A STUDY OF FACTORS AFFECTING AUTOMOBILE DRIVERS’ DECISION ON

DECLINING TO USE GASOHOL

A MASTER’S PROJECT

BY

ARPORN PIPATTAM

Presented in Partial Fulfilment of the Requirements for the

Master of Arts Degree in Business English for International Communication

at Srinakharinwirot University

March 2008



A STUDY OF FACTORS AFFECTING AUTOMOBILE DRIVERS’ DECISION ON

DECLINING TO USE GASOHOL

ABSTRACT

BY

ARPORN PIPATTAM

Presented in Partial Fulfillment of the Requirements for the

Master of Arts Degree in Business English for International Communication

at Srinakharinwirot University

March 2008



&€ A o 6

= o A, ' o A 9 & & &
AINTh WNRAIWTITY (2551). ﬂ'ﬁﬂﬂﬂ"?ﬂﬁ?ﬁ]ﬂﬂﬁdwﬂﬂﬁ‘:?’lﬂ@mﬂ’)?@@ﬁuz%11!27]1”7&[61738&"]/8\7
vo A 6 a 6 g a Py A a
E{TUW?QU%W. FIIUNUD FAe.4. (ﬂ'ﬁ:ﬂ@x‘iﬂﬁ]‘ﬂ'@iﬂ"ﬂL‘Waﬂﬂiﬁﬂﬁﬂiuﬁuﬁ‘?ﬁ@]).
L3 Aa A a a a d a a e |2 a [
ﬂEGLVl‘W"li UUN@INaINg N%ﬂ?ﬂﬂﬂﬂﬂﬂi%ﬂi%ﬂi’ﬂi@&l. 21138 NUIN RN TUNUD:

219139 8 A s IuNzARaY.

=i =S

a 6 L a%’d 6 dl' s d' 1 1 o A 1 v &
miuwumuuquﬂﬂiza\mLwaﬂﬂmmﬂﬁ]fumaeNam:‘ﬂwamm@ausl,ﬁ)"lwsl‘ml,ﬂa

6 U dl % a L% U s p.l' {n:l'd 1
Iénaaamm;dmwmmu@ﬂumengawauﬁﬁuﬂi wﬂuﬂ@]u,a:mmLmﬂwaagmumnmm Hdia
=3 6 v e A v A 1 3; U A 1 s 1 v
uialoaas LLazLLquuuﬂws@@aulaluauWﬂ@maogmummmuu I@mlmﬁmsqm’mmamw

ﬁ'u%mﬂu@ﬂumngamwumum FWI% 50 A ﬁagﬁ@umﬁumuéﬁuaaﬂmu 91 wazaan

>

1% 95 I@ﬂmjuéf’aaﬂ’m@ammuaaumu Lmz;ﬁwﬁﬁamﬁ"l,@?%'wﬁLm’]zﬁwaiml*’ﬁ’

U

ANANND LazANTaAY

=2 : v o o Aa ) v A A = & x>
NAINIIFANBINUIN ﬂﬁ]ﬁ]ﬂﬁ'] f]JUV]ZJNﬂﬂszﬂﬂ@lﬂﬂ’]ﬁ@]@aulﬁ]vluL@NLLﬂaI‘Haﬂa"lla@Ed"llll

v
@ A

a & ' o Y \ A & A Y [ v & & It
Yvnsuddasit 1) aldislumsdTuudsnIasoudiialisessumsltuialogeas 2) Neauis
lagad uaz 3) misudsnuguninaasuialogeslasuTengnaasnoudsui

mMsanefILwl ltum s Ren lmindwlwawaa aog{@] AULUURAUDN NANNTANE

o

i wva oA A o A a = 'Y o @ A A oA
WU’J’]E“IIU"U&’J%IW]JUNLLWJI%&W]%L@&ILLﬂ&I‘ﬁaaiﬂuau’]ﬂ(ﬂ @IQUL%@JNQW'—]NQW@U JW aaLtde
= & P o @ a a A e a o , A
if]ﬂf]?lE]\‘]LLﬂﬁIGﬁaﬂﬂgﬂﬂjqu’]NuLUusﬁu 20% L&lavl&lwunlumu‘ﬁuﬁ]’mu’lSﬂ,u@]m@ LSl e
a o A [ [=3 & 1 A A
Naﬂqia'ﬂElLﬂU?ﬂﬂLLﬂﬁIsﬁaaaNﬂanquﬁjaﬂE]

ﬂﬁjumaa;j@]atuLLuuaaumwﬁﬁLLmIﬁmz"Lsﬂ‘*ﬁLLﬁaImaaﬂuau’]ﬂm FIAAHA

v
@ A [~

MUSIAUAIBAD AN VBILA

2

Traaa ez i UwGw A LANGA1IN HIAINUNWLL T

o 1 1 a dl s ~ [ dl =
ﬁ]'l%%’?ilﬂ%ll%@]ﬂ’]@] LLGzNﬂﬂ'ﬁ’J’i}ULﬂﬂ?ﬂULLﬂﬁI‘ﬁﬁﬂﬁ‘lﬂJ%’]Lﬁaﬂﬂ



Arporn Pipattam. (2007). A Study of Factors Affecting Automobile Drivers’ Decision on
Declining to Use Gasohol. Master’s Project, M.A. (Business English for
International Communication). Bangkok: Graduate School, Srinakharinwirot

University. Project Advisor: Ms. Sopin Chantakloi.

This study was aimed to explore the factors affecting automobile drivers’ decision
on declining to use gasohol, their understanding and attitude towards gasohol, and their
decision on using or declining to use gasohol in the future. Fifty automobile drivers in
Bangkok area who fueled their car with benzene octane 91 or octane 95 were randomly
selected to respond to the questionnaire in July 2007. The data were analyzed by using
the frequency and percentage.

The results of the study revealed that three major factors affecting drivers’ decision
on declining to use gasohol were: 1) the expenses in tuning up car engine if it did not
properly work when using gasohol, 2) high gasohol price, and 3) gasohol quality guaranteed
by the world’s leading automobile companies.

Furthermore, the findings showed that the majority of the respondents would use
gasohol in the future because of three reasons. Firstly, gasohol price was 20% lower than
benzene price, secondly, benzene was not available in the market, and thirdly, there was
more research result concerning gasohol quality. Meanwhile, there were some respondents
who would not use gasohol in the future due to three reasons: 1) gasohol price is not
different from benzene price; 2) benzene is available in the market; and 3) the research

result concerning gasohol quality is not reliable.
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CHAPTER 1

INTRODUCTION

Background

Oil plays such a fundamental role in the world economy since world’s oil production
has been declining since 1970 due to natural resource limitations.

The problem, however, is not “running out of oil”. Rather, it is “running out of cheap
oil”. Demand for energy is increasing dramatically. The spread between supply and
demand will cause higher prices for all products. The rising price of oil is already damaging
many parts of the business world. What happens when there is not enough oil to keep up
with the current growing human population? In the future, oil production will decrease at
the same time demand increases. As people move into the middle class, they want to buy
cars, TVs, air conditioners, and other products that use oil and electricity. Exxon Mobil, the
world's largest merged oil company engages in oil and gas exploration, production, supply,
transportation, and marketing around the world, predicted that worldwide demand will have
grown by 40% by 2020 (Mankind’s Annual Oil Consumption = more than one cubic mile.
2006: Online).

The sustained rise in oil price has forced all countries both developed and
developing countries, especially ones that mostly depend on imported oil including Thailand,
to seek more efficient and cheaper sources of alternative energy. If we want to protect
future generations and themselves against energy shortages and higher energy prices, then

we need to reduce their dependence on importing oil since fuel shortages may occur at any



time due to hostile actions by foreign nations and because of over consumption. People
who experience higher prices for oil learn more about the sources of the energy because oil
prices cannot be controlled. These experiences often lead people to choose more
economical solutions, and their personal choices often include alternative energy use.
Lessons from history suggest that high oil prices mean bad news for the economy.

In Thailand, alternative energy source has played a very important role and
becomes the talk of the town since his Majesty the King addressed the problem related to
the oil supply scarcity and the falling crop prices. In 1985, gasohol was originated by the
Royal Project of King Bhumibol. This project is about a study on gasohol production as an
alternative source by producing ethanol — a kind of alcohol that can be produced
domestically from crop fermentation by converting starch into sugar and then converting
sugar into alcohol (How to produce ethanol. 2006: Online). Also, the distillation of alcohol
from different kinds of sugarcane, rice, corn, and tapioca attained a pure alcohol of 95
percent, which is called ethanol. Later on, it was introduced to the public and private
sectors for testing with engines. A year later, the first sugarcane-derived alcohol started
flowing from the Royal Chitralada Project (RCP), and the development of gasohol has been
carried out by several private and government organizations. In 1996, Petroleum Authority
of Thailand and Thailand Institute of Scientific and Technological Research joined RCP in
the project focusing on the improvement of the gasohol quality. They took the 95% pure
alcohol from RCP and purified it to become 99.5% purity. Gasohol is the combination of
99.5% of pure ethyl alcohol and unleaded gasoline with 91 research octane number or
(RON), mixed at the ratio of 1:9. The capacity of gasohol is similar to that of 95-octane

unleaded petrol. In gasohol, the ethyl alcohol serves as an additive to enhance oxygenate



value and octane number of gasoline, which was normally rendered by Methyl Tertiary Butyl
Ether (MTBE), an imported chemical. In 2000, PTT carried out several experiments on
fueling gasohol in cars, and the studies showed that gasohol helps reducing the pollution,
saves energy, and does not affect the car performance.

To recap, the high prices for oil nowadays are creating a widespread awareness
that there is not enough oil being pumped today to supply everyone. Therefore,

overcoming this problem is to find an alternative fuel. One of the best solutions is Gasohol.

Statement of the problem

A number of countries prefer to use gasohol because it is environment-friendly and
it is a low cost product, but they experience the problem of resource scarcity. Some of the
fuel providers explained that they had difficultly acquiring a steady supply of gasohol
because of the small amount of available ethanol. In addition, the higher cost of producing,
transporting, and storing gasohol may limit the profitability of selling gasohol when
compared to gasoline. Moreover, some of the fuel providers reported that their areas

contained no sources of ethanol or gasohol.



Table 1 Fuel consumption of Thai drivers from January-October, 2005-2006

Unit: Million liters

Fuel Type January — October
2005 2006
Benzene 19.851 19.589
Benzene octane 91 & 95 18.309 16.116
Gasohol 1.542 3.472

Source: Department of Energy Business, Ministry of Energy

The consumption statistics in Table 1 shows that total gasohol consumption from
January to October is at 3.472 million liters, while total benzene octane 91 and 95
consumption of the same period is at 16.116 million liters (ﬂi&]giﬁﬁlwﬁdd’m. 2006: Online).
It is obvious that gasohol is not quite popular among Thai drivers although the Thai
government has been working closely with the private sector to educate the public about
the benefits of gasohol. Moreover, on March 29, 2005, the Ministry of Energy (MOEN)
cooperated with the world’s leading car companies to guarantee that the use of gasohol
would not have any negative impact on car engines and to inform motorists that they could
immediately fill their tanks with gasohol without the need for any engine modification. The
price of gasohol has been set at a lower rate, which is 3.50 Baht cheaper than 95-octane
benzene per liters as of July 19, 2007. Obviously, the Thai government tries to promote
alternative fuels and conserve energy because it is one of the best solutions to cope with

the expensive oil prices and the uncertainties of the global oil situation. However, some



drivers still hesitate to fill their cars with gasohol, and surprisingly although our country has
plenty of local resources available to produce ethanol for domestic use, some of the
consumers seem to be willing to pay for the more expensive choice. This is quite
questionable whether the attempt to promote the using of gasohol, an alternative fuel, by
the government and the private sector can be achieved.

To sum up, it is interesting to study the factors affecting drivers’ decision on
declining to use gasohol and to explore the consumers’ decision on using gasohol in the

future.

Objectives of the study

1. To study what factors affect drivers on declining to use gasohol.

2. To explore if these drivers will use gasohol in the future.

Research questions

The research questions for this study were:
1. What factors affected drivers on declining to use gasohol?

2. Would these drivers decide to use gasohol in the future? Why/ Why not?

Significance of the study

This study revealed the factors influencing drivers’ decision and the reasons why
they declined to use gasohol and the trend of using in the future. The findings of this study

would be beneficial for manufacturers to develop their products and the image of the



product. Readers of this study would benefit from a better understanding of gasohol and
realize that our country was more economical on fuel consuming by reducing importing oil.
Not only would gasohol reduce our dependence on expensive fuels and crude oil, but
producing ethanol would also benefit our farmers and our agricultural sector in the long run.
Furthermore, gasohol also helped improve the environment as the improved combustion of
the engine released 20 to 25% lower hydrocarbon and carbon monoxide emission (Benefit
of gasohol. 2006: Online).

In sum, the results of this study would provide factors relating to the drivers’
decision on choosing to use gasohol, and using gasohol would benefit drivers, the country,

the agriculture sector and the environment.

Scope of the study

This study attempted to explore the the factors affecting drivers’ decision on
declining to use gasohol and whether they would use gasohol in the future. The researcher
applied related theories concerning consumer decision making processes and factors
influencing consumer behaviors to find out the causes that affected the drivers on declining
to use gasohol.

This study dealt with fifty automobile drivers in Bangkok who fueled their car with
benzene octane 91 or 95. The researcher did not limit the range of the informants’ age,
career, and educational background. The research was conducted in July 2007. The
selected petrol stations were those where drivers could choose to fuel their car with either

benzene or gasohol.



Definition of terms

Drivers

Benzene

MTBE

Gasohol

Ethanol

People who fuel their car with benzene

A kind of unleaded petrol mixed with the MTBE (Methyl-tertiary-butyl-
butyl - Ether)

MTBE stands for Methyl-Tertiary-Butyl-Ether. MTBE in gasoline
serves as an additive to enhance oxygenate value and octane
number of gasoline.

A blend of gasoline and ethanol used as motor fuel.

A kind of alcohol produced from crop fermentation, converting starch
into sugar and then converting sugar into alcohol. Pure alcohol is
ethanol. Ethanol can either be extracted from corn, sugarcane,
cassava or other grains e.g. sorghum, rice, etc. Ethanol for blending

with oil to fill in the car engine is 99.5% purity alcohol.



CHAPTER 2

REVIEW OF RELATED LITERATURE

This chapter consists of six major sections as follows:
1. The consumers’ decision-making process
2. Factors influencing consumer behavior
3. The buyers’ decision process for new products
4. Risks and uncertainties
5. Gasohol background

6. Previous related research.

1. Consumer decision-making process

Schiffman & Kanuk (1991:550) state that a decision is the selection of an action
from two or more alternative choices. In order for a person to make a decision, there must
be a choice of alternatives available. If a person has a choice between making a purchase
and not making a purchase, or a choice between brand X and brand Y, we can say that
this person is in a position to make a decision. Harrison (1999:10) indicates that decision-
making occurs at several levels. The first and perhaps the most basic level is that of the
individual act to satisfy his or her psychological needs. Solomon (1999:69) concludes that
consumers’ purchase is a response to a problem or need for a product. The consumer

moves through five stages when making a purchase decision. Kotler (2003:204) explain



that five stages of the purchasing process include need recognition, information search,

evaluation of alternatives, purchase decision, and post purchase behavior (See figure 1).

Problem Information Evaluation of Purchase Postpurchase

recognition search alternatives decision behavior

FIGURE 1 Five-Stage Model of the Buying Process

Source: Kotler, Philip. (2003). Marketing Management. p. 204.

The buying process starts when the buyers recognize a problem or need. Schiffman
& Kanuk (1991:560) argue that need or problem recognition can be viewed as either simple
or complex. Simple problem recognition refers to needs that occur frequently and can be
dealt with almost automatically, such as becoming thirsty and purchasing a can of softdrink
from a vending machine. On the contrary, complex problem recognition, however, is
characterized as a state in which a problem develops overtime. For example, after several
years of driving a car, the owner may begin to consider trading it in for a new one to avoid
growing repair bills.

Wilkinson & Campbell (1997:85) also mention that people should spend the
necessary time in making decision and effort seeking clarification of the issues involved,
searching for relevant information about consequences of the alternatives from family,
various media, other people, and taking other steps in order to arrive at a decision. Making
a selection from a sample of all possible brands or evaluation of alternative is a human

characteristic that helps simplify the decision-making process. Then consumers make two



types of purchasing: trial purchases and repeat purchases. A trial is an exploratory phase
of purchase behavior in which consumers attempt to evaluate a product through direct use.
Repeat purchase behavior is closely related to the concept of brand loyalty which the
product meets with the consumer’s approval and the consumer is willing to use the same
product again. Kotler (2003: 208) states that after purchasing the product, the consumer
will experience some level of satisfaction or dissatisfaction.

Solomon (1999: 270) explains that sometimes the decision-making process is
almost automatic and based on very little information. Sometimes, the consumer may
spend days or weeks thinking about an important purchase such as a new home.

In the conclusion, each purchasing process consist of five stages including need
recognition, information search, evaluation of alternatives, purchase decision, and post

purchasing behavior.



2. Factors influencing consumer behavior

Social
Culture
Reference groups Personal
Age & Life cycle Psychological
stage Motivation
Subculture . Occupation Perception Buver
Family y
Learning
Economic
circumstances Beliefs &
attitudes
Social class Life style
Roles and statuses

FIGURE 2 Model of Factors Influencing Consumer Behavior

Source: Kotler, Philip. (1991). Marketing Management p. 165

Kotler (1991: 164) indicates that a buyer’s purchase decisions are influenced by
buyer’s cultural, social, personal, and psychological factors. Culture is the most
fundamental determinant of a person’s wants and behavior. Each culture consists of
smaller subcultures that provide more specific identification and socialization for its
members. For example, computer is necessary for a person who works in the metropolitan
area meanwhile, in another culture e.g. a remote tribe in the north of Thailand, a computer
means nothing. Social classes are relatively homogeneous and enduring divisions in a

society, which are hierarchically ordered and whose members share values, interests, and




behavior. The second factor is social factors, which are reference groups e.g. family,
friends, neighbors and coworkers. Kotler (1991:168) also mentions that family members
are the most influential primary. At the same time, a family member’s influence can vary
with different sub decisions made within a product category. A person participates in many
groups throughout life family, clubs, and organizations. The person’s position in each
group can be defined in terms of role and status. People choose products that
communicate their role and status in the society; for example, company presidents drive a
Mercedes, wear expensive custom-tailored suits, and drink Chivas Regal Scotch. Buyer’s
decisions are also influenced by his/her characteristics e.g. age and life-cycle stage,
occupation, economic circumstances, life, and personality and self-concept. Kotler
(1991:174) indicates that the last factor is psychological factor: motivation, perception,
learning and belief and attitudes.

Lusch & Lusch (1949:121) state that consumer decisions are influenced by three
broad factors: sociological factors, psychological factors and economic factors (See figure

3).



CONSUMER’S

DESIRED
STATE
\4 SOCIOLOGICAL FACTORS
STATE PROBLEM DECISION
OF —»> >
RECOGNITION MAKING PSYCHOLOGICAL FACTORS
UNREST ABOUT
yy PRODUCT
ECONOMIC FACTORS
CONSUMER'’S
ACTUAL STATE

FIGURE 3 Basic Model of Consumer Behavior

Source: Lusch, Robert F.,& Lusch Virginia N. (1949). Principles of Marketing. p. 124.

Lusch & Lusch (1949: 124) describe the three factors influencing consumer
decision as follows:

1. Sociological factors

Sociological factors consist of a wide range of noncommercial influences e.g. the
comment from friends, an editorial in the newspaper, usage by a family member. In
addition, Lusch & Lusch (1949:123) indicate that a major impact on a consumer’s
purchasing decision is based on four sociological factors: culture, social classes, family, and
reference groups.

Culture is a set of beliefs, attitudes, customs, and institutes created by people to
help them explain and cope with their environment. Social class can be defined as a group
of people with similar levels of prestige. Social classes reflect not only income, but also

other indicators such as occupation, education and area of residence. Kotler (2003: 184)



mentions about family as the most important and continuous sources of group influence on

consumer decision-making while reference groups consist of all the groups that have a

direct (face-to-face) or indirect on the person’s attitudes or behavior.

2. Psychological factors

The second group of factor is psychological factors, which are comprised of

attitude, learning processes, motivation and perception. Psychological factors are internal to

the individual's thought processes. There are four majors in this group: motivation,

perception, learning and beliefs, and attitude. Motive is a need that is sufficiently pressing

to drive the person to act. Assael (1990:125) mention that perceptions are the way

consumers organize and interpret information about objects like brands and companies.

Perception can be defined as the process of receiving and deriving meaning from stimuli

present in the environment. Engel; Blackwell; & Miniard (1993) mention that learning is the

process which experience leads to changes in knowledge, attitude and behavior. Learning

theorists believe that learning is produced through the interplay of drivers, stimuli cues,

responses, and reinforcement. A belief is a descriptive thought that a person holds about

something; for example, people believe that Frence could make a fine perfume. An attitude

can be viewed as “a learned predisposition to respond in a consistently favorable or

unfavorable manner with respect to a given object.” (Lusch & Lusch.1949:132).



3. Economic factors

The last factor that influences consumer decision is economic factors. Economic
factors concern with the influence of a person’s income and other economic resources on
purchasing behavior. For example, if consumers believe the economy is unhealthy as a

result of high inflation, then they tend to save for an uncertain future.

3. The buyer decision process for new products

Kotler and Armstrong (1999:156-157) state that “a new product is a good,
service, or idea that is perceived by some potential customer as new”. Consumers learn
about products for the first time and make decisions on whether to adopt them. There are
five stages in the process of adopting a new product. The first stage is when consumer
becomes aware of the new product, but they lack information about it. Then consumer
seeks information about the new product. After consumer considers whether trying the new
product makes sense, he/she tries the new product on a small scale to approve of its value.
The final stage is adoption and consumer decides to make full and regular use of the new
product. The characteristics of the new product affect its rate of adoption. Some products
catch on almost overnight, whereas others take a long time to gain acceptance because of
risk and uncertainty. Engel; Kollat; & Blackwell (1968: 569) explain that word-of-mouth, or
personal communications are important influences in the acceptance of the new product.
The individual seeking information turns either to someone who has already purchased the

new product or to an expert.



4. Risk and uncertainty

Kotler (2003: 207) states that there are many factors affecting consumers’ decision
such as product characteristic, attitude, situation, and environment. In terms of the new
product, consumers are hesitating to make a decision. A consumer’s decision to modify,
postpone, or avoid a purchase decision is heavily influenced by perceived risks. Engel;
Kollat; & Blackwell (1968) support that risks may be financial, physical, social, or
combination of the three. Therefore, another major factor affecting consumer’s decision is
risk and uncertainty. Jones (2004: 46) describes that uncertainty refers to outcome of which
estimates have been made but no probabilities because there is no experience to guide
decision makers about possible outcomes. The important factor associated with the
purchase decision process is the level of risk perceived by the buyer. Solomon (1999:280)
states that perceived risk may be present if the product is expensive or is complex and
hard to understand. Risk is perceived because the buyer has little or no experience of the
performance of the product or the decision process associated with the product. Wilkinson
& Campbell (1997:85) explain that even the best decisions could sometimes lead to
unsatisfactory outcomes because the world is full of uncertainties. Fill (1995: 119-120)
points out the ways to reduce the level of perceived risks are the use of guarantees, third
party endorsements, information through the mass media and word of mouth. For example,
leading car manufacturers guarantee the quality of gasohol, Thai government promotes the

use of gasohol through the mass media e.g. newspaper, broadcasting media, etc.



5. Gasohol Background

Gasohol has been sold in foreign countries for several decades. Currently, at
least 35 countries have launched experiments and produced gasohol for sale as an
alternative fuel to gasoline from crude oil. Gasohol has been widely used in Brazil; about
12 billion liters of ethanol is used for blending with gasoline each year. Brazil is a gasohol
leader. This country has been seriously promoting the use of gasohol as alternative fuel

since the government resolved to reduce the import of oil.

5.1 Gasohol in Thailand

Thailand first produced gasohol in 1981. Since then, several studies on gasohol
were carried out until its production became commercially viable.

In 1981, Thailand Institute of Scientific and Technological Research built a
prototype of alcohol distilling factory, capable of producing 99.5 percent pure alcohol. In
1985, His Majesty the King Bhumibol Adulyadej's Chitralada Project started to distil fuel for
gasohol production. In this project, His Majesty initiated a study and an experiment on how
to process sugarcane into alcohol that could be used as fuel. Both the public and private
sectors have followed His Majesty’s initiative and have begun dedictating their research-
and-development effort to alternative fuel since then. In early 2001, the commercial sale of
gasohol began. Pure ethanol of 99.5 percent concentration was used instead of Methyl-
Tertiary-Butyl-Ether (MTBE) to blend with gasoline at the rate of ethanol: gasoline 10:90 to
produce octane 95 gasohol. In 2003, the government promoted the use of ethanol by

exempting excise tax for ethanol producers. The government also subsidized oil companies



by reducing the Oil Fund and the Energy Conservation Fund (ENCON Fund) for gasohol.
Moreover, the government, oil companies and auto manufactures cooperated in launching
awareness campaigns to create confidence in the use of gasohol among motorists and
members of the public. Gasohol is safe for the car models which have been officially
approved by the manufacturers. Especially, gasohol is recommended for the cars with
direct injection system or those cars that manufactured after 1995 because there will be no

need for engine tune up (Gasohol fact. 2007: Online).

5.2 Benefits of gasohol

Ethanol can be produced domestically using crops such as sugarcane or cassava.
Ethanol or ethyl-alcohol can be used in the production of many products such as alcoholic
drinks, cosmetic, and medical solution Ethanol can also be used as alternative fuel by
mixing gasoline with 10 percent ethanol. In 2000, PTT operated a trial by fueling car with
gasohol, and the results showed that gasohol helped reduce pollution, help save energy,
and caused no effect to the car performance. Furthermore, the testing procedures
conducted by PTT Research and Technology Institute which is the most advanced in
Southeast Asia showed that within 100,000 kilometers. There is no negative effect toward
the engine capacity nor the driving. It is also proved to have better combustion and
acceleration when compared to gasoline (“High Quality Standard Gasohol” Helps save
money and make car engine safe. 2007: Online). Using gasohol will help the country save
money from the decrease in imported MTBE and oil. In addition, using gasohol can reduce

pollution from the use of ethanol instead of MTBE and solve the oversupply of agricultural



such as sugarcane and cassava, which can be sold at higher prices (Gasohol benefit. 2007

Online).

6. Previous related research

There are several researches conducted to explore different aspects relevant to
consumer behavior, and consumer attitude toward alternative fuel product. For instantce, in
2002, a research entitled “Consumer Satisfaction towards Biodiesel Usage in Bangkok
Metropolis” was explored by Witraporn Werasai. The study objectives were to find out the
consumer satisfaction towards the use of biodiesel, one of the alternatives fule. The result
showed that biodiesel quality should be improved to a standard. Moreover, government
should advertise through various media, and reduce oil tax.

According to Sant Mee-krua’s study entitled “Factors influencing on car drivers’
cognition, Attitude, and Behavior towards gasoline octance 95 and octance 91 in Bangkok
Metropolitan Area” in 2002. This research aimed to study car drivers’ cognition, attitude,
and consumption behavior towards gasoline octance 95 and octane 91 as well as to
analyze the relationships between the cognition, the attitude, and the consumption behavior
of the car drivers. The results of this study showed that the car drivers who had higher
education or higher income likely to have well cognition on gasoline and octance number
than those who had lower education or lower income. The younger drivers had positive
attitude toward gasoline octance 95 more than the older drivers did. The owner of the
newer and bigger engine size of car had higher positive attitude toward gasoline octane 95

than the owners of the older and smaller engine size of car did.



In 2004, a research entitled “Customer Satisfaction towards gasohol 95 in Bangkok
Metropolitan” was studied by Teeraphan Khongchan. The research aimed to study the
level of customer satisfaction of the respondents focusing on marketing mix: product, price,
place, and promotion. The result showed that the property of gasohol was different from
other product in the market and gasohol is a new product so consumers lack of confidence
in using. Moreover, there is not enough available gas station.

Another research entitled “The Consumers Attitude towards Biodiesel in Chiang Mai
Province” was conducted by Teerachai Wasanasomsakul in 2004. The study reviewed that
the most influential effect on biodiesel users’ consumption was the marketing factors. The
findings showed that consumers were very satisfied with biodiesel because it did not cause
annoying smell nor smoke. In addition, the study revealed the problem of the stroking of
the car machine after using Biodiesel. The respondents stated that the price was not much
different from regular diesel. In terms of attitude towards biodiesel, the study found that the
respondents thought that the quality of regular diesel was better than biodiesel.

Convincingly, studies on consumer satisfaction towards fuel products such as
biodiesel or various kinds of gasoline were investigated, but no research has been
undertaken on factors affecting consumer decision on declining to use gasohol. This

research revealed a different aspect worthy of investigation.



CHAPTER 3

RESEARCH METHODOLOGY

This chapter presents the methodology of the research. It contains three sections:

subjects of the study, instruments, and procedures.

1. Subjects of the study

The target subjects of this study were fifty automobile drivers who were randomly
selected. These drivers fueled their car with benzene octane 91 or 95 at petrol stations in
Bangkok area. The petrol stations in this study offered both benzene and gasohol to their
customers. The researcher did not limit gender, ages, careers, educational background and

income of the respondents.

2. Instruments

A questionnaire specially designed according to the objectives of the study was
employed as an instrument for this study. The factors affecting drivers’ decision on declining
to use gasohol were focused.

In order to design a strong questionnaire that effectively answered the research

questions, the researcher did a pilot survey by interviewing five drivers who fueled their cars

with gasoline and five drivers who fueled their car with gasohol. The first draft of the



questionnaire was designed on the basis of information gathered from the pilot survey in
accordance with the objectives.

To standardize the questionnaire, the researcher distributed the first version of the
questionnaire to ten drivers who fueled their cars with gasoline to examine whether the
drivers understood all the questions. The feedbacks from this first draft of the questionnaire
were used to improve a better version of the final questionnaire. The final draft used in the
study consisted of three parts; each part was designed with a specific purpose as follows:

Partl: General information of the respondents

This part was designed to gather the general data of the respondents
including the year of their car, and the type of fuel they were using.

Part ll: Respondents’ opinion and understanding concerning gasohol

This part was designed to explore information regarding the respondents’
opinions and understading concerning gasohol.

Part lll: Factors affecting drivers’ decision on declining to use gasohol

This part was designed to investigate the factors most influencing drivers

on declining to use gasohol and whether they would use gasohol in the future.

3. Procedures

3.1 Data collection
In order to study the factors affecting drivers’ decision on declining to use
gasohol, the researcher randomly distributed questionnaires to fifty automobile drivers who

fueled their car with benzene at petrol stations in Bangkok in July 2007. The selected



petrol stations were ones where drivers could choose to fuel their car with either benzene
or gasohol.

3.2 Data Analysis

After data collection was completed, the researcher classified the information into
groups. Percentage was used for calculating and analyzing the data. Additionally, tables
were used to illustrate the scores and rating of the respondents’ answer. The findings were

discussed and summarized to answer the research questions.



CHAPTER 4

FINDINGS

This chapter describes the data obtained from the questionnaires. Tables are

drawn to display the findings in percentage and a brief discussion was presented below

each table. The findings are divided into three main parts:

1. General information of the respondents

2. Respondents’ opinion and understanding concerning gasohol

3. Factors affecting drivers’ decision on declining to use gasohol



1. General Information of the Respondents

Fifty respondents were randomly selected to fill out the questionnaires in July 2007.

In this part, the general information of the respondents is presented as shown in tables 2

and 3.

Table 2 Year of the Car
Year of the Car No. Percentage
Before 1995 10 20
1995 — 1998 9 18
1999 — 2002 16 32
2003 — 2006 14 28
After 2006 1 2
Total 50 100%

The findings showed that 80% were manufactured after 1995 whereas 20% of the
respondents’ cars were made before then.

According to PTT Public Company Limited, they indicated that gasohol was
recommended for cars manufactured after 1995 of which most were with the direct injection
system. The findings showed that 80% of the respondents, whose cars could be filled with

gasohol, still declined to use gasohol.



Table 3 Type of Fuel

Type of Fuel Number Percentage
Benzene 91 26 52
Benzene 95 24 48
Total 50 100%

Table 3 shows that 52% of the respondents fueled their car with benzene 91 and
the rest of them (48%) fueled their car with benzene 95.

Since gasohol 91 was not available while this study was conducted, it could
plausibly be assumed that those who fueled their car with benzene 91 did not have

alternative fuel to use.

2. Respondents’ Opinion and Understanding Concerning Gasohol

This part presents the respondents’ opinion and understanding concerning gasohol
including sources providing gasohol information, perception of gasohol quality, price,

distribution, and promotion. The results of this part are demonstrated in Tables 4 to 12.



Table 4 Perception of Gasohol

No. of the respondents

Yes No
50 0
Have you ever heard about gasohol?
(100%) (0%)

Table 4 shows the responses of the respondents when they were asked if they

heard about gasohol. All respondents stated that they heard about gasohol; therefore,

gasohol was not new to them.

Tables 5 to 7 show the respondents’ responses when they were asked to indicate
which sources (media, person, and organization) provided them with the gasohol

information.



Table 5 Media as Sources of Information

Type of Media No. of the respondents Percentage
Television 46 92%
Radio 14 28%
Newspaper 23 46%
Website 6 12%

Notes: 1) The respondents could choose more than one type of media.

2) No. of the respondents (50) and percentage (100%) were calculated based on each type of

medias.

Regarding the type of media providing gasohol information to the respondents, the

majority of the respondents (92%) stated that they received gasohol information via

television whereas 46% of them received gasohol information from newspapers.

It could be plausibly assumed that television and newspaper were two influential

medias that consumers tended to highly rely on.



Table 6 People as Sources of Information

Group of People No. of the respondents Percentage
Family member 15 30%
Relative 8 16%
Friend/colleague 35 70%
Mechanic 12 24%

Notes: 1) The respondents could choose more than one group of people.

2) No. of the respondents (50) and percentage (100%) were calculated based on each group of

people.

In terms of people as sources of information, most of the respondents (70%)

received gasohol information from friends or colleagues, whereas 30% of them received

gasohol information from family member.

It could plausibly be that people tended to rely on the information obtained from

friends or colleagues.



Table 7 Organization as Sources of Information

Organization No. of the respondents Percentage
Department of Land Transport 2 4%
Department of Energy 20 40%
Car manufacture 10 20%
Petrol station 23 46%

Notes: 1) The respondents could choose more than one organization.
2) No. of the respondents (50) and percentage (100%) were calculated based on each

organization.

Regarding the organizations that provide gasohol information, the findings showed
that 46% of the respondents received the gasohol information from petrol stations and 40%
of them stated that they received the information from the Department of Energy.

It could plausibly be assumed from the findings that petrol stations and the
Department of Energy were two reliable sources for the consumers.

To sum up, tables 5 to 7 showed the sources providing gasohol information the
respondents relied on. Regarding medias, television and newspapers were two influential
sources that consumers tended to rely on. In terms of people as sources of information,
people tended to rely on the information obtained from friends or colleagues. In terms of

organizations, drivers tended to rely on petrol stations and the Department of Energy.



Table 8 Perception of Respondents on Gasohol

Aspect concerning gasohol No. of the respondents Percentage
Gasohol quality 23 46%
Gasohol price 45 90%
Gasohol formula 22 44%

Notes: 1) The respondents could choose more than one aspect concerning gasohol.
2) No. of the respondents (50) and percentage (100%) were calculated based on each aspect

concerning gasohol.

Table 8 shows that when the respondents were asked what information concerning
gasohol they received, the majority of them (90%) knew how much gasohol price was, 46%
of the respondents knew of gasohol quality, and 44% of the respondents knew of gasohol
formula.

Obviously, in the era of fuel crisis, it could be said from the findings that drivers
always kept their eye on the constantly rising price of fuel; they generally updated the
current fuel prices offered by the petroleum providers. Therefore, they consequently knew

the price of the product they were using as well as comparing to the ones alike.



TABLE 9 Perception Concerning Gasohol Property

Respondent’s opinion

Have
Gasohol property Yes No no idea
No. % No. % No. %

Gasohol reduces the acceleration rate 18 36 15 30 17 34
of the engine.
Gasohol can damage the engine system. 9 18 21 42 20 40
Car using gasohol will run out of fuel faster 19 38 18 36 13 26
than using benzene.
Alcohol burns more completely, thus increasing
combusting efficiency and it provides a better 18 36 3 6 29 58
environment by reducing carbon monoxide.
Alcohol may corrode certain materials used in
engine(rubber and plastic etc.). 18 36 9 18 23 46
Gasohol is environment friendly. 30 60 5 10 15 30

Table 9 presents the respondents’ perception of gasohol property. When the

respondents were asked whether gasohol reduced the acceleration rate of car engine, 36%

of them believed that this was true, 30% of the respondents disagreed with this statement.

Regarding the statement saying that “gasohol can damage the engine system”, 42%

of the respondents disagreed with the statement whereas 18% of them accepted that

gasohol could damage the engine system.



When the respondents were asked if cars using gasohol would run out of fuel faster
than using benzene, 38% of the respondents believed that this statement was true and 36%
of them disagreed with this idea.

Meanwhile, referring to the statement indicating that “alcohol burns more completely,
thus increasing combusting efficiency and it provides better environment by reducing carbon
monoxide”, 58% of the respondents said that they had no idea on this issue whereas 6% of
them disagreed with the statement.

When the respondents were asked if alcohol might corrode certain material used in
engine (rubber and plastic, etc.), 46% of them had no idea concerning this statement
whereas 36% of them believed that this idea might be true.

Concerning the issue of environment friendliness, 60% of the respondents
responded that gasohol was environment-friendly whereas 30% of them had no idea about
this.

To sum up, according to the statements based on the perception concerning
gasohol, the findings indicated that most of the respondents had no idea concerning
gasohol property. It could plausible be assumed that the respondents did not receive much

information of gasohol property.



TABLE 10 Respondents’ Perception Concerning Gasohol’s Price

Respondents’ opinion

Have no
Yes No idea
No. % No. % No. %
Gasohol price is attractive to the
consumers. 42 84 7 14 1 2

Table 10 shows the respondents’ opinion concerning the gasohol price, 84% of the

respondents stated that the gasohol price was attractive to the consumers. This is due to

the fact that the gasohol price was lower than the benzene price. It was 3.50 baht cheaper

than benzene when this study was carried out. In general, average consumers were likely

to be attracted by products offered at a reasonable price when compared with the quality.

Yet, gasohol was an interesting case despite its cheaper price. It might be possible that the

respondents of this study relied on some other factors rather than on the gasohol price

itself.



TABLE 11 Perception Concerning the Promotion of Gasohol

Respondents’ opinion

Have no
Yes No idea
Perception on gasohol promotion No. % No. % No. %
Information of gasohol is sufficient and
clear. 21 42 24 48 5 10
There is enough research concerning the
quality of gasohol. 16 32 18 36 16 32
Government continually launches gasohol
campaign. 29 58 15 30 6 12

Table 11 describes the respondents’ perception concerning the promotion of
gasohol. When the respondents were asked if gasohol information is sufficient and clear,
48% of them stated that gasohol information is not sufficient or unclear to them; on the
contrary, 42% of them mentioned that gasohol information is sufficient and clear.

When the respondents were asked whether there was enough research concerning
gasohol, 36% of the respondents stated that there was not enough research concerning
gasohol quality.

The findings also revealed that 58% of the respondents noted that the government
continually launched gasohol campaigns while 30% of them did not believe so.

From the findings, we could possibly infer that although the respondents accepted

that the government continually carried out gasohol campaigns, neither gasohol information



nor research concerning gasohol quality was sufficient to assure the consumers on the

good quality gasohol.

TABLE 12 Perception Concerning Gasohol Distribution

Respondent’s opinion

Have no
Aspect concerning the petrol station Yes No idea
No. % No. % No. %
There are enough gasohol stations
available. 21 42 19 38 10 20
There are enough gasohol service
booths at the petrol station. 17 34 21 42 12 24

Table 12 presents the respondents’ perception concerning gasohol distribution or

petrol stations. When the respondents were asked if there was enough gasohol station

available, 42% of the respondents stated that there were enough gasohol stations.

However, when asked whether there were enough gasohol service booths provided at the

petrol station, 42% of the respondents stated that there were not enough gasohol service

booths at the petrol station.

Convincingly, from the researcher’s observation during the time of the study, most of

the petrol stations in Bangkok provided more numbers of benzene service booths than

gasohol ones. This may be due to the fact that there were quite larger numbers of

benzene consumers than those of gasohol.



3. Factors Affecting Drivers’ Decision on Declining to Use Gasohol

This section presents factors affecting the decision process and the respondents’
decision on using or declining to use gasohol including the reason of their decision. The

results of this part are demonstrated in Tables 13 to 16.



TABLE 13 Factors Affecting Drivers’ Decision on Declining to Use Gasohol.

Influential level

No

Factors affecting driver decision High Moderate Little effect

No. % No. % No. % No. %
Gasohol price 18 36 12 24 7 14 13 26
Acceleration rate 12 24 18 36 5 12 14 28
Formula (gasohol consisted of
benzene and pure ethyl alcohol) 5 10 19 38 12 24 14 28
The risk in using a new product 12 24 19 38 12 24 7 14
Benefit of gasohol (reduce carbon
monoxide emission from the
engine) 9 18 17 34 10 20 14 28
Advertising about gasohol from
various media 10 20 15 30 9 18 16 32
Gasohol campaign launched by
the government 10 20 16 32 12 24 12 24
The number of petrol station in
Bangkok and the countryside 10 20 21 42 10 20 9 18
Gasohol quality guaranteed by
World Leader Automobile
Companies 17 34 14 28 7 14 12 24
Recommend by those who are
using gasohol 10 20 13 26 10 20 17 34
The expense in tuning up in car
engine when it does not work with
gasohol 21 42 13 26 5 10 11 22




When the respondents were asked to indicate the level of influential factors

regarding the decision on declining to use gasohol, the study found three significant factors

that highly influenced the respondents’ decision on declining to use gasohol: the expenses

in tuning up car engines when it did not work with gasohol, gasohol price, and gasohol

guaranteed by the world’s leading automobile companies.

The findings showed that 42% of the respondents pointed out that the expenses in

tuning up car engine when it did not work with gasohol highly affected their decision on

declining to use gasohol. This may be due to the rumor on the improper function of car

engine using gasohol had been spread around when gasohol was newly launched.

Therefore, the respondents might be suspicious of the need to pay extra expense in tuning

their car engine and this resulted in the reluctance in using the new alternative fuel,

gasohol.

Next, 36% of the respondents claimed that gasohol price was one of the significant

factors affected their decision on consuming this fuel. This can be inferred that although

the gasohol price is quite lower than benzene price, it is not low enough to attract some

consumers to try this new kind of fuel.

Gasohol quality guaranteed by the World Leader Automobile Company is another

factor that highly influenced the respondents’ decision making. The results indicated that

although gasohol is guaranteed by World Leader Automobile Company, 34% of the

respondents insisted on declining to use this fuel. This may be inferred that despite the

guarantee of certain authorities, consumers may rely more on their own belief in

accordance with the risk of trying new product.



Also, the recommendation by those who were using gasohol did not seem to affect
their decision on consuming this alternative fuel since 34% of the respondents claimed that
recommendation on gasohol did not influence their decision at all.

To sum up, if consumers are suspicious of the quality of any new products that
might be later harmful to their property, they are likely to decline to use that product in spite

of its inexpensive price.

TABLE 14 Respondents’ Decision on Consuming or Declining to Use Gasohol in the

Future

Absolutely not May be/Probably

Will the respondents use gasohol in the 13 37
future? (26%) (74%)

Table 14 shows the respondents’ decision to use gasohol, 74% of the respondents
indicated that they probably use gasohol in the future whereas 26% of them insisted that
they would not use gasohol in the future. The reasons on whether the respondents would

use gasohol or not are shown in Tables 15 and 16.



TABLE 15 Reasons indicating the Respondents will probably Use Gasohol in the

Future
Respondents
Reasons

No. %
Gasohol price is 20% cheaper than benzene. 19 51.35
There is more reliable research about gasohol. 6 16.22
Relative/ friend who formerly use gasohol recommend this fuel. 2 5.41
Benzene is not available in the market. 7 18.92
Car mechanic recommend this fuel. 5 5 41
Other 1 2.70
Total 37 100

Table 15 shows the reasons 74% of the respondents indicated that they would
probably use gasohol in the future. The maijority of them (51.35%) stated that they would
use gasohol if gasohol price was 20% cheaper than that of benzene. This may be due to
the fact that at the time of the study gasohol price was 3.50 baht, which was about 10%,
cheaper than benzene price. 18.92% of the respondents stated that they would use
gasohol if benzene was not available in the market while 16.22% of them stated that if
there was more reliable research result about gasohol, they would probably use gasohol in

the future.



TABLE 16 Reasons indicating the Respondents Insist not to Use Gasohol in the Future

Reasons Respondents
No. %
Gasohol price is not much different from that of benzene. 5 38.46
The gasohol research results are not reliable. 3 23.08
Relative/ friend who formerly use gasohol does not recommend this fuel. 0 0
Benzene is available in the market. 3 2308
Car mechanic does not recommend this fuel. 0 0
The car engine does not support the use of gasohol. 1 769
Others 1 7 69
Total 13 100

This table shows the reasons 26% of the respondents insisted that they would not

use gasohol in the future. 38.46% of them claimed that gasohol price was not much

different from benzene price. It may be assumed that gasohol price offered was not much

attractive to some consumers, or benzene price was affordable for them. 23.08% of them

stated that the research results were not reliable while another 23.08% insisted to use

gasoline because it was available in the market.

In conclusion, the results of the study revealed several significant factors influencing

consumers on declining to use gasohol. The discussion of the major findings is elaborated

in Chapter 5.



CHAPTER 5

CONCLUSION AND DISCUSSION

This chapter is divided into three main sections: summary of the study, discussion

of the major findings, limitations of the study and recommendations for further studies.

Summary of the study

This study investigated the factors that influence the drivers’ decision on declining
to use gasohol, respondents’ opinion and understanding concerning gasohol, and their
decision on using gasohol in the future. This study was conducted in July 2007. Fifty
automobile drivers in Bangkok fueling their car with gasoline were randomly asked to
response to the questionnaire, and the data were collected and analyzed to answer the

research questions.



Discussion of the major findings

Research question 1: What factors affect drivers on declining to use gasohol?

The study emphasized on drivers’ opinion and understanding concerning gasohol
as well as factors affecting their decision on declining to use gasohol.

It was found that all of the respondents accepted that they heard about gasohol;
therefore, gasohol was not new to them. Moreover, the findings showed that most of the
respondents received gasohol information via television and newspaper. It can plausible be
assumed that television and newspaper were two influential medias that consumers tend to
highly rely on. Convincingly, referring to an article entitled, “Influence of Television”, it
stated that television has incredible power as of it is a great tool for learning,
communication and for information. No other source of information, including radio and
website come close to the power of television (Influence of television. 2007 :Online).
Besides television, newspaper is noted as another powerful media offering current
information to literate people. In short, people in general can conveniently receive
information they are interested in via TV and newspaper. Consequently, to effectively
promote gasohol, the authorities should seriously emphasize the accurate gasohol
information through these two medias in order to encourage drivers to consider this new
alternative fuel.

From the findings based on the study concerning sources providing gasohol
information, people play a major role as a source of information. The findings showed that
most of the respondents received gasohol information from friends or colleagues while

some of them received gasohol information from family members. It can plausible be



assumed that people tended to rely on the information obtained from friends or colleagues
and family members. This can be ascertained by Basic Model of Consumer Behavior
explained by Kotler (1991:168). He stated that one of the factors influencing consumers’
behavior is social factors, which are reference groups e.g. family, friends, neighbors and
coworkers. The respondents of this study tended to rely on an endorsement from someone
they trust and know. Hence, the power of word-of-mouth, (especially the recommendation
given by friends and family), is one of credible sources. Besides being a powerful
information source, word-of-mouth is also the least expensive (Power of word-of-mouth.
2007: Online).

Since the organization was one of the sources providing gasohol information, it
played an important role in promoting the use of gasohol. The findings showed that most of
the respondents received gasohol information from petrol stations and the Department of
Energy. It can plausibly be assumed that these two organizations were reliable sources for
the consumers. Therefore, the government should consider these two information sources
to help supporting new product consumption.

This study also focused on marketing mixes concerning gasohol price, property,
promotion, and distribution.

The findings revealed that almost all of the respondents accepted that they knew
of gasohol price. In addition, they agreed that gasohol price was attractive to consumers.
Interestingly, although gasohol price was 3.50 baht cheaper than benzene’s during the time
of the study, the respondents of this study tended to decline to use gasohol. It is possible
to assume that gasohol price was not low enough to attract the consumers to try this fuel.

It may also probably due to the risk in consuming new product since risk was perceived



because buyer has little or no experience of the performance of the product or the decision
process associated with the product (Solomon.1999:280).

In terms of gasohol property, the findings showed that most of the respondents
perceived that gasohol was environment-friendly. It can be probably assumed that the
results partly reflect the consumers’ awareness on environment as well as their commitment
for the society.

In terms of gasohol promotion, we can infer that although the respondents
accepted that government continually carried out gasohol campaign, neither gasohol
information nor research concerning gasohol quality was sufficient to assure the consumers
on using gasohol.

In terms of gasohol distribution, the findings showed that gasohol could be
obtained from most of the petrol stations but the respondents observed that gasohol service
booths available at each petrol station was not sufficient. For instance, a certain petrol
station may have several benzene service booths but only one gasohol booth is available.

It may imply that there are a larger number of benzene consumers than those of gasohol.
This may be due to the fact that how much (quantity) of a product or service available in
the market is desired by buyers. The quantity demanded is the amount of a certain product
people are willing to buy at a certain price (Economic basics — Demand and Supply. 2007:
Online). Therefore, the number of benzene service booths available reflects the demand of
the consumers and this means there are more consumers of benzene than those of
gasohol.

Besides the study of the respondents’ opinion and understanding concerning

gasohol, this study also revealed factors affecting automobile drivers’ decision on declining



to use gasohol. It was found that three factors influencing the respondents’ decision were
1) the expenses in tuning up car engine when it does not work with gasohol, 2) gasohol
price, and 3) gasohol quality guaranteed by world leader automobile companies.
Regarding the expenses in tuning up car engine when it does not work with

gasohol, most of the respondents stated that the expenses in tuning up car engine were
highly affected their decision on declining to use gasohol. This may be due to the fact that
the rumor on the improper function of car engine using gasohol had been spread around
when gasohol was newly launched. Therefore, besides the risk of consuming new product,
the respondents might be suspicious if they needed to pay extra expenses in tuning up their
car engine to support the alternative fuel while the common product was still affordable.
Moreover, generally, today economy crisis has been impacting average people and they
seem to be more watchful on their life expense. As mentioned by Lusch & Lusch
(1949:124), if consumers believe that economy is unhealthy as a result of the economical
situation remains highly unstable, then they tend to save for an uncertain future. Thus, if
the consumers are likely to pay extra expenses when consuming new product, they
obviously will be reluctant to use that product.

Second influential factor that affected the respondents’ decision is gasohol price.
During the time this study was conducted, although gasohol price was 3.50 baht cheaper
than benzene’s, some of the respondents were still declining to use gasohol. This can be
inferred that although the gasohol price was quite lower than that of benzene, it is not low
enough to attract some consumers to try this new alternative fuel. This is ascertained by
Schiffman and Kanuk (1991) state that marketing inputs: product itself, pricing policy,

promotion, and distribution channels are a direct attempt to reach, inform, and persuade



consumers to buy and use product. The findings show that price, one of the marketing

input, counts as one important factor affecting the drivers’ decision.

Even gasohol was guaranteed by World Leader Automobile Companies, some of

the respondents insisted not to consume it. This can be inferred that despite the guarantee

of certain authorities, consumers may rely more on their own belief in accordance with the

risk of trying new product. Engel; Kollat; & Blackwell (1968) indicated that risks may be

financial, physical, social, or combination of three. As Kotler and Armstrong (1999) pointed

out that the characteristics of the new product affected its rate of adoption. It may possibly

be assumed that gasohol has to take a long time to gain the acceptance from the drivers in

consuming this new fuel.

Based on the findings, it can be concluded that three influential factors affecting

drivers’ decision on declining to use gasohol, the new product, are the expenses in tuning

up car engine when it does not work with gasohol, gasohol price, and gasohol quality

guaranteed by World Leader Automobile Companies.

Research question 2: Will these drivers decide to use gasohol in the future? Why/ Why

not?

According to the second question, the respondents were put into two groups. The

first group was the drivers who stated that they probably consume gasohol in the future,

and the second group was the drivers who insisted not to consume gasohol.



The group of the respondents who probably used gasohol in the future indicated
three reasons as follows: 1) gasohol price was 20% cheaper than benzene price, 2)
benzene was not available in the market, and 3) there was more reliable gasohol research.

Since at the time of the study gasohol price was 3.50 baht lower, or about 10%,
than that of benzene, the results indicated that gasohol price was not cheap enough to
attract the respondents. This may be assumed that the consumers might believe that
gasohol price could be lower than what it was.

In addition, some of respondents stated that they would probably use gasohol if
benzene was not available in the market. That means they will not try new alternative
products as long as the common product is still available on the market.

Moreover, reliable research on gasohol seems to affect the consumers’ decision
making. This may be due to the fact that new product may cause the uncertainty in its
quality, and some research available during the launch of this new product is not sufficient
to encourage the consumers to use it.

In short, the consumers perceived some risk in using new product and they needed
more reliable research results to assure that using gasohol was not harmful to their cars’
engine.

Another group of the respondents stated that they would not use gasohol in the
future since most of them believed that gasohol price was not much different from benzene
price. In addition, some of them were still declining to use gasohol as long as benzene was
available in the market, and some did not rely on gasohol research results.

To sum up, the findings showed that there are three major reasons relating to the

drivers’ decision on consuming gasohol in the future. First, gasohol price seems to affect



the drivers’ decision, and it was found that gasohol price was not attractive enough.
Second, as long as benzene is available in the market, the consumers tend to continue
using the common product. This may be inferred that benzene is more reliable for the
consumers. Third, the consumers need more reliable study on gasohol quality to assure
them on the risk-free when consuming this new fuel.

To conclude, based on the findings, reasonable and attractive price of the new
product and reliability of the product quality play very important roles in affecting
consumers’ decision making. Therefore, to employ an effective strategy to promote this
alternative, gasohol, the authority should consider these two factors as the major and

influential aspects.



Limitations of the study and recommendations for further studies

1. Since the number of the participants in the sample group was limited to only fifty
automobile drivers in Bangkok area, it should be noted that the findings cannot be
generalized to all automobile drivers in Thailand. Further study should concern a larger
number of participants as well as different area in Thailand. The findings will represent the
country wide data that will benefit directly to consumers, oil manufacturer, and our country.

2. This research aimed to study and examine factors influencing drivers’ decision and
their perception concerning gasohol through a closed questionnaire. Thus, it should be
noted that the data analyzed to answer the research questions were based only on the
respondents’ response to the questionnaire. Hence, further research should employ open-
ended questionnaire that can yield more in-depth analysis and results.

3. This study focuses on consumers fueling their car with gasoline regardless age,
gender, and other social factors. Since the consumers personal factors regarding age,
gender, education, income, etc might affect their consuming decision, further research
should focus on these aspects.

4. Also, the results of this study represent the information at the time of the study only.
The attitude and opinion of the consumers might change according to the time. Hence,
continually research on the certain topic should be conducted to yield the most current

results.



5. This study reveals the factors affecting automobile drivers’ decision on declining to
use gasohol and the results focus on some ineffective aspects concerning new product.
Therefore, further study may explore the effective strategies affecting drivers on consuming
gasohol, and the comparative results can be a useful guideline for the government.

6. This study focuses on factors affecting automobile drivers’ decision on declining to
use gasohol while at present, there are some other types of alternative fuel such as
biodiesel, NGV, and LPG. Hence, further research should study on the factors affecting

automobile drivers’ decision on consuming/ declining to use different alternatives.
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APPENDIX
(QUESTIONNAIRE IN ENGLISH)



Questionnaire

This questionnaire is designed to explore the factors affecting automobile drivers’
decision on declining to use gasohol. Your answer will greatly provide vital information for
conducting this study. Your participation will be treated with absolute confidentiality and
information you provide will be used for the study purpose only. Please feel free to provide
as much information as you can.

The questionnaire is divided into 3 parts as follows:

Part | : General information of the respondents
Part Il : Respondents’ opinion and understanding concerning gasohol

Part Il : Factors affecting drivers’ decision on decling to use gasohol.



Partl General information of the respondents

Instructions: Please fill in this questionnaire by marking (X) the appropriate items or
writing your answer in the space provided.

1. Yearofthecar .............oooeni.

2. What type of fuel do you use?

|:| Benzene 91 |:| Benzene 95

Part Il : Respondents’ opinion and understanding concerning gasohol
Instructions: Please fill in this questionnaire by marking (X) the appropriate items or
writing your answer in the space provided.

3. Have you ever heard about gasohol?

Yes No

4. Which source(s) provide(s) you the information of gasohol? (Check all applicable)

4.1 Media (s)
Television Newspaper
Radio Website

Others (please specify)..................

4.2 People

Family member Friend / colleague

Relative Mechanic

Others (please specify) .....c.coovviiiiiiiiiiinnnes




4.3 Organization

Department of Land Transport Department of Energy

Car manufacturer Petrol station

Others (please specify) .....ccceevviiiiiiiiinnnnes

5. What do you know about gasohol? (Check all applicable)

Gasohol quality

Gasohol price

Formular

Other (please specify) .......ccvvviiiiiiiiiiinnn,

6. What is your perception concerning gasohol property?

Yes No Have no

idea

Gasohol reduces the acceleration

rate of the engine.

Gasohol can damage the engine

system.

Car using gasohol will run out of

fuel faster than using gasoline.

Alcohol burns more completely,
thus increasing combusion
efficiency and it provides a better
environment by reducing carbon

monoxide.

Alcohol may corrode certain
materials used in engine (rubber

and plastic, etc.).

Gasohol is environment-friendly




7. What is your perception concerning gasohol price?

Yes No Have no

idea

Gasohol price is attractive to the

consumers.

6. What is your perception concerning the promotion of gasohol?

Yes No Have no

idea

Information of gashol is sufficiency

and clear.

There is enough research

concerning the quality of gasohol.

Government does continually

launch gasohol campaign.

7. What is your perception concerning the petrol station?

Yes No Have no

idea

There is enough gasohol station

available.

There are enough service booths

at the petrol station.




Part lll : Factors affecting drivers’ decision on declining to use gasohol.

Instructions: Please check (X) the appropriate level of factors that affect your decision on

declining to use gasohol.

Level of the Factor affecting your decision High Moderate Little No effect
1. Gasohol price 3 2 1 0
2. Acceleration rate 3 2 1 0

3. Formular (gasohol consisted of

benzene and pure ethyl alcohol) 3 2 1 0
4. The risk in using a new product 3 2 1 0
5. Benefits of gasohol (reduces carbon 3 2 1 0

monoxide emission from the engine)

6. Advertising about gasohol from various 3 2 1 0
media

7. Gasohol campaign launched by the 3 2 1 0
Government

8. The number of petrol station in 3 2 1 0

bangkok and the country

9. Gasohol quality guaranteed by 3 2 1 0
World Leader Automobile Companies
e.g. Thailand Toyota Motor, General Motor

(Thailand)



Level of the Factor affecting your decision High Moderate Little

10. Not recommended by those who used gasohol 3 2 1
formerly
11. The expenses in tuning up car engine 3 2 1

when it does not working with gasohol

12. Are you going to use gasohol in the future? (Choose only one answer)

No effect

|:| Absolutely not because ... (Choose the reason in the item no.12.1)

|:| Maybe/ probably (if) ... (Choose the reason in the item no.12.2)

12.1 Give reason why you don’t use gasohol.

(Choose one major reason that most affects your decision on insisting not to use

gasohol)

Gasohol price is not much different from benzene price.

The research result is not reliable.

Benzene is available in the marketing.

Car mechanic does not recommend this fuel.

The car engine does not support the use of gasohol.

Others (please specify)........ccooviviiiiiiiiiiiiiiiee,

Relative/ friend who formerly use gasohol do not recommend this fuel.



12.2 Give the reason why do you probably use gasohol in the future.

(Choose the first reason influences on using gasohol in the future)

Gasohol price is 20% cheaper than benzene.

There is more reliable research about gasohol.

Relative/ friend who formerly use gasohol recommend this fuel.

Benzene is not available in the market.

Car mechanic recommend the use of gasohol.

Others (please specify)........ccoeoiiiiiiiiiiiiiin.
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