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ABSTRACT

This objective of this independent study was to study consumer perception of brand
image between Toyota and Honda cars in Chiang Mai Province.

In this study, a questionnaire was used to collect data from 3 sample groups of
consumers who were car owners. The first group was 70 Toyota brand consumers, the second
group was 70 Honda brand consumers and the third group was other brand consumers, totaling
200 consumers. The data was analyzed and evaluated by descriptive statistics in terms of
frequency, percentage, standard deviation, and mean.

From the study, it was found that most sample consumers were female. Most sample
consumers were 40 — 49 years old, held Bachelor’s degree and were married. Most were civil
servants. Their income was 10,000 — 20,000 bath / month.  The numbers of family member
were 2 — 3 and 4 — 5 persons in equal ratio. Most owned one car. The car they owned the most
was Toyota. The First 3 factors influencing buying decision of personal car were in the following
order: design / model of car, function, and reputation of brand. Most respondents agreed that
brand influenced buying decision of personal car at the high level.

The study of consumer perception of brand image between Toyota and Honda cars in

Chiang Mai Province was based on the 6 factors of brand image management theory: 1)



Qualification, 2) Function, 3) Value, 4) Culture, 5) Personality and 6) User. It was found that
consumer perception of both brands were at the high level for all 6 factors.

However, a comparison of consumer perception level between Toyota and Honda from
total average scores shows that Toyota scored higher in terms of qualification, function, and
culture, where as Honda scored higher in terms of value, personality and user.

The comparison of perception of brand image between Toyota and Honda cars in terms
of personal factors indicates that gender, education level, occupation, and average monthly
income made no significant difference in perception, except age factor made significant
difference for Honda.

Moreover, statistically there was significant difference in consumer perception of brand
image between Toyota and Honda in terms of qualification, user, and function; while there was
no significant difference in terms of value, culture, and personality.

However, as a whole there was no significant difference at the level .05 in consumer

perception of brand image between Toyota and Honda.



