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ABSTRACT

This research aimed to (1) examine Generation Z consumers’ perception of brand
storytelling elements of La Glace, and (2) analyze the influence of those storytelling elements
on brand loyalty. The study employed a quantitative survey design, collecting data from 400
respondents using a five-point Likert-scale questionnaire. Descriptive statistics and stepwise
multiple regression analysis were applied for data analysis.

The findings revealed that most respondents were female (73.25%), aged between 20—
25 years, with an average monthly income of 10,001-20,000 THB. The overall perception
toward brand storytelling elements was rated high (mean = 4.20), while brand loyalty was also
at a high level (mean = 4.17). Regression analysis indicated that four storytelling dimensions—
memorability, engagement, emotional connection, and authenticity positively influenced brand
loyalty at the 0.05 significance level. Among these, memorability had the strongest effect (B =
0.444), followed by engagement (B =0.280).

The results confirm that brand storytelling, particularly stories that are memorable and
authentic, plays a crucial role in fostering emotional bonds and loyalty among Generation Z
consumers toward La Glace. This study provides insights for marketers in developing more

effective and sustainable digital brand communication strategies.
Keywords: Brand Storytelling, Brand Loyalty, Generation Z, La Glace
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