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The objective of this independent study was to study the attitude of consumer toward the
independent petrol station in Amphoe Hod, Changwat Chiang Mai.

The data for this study was collected from questionnaires distributed to 200 respondents
in Hod District, which included 50 motorcyclists, 50 sedan drivers, 50 pick-up tl’;le and truck
drivers, and 50 drivers of other types of vehicles. The results of the study were as followed.

In terms of consumers’ information acquisition, it was found that most consumers were

concerned with this factor at a low level. The highest- averaged aspect with information

acquisition at a medium level was that they thought several independent petrol station offered the

same services as the brand-name petrol stations. The aspect with the lowest average with

mformation acquisition at a low level was that they thought the quality of the petrol at
independent petrol station was the same as that at the brand-name petrol stations.

In terms of preference, it was found that most consumers liked every aspect of the mixed
marketing factors at a medium level. The highest-averaged factors which consumers liked at a
medium level were products, price, sale strategies, and marketing promotion. The sub-factors

were that indcbendent petrol station opened 24 hours, the convenience store of independent petrol
station offered the same prices as other convenience stores, independent petrol station provided
clearly visible petrol prices, and independent petrol station had trustful and honest staff who
provided good services, for example filling-up and giving back changes, respectively.

In terms of buying behaviors, most consumers used all aspects on a regularly basis. The
highest-averaged factors which consumers used regularly were products, price, sale strategies,
and marketing promotion. Consumers would used these factors regularly if independent petrol
station provided car cares services such as windshield wiping, motor oil fill-up, air fill-up, etc, as
at brand-name petrol stations; if the prices at independent petrol station were lower than those at

brand-name petrol stations; if independent petrol station provided clearly visible petrol prices; and

if the staff of independent petrol station were trustful and honest in their services, such as accurate

fill-up, and accurate changes, respectively.





