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The influence of University’s branding or reputation on customer loyalty: the case of

Communication Arts and Design Department, KMITL
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Abstract

Today, universities are similar to commercial businesses. Hence, institution’s branding and reputation have
become strategic factors for universities to differentiate themselves and attract students. Branding and reputation of
university, however, have received limited attention in research, especially in Thailand, despite the growing importance
of this topic throughout the world. Therefore, the purpose of this research is to examine the strategic factors, institution's

branding and reputation, that influence customer loyalty.
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The questionnaires were sent to freshmen and sophomores of Communication Art and Design Department
{Communication Design, Film and Video and Photography) KMITL, and a total of 120 were returned. The data from
this survey was analyzed using Statistical Package for Social Sciences or SPSS by Frequency and Multiple regression
analysis. The results illustraie that institution’s branding and reputatfon of university influence customer loyalty at

statistical significance level of .05

The value of this research is to understand the relationship of customer loyalty to university from the point of
view of students as custorners. Additionally, university brand managers can develop the strategic marketing to attract
students and rmaintain a competitive advantage of their universities. Lastly, it would be helpful for service business to

understand customers to achieve the service business's goal, customer loyalty.
Keyword : Insfitution Branding, reputation, customer loyalty, university
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