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Abstract 
        The objectives of this research were 1) to study the important level of marketing mix for Honda 
Motorcycle buying decision of employee in factory in Pathumthani province 2) to compare the marketing mix 
for HONDA Motorcycle buying decision of employee in factory in Pathumthani province. There were 385 
employees for the samples, the questionnaires were used a research instrument to collect data. Statistical 
program was used for analysis were percentage, arithmetic mean, and standard deviation. Hypotheses were 
tested by the statistic t-test and One-way ANOVA. The results were as follows; 
        1. The level of marketing mix for Honda motorcycle buying decisions of employee in factory in Pathum 
thani province was at high level, can be sorted by priority as follow: Product, Price, Place, and Promotion  
        2. Employees who had different aged, employee’s department, graduated and type of employment 
had difference importance level of marketing mix for Honda motorcycle buying decision. In addition, 
employees who had different payment type didn’t have different importance level of marketing mix for 
Honda motorcycle buying decision. 
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