
INTRODUCTION

The phenomenal growth of e-commerce and organ-

ised retailers exerted pressure on small and medium

apparel retailers in India. With constraints of capital,

space, and marketing capabilities, these retailers

need help to move further. It became imperative for

these retailers to enhance margins by adopting pri-

vate-label strategies. However, building private labels

requires customer satisfaction, trust, and Loyalty.

The COVID-19 pandemic boosted online retail sales

in India at unprecedented speed, with awareness of

the ingenuity and business/financial analytics ele-

ment involved in developing one's private label. The

retail apparel industry has witnessed the rise of pri-

vate labels. Still, the rationale behind their addition to

companies' portfolios has not been extensively

examined or explored in scholarly or industry litera-

ture [1, 2]. The rise of private label brands in India

equals the growing proportion of organized retailing
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ABSTRACT – REZUMAT

Investigating the post-pandemic textile market: the stake of private labels in customer loyalty

The textile market is a global production, processing, and distribution industry. It includes various products, from natural
fibres like cotton and wool to synthetic fibres like polyester and nylon. The textile market has faced several challenges
recently, including rising production costs, increasing competition from overseas producers, and declining consumer
demand. This empirical study examines the relationship between private labels offered in organised retail apparel stores
in Belagavi, North Karnataka, India, and certain factors such as customer satisfaction, trust, and Loyalty. This study
explores the role played by trust as a mediator between customer satisfaction and Loyalty to brands in the textile
industry. The data were collected from 460 respondents using convenience sampling with a structured questionnaire.
The results show that Satisfaction (B=0.0782, p=0.611) and Trust (B=0.8678, p<0.001) show significant positive
unstandardised coefficients in the regression model predicting Loyalty. There is a mediated but indirect influence of
customer trust on customer satisfaction and Loyalty generated by Satisfaction in the study area. By weaving together
Satisfaction and trust, textile retailers can forge stronger customer bonds, enhance Loyalty, and gain a competitive edge
in the Belagavi market. This approach paves the way for sustainable growth and success in the dynamic textile
landscape.

Keywords: private label textiles, customer satisfaction, customer trust, brand loyalty, textile market, pandemic,
purchase intentions, e-commerce, textile, fashion, fabric, apparel

Investigarea pieței din domeniul textil în contextul post-pandemic: miza mărcilor private în loialitatea clienților

Piața produselor textile este o industrie globală de producție, procesare și distribuție. Aceasta include diverse produse,
de la fibre naturale precum bumbacul și lâna până la fibre sintetice precum poliesterul și nailonul. Piața produselor textile
s-a confruntat recent cu mai multe provocări, inclusiv cu creșterea costurilor de producție, creșterea concurenței din
partea producătorilor internaționali și scăderea cererii consumatorilor. Acest studiu empiric examinează relația dintre
mărcile private oferite în magazinele de îmbrăcăminte organizate în contextul comerțului cu amănuntul din Belagavi,
North Karnataka, India și anumiți factori de influență precum satisfacția clienților, încrederea și loialitatea. Acest studiu
explorează rolul jucat de încredere ca mediator între satisfacția clienților și loialitatea față de mărcile din industria textilă.
Datele au fost colectate de la 460 de respondenți utilizând eșantionarea de conveniență pe baza unui chestionar
structurat. Rezultatele arată că Satisfacția (B=0,0782, p=0,611) și Încrederea (B=0,8678, p<0,001) prezintă coeficienți
nestandardizați pozitivi semnificativi în modelul de regresie care prezice loialitatea. Există o influență mediată, dar
indirectă, a încrederii clienților asupra satisfacției clienților și loialității generate de satisfacția în zona de studiu. Îmbinând
satisfacția și încrederea, comercianții cu amănuntul din industria textilă pot crea legături mai puternice cu clienții, pot
spori loialitatea și pot obține un avantaj competitiv pe piața Belagavi din India. Această abordare deschide calea pentru
o creștere durabilă și succes în peisajul dinamic al industriei textile.

Cuvinte-cheie: marca privată din domeniul textil, satisfacția clienților, încrederea clienților, loialitatea mărcii, piața de
textile, pandemie, intenții de cumpărare, comerț electronic, textile, modă, țesături, îmbrăcăminte
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[3]. Retailers are creating suitable private labels to

build customer loyalty and brand tactics to inspire

positive opinions of their store's private label brands

[4]. India is one of the few nations that control the

entire supply chain nearby, from various fibres to a

sizable market. It can provide clients with packaged

goods that include various fibre types, different count

sizes, fabrics with varying weights and weaves, and

a selection of finishes. The multiple textile traditions

and cost-based benefits only highlight this benefit [5].

To give academics and retailers a perspective on

how theories on buying processes relate to practice,

the components of the fashion retail buying role have

been compiled into a framework [6]. At this cross-

roads, private-label apparel retailers are eyeing

viable options to augment customer satisfaction and

trust in building customer loyalty.

Customer loyalty

Modern consumers quickly gauge a brand's impact

on their Loyalty by how satisfied and trusted they feel

about it. Customer loyalty is attained by a company

based on its customer satisfaction [7–9]. Customer

loyalty to buy intention is highly correlated with con-

sumer satisfaction [10]. A brand's ability to satisfy

customers will affect how loyal consumers are to it.

Further, Loyalty assists the business in keeping its

clients, acting as a barrier to switching behaviour [11].

Satisfaction of customers towards private label

brands based on price, quality & promotion has a

great deal in developing customer loyalty towards pri-

vate label brands in the apparel segment [12].

Customer attitudes are shaped by brand loyalty,

which influences and leads to their intention to buy

[13]. Emotional ties to businesses are necessary for

customer loyalty to encourage repeat business [14].

Using brand loyalty as a barrier to brand switching

may be due to consumers' repeated behaviours,

which may be based on inertia and cause resistance

to brand switching [11]. Behavioural Loyalty demon-

strates the actual reliance on recurrent purchase

behaviour. In contrast, attitude loyalty illustrates how

a customer's psychology will function in recommend-

ing brands to others [15, 16].

Customer Trust and Satisfaction

Numerous studies across industries highlight the crit-

ical role of brand trust, Satisfaction, and Loyalty in

driving customer relationships. From traditional retail-

ers like coffee shops to cutting-edge Malaysian com-

panies [17], customers who trust and feel satisfied

with brands exhibit greater Loyalty, often manifested

in repeat purchases and increased spending [18].

Further underlines the mediating role of Satisfaction

and trust in building brand loyalty, even in contexts

like insurance [19–22], found that Satisfaction with

private-label fashion directly influences repurchase

intentions, solidifying the link between Satisfaction

and Loyalty. Brand experience, Satisfaction, trust,

and Loyalty are independent factors affecting cus-

tomer loyalty; the overall takeaway remains clear:

fostering trust, Satisfaction, and Loyalty is paramount

for brands seeking long-term customer relationships

and sustained success [23]. Client loyalty is affected

by client delight. Dependability, fulfilment, and ethical

behaviour all contribute to belief. Higher levels of

client fulfilment boost devotion and faith. A relation-

ship exists between moral behaviour, fulfilment,

belief, and dependability [24].

LITERATURE REVIEW:

Bibliometric analysis using the VosViewer
software

Bibliometric analysis is a quantitative technique for

measuring published research [25]. It tracks the

development in the field, identifies the trends, and

assesses the impact of individual researchers. A co-

occurrence analysis of private label research using

VosViewer and Scopus data in a CSV file revealed

three key clusters as shown in figure 1: (1) store

brands creating value for customers and stronger

store loyalty; (2) national brand equity fuels purchase
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Fig. 1. Co-occurrence analysis



intentions leading to customer satisfaction; and

(3) retailers significantly impacted customer purchas-

es during the COVID-19 pandemic, though this clus-

ter was weaker. This emphasizes the importance of

store and national brands in influencing customer

behaviour, highlighting the role of value, equity, and

purchase intentions in driving Loyalty and

Satisfaction amidst shifting retail landscapes [25].

Researchers also conducted Co-authorship analysis

using VosViewer. This method tracks the number of

times two or more authors collaborate on publica-

tions. This is used to identify research networks and

follow the development of new research areas.

Figure 2 shows that Martinelli and Vergura authored

papers on private labels and customer loyalty [26].

They also worked on sustainability and premium

store brands. Similarly, Nordin and Martinelli worked

together on the fear of COVID-19 and its effect on pri-

vate labels and Loyalty [26]. In another exciting

research, vegetarian private labels influence pur-

chase intentions and Loyalty [26].

Store loyalty and private labels

Store brands enhance customer footfall to the store.

These brands, with price flexibility, gained customer

attention towards the store. Further, store loyalty due

to private labels depends on households' usage,

store branding strategies, and the metrics a retailer

adopts [27]. In certain instances, it was observed that

private-label Loyalty has increased store loyalty [28].

Additionally, price acted as a significant variable in

constructing store loyalty. It is also observed that

higher-priced customers exhibited less store loyalty

[29]. However, it was also argued that during

COVID-19, customers purchased private labels due

to lower prices [30].
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Contrary to this argument, it was observed that store

experience and customer satisfaction during

COVID-19 enhanced customer loyalty [31]. In addi-

tion, customers' variety-seeking buying behaviour

significantly influences buying private labels.

Satisfied private-label customers with variety-seeking

behaviour tended to exhibit better customer loyalty

[32]. A few retailers offering non-traditional products

and services observed that attitudinal Loyalty signifi-

cantly creates customer loyalty [33]. Private labels

with sustainability and social concerns gained more

customer loyalty than their counterparts [34].

National brands versus private labels

National brands were hit harder during the COVID-19.

Private labels, due to their value propositions, gained

prominence. Store brands offer higher margins than

national brands [35–38]. In the post-COVID-19 days,

national brands still need to regain their lost position.

However, in certain instances, it was observed that

the non-availability of certain brands in the store led

to customer churn [39, 40].

Customer satisfaction and private labels

Satisfaction is critical in building confidence with

M-commerce clients [41]. Price, quality, and the worth

of private brands affect customer satisfaction [26,

42]. A well-executed private-label approach increas-

es consumer happiness and develops customer loy-

alty [43]. Identifying customer happiness and trust is

crucial in analysing a website's influence on cus-

tomers in online retail. Building trust requires a posi-

tive impact on Satisfaction, highlighting the interde-

pendence of these factors and stating that retailer

satisfaction and trust are critical to gaining Loyalty

from store initiatives in private labels [44]. 

Fig. 2. Co-authorship analysis



Emphasize further how crucial product quality, relat-

ed Satisfaction, and trust are to businesses hoping to

win over repeat business [45]. Developing trust is

essential to increasing customer satisfaction

because it plays a crucial part in the process [46].

Research Gap

Researchers used the keywords private labels, store

loyalty, private label loyalty, trust, and Satisfaction to

identify research articles in the post-pandemic era

based on papers found that more highlighted the

relationship between store brand image and Loyalty

but not on satisfaction and trust post-pandemic days

[47]. Customers' Loyalty, including trust and other

variables, did not consider Satisfaction and image

and did not consider the impact of customer satisfac-

tion on post-pandemic customer loyalty [48].

Customer trust and Satisfaction were considered for

customer loyalty and living void space on customer

satisfaction [49].

Research Gap validation through web content

The research gap identified via published articles

needed to be more substantial. Thus, researchers

validated the gap through web articles. The analysis

depicts the absence of private labels in the study

area. By considering just essential characteristics,

they could determine which keywords were popular.

The words were more prevalent on Loyalty,

Satisfaction, and trust, but private labels looked to be

concentrated in the research. 

Objective

The research objectives were developed to investi-

gate the impact of private labels on assessing cus-

tomer loyalty in the apparel industry in the post-pan-

demic period. The deduced objectives include:

1. To examine the effect of consumer loyalty on

Satisfaction.

2. To explore the correlation between consumer sat-

isfaction and customer trust.
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3. To examine the mediating role of trust in the asso-

ciation between customer satisfaction and brand

loyalty.

Hypothesis:

Ha1: There is a positive linear relationship between

customer satisfaction and the generation of

Loyalty for private labels.

Ha2: There is a positive linear relationship between

customer satisfaction and the generated trust

for private labels.

Ha3: Trust mediates the association between the

customer's Satisfaction and customer Loyalty.

Theoretical Model of the research

This framework in figure 3 emphasizes the relation-

ship between store loyalty, private labels, and cus-

tomer satisfaction, acknowledging the impact of

price, variety seeking, sustainability, and the pan-

demic. Further research will explore these relation-

ships in greater depth, contributing to understanding

consumer behaviour and Loyalty in the context of pri-

vate labels for textile brands [54, 55].

METHODOLOGY 

A descriptive research design was selected based on

the survey requirements. The study examined how

customer satisfaction generated trust and Loyalty on

private label textiles in Belagavi city of Karnataka

state in India. Researchers thoroughly investigated

existing literature to identify research gaps and vari-

ables. This process enabled researchers to prepare

the questionnaire instrument for the research. The

RESEARCH GAP ANALYSIS

Paper title Authors
Outcomes
measured

Research Gap identified

The Influence of Brand Element Criteria and

Brand Image of Private Label Products on

Store Image and Customer Loyalty

Implications: Study of Modern Retailers

During COVID-19 Pandemic

Annas [50] • Store Image

• Customer Loyalty

Trust and satisfaction vari-

ables were not measured

Customer Loyalty to Modern Retail Channel: A

Study in The Context of the COVID-19

Pandemic in Vietnam

Hien et al. [51] • Customer Loyalty Satisfaction and trust mea-

surements are not considered

Customer Loyalty in the COVID-19 Pandemic:

The Application of Machine Learning in

Survey Data

Khoa et al. [52] • Customer Loyalty Trust and customer satisfac-

tion study was the limitation

The impact of private labels on consumer

store loyalty: An integrative perspective

do Vale et al. [53] • Store Loyalty The authors did not work in

the Indian context

Table 1

Fig. 3. Theoretical model of the research for apparel

Customer
satisfaction

Customer’s
loyalty

Customer
trust



479industria textila 2024, vol. 75, no. 4˘

secondary data was also collected through official

websites and journals. The primary data was collect-

ed through a self-administered questionnaire instru-

ment. Further, researchers used convenience sam-

pling to collect the data from 460 respondents. The

sample validation process omitted 14 responses due

to incompleteness. 

A 5-point Likert scale was adopted to evaluate the

relationships between the variables. The items corre-

sponding to each variable were carefully selected

from the body of existing literature and foundational

works by numerous experts. The scale comprised

five items from the literature to assess trust and relat-

ed aspects [19]. These items measured dependabili-

ty, expectation, honesty, safety, and trust related to

private brands. A four-item scale from [56, 57] exam-

ined consumer loyalty. The selected items assessed

the customer's inclination to buy, intention to buy,

likelihood of future purchase, and influence. A five-

item scale was drawn for measuring customer satis-

faction [58, 59]. Structural equation modelling (SEM)

was used to evaluate the theoretical Model, VIF to

check multicollinearity among variables, Cronbach’s

alpha for reliability, and KMO and Bartlett's for sam-

ple adequacy.

RESULTS 

A reliability test was used to assess the reliability of

the data collected. The consistency of the responses

to any item used in the questionnaire and the based

on the data collected should be more than 0.70. The

overall internal consistency of all the items is 0.772,

as shown in table 2. The Kaiser Meyer Olkin (1997)

and Bartlett's test for Sphericity (1954) were used to

determine the adequacy of the sample, and the result

of the test, as shown in table 2, is 0.867, which lies

between the 0.8–0.9 range. Hence, both test results

show positive internal consistency and sample size

adequacy results.

RELIABILITY AND SAMPLE ADEQUACY

Cronbach’s alpha KMO and Bartlett's

0.772 0.867

Table 2

OVERALL TEST

Label X2 df p

User Model 154 74 < 0.001

Baseline Model 3661 91 < 0.001

Table 4

FIT INDICES

SRMR
95% Confidence Intervals

Upper RMSEA p
RMSEA Lower

0.026 0.049 0.038 0.060 0.530

Table 5

VIF

Variables VIF Value

Customer Satisfaction 2.683

Trust 2.683

Table 3

A variance inflation factor (VIF) was used to measure

the degree of collinearity (or multicollinearity) among

variables (i.e., the independent variables considered

are Customer Satisfaction & Trust, and the depen-

dent variable is Customer Loyalty) [60]. If the VIF fac-

tor value is less than or equal to 5, it is not a problem

and does not result in the rejection of any indepen-

dent latent variable. The values of VIF from table 3

indicate that there is no multicollinearity with a VIF

value of 2.683 for the variables Customer

Satisfaction & Trust. Thus it suggests that Trust and

Satisfaction independently predict Loyalty, confirming

their respective and combined effects on forming

customer loyalty.

SEM (Structural Equation Modeling)

SEM analyses data based on acquired information,

the relationship between customer satisfaction, an

independent variable, and customer trust and

Loyalty, dependent variables. The result of the analy-

sis is shown below:

The total model test results, which contrast the User

Model with the Baseline Model, are shown in table 4.

There is a significant difference between the models,

as indicated by the chi-square (X2) statistic, which is

substantial at p<0.001. The User Model's fit indices

are shown in table 5; the Standardized Root Mean

Square Residual (SRMR) is 0.026, the Root Mean

Square Error of Approximation (RMSEA) is 0.049,

and the RMSEA p-value is 0.530, which is not statis-

tically significant. These values, which are within

acceptable bounds, imply a satisfactory fit. Both fit

indices and statistical tests show that the User Model

performs significantly better than the Baseline Model

[61–65].

Table 6 shows parameter estimates with 95% confi-

dence ranges for the given relationships. Customer

satisfaction has a significant and strong impact on

trust (β=0.9288, p<0.001), although customer satis-

faction positively influences Loyalty but fails to estab-

lish a hypothetical significance (β=0.0782, p=0.610).

Trust significantly enhances the relationship between

Satisfaction and Loyalty (β=0.8678, p<0.001).

According to the projections, stronger Customer

Loyalty leads to better trust and, ultimately, greater

Satisfaction. Robust statistical significance through-

out the interactions analysed supports these findings,

highlighting trust's critical role in influencing con-

sumer happiness within the study setting.



The measurement model yields parameter estimates

with 95% confidence intervals for latent constructs

and their observable indicators. As shown in figure 4

(ST1 through ST5), all five indicators show strong

positive loadings in the Satisfaction latent variable,

indicating their role in measuring Satisfaction.

Similarly, the Customer Loyalty indicators (CL1

through CL4) have strong positive loadings, suggest-

ing that they help determine the latent variable. Each

of the five indicators (TR1 through TR5) for trust

shows notable and positive loadings, highlighting

their importance in capturing trust. The robust load-

ings across indicators indicate the measurement

model's dependability, which validates the efficient

assessment of latent components in the context

under study.

DISCUSSION

All the hypotheses were tested in the study's select-

ed research frameworks. Critical are the alternatives

Ha1 and Ha2, which deal with the significance of the

effect generated among customer satisfaction, trust,
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Fig. 4. Path diagram of the model

PARAMETER ESTIMATES

Dep Pred Estimate SE Lower Upper β z p

Customer Loyalty Satisfaction 0.0949 0.1859 –0.269 0.459 0.0782 0.511 0.610

Customer Loyalty Trust 0.8255 0.1539 0.524 1.127 0.8678 5.363 < 0.001

Trust Satisfaction 1.1850 0.0859 1.017 1.353 0.9288 13.801 <0 .001

Table 6

RESULT OF HYPOTHESIS ACCEPTANCE

AND REJECTION

Hypothesis Relationship Result

Ha1 Satisfaction and loyalty Rejected

Ha2 Satisfaction and trust Not Rejected

Ha3 Satisfaction-trust-loyalty Not Rejected

Table 7

Satisfaction, and Customer

Loyalty. Ha3 accepts the

role played by the cus-

tomer's trust as a mediator

in the association between

the Satisfaction of the cus-

tomers and Loyalty gener-

ated among them [16, 20,

21]. The effect or impact of

customer trust on customer

loyalty is limited, and the

effect of Satisfaction is

even sustained when trust

is introduced into the rela-

tionship with customer loy-

alty. Customer trust bene-

fits private-label apparel

retailers by increasing con-

sumer trust in brands and companies [46]. Table 7

shows that hypothesis Ha1 is rejected, and hypothe-

ses Ha2 and Ha3 are not rejected, which depicts that

trust mediates between Satisfaction and Loyalty for a

customer in the apparel retail arena. The post-pan-

demic textile market of Belagavi, India, highlights the

vital role of trust and customer satisfaction in driving

customer loyalty for private-label textiles. The study

revealed that trust exerts an even more substantial

influence and mediates Satisfaction and Loyalty [42].

Additionally, retailers can build trust by providing

transparent and clear information about the materials

used, the manufacturing process, and the working

conditions of the people who make their products.

CONCLUSION

This study provided insightful information for the

Belagavi textile market and other markets in north

Karnataka. The customer is very knowledgeable

today, and their taste and buying patterns vary with

demographic factors such as age and lifestyle.

Hence, it is necessary to build trust among the cus-

tomers with the enhanced influence of Satisfaction,

which leads to their repeat purchases of private-label

textile brands; further, customer satisfaction is the pri-

mary driver of Loyalty to private-label textiles.

Today's retailers have to adopt a responsible method

of doing business to build trust among their cus-

tomers. Textile retailers may enhance customer loy-

alty by developing and strengthening their relation-

ship with customers by integrating faith and

Satisfaction into their business in other regions of

India. They may also test the above Model to get the



best results in terms of profit shortly. The strategy in

the present competitive environment goes beyond a

specific private label textile branding, offering a foun-

dation for sustainable growth and success in the

post-pandemic landscape for the chosen category in

the textile industry in need of an hour.

Future scope of research

The study presently focuses on the significant rela-

tionship between Satisfaction, trust, and customer

loyalty among the organized retail stores in the

apparel segment in Belagavi city, Karnataka, India.

The study has a great scope that can be extended to

other places in different states and countries across

the globe. The variables used in identifying the con-

struct of Loyalty for the apparel segment were only

Satisfaction and trust. Still, more research needs to

be done on branding private labels and developing

Loyalty among customers based on brand image,

store image, and brand awareness, which play a

dominant role in the construction of Loyalty [44]. The

present research also gives the scope to deepen the

research in analysing customer loyalty based on its

understanding, specifically on its form like repur-

chase, future purchase intention, and referring the

same to others. The researchers can be more specif-

ic in their research to better understand Loyalty for

private brands offered by an organized textile retailer.

This leads to improvements in creating private labels

and loyalty segments. Future research related to

Technology can take up topics like the power of per-

sonalization and customization in private label

brands to target B2B markets, Loyalty beyond trans-

actions, and how advanced data analytics can be

used to segment customers based on buying

behaviour and preferences.

481industria textila 2024, vol. 75, no. 4˘

REFERENCES

[1] Bruer, S.M., Outcomes of Private Label Programs: Brand Loyalty, Supply Chain, & Cost Management, 2006

[2] De, D., Singh, A., Consumer’s Perspective and Retailer’s Consideration Towards Purchase of Private Label Brands,

In: Procedia Computer Science, 2017, 122, 587–594, https://doi.org/10.1016/j.procs.2017.11.410

[3] Nielsen, The state of private label around the world – Where it’s growing, where it’s not and what the future holds,

2014, Available at: www.nielsen.com/content/dam/nielsenglobal/kr/docs/global report/2014/Nielsen%20Global

%20Private%20Label%20Report%20November% 202014.pdf  [Accessed on December 10, 2014]

[4] Gangwani, S., Mathur, M., Shahab, S., Influence of consumer perceptions of private label brands on store loyalty –
evidence from Indian retailing, In: Cogent Business & Management, 2020, 7, 1, 1751905,

https://doi.org/10.1080/23311975.2020.1751905

[5] Chandra, P., The textile and apparel industry in India, IIM-A, Ahmedabad, India, 2006

[6] Goworek, H., An investigation into retail buying roles and responsibilities for own-label clothing: A multiple case-stud,
In: The Journal of the Textile Institute, 2014, 105, 7, 760–769, https://doi.org/10.1080/00405000.2013.848046

[7] Nishay, K., Shilpa, S., Effect of brand image on customer satisfaction and Loyalty intention and role customer, In:

Research Gate Journal, 2014

[8] Yu-Te, Wang, T.C., Chang, H.C., Corporate brand image and customers satisfaction on Loyalty: An Empirical study
of Starbucks coffee in Taiwan, In: Journal of Social and Development Science, 2012, 24–32

[9] Dilekceti, A.K., Dilek, O., Yusuf, C.E., Brand Image, Satisfaction and brand loyalty - How effective are they in the
automotive industry market share, In: European Journal of Business and Management, 2016, 8, 7

[10] Moisescu, O.I., Allen, B., The relationship between the dimensions of brand loyalty. An Empirical investigation
among Romania Urban Consumers. Management and Marketing Challenges for Knowledge Society, In:

Management & Marketing, 2010, 5, 4, 83–98

[11] Reichheld, F., The One Number You Need to Grow, In: Harward Business Review, 2003, 81, 12, 46–54

[12] Chavadi, C., Kokatnur, S., Do private brands result in store loyalty? An empirical study in Bangalore, In: The Icfai

University Journal of Marketing Management, 2008, 7, 3, 6–33

[13] Akbar, N., Mordhah, N., Kausar Takrim, D.I.R., Tauqeer, F., Connecting the Dots: Unraveling the Relationship
between Brand Attitude, Loyalty, and Purchase Intentions In The Textile And Fashion Industry, In: Journal of Positive

School Psychology, 2023, 523–536

[14] Nguyen, T.N., Barrett, N.J., Building customer loyalty in the Vietnamese garment industry: The role of trust and
corporate social responsibility, In: Journal of Business Ethics, 2006, 68, 1, 23–35

[15] Marchi, G., Nardin, G., Scarso, E., Bolisani, E., A Knowledge management reading of electronic commerce:
experience in the Italian clothing industry, In: International Journal of Electronic Business, 2003, 1, 3, 258–280

[16] Adji, J., Pengaruh Satisfaction dan Trust TerhadapMinatPembelian di Starbucks the Square Surabaya, In: Journal

StrategiPemasaran, 2014, 2, 1, 1–10

[17] Hanaysha, J., Abdullah, H.H. The impact of product innovation on relationship quality in automotive industry:
Strategic focus on brand satisfaction, brand trust, and brand commitment, In: Asian Social Science, 2015, 11, 10,

94–104

[18] Ju, S.-r., Chung, M.-s., The effects of both store and private brand apparel product attributes on Satisfaction and
repurchase intention at large discount stores, In: The Research Journal of the Costume Culture, 2014, 22, 143–157,

https://doi.org/10.7741/RJCC.2014.22.1.143

[19] Chaudhuri, A., Holbrook, M.B., The Chain effecet from brand trust and brand effect to brand performance: the role
of Brand Loyalty, In: Journal of Marketing, 2001, 65, 31–93

[20] Dhiranty, A., Suharjo, B., Suprayitno, G., An analysis on customer satisfaction, trust and Loyalty toward online shop
(a case study of tokopedia. com), In: Indonesian Journal of Business and Entrepreneurship (IJBE), 2017, 3, 2, 102



482industria textila 2024, vol. 75, no. 4˘

[21] Pezhman, R., Javadi, M.H.M., Shahin, A., Analyzing the influence of ethical sales behaviour on customer's Loyalty
through customer satisfaction and trust in insurance company, In: International Journal of Academic Research in

Business and Social Sciences, 2013, 3, 9, 754

[22] Menon, B., Influence of Customer’s Brand Attitude on Purchase Intention of Private Label Fashion Brands, In:

Abhigyan, 2018, 36, 2, 30–40, https://doi.org/10.56401/Abhigyan/36.2.2018.30-40

[23] Sahin, A., Zehir, C., Kitapçı, H., The effects of brand experiences, trust and Satisfaction on building brand loyalty; an
empirical research on global brands, In: Procedia-Social and Behavioral Sciences, 2011, 24, 1288–1301

[24] Havidz, I.L.H., Fazrin, L., Syah, T.Y.R., Do Customer Satisfaction and Trust Mediate the Relationship of Ethical
Behavior to Customer Loyalty?, In: Empirical Study of Indonesian Textile B2B Customer, 2023, 5, 4

[25] Donthu, N., Kumar, S., Mukherjee, D., Pandey, N., Lim, W.M., How to conduct a bibliometric analysis: An overview
and guidelines, In: Journal of Business Research, 2021, 133, 285–296

[26] Martinelli, E., De Canio, F., Purchasing veg private labels? A comparison between occasional and regular buyer, In:

Journal of Retailing and Consumer Services, 2021. 63, 102748

[27] Ngobo, P.V., Private label share, branding strategy and store loyalty, In: Journal of Retailing and Consumer Services,

2011, 18, 4, 259–270

[28] do Vale, R.C., Matos, P.V., Caiado, J., The impact of private labels on consumer store loyalty: An integrative
perspective, In: Journal of Retailing and Consumer Services, 2016, 28, 179–188

[29] Koschate-Fischer, N., Cramer, J., Hoyer, W.D., Moderating effects of the relationship between private label share
and store loyalty, In: Journal of Marketing, 2014, 78, 2, 69–82

[30] Czeczotko, M., Górska-Warsewicz, H., Laskowski, W., Rostecka, B., Towards sustainable private labels in an
autonomous community during Covid – Analysis of consumer behavior and perception on the example of Tenerife,

In: Sustainability, 2021, 13, 13, 7467

[31] Pinto, J.P., Veloso, C.M., Sousa, B.B., Valeri, M., Walter, C.E., Lopes, E., Managerial Practices and (Post) Pandemic
Consumption of Private Labels: Online and Offline Retail Perspective in a Portuguese Context, In: Sustainability,

2022, 14, 17, 10813

[32] Rubio, N., Villaseñor, N., Yagüe, M.J., Customer’s loyalty and trial intentions within the retailer: the moderating role
of variety-seeking tendency, In: The Journal of Consumer Marketing, 2019, 36, 5, 620–632,

https://doi.org/10.1108/jcm-10-2017-2391

[33] Martinelli, E., Vergura, D.T., Evolving the private label role in the retailer-customer relationship: antecedents and
impact of premium private labels on customer loyalty to the retailer, In: Handbook of research on retailer-consumer

relationship development, IGI Global, 2014, 86–106

[34] Mejri, C.A., Bhatli, D., Marketing sustainability: Consumer responses to the social quality of private labels, In:

Marketing Dynamism & Sustainability: Things Change, Things Stay the Same…, 2015, 227–227,

https://doi.org/10.1007/978-3-319-10912-1_74

[35] Gandhi, A., Bhattacharya, S., Factors influencing purchase intention of store brands in organised fashion retail, In:

International Journal of Electronic Marketing and Retailing, 2021, 12, 4, 414, https://doi.org/10.1504/

ijemr.2021.118307

[36] Puri, S., Qamar, A., Goyal, S., Private labels and national brands: the case of India, In: International Journal of

Business and Globalisation, 2021, 27, 4, 513, https://doi.org/:10.1504/ijbg.2021.113793

[37] Warleta, G.M., Ventisca, M.D.-B., Gallo, M.P., Importance and role of retail brands in a non-food market, In:

Handbook of Research on Strategic Retailing of Private Label Products in a Recovering Economy, 2016, 416–442,

https://doi.org/10.4018/978-1-5225-0220-3.ch017

[38] Ailawadi, K.L., Keller, K.L., Understanding retail branding: conceptual insights and research priorities, In: Journal of

Retailing, 2004, 80, 4, 331–342, https://doi.org/10.1016/j.jretai.2004.10.008

[39] Hoekstra, J.C., Leeflang, P.S., Marketing in the era of COVID-19, In: Italian Journal of Marketing, 2020, 4, 249–260

[40] Manikandan, M.K.M., Store brand and perceived risk on private label brand attitude, In: Journal of Indian Business

Research, 2020, 12, 1, 133–150, https://doi.org/10.1108/jibr-09-2019-0280

[41] Suki, N., A structural model of customer satisfaction and trust in vendors involved in mobile commerce, In:

International Journal of Business Science & Applied Management (IJBSAM), 2011, 6.2, 18–30

[42] Jain, S., Singh, S., The influence of customer satisfaction, trust, and brand image on brand loyalty in the Indian
textile market, In: International Journal of Retail & Distribution Management, 2019, 47, 12, 1292–1312

[43] Miquel-Romero, M.J., Caplliure-Giner, E.M., Adame-Sánchez, C., Relationship marketing management: Its importance
in private label extension, In: Journal of Business Research, 2014, 67, 5, 667–672, https://doi.org/10.1016/

j.jbusres.2013.11.025

[44] Sulibhavi, B., Shivashankar, K., The impact of brand image on customer's Loyalty towards private label brands: the
mediating effect of Satisfaction. Hubli-Dharwad conglomerate city of Karnataka, In: International Journal of

Marketing & Financial Management, 2017, 5, 8, 43–50

[45] Akbar, M.M., Parvez, N., Impact of service quality, Trust, and customer satisfaction on customer's Loyalty, In: ABAC

Journal, 2009, 29, 1

[46] Payan, J.M., & McFarland, R.G., The effects of influence strategies and dependence on Satisfaction: does trust
mediate these relationships?, In: Journal of Marketing Channels, 2005, 13, 1, 3–20

[47] Anas, M., Khan, M.N., Rahman, O., Uddin, S.F., Why consumers behaved impulsively during COVID-19
pandemic?, In: South Asian Journal of Marketing, 2022, 3, 1, 7–20

[48] Gupta, A.S., Mukherjee, J., Garg, R., Retailing during the COVID-19 lifecycle: a bibliometric study, In: International

Journal of Retail & Distribution Management, 2023, 51, 11, 1413–1476

[49] Khoa, B.T., Huynh, T.T., How do customer anxiety levels impact relationship marketing in electronic commerce?, In:

Cogent Business & Management, 2022, 9, 1, 2136928



483industria textila 2024, vol. 75, no. 4˘

Authors:

SULIBHAVI BASAVARAJ1, GADDI ALOK2, VIRGIL POPESCU3, RAMONA BIRAU4, KULKARNI PRASAD5,

PETRE VALERIU NINULESCU4, K. SHIVASHANKAR6, SHARAN KUMAR SHETTY7

1Institute of Business Management and Research, Faculty of Management, Dept. Business Administration,

Akshay Colony, Vidyanagar 580021, Hubballi, Karnataka, India

e-mail: sulibhavibasavaraj@gmail.com

2KLE Technological University, Faculty of Management, School of Management Studies & Research,

BVB Campus Vidya Nagar580031, Hubballi, Karnataka, India

e-mail: alokgaddi@gmail.com

3University of Craiova, Faculty of Economics and Business Administration, Craiova, Romania

e-mail: virgil.popescu@vilaro.ro

4University of Craiova, "Eugeniu Carada" Doctoral School of Economic Sciences, Craiova, Romania

e-mail: petre.pregi@yahoo.it

5Presidency College, Faculty of Management, Dept. Business Administration,

Kempapura Main Rd, Hebbal Kempapura 560024, Karnataka, India

e-mail: drprasadkulkarni7@gmail.com

6Davangere University, Shivagangotri, 577007, Davangere, Karnataka, India

e-mail: vtushiva@gmail.com

7Texila American University, 405A, Given Lubinda Road, Lilayi, Lusaka, Zambia

e-mail: sharansai25@gmail.com

Corresponding author:

RAMONA BIRAU

e-mail: ramona.f.birau@gmail.com

[50] Annas, M., The Influence of Brand Element Criteria and Brand Image of Private Label Products on Store Image and
Customer Loyalty Implications: Study of Modern Retailers during Covid-19 Pandemic, In: The 1st International

Conference on Regional Economic and Development, Redwhite Press, 2021, February

[51] Hien, B.T., Tram, N.T.N., Ai, T.N.M., Customer loyalty to modern retail channel a study in the context of Covid-19
pandemic in Vietnam, In: Calitatea, 2021, 22, 184, 122–130

[52] Khoa, B.T., Oanh, N.T.T., Uyen, V.T.T., Dung, D.C.H., Customer loyalty in the Covid-19 pandemic: the application of
machine learning in survey data, In: Smart Systems: Innovations in Computing: Proceedings of SSIC 2021, Springer

Singapore, 2022, 419–429

[53] do Vale, R.C., Matos, P.V., Caiado, J., The impact of private labels on consumer store loyalty: An integrative
perspective, In: Journal of Retailing and Consumer Services, 2016, 28, 179-188

[54] Baron, R.M., Kenny, D.A., The moderator-mediator variable distinction in social psychological research: Conceptual,
strategic, and statistical considerations, In: Journal of Personality and Social Psychology, 1986, 51, 6, 1173

[55] Baser, I.U., Cintamur, I.G., Arslan, F.M., Examining the effect of brand experience on consumer satisfaction, brand
trust and brand loyalty, In: Marmara University Journal of Economic & Administrative Sciences, 2015, 37, 2

[56] Zeithaml, V.A., Berry, L.L., Parasuraman, A., The behavioral consequences of service quality, In: Journal of

Marketing, 1996, 60, 2, 31–46

[57] Sirdeshmukh, D., Singh, J., Sabol, B., Consumer trust, value, and Loyalty in relational exchanges, In: Journal of

Marketing, 2002, 66, 1, 15–37

[58] Castaldo, S., Grosso, M., Mallarini, E., Rindone, M., The missing path to gain customers Loyalty in pharmacy retail:
The role of the store in developing Satisfaction and trust, In: Research in Social and Administrative Pharmacy, 2016,

12, 5, 699–712

[59] Oliver, R.L., A cognitive model of the antecedents and consequences of satisfaction decisions, In: Journal of

Marketing Research, 1980, 17, 4, 460–469

[60] Kock, N., WarpPLS User Manual 6.0, Script warp systems, 2019

[61] Lacobucci, D., Structural equations modeling: Fit indices, sample size, and advanced topics, In: Journal of

Consumer Psychology, 2010, 20, 1, 90–98, https://doi.org/10.1016/j.jcps.2009.09.003

[62] Schermelleh-Engel, K., Moosbrugger, H., Evaluating the Fit of structural equation models: tests of significance and
descriptive goodness-of-fit, 2003

[63] Hu, L.T., Bentler, P.M., Fit indices in covariance structure modeling: Sensitivity to under parameterized model
misspecification, 1998

[64] Kline, R.B., Principles and practice of structural equation modelling, 3rd edition. New York: The Guilford Press, 2011

[65] Kaiser, H.F., An index of factorial simplicity, In: Psychometrika, 1974, 39, 1, 31–36




