
building, and content marketers should adapt and evolve to
earn business.
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1. Personalize With Purpose
Content marketers understand the importance of personalizing
customer experiences. For example, sending a mass email to
your  audience  without  proper  segmentation  or  targeting  is
about as useless as shouting into a void.

Additionally,  given  the  astounding  rise  and  usage  of  AI,
personalization is now easier than ever to achieve. Knowing
personalization remains a top demand, it’s no longer nice to
have. It’s a must.

However,  consumers  aren’t  giving  away  their  personal
information  in  exchange  for  custom-tailored  experiences.
They’re becoming more attuned to how businesses use their data
and, in turn, have become more selective when sharing personal
information.

If  the  value  exchange  isn’t  obvious,  transparent,  or
respectful,  consumers  may  second-guess  engaging  with  your
business.

The study asked respondents what mattered most when it came to
personalization, and the answer may surprise you: The majority
stated efficiency.

The most appreciated personalized experience isn’t targeted
ads or dynamic pricing; it goes back to the basics. Consumers
want personalization that’s efficient and responsive when they
seek help. They want to feel heard and supported without being
passed from agent to agent.

This finding flips traditional personalization logic on its
head.  Instead  of  focusing  solely  on  selling  products  or
services,  content  marketing  leaders  must  also  examine  how
personalized  support  can  reduce  friction  and  enhance  the
customer journey.

Key Takeaway: Shift how you think about personalization. It’s



no  longer  about  “attention-grabbing”  but  rather  “value-
delivering.”

Use both structured and unstructured data to identify where
your greatest opportunities lie, from examining your reviews
to your chat logs. Then, write content that addresses those
concerns to educate and empower your target audience.

2. Be Transparent About AI Usage
AI is already redefining how businesses operate and how they
engage with consumers. From leveraging AI tools to create
search engine-optimized content outlines to performing keyword
research  to  ensure  content  aligns  with  search  intent,  AI
enables scale and speed humans simply can’t match.

But customers are still wary of what’s AI and what’s not. When
they feel deceived, trust erodes, and so too can revenue. The
study found that 38% of consumers (U.S. – 38%, UK – 40%) would
lose trust in a brand if they discovered AI-generated content
or interactions weren’t disclosed.

This doesn’t mean AI usage should be abolished. Instead, it
reinforces that transparency is non-negotiable.

Customers want to know when and where AI is being used, and
this information shouldn’t be hidden in plain sight. Your AI
policies should be front and center, easily located on your
landing pages and website’s privacy policy.

Key Takeaway: AI isn’t a replacement for human writers, but
should rather be viewed as a helpful assistant. Brands must
clearly disclose AI usage, offer opt-outs when appropriate,
and stay away from using AI to fully draft content.

3. Ensure Every Experience Is A Positive
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One
Customer  loyalty  is  fragile.  Negative  experiences  are
remembered, and businesses may not get a second chance to
right their wrongs, as evidenced by the following finding.

More than 60% of consumers (U.S. – 63%, UK – 62%) said they
would stop buying from a brand after just one or two negative
experiences. This leaves little opportunity for error before
customers take their hard-earned money elsewhere.

This  begs  the  question:  What  types  of  mistakes  are
unforgivable? It’s often not the major mistakes that you’d
expect, but rather the accumulation of small grievances.

Over  half  of  consumers  (U.S.  53%,  UK  –  51%)  said  that
inconveniences  like  long  checkout  lines  or  slow  customer
service can do more damage than something you’d expect to be
more catastrophic, like sending out an email for a sale that’s
no longer active.

The little things add up, and customers are quick to move on
even if it happens just once.

Key Takeaway: Marketing and customer experience leaders must
build feedback loops to catch and fix small annoyances before
they become a bigger issue, like affecting your business’s
bottom line.

Both teams should stay aligned to ensure nothing falls through
the cracks, such as a faulty form on a gated content’s landing
page or a broken call-to-action (CTA) link in an ebook.

4. Focus On Human Connection
Despite  the  rise  of  digital  tools,  the  data  is  clear:
Consumers still want and value human interaction. A chatbot
may help to solve a quick issue, but many want to speak to and
engage with an actual human. If this isn’t an option, your
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business  runs  the  risk  of  creating  a  trust  deficit  with
potential customers.

Unsurprisingly, over half (58%) of U.S. respondents said they
value the ability to talk to a real person when they need
support. Customers don’t want to get stuck in a phone tree;
they want real support in real-time.

This doesn’t mean abandoning digital transformation, but it
should  strike  a  delicate  balance  with  empathy.  Human
connection is valued throughout all stages of the customer
journey, whether engaging with a social post or responding to
a  promotional  email.  Make  human  connection  seamless  and
simple.

Key Takeaway: Digital tools can be helpful for enabling quick
support, but they shouldn’t eliminate the option for human
connection, especially when escalation is necessary. Invest in
omnichannel experiences that offer the best of both worlds.

5. Ensure Value In Exchange For Data
Consumers are still willing to share their data, but only if
they believe they’ll get something worthwhile out of it.

Banks, for example, are largely seen as trustworthy, with 69%
of U.S. and 81% of UK consumers agreeing they trust banks to
handle their data responsibly.

In  contrast,  social  media  platforms  and  AI  tools  (like
ChatGPT, Gemini, Perplexity, and more) rank lowest when it
comes to trust.

For content marketing leaders, this adds a layer of complexity
to  strategies  for  success.  We  know  customers  do  want
personalized experiences, but it comes with conditions. They
expect  brands  to  use  their  data  only  for  meaningful
interactions,  not  for  profit  or  intrusive  profiling.
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The value exchange must be evident, meaning content standards
must be set high. Content can no longer be drafted to meet a
quota or stuff some keywords.

In addition to drafting relevant and helpful content that
matches search intent, marketers should clearly disclose:

What data you collect.
What they’ll get in exchange for it.
How you protect it.
Why you collect it.

Key Takeaway: Make data transparency a part of your brand
promise. Clearly disclose the benefit consumers will receive
in exchange for their personal information. Create content
that resonates with your audience, solves their pain points,
and offers them clear value.

Framework For Turning Trust Into A
Strategic Asset
To truly operationalize trust, marketing leaders must move
beyond surface-level gestures and embed it into every layer of
their customer journey. Trust must no longer be treated as a
compliance issue but rather as a growth strategy.

Brands  that  build  a  reputation  for  responsible  data  use,
transparent AI disclosure, exceptional customer experiences,
and prioritize human connection will stand out in today’s
marketplace.

Key actions for content marketing leaders to take include:

Audit CX for friction: Map key points of failure across
your digital journey. Understand the types of content
that are converting best and what needs reassessment.
Continually  measure  content  marketing  performance  to
identify what’s landing well with your audience.



Be radically transparent: From AI disclosures to privacy
policies,  it’s  better  to  overcommunicate  to  your
audience.  Share  how  and  when  AI  is  used.
Use AI responsibly: AI simply can’t match the expertise,
strength, and emotion of human writers. Therefore, it
should be used as an aid rather than a crutch when it
comes to drafting content.
Reframe personalization: Personalization is a must, but
not  at  the  cost  of  frustrating  customers.  Use
personalization  strategically,  ensuring  it  serves
utility over novelty.
Empower cross-functional teams: Every team should have
visibility into shared trust key performance indicators
(KPIs) so each team understands how they can help grow
consumer trust.

The future of marketing isn’t just about accelerating AI,
personalization, or even digital transformation. It’s about
trust.

Trust is what turns first-time buyers into lifelong advocates.
It’s what enables brands to charge a premium, recover from
mistakes, and stand out in crowded markets. In an era where
consumer skepticism is high, trust must be earned through
every  stage  of  the  customer  journey,  from  first  click  to
collecting payment.

For content marketing leaders, the takeaway is clear: Trust is
your brand’s most valuable asset. Invest in it wisely.

More Resources:
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