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Abstract

The objectives of this research were to study the characteristics of
Harley Davidson motorcycle Thai community and to observe the influence
of Harley Davidson community toward brand loyalty, allowing the marketing
team to develop their brands effectively. This research was based on two
years of ethnographic fieldwork with Harley Davidson Thai community. The
researcher also tested key findings through quantitative methods in order to
collect the significant data to confirm the effect size of those relationships.
This article will focus mainly on the quantitative methods.

It was found that Harley Davidson community in Thailand totally
indicated the entire characters of community: consciousness of kind,
rituals and traditions, and sense of moral responsibility. The significant
reason of gathering was the brand. Findings showed profoundness that
varied from previous study in two valuable manners: First, it revealed that a
brand community that ran entirely by consumer enthusiasts through social
media could consider as a direct path to connect brand messages with
potential consumers. Second, result indicated that consumers who were
highly integrated in the brand community were not always had a high loyalty

to that brand.

Keywords: Brand Community, Consciousness of kind, Rituals and traditions, Sense of

moral responsibility
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