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ABSTRACT

This study aimed to study the marketing mix factors affecting customer buying
liquefied petroleum gas in Mueang District, Samut Sakhon province. The data was collected from
questionnaires of a sample of 400 people in Mueang District, Samut Sakhon province, and
analyzed by means of statistical approach in terms of frequencies, percentages, and averages.

The study found that most of the respondents were female and aged between 30 to
39 vears . Their marital status were married with four family members. They were business
owners and had an education background between primary school and junior high school. Their
monthly incomes were less than 10,000 Baht.

Most of the respondents used PTT brand with a container size of 15 kilograms due to
convenience to order in case of running out of gas. They mostly chose the brand of liquefied
petroleum gas by themselves. The duration of usage was between 3 to 4 weeks per gas cylinder.
The method of buying liquefied petroleum gas was mostly home delivery and they would change
the brand of liquefied petroleum gas if the price difference was at least 25 Baht.

The respondents ranked the marketing mix factor at a high level in product and place
factor. Promotions and price factors were ranked at a moderate level.

When refering to the product, the sub-factor that affected the buying decision of

liquefied petroleum gas the most was the safety standard of the gas cylinder.



When refering to price, the sub-factor that affected the buying decision of liquefied

petroleum gas the most was that there were no transportation charge.

When refering to the place, the sub-factor that affected the buying decision of

liguefied petroleum gas the most was the offering of a telephone order service.

When refering to the promotion the sub-factor that affected the buying decision of

liquefied petroleum gas the most was the human relations and friendliness of the employees.



