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Abstract

The objectives of this research study divided into three parts: studying identities of women riding large
motorcycles as an influential group (target group), studying the communication of the identities of the target
group using media, and studying the perception of the identities of the target group in qualitative and quan-
titative manners. In this study the concept of digital marketing is used. Influencers and brand archetypes are
the main objects for the study’s discussion. The qualitative data was collected using social media aggregation
methods by observing and monitoring the target group’s behaviors and communications, in-depth interviews
from three key informants, and collecting quantitative data on social media as well. The key information of
this research study was collected from 400 people of the target group. These collected data were analyzed
using descriptive statistics and the Exploratory Factor Analysis (EFA).

The results of the research study illustrate that the identities of women riding large motorcycles as
an influential group can be divided into five groups: the Seeker, the Innocent, the Companion, the Rebel,
and the Sage. The motivations of using online media of the studied group are divided into three parts: for
self-reflection and image-building, for utility, and for information-gathering and problem solving. Based on
the communication analysis, outstanding brand identities are concluded as follow: the Companion, the
Mother, and the Rebel. At the end the perception of the identities of the studied group shows that followers
recognize the brand’s prototype in five brand traits: Explorer Girls, Classy Women, Girl Next Door, Bad Girl,

and Thinker Women.

Keywords: Identity Communication, Influencer, Motorcycle
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2. thus1e)(Sage) 4.20 4.00 4.40
3. fem(Magician) 4.00 3.60 3.80
4. dnsu(Warrior) 3.40 4.00 3.60
5. eudua(Trickster) 3.80 3.60 3.40
6. fuarm(Seeker) 4.20 4.00 4.00
7. fehewmide(Helper) 4.40 4.40 4.00
8. ansm(Mother) 4.50 4.75 375
9.  tin3n(Lover) 3.60 3.80 3.80
10.  glfiAssa(innocent) 4.00 4.20 4.00
11, ileuafiv(Companion) 475 3.75 4.00
12 51%(King) 4.25 4.00 375
13, géilaw(Loner) 4.60 3.60 350
14 §umbi(Enchantress) 350 3.00 4.25
15.  wun(Rebel) 3.60 3.80 4.80
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2. Ywd atlyadad Jauzuned sliveudulay
(The Loner Female)
3. yiley finfie ouAEN fudasesudsas (An-

ti-Hero Girl)
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21-30 T wnfign Andudiuau 295 au Andufesay
73.80 msfnwisgdulIyes wnfign Andusiuu
351 au Andudovay 87.80 Usznaugsiadiuda uin
fign Anudiuau 355 au Andudosar 88.80 o1duer
Tungawmuviuas andiga Andudiuu 278 au Andu
Saway 69.50 57¢l@ 10,001-30,000 UM mﬂﬁqm Aoy
$1uau 219 au Andudesay 54.80 svznainfededeny
sofu svaznanioondn 1 Halus winflgn Anduduu
241 ey Aaidufesas 53.50 Fmdsanmsiiutouauay
Anesiteyaud deldasunansidfeiddyeenuniy
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3. 0aAUsznoUT 3 Ao {uduileuthu (Girl Next
Door)
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5. 93AUsEnoUTl 5 Ae udjaiinn (Thinker Women)
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AINAUAHWEIIM (Seeker) lAUA BBUALUNN YOUNSAUAT
yadnamduuda sndasziliusgnaunn voumuvine Tl
whunssennunds wdeweentuwdaiulam WU nIA

v

vaanues Wenmeduauins wazdndulugaunisal s

' '
v Y a dou a o s '

dnuaizvesmdeiituisadnseusuduunalvaidungud
fgvSnaneeuAnluuiLaa laenadasiunisfinm
Y99 WosNSA (Bernard, 1984 : 986-991) iilededan
wiswsha Yansssn woewmelulad WuAsidsaddy e
mMsdsunladly msldsuauedmiludedaniliiie
msgensUINTU frdefasnaadinuuansndny
vosrvislugnuaRetnslinu uavsosnnsauvglusdly
Fn Gedessulatiiutiifvddyidusisaiitelving
uanseontinEuNNBu nausununs A TTiavili
w@ﬁu?jsaéTﬂsmu&JuﬁsummlmﬁLi‘]uﬂf:j:uEjﬁ%m’%wamqmm

v

AnfpIUSUALBIIIUS URDALABINS YRR AUA U

'
a a

1.4 onanwalvesmiendulsadnsenueudvuin

o

g ilunquiidvsnaneanuAnuuuaun (Rebel) wu



7 dnvazanuduinddunsfnyuazdunivalngud
Wy wazAudnvuzaTIduAITUN (Rebel) loun gidu
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WaTu13A (Bernard, 1984 : 986-991) loaueindnumes
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1.5 londnwaivesudsiiduTsndnsenueuduinn
TngiitdunguiidvanansmuAnuuuiinusee] (Sage) 1y
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