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Consumer Behavior in Lanta Petroleum Service Usage and

Marketing Mix Factors Affecting Customer Loyalty
in the Old Town Community, Koh Lanta, Krabi
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Abstract

This research aimed to study the consumer behavior in using Lanta Petroleum service
and the marketing mix factors affecting customer loyalty in the Old Town community, Koh Lanta,
Krabi Province. The research sample was drawn from the population of Koh Lanta Yai Subdistrict,
Koh Lanta District, Krabi Province, which has a total population of 6,888 people. The appropriate
sample size was determined to be 364, and actual data were collected from 400 respondents.
Non-probability sampling, specifically convenience sampling and sampling from service users,

was employed.

A questionnaire was used as the data collection instrument, and the data were analyzed using
descriptive statistics and linear regression analysis. The results showed that the majority of
respondents were female. Regarding age, most respondents were in the 31—40 years age group,
and the majority were employed in the tourism sector with a monthly income of 10,001-20,000
Baht. This demographic information reflects that most respondents were working-age women
engaged in tourism-related occupations with low to moderate income. Regarding consumer
behavior, most service users used personal vehicles and refueled at the gas station in the Old
Town community, considering price and convenience as key factors, and decided on the type of
fuel by themselves. As for payment methods, respondents preferred cash or Mobile Banking/QR
Code. Regarding the marketing mix factors (4P’s), the overall level was moderate to high:
Product/Service (mean = 3.14), Price (mean = 3.12), Place/Location (mean = 3.14), and
Promotion (mean = 3.15). Regression analysis indicated that all marketing mix factors had a

statistically significant influence on customer loyalty (p < 0.05).
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