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This independent study is aimed to study the consumer behavior toward veggie-friendly
restaurants in Chiang Mai municipal area and factors that influence consumers’ making selection
of veggie-friendly restaurants’ service.

Questionnaire is used as a tool of collecting information of 400 consumers who buy some
food and service from veggie-friendly restaurants in Chiang Mai municipal area in 2010. The
statistics applied in analysis are Frequencies, Percentage and Rating Scale. The criteria of scoring
is according to Likert Scale’s concept in which the divided five levels are very much; much,
medium, few and least

The study is found that there are many factors influencing consumers’ selection behavior
toward veggie-friendly restaurants in Chiang Mai municipal area which are price, product,
distribution channel, marketing promotion, image and service. For reasons of consumers’ buying
food, the most important reason is cheap price. Sociability value also influences people’s eating,
e.g. family reunion, friend meeting and vegetarian festival, because there will be more chance for

them to have many kinds of food to choose. However, the most influential factor in selecting food

and restaurant service is the consumers themselves.





