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ABSTRACT

Customer satisfaction is a crucial determinant of success in the fast-fashion sector especially for businesses such as Uniqlo that emphasize providing seamless customer experiences via innovative technologies. This study examines the correlation between perceived ease of use and consumer happiness within Uniqlo's retail environment particularly with the application of RFID technology. A quantitative methodology was employed to gather data via a structured survey of 30 participants, evaluating their experiences with the usability of Uniqlo's RFID system and its influence on their satisfaction. The investigation demonstrated a statistically significant and positive connection (r = 0.706) between perceived ease of use and customer satisfaction highlighting that user-friendly systems significantly improve consumer experiences. Cronbach's Alpha scores of 0.895 for ease of use and 0.933 for satisfaction confirm the reliability of the study tools. These results correspond with the Technology Acceptance Model (TAM), highlighting the essential function of accessible technology in enhancing consumer happiness and cultivating brand loyalty. However, the study's limited sample size and particular emphasis on Uniqlo constrain its generalizability. Subsequent study requires to investigate supplementary variables like as trust and personalization within more extensive retail contexts. This study provides significant insights for Uniqlo and other fast-fashion shops, emphasizing the importance of prioritizing usability and technological innovation to improve consumer happiness and maintain competitive advantage. 


Keywords: Perceived Ease of Use, Customer Satisfaction, RFID



INTRODUCTION 
Customer satisfaction is a fundamental element of retail management especially in the fast-fashion industry shown by companies such as Uniqlo (Gushelmi, 2023; Hamim, 2023). This topic is crucial because to its direct relationship with consumer loyalty, brand reputation and overall business performance. In a consumer-driven world, comprehending the elements that influence customer satisfaction can result in superior service delivery and enriched customer experiences (Maryanto & Kaihatu, 2021). The primary concern regarding customer satisfaction among Uniqlo consumers is the perceived user-friendliness of their shopping platforms both digital and physical (Al-Qudsy, 2025). Despite Uniqlo's robust brand presence, there is a significant deficiency of empirical research examining the impact of perceived ease of use on customer happiness in this setting. This gap offers an opportunity for additional exploration into how Uniqlo might improve their customer experience by resolving usability concerns (Wilson et al., 2021).

In the current competitive retail landscape, customer happiness is not only a metric but an essential element of strategic strategy. Uniqlo considers customer happiness a crucial factor in fostering repeat business and brand loyalty (Hamim, 2023; Mohd-Ramly, 2017). The importance of this relationship is highlighted by the growing dependence on digital platforms for buying where navigational ease and user experience are crucial in influencing customer opinions (Yo et al., 2021; , Chong, 2023). However, a research gap persists about the comparison of Uniqlo's unique techniques for boosting consumer happiness via perceived ease of use with those of its competitors. The absence of comparative analysis constrains the comprehension of industry best practices and how Uniqlo might utilize its capabilities to enhance customer happiness (Mustakim et al., 2022).

The concept of customer satisfaction among Uniqlo consumers is shaped by several elements including perceived ease of use, product quality and brand reputation (Al-Qudsy, 2025; Mohd-Ramly, 2017). In today's retail environment, when consumers are increasingly knowledgeable and selective, the accessibility of Uniqlo's platforms greatly influences customer happiness (Hidayat et al., 2019). This influence is especially visible in online buying where consumers anticipate frictionless experiences. The present circumstances require Uniqlo to uphold superior product quality while also guaranteeing that its digital platforms are user-friendly and accessible (Faiza, 2023).

Customer satisfaction has a complex function in Uniqlo's business model. It functions as an intermediary between perceived ease of use and consumer loyalty (Fausel, 2018; Jalil, 2025; Omar, 2018), substantiating the idea that delighted customers are more inclined to repurchase and endorse the brand to others. (Asmarina et al., 2022). Moreover, customer satisfaction is essential to Uniqlo's marketing initiatives as favorable customer experiences can result in organic brand promotion via word-of-mouth and social media (Keni, 2020). Therefore, comprehending the mechanics of customer happiness is crucial for Uniqlo to maintain its competitive edge in the retail sector (Hamim, 2023; Mohd-Ramly, 2017).

Multiple aspects affect customer satisfaction among Uniqlo consumers with perceived ease of use being one of the most prominent (Ismail, 2019). Studies demonstrate that enhanced navigability of Uniqlo's online and offline shopping experiences correlates with increased consumer satisfaction (Olivia & Marchyta, 2022). Additional elements including product quality, pricing and customer service also influence overall satisfaction. Nevertheless, the effect of perceived ease of use is especially significant in digital buying contexts (Li, 2016). This underscores the necessity for Uniqlo to always assess and improve its user interfaces to align with changing customer expectations (Midi, 2025).

Numerous aspects of customer happiness in retail have been examined in earlier research including the significance of perceived usability and service quality. Nevertheless, targeted study on Uniqlo is scarce. Research indicates that perceived ease of use substantially influences customer satisfaction across several platforms, implying that Uniqlo could gain from analogous studies customized for its distinct target demographic (Hamdan et al., 2022). The literature highlights the importance of incorporating consumer feedback into service design, suggesting a potential opportunity for Uniqlo to enhance its customer satisfaction measures.

This study aims to examine the correlation between perceived ease of use and customer happiness among Uniqlo consumers to emphasizing the identification of particular areas for enhancement. This study seeks to fill the research gap by offering practical insights for Uniqlo to improve customer experiences and satisfaction levels. This research's consequences transcend Uniqlo, providing significant insights for other retailers in the fast-fashion industry aiming to enhance their customer satisfaction strategies.

LITERATURE REVIEW 
2.1 CUSTOMER SATISFACTION
The historical development of research on customer satisfaction among Uniqlo consumers has markedly developed, mirroring wider shifts in consumer behaviour and retail methods. Initially, research concentrated on the fundamental elements of customer satisfaction frequently highlighting the correlation between product quality and customer loyalty. A significant milestone was the utilization of collaborative analysis to comprehend consumer preferences about clothing features, emphasizing the critical role of brand perception in purchasing decisions (Murad, 2018). Recent theoretical frameworks have incorporated service quality and customer experience, acknowledging their essential roles in influencing consumer satisfaction (Rumagit, 2022). Research methodology has evolved from qualitative methods to advanced quantitative analyses including structural equation modelling (SEM) and partial least squares (PLS), facilitating a more refined comprehension of the determinants of customer satisfaction. This transition indicates an increasing acknowledgement of the intricacies of consumer behaviour in the fast fashion industry especially as brands such as Uniqlo seek to improve their market standing via new marketing tactics and omnichannel experiences (Berman & Thelen, 2018).

Diverse definitions of customer satisfaction have arisen from academic research, each offering distinct insights pertinent to Uniqlo consumers. Customer satisfaction is commonly defined as the extent to which a product's perceived performance aligns with or surpasses consumer expectations (Alvian, 2024). Other researchers highlight the emotional and cognitive assessments consumers undertake after a purchase, positing that satisfaction is a complex construct shaped by service quality, brand image and individual experiences (Rumagit, 2022). An analysis of these definitions uncovers recurring features, notably the focus on consumer expectations and the influence of brand perception on satisfaction levels. This theme convergence highlights the significance of perceiving customer pleasure not solely as a transactional result but as a comprehensive experience that includes multiple facets of consumer engagement with the business (Gunawan, 2022).

Recent trends in customer satisfaction studies with Uniqlo consumers have emphasized the role of digital tools and social media in influencing consumer experiences. The customer experience management (CEM) concept has gained prominence, asserting that a favorable customer experience markedly improves satisfaction and loyalty (Du, 2024). Moreover, notions like perceived value and service quality have been increasingly associated with customer satisfaction indicating that brands must provide not just high-quality items but also outstanding service to cultivate loyalty (Saura et al., 2018). Research has highlighted the impact of omnichannel commerce, demonstrating that the seamless integration of online and physical experiences can markedly improve customer satisfaction (Berman & Thelen, 2018).

Multiple aspects influence customer satisfaction among Uniqlo consumers with perceived ease of use, product quality, brand image and service quality being the most significant. Studies demonstrate that superior products that meet consumer expectations result in heightened satisfaction levels (Haryeni et al., 2022). Moreover, brand image is crucial as consumers frequently link Uniqlo with value and dependability to augmenting their overall pleasure (Alvian, 2024). The quality of service including factors like personnel attentiveness and store ambiance, strongly influences satisfaction levels (Rumagit, 2022). The combined impact of these elements indicates that Uniqlo's strategic emphasis on quality and customer experience is essential for cultivating elevated customer satisfaction.

Recent trends in research methodologies concerning customer satisfaction with Uniqlo consumers have transitioned towards more holistic and integrative strategies. The employment of mixed methods designs, integrating qualitative insights with quantitative data has gained prominence, enabling researchers to encapsulate the complex nature of customer satisfaction. The utilization of modern analytical methods including machine learning and big data analytics is on the rise, allowing firms to obtain profound insights into consumer behaviour and preferences (Du, 2024). These patterns indicate a future research trajectory that prioritizes data-driven decision-making and tailored consumer experiences both of which are crucial for sustaining competitive advantage in the fast fashion sector.

Analyzing the key findings of previous studies reveals that approaches have differed greatly, ranging from quantitative surveys to qualitative interviews each with unique drawbacks. Some studies effectively emphasize the significance of service quality in customer satisfaction. They frequently fail to provide a holistic perspective on the overall consumer experience (Alvian, 2024). Some individuals may concentrate primarily on product characteristics while neglecting the emotional and psychological elements that affect pleasure (Haryeni et al., 2022). Future research should investigate the influence of emerging technologies on customer satisfaction within digital retail contexts as well as the enduring effects of customer satisfaction on brand loyalty and repurchase intentions among Uniqlo consumers, addressing existing gaps in the literature (Alias, 2026; Yahya, 2017).
2.2 PERCEIVED EASE OF USE
[bookmark: _Hlk183121451]Perceived ease of use (PEOU) is an essential concept in technology acceptance studies especially within the Technology Acceptance Model (TAM) framework. It is characterized as the extent to which an individual perceives that utilizing a specific system would require minimal effort (Keni, 2020). PEOU refers to the degree to which a user views a technology as user-friendly which affects their intention to utilize it (Anggraeni, 2023). Moreover, PEOU is defined as the perception of a system's simplicity and user-friendliness which can profoundly influence user satisfaction and behavioral intentions (Venkatesh, 2000).

The relationship between perceived ease of use and customer happiness has been thoroughly examined. Research demonstrates that perceived ease of use (PEOU) favorably impacts consumer satisfaction which subsequently influences behavioral intentions including repurchase intention and loyalty (Maryanto & Kaihatu, 2021; Jabbar, 2023). For example, in the e-commerce industry discovered that consumer happiness was greatly influenced by perceived security and ease of use indicating that ease of use is a key factor in customer satisfaction (Wilson et al., 2021). Customer satisfaction mediates the relationship between perceived usefulness and customer loyalty whereas perceived ease of use serves as a moderator in this interaction (Maryanto & Kaihatu, 2021). This indicates that when consumers see a system as user-friendly, their satisfaction rises resulting in enhanced loyalty and plans to repurchase.

Many restrictions and gaps still exist in the extensive body of research on PEOU and its connection to customer satisfaction. Numerous research has concentrated primarily on certain contexts such as e-commerce or mobile banking, thereby constraining the generalizability of findings across other industries (Parilla & Abadilla, 2023; Priyatma, 2022). Moreover, although the moderating effect of PEOU has been recognized, empirical evidence substantiating this association remains scarce, highlighting the necessity for future investigation in many contexts (Maryanto & Kaihatu, 2021). Moreover, numerous research has insufficiently considered the possible impact of additional variables including brand image and perceived security on the correlation between PEOU and customer satisfaction (Faiza, 2023; Wilson et al., 2021).

This study seeks to enhance the current knowledge base by examining the intricate links among perceived ease of use, customer satisfaction and various moderating variables. This research seeks to better understand the impact of perceived ease of use (PEOU) on customer satisfaction and subsequent behavioral intentions by integrating brand image as a mediating variable. This method not only rectifies the deficiencies noted in earlier research but also offers a more thorough comprehension of the elements influencing consumer satisfaction in technology adoption scenarios (Faiza, 2023). This research may provide practical insights for firms aiming to increase user experience and satisfaction via enhanced system design and user assistance (Zainon, 2018; Zakaria, 2025). 


METHODOLOGY 
This study uses a correlational approach to investigate the relationship between perceived ease of use and satisfaction among Uniqlo consumers. This quantitative data allows for statistical analysis to detect correlations between perceived ease of use and customer satisfaction to guarantee objective data acquisition and analysis (Jamaludin & Seman, 2024). A sample of 30 respondents randomly chosen from the target market of Uniqlo consumers participated in the survey. The random sampling method guarantees that each individual has an equal probability of selection, hence reducing bias and improving the generalizability of the findings. The data collection was executed via a Google Form questionnaire which is both convenient and accessible for participants. The survey is segmented into three sections which are Part A gathers demographic data using four items, Part B assesses perceived ease of use with five items and Part C analyses customer satisfaction using an additional five items, resulting in a total of fourteen items. A 5-point Likert scale from "Strongly Disagree" to "Strongly Agree," is employed to quantify respondents' levels of agreement, assuring accurate assessment of their perspectives.

The questionnaire's reliability and validity are essential to the study's credibility. This study's data analysis included cleaning, organizing and analyzing obtained information using SPSS for descriptive analysis (Tahir et al., 2024). The instrument's dependability is evaluated using Cronbach's alpha to ascertain internal consistency, guaranteeing that the measures are stable and reliable. SPSS software is employed for data analysis to execute statistical procedures such as correlation analysis, cumulative frequency analysis and reliability testing. Correlation study determines the strength and direction of the relationship between perceived ease of use and customer satisfaction. Cumulative frequency analysis offers a comprehensive distribution of respondents' input. This comprehensive methodology guarantees a thorough assessment of the relationship between the factors providing trustworthy and useful insights into how perceived ease of use affects customer satisfaction.

FINDINGS AND DISCUSSION 
1.1 FINDINGS
4.1.1 Descriptive Information of Demographic

Table 1. Demographic of Uniqlo Consumer
	Demographic

	Gender
	Frequency
	%

	Male
	15
	50

	Female
	15
	50

	TOTAL
	
	100

	
	
	

	Age
	Frequency
	%

	20-25 years old
	9
	30

	26-30 years old
	10
	33.3

	31-35 years old
	9
	30

	36 years old and above
	2
	6.7

	TOTAL
	30
	100

	
	
	

	Frequency of Visit to Uniqlo
	Frequency
	%

	Very Often
	5
	16.7

	Often
	12
	40

	Rarely
	11
	36.6

	Very Rarely
	2
	6.7

	TOTAL
	30
	100

	
	
	

	Awareness of RFID Tag
	Frequency
	%

	Yes
	30
	100

	No
	0
	0

	TOTAL
	30
	100



The demographic profile of the respondents reveals an equitable gender distribution with males and females both representing 50% of the sample. The majority of respondents is 26–30 years old comprising 33.3%, followed by those aged 20 to 25 years old and 31 to 35 years old each constituting 30%. Respondents aged 36 years old and above form the lowest segment at 6.7%. Concerning shopping frequency at Uniqlo, 40% of respondents frequent the store often, 36.6% infrequently, 16.7% very often and 6.7% extremely rarely. All respondents which are 100% indicated awareness of the RFID tags on Uniqlo's apparel, reflecting total familiarity with this technology within the sample.

4.1.2 Correlation Analysis

Table 2. Correlation between Perceived Ease of Use and Customer Satisfaction
	Correlations

	
	
	Ease
	Satisfaction

	Ease
	Pearson Correlation
	1
	0.706**

	Satisfaction
	Pearson Correlation
	0.706**
	1

	** Correlation is significant at the 0.01 level (2-tailed)



The correlation analysis reveals a significant positive relationship between perceived ease of use and customer satisfaction, with a Pearson correlation coefficient of 0.706. This indicates a strong and statistically significant association at the 0.01 level (2-tailed). The findings suggest that as the perceived ease of use of RFID technology increases, customer satisfaction also tends to improve, highlighting the importance of user-friendly systems in enhancing overall shopping experiences.

4.1.3 Reliability Testing

Table 3. Reliability of Perceived Ease of Use
	Reliability Statistics

	Cronbach's Alpha
	N of items

	0.895
	5



The reliability analysis for the independent variable perceived ease of use reveals a Cronbach's Alpha of 0.895 across the five survey items. This elevated value signifies exceptional internal consistency among the items assessing perceived ease of use. It indicates that the items are highly connected and accurately represent the construct. A Cronbach's Alpha of 0.895 surpasses the standard criterion of 0.7, supporting the scale's reliability for this variable in the study.

Table 4. Reliability of Customer Satisfaction

	Reliability Statistics

	Cronbach's Alpha
	N of items

	0.933
	5



The reliability analysis for the dependent variable customer satisfaction indicates a Cronbach's Alpha of 0.933 across the five survey items. This signifies a high degree of internal consistency among the items assessing customer satisfaction. A Cronbach's Alpha score of 0.933 substantially surpasses the conventional criterion of 0.7, indicating that the items exhibit excellent reliability and accurately reflect the concept of customer pleasure. This indicates that the instrument employed to assess customer satisfaction is reliable and suitable for the research.

4.2 DISCUSSION
This study's findings indicate a robust positive association between the perceived ease of use of RFID technology and customer satisfaction at Uniqlo. Customers were more satisfied with their shopping experiences when the RFID system was easier to use as seen by the correlation between ease of use and consumer satisfaction. This corresponds with the Technology Acceptance Model (TAM) which states that accessibility is an important factor in technology utilization and customer satisfaction. These findings align with previous research, reinforcing the idea that user-friendly technology improve the entire consumer experience.

However, this study has some limitations including a small sample size of 30 respondents, which may not adequately represent the broader consumer population. The findings are specifically to Uniqlo and the relevancy to other retail contexts or brands is constrained. Subsequent study may investigate additional variables like customer trust, technological familiarity or the impact of personalization on augmenting customer satisfaction with RFID systems. These criteria may offer a comprehensive perspective on the elements that influence customer happiness in technology-enhanced retail environments.

CONCLUSION 
In conclusion, this study underscores the important influence of perceived ease of use on customer satisfaction in the fast-fashion retail sector with particular emphasis on Uniqlo's adoption of RFID technology. The results indicate a robust positive link, highlighting that user-friendly technologies greatly improve customer experiences and happiness which are essential for cultivating brand loyalty. The study highlights the significance of using accessible and efficient technology in retail operations by validating the dependability of its measurement instruments and adhering to the principles of the Technology Acceptance Model (TAM). The research is constrained by its restricted sample size and singular brand emphasis indicating that future studies should broaden their scope to encompass other retail environments and integrate factors such as trust and personalization for a more thorough analysis. The outcomes are a strong call to action for Uniqlo to improve its technological interfaces and make usability a higher priority as a pillar of its strategy. This strategy enhances customer interactions and positions the brand to sustain a competitive advantage in a progressively technology-oriented retail environment. The report underscores the industry's necessity to always innovate and adjust to changing consumer demands for smooth and gratifying shopping experiences.
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