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The Objective of this independent study was to study marketing mix factors which affected
consumer buying decision towards biodiesel in Mueang Chaing Mai District. The sample group
comprised of 405 diesel users (except common rail engine users) who filled up at 15 biodiesel gas
stations in Mueang Chiang Mai District, 9 were Petroleum Thai gas stations and 6 were Bang Chak gas
stations. The data was collected using questionnaire and then analyzed by descriptive analysis using
frequency, percentage and mean.

The results of the study show that most questionnaire respondents were male, 20-40 years old,
with or studying for Bachelor’s degree. Most were private company employees with income of 25,001~
35,000 and 5,001-15,000 baht/month. They learned about biodiesel from television.

The factors that affected consumer decision are in the following order: place, price, marketing
promotion, and product. For place, the sub-factor which affected consumer decision the most was the
reputation of bio-diesel retailer. For price, the sub-factor which affected consumer decision the most
was that biodiesel was cheaper than regular gas. For marketing promotion, the sub-factor which
affected consumer decision the most was discount when customers did their own filling. And for
produbt, the sub-factors which affected consumer decision the most were the confidence of bio-diesel
producers and higher mileage per liter.

Apart of marketing mix factors, another factor which affected consumer decision at the high

level was car producers guaranteed biodiesel use. When considering marketing mix factors in terms of

age, occupation and income, there was not much difference in the influence of those factors on

consumer decision.

For consumer behavior towards the consumption of biodiesel, it was found that the reason for
changing to bio-diesel was because of recommendation from friends, relatives, acquaintances or motor
experts. Most consumers had been using bio-diesel for over a year. They filled up their tank more than
2 times a month and did so when they almost ran out of gas. The time they usually filled up was after
work, after school or early evening. They filled up at both Petroleum Thai and Bang Chak depending on
convenience and each time paid 500-1,000 baht. When filling up the tank, they decided on how much to
spend at each visit.

The most problem concerning marketing mix factors towards bio-diesel consumption was

price, that it was not cheaper by much compared to regular gas.





