
  

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 

 

ISSN:3048-7722 
Volume 4, Issue 2, Mar-Apr-2026, PP: 01-08 

 

 Page-1 

  

The Role of Content Marketing in Building Brand Trust 

and Customer Retention 
Dr.B.Deepapriya

Department of Commerce Jeppiaar College of Arts and Science, 

Padur, Chennai 

 
Abstract – This paper undertakes a comprehensive analysis of the role and importance of content marketing in developing 

brand trust and customer retention in the current digital age. Through a systematic analysis of recent industry research and 

evidence from 2021 to 2026, this study explores how content marketing strategies shape consumer perceptions and create trust 

and retention between consumers and brands. The study suggests a Trust-Driven Content Retention Framework (TDCRF), 

which differentiates between trust mechanisms, engagement routes, and retention outcomes. The analysis suggests that trust 

and credibility have become more important outcomes than engagement and lead generation from content marketing 

strategies, with 61% of marketers citing trust as the most important outcome from content marketing strategies. Consumer 

behaviors have become more demanding, with 75% of consumers reporting a negative perception about a brand after finding 

that product information is incomplete, and 44% deciding not to proceed with a purchase due to insufficient information. 

Furthermore, the trend towards micro-influencers and authentic partnerships with creators is gaining momentum, with 47% 

of marketers achieving the best results with micro-influencers, while 61% of consumers trust the recommendations of creators 

compared to traditional advertising campaigns. The comparative evaluation of the four analytical dimensions of content 

quality, partnerships with creators, transparency practices, and measurement systems shows that effective customer retention 

strategies involve the use of integrated approaches in which trust acts as the means and the end of content marketing strategies 

 

Keywords – Content marketing, Brand trust, Customer retention, Authenticity, Creator economy, Micro-influencers, 
Transparency, Customer loyalties.

 
 

 

I. INTRODUCTION  
 

The relationship between brands and consumers in the 

digital era has witnessed a complete paradigm shift. With 

the proliferation of marketing channels and the saturation 

of content, the consumer is now very particular about the 

brands they are willing to give attention to, and even more 

so about the ones they are willing to trust. The era in 

which brands could simply focus on the quantity of 

content they were producing, as opposed to the quality, is 

now behind us, giving way to a new era in which brands 

are expected to be more credible. 

 

This is now reflected in the new marketing priorities as 

well. In a recent study on content marketing, a staggering 

figure of 61% of marketers now point to trust and 

credibility as the biggest ROI on content marketing, 

beating engagement (57%) as well as lead generation 

(55%). 

 

The implications are significant. The creator economy has 

grown to a global size of more than $250 billion and is 

expected to reach $480 billion by 2027, significantly 

changing the way brands engage with customers [1]. At 

the same time, trust levels are eroding. For instance, 90% 

of the conversations happening around brands online are 

happening without the involvement of the brand itself. 

Moreover, the number of calls for boycotts has increased 

by 95% in the first half of 2025. In this context, for brands 

that are not able to establish trust with the customer, the  

 

alternative is not just indifference but outright opposition. 

Customer retention economics also make the case for  

 

trust-based marketing. For instance, acquiring a customer 

is estimated to cost brands 5-25 times more than retaining 

an existing customer. On the other hand, existing 

customers are estimated to spend 3 times more per visit 

and contribute to an increase of 12-18% in incremental 

revenue growth. Content marketing for trust has the direct 

benefit of acting as a retention tool. 

 

In this paper, the role of content marketing in the 

development of trust with the brand, as well as consumer 

retention, is discussed from a multi-dimensional analytical 

point of view. In the study, based on recent evidence from 

the period 2021-2026, the following issues are discussed: 

How do content marketing practices influence consumer 

trust? How does the role of partnerships with content 

creators influence the development of trust with the 

consumer? How does the transparency of content, as well 

as price, influence consumer retention? What frameworks 

are used for measuring trust-driven consumer retention? 

The rest of the paper is structured as follows: In the second 

section, the literature survey on the topic of content 

marketing and trust is discussed. In the third section, the 

proposed methodology for the development of the trust-

driven content retention framework is discussed. In the 

fourth section, the analysis, as well as the discussion, are 

presented, including four figures and a table with a 

comparative evaluation. The conclusion is in the fifth 

section. 
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II. LITERATURE SURVEY 
 

The Trust Imperative in Content Marketing 

The importance of trust in content marketing has become 

increasingly evident in recent times. In a comprehensive 

analysis by industry experts, it has been observed that 

currently, 61% of marketers identify trust and credibility 

as the primary benefits from content marketing campaigns, 

which is more than engagement metrics such as 57% and 

lead generation metrics such as 55% [2]. 

 

The impact of a loss in trust is extremely high in content 

marketing and other fields. In a study based on more than 

910 million online conversations by Brandwatch, it has 

been observed that due to deceptive pricing policies, 

conversations about hidden fees have increased by 40%, 

and "deinfluencing" conversations, which include 

consumers actively discouraging others from purchasing a 

product, have increased by 79% in 2025 [3]. 

 

Consumers are increasingly using social media platforms 

to discourage others from purchasing a product that has 

failed to meet expectations or due to deceptive marketing 

practices by a company. 

 

Product information quality is a significant factor in 

determining consumer behavior. Studies have shown that 

75% of consumers have a lower perception of a brand 

after finding that product information is incomplete or 

incorrect, 44% have avoided making a purchase due to a 

lack of available product information, and 19% have 

noticed that product information is inconsistent across 

platforms. 

 

Conversely, 75% of consumers are more likely to return to 

a brand that makes it easier to access and understand 

product information, which shows that content accuracy is 

a retention factor and not just a legal requirement. 

 

The Creator Economy and Trust Transfer 

The creator economy has emerged as the primary means of 

trust transfer between creators and brands. The creator 

economy is currently valued at over $250 billion globally 

and is expected to reach $480 billion by 2027. This is a 

result of a fundamental shift in the ways in which 

credibility is assessed by the wider population. In fact, 

61% of the population trusts creator recommendations 

more than brand advertising, and 80% of the population 

will take an action, whether it is visiting a website, 

following a brand, or making a purchase, as a result of 

seeing creator content. The results of long-term creator 

partnerships have proven to be significantly higher than 

one-off creator partnerships. In fact, there is a 70% 

increase in engagement rates as a result of a long-term 

creator partnership, a testament to the power of trust 

accumulation [4]. 

 

This preference is continuing to grow stronger. Currently, 

73 percent of brands prioritize working with smaller 

creators rather than celebrities, understanding that 

relationships built on authenticity have a much stronger 

impact on loyalty than scale can provide. Marketers have 

found that 47 percent of their best results come from 

micro-influencers, while 78 percent of their consumers 

trust brands more when promoted by relatable creators that 

they admire [5]. 

 

Authenticity and the Backlash Against AI-Generated 

Content 

The rise of AI-generated content is also leading to 

increased challenges in the area of authenticity. The term 

"slop" is used to describe low-effort content generated 

through AI technology. "Slop" increased by over 200% in 

mentions in 2025 as consumers become more adept at 

rejecting inauthenticity [6]. 

 

At the same time, consumers are rewarding those who 

demonstrate effort and enthusiasm. "Cringe" mentions, 

previously seen as a negative influencer for brand 

perceptions, increased by 25% in 2025 as consumers seek 

signs of enthusiasm in brand marketing approaches. This 

allows brands to break away from generic approaches and 

towards personality-led marketing [7]. 

 

The rise of "deinfluencing" is also increasing the need for 

brands to focus on authenticity. Consumers are using 

triggering headlines such as "Exposing a VIRAL product!" 

to garner engagement as they share their negative 

experiences with certain products. This is increasing 

engagement as consumers seek alternatives to inauthentic 

products. 

 

Fragmented Discovery and Emotional ROI 

Consumer discovery patterns have undergone a 

fundamental change. The report commissioned by TikTok 

on trends for 2026, "Curiosity Detours," is a change in 

structure, as "consumers are moving from one format, 

creator, or community before forming an opinion or 

making a purchase, diminishing the power of search and 

single-channel funnels." 

 

The fragmentation of consumers also highlights the 

importance of emotional ROI. Consumers are evaluating 

whether content is providing reassurance, entertainment, 

or personal connection before investing attention or 

money. The "Reali-TEA" trend, as identified by the report, 

is a growing preference for unfiltered, experiential content, 

with shared experiences being a factor in building 

credibility. 
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Digital Overload and Mindful Engagement 

However, awareness about digital wellbeing is changing 

how consumers think about content. There is a decline of 

25% in the number of times "fun" is used to describe 

social media platforms, beginning in 2023. There was a 

10% increase in "digital detox" discussions in the first half 

of 2025, with 32,300 new voices joining these discussions 

[8]. 

 

For brands, there is opportunity in how to engage with 

their customers, especially if they take a smart approach 

[10]. Rather than fighting for their customers' attention, 

smart brands are creating minimalist phones, phone-free 

events, and digital detox retreats, helping their customers 

disconnect rather than fighting for their attention. This is 

how permission-based relationships are built, where 

customers want to engage because they believe brands 

understand their needs [9]. 

 

 Synthesis and Research Gaps 

The literature reveals the existence of common themes, as 

well as gaps in the literature, which are discussed in the 

following paragraphs. The literature reveals the following 

common themes: trust now exceeds engagement and leads 

as the main content marketing result, partnerships with 

content creators are effective in the transfer of trust from 

the content creator to the brand, the need for authenticity is 

on the rise with the advent of AI content saturation, the 

need for emotional connections in a fragmented discovery 

process, and the need for mindful engagement in a digital 

world. 

 

Gaps in the literature reveal the need for longitudinal 

studies on the process of trust building, the need for more 

focus on content marketing trust in the B2B space, the 

need for a standardized trust measurement framework, and 

the need for more exploration on the role of generational 

differences in trust building. 

 

III.  METHODOLOGY 

 
Guided by this synthesis of literature, this paper proposes 

a Trust-Driven Content Retention Framework (TDCRF) 

for content marketing’s role in building trust and fostering 

customer retention. 

 

Theoretical Foundations 

The Trust-Driven Content Retention Framework is 

grounded in three theories that provide a foundation for 

content marketing’s role in building trust and fostering 

customer retention. 

 

Signaling theory supports content marketing’s role in 

building trust by demonstrating content quality and 

consistency that signals reliability and reduces consumer 

uncertainty. 

 

Social exchange theory supports content marketing’s role 

in building trust by demonstrating that consumers 

reciprocate trust by providing brand loyalty. 

Relationship marketing theory supports content 

marketing’s role in building trust by demonstrating that 

trust is a foundational relationship dimension that 

facilitates customer retention. 

 

Framework Components 

The Trust-Driven Content Retention Framework 

comprises four analytical layers. 

 
Figure 1: Trust-Driven Content Retention Framework 

(TDCRF) 

Analytical Dimensions 

The framework allows for a systematic assessment along 

four dimensions: 

• Content Quality: Accuracy, completeness, 

transparency of product information; match between 

content promises and actual experiences 

• Creator Partnerships: Authenticity of creator-brand 

fit; relationship length; creator tier strategy (micro, 

mid-tier, macro) 

• Transparency Practices: Clarity of pricing, 

acknowledgment of limitations, behind-the-scenes 

content, responsiveness to criticism 

• Measurement Frameworks: Trust metrics 

integration, depth of engagement metrics, retention 

tracking, advocacy measurement 

 

IV. RESULT ANALYSIS AND DISCUSSION 

 
This section presents analytical findings regarding content 

marketing's role in building brand trust and customer 

retention, organized around four illustrative figures and a 

comparative evaluation table. 

 

Trust as Primary Content Marketing Outcome 

The shift in marketing priorities toward trust-based 

outcomes represents a fundamental strategic reorientation. 
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Figure 2: Top Returns from Content Marketing (2026) 

Figure 2 illustrates how trust has emerged as a new goal 

for content marketing practitioners, surpassing more 

traditional marketing metrics. This 61% figure, which 

surpasses other key return metrics such as engagement and 

lead generation, indicates that marketers are beginning to 

understand that trust is a prerequisite to achieve all other 

marketing results. Engagement without trust is useless, as 

leads do not convert into customers without it. 

 

The trust erosion metrics help put this new goal into 

context. This 79% rise in "deinfluence" conversations 

indicates that consumers are organizing to advise others to 

avoid certain brands. Since fewer than 1% of brand 

conversations start with brand advertising, marketers can 

only influence this conversation through building trust. 

The 40% rise in hidden fees conversations indicates a 

consumer concern related to transparency in this area. For 

content marketers, this indicates that building trust is not 

limited to promotional content but also requires 

transparency in other areas of the consumer experience. 

 

Creator Partnership Effectiveness 

The shift toward authentic creator relationships—

particularly with micro-influencers—reflects the transfer 

of trust from creators to brands. 

 
Figure 3: Creator Partnership Performance Metrics 

In Figure 3, the mechanics of trust transfer through creator 

partnerships are revealed. The 61% consumer preference 

for creator recommendations over brand advertising is a 

result of the fundamental understanding that trust is built 

through perceived independence and authenticity, not 

through paid messaging. As creators organically integrate 

the brand into their content over time, the perceived 

connection is one of recommendation, not sponsorship. 

The brand preference for micro and nano-creator 

partnerships (73% of brands, with 47% citing the highest 

success rate) is a testament to the fact that relevance and 

authenticity trump reach. The fact that micro and nano-

creator engagement rates are generally higher than those 

of their more popular counterparts means that the trust 

built is significantly higher than that of a celebrity 

endorsement. The 70% engagement premium of long-term 

partnerships is a testament to the fact that trust compounds 

over time. While one-off partnerships may result in a spike 

in brand awareness, it is the brand that invests in creator 

partnerships that benefits from the trust built between the 

creator and the audience, as it gradually transfers to the 

brand. 

 

Information Quality and Purchase Behavior 

Product information quality directly influences consumer 

trust and subsequent purchase decisions. 

 
Figure 4: Information Quality Impact on Consumer 

Behavior 

Figure 4 demonstrates that content marketing's impact on 

retention is based primarily on information quality. The 

discovery that 75% of consumers have a lower opinion of 

a brand after being exposed to deficient or false 

information sets a high bar for content marketing's 

accuracy. When content marketing does not meet this bar, 

it does not simply fail to convert; it hurts brand perception 

and future purchasing probability. 

 

The 44% abandonment rate when information is deficient 

represents a substantial loss in potential revenue. 

Therefore, content marketers must recognize that "more 

content" is not a goal; "complete accurate and accessible 

content" is a requirement. 

 

The disparity between negative and positive influences is 

telling. Incomplete information hurts perception, while 

accurate information generates a return visit probability of 

75% when it is easily accessible. 

 

This disparity suggests that information quality is a 

hygiene factor that is necessary but not sufficient for 

retention. 

 

The 200% increase in "slop" mentions suggests that 

consumers are becoming more discerning in recognizing 

low-effort AI content creation. Brands that focus more on 

quantity and less on quality risk being perceived as 

inauthentic and therefore fail to meet trust-building 

objectives. 
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Emotional ROI and Discovery Fragmentation 

Consumer discovery patterns have fundamentally 

changed, requiring content strategies that deliver 

emotional value. 

 
Figure 5: Emotional ROI and Discovery Trends 

 

Figure 5 illustrates the structural evolution in the way 

consumers are finding and evaluating brands. The 

"Curiosity Detours" trend highlights the reality that no 

longer are linear attribution and single-channel approaches 

effective. Content needs to succeed across multiple 

touchpoints, formats, and communities. This requires an 

integrated approach as opposed to channel-specific 

approaches.  

 

The emotional ROI for reassurance, entertainment, and 

personal connection offers a framework for effective 

content. Consumers are not seeking information; they are 

seeking an experience that creates feelings of reassurance, 

entertainment, and personal connection. Content that 

creates this type of experience for the consumer will 

garner attention and lay the groundwork for retention. 

  

The trend of "Reali-TEA," unfiltered and experience-

based content, resonates with the imperatives of 

authenticity discussed throughout this analysis. Brand 

stories and messages are no longer effective; consumers 

are seeking unfiltered experiences and stories from other 

people. This creates an opportunity for brands to enable 

and amplify customer stories as opposed to controlling the 

message with traditional approaches to content 

development. 

 

Comparative Analysis of Trust-Building Content 

Strategies 

Table 1 presents a comprehensive comparative analysis of 

content marketing approaches evaluated across four 

analytical dimensions. 

 

Table 1: Comparative Analysis of Trust-Building Content Strategies 

Content 

Strategy 

Trust 

Mechanism 

Engagement 

Pathway 

Retention 

Impact 

Key Metrics Implementation 

Requirements 

Transparent 

Product 

Information 

Accuracy, 

completeness 

Reduced purchase 

friction 

75% higher 

return 

likelihood  

Info 

completeness 

score, purchase 

abandonment 

rate 

Centralized data 

management, 

regular audits, 

cross-channel 

consistency 

Long-Term 

Creator 

Partnerships 

Trust transfer 

through 

authentic 

relationships 

Sustained 

engagement, 

community 

building 

70% higher 

engagement vs. 

one-off  

Partnership 

duration, 

engagement 

rate, creator 

NPS 

Creator discovery, 

relationship 

management, 

creative 

collaboration 

Micro-

Influencer 

Programs 

Relatability, 

peer credibility 

Authentic 

recommendations 

47% report 

highest success 

with micro  

Conversion 

rate, audience 

relevance, cost-

per-engagement 

Creator vetting, 

authentic briefs, 

performance 

tracking 

Behind-the-

Scenes 

Content 

Transparency, 

humanization 

Emotional 

connection 

Reduced 

intimidation, 

approachability 

Sentiment, 

"real" 

mentions, 

positive 

feedback 

Access culture, 

employee 

participation, 

authenticity 

guardrails 

Responsive 

Customer 

Service 

(Public) 

Reliability, care 

demonstration 

Trust recovery, 

positive WOM 

348k+ positive 

mentions 

tracked  

Response time, 

resolution rate, 

sentiment 

Integrated service-

marketing, trained 

responders, 

escalation paths 

Digital 

Wellness 

Initiatives 

Respect for 

boundaries 

Permission-based 

engagement 

Long-term 

relationship 

sustainability 

Engagement 

consent, detox 

participation 

Cross-functional 

design, authentic 

commitment 
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Analysis of Comparative Dimensions: 

Transparent Product Information acts as a trust foundation. 

“Transparent and accurate information provided by the 

brand allows consumers to make purchasing decisions 

with confidence. The 75% higher return likelihood proves 

the direct impact of transparency on retention.” 

 

Long-Term Creator Partnerships utilize the trust transfer 

concept from creators to brands. “The 70% engagement 

premium for sustained relationships with creators proves 

the power of compounding trust. Consumers gradually 

accept the brand’s integration as authentic when creators 

have maintained honest relationships with the brand.” 

 

Micro-Influencer Programs utilize the concept of 

relatability and the credibility of peers. “The 47% 

marketer preference for micro-influencers proves the 

effectiveness of micro-influencers as a marketing tool. 

Micro-influencers have more significant trust potential 

than the number of people they reach.” 

 

Behind-the-Scenes Content humanizes the brand by 

showing the faces and processes behind the brand. 

“Transparency eliminates the intimidation factor that may 

otherwise discourage potential customers. Approachability  

 

increases the likelihood of engagement.” 

 

Responsive Customer Service provided via public 

channels proves a sense of reliability and care to a large 

number of people. The figure of over 348,000 positive 

mentions suggests that customer service interactions have 

potential as content marketing opportunities. 

 

Digital Wellness Initiatives represent a new paradigm in 

strategies that respect consumers’ boundaries and foster 

permission-based relationships with them by helping them 

disconnect instead of competing for their attention. 

 

V. CONCLUSION 

 
This paper has offered a holistic analysis of managerial 

dynamics in technology-driven banking and deposit 

services in India, synthesizing recent studies to develop a 

Managerial Technological Adoption Framework. The 

results indicate that technology infrastructure is necessary 

but insufficient in the absence of corresponding 

managerial competence. 

 

This paper has provided a comprehensive analysis of the 

role of content marketing in the development of brand 

trust and the subsequent generation of customer retention, 

with the Trust-Driven Content Retention Framework 

proposed. The findings of this analysis indicate that trust is 

the primary objective of content marketing, even above 

engagement and lead generation in terms of strategic 

significance.  

 

From the analysis provided in this paper, there are a 

number of conclusions that can be made.  

 

First, trust is the primary return on content marketing 

investment, with 61% of marketers citing credibility as 

their primary objective of content marketing. This is a 

result of the recognition of the fact that attention without 

trust is shallow and not sustainable.  

 

Second, content quality is a factor in the generation of 

retention. Seventy-five percent of consumers will return to 

a brand with complete product information, while 44% 

will not make a purchase if the information is inadequate. 

Content accuracy is a factor in the generation of retention, 

not just a requirement of the customer service function. 

 

Third, creator partnerships can effectively transfer existing 

trust when executed authentically. The 61% figure for 

consumer preference for creator recommendations over 

brand advertising shows that brands can tap into creator 

influence, but only by building a real relationship—the 

70% engagement premium for long-term partnerships 

confirms that trust compounds over time. 

 

Fourth, micro and nano creators reliably outperform larger 

influencers for trust-building marketing campaigns. Since 

47% of marketers report highest success with micro-

influencers, the implication for brands is clear: relevance 

beats scale for content marketing with a retention 

objective. 

 

Fifth, transparency is no longer a competitive advantage 

but a minimum requirement for brand survival. The 79% 

jump in "deinfluencing" conversations and 40% increase 

in hidden fees conversations show that consumers call out 

brands for dishonesty. Brands must be brutally honest 

about products, pricing, and limitations if they want to 

survive in the 2026 market. 

 

Sixth, the success of content is increasingly driven by the 

level of emotional connection with the target audience. As 

discovery pathways fragment across platforms, consumers 

make decisions about content based on reassurances, 

entertainment, and personal connection. 

 

Several implications can be derived for practice. For 

content strategists, it means a move away from volume-

driven content creation towards quality-driven, trust-

driven strategies. For brand marketers, it means a greater 

investment in long-term creator partnerships than 

campaign-level transactions. For measurement experts, it 

means a move towards including trust metrics such as 
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credibility scores, sentiment, and information 

completeness into their models, in addition to more 

traditional engagement and conversion metrics. 

 

Several limitations of this review can be noted, including 

an overall reliance on industry studies as opposed to peer-

reviewed academic studies, as well as a potentially 

accelerating pace of change outstripping published 

literature. A further gap in this study is a lack of 

exploration into B2B content marketing trust dynamics. 

Several avenues of future research can also be noted, 

including a potential study into the effectiveness of 

tracking trust-building campaigns over time, as well as an 

experimental study into the impact of specific content 

attributes on trust development, a study into the 

effectiveness of trust-building mechanisms between 

generational cohorts, as well as an exploration into the 

dual impact of AI in facilitating as well as undermining 

authentic content creation at scale. 

 

 

REFERENCES 
 

1. Kolr, Kolr Blog, Jan. 26, 2026. [Online]. Available: 

https://www.kolr.ai/trend-sharing/2026-influencer-

marketing-trend/ 

2. Archive, "31 Brand Loyalty Through Creator 

Programs Statistics Every Marketer Should Know in 

2026," Archive Blog, Jan. 20, 2026. [Online]. 

Available: https://archive.com/blog/creator-programs-

statistics 

3. Digital Marketing Summit Seoul, "The 2026 Trust 

Agenda: How Brands Rebuild Credibility in a World 

Saturated with Content," DMS Seoul. [Online]. 

Available: https://www.dmsseoul.com/martin-kelly 

4. Retail Asia, "Brands pivot to emotional ROI as 

fragmented discovery reshapes decisions," Retail 

Asia, Jan. 21, 2026. [Online]. Available: 

https://retailasia.com/news/brands-pivot-emotional-

roi-fragmented-discovery-reshapes-decisions 

5. Axia Public Relations, "Why 'boring PR' will beat 

viral stunts by 2026 (and how to adapt your 

strategy)," Axia PR Blog, Dec. 14, 2025. [Online]. 

Available: https://www.axiapr.com/blog/why-boring-

pr-will-beat-viral-stunts 

6. Brandwatch, "The State of Social Media Report 

2026," Brandwatch Reports, Jan. 15, 2026. [Online]. 

E. Rollins, "Demand Gen Report 2026 Trends: AI 

Will Reshape Brand, Demand, And Trust," Demand 

Gen Report, Jan. 16, 2026. [Online]. Available: Isarta, 

"Social Media: 4 Trends to Follow in 2026," Isarta 

News, Mar. 3, 2026. [Online]. Available: 

https://isarta.com/news/social-media-4-trends-to-

follow-in-2026/ 

7. M. Delgado, "Content Marketing in 2026: 50+ Stats 

on Trust, AI, and Growth," DesignRush, Feb. 18, 

2026. [Online]. Available:  

8. Professional Beauty Group, "Digital marketing trends 

2026: Personality-led content, authenticity and 'little 

treat' culture," Professional Beauty, Jan. 13, 2026.  


