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ABSTRACT: In an era marked by competitive markets and rapidly evolving consumer expectations, understanding
the drivers of consumer loyalty is critical for sustained business success. This study focuses on the relationship between
brand trust and consumer loyalty, exploring how trust influences the purchasing behavior and long-term commitment of
consumers. Brand trust represents the psychological confidence a consumer places in a brand to meet their expectations
consistently, while consumer loyalty embodies not just repeat purchases but also advocacy and emotional attachment to
a brand. Using primary data collected through a structured questionnaire administered to 105 respondents across
various demographics, the research employed both percentage analysis and one-way ANOVA to interpret the influence
of demographic variables on brand trust. The findings indicate that while a majority of respondents associate repeated
purchases with brand loyalty (87.6%), significant variations exist in perceptions of transparency, ethical practices, and
personal value alignment. The ANOVA results demonstrate that income levels and occupational status significantly
influence the degree of trust consumers place in frequently purchased brands. This research highlights that trust alone
does not automatically translate to active loyalty such as brand recommendation or willingness to pay premium prices.
The study concludes that sustained loyalty requires businesses to focus not only on delivering quality products but also
on ethical marketing, transparency, effective customer service, and meaningful engagement.

L. INTRODUCTION

The development of brand trust has emerged as a central theme in modern marketing, particularly as consumer
skepticism rises in the digital age. Trust in a brand reflects a consumer's belief that the brand will fulfill its promises
reliably, ethically, and consistently. It mitigates perceived risks and fosters emotional comfort, thereby influencing
consumers to develop loyalty behaviors.

Consumer loyalty involves repeated purchasing behavior, emotional commitment, advocacy, and, in many cases, the
willingness to pay a premium for trusted brands. It transcends transactional relationships, providing brands with a
sustainable competitive advantage. Particularly in emerging economies, where consumer markets are diverse and
rapidly evolving, trust-based loyalty is essential.

This study endeavors to assess the role of trust in fostering consumer loyalty. The primary objective is to analyze the
factors contributing to brand trust and determine how it influences consumer purchasing behavior.

II. REVIEW OF LITERATURE

* Chaudhuri & Holbrook (2001) demonstrated that brand trust positively impacts both attitudinal and behavioral
loyalty, emphasizing its role in enhancing brand equity.

* Delgado-Ballester & Munuera-Aleman (2005) further explained that trust serves as a mediator between brand
reputation and loyalty.

*  Morgan & Hunt (1994) introduced the Commitment-Trust Theory of Relationship Marketing, identifying trust as a
foundational pillar of long-term business relationships.

* Erdem & Swait (2004) linked brand credibility with consumer trust and loyalty, arguing that credible brands enjoy a
competitive advantage.

* Lassoued & Hobbs (2015) found that brand trust is critical when product quality is uncertain, particularly in
emerging markets where infrastructure challenges exist.
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» Sirdeshmukh & Singh (2002) underscored the role of trust in shaping perceptions of service quality.
III. RESEARCH METHODOLOGY

3.1 Research Design
This research uses a descriptive and analytical design to provide a detailed analysis of the relationship between brand
trust and consumer loyalty.

3.2 Data Collection
Primary Data: Structured questionnaire collected from 105 respondents. Secondary Data:
Academic journals, books, and online research databases.

3.3 Sampling Technique
Stratified random sampling was used to ensure representation from various demographic segments.

3.4 Tools for Analysis
* Percentage Analysis
*  One-Way ANOVA

3.5 ANOVA Analysis Between Income Level and Brand Trust

Objective:

To analyze whether there is a significant difference among income groups of respondents in terms of trust in frequently
purchased brands.

Hypotheses:
* HO (Null Hypothesis): There is no significant difference between income level and brand trust.
* HI1 (Alternative Hypothesis): There is a significant difference between income level and brand trust.

Variables:
* Independent Variable: Income Level

* Dependent Variable: Brand Trust (Likert scale)

ANOVA Table (Income Level and Brand Trust):

Source of Variation SS df MS |F P-value
Between Groups 3.612 3 1.204 (3.228 10.025
'Within Groups 37.978 [101 0.376

Total 41.590 |104

Interpretation:
Since the p-value (0.025) is less than 0.05, we reject the null hypothesis. Hence, there is a statistically significant
difference between income levels and brand trust.

3.6 ANOVA Analysis Between Occupational Status and Brand Trust

Objective:

To analyze whether there is a significant difference among occupational groups of respondents in terms of trust in
frequently purchased brands.

Hypotheses:

* HO (Null Hypothesis): There is no significant difference between occupational status and brand trust.
* HI1 (Alternative Hypothesis): There is a significant difference between occupational status and brand trust.
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Variables:
* Independent Variable: Occupational Status
* Dependent Variable: Brand Trust (Likert scale)

ANOVA Table (Occupation and Brand Trust):

Source of Variation SS df [MS F P-value

Between Groups 4.006 3 1.335 3.291 (0.024
'Within Groups 40.975 |101]0.406
Total 44.981 |104

Interpretation:
Since the p-value (0.024) is less than 0.05, we reject the null hypothesis. Hence, there is a statistically significant
difference between occupational status and brand trust.

IV. DATA ANALYSIS AND INTERPRETATION HIGHLIGHTS

*  63.8% of respondents were male; 72.4% aged between 18-25.

*  87.6% purchase products out of brand loyalty.

* ANOVA indicated that both income level (p=0.025) and occupational status (p=0.024) significantly influence trust
in frequently purchased brands.

* Transparency, while important, showed mixed responses, with many respondents neutral on whether transparency
builds trust.

V. FINDINGS AND DISCUSSION

* The majority of respondents (87.6%) indicated that brand loyalty strongly influences their purchasing decisions.

* Product quality and ethical practices emerged as the top contributors to building brand trust among consumers.

» Significant differences in trust levels were observed based on respondents' income and occupational status.

* Mixed responses were noted regarding the role of brand transparency in building trust, indicating room for further
engagement by brands.

* Trust alone does not ensure brand recommendation or premium purchasing; emotional engagement and service
quality are key drivers.Economic factors (income, occupation) shape consumer trust dynamics.

VI. RECOMMENDATIONS

* Brands must align marketing strategies with ethical and transparent practices.

* Investment in customer service quality and responsiveness is critical.

* Digital platforms should be leveraged for transparency, feedback, and emotional engagement.

* Personalized experiences and community-driven brand initiatives can enhance loyalty.

* Regular monitoring of trust metrics (customer satisfaction indices, Net Promoter Scores) is recommended.

VII. CONCLUSION

Building and maintaining brand trust is fundamental for fostering strong consumer loyalty. The findings of this study
reveal that brand trust is influenced by factors like product quality, ethical conduct, and personalized engagement
strategies. Statistical analysis confirmed that both income levels and occupational status significantly shape consumers'
trust levels. Additionally, while brand trust encourages loyalty, active brand promotion and premium purchasing
depend on emotional engagement and quality service delivery. Brands that fail to address transparency issues risk
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diminishing their trustworthiness. Businesses need to focus on aligning their strategies with consumers' evolving
expectations. Companies that demonstrate ethical conduct consistently will likely experience greater retention and
advocacy from their customers. Therefore, cultivating brand trust is not just a marketing strategy—it is a critical
component of long-term business sustainability.

REFERENCES

[u—

Chaudhuri, A., & Holbrook, M. B. (2001). Journal of Marketing, 65(2), 81-93.

2. Delgado-Ballester, E., & Munuera-Aleman, J. L. (2005). Journal of Product & Brand Management, 14(3), 187-196.

3. R S Anantharajan, Venkata Krishnan “Consumer Preference towards Perfumes” International Journal of
Multidisciplinary Research in Science, Engineering and Technology - DOI: 10.15680/1JIRSET.2024.0712245
ISSN NO 2582-7219

4. Venkatesh, P., Anitha, V., Muthukumar, V., & Kannaa, K. D. (2024). Factors ascendant Z generation’s purchase
decision towards apparels. Educ Admin Theory Pract, 30(4), 9593-9596

5. Keerthana, B., & Karan Kumar, B. (2024). Role of content marketing in forming business strategies. International
Journal of Research in Management, 6(2), 433437

6. Parulatha, N., Vanitha, V., & Usha, S. (2025). Investigating trust and buying decisions in social commerce sales
campaigns. Academy of Marketing Studies Journal, 29(5), 1-9 1528-2678-29-5-223.

7. K, Dheenadhayalan, and Dr Thiagarajan M. 2016. “Impact of Technology on Online Food Delivery Services in
Chennai”. Journal of Management and Science 6 (4), 19 - 23. https://doi.org/10.26524/jms.2016.37.

8. Digital assets for digital natives: Exploring familiarity and preference for cryptocurrency among millennials and
Gen Z R. S. Lakshmi , K. Jawaharrani , S. Vijayakanthan , G. Nirmala , K. Dheenadayalan , S. Vasantha , Journal
of Autonomous Intelligence (2024) Volume 7 Issue 3 doi: 10.32629/jai.v7i3.1054.

9. K. Jawaharrani, R. S. Lekshmi, G. Nirmala and K. Dheenadhayalan, "Role of CISO - Cyber Security & Risk
Management," 2023 International Conference on Advances in Computing, Communication and Applied Informatics
(ACCAI), Chennai, India, 2023, pp. 1-5, doi: 10.1109/ACCAI58221.2023.10200017.

10. A Review of Current Applications of Al and Machine Learning Methods for Financial Statement Analysis K.
Dheenadhayalan (Sri Sairam Engineering College, Chennai, India), Joel Jebadurai Devapitchai (St. Joseph's College
of Engineering, India), R. Surianarayanan (SA Engineering College, India), and S. Usha (Sri Sairam Engineering
College, India) Source Title: Machine Learning and Modeling Techniques in Financial Data Science. 10.4018/979-
8-3693-8186-1.ch008.

11.A Review of Current Applications of Al and Machine Learning Methods for Financial Statement Analysis
K.Dheenadhayalan (Sri Sairam Engineering College, Chennai, India), Joel Jebadurai Devapitchai (St. Joseph's
College of Engineering, India), R. Surianarayanan (SA Engineering College, India), and S. Usha (Sri Sairam
Engineering College, India);Source Title: Machine Learning and Modeling Techniques in Financial Data Science
copyright: © 2025 Pages: 2001: 10.4018/979-8-3693-8186-1.ch008.

12. Suresh, V., Maran Chitra, and K. Maran. "A study on factors determining social media on cosmetic products.”
Journal of Pharmaceutical Sciences and Research 8.1 (2016)

13. Suresh, Vetriselvi, K. Maran, and Shanmuga Priya AR. "A study on the impact of affiliate marketing in e-business
from the consumer’s perspective." SP AR-International Journal of Engineering and Technology 10.2 (2018): 471-
475.

14.Maran, K., J. Badrinarayanan, and P. Kumar. "A study on branded apparels customers purchase behavior with
reference to India." International Journal of Applied Business and Economic Research 15.21 (2017): 215-221.

15. Maran, K., et al. "Data analysis on mobile payment technology with reference to users’ behaviour of retail goods in
India." 2021 4th International Conference on Computing and Communications Technologies (ICCCT). IEEE, 2021.

16. Kootattu, Jayarajan, et al. "Customers Perception On Branded Apparels—An Empirical Study with Reference to
Indian Men’s Garments—Indian Market." NEONATURAL VOLATILES & ESSENTIAL OILS Journal| NVEO (2021):
8174-8180.

17.STUDY ON CONSUMER PERCEPTION ON EFFECTIVENESS OF SOAP ADVERTISEMENT WITH
REFERENCE TO CHENNAI CITY. 9. 559-572.

18. Dinesh Kannaa KV and Nivedha SD. Communication about environmental policy and its effects on public
perception. Int. J. Res. Manage. 2024;6(2):459-464. DOI: 10.33545/26648792.2024.v6.12¢.246

19. Venkatesh, P., Anitha, V., Muthukumar, V., & Kannaa, K. D. (2024). Factors ascendant Z generation’s purchase

decision towards apparels. Educ Admin Theory Pract, 30(4), 9593-9596.

IJMRSET © 2025 | AnISO 9001:2008 Certified Journal | 11347



https://doi.org/10.26524/jms.2016.37
https://www.igi-global.com/affiliate/k-dheenadhayalan/497087/
https://www.igi-global.com/affiliate/k-dheenadhayalan/497087/
https://www.igi-global.com/affiliate/joel-jebadurai-devapitchai/481671/
https://www.igi-global.com/book/machine-learning-modeling-techniques-financial/349953
https://www.igi-global.com/affiliate/k-dheenadhayalan/497087/
https://www.igi-global.com/affiliate/joel-jebadurai-devapitchai/481671/
https://www.igi-global.com/book/machine-learning-modeling-techniques-financial/349953

© 2025 IJMRSET | Volume 8, Issue 7, July 2025 DOI:10.15680/IJMRSET.2025.0807038

IBNANHP S B AR | www.ijmrset.com | Impact Factor: 8.206] ESTD Year: 2018|

QAWRSL . cae . .
_43‘5.‘3.‘} International Journal of Multidisciplinary Research in
aTINDE o . . :

‘z'j' m~ Science, Engineering and Technology (IJMRSET)
IIMBSET (A Monthly, Peer Reviewed, Refereed, Scholarly Indexed, Open Access Journal)

. ________________________________________________________________________________________|

20.Pooja, S., & Kannaa, K. D. (2024). Influencer marketing: Instagram & YouTube bloggers strategies driving

consumer  purchases.  Asian  Journal of  Management and  Commerce, 5(1), 570-577.
https://doi.org/10.22271/27084515.2024.v5.i11g.306

21.K V, Dinesh & S, Durgalakshmi. (2024). E-Commerce and last mile delivery optimization. International Journal of
Research in Finance and Management. 7. 587-591. 10.33545/26175754.2024.v7.i2£.415.

22.Revathy, S & K V, Dinesh. (2025). THE IMPACT OF DIGITAL MARKETING ON CONSUMER BEHAVIOUR.
International Research Journal of Modernization in Engineering Technology and Science. 6. 2582-5208.

23. Anitha, V., & Krishnan, A. R. (2022). Factors ascendant consumers’ Intention for online purchase with special
emphasis on Private Label Brands using UTAUT?2. Journal of Positive School Psychology, 4724-4736.

24.Sads V. Anitha and Dr. A. R Krishnan, Situational factors ascendant impulse purchase behavior of Private label
brands with special reference to modern trade retail outlets in Chennai, International Journal of Management, 11
(4), 2020, pp. 178-187.

25. Anitha, V., & Krishnan, A. R. (2022). Customer Intention Towards E-Grocery Shopping Apps Using TAM And
UGT. Special Education, 1(43).

26.S, S Sankar, Anitha V, Suresh R, Sivakumar R and Krishnan A.R. "Role of Incipient Influencers in Affecting
Behavioural Intentions of Instagram Users." Advances in Consumer Research 2, no. 3 (2025): 429-438.Venkatesh,
P., Manikandan, M., Murugan, K., M., Ramu, M., & Senthilnathan, C. R. (2024, ber). The Pivotal Role Of Digital
Marketing In The Global Net: A Comprehensive Overview. In 2024 International reference on Power, Energy,
Control and Transmission ms (ICPECTS) (pp. 1-5). IEEE.

27.N, K., Priyadarshini, P., Senthilnanthan, C. R., kandan, M., Kumar, R. G., & Ramu, M. (2024, October). Act of
Artificial Intelligence on Global Healthcare Sector performance. In 2024 International Conference on Power, gy,
Control and Transmission Systems (ICPECTS) (pp. EEE)

28.S. D., Kumar, V. M., Kumar, R. G., & Ramu, M. (2024, Elucidating Big Data Analytics by Using Marketing Mix
ponents for Business Intelligence. In 2024 International reference on Communication, Computing and Internet of s
(IC3I0T) (pp.- 1-6).

29. Venkatesh, P., Murugan, K., Ramu, M., Manikandan, M., Senthilnathan, C.R., Krishnamoorthi, M.: A
comprehensive investigation to examine the preferences and satisfaction levels of outpatients in relation to the
quality of services provided by hospitals in the vellore district. In: 2023 Intelligent Computing and Control for
Engineering and Business Systems (ICCEBS), Chennai, India, pp. 14 (2023)

30.M. Manikandan, P. Venkatesh, T. Illakya, M. Krishnamoorthi, C. R. Senthilnathan, and K. Maran, “The
significance of big data analytics in the global healthcare market,” 2022 International Conference on
Communication, Computing and Internet of Things (IC310T), Apr. 2024, doi: 10.1109/ic3i0t60841.2024.10550417.

31.M. Manikandan, R. K. Ch, K. M, M. Ramu and P. Venkatesh, "Neuro Computing-Based Models of Digital
Marketing as a Business Strategy for Bangalore's Startup Founders," 2024 Third International Conference on
Intelligent Techniques in Control, Optimization and Signal Processing (INCOS), Krishnankoil, Virudhunagar
district, Tamil Nadu, India, 2024, pp. 1-3, doi: 10.1109/INC0OS59338.2024.10527779.

32.Usman Mohideen KS, Sindhu RU. A study on customer attitude towards multi brand retail. Int J Literacy Educ
2024;4(2):270-275. DOI: 10.22271/27891607.2024.v4.i12d.237

33. Usman Mohideen KS, A Study on Impact of Social Media on Online Shopping Behavior of Youngsters, Ilkogretim
Online — Elementary Education Online Vol.19, Issue: 2, pp: 1914-1925, doi: 10.17051/ilkonline.2020.02.696776

34.Usman Mohideen KS, Suresh R, Comparative Study on Consumer Satisfaction Towards Select Branded Quick
Service Outlets with Special Reference to Chennai City, International Journal of Engineering & Management
Research, Vol-6, Issue-6 November - December 2016. pp: 81 — 86,

35.Usman Mohideen, B.Venkateswara Prasad, R. Suresh, An Analytical Study Consumers Buying Behavior towards
Men’s Brand Apparel’ Purakala UGC Care Journal ISSN 0971 -2143, Vol 31, Issue 21- May, 2020,pp 967-971

36.Usman Mohideen B.Venkateswara Prasad, R.Suresh An Investigation of Departments of Customer’s Shopping
Behaviour Towards Select Hypermarket — An Empirical Study with reference to South India” International Journal
of Management Studies, Volume IV, Special Issue 3, November 2017, Pp77-83.

37.Usman Mohideen,B.Venkaeswara Prasad, R Suresh,Online Shopping Attitude and Behaviour — An Empirical Study
With Special Reference to Select Professionals in Chennai City” International Journal of Marketing, Financial
Services and Research, Volume 1 Issue 6 ,January 2017, Pp 49-57with an Impact Factor 3.454. , ISSN NO: 2277-
3622.

38. EB.Venkateswara Prasad, Usman Mohideen, R Suresh,Internet Banking System — A Tool to Enhance Customer
Loyalty in Self Service Technology Era” International Journal of Current Engineering and Scientific Research

IJMRSET © 2025 | AnISO 9001:2008 Certified Journal | 11348



https://doi.org/10.22271/27084515.2024.v5.i1g.306
https://doi.org/10.22271/27084515.2024.v5.i1g.306
https://doi.org/10.22271/27084515.2024.v5.i1g.306

DOI:10.15680/IJMRSET.2025.0807038

©2025 IJMRSET | Volume 8, Issue 7, July 2025
INNVHY LRI LA | www.ijmrset.com | Impact Factor: 8.206] ESTD Year: 2018
O International Journal of Multidisciplinary Research in
Science, Engineering and Technology (IJMRSET)

(A Monthly, Peer Reviewed, Refereed, Scholarly Indexed, Open Access Journal)

(IJCESR)Vol. 4, Issue 4, April 2017, ISSN (Print): 2393-8374, ISSN (Online): 2394-0697,Pp 145-150, 57 with an
Impact Factor 3.454. Kolkata
39.R Suresh , B.Venkateswara Prasad Problems & Prospects of Self-help Groups Micro Enterprise Activities and Its
Impact on Empowerment with reference to Tamilnadu” in Pal Arch Journal of Archaeology of Egypt / Egyptology
40. Usman Mohideen, B.Venkateswara Prasad, R. Suresh, An Analytical Study Consumers Buying Behavior towards
Men’s Brand Apparel’ Purakala UGC Care Journal ISSN 0971 -2143, Vol 31, Issue 21- May, 2020,pp 967-971.

IJMRSET © 2025 | AnISO 9001:2008 Certified Journal | 11349




- =, &8
L g3

P

3 INTERNATIONAL
A ‘ ‘ STANDARD
SJIF Scleatific Journal lmpact Factor ‘ \ SERLAL
NUMBER
INDIA

INTERNATIONAL JOURNAL OF

MULTIDISCIPLINARY RESEARCH
IN SCIENCE, ENGINEERING AND TECHNOLOGY

NISCAIR

| Mobile No: +91-6381907438 | Whatsapp: +91-6381907438 | ijmrset@gmail.com |

www.ijmrset.com



mailto:ijmrset@gmail.com
http://www.ijmrset.com/

	ABSTRACT:  In an era marked by competitive markets and rapidly evolving consumer expectations, understanding the drivers of consumer loyalty is critical for sustained business success. This study focuses on the relationship between brand trust and con...
	I. INTRODUCTION
	II. REVIEW OF LITERATURE
	3.1 Research Design
	3.2 Data Collection
	3.3 Sampling Technique
	3.4 Tools for Analysis
	3.5 ANOVA Analysis Between Income Level and Brand Trust
	3.6 ANOVA Analysis Between Occupational Status and Brand Trust
	V. FINDINGS AND DISCUSSION
	VI. RECOMMENDATIONS
	VII. CONCLUSION

