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ABSTRACT

Abstract of thesis submitted to the Graduate School Project of Maejo University in
partial fulfillment of the requirements for the degree of Master of Science in
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FACTORS AFFECTING CONSUMERS’ DECISION-MAKING ON BUYING FUELS
FROM THE COOPERATIVE'S GAS STATIONS, IN SUKOTHAI PROVINCE
By
SURIYA KHUMPUANG
APRIL 2002

Chairman: Assistant Professor Donlakorn Khuankam
Department/Faculty: Department of Agricultural Economics and Cooperatives,

Faculty of Agricultural Business

This study was conducted to examine 1) consumers’ decision-making
process of buying fuels from the cooperative’s gas stations; 2) factors affecting their
decision-making process; and 3) their expectation on the services of the cooperative’s
gas stations in Sukhotai province. The data was collected by means of questionnaire
from 360 samples of consumers using the services of the cooperative’s gas stations in
Sukothai province and analyzed by the SPSS/PC using frequency, percentage, mean,
weight mean score, and t-test.

It was found that most of the respondents were male, 30-40 years old,
finished a primary school, had 3-4 family members, were farmers, used a pick-up
truck, and had an income lower than 5,000 baht/month.

In the aspect of the decision-making process, 56.10% of the consumers
filled up their tanks when the fuel was almost used up, 38.90% perferred only one brand
of fuel, at any gas station, 83.10% used ordinary diesel, 58.90% searched for

information before making a decision, 39.17% considered fuel quality, 60.50% spent
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a short time making a decision and 35.30% were not influenced by others in decision
making. The consumers considered a high quality of fuels the most impartant, followed
by low selling prices and a short distance between their homes and gas stations. They
were satisfied with the cooperative’s services in terms of high quality fuels and low
prices.

In terms of factors affecting the consumers’ decision-making, product
factors were found to affect the consumers’ decision-making at a high level
(WMS = 3.52); pricing factors, a high level (WMS = 3.89); promotion factors,
a moderate level (WMS=3.26); place factors, a high level (WMS = 3.46); service factors,
a moderate level (WMS = 2.77); economic and social factors, a moderate level
(WMS = 3.35 and 3.12) and competition factors, a high level (WMS = 3.55).

The consumers’ expectation on the factors related to product, pricing,
place, promotion and services was at a moderate level (WMS = 3.02, 2.82, 2.80, 3.02
and 3.06 respectively).

The consumers’ expectation on economic factors was at a high level
(WMS = 3.51) and social and competition factors, a moderate level (WMS = 2.95 and
3.15 respectively).

The comparison between the mean of decision-making and expectation
revealed that the factors related to product, pricing, promotion, place and services

were significantly different at a level of 0.01.
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