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Abstract

This study aims to: 1) examine the personal factors of Uniglo customers
in Bangkok, 2) investigate the brand image of Uniglo as perceived by customers in
Bangkok, 3) analyze customer loyalty towards the Uniglo brand in Bangkok, 4) compare
the level of customer loyalty towards Uniglo by personal factors, and 5) assess the
impact of brand image on customer loyalty to Uniglo in Bangkok. The research focuses
on the following aspects: independent variables include corporate image, product
image, and user image, while the dependent variable is customer loyalty, which
encompasses commitment, word-of-mouth, identification, advocacy, and exclusive
consideration.The study population and sample consisted of Uniglo customers in
Bangkok, selected using W.G. Cochran's formula (1977) and a convenience sampling
method.

The results indicate that most Uniglo customers in Bangkok are female, aged
between 36—45 years, hold a bachelor's degree, work as private company employees,
and earn a monthly income of 15,001-20,000 Baht. These personal factors were found
to have no significant effect on customer loyalty. The perceived level of brand image of
Uniglo was rated very high (>_<= 4.34 , S.D. = .707), reflecting strong customer recognition
of the brand's image. Similarly, customer loyalty was also rated very high (; = 4.26,
S.D. = .826), indicating a high degree of loyalty towards the brand. The study concludes

that brand image has a statistically significant impact on customer loyalty.

Keywords : Brand Image, Customer Loyalty, Uniglo Customers
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