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Abstract

This research aimed to examine the brand image building and brand communication
of I-MOTOR, a Thai electric motorcycle manufacturer, and to analyze the strategies,
approaches, and impacts of its brand communication. This study employed a qualitative
research approach, using in-depth interviews to collect data from 10 key informants, consisting
of 1 senior executive, 2 personnel responsible for communication and marketing operations,
2 personnel in sales support and after-sales service, 1 electric motorcycle influencer, and 4
actual users and dealers. The data were analyzed using thematic analysis, based on Braun and
Clarke (2006), within the conceptual framework of communication studies, including the SMCR
communication model, brand communication concepts, brand storytelling, and consumer
motivation and perception.

The findings revealed that 1) I-MOTOR places strong emphasis on building its brand
image as a credible and competent Thai electric motorcycle manufacturer by communicating
its long-standing experience and expertise in manufacturing motorcycle components in
accordance with Japanese industrial standards. 2) I-MOTOR’s brand communication is characterized
by an integrated approach implemented through two key strategies: (a) integrated brand
communication across digital media and offline marketing activities, and (b) brand storytelling
that connects innovation with the daily lives of Thai consumers. 3) As a result of such

communication, stakeholders perceive I-MOTOR as a modern and sincere Thai brand that
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understands local consumers, which contributes to enhanced brand trust and positive brand

attitudes.
Keywords: Brand Communication, Brand Image, Thai Electric Motorcycle
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