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ABSTRACT

This independent study aimed at investigating customers satisfaction towards Sanguan
Turiantong Limited Partnership, Shell Gas Station in Hot district, Chiang Mai province. The
samples are totally 200 customers of the studied gas station: 140 of them are car drivers and 60 of
them are motorbike riders. Data derived are later processed by the use of descriptive statistics,
consisting of frequency, percentage and mean.

Based upon the findings, the majority of customers were male of 31-40 years of age, hold
Bachelor’s degree, working as employees for private company, earning monthly income at the
amount of 5,001-10,000 baht and having frequency in fuelling gas at 3-4 times a month. For those
motorbike rider customers, they mostly fueled motorbike with FuelSave Gasohol 91 and in each
time, approximately spent less than 100 baht. For those car driver customers, they mostly fueled
car with V-Power Diesel (Premium grade) and in each time, approximately spent over than 900
baht. Reasons in taking services from the studied gas station were referred to its convenient
location nearby house/office/education institute as well as trust in fuel qualities.

The respondents paid highest concerns towards following components of all marketing
mix factors in orderly. In terms of process, the highest concern was the accurate process in
fuelling up. In terms of physical evidence, the highest concern was the cleanliness of toilets in the
gas station. In terms of price, the highest concern was the appropriate price in comparison to fuel

qualities (saving and power included). In terms of place, the highest concern was the sufficiency



of fuel diffusers. In terms of people, the highest concern was the accuracy of staff to serve
customers such as fuelling gas with the requested quantity and with the correct type of gas. In
terms of promotion, the highest concern was proper suggestions and offer-for-sale advises on the
right product fitting to customer’s vehicle. In terms of product, the highest concern was
fame/image of the gas station.

Regarding the study on customer satisfaction, they rated the satisfaction toward
following components of marketing mix factors at the lowest level in orderly. In terms of product,
the lowest satisfaction was the availability of convenient store in gas station area. In terms of
promotion, the lowest satisfaction was the competition for the reward. In terms of people, the
lowest satisfaction was the availability of car wash/oil change service. In terms of people, the
lowest satisfaction was the politeness and good manner in welcoming customers. In terms of
process, the lowest satisfaction was the rapid billing process. In terms of physical evidence, the
lowest satisfaction was the wide space of gas station. In terms of price, the lowest satisfaction was

the fuel prices in comparison to other brands.



