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The Study of Willingness to Pay and Optimum Marketing Mix
for Biodiesel Using in Village
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Abstract

The objectives of this study are to explore willingness to pay for biediesel, consumers” attitude
and perception towards biodiesel. Using close-end questionnaire in double bounded question by
multinemial logit model. The result shows that people who live in Phudin and nearby villages in
Tambon Mae Hoaphra, Mae Taeng District in Chiang Mai have never used biodiesel previously about
85%. The factors effeeting to willingness to pay at 28.9 baht/liter are SEX , frequency of add fuel,

pricing and marketing channel.
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