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PERCEPTION, ATTITUDES AND FACTORS AFFECTING THE USE OF BIODIESEL TO
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Abstract

The objective of this research is to study perception, attitudes and factors that affect the
use of biodiesel to replace pure petro-diesel for automobiles. The marketing process along with
marketing problems and threats for biodiesel commercial producers were studied. The results of
the study and the recommendation for producers and stakeholders are also presented. Qualitative
and quantitative approaches were used for this research. The samples consist of two parts:
(1) the executives of PTT Public Company Limited and Bangchak Petroleum Public Company
Limited, biodiesel producers and distributors in Thailand; (2) 870 consumers who use diesel
automobiles in Bangkok and nearby provinces. This group of sample was randomly selected using
multi-stage sampling technique. An in-depth interview method was used for the first group while
the questionnaire technique was used for the survey of the second group. Besides, an in-depth
interview for users and nonusers of biodiesel were also conducted. This study reveals that the
key strengths of producers and distributors are experience and competency. The weaknesses are
high cost in production, inadequate distribution channels and inadequacy of promotion and
advertising. However, with the support from the government and private sectors combine with
the interest from consumers could be regarded as the marketing opportunity for biodiesel.
Nevertheless, misperception of consumers towards biodiesel is still a main barrier to develop the
market in Thailand. According to the survey, the results indicate that sixty percent of consumers
have some knowledge about biodiesel but a majority of them never use biodiesel before.
There are forty percent of consumers who do not know about biodiesel. Most consumers view
a potential barrier that prevents them from using biodiesel is an availability of the biodiesel
distribution channels. The recommended marketing strategies are an introduction of the product
in terms of quality which will lead to consumers’ confidence. Lower pricing than high speed
diesel oil, an expansion of the marketing channels to serve consumers as well as providing
consumers the factual information about biodiesel. With this practice, it will increase consumers

understanding and have more knowledge about biodiesel.
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