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The current instability regarding the gasoline situation in the world has
also affected sales of gasoline situation in Thailand. Prices of gasoline grew
increasingly higher, which sharply reduced the profit of all gasoline
companies. Moreover, the competition was getting harder in a market shared
by several foreign gasoline companies. This prompted gasoline stations and
gasoline companies to adjust their marketing strategies to attract customers.

The objectives of this study were as follows: firstly, to investigate the
consumer behavior regarding the selection of gasoline stations; secondly, to
investigate the factors influencing the decision-making process; thirdly, to
study the decision-making process of consumers; and lastly, to study the
factors related to the selection of gasoline stations by customers in

Kanchanaburi province. The population of this study, chosen by random
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sampling in a fixed area in Kanchanaburi province, consisted of 400 people.
The data collecting tool for this study was in the form of a questionnaire.

The statistics used for data analysis were percentages, means, S.D., and
Pearson’s correlation (Pearson’s product-moment) to examine the relationship
between the factors influencing the consumers’ decision-making process
regarding the use of gasoline stations in Kanchanaburi province.

The results are as follows

1. With regard to the selection behavior, most of the population
selected PTT gas stations because in Kanchanaburi, PTT gas stations were the
most common, consumers visiting them with an average frequency of 3-4
times a week, on average from 3 pm to 7.59 pm. The expenditure each time
was less than 100 baht because most of the customers used motorbikes, while
some car users spend only 100 baht on each refueling. The population stated
that they buy gas when the amount of gas in the tank was almost zero. Brands
and specific stations had no effect on their selection but the quality of the gas
was a main factor in their decision.

2. There were eight factors influencing the decision-making process,
coinciding with the following eight service approaches or 8Ps: product, place,
process and quality, people, promotion, public relation, physical evidence and
price.

3. Overall, the level of decision-making was at a high level and related

to the brand, the quality, the right amount of gasoline, and the price of the gas.
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4. All of the factors, i.e. the 8Ps, were positively correlated to the
decision-making process at a statistically significant level of 0.01, and of
those factors, the most influential factor was price, followed by promotional
campaigns and public relations. The least influential factor was the product.

Results of the Hypothesis

It was found that the factors regarding the 8Ps or 8 service approaches:
product, place, process and quality, people, promotion, public relation,
physical evidence and price, were related to the selection of gasoline stations
of customers in Kanchanaburi province.

The outcome of the study showed that all the factors studied affected
the overall selection of the population; therefore, either the gasoline
companies or gas stations should pay attention to all those related factors and
to employ proper marketing strategies, especially with regard to the most
important factor--the price--and other expenditures of the customers.
Moreover, service was also an influential factor in attracting customers, and in
enhancing the benefit both for the gas stations and gas companies in the

long run.
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