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Abstract

This research aims to study the behaviors and factors affecting the decision making in buying
kale in Muang, Chiang Mai. The sample group is the restaurants in Muang, Chiang Mai. The data is
collected from 30 sample restaurants by using the surveys as the data collecting tool. Marketing Mix is
considered from percent and Descriptive Statistics. For analysis, this research divides the restaurants into
5 types which are healthy food, salad, steak, vegetable and fruit juice and hotel. It is found that most
restaurants that know kale are in the types of vegetable and fruit juice, cafe and restaurant and salad
locating in the areas near tourist residences, government offices and universities which are Sriwichai and
Nakornping district. For the study of kale buying behavior, there are only five sample restaurants buying
kale while the decision making of buying kale are from advertisement and the restaurant' owner kale
eating experience. These reasons show that the advertisement is important. It creates the recognition in
consumers about kale and that's why it is also important for advertising while opening the new market of
the products. Quality of vegetable using in the restaurants have to be organic in an amount of 5-7 kilos
used per week. The popular kale menu is vegetable and fruit cold pressed juice. For the important factors
affecting decision making in kale, it is found that the important things that the restaurants need are the
appropriate price comparing to quality and the available of vegetable supply from the suppliers according
to the flexible demand from the restaurants. For the factor of distribution, the service of accepting order
and delivery is important. Suppliers must focus on time and convenience of the customers. For product
factor, the reliability of quality and the safety of food to ensure that it is edible are important. It must be

organic vegetable (organic farming) and nonchemical farming. The guarantee of the product standard



from the reliable organization is needed. For the marketing support factor, the special price promotions
in each season and festival are required. This action results to the benefit towards both consumer and
supplier. It means that the supplier might get the lower profit while gain more frequency of selling. On
the other hand, the buyer will get the lower price vegetable and they can also save cost for the restaurant.
For conclusion, the opportunity of open the market of kale in muang, Chiang Mai is quite low. If supplier

wants to make a marketing, it should be focused on the special customers group.



