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This study investigates how consumers’ perception of service quality (SQP) and merchandise quality (MQP) influence brand trust (BT) and, in turn, behavioral intention (BI) within Bangladesh’s boutique fashion sector particularly focusing on Aarong, Yellow, Anjan’s, and Sailor. The research framework draws on the Stimulus–Organism–Response (S-O-R) model and Signaling Theory. These relationships were empirically examined through a quantitative approach employing Partial Least Squares Structural Equation Modeling (PLS-SEM). Data were collected from 324 participants through a structured online questionnaire distributed via Survey Monkey. The analysis revealed that both service and merchandise quality significantly and positively influence brand trust and behavioral intention. Furthermore, higher trust levels enhance consumers’ willingness to repurchase, revisit, and engage in positive word-of-mouth communication. The model has a high level of explanatory power, and the level of R² stands at 0.693 in the case of Behavioral Intention and 0.438 in the case of Brand Trust, which satisfies the strength of the theoretical framework. The findings underscore customer confidence and loyalty to the brand in the case of increasing the tangible and intangible dimensions of service. Future studies might be able to apply this model to other cultural or geographic settings, as well as compare online and offline experiences with boutiques or other mediating (such as customer satisfaction or perceived value) variables for better understand the behavioral processes and formation of trust in the changing retail setting.

Keywords: Service Quality Perception, Merchandise Quality Perception, Brand Trust, Behavioral Intention, Boutique Fashion Houses
[bookmark: _GoBack]

Table of Contents
Letter of Transmittal	i
Student Declaration	ii
Acknowledgment	iii
Certification of Similarity Index	iv
Abstract	v
1. Introduction	1
1.1 Background and Rationale	1
1.2 Industry Overview	1
1.3 Theoretical Foundations & Key Constructs	4
1.4 Research Gap and Expected Contributions	5
1.5 Scope and Context	5
2. Literature Review	6
2.1 Service Quality Perception:	6
2.2	Merchandise Quality Perception:	7
2.3	Brand Trust	7
2.4	Behavioral Intention	8
2.5. Research Gap	8
2.6 Theoretical Framework	9
2.7 Hypotheses Development	10
2.7.1 Effects of Service Quality Perception on Brand Trust	10
2.7.2 Effects of service quality perception on behavioral intention	10
2.7.3Effects of Merchandise Quality Perception on Brand Trust	11
2.7.4. Effects of Merchandise Quality Perception on Behavioral Intention	11
2.7.5Effects of Brand Trust on Behavioral Intention	12
3. Research Objectives	13
4. Methodology	14
4.1 Participants	14
4.2 Measures	14
4.2.1. Research Instrument Description	15
4.2.2 Sample technique used: purposive sampling technique	17
4.3 Analysis	18
5.	Findings	19
5.1. Demographic characteristics of the respondents	19
5.2. Measurement model	21
5.2.1. Reliability	22
5.2.2. Validity:	23
5.3. Structural Model	23
5.3.1. Multi Co-linearity	25
5.3.2. Common Method Bias	25
5.3.3Path coefficient	26
5.3.4. R square	27
5.3.5. Summary of hypotheses	28
6. Future Research Scope & Conclusion	29
6.1 Future Research Scope	29
6.2Theoretical Contributions	29
6.3 Conclusions	30
6.	Appendix	32
References	32
Questionnaire	37
Instruments	39

[bookmark: _Toc214104695]1. Introduction
[bookmark: _Toc214104696]1.1 Background and Rationale
Bangladesh is now world’s most significant garment exporter country and holding second position. This garment sector employing approximately 4 million workers & dominating the share export earnings. A dazzling domestic retail ecosystem has spread in major cities such as Dhaka and Chattogram. As a result, export oriented manufacturing tie up the macro story. There featuring boutique fashion houses like Aarong, Yellow & Anjan’s that blend traditional craftsmanship including modern retail formats. Resulting in flourishing urbanization, enhancing middle-class incomes & fast digital adoption have extended demand for branded apparel and omnichannel shopping journeys. In 2024, fashion e-commerce revenues in Bangladesh were estimated at about US$1.2 billion, along with a double - digit growth trajectory forecast into 2025 (ECDB , 2024/2025). Against this background, understanding how perceived quality relating to both services & merchandise convert into brand trust (BT) & behavioral intension (BI) such as repurchase, word of mouth, revisit. This behavioral intention is practically salient for boutique retailers that engage/compete on differentiated design, secured quality and authentic brand narratives. Recent studies across fashion & beside retail settings consistently show that, service/product quality form consumers’ trust. Ultimately, trust turn drives intention to purchase & recommend (Tosun & Tosun, 2024) (Handoyo, 2024) (Nguyen, Nguyen, & Trinh, 2024). Constructing on these findings and the Theory of Planned Behavior, which conceptualizes behavioral intention as the proximal antecedent to behavior (AJZEN, 1991). This study focuses on boutique fashion brands in Bangladesh.

[bookmark: _Toc214104697]1.2 Industry Overview
The fashion boutique industry in Bangladesh, comprising design-led retail labels that blend artisan craftsmanship and contemporary aesthetics. It has emerged as an influential and rapidly evolving sector in Bangladesh. These boutique houses for instance: Aarong, Anjan’s, Yellow, Sailor (Urban Truth), and other designer studios offer selected apparel collections via both physical outlets and digital platforms. 
In case of market – structure boutique houses coexist with unbranded mass-market vendors along with international fast-fashion entrants. The boutique segment competes with unbranded markets and youth-oriented chains. While e-commerce and social platforms expand discovery and conversion. In 2021, at Dhaka a survey evidence indicates online shopping adoption is rising yet still relatively low versus mature markets. At the same time, its effect on in-store trips is heterogeneous across shopper types (Enam, Azad, & Afrin, 2024). This implies boutiques should tailor digital tactics such as assortment curation, size runs, returns policies to micro-segments rather than assume uniform channel substitution. On the other – hand distribution channel has become increasingly omnichannel, combining storefronts in prominent malls (Such as; Jamuna Future Park, Bashundhara Shopping Complex) with growing e-commerce penetration from approximately 15–20% in 2024 towards projected 20–25% in 2025 (ECDB , 2024/2025). A robust online presence is now critical to market expansion for many boutique houses. 
While digital sales grow, cash-on-delivery (COD) remains dominant. Accounting for roughly 75% of e-commerce transactions, this impacts user experience design, returns management, and customer trust strategies within the boutique segment (Payments CMI, 2024).  Nowadays alongside channel shifts, values-based consumption is becoming noticeable for younger Bangladeshis. A research study finds that pro-nature cultural values shape attitudes toward sustainable apparel and suggesting boutique storytelling around provenance (Such as handloom, natural dyes & fair wages) can build attitudinal and behavioral intent among urban youth (Su, Iqbal, Haque, & Akter, 2023). 

Aarong 
Aarong is one of the well - known fashion boutique houses in Bangladesh. Which is BRAC’s flagship social enterprise. It established in 1978 that integrates artisan made apparel & lifestyle goods into a premium retail experience. Now the brand has become a symbol of ethically made handcrafted products that sustain rural livelihoods while serving urban consumers. 
Recent BRAC reporting and Aarong communications indicate the brand now works with 60,000 - 87,000+ artisans across cluster networks. Also offering an extensive product range that includes traditional and contemporary apparel, home décor, and accessories. Its retail presence spans multi-city flagship stores and a strong e-commerce platform. Service consistency, ethical sourcing, and product provenance is the business model foregrounds of Aarong. This factors that align with service quality perception (SQP) and merchandise quality perception (MQP) as antecedents to brand trust (BT) and behavioral intention (BI). 
Yellow
BEXIMCO Group launched Yellow in 2004.Yellow targets urban fashion oriented consumers & their concentration on contemporary western wear, formal attire, casualwear & accessories for men, women & kids. Its most of the leading malls strategically situated in Dhaka like Bashundhara City and Jamuna Future Park. Besides, a robust e-commerce operation catering to domestic and international markets, including a dedicated Canadian storefront. Yellow competes primarily on store experience (SQP) and merchandise quality such as fit, finishing, and contemporary design variety. Alongside emphasis on trend responsiveness, design variety, and fit precision. This is the key drivers of trust and repurchase intentions in contemporary fashion retail contexts. 

Anjan’s: Established in 1994. It is one of the Bangladesh’s most recognized boutique brands. This brand known for its indigenous clothing such as salwar-kameez, sarees, panjabi/kurta. Beside fushion lines the brand blend traditional motifs alongwith moder cuts. The brand has multiple operations across major cities and maintain an online presence too. Anjan has strong seasonal collection facilities specially during Eid and Pohela Boishakh. The brand emphasis on strong textile quality, stiching and design authenticity along with strong merchandise quality cues. These are associated with brand trust and purchase intentions in apparel markets. 
Sailor: It is the brand of Epyllion Group and a well-known apparel manufacturer in Bangladesh. This brand is famous for its fashion forward casualear, offers seasonal capsules with frequent new drops. Through Epyllion Foundation, Epyllion’s public communications highlight sustainability and Corporate Social Responsibility (CSR), alongside aligning with global consumer trends towards ethical consumption. These sustainability signals combined with consistent service quality, contribute to higher brand trust and stronger purchase intentions of the consumers. 

[bookmark: _Toc214104698]1.3 Theoretical Foundations & Key Constructs 
The term Service quality perception (SQP) refers to consumers’ overall judgments about the service excellence. However, service quality perception operationalized by SERVQUAL’s dimensions such as; tangibles, reliability, responsiveness, assurance & empathy (Parasuraman, Zeithaml, & Berry, 1988). Recent empirical work in fashion and retail ensures that higher perceived service quality fosters consumers’ brand trust and behavioral intention such as; in ready to wear fashion, servitization strategies strengthen perceived quality, purchase and recommendation intentions (Tosun & Tosun, 2024). Both online and offline fashion journeys, experience quality builds trust which enhances repurchase intention as well as word-of-mouth (Nguyen, Nguyen, & Trinh, 2024). Besides, meta‑analytical evidence across e‑commerce further underscores trust central, which has direct role in purchasing outcomes (Handoyo, 2024). 

Merchandise Quality Perception (MQP) refers to how consumers perceive the functional and aesthetic aspects of apparel (such as; fabric, stitching, fit, design, durability). Research shows that higher perceived merchandise quality builds trust, satisfaction, and loyalty. It also significantly increases purchase intention and word-of-mouth in sustainable and second-hand apparel contexts (Cho, Jo, & Kim, Understanding Consumer Perception towards Sustainable Apparel: A Parallel Mediation Analysis on Satisfaction and Trust, 2024)& (Tymoshchuk, Lou, & Chi, 2024).
Brand Trust (BT) refers to consumers’ confidence that a brand will fulfill promises with honesty and reliability. In fashion industry, it develops through consistent service, reliable product quality, and ethical practices. Several research studies highlight its mediating role between quality perceptions and behavioral outcomes. Alongside, direct effect on purchase decisions and repurchase intentions.
Behavioral Intention (BI) is the likelihood of future actions for instance; purchase, repurchase, revisit, or positive word-of-mouth. It is a key predictor of actual behavior in consumer models. Empirical evidence shows brand trust (BI) is shaped by both service and product quality. Along with sensory and experiential factors in apparel retail.

[bookmark: _Toc214104699]1.4 Research Gap and Expected Contributions
Despite Bangladesh’s vibrant boutique fashion scene, empirical work explicitly linking service quality and merchandise quality to brand trust and behavioral intention within branded boutique houses like Aarong, Yellow, Anjan’s remains limited and scattered.  Often focused on descriptive satisfaction audits or broad e‑commerce behavior & contemporary studies from adjacent contexts establish the individual paths (quality → trust; quality → intention; trust → intention) but fewer studies integrate these relationships in a unified model tailored to Bangladesh’s boutique retail. This study contributes by: 
(1) Specifying a parsimonious, evidence‑based framework
 (2) Adapting validated scales to Bangladesh’s apparel boutiques
 (3) Offering actionable insights for experience design (service scripts, store ambiance, omnichannel touchpoints) and assortment/quality management (fabric/stitching standards, fit consistency, after‑wash performance) to leverage trust as a driver of intention and loyalty.

[bookmark: _Toc214104700]1.5 Scope and Context
The empirical context centers on boutique fashion brands in Bangladesh primarily Aarong, Yellow and Anjan’s, Sailor targeting urban consumers in Dhaka and other major cities. Constructs will be measured via established scales: service quality using SERVQUAL‑based items (tangibles, reliability, responsiveness, assurance, empathy); merchandise quality using apparel‑specific functional and aesthetic attributes; brand trust using validated trust items (reliability, honesty/benevolence); and behavioral intention via repurchase, revisit and WOM intentions. The theoretical lens integrates signaling (quality as risk‑reducing cue), S‑O‑R (quality as stimulus shaping internal states) and the TPB (intention as proximal predictor of behavior).
This introduction outlined the Bangladesh boutique fashion context and positioned the study within contemporary research on quality perceptions, brand trust and behavioral intention. Grounded in TPB and supported by recent empirical work in fashion and retail, the proposed model advances five hypotheses linking service and merchandise quality to trust and intention. The next chapter develops the full literature review and……….

[bookmark: _Toc214104701]2. Literature Review

[bookmark: _Toc214104702]2.1 Service Quality Perception:
Service quality perception captures how customers judge the overall excellence of a service by comparing what they expect with what they actually experience, based on consumer’s expectations versus actual experiences during the service encounter and conceptualizes service quality across five dimensions: reliability, assurance, tangibles, empathy, and responsiveness (Parasuraman, Zeithaml, & Berry, 1988). According to classic frameworks, service quality perception describes as an exceptions performance gap (SERVQUAL). On the other hand, complementary models emphasize dual facets. Such as - functional (delivery, behaviors, interactions, ambiance) & technical (outcome, accuracy, reliability). Similarly hierarchical view in which perceptions arise from interaction quality, physical environment quality & outcome quality. Therefore, service quality perception is a multidimensional, context-specific & cumulative perspective across encounters and channels.  Most of the previous scholars used service quality perception as the dimensions of website quality of the brand. According to Sharma & Bahl, Used web design as an antecedent of perceived service quality (Sharma & Bahl, 2018). These authors found an effective relationship among web design, perceived quality & consumers’ trust in e-commerce (Qalati, et al., 2021). Recently few researchers studies consistently to determine the link between stronger service quality perceptions to higher perceived value/satisfaction. Another study in turn to approach behaviors such as repurchase, revisit, and positive word-of-mouth. During/after Covid-19, in mall and fashion contexts service quality significantly predicted shoppers’ behavioral intentions. For example: In online retail, perceived service quality influences purchase intention directly and indirectly by building trust that reduces perceived risk (Ong, Prasetyo, Vallespin, Persada, & Nadlifatin, Evaluating the influence of service quality, hedonic, and utilitarian value on shopper's behavioral intentions in urban shopping malls during the COVID-19 pandemic, 2022). Another research finding found that, in apparel & boutique settings service quality perception often hinges on staff expertise & personal interaction, problem solving, return policy, trial room efficiency, store tangibles. Besides, online/offline touchpoints also plays a significant role on consumers’ brand trust & purchase intension (Tho, 2022). 

2.2 [bookmark: _Toc214104703]Merchandise Quality Perception: 
Merchandise quality perception (MQP) expresses how buyers evaluate the tangible and intangible features of an apparel item such as fabric, fit, design, and durability relative to expectations. In fashion retail, Merchandise Quality Perception reflects how shoppers judge the garment’s fabric quality, construction, design, durability, and finishing, influencing their trust, satisfaction, and purchase decisions (Sung, Chung, & Lee, 2023) & (Aakko & Niinimäki, 2022). A consumer survey in 2024 reported that 77.1% of in-store shoppers believe physical stores offer superior product quality than online platforms. 53.9% online shoppers perceived online quality as better than physical stores (2 VISIONS, 2024) that indicating the importance of tangibility & direct inspection in merchandise quality perception especially for boutique emphasizing craftsmanship. Another study on sustainability, found that emotional, functional & green value remarkably impact on consumers’ loyalty to sustainable apparel along with trust and satisfaction (Cho, Jo, & Kim, 2024). This study shows how eco-conscious attributes are increasing perceived as part of merchandise quality. 
For Bangladeshi boutiques such as Yellow, Aarong, and Anjan’s, these findings suggest that In-store presentation (fabric touch, construction details) remains critical and highlighting sustainability and ethical sourcing can elevate perceived quality. At the same time, rich visual and descriptive content enhances merchandise quality perception even for offline brands. However, quality must match perceived value in competitive and inflation-affected markets. MQP measurement should integrate material, construction, longevity, care, aesthetics, sustainability, and emotional factors.

2.3 [bookmark: _Toc214104704]Brand Trust 
Brand trust defined as consumers’ belief that a company will reliably fulfill its promises, act with honesty, and maintain consistent quality and ethics over time. It act in their (consumer’s) best interest and maintain reliability, honesty, and amiability over time. (Chaudhuri & Holbrook, 2001) & (Delgado‐Ballester & Munuera‐Alemán, 2001). In fashion retail context, trust forms through repeated positive service interactions with consistent product quality, and ethical business practices. Contemporary research findings shows that brand trust acts as a mediator between quality perceptions and behavioral intentions (nguyen, nguyen, & trinh, 2024) found that both online and offline experience quality increased trust, which in turn elevated repurchase intention and word-of-mouth. (Handoyo, 2024), identified trust as one of the strongest predictors of purchasing decisions. In 2024 Sustainability-focused research further notes that ethical sourcing and transparency strengthen brand trust in apparel markets (2024). Brand trust is a multidimensional construct in the research of business to business (B to B) or business to consumer (B to C) (Wijaya, Surachman, & Mugiono, 2020). 

2.4 [bookmark: _Toc214104705]Behavioral Intention: 
Behavioral intention (BI) captures the probability that a consumer will perform a specific future action such as buying a product, returning to a store, or recommending a brand to others (AJZEN, 1991). In fashion retail, BI captures key consumer loyalty indicators such as repurchase and revisit intentions along with advocacy. Recent few studies ensure the direct impact of quality perceptions and brand trust on behavioral intention. (Ong, Prasetyo, Vallespin, & Persada, 2022) showed that service quality positively affects BI both directly and indirectly through satisfaction. Two researches Handoyo (2024) and In 2024 Nguyen et al. demonstrated that, Brand Trust (BT) strongly predicts BI across retail contexts. Sustainability studies in 2024 also indicate that functional, emotional, and green values improve behavioral intention through enhanced trust and satisfaction.

[bookmark: _Toc214104706]2.5. Research Gap: The reviewed literature collectively underscores that service quality and merchandise quality are essential antecedents of brand trust and behavioral intention in fashion retail. While substantial evidence supports the role of service quality perception (SQP) in influencing brand trust (BT) and behavioral intention (BI). However, merchandise quality perception (MQP) particularly in the Bangladeshi boutique fashion context remains underexplored. This research addresses that gap by jointly examining both quality constructs. Also offering a comprehensive perspective on how they shape brand trust and subsequent consumer behaviors.
[bookmark: _Toc214104707]2.6 Theoretical Framework
Recently some studies have been examined how service quality perception & merchandise quality perception shape Brand Trust & consequently on consumers’ behavioral intention (Such as revisit, repurchase, and positive word of mouth) within the context of Bangladesh’s fashion boutique. Among these, The Stimulus–Organism–Response (S-O-R) model explains how environmental and retail-related stimuli such as service and merchandise attributes affect internal states like trust and ultimately guide approach behaviors. Stimulus Organism Response (S-O-R) is recently applying to show how in-store visual/retail cues translate into purchase intension (Zhang & Huang, 2024). 
Another study on signaling theory posits that observable cues. Such as consistently consumers’ required service delivery and garment craftsmanship which reduce perceived risk through signaling reliability, thereby building trust which supports consumers’ purchase decisions (Sung, Chung, & Lee, 2023).
[image: C:\Users\Lenovo\Downloads\Original Model.png]
Figure 1- Conceptual Framework

The given conceptual framework that shows in Figure 1 presents the conceptual model, which linking service quality perception, merchandise quality perception, brand trust and behavioral intention. This model shows that consumer perception of service quality and merchandise qualities have significant impact on brand trust and behavioral intention. Besides behavioral intention is influenced by brand trust. The researcher review the key constructs of the conceptual framework and define the theoretical background supporting the relationships contained therein (Alan & Kabaday, 2014).

[bookmark: _Toc214104708]2.7 Hypotheses Development
[bookmark: _Toc214104709]2.7.1 Effects of Service Quality Perception on Brand Trust
Recently an empirical evidence supports this relationship in retail contexts demonstrated that in an Indonesian online fashion retail setting (Crocs via Shopee), higher service quality significantly increased brand trust along with customer satisfaction mediating the effect (Azzam, Widodo, Silvianita, & Rubiyanti, 2024). In a similar manner, another study analyzed florist services and found that service quality positively influenced consumer trust, which in turn risen purchase decisions (Misi, Yendra, & Marihi, 2024). These findings consistently support the hypothesis that perceived service quality is a meaningful antecedent of brand trust in consumer-brand relationships.
In fashion & retail settings consistent, courteous & reliably delivered service (assurance, empathy, responsiveness, tangibles) enhance perceptions of competence & philanthropism that is the core bases of trust. Recently empirical studies in digital/retail commerce show e-service/service quality positively affects trust, often via reduced perceived risk (Fan, Shao, & Dong, 2022).

H1: Service quality perception will exert positive effects on brand trust.

[bookmark: _Toc214104710]2.7.2 Effects of service quality perception on behavioral intention 
An empirical evidence validated that in an e-commerce context, service quality significantly predicts behavioral intention (β = 0.472, p < 0.001) (Ng, et al., 2024). These findings underscore the importance of service quality dimensions for instance responsiveness, assurance, and reliability in shaping consumers’ willingness to make future purchases. Especially in online retail environments.
Across mall/fashion settings, better service quality boost satisfaction and directly strengthens behavioral intentions. Evidence from fashion retail also shows service increments improving downstream intentions through trust and satisfaction (Nguyen, Nguyen, & Trinh, 2024).
H2: Service quality perception will exert positive effects on behavioral intention.

[bookmark: _Toc214104711]2.7.3Effects of Merchandise Quality Perception on Brand Trust
In a large beauty-products survey (n=633) revealed that, perceived quality significantly increased brand trust and brand preference and the effect strengthened at lower perceived prices (UllahKhan, Gillani, & Khan, 2024). In the same way, at consumer electronics sector where perceived brand quality robustly predicted brand trust (β = 0.883, p < .01) in a structural model and underscoring quality’s central role in trust formation (Hill & Yoeung, 2024). In the apparel domain, quality-laden value cues (functional quality such as durability, finishing, ease of care) boost trust and loyalty through satisfaction. Trust mediates the impact of perceived quality/value on loyalty in sustainable apparel contexts (Cho, Jo, & Kim, Understanding Consumer Perception towards Sustainable Apparel: A Parallel Mediation Analysis on Satisfaction and Trust, 2024). 
Furthermore, higher perceived merchandise quality (such as fabric hand, fit, durability, workmanship, aesthetics) signals reliability of the consumers’ & reduces uncertainty. Thus consequence strengthening brand trust (Sung, Chung, & Lee, Factors that affect consumer trust in product quality: a focus on online reviews and shopping platforms, 2023).
H3: Merchandise quality perception will exert positive effects on brand trust.

[bookmark: _Toc214104712]2.7.4. Effects of Merchandise Quality Perception on Behavioral Intention 
[bookmark: _Toc213701334][bookmark: _Toc213702483]Recently some empirical research consistently demonstrates that merchandise quality perception significantly predicts behavioral intention across diverse fashion and apparel contexts. For instance (Tymoshchuk, Lou, & Chi, 2024) showed that in the second-hand apparel market, product quality along with information and service quality improves perceived hedonic, utilitarian, and environmental value. Which ultimately in turn enhances purchase intention and word-of-mouth. 
[bookmark: _Toc213701335][bookmark: _Toc213702484]Consumers display stronger purchase and recommendation intentions if perceive garment quality is higher. On the other hand, in the ready‑to‑wear studies show that quality‑enhancing services (repair/maintenance) lift perceived quality and, in turn, intentions (Tosun & Tosun, 2024). Apparel research also links perceived quality in sustainable clothing to purchase/repurchase intentions (Li, Choe, & Gu, 2024). Additionally, (Wang & Hassan, 2024) reported that in eco-fashion, perceived quality significantly and positively predicts consumers’ willingness to buy & it align with the Value – Attitude - Behavior framework. Collectively, these findings support that, there is a robust and positive link between merchandise quality perception and behavioral intention in fashion-related markets. 
H4: Merchandise quality perception will exert positive effects on behavioral intention. 
[bookmark: _Toc214104713]2.7.5Effects of Brand Trust on Behavioral Intention 
A Research finding on small fashion brands’ Instagram communities finds that brand trust is a significant mediator between social bonding and purchase intention & confirming that higher trust translates into higher purchase likelihood (Kim, Leung, & McKneely, 2023). 
Another study demonstrate that, Cross-sector work focusing on Gen Z,  further demonstrates that higher brand trust contributes to higher purchasing decisions in technology- and fashion-related categories (Guerra-Tamez, Flores, Serna-Mendiburu, Robles, & Cort´es, 2024). In 2024, meta‑analysis synthesizes that trust exerts a robust positive effect on purchasing decisions across contexts (Handoyo, 2024).
H5: Brand trust will exert positive effects on behavioral intention



[bookmark: _Toc214104714]3. Research Objectives

Understanding how different quality perceptions shape consumer decision-making is essential for analyzing customer behavior in boutique fashion environments. In this study, service quality and merchandise quality are examined as key drivers that may shape consumers’ trust toward a brand and ultimately guide their future behavioral responses. By integrating these constructs within a single analytical framework, the research seeks to clarify how each variable contributes to the development of brand trust and behavioral intention in Bangladesh’s boutique fashion houses. With this purpose in mind, the following research objectives have been established.

1. To determine how Service Quality Perception (SQP) influences the level of Brand Trust (BT) among consumers.
2. To explore the extent to which Service Quality Perception (SQP) affects consumers’ Behavioral Intention (BI).
3. To examine the impact of Merchandise Quality Perception (MQP) on building Brand Trust (BT).
4. To evaluate how Merchandise Quality Perception (MQP) shapes consumers’ Behavioral Intention (BI).
5. To investigate the role of Brand Trust (BT) in predicting consumers’ Behavioral Intention (BI).








[bookmark: _Toc214104715]4. Methodology

[bookmark: _Toc214104716]4.1 Participants
The participants of the study included individuals from a range of educational backgrounds including SSC or below, HSC, Bachelor, and Master’s or equivalent. The survey respondents represented different income levels & genders. In this study, total 324 participants took part. In terms of gender distribution, total 208 participants were male and 116 were female. Regarding educational qualifications, a total of 23 participants had SSC or below, 20 had completed HSC, 163 had a Bachelor’s degree, and 118 had a Masters or equivalent degree. The participants had diverse levels of family income: 11 participants reported an income of 50,000 BDT or below, 49 participants fell between 50,000-1,00,000 BDT, 142 reported 1,00,000-1,50,000 BDT, and 122 earned above 1,50,000 BDT. In this study, G*Power software was used to calculate the minimum sample size.  

[bookmark: _Toc214104717]4.2 Measures
The researcher conducted an online survey to collect responses through the platform Survey Monkey. The researcher developed the questionnaire and distributed among participants via Survey Monkey platform. This platform conducted the survey & gathered the responses on behalf of the researcher. The instrument used in this study was a structured questionnaire designed to measure the constructs relevant to “Quality Antecedents of Brand Trust relating on Fashion Boutique Houses in Bangladesh”. A copy of the questionnaire attached in the Apendix segment. 
Prior to data collection, the consent of participants had taken, to ensure compliance with ethical standards. The survey questionnaire distributed among the respondents across Bangladesh & allowing participants from diverse demographic & educational background to share their opinions. As all the questions in the survey were compulsory, as a result, no missing values were -recorded in the data collection process. 


[bookmark: _Toc214104718]4.2.1. Research Instrument Description 

Constructs					Code Items			
Service	 Quality perception      SQP1 	Employee give you individual attention 
SQP2 	When employees promise to do something by a certain time, they do so	
		SQP3  	Employees tell you exactly when services will be performed.
		SQP4  	Employees are always willing to help you
		SQP5  	Employees have the knowledge to answer your questions
		SQP6  	The staff are courteous and respectful
		SQP7 	Staff have good product knowledge
		SQP8 	The store provides accurate information about products
		SQP9 	Service is consistent every time I visit
				SQP10 The store layout is attractive and easy to navigate

Merchandise Quality		MQP1 	 The fabric quality of products is high
 Perception			MQP2 	 Clothing items are durable and long-lasting
				MQP3 	 Stitching and finishing are of superior quality
				MQP4   Products fit well and match size expectations
				MQP5   Colors and designs remain attractive after washing
				MQP6   The brand offers a variety of high-quality designs

Brand Trust 			BT1  	I trust this boutique house
				BT2	I feel that I can trust this boutique house completely
				BT3	I can rely on this boutique house
BT4	I feel secure when I go to this boutique house because I know that it will never let me down
BT5	This brand is honest in its dealings with customers
				BT6	I trust this brand to deliver what it promises
				BT7	This brand always keeps my best interest in mind
				BT8	I feel confident in this brand’s quality
				BT9	I believe this brand will not let me down


Behavioral 			BI1	I visit this boutique house whenever I go to shopping
Intention			BI2	I would strongly recommend this boutique house to anyone
				BI3	I would like to come back to this fashion boutique house in the future
				BI4	I will say positive things about this brand to others
				BI5	I would choose this brand over others, even if prices are similar
				BI6	I am likely to remain loyal to this brand
Table 1: Research Instrument Description

The instruments used in this study were valid and adapted to align with the objectives of the research and the theoretical model applied. The questionnaire was  designed in two main segments. The first segment focused on collecting general demographic information of the participants, like gender, education level, and average monthly family income. The sample consisted of 324 respondents, among them 208 were male and 116 were female. In terms of academic background, 23 participants had SSC or below, 20 had completed HSC, 163 held a Bachelor’s degree, and 118 had a Master’s or equivalent	 degree. %). On the other hand, regarding profession 166 respondents are student, service holder 128, Business holder 22 and 8 others respondents. In terms of average family income distribution, 11 participants have a monthly family income of 50,000 BDT or below, 49 reported between 50,000–1,00,000 BDT, 142 between 1,00,000–1,50,000 BDT, and 122 reported above 1,50,000 BDT. 

The second segment of the instrument was prepared based on the constructs of the “Quality Antecedents of the Brand Trust” model and includes items adapted from existing literature to examine behavioral intention towards “Quality Antecedents of Brand Trust Relating to Fashion Boutique Houses in Bangladesh”. The constructs measured included Service Quality Perception (SQP), Merchandise Quality Perception (MQP), Brand Trust (BT), and Behavioral Intension (BI). This section contained over 31 items measured on a 7-point Likert scale, ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). Example items are included: “Employee give you individual attention”, “When employees promise to do something by a certain time, they do so”, “Employees tell you exactly when services will be performed”.
In this research, the researcher adapted the items & constructs from validated sources such as (Alan & Kabaday, Quality antecedents of brand trust and behavioral intention, 2014) & other relevant literature. In this study, table 1 represents a detailed overview of the constructs and measurement items utilized in the study.

[bookmark: _Toc214104719]4.2.2 Sample technique used: purposive sampling technique
In this study, the researcher adopted a non-probability purposive sampling technique in order to collecting consumers’ meaningful insights about service quality, merchandise quality, brand trust and behavioral intention. Purposive sampling technique allows the researcher deliberately select respondents based on their relevance and knowledge about the research topic and this technique considered appropriate for specific characteristics of the target population (Saunders, Lewis, & Thornhill, 2007). In this study, respondents were selected those who had prior experience purchasing products from well-known fashion boutique houses in Bangladesh. This technique ensured that data were collected from respondents who were capable of providing meaningful insights about their perceptions of service quality, merchandise quality, brand trust, and behavioral intention. This method was particularly suitable for the study’s objectives since not all consumers of fashion products in Bangladesh are boutique customers. Only those familiar with boutique shopping experiences could provide valid responses.
While purposive sampling does not allow for full statistical generalization of findings to the entire population, it is widely accepted in exploratory and behavioral studies where the aim is to develop or test theoretical models. The approach thus enabled the collection of high-quality relevant data from a sample most suited to address the research objectives effectively.
[bookmark: _Toc214104720]4.3 Analysis
The statistical technique being used in the study is known as Partial Least Square Structural Equation Modeling (PLS–SEM). The approach of PLS–SEM is flexible which allows it to be incorporated in a wide range of settings. The sampling and distribution requirements of such an approach compared to other modeling techniques are lenient (Hair, Risher, Sarstedt, & Ringle, 2019). As per instructions of previous researchers, the authors incorporated PLS–SEM in 2 phases (Anderson & Gerbing, 1998).
In phase 1, the measurement model tested based on the assessment of internal consistency, convergent validity, and discriminant validity. The internal consistency of each construct had verified through Composite Reliability (CR), while convergent validity was assessed using Average Variance Extracted (AVE), discriminant validity confirmed through the Fornell-Larcker criterion and cross-loadings.
As the data was found to be valid based on phase 1 assessment, the authors proceeded to phase 2 (structural model) for hypothesis testing. At phase 2, the relationships among latent variables had examined. Path coefficients also estimated and their significance were evaluated through the bootstrapping technique with 999 resamples. The predictive power of the model also assessed by using the R² values of endogenous (Independent) constructs.
The model consists constructs such as Service Quality Perception (SQP), Merchandise Quality perception (MQP), Brand Trust (BT), and Behavioral Intension (BI). These were measured through a validated questionnaire on a 7-point Likert scales.


5. [bookmark: _Toc214104721]Findings

The results section presents the data, which obtained and analyzed based on the findings, with the help of the Partial Least Squares Structural Equation Modeling (PLS-SEM). This part will start by giving the demographic nature of the respondents and then an evaluation of the measurement model to determine the reliability and validity of the constructs. The structural model then tested to ascertain how strong and important the relationship between variables is. Thus giving empirical evidence on the hypotheses proposed. These analyses will be used to justify that service quality perception and merchandise quality perception affect brand trust and behavioral intention in the Bangladesh fashion boutique industry. The results provide a statistical rationale for the previously developed theoretical framework and provide the basis for further discussion, implications, and conclusions.

[bookmark: _Toc214104722] 5.1. Demographic characteristics of the respondents

	Details                                                      Frequency                        Percentage


Gender
Male 						208			64%
Female						116			36%
Total						324			100%
Education
SSC or below					23			7%
HSC						20			6%
Bachelor					163			50%
Masters or equivalent				118			36%
Total						324			100%

Professon 				Frequency			Percentage
Student 				166				51%
Service Holder 			128				40%
Business 				22				7%
Others 					8				2%					
Total					324				100%

Income				Frequency 			Percentage
50,000 or below				11			3%			
50,000 – 1,00,000				49			15%			
1,00,000 – 1,50,000				142			44%		
Above 1,50,000				122			38%	
Total						324			100%

Table 2: Demographic distribution of the respondents
From the demographic data in Table 2, it is observed that 64% of the respondents were male while 36% were female, making males the dominant gender group. Regarding educational background, the majority of respondents (50.31%) held a bachelor’s degree, Masters or equivalent degree completed by (36%) respondents. A smaller percentage completed HSC (6%) and SSC or below (7%). On the other hand, regarding profession (51%) respondents are student, service holder (40%), Business holder (7%) and 2 % others respondents.  In terms of monthly family income, the largest proportion of respondents fell into the 1,00,000 to 1,50,000 BDT income range. This was followed by 38% earning above 1,50,000 BDT, 15% in the 50,000–1,00,000 range, and the smallest group (3%) earning 50,000 BDT or below.
[bookmark: _Toc214104723]5.2. Measurement model
To evaluate the adequacy and robustness of the collected data prior to conducting structural analysis the measurement model serves as a diagnostic test. For this purposes, the two fundamental criteria used: Reliability and validity (Jr., Hult, Ringle, & Sarstedt, A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM), 2016).These criteria helps the researcher, to ensure that the constructs are measured consistently and accurately. 
Reliability and validity further assessed via item reliability, internal consistency reliability, convergent validity, and discriminant validity (Cheung, Cooper‑Thomas, Lau, & Wang, 2024).

	
	Cronbach's Alpha

	rho_A

	Composite Reliability

	Average Variance Extracted (AVE)


	BI
	0.944
	0.944
	0.955
	0.781

	BT
	0.915
	0.915
	0.930
	0.595

	MQ
	0.825
	0.827
	0.873
	0.534

	SQ
	0.906
	0.909
	0.922
	0.543


Table 3: Reliability and Validity

	
	BI
	BT
	MQ
	SQ

	
	
	
	
	

	BI
	0.884
	
	
	

	BT
	0.735
	0.772
	
	

	MQ
	0.570
	0.493
	0.731
	

	SQ
	0.522
	0.432
	-0.017

	0.737


Table 4: Fornell Larker criterion
	
	BI
	BT
	MQ
	SQ

	BI
	
	
	
	

	BT
	0.790
	
	
	

	MQ
	0.644
	0.566
	
	

	SQ
	0.560
	0.468
	0.084

	



Table 5: HTMT ratios

[bookmark: _Toc214104724]5.2.1. Reliability
Reliability refers to the internal consistency of the constructs. It ensuring that the measurement items within each latent variable are consistently capturing the same concept. In this study, the researcher used 3 key measures: Composite Reliability (CR), rho_A & Cronbach’s Alpha to measure the reliability of Behavioral Intention (BI), Brand Trust (BT), Merchandise Quality (MQ), and Service Quality (SQ), with a threshold of 0.70 or above considered acceptable for both metrics (Jr., et al., 2021).
 From the data presented in Table 3, it is observed that Cronbach’s Alpha values range from 0.825 to 0.944, which surpassing the minimum criterion of 0.70. This indicates strong internal consistency among the measurement items. On the other-hand, rho_A values also range from 0.827 to 0.944, which reinforcing the internal reliability of the constructs. At the same time, Composite Reliability (CR) values range from 0.873 to 0.955, which are well above the acceptable cut-off of 0.70, confirming that the indicators consistently represent their respective constructs. All constructs exceeded the recommended reliability threshold values. These high values indicate a strong internal consistency reliability. Also suggesting that, the measurement items within each construct are closely related and consistently represent the same latent concept. Thus, all constructs demonstrate excellent reliability.


[bookmark: _Toc214104725]5.2.2. Validity:
Covergent validity and discriminanr validity are the two significant criteria for determining validity (Kaplan, 2001). To evaluate convergent validity, the study utilizes Average Variance Extracted (AVE). Based on the guideline set by Fornell & Larcker (1981), a construct should have an AVE value of 0.5 or higher to confirm convergent validity. As shown in Table 3, all constructs such as Behavioral Intention (BI), Brand Trust (BT), Merchandise Quality (MQ), and Service Quality (SQ) have AVE values above the threshold. Therefore, it can be concluded that all constructs in the model meet the requirements for convergent validity.
To assess discriminant validity, the researcher employed three established techniques: the Fornell-Larcker criterion, Heterotrait-Monotrait ratio (HTMT), and cross-loading comparison. As per the Fornell-Larcker criterion, the square root of the AVE (represented in bold diagonal values in Table 4) should be greater than the correlations between that construct and any other construct in the model. All constructs meet this criterion, thus establishing discriminant validity. 
Furthermore, the HTMT ratios, presented in Table 5, were all below the conservative threshold of 0.90 as recommended by (Henseler, Ringle, & Sarstedt, 2015). 
Lastly, self-loadings of items within each construct (not shown in the table here but based on SmartPLS output) were significantly higher than their cross-loadings on other constructs, reinforcing that the items distinctly measure their respective constructs. 
Hence, based on the AVE, Fornell-Larcker criterion, and HTMT ratios, this study confirms that the measurement model demonstrates strong convergent and discriminant validity. Which ultimately making it suitable for further structural modeling and hypothesis testing.

[bookmark: _Toc214104726]5.3. Structural Model
The purpose of the structural model is to define the inter-construct relationships within the proposed research framework. The structural model analysis was conducted after ensuring the model met the reliability and validity criteria. As part of the diagnostic testing, the multi-collinearity test was used, and all VIF values were found to be below the acceptable threshold, assuring no multi-collinearity issues. 
This shows a moderate to strong explanatory power of the model. The figure also shows the strength of path relationships and indicator loadings between constructs.
The tested structural model is presented below in Figure 2.
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Figure 2: Tested Model






	
	BI
	BT
	MQ
	SQ

	BI
	
	
	
	

	BT
	1.779

	
	
	

	MQ
	1.447

	1.000

	
	

	SQ
	1.346

	1.000

	
	



Table 6: Multi Co-linearity
[bookmark: _Toc214104727]5.3.1. Multi Co-linearity 
Multi co-linearity refers to the inter-correlation among independent variables, which was assessed in this study using the Variance Inflation Factor (VIF). According to common benchmarks, a VIF value below 5 indicates no serious multicollinearity issue, while values below 10 are also acceptable in exploratory research (Kock, 2015). 
As presented in Table 6, the VIF values in this model range from 1.000 to 1.779. These values are significantly lower than the maximum accepted threshold, confirming that no multicollinearity issues exist among the independent variables in this study. Thus, the tested model is considered statistically sound and suitable for further analysis.

[bookmark: _Toc214104728]5.3.2. Common Method Bias
Common method bias is the common challenge in survey based research. It refers to the possibility of measurement errors that arise from the method of data collection itself rather than the constructs being measured. The tendency of respondents to answer consistently across questions due to social desirability or similar patterns is one major reason of this bias (Jordan & Troth, 2020). 

For the purpose of detecting the presence of common method bias, in this study the researcher used Variance Inflation Factor (VIF) test, which recommended by Kock in 2015. According to the guideline of Kock, if all VIF values are equal or below 3,3 then that model can be considered free from common method bias. 
As seen in table 6, in this study all VIF values ranged from 1.000 to 1.779, which are well below the 3.3 threshold. Therefore, it can be confidently concluded that the model is free from common method bias.

	
	Original Sample (O) 

	Sample Mean (M) 

	Standard Deviation (STDEV) 

	T Statistics (|O/STDEV|) 

	P Values 


	Brand Trust -> Behavioral Intention

	0.390

	0.389

	0.040

	9.644

	0.000


	Merchandise Quality -> Behavioral Intention

	0.383

	0.384

	0.039

	9.816

	0.000


	Merchandise Quality -> Brand Trust

	0.501

	0.501

	0.038

	13.126

	0.000


	Service Quality -> Behavioral Intention

	0.360

	0.359

	0.040

	9.026

	0.000


	Service Quality -> Brand Trust

	0.441

	0.445

	0.038

	11.611

	0.000




Table 7: Path Coefficients
[bookmark: _Toc214104729]5.3.3Path coefficient 
The Table 7 presents five direct relationships tested within the structural model. Each path assessed by using the original sample values, T-statistics, and p-values to determine the significance of the relationships between constructs. 
The first direct relationship is between Brand Trust (BT) and Behavioral Intention (BI). The p-value for this path is 0.000, which is less than the commonly accepted threshold of 0.05, confirming a significant and positive relationship. 
The second direct relationship is between Merchandise Quality (MQ) and Behavioral Intention (BI) with a p-value of 0.000, indicating a significant impact of MQ on BI. 
The third relationship involves Merchandise Quality (MQ) influencing Brand Trust (BT). The p-value is also 0.000, validating the significance of this path. 
In the fourth path, Service Quality (SQ) directly significantly influences Behavioral Intention (BI), as supported by a p-value of 0.000, which is below the 0.05 threshold. 
Lastly the fifth direct path is from Service Quality to  Brand Trust. With a p-value of 0.000, confirming a strong significant influence. 
In summary, all path relationships outlined in Table 7 are statistically significant as their p-values are below 0.05. This confirms that the proposed model has strong explanatory power and the hypothesized relationships among variables are valid within the research framework.

	
	R Square 

	R Square Adjusted 


	BI
	0.693

	0.690


	BT
	0.438

	0.434



Table 8: R square

[bookmark: _Toc214104730]5.3.4. R square
Table 8 presents the coefficient of determination (R²) and adjusted R² values for the endogenous (Dependent) constructs: Brand Trust (BT) and Behavioral Intention (BI) to assess the explanatory power of the structural model. The R² value for Brand Trust is 0.438, indicating that Service Quality (SQ) and Merchandise Quality (MQ) together explain 43.8% of the variance in Brand Trust. This demonstrates a moderate level of explanatory power. Which suggesting that consumers’ perception of service and merchandise quality significantly contributes to the development of trust in fashion boutique brands. The adjusted R² value (0.434) remains close to the unadjusted value which confirming model stability and the absence of substantial overfitting.
Similarly, the R² value for Behavioral Intention (BI) is 0.693, which indicates that, 69.3% of the variance in Behavioral Intention is explained by Brand Trust (BT), Service Quality (SQ), and Merchandise Quality (MQ). This reflects a substantial level of explanatory power, highlighting that these constructs strongly predict customers’ future behavioral outcomes. For instance: repurchase intentions, word-of-mouth recommendations, and continued loyalty toward boutique brands. The adjusted R² value (0.690) further supports the robustness of this relationship.
According to (Hair, Risher, Sarstedt, & Ringle, 2019) R² values of 0.75, 0.50, and 0.25 can be described as substantial, moderate, and weak, respectively, in PLS-SEM models. Based on this guideline, the current study’s findings indicate that the model demonstrates adequate predictive relevance, with Behavioral Intention (BI) showing substantial explanatory power and Brand Trust (BT) demonstrating a moderate yet meaningful level of predictability. These results collectively suggest that the proposed model effectively captures the key determinants influencing consumer trust and behavioral intention in the context of fashion boutique houses in Bangladesh.

[bookmark: _Toc214104731]5.3.5. Summary of hypotheses
Based on the above analyses, the hypotheses of the study were tested, and summary is presented in Table9.
Hypotheses										Result

Service quality perception will exert positive effects on brand trust.	 		Supported
Service quality perception will exert positive effects on behavioral intention.	Supported
Merchandise quality perception will exert positive effects on brand trust.		Supported
Merchandise quality perception will exert positive effects on behavioral intention.	Supported
Brand trust will exert positive effects on behavioral intention. 			Supported

Table 9: Hypothesis Testing


		
[bookmark: _Toc214104732]6. Future Research Scope & Conclusion

[bookmark: _Toc214104733]6.1 Future Research Scope

The present study states significant insights into the effects of service quality & merchandise quality on brand trust as well as on behavioral intention in the context of fashion boutique houses in Bangladesh. However, several scopes are available for future studies. 

First of all researchers may expanding the study’s into geographical & cultural scope, or may extend the model across different regions or countries to compare how consumers’ perceptions differ across cultures. On the other-hand, cross-cultural studies would assist future researchers to validate the robustness of the current model. Furthermore, comparative analyses between online & offline retail environments could explore via future researchers. Since the digitalization of boutique businesses rapidly transform consumer experiences & trust-building mechanisms. 

Secondly, longitudinal and qualitative research could be conducted to observe changing user perceptions over time and gain deeper insights into how brand trust evolves over time and how repeated service encounters shape behavioral intentions in both online and physical store settings.
Thirdly, introducing additional constructs (for example customer satisfaction, perceived value, digital engagement or brand image) which may act as mediators between service quality & behavioral intentions. 
Finally, researchers would combine quantitative PLS-SEM with focus group interviews to understand the underlying consumer motivations.
[bookmark: _Toc214104734]6.2Theoretical Contributions
This study enriches the existing literature by applying the Stimulus-Organism-Response (S-O-R) framework to understand consumer behavior in various significant ways. The study extends the S-O-R framework through empirically validating how external stimuli (Service Quality and Merchandise Quality) shape the internal organismic response (Brand Trust). In the context of fashion boutique houses in Bangladesh, which subsequently influences Behavioral Intention (the response phase). Largely, previous S-O-R applications have focused on online or general retail settings, but in this study, researchers apply it specifically in the boutique fashion retail. Thereby broadening its domain relevance. 
Moreover, by combining S-O-R & Signaling perspectives, the research offers a dual theoretical lens. It captures both psychological mechanisms, such as trust formation & perceptual processes (cue interpretation), that provide a more holistic understanding of boutique consumer behavior.
 Finally, this study contributes methodologically in marketing research for developing contexts by applying Partial Least Squares–Structural Equation Modeling (PLS-SEM). The study also shows strong reliability, validity, and explanatory power (R² = 0.693 for BI; R² = 0.438 for BT), which strengthens the empirical support for enhancing existing consumer behavior theories to new cultural & industrial settings.

[bookmark: _Toc214104735]6.3 Conclusions 
The findings of this study express that all proposed hypotheses were supported, which ensuring the robustness of the research model also confirming its predictive accuracy in terms of the fashion boutique houses in Bangladesh. The study empirically validated that Service Quality (SQ) & Merchandise Quality (MQ) highly influence Brand Trust (BT) & Behavioral Intention (BI), which underscoring its mediating role between consumers quality perceptions and behavioral outcomes. The results of this study shows R² value for Behavioral Intention is (0.693) which demonstrates substantial explanatory power. Also ensuring that 69.3% of consumers’ behavioral intentions can be explained via SQ, MQ, and BT. In a similar manner, the R² value of Brand Trust (BT) (0.438) demonstrate a moderate level of explanatory power, suggesting that perceived service & merchandise quality together responsible for 43.8% of the variance in trust development. 
These research findings also align with contemporary research. Emphasizing that in competitive boutique markets, the enhancement of both tangible & intangible service instruments can substantially enhance consumer trust and behavioral outcomes. For example: positive word-of-mouth, brand loyalty, repurchase intentions and so on. Therefore, the overall findings of the research suggest that, Bangladeshi boutique houses should prioritize service experience, product quality along with trust build building mechanisms in order to strengthen consumer retention and brand equity. 
In summary, this study contributes both academic understanding and managerial practices by extending quality-trust behavior into the context of fashion boutique houses in Bangladesh. Also providing actionable insights for sustaining long-term consumer relationships. 
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Name (optional):

Phone Number (optional):

Gender:       Male         Female

Education:          SSC or below	    HSC         Bachelor        Masters or equivalent 

Profession:       Student       Service Holder       Business       Others

Average Monthly Family Income:       50,000 or below        50,000—1,00,000         1,00,000—1,50,000
				         Above 1,50,000



Please indicate your level of agreement with the following statements. Where 1 = Strongly Disagree, 2 = Disagree, 3 = Somewhat Disagree, 4 = Neutral, 5 = Somewhat Agree, 6 = Agree, and 7 = Strongly Agree.


	SN
	Statements
	1
	2
	3
	4
	5
	6
	7

	SQP1
	Employee give you individual attention 
	
	
	
	
	
	
	

	SQP2
	When employees promise to do something by a certain time, they do so
	
	
	
	
	
	
	

	SQP3
	Employees tell you exactly when services will be performed
	
	
	
	
	
	
	

	SQP4
	Employees are always willing to help you
	
	
	
	
	
	
	

	SQP5
	Employees have the knowledge to answer your questions
	
	
	
	
	
	
	

	SQP6
	The staff are courteous and respectful
	
	
	
	
	
	
	

	SQP7
	Staff have good product knowledge
	
	
	
	
	
	
	

	SQP8
	The store provides accurate information about products
	
	
	
	
	
	
	

	SQP9
	Service is consistent every time I visit
	
	
	
	
	
	
	

	SQP10
	The store layout is attractive and easy to navigate
	
	
	
	
	
	
	

	MQP1
	The fabric quality of products is high
	
	
	
	
	
	
	

	MQP2
	Clothing items are durable and long-lasting
	
	
	
	
	
	
	

	MQP3
	Stitching and finishing are of superior quality
	
	
	
	
	
	
	

	MQP4
	Products fit well and match size expectations
	
	
	
	
	
	
	

	MQP5
	Colors and designs remain attractive after washing
	
	
	
	
	
	
	

	MQP6
	The brand offers a variety of high-quality designs
	
	
	
	
	
	
	

	BT1
	I trust this boutique house
	
	
	
	
	
	
	

	BT2
	I feel that I can trust this boutique house completely
	
	
	
	
	
	
	

	BT3
	I can rely on this boutique house
	
	
	
	
	
	
	

	BT4
	I feel secure when I go to this boutique house because I know that it will never let me down
	
	
	
	
	
	
	

	BT5
	This brand is honest in its dealings with customers
	
	
	
	
	
	
	

	BT6
	I trust this brand to deliver what it promises
	
	
	
	
	
	
	

	BT7
	This brand always keeps my best interest in mind
	
	
	
	
	
	
	

	BT8
	I feel confident in this brand’s quality
	
	
	
	
	
	
	

	BT9
	I believe this brand will not let me down
	
	
	
	
	
	
	

	BI1
	I visit this boutique house whenever I go to shopping
	
	
	
	
	
	
	

	BI2
	I would strongly recommend this boutique house to anyone
	
	
	
	
	
	
	

	BI3
	I would like to come back to this fashion boutique house in the future
	
	
	
	
	
	
	

	BI4
	I will say positive things about this brand to others
	
	
	
	
	
	
	

	BI5
	I would choose this brand over others, even if prices are similar
	
	
	
	
	
	
	

	BI6
	I am likely to remain loyal to this brand
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Constructs					Code Items			
Service	 Quality perception      SQP1 	Employee give you individual attention 
		SQP2 When employees promise to do something by a certain time, they 
                                           do so
		SQP3   Employees tell you exactly when services will be performed
		SQP4   Employees are always willing to help you
		SQP5   Employees have the knowledge to answer your questions
		SQP6   The staff are courteous and respectful
		SQP7   Staff have good product knowledge
		SQP8   The store provides accurate information about products
		SQP9   Service is consistent every time I visit
				SQP10   The store layout is attractive and easy to navigate

Merchandise Quality		MQP1   The fabric quality of products is high
 Perception			MQP2   Clothing items are durable and long-lasting
				MQP3    Stitching and finishing are of superior quality
				MQP4    Products fit well and match size expectations
				MQP5    Colors and designs remain attractive after washing
				MQP6    The brand offers a variety of high-quality designs

Brand Trust 			BT1  	I trust this boutique house
				BT2	I feel that I can trust this boutique house completely
				BT3	I can rely on this boutique house
BT4	I feel secure when I go to this boutique house because I know that    it will never let me down

BT5	This brand is honest in its dealings with customers
				BT6	I trust this brand to deliver what it promises
				BT7	This brand always keeps my best interest in mind
				BT8	I feel confident in this brand’s quality
				BT9	I believe this brand will not let me down

Behavioral 			BI1	I visit this boutique house whenever I go to shopping
Intention			BI2	I would strongly recommend this boutique house to anyone
BI3	I would like to come back to this fashion boutique house in the future
				BI4	I will say positive things about this brand to others
				BI5	I would choose this brand over others, even if prices are similar
				BI6	I am likely to remain loyal to this brand
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