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Abstract

The objectives of the research are: (1) To study Personal factors of the
sample motorcycle rider Brand “Honda” in KhonKaen; (2) To study corporate image,
Product and Service of Motorcycle Brand “Honda” in the eyes of the motorcycle rider
in KhonKaen and (3) To compare the different perception of the motorcycle Brand
“Honda” vary by personal factors of the motorcycle rider.

This exploratory research is conducted by using Convenience Sampling
method from 5 main districts in KhonKaen. With total motorcycle 188,827 units in
2011 which was registered underDepartment of Land Transport, 400 motorcycle
riders are the sample of this research. Questionnaire is the methodology to gather
data, and use descriptive statistics i.e.frequency, percentage, mean, standard deviation
T-Test and analysis of variance.

The results of this research indicate: (1) Most of the motorcycle rider is
Female, Age 21-30 years and Income 5,000 — 10,000 Baht. Purpose of using
motorcycle is to ride to the workplace, school or business, popular model and size are
Wave and 110 CC respectively. Major factor decision making is other people buythe
motorcycle for the rider and riding frequency is 4-6 times per week; (2) Overall
corporate image is in the best level, out of that famous image is in the best level and
product image which is physical feature is in good level with colorful and popular
color is in good level, Technology image is in medium level. Flexibility and no
black/white smoke are in good level and service level is in medium and pre delivery
inspection is in medium level; and (3) Personal factors of the motorcycle rider Brand
“Honda” which are Age, Purpose of using motorcycle, Model, Size and Riding
frequency show the same perception in brand “Honda”. While Sex, Income and
decision making factor show the different opinion in Product feature and Technology
0.05 level of significant.
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