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ABSTRACT

A Study of shrimp’s strategies for sale to consumers by petrol stations in Chachoengsao
purposes of this independent study were (1) to investigate shrimp strategies for sale to consumers by
petrol stations in Chachoengsao Province, and (2) to study the different shrimp strategies for sale to
consumers by petrol stations in Chachoengsao Province. The population of this study was consumers
in Chachoengsao Province and the sample was 400 individuals. Quota sampling was used as a data
collection method. Data were then analyzed using descriptive statistics and inferential statistics
including t-test and One-Way ANOVA.

The results indicated that overall opinion of the sample towards shrimp strategies for sale to
consumers by petrol stations in Chachoengsao Province was at the moderate level. When four
individual factors were considered, a factor with the highest level was (1) Marketing promotion,
followed by (2) Overall positioning, (3) Competitive advantages and valuable differentiation, and (4)
Cost. Age differently influenced the opinion towards the marketing promotion.

Keywords : Competitive advantage, shrimp, petrol station
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