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. ABSTRACT 221719

The objectives of this study were to determine factors influencing Thai garlic
consumption and to find the guidelines to promote Thai garlic consumption in Chiang Mai
municipal area. The sample group consistéd of household consumers in general from 382 families
and selected by accidental sampling; Thai restaurant entrepreneurs from 57 restaurants in Chiang
Mai municipal area, selected by purposive sampling and 4 representatives associated with Thai
garlic consumption organization. The research instruments were questionnaire and interview
inventory. Quantitative data were analyzed by frequency, percentage, means and standard
deviation, and qualitative data were analyzed by content analysis and narrative.

Research Findings revealed that

1. the factors that most influencing Thai garlic consumption in Chiang Mai municipal
area were perception factors that especially garlic’s scent and spicy taste were the most
influencing towards the consumption of household consumers. In addition, the price was not
affected on the garlic purchase of household consumers, but on that of the restaurant
entrepreneurs that consumed a lot of garlic. Seasons also affected the amount of garlic purchase.
On the other hand, the least influencing factor to Thai garlic consumption was reference group

facto

2. for the guidelines to promote Thai garlic consumption, the associated organization
should promote in 4 aspects: 1) Marketing, helping garlic producers to distribute garlic to
markets; 2) Public relation and advertisement, motivating and recognizing people to consume
Thai garlic; 3) Campaign, making people to perceive the importance of Thai garlic and 4)
Occupational promotion of Thai garlic producers, encouraging producers to make strong

cooperation.





