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Abstract

The purpose of this independent study was to find out the Marketing Mix Factors
Affecting Motorcycle Purchasing Decisions of Workers in Rojana Industrial Park, Rayong
Province

The study was conducted by analyzing 250 questionnaires which were distributed to
Workers in Rojana Industrial Park, Rayong Province, who were end users of motorcycles and
bought motorcycles between year 2002 and 2007. Collected data were analyzed by descriptive
statistics and presented in the form of frequency tables, percentages and mean values.

The study showed that most respondents were male between 20 and 29 years old, single
and educated to the high school or vocational certificate level. Most were operator level workers
with incomes between 5,001 and 10,000 baht per month. They were using Honda brand
motorcycles, which they plan to use the same brand in the future, and use 125 cc engines. They
purchased their motorcycles for between 35,001 and 40,000 baht with zero to ten percent
(0-10 %) down payments and 24 month installment plans and bought them from single-brand
dealerships. Most of workers’ families have 2 motorcycles. Fuel efficiency was the most common
factor in deciding to buy their current motorcycle. Each person himself was most influential in

making the decision. They generally received their information about their motorcycles from



television. The most popular sale promotions were installment plans of zero percent (0 %), and
the most popular premium was theft insurance.

The study showed that on average, the marketing mix factors which most influenced
workers’ decisions in purchasing motorcycles were, in order, those related to product, followed by
the place of distribution, then promotion, and finally price.

The three product factors that on average most influenced workers’ decisions in
purchasing motorcycles were fuel efficiency, followed by the warranty period, and then size and
shape.

The three place factors that on average most influenced workers’ decisions in purchasing
motorcycles were the number of service centers and their locations followed by the reliability of
the motorcycle shops, and then the convenience of contacting the sales person.

The three promotion factors that on average most influenced workers’ decisions in
purchasing motorcycles were advertising followed by premiums and then zero percent (0 %)
interest installment plans and suggestions and knowledge about motorcycles from the sales
person.

The three price factors that on average most influenced workers’ decisions in purchasing
motorcycles were motorcycle price followed by the price of accessories and then maintenance
cost.

The study showed that the three most common product problems that the workers faced
in buying motorcycles were warranty periods that were too short followed by lack of after sale
service and then lower fuel efficiency than other brands.

The three most common pricing problems that the workers faced were motorcycle prices
that were too high followed by high interest installment plans and high prices of accessories.

The three most common place problems that the workers faced were the small number of
service centers followed by inconvenient operating days and hours of the service center, and
finally having no convenient way to contact a sales person and motorcycle shops with operating
hours that don’t meet the workers’ needs.

The three most common promotion problems that the workers faced were unwanted
premiums followed by no premiums or raffle entries and then sale persons having no knowledge

about motorcycles and discourteous sales persons.
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