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ABSTRACT

Abstract of thesis submitted to the Graduateé School of Maejo University in partial
fulfillment of the requirements for the degree ¢f Master of Business Administration in

Business Administration

MARKETING MIX STRATEGY OF GASOLINE :
CASE STUDY OF PAKTAI CHUEPLERNG COMPANY LIMITED (PUBLIC)
BY
SAROSSAWAN THAWORNSANT
NOVEMBER | 1998

Chairman: Professor Yanyong Sit@hichai
Department/Faculty: Department of Agricult¢ral Business Administration and

Marketing, Faculty of Abricultural Business

The objectives of this research were to study 1) the marketing mix
strategies of the gasoline market of Paktai q:hueplerng Company Limited (Public)
under the management of gasoline service stations; 2) impacts of the marketing mix
strategies on the sales volume of gasoline sefvice stations under the PT trademark:
and 3) the marketing mix strategies of Paktai 1Chueplerng and the competitors. The
data was collected by using questionnaires 1from 183 samples selected by multi
stage sampling. The findings were as follows:

1. The marketing mix strategies of Paktai Chueplerng Company
Limited (Public) under the operation of gasolirﬁe service stations were different. The
northern and northeastern sampling groups used the pricing strategy mainly,
followed by channels of distribution. The 1centra| region sampling group used

channels of distribution mainly, followed by Fhe promotion strategy. The western

sampling group used the product & service lstrategy. The southeastern sampling
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group used the promotion strategy mainly, followed by the channels of distribution.
The southern sampling group used the prohotion strategy mainly, followed by the
product & service strategy.

2. The marketing mix strategies which affected the sales volume of PT
gasoline service stations were the price lstrategy, the channels of distribution
strategy, the promotion strategy and the pro#uct & service strategy respectively.

3. The marketing mix stratei;ies of Paktai Chueplerng Company
Limited (Public) and the competitors were no* differentin terms of price and channels
of distribution but there were some differer*ces in the promotion strategy and the
product & service strategy. However, the #)verall marketing mix strategy of each

company was found not to be different.



