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ABSTRACT

The purpose of this independent study was to study the factors affectir{g the consumérs’
decision in selection of gasoline station located on Rama II Road, Samut Sakhon Prov‘ince. The
samples of the study were 330 drivers of private cars an& pick-up trucks who used services in'6
gasoline stations located on both s.ides of Rama Il Réad, Samut Sakhon Province. The descriptive
statistics derived from questionnaires were analyzed by using frequency, percentage and mean.

The results showed that most respondents were male, aged between 31-40 years old,
married and most of them held bachelor degrees. Their main careers were company employees with
revenue between 10,001-20,000 baht per month. Most respondents used private benzene cars, filling
gas 4-5 times per month, with a spending for gas of 700 — 1,000 baht per each visit. The payment

was almost in cash and most of the respondents were occasional rather than regular visitors.

The average level of service marketing mix factors were considered in selection of gasoline
service station which can be prioritized as follows: place, process, physical evidence, people, price,

product and promotion respectively.




The sub — factors rated at the highest average score were as follows, Product: belief in
quality of gds, Price: suitable of price compared with quality, Place: convenience for traveling,
~ Promotion: a signboard for public relations at the entrance of gasoline station, Process: reliability of

service, People: honesty and trust of service staff especially in receiving the money and returning the

change, and Physical evidence: convenience for driving in-out of gasoline station.




