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ABSTRACT

The objective of this independent study was to study the behavior of consumers in
Lamphun Province towards buying motorcycles. The data were collected by using questionnaires
with 393 respondents intending to buy motorcycles or having bought ones in the last two years.
The convenient random sampling method was used to select the sample group. The study was
based on the concept of consumer behavior analysis to answer the questions on who the target
market was, what the consumer bought, why he bought it, who participated in the buying process,
when he bought it, where he bought it, and how he bought it. Descriptive statistics was employed
to analyze the data to obtain frequency, percentage and mean.

The results of the analysis reveal that most of the respondents were females, aged
between 20-25 years, single, company employees, with bachelor degrees and an average salary
between 5,000-10,000 baht. Most had two motorcycles and more than three members in their
families.

Regarding consumer behavior, it is found that most respondents intended to buy or
bought 100-125 CC non-automatic gear Honda motorcycles with the price of 40,000-50,000 baht,
a ten-percent down payment, and a 24-month installment plan. Reasons for buying motorcycles
were necessity and having none of their own. They were not certain when to buy, decided to buy
and were in full charge of payment on their own. Individuals involved in the buying decision

included themselves, parents, and spouts respectively. A sales outlet was based on a variety of



choice, mainly the one with a showroom. Considered characteristics of motorcycles were
durability and practicality. Information from television influenced their purchasing decision and
salespersons were the most influential factor on their purchase. After buying new motorcycles,
the old ones were kept as spares. Most respondents were satisfied with their purchases, indifferent
to recommend others to buy, and planned to buy new ones in the future. They would still want to
buy non-automatic gear Honda motorcycle in the future.

The marketing mix influencing their purchasing decision, ranked from high to low,
were price, product, promotion and place. Other factors, ranked according to priority, were
modern product, warranty, suitable price to quality, nearby or easily accessible outlet, after-sales
service, energy saving and engine power, product variety, lower price, discount, promotion, and

polite salespersons.



