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ABSTRACT

The objective of this independent study was to study the consumer attitude after fuel 

crisis towards biodiesel in Mueang Chiang Mai District. The sample group comprised of 330

diesel users who filled up at 15 biodiesel gas stations in Mueang Chiang Mai District, 9 were 

Petroleum Thai gas stations and 6 were Bang Chak gas stations. The data was collected using 

questionnaire and then analyzed by descriptive analysis using frequency, percentage and mean. 

The results of the study show that most questionnaire respondents were male, 20-30 

years old, with graduated or studying for Bachelor’s degree. Most of them were business owners 

or entrepreneurs with income of 5,001-15,000 Baht/month. The average age of their recent trucks 

were 1 year and above but less than 3 years. They learned about biodiesel from television and 

have used biodiesel for about 1 year. The reason that they used biodiesel was the raise of diesel 

price due to fuel crisis. They will continue to use biodiesel because it was cheaper.

Attitude towards cognitive element; in aspect of product, the study found that 

respondents had extensive knowledge about biodiesel. They knew that biodiesel can be produced 

locally and was priced lower than diesel. Biodiesel was available at Petroleum Thai and Bang 

Chak gas stations. As a result of public relations campaigns; respondents were informed about 

biodiesel qualifications that it was good to both automobiles and environment. 



The respondents’ attitudes about biodiesel usage classified by product, place and 

promotion factors showed high influence of product and promotion and moderate at price factor. 

They could be presented in order as followed. In aspect of promotion, respondents received

continuous promotional campaigns to encourage usage of biodiesel. In aspect of product, they 

agreed that biodiesel could really substitute diesel. In aspect of place, there were enough 

distribution stations. In aspect of price, they accepted the pricing of biodiesel at 1.50 Baht below 

diesel.

Attitude towards behavioral component, the study found that most of respondents used 

only biodiesel. They usually filled up after work, after school or in evening. They normally filled 

up when they were almost run out of gas. In average, they filled up their tank more than 4 times a 

month and each time between 601-1,000 Baht. They decided how much to spend and usually pay 

by cash. Bang Chak gas stations were the most popular places for biodiesel refilled. Respondents, 

who used both biodiesel and diesel, bought biodiesel less than twice a month each time, the 

expenses about 301-600 Baht and use both Petroleum Thai and Bang Chak depending on 

convenience.

Considering attitudes in term of age, education, age of truck and time, showed not much 

difference in the attitude according to cognitive component, opinion component and behavioral 

component.

Marketing factors that affected consumer decision were at high level for price, product 

and place respectively. Promotion factor was at moderate level. 

The most problem found in using biodiesel was the price not cheap enough compared 

with diesel.


