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ABSTRACT

Abstract of special problem submitted to the Graduate School Project of Maejo
University in partial fulfillment of the requirements for the degree of Master of Business

Administration in Business Administration

THE CONSUMER NEEDS FOR GASOLINE SERVICE STATIONS
IN MUANG DISTRICT, CHIANG MAI
By
WANVISA BOONSAK
JULY 2002

Chairman: Associate Professor Dr.Anurak Panyanuwat
Department/ Faculty: Department of Agricultural Business Administration and

Marketing, Faculty of Agricultural Business

The objectives of this research were to study 1) customers’ point of view
towards the present situation of the gasoline service stations; 2) customers’
expectation of the gasoline service stations;  3) customers’ needs of the gasoline
service stations; 4) customers’ troublesome from gasoline stations services; and 5)
the capability of the entrepreneurs to fulfil the customers’ needs.

Data were collected by the use of simple random sampling method from
400 gasoline service stations’ customers and 58 entrepreneurs in Muang district,
Chiang Mai. The instruments used for collecting the data were 2 sets of questionnaires
constructed in accordance with the objectives of the research and pre-tested for
reliability. The data were analyzed with SPSS 9.0 for Windows. The results were as
follows:

Most data were collected from female customers, aged 21 — 30 and
worked as the government officers. The regular gasoline service used by the
consumers was PTT the type of gas was Benzene unleaded 91 and paid by

cash. For the



entrepreneurs’ data, most of them were female; aged 21 — 30 , Bachelor degree
graduated, run PTT and Shell stations, rented contracts and had more than 7 years of
business experiences.

The customers’ point of view towards the present situation of the gasoline
service stations ranked in “good” level for products and locations and ranked in “very
good” level for prices, marketing promotions, services, station lay-out and special
services ranked in “good” level.

The customers’ expectation of the gasoline service stations ranked in
“ very good” level for every aspects; products, locations, prices, marketing promotions,
services, station lay-out and special services.

The results of the present situation of the gasoline service station
compared with the customers’ expectation were significantly different.  This revealed
that the customers had needs for every aspects - products, locations, prices, marketing
promotions, services, station lay-out and special services.

The customers’ troublesome from gasoline stations ranked in “medium”
level for products, prices, marketing promotions, services, station lay-out and special
services while location was ranked in “low” level.

The entrepreneurs thought that their fulfillment for the customers’ needs
were ranked in “very good” level. Thus, products and locations were ranked in
“excellent” level while prices, services, station lay-out and special services were ranked
in “very good” level and marketing promotions was ranked in “good” level.

In conclusion from this study, the entrepreneur should rearrange their
marketing strategies to remain their market shares and increase sale also they should

improve their services and the management system for the highest quality services.
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