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ABSTRACT TE 153133

The purposes of this study were to investigate motorcyclists’ personal status
and general information, the behaviors in deciding to buy helmets, importance level of
mixed marketing factors affecting their decision making, and to ‘examine marketing
factors affecting the decision in relation to their personal information. The subjects of
this study were 400 motorcyclists living in Bangkok Metropolitan. Questionnaires were
used to collect the data. Percentage, frequency, standard deviation, Chi-square, t-test,
ANOVA, and Scheffe via SPSS software were employed to analyze the data.

It was found that the majority of the subjects was male, single, aged under 25
years with lower than Bachelor's degree educational background. Most used
motorcycles for transportation. Their monthly income was less than 10,000 baht. The
riding time was uncertain. The distance of each ride did not exceed 10 km. Most used
to have or buy at least 2 helmets for safety reason. Helmets' durability was an important
factor taken into consideration. Full-face cover helmets were their preferable choice.
Their desirable price was 251.69 baht for the half-shell one, 352.1 for the full-shell, and
910.40 for the full-face cover. Dark blue and light blue were preferable. Most
motorcyclists had sufficient knowledge in helmets and they also checked the standard
recommendation sign (NIS 369-2539) on the helmet side when buying them. A new
helmet would be bought to replace the damaged or lost one. The decision to buy was
usually made by motorcyclist themselves; however, acquaintances’ and friends'
recommgandations were taken into consideration as well. Sale or discount was found to
be their interesting marketing promotion. Most subjects bought the helmets from

motorcycle parts and accessories shops.

With respect to the importance level of 4 aspects of mixed marketing factors,
the study revealed that as a whole or individually, all were weighted as very important.
Nevertheless, the detailed investigation showed that most subjects viewed usage safety
and durability of the helmets as extremely important, while colors and patterns were

viewed as moderately important.



