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ABSTRACT

The objectives of this research-were to study consumer behavior, brand equity,
and service quality influencing consumer adoption of local petrol brand stations in
Chiang Rai Province. Using a quantitative approach, data were collected from 400 local
petrol users through a ' structured questionnaire. Descriptive statistics—such as
frequency, percentage, mean, and standard deviation were used to present
demographic and behavioral profiles of the respondents. To examine the relationship
between consumer behavior, perceived brand equity, service quality, and the decision
to adopt local petrol stations, multiple linear regression analysis was employed.

The results revealed that consumer behavior factors do not significantly
influence the decision to use local petrol stations in Chiang Rai Province. However,
brand value perception factors significantly affect the decision to use local petrol
stations'in Chiang Rai Province at the 0.05 significance level include brand awareness.
Additionally, service quality factors that significantly affect the decision at the 0.05

significance level include reliability, assurance, and empathy.
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