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Abstract

This independence study was an applied research with the method of descriptive research. 
The objectives were to fi nd out demographic information, customers’ behavior and the 
customers’ opinion on marketing mix in order to create the appropriate marketing strategies for 
the PJ Motorbike used motorcycle business, Khonkaen. Index of consistency of the questionnaire 
was assessed by an expert panel and the reliability was established with a Cronbach’s alpha 
coeffi cient of 0.72. The convenience sampling was applied to the samples with self-administrative. 
The results revealed that 76.8% of the customers were male with 48% of age 35-59 year-old, 
21.5% had the education of the middle school, 30.5% had the occupation of an independence 
job or an employee. The income range was between 9,000-20,000 baht for 56.2%. The most 
important thing for used motorcycles observation was the color faring and its context seems to 
be new with the reasonable price. The most infl uence advertisement was a local radio. The 
difference of the type, gender, age, education level, occupation and monthly income of the 
customers had no effect on levels of satisfaction on the marketing mix with the level statistical 
signifi cance at 0.05. The results of the study were used for planning the marketing strategies and 
they were resulted in 3 projects; 1) Advertise on point, 2) Offi cial website launch and 3) No 
competitive price but competitive services. The total budget was for 55,500 baht. After the projects 
implementation, the expectation was to increase the sale revenue and kept running the proper 
strategies that meet the real customer needs.
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Introduction 

There are so many factors that impacts the economics in Thailand. It seems the unstable 
political stability in Thailand causes the economic stability to be impacted all factors to go down. 
Anyway motorcycles business seems different. The motorcycles shops are increasing quickly on 
every location in Thailand that makes this business competition is so intensive with so many 
strategies to earn market share as much as possible.

Used motorcycles business now have been changed in sale conditions and make it very 
easier to buy motorcycles on credit. Generally, buying on credit is needed at least, one guarantee 
person and down payment making contact before riding out. Today it is likely to do nothing but 
only contact signing, and then ride it out on credit. This is planned and conducted by gigantic 
fi nancial companies that absorb all these fi nancial loan. That apparently impacts medium or 
small local business and directly affects the whole used motorcycles business since these 
gigantic companies have release fi nancial loan only for new motorcycles, not for used 
motorcycles. 

Whereas Thailand economic is in the risky situation, observing from the sale that slowly 
dropping if compared to the last 2 years’ sale. And the statistical data from Department of Land 
Transport has indicated that the number of new motorcycle registration of 2009-2012 was 
continuously increasing; in 2009 there were 1,635,807 new motorcycles and increasingly to 2012 
at 2,257,376 new motorcycles. It was slightly less in 2013 to 2,121,977 and signifi cantly less to 
1,819,371 in 2014 [1]. This is infl uence with the reducing sale of the PJ Motorbike. 

It is thus, needed to create proper strategies to increase a chance of sale improvement 
and to adapt itself for keeping business going on properly among the intensive competition. The 
PJ Motorbike had never planned any clearly strategies, just opened the shop and waited for 
customers coming in. The advertisement via local radio was ever conducted for a short time but 
to save the cost, it was cut out. So the marketing strategies should need to be planned by this 
independence study to create the proper marketing strategies for driving the business to the right 
direction in the short-term and long-term and to increase the sale revenue by 20% which could 
earn more 600,000 baht a year.

Objectives 

To study the customers’ opinion on the marketing mix of the PJ Motorbike and also study 
the demographic information and customers’ behavior to create the appropriate marketing 
strategies for the PJ Motorbike used motorcycle business, Khonkaen and improve the sale 
revenue by 20% that can earn more 600,000 baht a year.

Methodology

This independence study was an applied research with the method of Descriptive 
Research by documentary study and collect data from journals, books and concerned research. 
The research instrument was used the questionnaire to collect demographic information and 
customer behavior [2] and the customers’ opinion level [3] on marketing mix [4] to analyze as 
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an applied research. Index of consistency [3] of the questionnaire was assessed by an expert 
panel and the reliability was established with a Cronbach’s alpha coeffi cient [5] of 0.72. The 
convenience sampling [5] was applied to the samples with self-administrative. All analyses were 
performed with SPSS version 18. The descriptive research used the descriptive statistics to explain 
the standard deviations, frequency, percentage, and means and use inferential statistics to explain 
the relation of the data and hypothesis. Differences in opinion level of the type and gender of 
the customers on the marketing mix were analysed using a T test and differences in opinion 
level of age, education level, occupation and monthly income of the customers on the 
marketing mix were analysed using an ANOVA.

Results

Most customer (76.8%) was male, ever bought the used motorcycles for 69%, with 48% 
of age between 35 and 59 year-old, the education level was 21.5% for the middle school and 
the occupations were 30.5% of employee with the monthly income of 56.2% between 15,000 
and 20,000 baht.

The customer themselves were the most infl uence person in order to make decision 
and absorb the cost, bought used motorcycles directly from the used Motorcycles shop and the 
cause was the old one was not in good condition for using, the price of used motorcycle was 
cheaper so not bought a new one, observed a few shops before making order. The 
auto-motorcycles and brand Honda were more popular. The most important thing was the color 
and looking condition should look new. Buying on credit with down payment was chosen and 
the demanded price range was 10,000-15,000 baht including all tax and fee. No certain period 
for buying. The proper price was considered the most. The previous old motorcycle would be 
reserved at home. The most infl uent media was local radio. With the good experience of buying 
would sometimes recommend to others. Ever bought from Big Joe Shop because of clearly 
online information.

Totally opinions level on the marketing mix of the PJ Motorbike was agree and the
difference of the type, gender, age, education level, occupation and monthly income of the 
customers had no effect on levels of satisfaction on the marketing mix with the level statistical 
signifi cance at 0.05.

The results of the study were used for planning the marketing strategies by TOWS Matrix 
which created 3 proper marketing strategies 1) S-O Strategy “Advertisement on heart”; resulted 
in project 1 “Advertise on point” 2) W-O Strategy “Online orders” resulted in project 2 “Offi cial 
website launch” and 3) S-T Strategy “Service Priority” resulted in project 3 “No competitive price 
but competitive services” as below summary table 1
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Table 1 Projects Summary and Budget 

Project Budget (Baht)

S-O Strategy ”Advertisement on heart”

Project 1 : Advertise on point

50,000

W-O Strategy ”Online orders”

Project 2 : Offi cial website launch

5,500

S-T Strategy ”Service Priority”

Project 3 : No competitive price but competitive services

0

Total cost 55,000

Conclusion

The new physical condition of motorcycle seems to be the most important stuff
customer chooses to make a decision to buy, including the after sale service and the product 
guarantee which art not available in some used motorcycle shops. This is about to make a 
difference to make a chance in sale improvement. This seems to relate with the research of 
Aekkasart Ratanamanee that the most customers considered to buy a motorcycle from how long 
it ran [6], so the shorter run, the newer it looks. And then these are needed to inform to 
customers that used motorcycle from PJ Motorbike has a better physical look, both outside and 
inside, it looks almost the same new as the new motorcycle. This is the strength needed to be 
advertised to show the difference, including the after sale service and the product guarantee. 

From the result that customers bought the used motorcycle because of the cheaper 
price than the new one and also the competitive price on online shop, to avoid price war, the 
difference is needed to be informed via advertisement. Then the price can be settled a little 
higher than the market price since the STP analysis indicated that the positioning is quite high 
with a very good quality products and the customers want to bargain from the settled price, then 
this can maintain the sale revenue to not lower from the price war.

It is trendy now to go shopping online and the trend is higher for online market. From 
the customer’s behavior that found used motorcycles online were more likely to be increasing. 
This is why the sale was dropping since the market share was split into so many different places 
on the internet. And this probably solve the weakness that PJ Motorbike has no parking lot even 
if it locates in the middle of the city, customers do not easily access to the shop then. So making 
more places for the shop by launching the offi cial PJ Motorbike website could solve this, customers 
do not need to walk in, just browsing online website to see motorcycle pictures, prices, and 
other stuff. This is not only pulling out the weakness but increasing more opportunities to improve 
sale orders from additional places.

The change in motorcycle buying on credit that no warrantee person, no down payment 
defi nitely changes people behavior in the way cheating buy, even they do not have any money 
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but they can get a motorcycle in hand. Gigantic fi nancial companies can take risk of this since 
they have so much capital. But for medium or small businesses need more room to consider 
taking this risk. The most customers of PJ Motorbike had the middle school education level and 
the income monthly in range of 9,000 to 20,000 baht with most of them were an employee or 
freelance. This may indicate the risk in return if the shop follows the gigantic fi nancial companies. 
So the promotions about no down payment or no warrantee person are needed more studies 
in details how to take risk or how to handle the cheating buy which actually with 15% down 
payment is still found the case.  

Suggestions

After the projects are implemented, there should be some evaluations in order to keep 
improving and changing to meet the real customer needs. And the online place should be 
studied more in details about the right methods of buying online since this place seems to be 
more popular and the internet access of people will be more, then this would be a good 
opportunity to make more sales on the internet.
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