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The Relationship between Brand Imageto Effect

Intetion to Purchase Bicycle in Hatyai City
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ABSTRACT
This research aimed at studying the relationship between brand image to effect intetion to
purchase bicycle in Hat Yai city. A sample was 385 of customers of a bicycle shop who had the
intention to purchase a bicycle and potential bicycle purchasers living in Hat Yai district, and a
questionnaire was used to collect data from the sample. Descriptive analysis included frequency

distribution, percentage, average and standard deviation, and inferential analysis included t-test,
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analysis of variances ( ANOVA) and Pearson product-moment correlation analysis with the
statistically significant level of 0.05 and 0.01. In addition, least significant difference (LSD) was
performed to reveal the significance of each pair.

The result shows that a majority of bicycle shop’s customers were male, had an age of
between 31 and 40 years old, had an undergraduate study, had a monthly average income of
between 20,000 and 40,000 baht ,and worked for a private firm. Besides, the result shows that
demographic factors including age and monthly average income resulted in different levels of
intention to purchase a bicycle in Hat Yai district, and a bicycle’s brand image had a relationship to
the intention to purchase a bicycle in Hat Yai district.

The research suggested bicycle business entrepreneurs would have to adjust their strategy
to best fit with a bicycle’s brand image in terms of properties, as consumers acknowledged to the
brand image relating to production efficiency , quality of parts, recognition from leading shops,
beautiful shape, advanced technologies and unique identity. In addition, those entrepreneurs would
have to concentrate more on marketing by using ads or public relations to present about shape and

information of the bicycle in order to stimulate the desire to purchase the bicycle.
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