
Copyright © 2026, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited. Use of this chapter to 
train generative artificial intelligence (AI) technologies is expressly prohibited. The publisher reserves all rights to license its use for generative AI training and machine learning model development.

1

Chapter 1
Branding in the 

Age of IoT:
Building Trust and Driving 

Consumer Adoption

Md Mehedi Hasan Emon
 http://​orcid​.org/​0000​-​​0002​-​​6224​-​​9552

American International University-​Bangladesh, Bangladesh

ABSTRACT

The Internet of Things (IoT) is reshaping consumer behavior, yet trust deficits 
remain a significant barrier to adoption. This chapter examines the psychological 
and behavioral economic factors that influence IoT acceptance, highlighting the 
centrality of perceived risk, trust heuristics, and emotional engagement. It explores 
strategies for building brand trust through transparency, ethical responsibility, and 
corporate accountability. Furthermore, the chapter analyzes how IoT brands can 
differentiate themselves through authentic digital storytelling, influencer partner-
ships, and omnichannel marketing. The role of real-​time personalization and smart 
data-​driven experiences is discussed alongside the ethical imperatives they entail. 
Drawing on cross-​industry case studies, the chapter identifies key success factors 
in IoT branding and marketing. It concludes by outlining future trends that will 
shape consumer expectations and strategic responses in an increasingly connected 
marketplace.

INTRODUCTION

The growing strength of IoT technology is radically changing the realm of con-
sumer contact and is offering both opportunities and the challenges to the idea of 
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the contemporary branding high. The fear of lack of privacy and civilianization of 
information continues to haunt the customer and still makes the IoT solutions not 
more commonly used. As a result, customers address companies to employ advanced 
measures to foster trust and maintain ethical practices in addition to open communi-
cation. To start with, this chapter delves into the subject of behavioral economics and 
consumer psychology that contributes immensely towards the comprehension of the 
process of adoption of IoT. This paper is founded on incorporation of psychological 
identification of consumer anxiety of threats and privacy along with behavioral 
economics of how people perceive the use of technology. Information on the psy-
chological dimensions is highly significant regarding branding since contemporary 
consumers rely on the psychological dimensions to meet their specific needs. The 
second half of this chapter demonstrates the ability of the IoT business to take ad-
vantage of reliable branding to make sure it is doing well in business. Developing 
credibility in the Internet of Things market entails accountability transparency and 
proper data handling above customary warranty operations. The review considers 
the correlation between ethical business conduct and branding and shows how so-
cial responsibility can lessen the doubt of customers and enhance trust and loyalty.

IoT companies require customized branding building models to be successful in 
the saturated market. Avoiding industry saturation and even more cutthroat rivalry, 
companies have-​to go beyond technological innovation and build substantial emo-
tional bonds and honest stories. The chapter examines the strategic nature of digital 
storytelling, although brand ambassadors are being used as significant streams to 
enhance consumer engagement and win consumer interest in the brand. The chap-
ter examines how the shift in the touchpoints of the customers influences digital 
marketing initiatives and integration in the informational channels. One of the most 
prominent propositions put forward in the paper is the role of artificial intelligence 
(AI) marketing, predictive analytics, and interaction with social media in terms of 
promoting the IoT solutions. The unethical activities aim at building synergies on 
brand experiences across different channels in-​order-​to deliver brand unity and 
better customer relationships. The chapter demonstrates that the empowerment 
of the IoT technologies can bring about highly personalized interactions to users. 
The study examines superior data analytics in the creation of flexible and premium 
market categories in promotional approaches relying on data sources. Since this 
balance is very important to effective branding strategies, it is a significant issue. 
The chapter employs real-​life examples of leaders in different industries to base 
theoretical concepts with practical components on the use of IoT. We can see that 
the core strategies of implementation and the key risks are crystallized in the real 
world as smart home objects, wearables gadgets and connected vehicles. The winning 
companies have sailed using the navigation of catering to the trust of the customers 
and enhancement of markets and technologies through strategic innovations. The 
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