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ABSTRACT

This research’s objective is to study the relationship among market share, mind share, and heart share in the
gas station business. The study is based on views of the customers in Chon Buri Province. The sampling frame
involved the customers used to obtain services from petrol stations such as PTT, Esso, Shell, Bangchak, Caltex,
Conoco (Jet), and Petronas (Q8) in Chon Buri Province, totaling 400 samples. Questionnaire was used to be a
research instrument. The statistics utilized in this study are frequency distribution, percentage, mean, standard deviation,
t-test, and Chi-square.

The research results show that the sample group is composed of male more than female. The most of the
sample is those in the age range of 21-30 years old, those being singled in marital status, those finishing bachelor-
degree education, those working as staff in private company, and those earning averaged income between 5,000-
10,000 Baht a month. Most of these users get services from PTT gas stations. Regarding the share of mind, the
researcher discovers that when mentioning a gas station, the top 3 brands most perceived by the sample group are
PTT, Conoco, and Bangchak respectively. Concerning the share of heart, it is found out that the samples are most
impressed with services from Conoco gas stations. In addition, it is found that the customers weight the most significance
on pricing. On the service quality, these consumers weight the most significance on that gas station’s employees never
refuse customer’s request. The Conoco gas stations are the most reputable on having clean toilets, prompt service
provision, car-checking equipment, safety on service utilization, employee’s politeness, consecutive sale promotion,
good-looking place, and convenient store. The gas stations with the most reputable on reasonable pricing are PTT. The
results of hypotheses tests indicate that not only is market share related to share of mind and share of heart, but share

of mind has a positive relationship with share of heart as well.
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