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Abstract
This research primarily focuses on comparing the top three motorcycle brands. It highlights the
success factors that influence buying intention in the digital era for Honda, Yamaha, and Vespa motorcycles
in Thailand. The study examines the exogenous effects of four digital marketing mix variables—Experience,
Exchange, Everyplace, and Evangelism—as well as two brand strategy variables, Brand Distinctiveness and
Brand Attractiveness. Brand Attitude serves as a mediator variable, transferring its effect to Buying Intention.
The sample group consists of customers who use online information to purchase motorcycles from three
brands. The analysis uses the Structural Equation Model. The results of the analysis showed comparative
findings. The results of the study revealed the influence of independent variables in both similar and
different dimensions. Honda found the effect of Exchange, Everyplace, Evangelism, and Brand Attractiveness.
Yamaha found the effect of Experience, Brand Distinctiveness and Brand Attractiveness. Meanwhile, Vespa
found the effect of Experience, Exchange, Everyplace, Evangelism, Brand Distinctiveness and Brand
Attractiveness. The results of the analysis are consistent with each brand's strategy in the actual market
situation. These findings can be used to further develop and improve the digital marketing mix and brand

strategies.
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VirnuARfens1dUAT (Brand Attitude) Ain AN3ANTnAnvesgnAFansIAUA WL AR TrsiAY
HuaTenselyl uwdunsednate seunseld \Wudu (Loureiro, 2017) ¥3Ra1n 3 du fall (1) Yausssy (Culture),
(2) NM399NLUU (Design) (Parka et al., 2015; Sharma, 2024), uag (3) AANITUTLALITEY (Activities) (Noni et al.,

2014) unuAtuadfeynilang BAT
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duasunisnann (Promotion) 1ty 4Es lawn Usvaunisal (Experience), m‘mamﬂ?{aumqﬁm@mm (Exchange),
nsmeuaussldvniinniaan (Everyplace) LAZATHELH LA 82 UE ud M3 ans1dud 1y (Evangelism)
(Suwanmonkol, 2016)
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Creation Process) (Meilhan, 2019) Lquﬁwiquuﬁﬁaﬂgmﬁﬁaa EXC
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719 9 (Complex stage of engagement) kay (3) Aaudnelunisvigsnssuuaziduidrves (Commercial
Transection) (Epuran et al., 2015; Tarnanidis & Sklavounos, 2024) Lquﬁﬁluﬂﬁuaﬁﬂﬂgmﬁﬁw EVP
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NSBULUIANITUIY

Experience
Everyplace \:
Brand Attitude Buying
Intention
Evangelism

Brand

Distinctiveness

Brand

Attractiveness

AN 1 NFBULUIAAIUINUITY

/ATUN5IVY

sufeudtn1sfnun3de 19aiAidanssaun (Descriptive Statistic) uansdayaiilvesinounuuasua
Mn1sdudussAUsznau (Confirmatory Factor Analysis: CFA) wag8udunanisnagaau (Exploratory Factor
Analysis: EFA) Ta8nSwavuessiauusdase (Exogenous Variable) Ausanusniu (Endogenous variable) Tagly
aunslAseadis (Structural Equation Model: SEM) iiauansdvinauasfirnisssninainys
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Touanalunnsinaigdiasy (Linkert Scale) 5 s¢iu lnguuUAUNHALYNATIVAOUANIIEMTUTULM (Index
of Item - Objective Congruence: I0C0) 31051881918y 3 ¥y A1 10C Nndaf1a1mu1nNIY 0.5 Lagiitoya
ATINEDUAMNU TN BYBUATR (Reliability) A Cronbach’s alpha ¥8anikUThazA1INVRMNNTRAIN N
A1ANIN 0.6
n1sAiMrUAvLIARIBEAN1TENATaE1e TIETMUAlagd198138n15 Hair et al. (2010) Tunisiinun
YUIANGUFIRE1FMTUNUITETNY AI9E19HBININNTY 100 F99819 MUUAIINVUIANITIERES 1 WT1EneTHe
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8o unasdaya 1w Sovay UIUNGUFIDES
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5 1,287,177 100 310
813181 wladn 2,600,000 96.00 297
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NANIAFDUAIENTAATIERlIAAENNsIATeEEe dnSesdlefldumageunnulltetieveunIeile
(Reliability) Uan5I9@0UAIIUMNIZANTRIRLUUNL (Model fit) n5vaeumANuismsudaiienndediniu
1InN37 0.5 1NINIINRAEEU TATIENIAUTYNDUTBINGUFIDENN 310 AIREIFBRUTUA NUTINITNAFBUADI Y

winganvaskuuiunReultlunisnaaey Al

A519% 3 ANNTNARDUALATIZYRIAUTE NaUAE Haulum Ul g aLIB IR ILUY

goUsN 913181 tadh
AaRAnlY Jorinvug itlsnmsmagoy unaadeyadads

Cronbach's alpha > 0.7 0.969 0.982 0.978 Hair el al. (2010)
Factor loading vnfanu > 0.6 >06wmn > 0.6%mun > 0.6 un  Hair el al. (2010)
Chi-square/Degrees Freedom <50 1.839 2.438 4.716  Loo and Thorpe (2000)
Goodness of Fit Index (GFI) > 0.9 0.987 0.908 0.918  Hu and Bentler (1999)
Normalised Fit Index (NFI) 209 0.927 0.939 0.922  Hair el al. (2010)
Relative Fit Index (RFI) > 0.9 0.914 0.923 0.902  Hair el al. (2010)
Incremental Fit Index (IFI) 209 0.965 0.963 0.901 Hair el al. (2010)
Tucker Lewis Index (TLI) > 0.9 0.959 0.953 0.981 Hair el al. (2010)
Comparative fit Index (CFI) 209 0.965 0.963 0.900 Hair el al. (2010)
Root Mean Square Error of

< 0.08 0.052 0.060 0.790  Hair el al. (2010)

Approximation (RMSEA)

IINENTNI 3 HANINAFBUTATIZBIAUTTNBUTILARUNSNNG W] WU TAALNZEN LaZaITOLERS

drdnavesnlslunmsneaeuiisiziidunie (Path Analysis) vasaun1slaseasns asmnssseliil

A15199 4 HANTTILATITINDNTNANINTIVBIFLUTDATEADALUIANUNSIEUATDUAN

Variables Estimate Standard Error (SE) Critical Ratio (CR) p
EXP = BAT 0.273 0.163 1.677 0.094
EXC = BAT 0.793 0.298 2.659 0.008***
EVP = BAT -1.204 0.268 -4.498 0.000***
EVA = BAT 0.485 0.150 3.239 0.001%**
BD = BAT -0.025 0.333 -0.074 0.941
BA = BAT 0.760 0.264 2.884 0.004%**
BAT = Bl 0.916 0.066 13.913 0.000%**

% < 0.01, *p < 0.05 R2=0.76

INENTNN 4 Nan1TIATIvmEaNnsiasasslunsdumesusmuitaieiddndnaderinuafsiens)
dudn laun nsuaniuagunmAl N1sRaUaNeINY NNEUNS uazAudiauivewmdumluiianiusediu lu
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AN51991 5 HANNTILATITNDNTNANID aUVBI LU DATLABFILUIAUATIFUAITDUAN

Variables Estimate SE P
EXC = BAT =2 Bl 0.726 0.063 0.008%**
EVP = BAT = B -1.103 0.063 0.038*
EVA = BAT = Bl 0.444 0.047 0.040*
BA = BAT = Bl 0.696 0.056 0.000%*

= < 0.01, *p < 0.05

A5 5 Tunguasidudgeunnudnsnavesuszaunisal N1suaniUisunna nouauani uay

AMuiilaURveInsIduAsaANslaTelasdwILuB SN INYTIAUARAORTIAUA Ul STAUTBE A NsaiaA

AN51991 6 HANTTILATITNDNTNAN NIV UTDATEADFALUIANUASIFUANYINET

Variables Estimate Standard Error (SE) Critical Ratio (CR) p
EXP = BAT 0.541 0.273 2.030 0.042%*
EXC = BAT -0.532 0.472 -1.070 0.284
EVP = BAT -0.187 0.115 -1.466 0.143
EVA = BAT 0.087 0.198 0.415 0.678
BD = BAT 0.466 0.157 2.803 0.005**
BA = BAT 0.658 0.093 7.120 0.000%***
BAT =2 Bl 0.972 0.050 20.134 0.000%**

4 < 0.01, *p < 0.05 R2=0.94

NA5199 6 lungunsrdumeiangmusninavesssaunisal Anulanauvemdu uaglauives

U [

ASNAUAARIAUARABATIAUA MNANILREIN Ul AUTUAANISEDR wazNUDNSNATDIIFUARRDNSIALA

o

o w

AuAnunslanaziio sgeditudAgnisana

AN5199 7 HANTSTILATITIDNTNAN 19D aUVBIFILUTDATLADFILUSAUATIFUAILIUIEN

Variables Estimate SE p
EXP = BAT = Bl 0.526 0.052 0.014%*
BD = BAT = Bl 0.453 0.046 0.006**
BA = BAT = Bl 0.639 0.046 0.000%**

x5 < 0.01, *p < 0.05

91n91579% 7 lungududienung) nudnsnavesuszaunisal Aulanauvendun wasAudiaun

U @ o w

YOINTIAUAT FioAUATlaTelnedINIUBVENAIINTIFUARR R TIAUADE T TEAUTBA A NI9E DA

A151971 8 NANTTIATIZIDNTNANIINTIVBIFIWUTDATERBFILUTHURSIEUALIETN

Variables Estimate Standard Error (SE) Critical Ratio (CR) p
EXP = BAT 0.059 0.021 2871 0.004**
EXC = BAT 0.182 0.022 8.096 0.000%***
EVP = BAT 0.057 0.023 2.480 0.013**
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Variables Estimate Standard Error (SE) Critical Ratio (CR) p
EVA = BAT 0.044 0.022 1.990 0.047**
BD = BAT 0.217 0.024 5.401 0.000%**
BA = BAT 0.734 0.043 17.422 0.000%**
BAT = Bl 0.958 0.063 15.214 0.000%**

AKX

D < 0.01, **p < 0.05 R2=0.74

a5 8 TunguasnduAiatmudnsnaressvaunisal mswaniasuamal neuaueyni n1s

1Y 1 U W

WELNS AULAALAUTRINTIAUAT LaglauivasnTAuAraTiAuARsanTIAUuAluiANIaRefusgnilTeAutudAYy

o o

P9EDR LATNUDNTNAVRWIAUARADASIAUANUANUAILINLTD BT tBEAUNI9ETH

o

A151991 9 HANNTILATITNDNTNANID aUVRIFLUTDATEABFILUIANNASIFUAIEUN

Variables Estimate SE p
EXP = BAT = Bl 0.057 0.117 0.026*
EXC = BAT =2 Bl 0.174 0.136 0.037*
EVP = BAT = B 0.055 0.132 0.038*
EVA = BAT = Bl 0.042 0.092 0.003*
BD = BAT =2 Bl 0.208 0.094 0.043*
BA = BAT = Bl 0.703 0.102 0.000%*

*%p < 0.01, **p < 0.05
310915799 9 Tungududady wudvnsnavesUszaunisal MskaniUiguaAmAY noUaURINA N3

LIS AULAAALUDINGIAUAT LAZLAUTVBINTIAUAIRDAINUAILITBLALAINIUBNSNAINIFUARFADASIAUAN

pgnafisyautiaddamieana 0.05 wanaduununnlansaludl

g11181

UM

0.541*

R?=0.76 R?=0.94

KK
0.916 0.972%%*

AN 2 HANTIATIZVEUNITIATIAS19RSIAUAITOUAT 811180
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