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Abstract

Objectives of this research article were: 1. To examine the influence of
brand image on consumers’ purchasing decisions toward products at Uniglo stores
at Hat Yai District, Songkhla Province, and 2. To study the influence of integrated
marketing communication (IMC) strategies on consumers’ purchasing decisions at
Uniglo stores in Hat Yai District. The samples consisted of 385 consumers who had
purchased Uniglo products, selected through purposive sampling. The sampling
criteria required respondents to have used Uniglo store services at Hat Yai District,
Songkhla Province, and to have made at least two purchases. The research
instrument consisted of a questionnaire that included checklist items and a five-
point Likert scale. Data were analyzed using percentages, means, standard
deviation, correlation analysis, and multiple regression analysis.

The results indicated that brand image factors had a positive effect on
purchase decisions at the 0.05 level of statistical significance. Based on the
standardized regression coefficients, these factors were ranked in descending
order as follows: international appeal, modernity, product quality, and product
credibility, respectively. Similarly, integrated marketing communication (IMC)
strategies also had a positive effect on purchase decisions at the 0.05 level of
statistical significance. According to the standardized regression coefficients, the
IMC factors were ranked from highest to lowest as follows: sales promotion,
advertising, personal selling, direct marketing, and public relations, respectively.

Keywords: Brand Image; Marketing Communication; Purchasing Decision
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Usgidunadoyalfi oUsznounisindula nsfadulangfnssuniendinisie
Fawvuasunmiidnvaziunuunniduuszanaa (Likert Scale) 919U 5 5¥fU
1¢uA 5 Al 1niiga 4 fo 10 3 Ae Urunans 2 Ao tew wag 1 Ae YeuTign



48 il 15 nuhnil 2 Suwmy - ey 2569 Vol. 15 No. 2 March - April 2026 i%_pj

4. nsifiusauTudeys waznnssIRFBURMIAINLATENED

mafususmdeyasidunsiagldiuuasuaudund esllondn lnogide
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