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ABSTRACT

The highly competitive environment of the apparel industry requires strategic sustainability for loyalty toward
the brands. This research investigates interactions among customer engagement, brand trust, and personality
traits in forming brand loyalty within apparel brand relationships. The research approach is empirical and
primarily quantitative. The research used the Multistage sampling method and Mall intercept survey technique
for collecting data. A structured questionnaire was used as the main data collection instrument. The statistical
procedures used in the analysis were Confinmatory Tactor Analysis, T-test, ANOVA, Chi-square,
Multidimensional Scaling, Correlation, and Structural Equation Modeling. An increased level of Customer
Engagement results in increased Brand Loyalty. The Brand Trust acts as a mediator in the interrelationship of
Customer Engagement and Brand Loyalty. Customer Innovativeness has a high correlation with Brand
Loyalty, meaning that innovative Customers are more likely to be brand loyal. In the Customer Engagement
and Brand Loyalty relationship, Personality traits such as Relationship Proneness, Variety Seeking, Customer
Innovativeness, and Involvement are the influential moderating factors.

This Research adds to marketing theory by broadening the comprebension of determinants of brand
relationships and giving proper suggestions for marketers about what they can do to make lasting connections
between brands and Customers. This work demonstrates how customizing engagement strategies according to
Customers' personality profiles allows brands to forge meaningful, trust-based associations copducive to

loyalty-building in the apparel sector.
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