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Abstract. In the dynamic landscape of modern business, empowering brands goes beyond
conventional marketing strategies—it delves into the art of persuasive marketing and the
construction of unshakable consumer trust. This paradigm is especially evident in the case of Bab
Alagha Bakery Company, where the application of such principles becomes paramount. Bab Alagha
Bakery understands that persuasion is an art requiring a delicate balance between compelling
storytelling and a deep understanding of consumer needs. Through strategic marketing campaigns,
the company not only showcases the quality of its products but also communicates its values,
fostering a connection with customers that transcends mere transactions. Building unshakable
consumer trust involves transparency, consistency, and a commitment to delivering on promises.
Bab Alagha Bakery's dedication to quality assurance, ethical practices, and customer satisfaction
serves as a blueprint for businesses aspiring to forge lasting relationships with their clientele. In this
way, the company not only satisfies immediate consumer demands but also establishes itself as a
trustworthy brand, ensuring sustained success in an ever-evolving market.

Keywords: - Persuasive Marketing, Empowering Brands, Building Consumer Trust, Consumer
Loyalty.

1. Introduction

The essence of brand empowerment lies in mastering the art of persuasive marketing
and establishing unshakable consumer trust, as explored in this study within the context
of Bab alagha Bakery Company. Persuasive marketing involves crafting messages and
strategies that deeply resonate with the target audience, influencing perceptions, driving
engagement, and fostering lasting connections. Understanding the psychology of
consumer decision-making is crucial, with techniques ranging from compelling
storytelling to leveraging social proof. Bab alagha Bakery Company, situated in a
competitive market, serves as a practical canvas for implementing these strategies.
Beyond the immediate impact of persuasive marketing, building and maintaining
unassailable consumer trust is identified as the linchpin for sustained success. Trust,
viewed as the currency of modern commerce, demands transparency, consistency, and
integrity. This study will unravel the components of trust, examining how these elements
contribute to forging a strong bond between the brand and its consumers.

Bab alagha Bakery Company's unique market positioning in the bakery industry
requires a delicate balance between tradition and innovation. The study explores how the
company can leverage its heritage and craftsmanship, infusing these elements into
persuasive marketing to create a narrative that resonates with consumers and establishes
a foundation of trust. The digital era's impact on marketing is also addressed, emphasizing
the need for an integrated approach across online and offline channels. The study explores
the role of digital platforms, social media, and e-commerce in amplifying the persuasive
power of Bab alagha Bakery Company's marketing efforts. Through case studies and
industry best practices, actionable insights are provided to align with the company's goals
of brand empowerment and consumer trust.
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As Bab alagha Bakery Company navigates the realm of persuasive marketing and consumer trust, this study aims to
be a roadmap for success. By unraveling the art of persuasion and dissecting the anatomy of trust, the research offers
practical strategies tailored to the unique challenges and opportunities within the bakery industry. Ultimately, the goal is
to empower Bab alagha Bakery Company to captivate the hearts and minds of consumers and build a legacy of enduring
trust in an ever-evolving market.

2. Literature Review
2.1 Persuasive Marketing

In the ever-evolving landscape of business, where competition is fierce and consumer attention spans are fleeting, the
concept of persuasive marketing has emerged as a crucial tool for companies seeking to stand out in the market[1].
Persuasive marketing goes beyond merely presenting products or services; it aims to influence and convince the target
audience to take a specific action[2]. This form of marketing is an art, requiring a deep understanding of human
psychology, effective communication strategies, and the ability to create compelling narratives that resonate with the
audience[3].

At the heart of persuasive marketing is the art of storytelling. Humans are wired to connect with stories on an
emotional level, and successful marketers leverage this innate trait to create narratives that captivate and engage their
audience[4].Whether through traditional advertising channels, social media platforms, or content marketing, the power
of a well-crafted story cannot be underestimated. By weaving a narrative that aligns with the values and aspirations of
their target market, businesses can establish a meaningful connection and build trust[5].

One of the key elements of persuasive marketing is identifying and understanding the needs, desires, and pain points
of the target audience[6].A thorough understanding of the customer's mindset allows marketers to tailor their messages
in a way that directly addresses the concerns and aspirations of the audience[7]. This customer-centric approach
demonstrates empathy and positions the product or service as a solution to a specific problem or a means to fulfill a
particular desire[8].

Moreover, persuasive marketing relies heavily on the principle of social proof. People are more likely to be persuaded
when they see others adopting a particular behavior or making a specific choice[9]. Testimonials, case studies, and user
reviews play a crucial role in establishing credibility and demonstrating that others have benefited from the product or
service. Highlighting success stories and positive experiences creates a sense of trust and encourages prospective
customers to follow suit [10].

Building on the foundation of social proof, the concept of scarcity is another powerful tool in the arsenal of persuasive
marketers[11]. The fear of missing out (FOMO) is a potent motivator, and by creating a sense of urgency or exclusivity,
marketers can prompt consumers to take immediate action. Limited-time offers, exclusive promotions, and product
scarcity all contribute to heightening the perceived value of a product, making it more desirable in the eyes of the
consumer[12].

In the digital age, the role of social media in persuasive marketing cannot be overstated[13]. Social platforms provide
a unique opportunity for businesses to engage with their audience on a personal level, fostering a sense of community
and belonging. Through carefully curated content, interactive campaigns, and influencer partnerships, marketers can
leverage the viral nature of social media to amplify their messages and reach a broader audience[14].

However, ethical considerations are paramount in persuasive marketing. While the goal is to influence consumer
behavior, transparency and honesty must guide these efforts[15]. Deceptive practices can lead to a loss of trust and
damage the reputation of a brand in the long run. Therefore, ethical persuasive marketing focuses on building genuine
connections, delivering on promises, and ensuring that the customer feels valued and respected [16].

In conclusion, persuasive marketing is a dynamic and evolving discipline that combines the art of storytelling, a deep
understanding of consumer psychology, and ethical considerations[7].By crafting compelling narratives, understanding
the needs of the target audience, and leveraging social proof and scarcity, businesses can create impactful marketing
campaigns that resonate with consumers and drive meaningful engagement. In a world inundated with messages, the
ability to persuade and influence is a valuable skill that sets successful marketers apart in the quest to capture the hearts
and minds of their audience [17]. Literature has identified three dimensions of persuasive marketing,[18] [19]. which are:

2.1.1 Logos

Logos, as one of the three dimensions of persuasive marketing, plays a pivotal role in building credibility, fostering
trust, and appealing to the rational side of consumers. In the realm of marketing, logos refers to the logical appeal or the
use of reasoning to persuade an audience[20].

At its core, logos revolves around presenting a clear and compelling argument supported by factual information, data,
and logic. This dimension is grounded in the idea that consumers are more likely to be persuaded when they perceive a
brand or product as being well-reasoned, backed by evidence, and aligned with their logical understanding [21].

One primary aspect of logos involves crafting a compelling narrative that showcases the product or service's features,
benefits, and unique selling propositions[22]. This could include statistics, case studies, scientific research, or any form
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of empirical evidence that substantiates the brand's claims. By providing concrete and verifiable information, marketers
aim to establish a sense of reliability and competence in the eyes of their target audience [23].

Furthermore, logos is closely tied to the art of effective communication. A well-structured and logically sound
marketing message not only aids in conveying the value proposition but also in establishing a connection with the
audience's intellect[19]. Clarity, coherence, and transparency in communication are key elements that contribute to the
success of logos in persuasive marketing[24].

In today's data-driven era, consumers are increasingly sophisticated and discerning. As such, a brand that can articulate
its message logically and back it up with credible information is more likely to earn the trust and loyalty of its
audience[25]. The logos dimension, therefore, acts as a cornerstone in the construction of a persuasive marketing strategy,
providing the rational foundation upon which successful campaigns are built [26].

2.1.2 Ethos

Ethos plays a pivotal role in establishing credibility and trust between a brand and its audience[27]. Derived from the
Greek word for "character,” ethos revolves around the ethical and moral standing of a company, influencing consumers'
perceptions and choices [23].

A brand's ethos is constructed through a combination of its values, mission, and the consistent demonstration of ethical
behavior[28]. Consumers today are not merely interested in products or services; they seek alignment with brands that
reflect their own values and beliefs. Therefore, a company's commitment to integrity, social responsibility, and ethical
business practices contributes significantly to its ethos [19].

Building ethos involves more than just making claims; it requires tangible evidence and actions that support a brand's
ethical stance. This could involve sustainable sourcing of materials, fair labor practices, or active involvement in
community initiatives. By showcasing these efforts transparently, a brand not only builds credibility but also connects
with consumers on a deeper, emotional level [29].

Moreover, spokespersons and brand ambassadors can also contribute to a company's ethos. The credibility of
individuals associated with a brand can influence consumer trust. Celebrities or experts endorsing a product bring their
own ethos to the table, influencing consumers who may identify with or respect the endorser [22].

In today's hyper-connected world, where information is readily available, consumers are more discerning than ever.
They scrutinize a brand's ethos, seeking authenticity and sincerity. Brands that genuinely prioritize ethical practices
resonate with consumers, fostering loyalty and long-term relationships[30]. ethos is a powerful dimension of persuasive
marketing, shaping the perception of a brand by emphasizing its ethical values and conduct. By authentically
demonstrating a commitment to integrity and responsibility, a brand can establish a strong ethos, fostering trust and
loyalty among consumers[5].

2.1.3 Pathos

Pathos plays a crucial role in the realm of marketing by appealing to the emotions of consumers. In the context of
persuasive marketing, pathos aims to create a deep emotional connection between the audience and the product or
brand[31]. This dimension taps into human feelings, desires, and experiences to influence purchasing decisions [23].

Effective use of pathos in marketing involves understanding the target audience's emotions and crafting messages that
resonate with them on a personal level. Advertisers often employ storytelling, vivid imagery, and relatable scenarios to
evoke emotions such as joy, nostalgia, fear, or empathy[32]. By doing so, marketers seek to establish a connection that
goes beyond mere product features, fostering a sense of identification and loyalty [24].

Incorporating pathos into marketing campaigns is particularly potent when addressing universal emotions and human
experiences[33]. For instance, an advertisement may use heartwarming family scenes to promote a product, triggering a
sense of warmth and belonging. Similarly, marketing messages may leverage the fear of missing out (FOMO) or the
desire for social acceptance to drive consumer behavior [22].

Moreover, charitable or socially responsible initiatives can evoke a sense of empathy, positioning a brand as socially
conscious and compassionate. This not only tugs at consumers' heartstrings but also aligns the brand with positive values,
fostering a more profound and lasting connection[34]. pathos in persuasive marketing is a powerful tool that taps into the
emotional core of consumers[35]. By appealing to feelings and creating a narrative that resonates, marketers can establish
a strong bond between the audience and the brand, ultimately influencing purchasing decisions and building brand loyalty.
In a competitive market where choices abound, the emotional connection forged through pathos can be the differentiating
factor that elevates a brand above the rest [5].

2.2. Consumer Trust

The concept of consumer trust holds paramount importance for brands striving to establish and maintain a strong
market presence[36].Consumer trust is not merely a fleeting sentiment; rather, it is the bedrock upon which enduring
relationships between brands and consumers are built[37]. This trust is an intangible asset that, once earned, can be a
powerful catalyst for brand loyalty, positive word-of-mouth, and sustained success[38]. In this context, understanding the
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dynamics of consumer trust and implementing strategies to foster it has become a strategic imperative for businesses[39].

One of the primary elements underpinning consumer trust is authenticity[40]. Consumers are increasingly discerning
and value transparency from the brands they engage with. Authenticity in branding implies consistency between a brand's
promises and its actions[41]. When consumers perceive a brand as genuine and true to its values, they are more likely to
trust it[42]. Brands can achieve authenticity through transparent communication, ethical business practices, and by
consistently delivering on their commitments[43].

Reliability is another key factor contributing to consumer trust. A brand's ability to consistently provide high-quality
products or services builds confidence among consumers[44]. Reliability extends beyond the product itself to encompass
factors such as customer service, on-time delivery, and after-sales support[45]. Brands that consistently meet or exceed
consumer expectations create a positive feedback loop, reinforcing trust and loyalty[46].

Building and maintaining consumer trust also requires a proactive approach to customer feedback and concerns[47].
Brands that actively listen to their customers, address issues promptly, and use feedback as a tool for improvement
demonstrate a commitment to their customer base. This responsiveness not only resolves immediate concerns but also
showcases a brand's dedication to customer satisfaction, thereby fostering trust over the long term[48].

In the digital age, where information is readily accessible, online reviews and social media play a pivotal role in
shaping consumer perceptions[49]. Brands must actively manage their online reputation and engage with customers on
social platforms[50]. A positive online presence builds credibility, while transparently addressing negative feedback
demonstrates a commitment to improvement. In this way, brands can leverage the power of digital communication to
reinforce consumer trust[51].

Moreover, establishing a sense of community around a brand can contribute significantly to consumer trust [52].
Brands that actively engage with their audience, share their values, and create a sense of belonging foster emotional
connections[53]. This emotional bond transcends transactional relationships and creates brand advocates who not only
trust the brand but actively promote it within their social circles[54].

Consumer trust is a multifaceted concept that goes beyond product quality. Brands that prioritize authenticity,
reliability, customer engagement, and proactive communication are better positioned to earn and maintain the trust of
their consumers[55]. In an era where consumers have a plethora of choices, trust emerges as a differentiator that can make
or break a brand. Recognizing the importance of consumer trust and actively working to cultivate it is not just a strategic
advantage but a fundamental necessity for long-term success in today's competitive marketplace[56].There are seven
dimensions of consumer trust[39], which are:

2.2.1 Integrity

Integrity is a cornerstone of Consumer Trust, embodying honesty and transparency in business practices[57]. It
assures customers that a company operates with moral principles, consistently delivering on promises and upholding
ethical standards. When consumers perceive integrity in a brand, they feel a sense of security, knowing that their interests
are prioritized[58]. Businesses demonstrating integrity build long-term relationships, as trust becomes a foundation of
their interactions. Transparent communication, fair dealings, and a commitment to quality reinforce integrity, fostering a
positive reputation. In the realm of Consumer Trust, integrity serves as a catalyst for loyalty and satisfaction, essential
for sustainable and ethical commerce.[59].

2.2.2 Benevolence

Benevolence is a vital dimension of consumer trust, fostering a sense of goodwill and ethical behavior between
businesses and customers[60]. Consumers place trust in companies that demonstrate benevolence by prioritizing customer
well-being over profit motives. Acts of corporate social responsibility, transparent communication, and ethical practices
contribute to building this dimension of trust[61]. When consumers perceive benevolence in a brand, they feel confident
that the company genuinely cares about their interests, values, and societal impact[62]. This emotional connection
strengthens the bond between consumers and businesses, creating a foundation for long-term relationships built on mutual
respect and shared values[63].

2.2.3 Ability

In the realm of consumer trust, ability stands as a pivotal dimension. It reflects a brand's competence and capability
to consistently deliver on promises, ensuring product or service performance aligns with expectations[64]. Consumers
seek reliability, proficiency, and a track record of fulfilling commitments. A brand's demonstrated ability to meet and
exceed customer needs cultivates trust, forming a foundation for long-lasting and positive consumer relationships[65].1n
essence, ability serves as a cornerstone in the intricate mosaic of factors influencing consumer trust [66].

2.2.4 Predictability

Predictability, a vital facet of consumer trust, revolves around a brand's ability to maintain consistency and reliability
in its offerings[67]. Consumers value predictability as it instills confidence in product or service outcomes, creating a
sense of assurance[68].A brand that consistently delivers as expected fosters trust, establishing a reliable foundation for
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customer loyalty. Predictability, as a dimension of consumer trust, emphasizes the importance of meeting expectations
consistently, thereby solidifying the bond between consumers and the brand[69].

2.2.5 Intended purchase

the concept of intended purchase stands as a crucial dimension. It reflects a consumer's confidence in a product or
service, gauging the likelihood of a planned purchase[70].This dimension is shaped by factors such as brand reputation,
product quality, and perceived value[71]. When consumers believe in the reliability and fulfillment of their expectations,
the foundation for trust is solidified, influencing their intended purchases and fostering a positive relationship between
consumers and brands [72].

2.2.6 Trusting disposition

Trusting disposition is a pivotal facet of Consumer Trust, embodying an individual's willingness to rely on a brand or
product [73]. Rooted in confidence and belief, it hinges on consistent positive experiences, transparent communication,
and ethical practices. Consumers with a trusting disposition are more likely to engage in long-term relationships with
businesses, fostering loyalty[74]. This dimension underscores the importance of cultivating reliability and credibility, as
it directly influences consumers' perceptions and decisions, shaping the foundation of enduring trust in the
marketplace[75].

2.2.7 Familiarity

centers on the comfort derived from repeated interactions with a brand or product. As consumers become acquainted
with a familiar entity, a sense of security and predictability emerges[76]. This familiarity stems from consistent branding,
reliable quality, and positive experiences[77]. It acts as a psychological anchor, reducing uncertainty and fostering
trust[78].Businesses that prioritize building familiarity establish a connection that resonates, creating a foundation for
enduring Consumer Trust and loyalty in the dynamic marketplace [79]. "From the above, the following hypotheses can
be formulated:"
H1: There is a statistically significant positive impact relationship between Logos and Consumer Trust at Bab alagha
Bakery Company.
H2:There is a statistically significant positive impact relationship between Ethos and Consumer Trust at Bab alagha
Bakery Company.
H3:There is a statistically significant positive impact relationship between Pathos and Consumer Trust at Bab alagha
Bakery Company.

3. Data and Method

All employees of Bab Al-Aga Bakeries Company were collectively selected for the current study, with a total number
of 900 workers. In order to determine the appropriate sample size, the following equation, mentioned by [80]. for sample
size determination, was utilized:

N xp(1—p)

[N —1x (d? +z2)] + p(1 - p)]
N = is the population size (900 in this case).
z = is the standard normal deviate corresponding to a significance level of 0.95, equal to 1.96.
d = is the margin of error, set at 0.05.
p=is the proportion of the property under consideration, set at 0.50.

According to the above equation, the optimal sample size is determined to be 270 employees. Consequently, 300
surveys were distributed randomly, and after retrieving 282 surveys, it was found that the number of valid surveys for
statistical analysis was 270, meeting the required sample size. The response rate was 94.0%.

This paragraph involves the presentation and analysis of data based on variables such as persuasive marketing and
consumer trust. The statistical indicators, including the mean, variance, and standard deviation, were extracted after
adopting the hypothetical mean of (3). Any dimension with a hypothetical mean higher than (3) is considered acceptable;
otherwise, it is rejected. Prioritization and dimensionality were based on achieving the lowest variance and the highest
level of relative importance, indicating high consistency and responsiveness. The study also aimed to identify the levels
of availability, practice, interest, and homogeneity by the researched company for the main dimensions and variables.
Additionally, stability was determined through the (Cronbach's alpha) coefficient, with values equal to or greater than
0.70 considered reliable[82]. The distribution type was identified using the Kolmogorov-Smirnov test, adopting statistical
methods when the probability value exceeded the significance level of 0.05.

The questionnaire was employed as a measurement tool, comprising personal information in the first part (age, gender,
education, and experience). The second part focused on measuring the persuasive marketing variable, using a scale with
19 items distributed across three dimensions: Logos (7 items), Ethos (6 items), and Pathos (6 items). A five-point Likert
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scale was used for responses (strongly agree, agree, neutral, disagree, strongly disagree).

The third part measured the Consumer Trust variable, utilizing a scale developed by Gefen and Straub (2004) with 25
items across seven dimensions. The Likert scale was also employed for responses, maintaining five answer choices
(strongly agree, agree, neutral, disagree, strongly disagree). No items were excluded for both variables to ensure high
reliability and absence of outliers, as confirmed by the outlier test [82].

3.1. Statistical Description Of The Persuasive Marketing Variable

The persuasive marketing variable achieved a mean score of (3.65) in the central account, with a good average, and a
standard deviation of (0.817), and a variability coefficient of (22.4%), and a significance level of (72.9%). This indicates
homogeneity and consistency in the sample responses, confirming that persuasive marketing, in general, is available and
at a good level but not at the desired level.

To clarify the dimensions of the persuasive marketing variables, the coefficient of variation/importance was adopted
to determine the importance of persuasive marketing variables and comparisons between dimensions, as shown in the
table below. It is clear that the dimension of spirit ranks first, with a mean score of (3.86) and a standard deviation of
(0.612), in line with the lowest variability coefficient of (15.9%) and the highest relative importance reaching (77.2%).
On the other hand, the dimension of hesitation came last in order, as it obtained a mean score of (3.33), with a standard
deviation of (0.953), corresponding to the highest variability coefficient of (28.6%) and the lowest relative importance of

66.6%).
( ) Table 1. Statistical Description of the Dimensions of the Persuasive Marketing Variable

Dimensions of persuasive marketing | Mean | S.D (A Importance | Kolmogorov-Smirnova | Cronbach's alpha | Sequence
Df Sig.
1 Logos 3.75 | 0.885 | 23.6% 75.0% 270 0.360 %89.0 2
2 Ethos 3.86 | 0.612 | 15.9% 77.2% 270 0.360 %93.6 1
3 Pathos 3.33 | 0.953 | 28.6% 66.6% 270 0.360 %92.8 3
Total persuasive marketing 3.65 | 0.817 | 22.4% 72.9% 270 0.360 %91.8

DIMENSIONS OF PERSUASIVE
MARKETING

M Logos Ethos M Pathos

3.86

N s
N 75

® X o 4
3 ®x 3 ~
2 8§ 8 s 8 &
[ w o o
- - N
| |
cv S.D Mean
M Logos 23.60% 0.885 3.75
Ethos 15.90% 0.612 3.86
® Pathos 28.60% 0.953 3.33

Figure 1. Ranking of the Dimensions of the Persuasive Marketing Variable.

3.2. Statistical Description of Consumer Trust Variable

The variable of Consumer Trust achieved a mean score of (3.61) with a good rate, a standard deviation of (0.751), a
variation coefficient of (20.8%), and an importance factor of (72.3%). This indicates the homogeneity and consistency of
the sample responses, affirming that Consumer Trust is generally available and at a good level but not at the desired level.

To illustrate the dimensions of Consumer Trust variables, the coefficient of variation and relative importance were
adopted to determine the importance of Consumer Trust variables and comparisons between dimensions. As shown in
the table and figure below, it is clear that trust after purchase occupies the first position, with a mean of (3.97) and a
standard deviation of (0.589), consistent with the lowest variation coefficient of (14.8%) and the highest relative
importance of (79.4%). It is also evident that the intended purchase dimension came last in order, as it obtained a mean
of (3.22) and a standard deviation of (0.912), corresponding to the highest variation coefficient of (28.3%) and the lowest
relative importance of (64.4%).
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Table 2. the statistical description of the dimensions of the Consumer Trust variable

Dimensions of Consumer Trust | Mean | S.D CcVv Importance Kolmogorav-Smirmova Cronbach's alpha | Sequence
Df Sig.
1 Integrity 3.71 | 0.685 | 18.5% 74.2% 270 0.366 91.00% 3
2 Benevolence 3.66 | 0.712 | 19.5% 73.2% 270 0.366 92.60% 4
3 Ability 354 | 0.853 | 24.1% 70.8% 270 0.366 92.70% 5
4 Predictability 342 | 0.895 | 26.2% 68.4% 270 0.366 88.00% 6
5 Intended purchase 322 | 0912 | 28.3% 64.4% 270 0.366 95.60% 7
6 Trusting disposition 3.97 | 0589 | 14.8% 79.4% 270 0.366 96.80% 1
7 Familiarity 3.77 | 0.611 | 16.2% 75.4% 270 0.366 93.00% 2
Total Consumer Trust 3.61 | 0.751 | 20.8% 72.3% 270 0.360 92.81%

DIMENSIONS OF CONSUMER CONFIDENCE

® Mean ®S.D C.V mImportance

] ~ 3 -
1 ~ N < b4 ~
ﬁ o0 hid ] E : : o
o
' o ag o~ un o o 3 o
aﬁ.aﬁ sedl Sz §5) Se8| .2 N ?“:gﬁ
Rarl 283l R&2] gh°| 83°] Rgs| Rag) ag
& g s ﬁl ﬁl 3 g 5
D | O e R 1 [ I 1
ntende
Trusti
Familiari _ru mg d Predicta - Benevol .
dispositi . Ability Integrity
t purchas  bility ence
on
e
B Mean 3.613 3.77 3.97 3.22 3.42 3.54 3.66 3.71
mSs.D 75.1% 0.611 0.589 0.912 0.895 0.853 0.712 0.685
cv 20.8% 16.2% 14.8% 28.3% 26.2% 24.1% 19.5% 18.5%

B Importance 723% 75.4% 79.4% 644% 684% 708% 73.2% 74.2%

Figure 2. lllustrates the arrangement of the dimensions of the Consumer Trust variable.

The search variables obtained a Cronbach's alpha coefficient exceeding 0.70, making them reliable for measurement
and yielding consistent results when redistributing the survey multiple times and at different time intervals. The
significance value of the research variables is greater than the significance level of 0.05, indicating that the data follows
a normal distribution.

4. Results

This paragraph involves examining the impact of relationships among the variables, outlined as follows:

H1: This hypothesis asserts the presence of a statistically significant impact between slogans on consumer trust. The
researcher has developed a comprehensive structural model encompassing all dimensions of the persuasive marketing
variable to test the following hypothesis: the existence of an effect of the slogans axis on the axis of consumer trust. The
figure () illustrates the designed and proposed structural model by the authors.

Table 3. lllustrates the impact of persuasive marketing on consumer trust.

Dependent Variable Independent Variable Estimate C.R R2 P
consumer trust <--- Logos 0.696 10.451 0.000
consumer trust <--- Ethos 0.827 11.722 78% 0.000
consumer trust <--- Pathos 0.433 6.347 0.000
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Figure 3. Represents the structural model for all dimensions of the persuasive marketing variable.

The above table results indicate a statistically significant direct proportional effect at a significance level below 5%
for the axis of logos on the axis of Consumer Trust. The effect value was (0.696), with a critical ratio of (10.451), which
is statistically significant as the p-value was equal to (0.000), thus being less than the 5% significance level. Therefore,
we conclude the existence of a proportional effect, meaning that an increase in the logos axis by one unit leads to an
increase in the Consumer Trust axis by (0.696). Hence, the hypothesis is accepted, indicating that the more the researched
company focuses on logos through its prominent role in terms of attractiveness and effectiveness, enhancing the impact
of the logo on the customer experience and their loyalty to the brand, the greater the Consumer Trust in Bab Al-Agha
Bakeries.

H2: This hypothesis asserts the presence of a statistically significant effect between the spirit and Consumer Trust. The
results in the above table demonstrate a significant direct proportional effect below the 5% significance level for the spirit
axis on the Consumer Trust axis. The effect value was (0.827), with a critical ratio of (11.722), and a statistically
significant value as the p-value was equal to (0.000), which is less than the 5% significance level. Therefore, we conclude
the existence of a proportional effect, meaning that an increase in the spirit axis by one unit leads to an increase in the
Consumer Trust axis by (0.827). Thus, the hypothesis is accepted, signifying that the more the researched company
focuses on the spirit by enhancing customers' sense of belonging or emotional attachment to the company, and corporate
spirit plays a role in influencing customers' purchasing decisions, the greater the Consumer Trust in Bab Al-Agha
Bakeries.

H3: This hypothesis suggests the presence of a statistically significant effect between compassion and Consumer Trust.
The results in the above table reveal a significant direct proportional effect below the 5% significance level for the
compassion axis on the Consumer Trust axis. The effect value was (0.433), with a critical ratio of (6.347), and a
statistically significant value as the p-value was equal to (0.000), which is less than the 5% significance level. Therefore,
we conclude the existence of a positive relationship, meaning that an increase in the compassion axis by one unit leads
to an increase in the Consumer Trust axis by (0.433). Hence, the hypothesis is accepted, indicating that the more the
researched company emphasizes compassion by promoting emotional engagement, playing a crucial role in influencing
customer purchasing decisions, and contributing to defining values important to customers in specific products or
services, the greater the Consumer Trust in Bab Al-Agha Bakeries. The above figure shows that all factor loadings are
greater than (40%), indicating the fulfillment of the conditions for the factor's items belonging to its component based on
[82]. Comparison of model fit criteria indicates that all criteria match standard values, supporting the quality of model fit
and the scale.
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5. Conclusion and Discussion

The journey through the realms of persuasive marketing and building unshakable consumer trust is a profound
exploration that underscores the transformative power these strategies hold for empowering brands. As we delved into
the intricacies of this art, we discovered that the synthesis of effective persuasion and trust-building is not merely a
theoretical construct but a dynamic force that shapes the very core of successful brand management. The application of
these principles, specifically within the context of Bab alagha Bakery Company, serves as a compelling case study
illustrating the tangible impact of such strategies on a real-world business.

One of the key takeaways from our exploration is the pivotal role of persuasive marketing in capturing the attention
and loyalty of consumers. In an era inundated with information, brands must not only stand out but also engage with their
audience in a meaningful way. The careful crafting of persuasive messages, informed by an understanding of consumer
psychology, enables Bab alagha Bakery Company to cut through the noise and establish a genuine connection with its
target audience. Whether through emotionally resonant storytelling or compelling value propositions, persuasive
marketing becomes the vehicle through which the brand communicates its identity and value to consumers. Equally
significant is the emphasis on building unshakable consumer trust. Trust, once earned, becomes the bedrock upon which
enduring brand-consumer relationships are built. Bab alagha Bakery Company, by prioritizing transparency, reliability,
and consistency, not only fosters trust but also fortifies its reputation in the market. Consumers, in turn, feel confident in
their choices, developing a loyalty that extends beyond mere transactions. The bakery becomes more than just a provider
of goods; it becomes a trusted partner in the culinary journey of its customers.

Furthermore, our study highlights the symbiotic relationship between persuasive marketing and trust-building. The
art lies in seamlessly integrating these elements to create a holistic brand narrative. Bab alagha Bakery Company, by
aligning its marketing messages with its commitment to quality and customer satisfaction, reinforces the authenticity of
its brand. This synergy enhances the persuasiveness of marketing efforts, as consumers perceive the messages as genuine
and consistent with their experiences.

As the bakery navigates the competitive landscape, the insights gained from our exploration become strategic tools
for sustained success. Bab alagha Bakery Company is empowered not only to attract new customers but, more crucially,
to retain and nurture existing ones. In an era where consumer choices are abundant and loyalty is hard-won, the ability to
persuade and build trust emerges as a competitive advantage that propels the brand towards longevity and resilience.

The art of persuasive marketing and building unshakable consumer trust is not just a theoretical framework but a
transformative force that empowers Bab alagha Bakery Company to thrive in the ever-evolving business landscape. It
serves as a testament to the enduring power of authentic connection and strategic communication in shaping the destiny
of a brand.
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