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Abstract
The objectives of this study were to 1) study the consumer perception of brand equity of UNIQLO 2) study

consumer attitudes towards marketing communication of UNIQLO. This study was a quantitative research which
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employed an online questionnaire to collect the data. The samples in this study were customer who bought UNIQLO
clothes or perceived brand equity and marketing communication of UNIQLO in Bangkok. A purposive sampling
method was used to collect the data from 400 samples. The statistical methods used for data analysis were
descriptive statistics including percentage, mean and standard deviation. The results were analyzed as follows: 1)
The demographic data revealed that most samples were male, aged between 26-35 years and had a Bachelor’s
degree. They were office workers with the average monthly revenue less than 20,000 baht. 2) The opinion of
respondents about perceived brand equity including perceived quality, brand associations, and brand perceived
quality was at high level and brand awareness was an excellent level. 3) The opinion of respondents about attitudes
towards marketing communication of UNIQLO including indoor and outdoor marketing communication were at

high level and indoor marketing communication was an excellent level.

Keywords: Marketing communication Consumer perception UNIQLO
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