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Handicrafts, as symbols of cultural authenticity and creative
innovation, play a key role in the economic and cultural development
of societies. One of the challenges that handicraft producers face today
is maintaining the authenticity of their products while introducing
innovation that aligns with customer preferences. The main objective
of this study is to examine the impact of innovation and authenticity
of handicraft brands on customer loyalty, with the mediating role of
brand trust. This study is descriptive-survey in nature, applied in
terms of its purpose, and quantitative in terms of data collection
methodology, utilizing a questionnaire as the primary instrument. The
statistical population consists of customers of handicraft brands in
Tehran. Due to the lack of access to a sampling framework, a non-
probability convenience sampling method was used. The sample size
was determined using GPower software, and the required sample size
was set at 402. For data analysis in the quantitative section, both
descriptive and inferential statistical methods were used. The results
indicate that the authenticity of handicraft brands affects customer
loyalty. Innovation in handicraft brands affects brand trust. The
authenticity of handicraft brands affects brand trust. Brand trust
affects customer loyalty. Brand trust has a mediating effect on the
relationship between innovation in handicraft brands and customer
loyalty. Brand trust also has a mediating effect on the relationship
between the authenticity of handicraft brands and customer loyalty.
Based on the results, the impact of innovation in handicraft brands on
customer loyalty was not confirmed.
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EXTENDED ABSTRACT

Introduction

Handicrafts, valued for their cultural and aesthetic significance, play a vital role in
sustainable development and the creative economy. Over the past decade, Iran’s handicraft
sector has expanded significantly, with growth in workshops, employment, and
international exhibitions. To stand out in this competitive market, brands are adopting
innovative strategies to build customer loyalty. Consumer behavior in cultural markets is
unique, and brand loyalty, a strong commitment to repurchase despite external factors, is
key to success. Innovation, which offers tailored products to meet customer needs, is crucial
for fostering loyalty and gaining a competitive edge. However, innovation must preserve
traditional authenticity, which remains central to customer preferences. Brand authenticity,
tied to simplicity, naturalness, and integrity, enhances credibility and customer experiences.
Trust in a brand mediates the relationship between innovation, authenticity, and loyalty,
with studies showing that both innovation and authenticity positively influence trust,
leading to stronger loyalty. Younger consumers are more responsive to innovation, while
older consumers prioritize authenticity. This study investigates how innovation and
authenticity impact brand trust and loyalty, providing insights for enhancing customer
loyalty in the handicraft sector.

This study aims to examine the impact of brand innovation and brand authenticity on brand
loyalty, with brand trust serving as a mediating variable, and the hypotheses are as follow:
H1: Brand innovation in handcrafted goods impacts customer loyalty.

H2: Brand authenticity in handcrafted goods impacts customer loyalty.

H3: Brand innovation in handcrafted goods impacts brand trust.

H4: Brand authenticity in handcrafted goods impacts brand trust.

H5: Brand trust impacts customer loyalty.

Hé6: Brand trust mediates the relationship between brand innovation in handcrafted goods
and customer loyalty.

H7: Brand trust mediates the relationship between brand authenticity in handcrafted goods
and customer loyalty.

Methodology

Based on the layers of the research onion, this study aligns with the positivist paradigm in
terms of philosophy. It is applied in orientation, deductive in approach, employs a survey
strategy, is mono-method and quantitative in nature, has a cross-sectional time horizon, and
uses a field setting for data collection through questionnaires.

To measure brand innovation, a questionnaire adapted from Pappu and Quester (2016)
with four items was utilized. Brand authenticity was assessed using Kadirov's (2010)
questionnaire, which includes 14 items across seven subscales: real-fake (2 items),
excessive performance (2 items), commerciality (2 items), uniqueness (2 items), rich
heritage (2 items), community (2 items), and empowerment (2 items). Brand trust was
measured using Sahin etal.'s (2011) questionnaire, comprising four items. Customer loyalty
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was evaluated with Zahir et al.'s (2011) questionnaire, which consists of 11 items across
two dimensions.

The target population for this study includes customers of handcrafted brand products in
Tehran. Due to the lack of a sampling framework, a non-probability convenience sampling
method was employed (Memon et al, 2023). The sample size was determined using
GPower software, with an effect size of 0.05, an error level of 0.05, and a power of 95%,
resulting in a required sample size of 402 participants.

Results and Discussion

This study investigates the impact of brand innovation and brand authenticity on customer
loyalty in the handicrafts industry, with brand trust as a mediator. Data were collected from
402 customers of handicraft brands in Tehran using standardized questionnaires. The
results of the hypotheses are as follows:

H1: Brand innovation does not affect customer loyalty. This result diverges from previous
studies, likely due to customers’ expectations of handicrafts as cultural heritage products
that require less innovation.

H2: Brand authenticity positively influences customer loyalty. Authenticity enhances
product value and resonates with consumers seeking unique, traditional, and genuine
items.

H3: Brand innovation positively impacts brand trust, aligning with findings that innovative
products enhance customer satisfaction and trust.

H4: Brand authenticity positively impacts brand trust. Trust in authentic brands reduces
perceived risks and fosters positive attitudes toward the brand.

H5: Brand trust positively affects customer loyalty, highlighting that satisfied and trusting
customers are more likely to repeatedly purchase and remain loyal to a brand.

H6: Brand trust mediates the relationship between brand innovation and customer loyalty.
Innovative products that build trust can ultimately drive loyalty in a competitive market.
H7: Brand trust mediates the relationship between brand authenticity and customer
loyalty. Authenticity fosters trust, which leads to sustained loyalty.

The findings emphasize the critical roles of authenticity and trust in enhancing customer
loyalty in the handicrafts sector.

Conclusions

In this study, the first hypothesis, which suggested that brand innovation in handicrafts
affects customer loyalty, was not supported, so no suggestion is provided for this
hypothesis.

Regarding the second hypothesis, which indicated that brand authenticity affects customer
loyalty, it is recommended to effectively advertise and introduce products to customers to
raise awareness about the brand’s authenticity. For example, advertising could focus on the
brand's history and traditions.

For the third hypothesis, suggesting that brand innovation affects brand trust, it is advised
to highlight the uniqueness of the brand through its innovative products, making the brand
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clearly stand out. Additionally, instead of using traditional materials, artists could use newer
materials to give the products a distinct appearance.

In relation to the fourth hypothesis, which proposed that brand authenticity affects brand
trust, brands should focus on the heritage, history, and traditions they carry, demonstrating
authenticity through ethical and cultural adherence.

Concerning the fifth hypothesis, which suggested that brand trust affects customer loyalty,
it is recommended that customer service teams inquire about product quality and use the
feedback to improve product and service quality, strengthening customer trust and loyalty.
Finally, as the study was conducted on a sample of handicraft customers in Tehran, it is
suggested to conduct further research in different industries or with diverse populations.
Additionally, future studies could use different data collection methods, such as interviews.
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