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Factors of Brand Image Perception to Brand Values of Motorcycle in Bangkok
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Abstract

The purpose of this study was twofold: First, to study level of Perception of motorcycle
users on the brand image; second to study Factors of Brand Image Perceptions to Brand valuse of
motorcycles in Bangkok. Data came from questionnaires: 1080 population, they were used motorcycle
and aged between 18-25 years in Bangkok. Analytical statistics used are mean, standard deviation and
multiple regression analysis. The questionnaire with the reliability of Bach’s Concerto coefficient alpha
(Cronbach’s Alpha) is 0.955. The result shows that motorcycle users are perceived brand image and
they recognize the Attributes the most. Perceptions of Brand Image have impacted on Brand Value at

significant level of 0.05.
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* Correlation is significant at the 0.05 level (2-tailed).
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