= 1'% LY

15T ULBUTENI19BNSwavasn nanwaldua Nl duenuanaulRveens1dusn

NIINWURIUAT
The comparison between the influence of the shop’s image famous for brand
quality which affect to brand loyalty of fashion garment among new workers in

Bangkok
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Abstract

The objective of this study was to compare the influence of shop’s image and brand
quality which affect to brand loyalty of fashion garment among the consumers who are new
workers in Bangkok. The sample group of this study was 400 consumers who started working in
Bangkok, age between 23-27 years old, selected by applying purposive sampling. The research
instrument was the questionnaire. Analysis statistics was multiple regression analysis. The study
revealed that the shop’s image and brand quality affected to brand loyalty are accounted for
22.1 (RZ:.221), significance level at .000. Brand quality had more effect on brand loyalty than on

shop image. The shop images which affected to brand loyalty of fashion garment were product



image, price image, physical environment image, and social image. Brand quality which affected

to brand loyalty of fashion garment were quality relate to the wearers and physical quality.

Keywords: Brand, Shop Image, Loyalty, Fashion Garment
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