
Copyright © 2025, IGI Global Scientific Publishing. Copying or distributing in print or electronic forms without written permission of IGI Global Scientific Publishing is prohibited.

167

Chapter 9
The Interplay of Brand 
Trust and Customer 
Loyalty on Assessing 
the Impact of Trust-​
Building on Retention 

and Advocacy
R. Rejitha

 https://​orcid​.org/​0009​-​​0005​-​​4576​-​​1342
Bharath Institute of Higher Education and Research, India

G. Jayalakshmi
Bharath Institute of Higher Education and Research, India

ABSTRACT

An increasingly important factor of brand building in the modern marketplace is 
trust. To this end, the study tested different trust-​building strategies and examined 
their influence on customer retention and advocacy. The sample consisted of 500 
customers across industries surveyed to measure outcomes affecting brand trust and 
resultant loyalty behaviors through a broad mixed-​method design. The statistical 
techniques used to analyse the quantitative data helped segregate significant trust 
factors most relevant for loyalty. In contrast, qualitative findings provided a deep 
perspective of customer experiences and expectations. Results show a positive and 
strong association between brand trust and market loyalty, which underlines that 
efforts to build or reinforce this relationship foster customer retention and advocacy 
among individuals in the Brazilian context. The analysis further identifies sector-​
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specific differences that emphasise that the trust-​loyalty relationship is moderated 
by the environment from which it operates.

INTRODUCTION

In this market, full of cut-​throat competition, customer loyalty now acts as a 
benchmark, and brand trust certainly becomes an important factor that keeps cus-
tomers coming back. For most companies, the trust embedded in their system is 
starting to underline deeply, and they realise that it's beyond a mere transactional 
relationship to an exquisite relationship with dear customers (Kumar & Gupta, 2024). 
The research explores the mediating role of brand trust in a constellation of shared 
and assembled behaviors, examining processes by which establishing customer 
confidence ultimately yields higher levels of both retention and advocacy (Zhang 
& Huang, 2023). The degree to which consumers trust a brand-​ product or service 
excellence, capacity of being trusted faith implementation (Lee & Kim, 2023). The 
pillars of this are the capacity consumers think a brand has to deliver its promises, be 
ethical, and deliver constant quality in its outputs (Jiang & Shao, 2022). Customer 
Loyalty, on the other hand, is based upon a customer's willingness to buy again & 
refer your product or services to a friend -​ something that will usually lead repeat-
edly sales over time + word-​of-​mouth spread due to these intentions, as defined by 
the Business dictionary two centuries later (Morgan, 2022). As an outcome of this 
review, the impact of brand trust on companies' loyalty is well summarised (Wang 
& Li, 2021). Trust underpins long-​term relationships & tremendously affects how 
customers perceive and behave (Liu & Wong, 2021).

Consumers who back a trusted brand are more willing to excuse and rebound 
from the rare quality or service slip, writing it off as an exception rather than sys-
temic issues endemic in entire corporations (Brown, 2020). This forgiveness is 
also necessary to maintain the market reputation of any brand (Siddiqui, 2020). A 
second correlation in the report is that trust factors pool up over time due to regular, 
favorable interactions that are equal parts of brand habits and committed actions 
(Turner, 2020). This includes following through on commitments, communicating 
truthfully and honestly (being straightforward), and behaving ethically (Rodriguez 
& Gomez, 2019). These ingredients reveal a lot about what the company values 
and, organically, shows sun-​level loyalty. Those manufacturers who do not hold up 
to these standards could have difficulties building trust and, thus, fewer repurchas-
es (Abbassy, 2020). Also important in our investigation was that emotional bonds 
may have a stronger impact on trust (Abbassy & Abo-​Alnadr, 2019). Emotional is 
a brand purpose.
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