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Abstract

This research there are 3 main objectives: (1) The current state of the campaign is geared
towards consumers and quality of service of gas station type (A), (2) Analysis of factors affecting the
promotion geared towards Consumers of gas station type (A), 3) Presentation of the effectiveness in the
campaign consumer promotion of gas station type (A) in the northeast.

The research found, The general condition of service users is fueling private cars, mostly female,
age less than 30 years, most professional, most are employed. The average monthly income is the most
revenue. 10,001-20,000 THB, levels of education majority of bachelor's degree or equivalent fuel per month

is the most offered 1-3 times fill up personal time to refuel the most money is added for 100-300. THB
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Reason fueling stations in most. Brand reputation and the gas station is used most often. PTT addition, the
research results can also offer effectiveness in boosting sales to consumers by"Consumer Promotion
strategy” includes four tool 1.Used coupon more product 2.Price-off deals 3.Free rate and 4.Event-

sponsorship.

Keyword: The promotion is geared towards consumers, Used coupon more product,

Price-off Deals, Free rate, Event sponsorship
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