
European Research Studies Journal  

Volume XXIV, Special Issue 3, 2021                                                             

                                                                                                                                  pp. 454-470 

 

The Influence of Brand Trust on Consumer Loyalty 
Submitted 02/07/21, 1st revision 30/07/21, 2nd revision 21/08/21, accepted 15/09/21   

 

Adam Rudzewicz1, Anna Strychalska-Rudzewicz2 
 

Abstract: 

 

Purpose: This study aimed to determine the influence of brand trust and its dimensions on 

consumer loyalty.  

Design/Methodology/Approach: The study was conducted on a sample of 428 Polish 

consumers of sports apparel brands who completed an online survey. The results were 

processed using exploratory factor analysis, Spearman’s rank-order correlation coefficient 

(Spearman’s Rho), and logistic regression analysis.   

Findings: The study demonstrated that brand trust plays a vital role in consumer buying 

behavior and has a positive effect on consumer loyalty. Brand trust measurement is a complex 

research problem, but the conducted analyses revealed that brand trust's proposed dimensions 

and structure were appropriate for measuring the examined phenomenon.  

Practical Implications: Brand trust and its dimensions exert a positive impact on consumer 

loyalty. Measures aiming to improve the perceived product quality, brand image, and customer 

satisfaction bring tangible results by increasing consumer loyalty or maximizing the 

probability of such an increase.  

Originality/Value: The proposed methodological approach can help measure brand trust. 

Empirical data were verified to describe the parameters of the relationship between brand 

trust and consumer loyalty. 
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1. Introduction 

 

Contemporary businesses have to strive to build positive relationships with their 

clients constantly. Relationship-building strategies are essential because customers 

are the leading resource that determines the survival and growth of businesses 

(Dowling and Uncles, 1997; Wang, Lo, Chi, and Yang, 2004; Szczepańska, 2015). 

Knowledge of consumer behaviors enables companies to develop practical tools for 

influencing customer perceptions (Setyawati and Raharja, 2018), which guarantees 

market success. Repeat purchases made by loyal customers enable companies to 

improve their financial performance. Loyal customers tend to continuously purchase 

specific product brands (Chaudhuri and Holbrook, 2001). Brand parameters, 

identifiable brands, and brand trust support the process of building customer loyalty. 

The influence of brand trust on consumer loyalty is an important consideration, which 

remains insufficiently investigated and requires thorough analysis. The present study 

aimed to fulfill this research gap.   

 

The concept of loyalty in consumer behavior attracts both economic theorists and 

practitioners (Jensen and Møller, 2006; Ansah, 2020). Analyses of the factors that 

affect buyer loyalty provide valuable information that can be used to shape consumer 

behaviors and attitudes. Trust appears to play a unique role in this context (Setyawati 

and Raharja, 2018).  

 

The main aim of this study was to determine the influence of brand trust on consumer 

purchasing behavior and declared loyalty. The investigated research problem has an 

interdisciplinary character, and it combines several academic fields, such as 

economics, management sciences, sociology, and psychology. The main emphasis is 

placed on consumer behavior and purchase decisions. 

 

In the presented empirical study, the research hypotheses were verified with the use 

of objective quantitative methods. Therefore, the findings have high scientific merit, 

and they can provide valuable inputs for business practice (Herman, 2007). 

 

2. Literature Review 

 

Most definitions of consumer loyalty accentuate positive relationships between 

customers and businesses (Dembińska-Cyran, Hołub-Iwan, and Perenc, 2004). 

Loyalty is manifested by purchases of a specific product that are repeated over a long 

period, assuming that such purchases are planned and not accidental. Customer loyalty 

does not involve behaviors that are accidental or result from a lack of alternative, but 

they are conscious choices that are made by comparing different goods and selecting 

an offer that is optimal from a customer's subjective point of view (Kwiatek, 2006; 

Petrykowska, 2007; Molinillo et al., 2017). 

 

Consumer loyalty is best described by two complementary categories, emotional and 

behavioral. The emotional category denotes customer attitudes, i.e., subjective 
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perceptions of specific products. It represents feelings and awareness. The second 

category relates to consumer behavior (behavioral dimension) manifested by repeat 

purchases of specific products and recommending these products to other potential 

customers (Skowron and Skowron, 2012; Śmiatacz, 2012; Setyawati and Raharja, 

2018).  

 

It can be generally assumed that brand loyalty involves both customer attitudes and 

repeat purchases. Therefore, customers who have a positive attitude towards a brand 

but, for some reason, do not purchase that brand repeatedly cannot be classified as 

loyal consumers. The reverse also applies: customers who buy products of a given 

brand, but do not display a positive attitude towards that brand, do not meet the 

expected loyalty criteria (Wiśniewska, 2014). 

 

Trust is an essential element of collaboration that generates tangible economic benefits 

for all parties. Trust relies on mutual goodwill in market transactions, where the 

involved parties offer something of value and expect reciprocal action from the partner 

(Morgan and Hunt, 1994). Trust is the building block of market success, and its 

absence can lead to market failure. Trust influences the selection of market partners 

and the parameters of the final transaction. The trust vested by consumers in a product 

brand plays a significant role in an economic system (Rudzewicz and Grzybowska-

Brzezinska, 2013). Positive social relationships between consumers and businesses 

that rely on shared and mutually respected values and norms contribute to market 

transactions (Widyastuti et al., 2019). Consumers who trust a given brand are 

convinced that their purchase decisions are sound and justified. 

 

Trust minimizes risk and perceptions of uncertainty in market transactions (Ring and 

Van de Ven, 1992; Notebook, Berger, and Noorderhaven, 1997). Limited trust is 

usually a consequence of suspicious and ethically questionable activities in business-

customer relationships. Undesirable activities can include lack of transparency, 

excessive greed, advance fee fraud, dishonest and misleading advertisements, low 

product quality, and misleading pricing and discount tactics (Sztompka, 2008; Dylus, 

2002; Mróz, 2009). Consumes who vest their trust in a given brand have an optimistic 

attitude towards the supplier and the offered products (Moorman, Zaltman, and 

Deshpande, 1992; Grudzewski et al., 2009). 

 

The brand is one of the key concepts in contemporary markets. Numerous business 

concepts rely on strong brands. A brand is built based on an organization's credibility 

and product quality, and it has always been strongly associated with trust. A 

company's market status is not determined by a product alone but by customer 

perceptions (Quelch and Harding, 2006; Gotowska and Jakubczak, 2012). The power 

of a brand lies in the consumers' minds (Tuominen, 1999). When opting for a specific 

brand, consumers know what to expect, which significantly facilitates consumers 

know what to expect when decision-making process takes time and minimises the risk 

that accompanies each stage of the decision-making process.  
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Highly valued brands minimizes competitors' position, thus increasing a company's 

performance, sales, and profits (Taranko, 2010; Chrząszcz, 2002).  

 

The significance of a brand continues to increase due to growing levels of competition 

for both information and products. Product brands are expected to become the central 

stimulators of the market status and competitive advantage (Mizik and Jacobson, 

2003; Wang, Lo, Chi, and Yang, 2004). According to many researchers, trust is 

essential for building strong bonds between customers and brands (Chaudhuri and 

Holbrook, 2001; Folse, Burton, and Netemeyer, 2013; Power, Whelan, and Davies, 

2008; Dauw, Zui, and O'Neal, 2011; Herbst, Hannah, and Allan, 2013; Delgado-

Ballester and Munuera-Aleman, 2001). In this study, these observations were 

empirically verified, and an attempt was made to describe the actual parameters of a 

relationship between brand trust and consumer loyalty on the example of the Polish 

market.  

 

3. Research Methodology 

 

The generation and analysis of information about consumer behaviors and attitudes 

are highly problematic and controversial. Most consumer surveys focus on the 

function of time, communication, location, and form; the applied research tools tend 

to be defective, and they rarely explore brand trust (Szczepańska, 2015). These 

problems stem from the fact that trust is difficult to measure. Studies on relationships 

generally assume that trust vested in a business partner can be determined using 

measurable variables but cannot be directly observed (Mitręga, 2010). Trust can be 

generally assessed based on the personal opinions of the surveyed respondents 

(Goudgea and Gilson, 2005). 

 

Based on a review of the literature (Suki, 2011; Kiyani et al., 2012; Danesh, Nasab, 

and Ling, 2012; Bloemer, de Ruyter, and Peeters, 1998; Orzan, 2016; Hur, Kim, and 

Kim, 2014; Bhattacherjee, 2002; Schumann, 2007), it was assumed that brand trust 

has three main dimensions, namely product quality, brand image, and customer 

satisfaction. Rudzewicz (2018) has broadly discussed this concept, who argued that 

high brand quality and brand image are the causes rather than the consequences of 

trust. The assumption that brand trust is built due to customer satisfaction also seems 

to be more logical. Therefore, in the authors’ opinion, long-term brand trust cannot be 

established without high product quality, positive brand image, and high levels of 

customer satisfaction. This approach to brand trust should have a positive impact on 

customer loyalty. 

 

Businesses make continuous attempts to develop and promote high-quality products, 

which influences brand perception and enable companies to command higher prices, 

increase their market share, and improve their financial performance (Zeithalm, Berry, 

and Parasuraman, 1996). Quality enhances customer satisfaction, improves work 

organization in a company, provides support for front-line employees, and reduces 

complaints (Piskar, 2007). 
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The process of building brand awareness involves a complex series of observations 

and emotions that develop as a result of consumer purchases and comparisons with 

competitive products (Szocki, 2008). The brand image represents all that the 

customers know (objective knowledge), think (both hidden and revealed beliefs and 

attitudes), and feel (emotions) about a brand. A strong brand with a favorable image 

produces positive associations, whereas a weak brand with a negative image generates 

negative associations (Zhang, 2015). 

 

Customer satisfaction is a subjective emotional response that can evolve. For this 

reason, the mechanisms underpinning customer satisfaction escape easy and accurate 

analysis (Fournier and Mick, 1999). Customers feel satisfied when their expectations 

have been met or exceeded. When purchasing a product or a service, consumers have 

to confront their expectations with the products and services on offer (perceptions of 

a product or service). However, the achievement of complete satisfaction requires a 

subjective emotional response. Customer satisfaction is thus strongly linked with 

positive perceptions (Hansemark and Albinson, 2004).  

 

Figure 1. Assumptions of the research model: consumer trust in a product brand 

and consumer loyalty 

 
Source: Own study. 
 

Following this line of logic, we hypothesised that: 

  

H1. Brand trust has a positive effect on consumer loyalty. Higher levels of trust 

generate greater consumer loyalty.   

 

Additional research hypotheses were formulated to account for the complex character 

of the construct of brand trust: 

H2. Product quality has a positive effect on consumer loyalty. High perceived quality 

increases consumer loyalty.  

H3. Brand image has a positive effect on consumer loyalty. Positive perceptions of 

brand image increase consumer loyalty.  
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H4. Customer satisfaction has a positive effect on consumer loyalty. High customer 

satisfaction increases consumer loyalty.  

 

It was assumed that brand trust should be analyzed on the example of mass-produced 

goods to enable potential respondents to express their opinions and describe their 

impressions without any difficulty. Ultimately, sports apparel brands were selected for the 

study. The analyzed brands have also been widely studied in the literature (Haefner, Deli-

Gray, and Rosenbloom, 2011; Başer, Cintamür, and Arslan, 2015).  

 

The Computer-Assisted Web-based Interview (CAWI) technique was used in the study. 

The questionnaire was posted on a website dedicated to marketing research. The link to 

the website and an invitation to participate in the survey were posted on social and 

professional media platforms. The survey was entirely anonymous. The electronic 

questionnaire was a standardized research tool. The questionnaire contained only closed-

ended questions to facilitate the classification and coding of results and reduce the quantity 

of processed data. Consumers were asked to describe their purchase behaviors and 

attitudes. The questionnaire was designed to assess consumer trust as well as consumer 

loyalty (Table 1). The dimensions of brand trust and consumer lyalty were evaluated on a 

7-point Likert scale (1 - strongly disagree, 7 - strongly agree). 

 

Table 1. Indicators of brand trust and consumer loyalty 
Brand trust 

Trust dimensions                      Indicators (statements) 

Product quality 

 

• This product brand is excellent 

• This brand is reliable (safe, certain) 

• Products sold under this brand name do not cause problems 

• This brand offers good value for money 

Brand image 

• The brand is responsible 

• The brand is believable 

• The brand is honest 

• The brand is competent  

Customer 

satisfaction 

• I am satisfied with this product brand 

• This product brand meets my expectations 

• This brand does not have misleading advertisements 

I will continue to use this product brand 

Consumer loyalty 

Indicators (statements) 

• I definitely recommend the products and services sold under this brand name 

• I do not buy other brands if this brand is available 

• I intend to buy other products sold under this brand name 

• This is my first-choice brand 

Source: Own study. 

 

It was assumed that the sample size should be equivalent to 10-20 observations per 

variable to guarantee a reliable analysis of the adopted trust dimensions. Optimally, 

more than 20 observations per variable should be acquired to ensure the stability of 

the analyzed structural relations (Başer, Cintamür, and Arslan, 2015). A total of 438 
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correctly completed questionnaires were analyzed; therefore, the required sample size 

was achieved. The structure of the surveyed population is presented in Table 2. 

Women accounted for 62% of the sample. Most of the respondents were aged up to 

25 years and had university or secondary school education. The following four sports 

apparel brands were most popular among the respondents, Adidas, Nike, Reebok, and 

Puma. 

 

The results were processed with the use of statistical tools in the SPSS package. The 

research tool was validated in exploratory factor analysis (Kopczewska, Kopczewski, 

and Wójcik, 2009, Laudański, Mańkowski, and Flaszka, 2012). The relationships 

between trust dimensions and consumer loyalty were analyzed by calculating 

Spearman’s rank-order correlation coefficient (Spearman’s Rho; Bedyńska and 

Cypryańska, 2013; Puławska-Turyna, 2011). The extent to which the dependent 

variable (consumer loyalty) changed under the influence of the independent variable 

(brand trust and its main dimensions) was determined in logistic regression analysis, 

which models the relations between attributes (Jackowska, 2011).  

 

Table 2. Socio-economic and demographic characteristics of the surveyed 

population of sports apparel users 
Criterion Proportion 

Sex 
Women 

Men 

62% 

38% 

Age 

Up to 25 

26 - 50  

Above 50 

65% 

30% 

5% 

Education 

Vocational school or lower 

Secondary school 

University 

2% 

40% 

58% 

Most popular brand 

Adidas   

Nike  

Reebok  

Puma  

Other (e.g. 4F, New Balance) 

33% 

43% 

9% 

5% 

10% 

Source: Own study. 

 

4. Results  

 

4.1 Validation of the Tool for Measuring Brand Trust 

 

Cronbach’s alpha was calculated to determine the reliability of the research tool for 

measuring consumer trust in product brands on the example of sports apparel brands. 

Cronbach’s alpha was determined at 0.94 (Table 2). The values of Cronbach’s alpha 

for each dimension of brand trust were also high, ranging from 0.88 to 0.91.  

 

Bartlett’s test of sphericity (chi-squared (df=66) = 4295.668; p<0.001) and the Kaiser-

Mayer-Olkin test of sampling adequacy (KMO=0.9) confirmed the validity of the 

exploratory factor analysis. The first factor explained 62.8% of the variance, and the 
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first three factors explained 76.8% of the total variance (Table 3). Therefore, a solution 

composed of three factors was initially selected. In the next step of the analysis, the 

factors were rotated to increase the legibility of the structure (Stanisz, 2007). Three 

dimensions of brand trust were ultimately selected based on the total variance 

explained by the rotated factors. After rotation, the first factor explained 28.9% of the 

variance, the second factor explained 27.4% of the variance, and the third factor 

explained 20.5% (Table 4). 

 

Table 3. The reliability of the research tool for measuring brand trust 
Trust dimensions Cronbach’s alpha No. of items 

Product quality 0.884 4 

Brand image 0.912 4 

Consumer satisfaction 0.875 4 

Overall trust 0.943 12 

Source: Own study. 

 

Table 4. Total explained variance before and after the rotation of brand trust factors 
Trust 

factor 

Chi-squared of factor loadings  Chi-squared of rotated factor loadings 

total % variance % total variance total % variance % total variance 

1 7.54 62.82 62.82 3.47 28.92 28.92 

2 0.98 8.19 71.02 3.28 27.36 56.27 

3 0.69 5.74 76.76 2.46 20.48 76.76 

Source: Own study. 

 

A variable was classified as one of the three trust factors based on the highest factor 

loadings (Table 5). A matrix of rotated factors was calculated, and it revealed high 

factor loadings for specific variables (statements) and factors.  

 

Table 5. Matrix of rotated trust factors  

Variable 
Factor loadings 

1 2 3 

This product brand is excellent 0.74 0.38 0.27 

This brand is reliable (safe, certain) 0.82 0.35 0.20 

Products sold under this brand name do not cause problems 0.80 0.24 0.31 

This brand offers good value for money 0.70 0.18 0.27 

The brand is responsible 0.31 0.82 0.27 

The brand is reliable 0.34 0.79 0.22 

The brand is honest 0.39 0.79 0.26 

The brand is competent 0.15 0.75 0.40 

I am satisfied with this product brand 0.54 0.40 0.55 

This product brand meets my expectations 0.49 0.35 0.64 

This brand does not have misleading advertisements 0.21 0.27 0.78 

I will continue to use this product brand 0.39 0.31 0.72 

Note: Method of identifying trust factors - principal dimensions 

   Varimax rotation with Keiser normalization 

Source: Own study. 

 

Product quality (factor 1) was the critical determinant of consumers’ trust in a brand. 

The most critical dimensions of product quality were reliability and safety (0.82) and 
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the fact that the products sold under the brand do not cause any problems (0.8). The 

second factor was brand image, and the most highly appreciated dimensions were 

brand responsibility (0.82), honesty, and reliability (0.79). The third factor was 

composed of variables describing customer satisfaction. The most critical dimensions 

were the absence of misleading advertisements (0.78) and the respondents’ 

willingness to use the brand in the future (0.72).   

 

The analysis revealed that the dimensions of each trust factor combined with the 

corresponding indicators (variables) generated strong loadings that explained most of 

the variance and that the division of factors into dimensions as appropriate.  

 

4.2 Estimation of Brand Trust and Consumer Loyalty 

 

The descriptive statistics for trust dimensions are presented in Table 6. The average 

brand trust reached 5.80 on a scale of 1 to 7 points. Most respondents ranked their 

trust in the evaluated product brands at 7 points.  

 

Table 6. Descriptive statistics of consumers’ trust in sports apparel brands 
Trust dimensions Mean score  Standard deviation Dominant 

Product quality 5.60 1.09 7 

Brand image 5.86 1.07 7 

Consumer satisfaction 5.93 1.02 7 

Overall trust         5.80 0.94 7 

Source: Own study. 

 

The estimated consumer loyalty reached 4.57 points on average. This parameter was 

determined based on four indicators. Most respondents would recommend the evaluated 

product brands (5.84), but they were not prejudiced against other brands (3.90). 

 

Table 7.  Descriptive statistics of consumer loyalty to sports apparel brands 

Indicators of consumer loyalty Mean score 
Standard 

deviation 
Dominant 

I definitely recommend this product brand  5.84 1.24 7 

I do not buy other brands if this brand is available 3.90 1.75 4 

I intend to buy other products sold under this brand name 4.18 1.66 4 

This is my first-choice brand 4.37 1.94 5 

Consumer loyalty 4.57 1.32 4.75 

Source: Own study. 

 

The descriptive statistics for declared consumer loyalty to a product brand are presented 

in Table 7. The dominant value of consumer loyalty was 4.75 on a scale of 1 to 7 points. 

 

4.3 Hypothesis Testing 

 

A significant correlation was noted between brand trust and consumer loyalty (r=0.5; 

p<0.001). This correlation was positive, which implies that respondents with higher 
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levels of brand trust were also characterised by higher levels of consumer loyalty. The 

correlation was strong (Table 8). 

 

Table 8. Correlation matrix of brand trust and consumer loyalty 
Variable Product quality Brand image Customer satisfaction Consumer loyalty 

Product quality 1    

Brand image 0.639 1   

Customer satisfaction 0.709 0.704 1  

Consumer loyalty 0.482 0.406 0.449 1 

Correlation between brand trust and consumer loyalty: 0.5 

Source: Own study. 

 

The correlation matrix revealed that brand image was significantly correlated with 

customer satisfaction (r=0.7; p<0.001), product quality (r=0.64; p<0.001) and 

consumer loyalty (r=0.41; p<0.001). Respondents who were more appreciative of 

brand image tended to give higher scores to their satisfaction, product quality, and 

loyalty. Further analysis revealed that customer satisfaction was linked with product 

quality (r=0.71; p<0.001) and consumer loyalty (r=0.45; p<0.001). Respondents who 

were more satisfied with a given brand gave higher scores to product quality and were 

more loyal. Product quality was also bound by a significant correlation with consumer 

loyalty (r=0.48; p<0.001). Higher levels of consumer loyalty characterized 

respondents who gave higher scores to product quality. This correlation was moderate. 

The strongest correlation was observed between customer satisfaction and product 

quality. 

 

A logistic regression analysis evaluated the influence of brand trust (or the main trust 

dimensions) on consumer loyalty. Consumer loyalty scores equal to or higher than 5 

points testified to a higher probability of success, whereas scores equal to or lower 

than 3 points denoted a higher probability of failure. Consumer loyalty scores in the 

range of 3 to 5 points were ignored in the analysis. A total of 253 questionnaires (67 

failures and 186 successes) were ultimately included in the logistic regression model. 

The research hypotheses were validated in the Hosmer-Lemeshow test, the primary 

statistical test for analyzing the goodness of fit of logistic regression models.  

 

The results of the Hosmer-Lemeshow test for the logistic regression model analyzing 

the influence of brand trust on the probability of consumer loyalty success were not 

statistically significant (χ2(8)=4.10; p=0.848). Therefore, the null hypothesis 

postulating that the modeled probability distribution does not differ significantly from 

the values observed in the sample was not rejected. Nagelkerke’s R-squared reached 

R2=0.41, which indicates that the variance in brand trust explained 41% of the 

variance in the probability of consumer loyalty success (Table 9). The analysis 

demonstrated that brand trust significantly influenced the probability of consumer 

loyalty success (W(1)=46.74; p<0.001; Exp(B)=5.57). The odds ratio Exp(B)=5.57 

indicates that a one-point increase in brand trust increased the probability of consumer 

loyalty success more than 5-fold. 
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Table 9. Parameters of the logistic regression model - the influence of brand trust 

on the probability of consumer loyalty success 
Y Exp(B) Xi R2 

Consumer loyalty 

5.57 Brand trust 41% 

1.60 Product quality  

43% 1.14 Brand image  

3.30 Customer satisfaction 

Source: Own study. 

 

Next, the influence of trust dimensions, i.e., brand image, customer satisfaction, and 

product quality, on the probability of consumer loyalty success was analyzed. The 

results of the Hosmer-Lemeshow test for the model exploring the impact of all brand 

trust dimensions on consumer loyalty success were not statistically significant 

(χ2(8)=5.26; p=0.729; R2=0.43). It should be noted that non-significant results of the 

Hosmer-Lemeshow test are required to validate the research hypotheses. The variance 

in three brand trust dimensions explained 43% of the variance in the probability of 

consumer loyalty success. The odds of consumer loyalty success were significantly 

influenced by customer satisfaction (W(1)=14.92; p<0.001; Exp(B)=3.30) and 

product quality (W(1)=4.92; p<0.05; Exp(B)=1.60). Customer satisfaction was a more 

influential dimension, and a one-point increase in this parameter increased the 

probability of consumer loyalty success more than 3-fold. In turn, a one-point increase 

in product quality increased the odds of consumer loyalty success by 60%. The brand 

image was not significantly correlated with the probability of consumer loyalty 

success (Table 9). 

 

The impact of individual brand trust dimensions on the probability of consumer 

loyalty success was analyzed in the next step (Table 10). The results of the Hosmer-

Lemeshow test for the model analyzing the influence of brand image on the 

probability of consumer loyalty success were not statistically significant (χ2(6)=7.25; 

p=0.299; R2=0.28). The variance in brand image explained 28% of the variance in the 

probability of customer loyalty success. In the absence of the remaining trust 

dimensions, brand image exerted a significant influence on consumer loyalty 

(W(1)=38.02; p<0.001; Exp(B)=2.95). A one-point increase in brand image improved 

the odds of customer loyalty success nearly 3-fold.  

 

Table 10. Parameters of the logistic regression model - the influence of individual 

brand trust dimensions on the probability of consumer loyalty success  
Y Exp(B) Xi R2 

Consumer 

loyalty 

3.12  Product quality  32%  

2.95 Brand image  28% 

5.08 Customer satisfaction 41% 

Source: Own study. 

 

The results of the Hosmer-Lemeshow test for the model analyzing the impact of 

customer satisfaction on the odds of consumer loyalty success were not statistically 

significant (χ2(6)=5.96; p=0.428; R2=0.41). The variance in customer satisfaction 
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explained 41% of the variance in the probability of consumer loyalty success. 

Customer satisfaction also exerted a significant effect on consumer loyalty success 

(W(1)=45.88; p<0.001; Exp(B)=5.08). A one-point increase in customer satisfaction 

raised the odds of consumer loyalty success more than 5-fold. 

 

The results of the Hosmer-Lemeshow test for the model analyzing the impact of 

product quality on the probability of consumer loyalty success were not statistically 

significant (χ2(8)=9.17; p=0.328; R2=0.32). The variance in product quality explained 

32% of the variance in the odds of consumer loyalty success. Product quality also 

significantly influenced the probability of consumer loyalty success (W(1)=39.51; 

p<0.001; Exp(B)=3.12). A one-point increase in product quality increased the odds of 

consumer loyalty success more than 3-fold. 

 

5. Discussion 

 

The correlation analysis parameters and the logistic regression model between the 

dependent variable (consumer loyalty) and the independent variable (brand trust, 

product quality, brand image, and customer satisfaction) revealed a significant 

positive relationship between the variables. Therefore, the research hypotheses were 

validated.  

 

The results of this study corroborate the findings of other authors. According to Elliott 

and Yannapoulou (2007), trust plays a vital role in symbolic brands. Such brands have 

to elicit positive emotions and satisfy the need for self-expression and prestige. 

Kiyaniet et al. (2012) examined the relationships between brand trust vs. customer 

satisfaction and consumer loyalty. Their study involved the users of automotive 

brands such as Suzuki, Honda, and Toyota, and it demonstrated that customer 

satisfaction and brand trust exert a positive influence on and are significantly 

associated with consumer loyalty. Corritore, Kracher, and Wiedenbeck (2003) 

observed that brand image contributed to building reliability and consumer trust.  

 

However, brand image entails more than a product name. According to Suki (2011), 

a strong and positive brand image increases customer satisfaction. Singh and 

Sirdeshmukh (2000) argued that consumer trust in a brand directly correlates with 

customer satisfaction. Similar conclusions were formulated by Schitmann (2007) in 

an empirical study of mobile service users. The study demonstrated that brand 

reliability contributes to the evolution of brand trust. Consumers who vested their trust 

in a brand were also more willing to purchase the given brand in the future.  

 

The results of this study and the findings of other authors confirmed that businesses 

should focus on providing high-quality products, promoting the brand image, and 

maintaining high levels of customer satisfaction. These factors increase consumers’ 

trust in a brand and build consumer loyalty.  
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6. Conclusions 

 
A brand is the most critical intangible component of the product value. It minimizes 

the risk associated with the purchase and use of specific products. Brand-name 

products are also safe, and they meet customer expectations regarding product quality, 

durability, and practical value. Trust is essential for building a strong relationship 

between customers and a brand. Brand trust relies on the conviction that a given brand 

is reliable, responsible, and safe and protects consumers’ health, interests, and well-

being.  

 

The study demonstrated that brand trust and its dimensions play a vital role in building 

consumer loyalty. The main conclusion that can be formulated based on the results of 

the conducted analyses is that the trust vested by consumers in a product brand and 

the proposed trust dimensions directly influence consumer loyalty. All measures 

aiming to improve perceived product quality, brand image, and customer satisfaction 

bring tangible results by increasing consumer loyalty or the probability of such an 

increase. The existing body of knowledge about consumers and research findings can 

effectively diagnose, predict or even shape consumer behaviors. 

 

The results of the study confirmed all research hypotheses: 

Hypothesis 1. Brand trust has a positive effect on consumer loyalty. 

Hypothesis 2. Product quality has a positive effect on consumer loyalty. 

Hypothesis 3. Brand image has a positive effect on consumer loyalty. 

Hypothesis 4. Customer satisfaction has a positive effect on consumer loyalty. 

 

The results of the presented analyses have important practical implications, but the study 

has also several limitations. Consumers’ trust in a product brand plays a very important 

role in building consumer loyalty, but it is not the only determinant of consumer 

behaviour. Purchase decisions can be also influenced by situational, rational, emotional, 

cultural, environmental, demographic, psychological and financial factors, as well as 

many other factors that were not investigated in this study.   
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