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ABSTRACT
The purpose of this study was focused on the correlations among brand image, customer loyalty and negative word-of-mouth in Y
motorbike. For the flaw of the components which cause the internet motorbike forum flooded with negative word of mouth. This
study surveyed two different groups of Y brand customer including general user and motorbike club member. Total survey samples
were 360 copies, and 320 copies of them were valid. The probability of effective retrieval is 88.8%. The data were analyzed by
descriptive statistics, reliability analysis, independent sample t-test, one-way ANOVA, Pearson correlation analysis, and regression
analysis. The results show that: 1. Brand image has positive effects on customer loyalty. 2. negative word-of-mouth didn’ t effect
customer loyalty. 3. The moderate effect of negative word-of-mouth show that the strength of negative word-of-mouth had
demolished the positive effects of brand image on customer loyalty only in the group of motorbike club member.
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