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ABSTRACT

The objective of this independent study is to investigate the attitude of car users in
Bangkok Metropolitan towards the usage of NGV. In this study, 400 samples were collected from
car users and were divided into two groups, 200 samples who used NGV and the other 200
samples who did not use NGV. The descriptive statistical methods such as frequency, percentages
and mean were used to analyze the data.

The results of the study found that most of the respondents who used NGV were male,
aged between 31-40 years old, worked in private companies, hold bachelor’s degree, earned
salary range between 25,001 — 30,000 baht, and drove their cars as a minimum period of 6 — 10
years. They owned Japanese cars with engine power between 1,501 — 1,800 cc. The cars were
over 9 years and most of them were injection fuel engine system.

The respondents who used NGV wholly knew and understood about the NGV at a high
level. They were most understood that NGV was priced lower than gasoline and diesel.

The respondents who used NGV wholly accepted the significant on marketing mix
factors at a high level. While they addressed the highest level in distribution and marketing
promotion factors, and high levels in product and price factors. The followings were the most

important sub-factor of each marketing mix factor.



In term of product factor, the most important sub-factor was to accelerate NGV
production for car fuel, price factor was the NGV’s price should be lower than gasoline’s price,
place factor was to expand more NGV service stations in every provinces and promotion factor
was the government should launch the marketing promotion for widely using NGV as a car fuel
seriously in order to expand NGV users, respectively.

The respondents who did not use NGV mostly were male, aged between 31 — 40 years
old, worked in private companies, hold bachelor’s degree, earned salary range between 10,001 —
15,000 baht, and drove their cars more than 15 years. They owned Japanese cars with engine
power between 1,501 — 1,800 cc. The cars were between 3 — 6 years and most of them were
injection fuel engine system.

The respondents who did not use NGV wholly knew and understood about the NGV at a
medium level. They were most understanding that NGV was priced lower than gasoline and
diesel.

The respondents who did not use NGV wholly accepted the significant on marketing mix
factors at a high level. They addressed at high level on distribution, price, marketing promotion
and product factors, respectively. The followings were the most important sub-factor of each
marketing mix factor.

The most important sub-factor of product factor was the usage of NGV as car fuel would
reduce the fuel import from foreign countries, price factor was the NGV’s price should be lower
than gasoline’s price, place factor was the service stations of NGV setting in the car should have
certified standard and promotion factor was the government should launch the marketing

promotion for widely using NGV, respectively.



