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ABSTRACT

The purposes of this study were to investigate the service marketing mix factors
affecting consumers in the selection of gas stations in Mueang district, Chiang Mai province, and
to examine the problems of customers in taking services from gas stations in Mueang district,
Chiang Mai province.

Data collection was done through a questionnaire. The samples were selected by
quota sampling according to a proportion of vehicles registered in Chiang Mai province. The
respondents were 400 customers of gas stations, composing of 200 motorcyclists, 100 personal
car drivers, and 100 personal truck drivers. Then, the collected data were analyzed by descriptive
statistics which consisted of frequency, percentage, and mean.

The findings revealed that the first three sub-factors mean of each service marketing
mix factors affecting customers’ decision towards gas stations selection were found as in orderly
follows:

For people factor, the first three sub-factors ranked were the honesty and reliability
in providing services, the enthusiasm of staffs and quick services provided, and the willingness to

provide services.



For process factor, the first three sub-factors ranked were the accuracy and
rapidness in the processes of filling up gas and receiving and giving changes, the good service
knowledge and skills of staff, and time spent for queuing up.

For product factor, the first three sub-factors ranked were the availability of all fuel
types, the provided restrooms, and the adequate fuel nozzles.

For place factor, the first sub-factor ranked was the location of gas stations where
located nearby the customers’ houses, and offices / academic institutions.

For physical evidence factor, the first three sub-factors ranked were the cleanliness
of gas stations, the hygiene and sufficiency of restrooms, and the convenience of entrance and
exit trails.

For price factor, the first sub-factor ranked was the acceptance of payments done by
credit cards and credit system.

For promotion factor, the first three sub-factors ranked were the distribution of
premium products, the offering of sales promotion, and the informing of gas station’ information
to customers.

Problems that customers found from filling up fuel at the gas stations were
mentioned to the expensive cost of fuel comparing to other gas stations, the absence of some

types of vehicle fuels, and the lack of service knowledge of some staff.



