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Abstract 

The development of the fashion world in Indonesia has also increased quite rapidly. Fashion is any fashion of 

clothing or accessories that is popular in a certain place within a certain period of time too. The fastest growing fashion is 

clothes, this is due to the very fast changing of clothes. One of the fashion items that enter shopping centers in Surabaya is 

Uniqlo. Uniqlo is a fashion retailer from Japan that offers causal clothing for anyone. Uniqlo products have a function and 

are made of good materials, such as women's jeans which are elastic so they are suitable for daily activities. The purpose 

of this study was to determine the effect of product quality, product style, product price, brand image, service quality and 

store environment of brand loyalty.The expected benefits of this research is to increase the repertoire of knowledge in the 

field of management, especially how large the influence of  product quality, product style, product price, brand image, 

service quality and store environment so as to increase Brand Loyalty for Uniqlo customers in Surabaya. This study is 

causal. The method used is quantitative methods of processing the data using AMOS. Data was collected by distributing 

questionnaires to 125 respondents with the characteristics of male and female respondents aged 18-60 years, and has 

visited Uniqlo  at least 1 year.The results showed that Product Quality with regression coefficient of 0.369; Product Style 

with regression coefficient of 0.277,  Product Price with regression coefficient of 0.635, and Service Quality with 

regression coefficient of 0.238,  positive and significantly affect Brand Loyalty; Brand Image with regression coefficient 

of 0.015 and Store Environment with regression coefficient of 0.021,  positive and not significantly affect Brand Loyalty 

 
Keywords:  product quality, product style, product price, brand image, service quality, store environment, brand loyalty 

 

1. Introduction 

Growth in Indonesia for clothing needs is growing very rapidly. So that it makes the need for clothing 

which is commonly referred to as Fashion a more important need when compared to primary needs. One of 

the fashion trends that continues to grow is ready-to-wear clothing, so that many entrepreneurs build a fashion 

business with the concept of fast fashion which has a fast fashion change with appropriate production costs. 

(https://www.kompasiana.com/, downloaded on 22 May 2020) 

The development of the fashion world in Indonesia has also increased quite rapidly. This can be proven 

by the presence of local designers who are increasingly potential, the level of Indonesia's economy is also 

getting better and various retail industries are also experiencing rapid development. (https://serba-serbi-dunia-

fashion.weebly.com/, downloaded on May 22, 2020). 

 

 
 

287

www.ijrp.orgIJRP 2021, 69(1), 287-301; doi:.10.47119/IJRP100691120211680



  

 

 

Fashion is any fashion of clothing or accessories that is popular in a certain place within a certain 

period of time too. The word fashion can also be used in various meanings, such as beauty and style or style. 

Where the beauty and style or style can continue to change by following the times. Apart from that, fashion 

can also be used to explain a person's popularity. For example, in the middle and upper class, especially 

celebrities and celebrities who always spend more money to buy the latest clothes from a brand just to show 

their popularity. (https://www.kompasiana.com/, downloaded on 22 May 2020). 

In the world of fashion, the fastest growing fashion is clothes, this is due to the very fast changing of 

clothes and clothes are one of the most purchased items by the public when compared to other products such 

as bags and shoes. Everyone must have more clothes than bags and shoes. And also with the existence of 

technology that is increasingly developing, making Indonesian people more familiar with the world of fashion 

so that the development of the fashion world in Indonesia is much influenced by western culture or foreign 

culture. (https: // sundries-world-fashion.weebly.com/, downloaded on May 22, 2020). 

According to the East Java APPBI chairman, the results of fashion retail sales from abroad managed to 

increase by 8-15 percent in Surabaya throughout 2018 when compared to the previous year. The East Java 

APPBI chairman also said that many foreign investors in the fashion industry are eyeing the Surabaya market, 

this is because the Surabaya people's consumption of branded clothes is increasing because they continue to 

follow the existing trends. In addition, it is also caused by the growing purchasing power of people in the 

middle segment, so that an increasing number of fashion tenants with foreign brands enter shopping centers in 

Surabaya, one of which is Uniqlo. (https://radarsurabaya.jawapos.com/, downloaded on 22 May 2020). 

 

 
Figure 1.1 Uniqlo Co., Ltd logo. 

Source: https://www.google.co.id/, downloaded on 22 May 2020 

 

The name Uniqlo comes from the name of the first shop named Unique Clothing Warehouse opened by 

Tadashi Yanai in Hiroshima City, Hiroshima Prefecture on June 2, 1984. Uniqlo is a Japanese fashion retailer 

that offers causal clothing to anyone and is one of the fashion retailers entering Indonesia, (can be seen in 

Figure 1.1 Uniqlo Co., Ltd logo). Uniqlo first entered Surabaya on September 1, 2017. 

(http://abyadscreenprinting.com/, downloaded on May 22, 2020) 

Uniqlo does not only sell products for women, but Uniqlo also sells products for men and children 

which are almost equal in number. Uniqlo products have functions and are made from good materials. For 

example, such as women's jeans which are made of elastic and can be bent so that they are suitable for daily 

activities. Uniqlo also produces products made from airism, so it is very suitable for summer and suits the 

very hot weather in Surabaya. Uniqlo also released a Heattech product that is suitable for use in winter, 

because this product warms the body. Uniqlo also provides products that can be used for leisure and according 

to consumer needs. (https://bisnisnasional.com/, downloaded on 22 May 2020). 

This study also discusses the factors that affect brand loyalty. To see the factors that influence brand 

loyalty based on several replicated and compiled journals, we will examine whether the variables of product 
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quality, product style, product price, brand image, service quality and store environment have a significant 

effect on brand loyalty with gender moderation in Uniqlo customers in Surabaya 

 

2. Litterature Review 

2.1 Theories and Hypotheses 

2.1.1 Product Quality 

According to Anwar (2015) product quality is the quality of a product that consumers can accept according to 

consumer wants and needs. According to Kotler & Armstrong (2012) product quality, namely the quality of a 

product or service that supports the ability to satisfy, express, and imply customer needs. Research results are 

supported by (Abdullah 2015), emphasizing that product quality plays an important role in brand loyalty by 

influencing consumer purchasing behavior, because it provides consumers with relatively good reasons to buy 

from certain brands (Abdullah 2015). 

H1: Product Quality has a significant influence on Brand Loyalty. 

 

2.1.2 Product Style 

According to Kotler and Keller (2009) product style is the style of a product that affects the appearance, taste 

and function of the product based on consumer needs. According to Sutojo (2009) product style is a style of 

product that differentiates the products produced by the company from those of competitors. The results of 

research conducted by Horvath (2001), confirm that product style has a significant relationship to brand 

loyalty. This is because product style plays an important role in building brand personality and creating 

product image characteristics that make consumers loyal to the brand. 

H2: Product Style has a significant influence on Brand Loyalty. 

 

2.1.3 Product Price 

The product price is the amount of money that consumers must spend to buy a product or service produced by 

a company (Philip Kotler, 2012). According to Guntur (2010) the product price is the amount of money that is 

billed for a product and service or the amount of value exchanged by customers to benefit from owning or 

using a product for services. The results of research conducted by Fundera (2017) confirm that product price 

has a significant relationship to brand loyalty. 

H3: Product price has a significant influence on Brand Loyalty. 

 

2.1.4 Brand Image  

According to Tjiptono (2015), brand image is a description of consumer associations and beliefs in a brand 

and is always in the minds of consumers. According to Supranto (2011), brand image is what consumers think 

or feel when consumers hear or see the name of a brand or in essence what consumers have learned about the 

brand. Muhammad et al., (2013) define a brand as what consumers understand about a brand. brand image can 

be seen as an attitude body based on the attitude of one group. The results of research conducted by Ming et 

al., (2011) and Eschet et, al., (2006) found that Brand Image has a positive effect on Brand Loyalty. 

H4: Brand Image has a significant influence on Brand Loyalty. 

 

2.1.5 Service Quality 
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Lupiyoadi (2014) states that service quality is any activity or action offered by one person to another, which is 

basically intangible and does not result in any transfer of ownership. According to Aaker (1992) service 

quality provides added value for a brand. Good service quality will give consumers a reason to buy a brand 

and make a difference from other competitors. So it can be said that service quality has a positive effect on 

brand loyalty. This is in accordance with research conducted by Sahin et al. (2011) and Etemadifard et al. 

(2013) which states that service quality has a significant effect on brand loyalty. 

H5: Service Quality has a significant influence on Brand Loyalty. 

 

2.1.6 Store Environment 

According to Gillbert (2013), said that the store environment is a combination of physical messages that have 

been planned or store atmosphere can be described as a change in the purchasing environment planning that 

produces special emotional effects that can cause consumers to take purchase actions. The results of research 

conducted by Choi, Heo & Kim (2012) found that the store environment has a significant relationship with 

brand loyalty. This is because if the positive quality of the store, which includes location, layout, and 

interesting stimuli, will affect customer brand loyalty, because the perception of customer satisfaction will 

encourage him to revisit the store in the future. The results of this study are also supported by Kumar & Kim 

(2014) which states that store environments also provide significant opportunities to create and strengthen 

brand loyalty. 

H6: Store Environment has a significant influence on Brand Loyalty 

 

2.1.7 Brand Loyalty 

According to Mabkhot et, al., (2016), brand loyalty is loyalty to a brand that is considered a marketing idea, 

which is used as an effort to build long-term relationships with consumers. According to Sudaryono, (2016) 

defines brand loyalty as a positive attitude of consumers towards a brand, and consumers have a strong desire 

to repurchase the same product now and in the future. According to Kotller and Keller (2016) brand loyalty is 

a deeply held commitment to buy or support back preferred products or services in the future even though the 

influence of situations and marketing efforts has the potential to cause customers to switch. According to 

Schiffman & Wisenblit (2015) brand loyalty is consumer learning about purchasing a brand where consumers 

do not see other available alternatives. 

2.2 Research Model 
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Figure 2.1: The Framework of Research Model 

 

3. Research Methods 

This type of research is causality research because the research will develop a previous research model to test 

the research hypothesis that is determined based on literature review to answer the problems identified in the 

previous chapter. The method used in this study will refer to references that can carry out a simultaneous 

analysis process associated with a multi-variable research model, namely the Structural Equation Model 

(SEM) using AMOS 22.0 software. This research model is expected to explain the relationship between 

variables in order to understand the factors that affect the brand loyalty of Uniqlo customers in Surabaya as 

well as make an implication that the results will approach the requirements of a measurement that will be 

described through a research design. In this study, the research population is consumers who purchase Uniqlo 

products in Surabaya. In this study, the method used to take samples is non-probability sampling and snowball 

sampling and to collect data using a questionnaire method. The non-probability sampling method is used 

because the population who has bought Uniqlo products is not known for sure. Meanwhile, snowball is used 

so that the distribution of questionnaires can be done quickly and accurately. According to Sugiyono (2001), 

Snowball sampling is a technique of determining a sample that is initially small, then the sample is distributed 

to friends to be sampled and then passed on to other friends until it becomes many. That way, to distribute the 

questionnaire through the snowball method, it will be distributed to the Pelita Harapan University in Surabaya 

environment and later friends will help distribute the questionnaire to other people. In accordance with the 

determined characteristics, by having certain characteristics, namely: (1) Male and Female; (2) Domiciled in 

the Surabaya area; (3) 18-60 years old; (4) Have purchased Uniqlo products in Surabaya at least 2 times in the 

last 1 year. 

 

4. Results and Discussion 

4.1 Assessment of Measurement Model 

Table 4.1: Regression Weights Full Structural Equation Model 
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Estimate S.E. C.R. P Estimate 

Brand_Loyalty <--- Product_Quality 0.346 0.124 2.8 0.005 0.369 

Brand_Loyalty <--- Product_Style 0.321 0.135 2.382 0.017 0.277 

Brand_Loyalty <--- Product_Price 0.432 0.102 4.247 *** 0.635 

Brand_Loyalty <--- Brand_Image 0.016 0.121 0.128 0.898 0.015 

Brand_Loyalty <--- Service_Quality 0.164 0.081 2.035 0.042 0.238 

Brand_Loyalty <--- Store_Environment 0.029 0.155 0.189 0.85 0.021 

X3 <--- Product_Quality 1    0.675 

X2 <--- Product_Quality 0.667 0.191 3.497 *** 0.506 

X1 <--- Product_Quality 0.701 0.188 3.722 *** 0.627 

X10 <--- Product_Price 1    0.607 

X9 <--- Product_Price 1.178 0.205 5.742 *** 0.769 

X8 <--- Product_Price 1.162 0.207 5.609 *** 0.733 

X16 <--- Service_Quality 1    0.735 

X15 <--- Service_Quality 1.046 0.149 7.031 *** 0.783 

X14 <--- Service_Quality 0.982 0.149 6.576 *** 0.66 

X13 <--- Brand_Image 1    0.704 

X12 <--- Brand_Image 0.985 0.292 3.376 *** 0.519 

X11 <--- Brand_Image 1.009 0.299 3.374 *** 0.6 

X6 <--- Product_Style 1    0.663 

X5 <--- Product_Style 1.024 0.328 3.126 0.002 0.679 

X4 <--- Product_Style 0.633 0.174 3.636 *** 0.46 

X20 <--- Store_Environment 1    0.415 

X19 <--- Store_Environment 1.542 0.505 3.054 0.002 0.825 

X18 <--- Store_Environment 1.031 0.322 3.2 0.001 0.466 

X7 <--- Product_Style 0.626 0.211 2.961 0.003 0.462 

X17 <--- Service_Quality 0.718 0.119 6.06 *** 0.627 

X21 <--- Store_Environment 1.425 0.416 3.423 *** 0.5 

Y1 <--- Brand_Loyalty 1    0.647 

Y2 <--- Brand_Loyalty 1.007 0.168 5.984 *** 0.617 

Y3 <--- Brand_Loyalty 0.86 0.154 5.568 *** 0.587 

Y4 <--- Brand_Loyalty 1.464 0.26 5.637 *** 0.658 

 

C.R. for each relationship between the variables tested is shown in table 4.1. The causal relationship that 

occurs between brand image variables on Brand loyalty, store environment on brand loyalty has an 

insignificant relationship because the C.R value is above 2.00. 

 

4.2 Hypotheses Testing 
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Table 4.2: Summary of Testing Results. 

Hypotheses Analysis 

H1: product quality has a significant effect on brand loyalty Accepted 

H2: product style has a significant effect on brand loyalty Accepted 

H3: product price has a significant effect on brand loyalty Accepted 

H4: brand image has a significant effect on brand loyalty Rejected 

H5: service quality has a significant effect on brand loyalty Accepted 

H6: store environment has a significant effect on brand loyalty Rejected 

 

 

 
Figure 4.1: The Framework of Analysis Result 

 

4.3 Discussion  

The results of data processing using AMOS 22.0 software show the six hypotheses proposed in this 

study. These results can be described as follows, the variable product quality has a significant effect on brand 

loyalty with a regression coefficient of 0.369 and C.R. 2,800; product style variable has a significant effect on 

brand loyalty with a regression coefficient of 0.277 and C.R. amounting to 2,382; product price variable has a 

significant effect on brand loyalty with a regression coefficient of 0.635 and C.R. amounting to 4,247; brand 

image variable has no significant effect on brand loyalty with a regression coefficient of 0.015 and C.R. equal 

to 0.128; service quality variable has a significant effect on brand loyalty with a regression coefficient of 

0.238 and C.R. amounting to 2,035; store environment variable has no significant effect on brand loyalty with 

a regression coefficient of 0.021 and C.R. amounting to 0.189. Based on the results of the existing regression 

coefficients, it can be seen that the effect of product price on brand loyalty has the greatest effect (0.635), then 

the second largest effect is product quality on brand loyalty (0.369), the third largest effect is product style on 

brand loyalty (0.277) and the lowest influence is brand image on brand loyalty (0.015). 
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4.3.1 The effect of product quality on brand loyalty 

Product quality variable has a significant positive effect on brand loyalty with a regression 

coefficient of 0.369 with a C.R. 2,800. this is because according to customers, Uniqlo has products with 

comfortable and quality materials and also uniqlo has many attractive color choices. One of them is Uniqlo 

which has denim products with fibers that are 20% lighter than the fibers found in regular denim. So that the 

resulting denim is very light and feels comfortable on the skin, flexible, absorbs sweat and is suitable for the 

season or hot air and makes this product different from other brands, thus making Uniqlo customers even 

more interested and making repeat purchases of uniqlo products. 

4.3.2 The effect of product style on brand loyalty 

Product style variable has a significant positive effect on brand loyalty with a regression coefficient 

of 0.277 with a C.R. 2,382. This is because the products provided by Uniqlo have a cool, trendy and 

fashionable design. Uniqlo also provides products that have a collection of different styles from other 

products such as the Uniqlo collection that uses technological elements, namely HeatTech, where the body 

will still feel warm during winter even though the fabric is thin and also has a fashionable design. Other 

technologies are AIRims where the inner fabric feels soft so it is easier to dry, UV Cut which is a material 

designed to prevent 90 percent of sunlight and the last one is LifeWear, which is a combination of casual 

clothes with sportswear. Thus increasing customer loyalty to Uniqlo products. 

4.3.1 The effect of product price on brand loyalty 

Product price variable has a significant positive effect on brand loyalty with a regression coefficient 

of 0.635 with a C.R. 4,247. product price has the greatest influence on brand loyalty. This is because 

customers feel that Uniqlo products have relatively affordable and best prices with high quality products and 

comfortable materials. Uniqlo also has attractive discounts that make Uniqlo customers even more interested 

in shopping at Uniqlo. 

4.3.1 The effect of brand image on brand loyalty 

Brand image variable has a positive but not significant effect on brand loyalty with a regression 

coefficient value of 0.015 with a C.R. 0.128. This is because Uniqlo has many similar competitors who have 

bigger names and are also more famous for the same product quality, so that the customer view of Uniqlo is 

not as good as other competitors. 

4.3.1 The effect of service quality on brand loyalty 

The service quality variable has a significant positive effect on brand loyalty with a regression 

coefficient of 0.238 with a C.R. 2,035. This is because customers feel that the appearance of Uniqlo 

employees looks neat and customers also feel that Uniqlo employees are friendly and master the products 

offered such as the availability of clothes stocks and help customers find the desired product so that customers 

feel Uniqlo has good service quality. ultimately affects Uniqlo brand loyalty. 

4.3.1 The effect of store environment on brand loyalty 

Store environment variable has a positive and insignificant effect on brand loyalty with a regression 

coefficient value of 0.021 with a C.R. 0.189. This is because the Uniqlo store location has an affordable 

location with an attractive interior design and pleasant colors so that customers feel that Uniqlo has a 

comfortable environment and also that Uniqlo has the same environmental design as other competitors so that 

it does not have an effect on increasing Uniqlo customer loyalty. 
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5 Conclusion  

This model was developed in the context of the Uniqlo Brand Loyalty research in Surabaya. This research 

model is formed from the influence relationship between product quality, product style, product price, brand 

image, service quality and store environment on brand loyalty. The formulation of the problem in this study is 

whether product quality variables have a significant effect on brand loyalty, product style variables have a 

significant effect on brand loyalty, product price has a significant effect on brand loyalty, brand image has a 

significant effect on brand loyalty, service quality has a significant effect on brand loyalty and variables. store 

environment has a significant effect on brand loyalty. Based on the data processing carried out, the final result 

is that of the 6 proposed hypotheses, 4 hypotheses are accepted and 2 hypotheses are rejected 

 

5.1 Managerial Implications 

Table 5.1: Managerial Implications 

Current Research Managerial Implications 

Product Quality is one 

element that is the focus in 

the process of increasing 

Brand Loyalty 

• improve the quality of its products with materials that are more 

comfortable and safe to use for both small children and adults 

• increase the thickness of the t-shirt material by using a comfortable 

cottoncombed 24s type fabric 

• maintain product color choices on Uniqlo 

• maintain the quality of the products that have been used 

Product Style is one of the 

elements that is the focus in 

the process of increasing 

Brand Loyalty 

• improve Uniqlo designs in accordance with the times 

• maintains the Uniqlo design made of technology 

• Maintaining styles from Uniqlo such as Heatech, AIRims, UV CUT and 

LifeWear 

Product Price is one of the 

elements that is the focus in 

the process of increasing 

Brand Loyalty 

• keep product prices affordable 

• maintains its current price with good product quality 

• provide many attractive discounts 

Brand Image is one of the 

elements that is the focus in 

the process of increasing 

Brand Loyalty 

• maintain its brand so that it remains trusted by the customer 

• do promotions using artists, celebrities or well-known athletes as brand 

ambassadors 

• maintain the quality of its products 

Service Quality is one of the 

elements that is the focus in 

the process of increasing 

Brand Loyalty 

• improve Uniqlo employee friendliness 

• Increase Uniqlo employees to be more familiar with the product. 

• maintains the neat appearance of its employees 

• maintain morning briefings of Uniqlo employees 

Store Environment is one of 

the elements that is the focus 

in the process of increasing 

Brand Loyalty 

• maintain the interior appearance of the store 

• increase the arrangement of the shelves to make it look more neat 

• maintains its affordable location within the mall 

• maintain the arrangement of lights in the store which looks elegant 

 

Based on the results of this study, the main recommendation made for the object of this research is that the 

price of Uniqlo products must be maintained in accordance with the quality of the products obtained by 

Uniqlo customers. 

295

www.ijrp.org

  Wenny Geovani, S.M / International Journal of Research Publications (IJRP.ORG)



  

 

 

5.2 Recommendation 

Looking at the results of existing research where there are still many limitations to the research conducted by 

the author, the recommendations that can be submitted by the author are as follows: 

• Seeing the limitations regarding the research object that only takes respondents, namely Uniqlo 

customers in Surabaya, it is hoped that the next research using the same or modified model can be 

applied to different objects to get more general results on the factors that affect Brand Loyalty. 

• Further research is expected to complement the existing variables in this research so that it can further 

enhance the understanding of the factors that affect Brand Loyalty, such as advertising, customer 

satisfaction, and celebrity endorsment. 

• Further research can be developed by linking the factors that influence Brand Loyalty based on income 

levels. Future research could also expand the scope of respondents to be researched, or carry out their 

research in a different area from the current research. So that further research carried out provides a 

broad picture of Brand Loyalty. 

• In addition, it is also expected to be able to use the Structural Equational Model (SEM) but by using 

Lisrel software in future research. 
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Appendix 

Table 6.1: The Items List Used in the study 

Product Quality 

X1: In my opinion, Uniqlo products have comfortable materials to use 

X2: In my opinion, Uniqlo products have many attractive color choices 

X3: In my opinion, Uniqlo products have guaranteed product quality. 

Product Style 

X4: In my opinion, Uniqlo products have various types of attractive styles 

X5: In my opinion, Uniqlo products have a trendy design 

X6: I feel that Uniqlo products are fashionable designs 

X7: I feel that Uniqlo products provide cool clothes. 

Ptoduct Price 

X8: I think Uniqlo products have the best prices 

X9: I feel that Uniqlo products are affordable 

X10: I feel that Uniqlo products have an attractive price discount 

Brand Image 

X11: I think Uniqlo is a well-known brand 

X12: I feel that the Uniqlo brand image reflects a quality brand 

X13: I think the Uniqlo brand is a trusted brand 

Service Quality 

X14: In my opinion, the employees at the Uniqlo store have a neat appearance 

X15: In my opinion, the employees at the Uniqlo store are friendly 

X16: In my opinion, the employees at the Uniqlo store are very good at the products they offer 

X17: I feel that the employees at the Uniqlo store are always ready to help me 

Store Environment 

X18: I feel the Uniqlo store has an affordable location 

X19: I found the Uniqlo store to have an interesting interior appearance 

X20: I find the Uniqlo shop a pleasant color design 

X21: I feel that the Uniqlo store has a good shelf arrangement 

Brand Loyalty 

Y1: I will repurchase Uniqlo products in the future 

Y2: I would recommend Uniqlo products to my family 

Y3: I will say positive things about Uniqlo products to others 

Y4: I consider myself loyal to Uniqlo products 
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