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Abstract

This research studies the impact of marketing image, perceived quality, fashion consciousness and brand
reputation on shoppers at Brand A in Bangkok. The descriptive data was gathered from 335 questionnaires. The
hypothesis testing is based on multiple regression analysis. The results show that the respondents were mostly
females aged between 24-29 years old with a bachelor degrees working in private companies in Thailand with an
average income of between 15,000 — 25,000 baht. The hypothesis testing results reveal, in order of importance, that
the variables with best power predictors of brand royalty were brand reputation, perceived quality, marketing image

with beta coefficients of 0.349 0.204 and 0.188, respectivly, at a significant level of 05: This research can be used to

plan and create marketing strategies for Brand A in Bangkok.

Keywords: brand reputation, perceived quality, brand royalty
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