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ABSTRACT

The objectives of this research were to study behaviors of consuming vegetarian
food and the marketing factors that affected behaviors of consuming vegetarian food of people in
Chiang Mai municipality. It was a quantity research by using the questionnaire as the tool

distributing 248 samples people of who consume vegetarian food in 9 vegetarian food shops.

The research found the following results. In terms of behaviors of vegetarian
food, the samples chose to have vegetarian food depending on the convenience in eating which
was not certain. And they had vegetarian food in order to be healthy. Eating vegetarian food can
help decreasing the risk of sickness and not exploiting animals. The samples chose to have

vegetarian food at particular vegetarian food shops.

Marketing factors affect behaviors of consuming vegetarian food. Products
affect had the making decision in buying vegetarian food at a much degree. That is, vegetarian
food was clean and had no toxic. Price had the affect at a moderate degree, that is, vegetarian
food was economic comparing with food in general. Place had the affect at moderate degree, that
is, vegetarian food shops were located at well-known places with comfort and attractive
decoration. Promotion marketing had the affect at a moderate degree; there were information

sheets suggesting health, and the clerks can give knowledge or advise about food and health.



