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Value Creation of Local Thai Food for Northern Thailand
Tourism

12

Iy WY Aensena wazAue

Un3INAU 2557
UNANYD
p1MsvesiunAmiiefiiendnwaluazdnaninlunisdaasunisveuiionlaluanyag Gastronomy

Tourism  ms1zomsiesiunamilediaudnuvazaniziiinnuduuimielssRaans daunainnaienig
FuusTsuue aeviewiitin Tausssn Usend warenuluey msweunsemnsviesdiunamilefiiendnuaia



Taglddoyaiioaiuiuenamie ludminaamidensuvy 8 Sandn léun drune dmu Boslmi wigesasy
Bo9578 NeLen uns uazty 1579900989013 @aURiRIeEueIMNS LA ILATIBAMAINILATUINITUAL
gunm iesusadumnusliinvieaiendlenaldsulszmuemsmieivarnvansein Wuuuvnanddluns
duasumsvieaiien ormsineviesdulumamionsuuy Wy Adminan Adulngdsldiduisdn 16sunns
aﬁuayﬂﬁﬁﬂﬁﬁ’lﬁmﬂmm{;Nﬁuuiﬁzam’lﬂu%ﬁummi LﬁaL‘flumiﬁ’]Lauaiﬁgﬂﬁwwmaaﬁu@ Wunisdeasy
msuslanemsviesduresdiminain ?zfqﬁl,aﬂé’ﬂwzﬁmwwﬁaqa Ao Lneuzues Sr9uAU HadEen wasddy
HINzvs SavhAeUssrduiusedinenms anudisiming WAZAMAINIUAYAIN HANITANTUNUITILEIMT 3 UiAs
Tugunedlowin sutheesviasdunin

57U WATIe9 duATei esdauifedrfuemsineviesduvuidunianisvisafisrniamie ds
Sausrauiiunudmensliaenndesturissiusienszuaunisinnisanug Anviluiuiinsounquimianis
mawdlonauuu 8 dmdn laun Ymialeddni Weoese du d1019 uns W widesasu ween uazaiawmile
pouans 6 dmia liud Aumanas an alavis fwalan gasAnduazimasysal  Iddumanisviouiisives 14
Jinanawielasldormsviestuduing wiadu 5 duma fo dumadl 1 Uszaddiuun dumadl 2 wiheu
uowdle Wdumad 3 niwszeaios unnsdl ¢ Wesasuiennu uag W@umadl 5 Mouaulinsuuay thindavh
giudeys warianndoswslneviosiuniamiefmnzantugumy Madedinnsedndrumaivles dofsfiun
uazwenwiiadu iunisiledie  venisnsuiiumesnant Usziiunanisligiuteyauazdeormsinesiesiu
mamiemunguitmnefiduiinviondisr duafumstnamiadeuliussnduiusimeunslituiniondeas
ymlnsuazvnisUssme Woaduayunmsveaiisimamieliiduuduas Seduseld

o

A1A

S

vieaiigy omnslveviesdiu e1nsauam Msdanisanus de



Abstract

Thai local foods in the Northern part of Thailand are full of image and identity of history and
human diversity, which shown the worth and value for promotion as tourist destination. The survey has
been done in 8 provinces, Lampang, Lamphum, Chiang Mai, Mae Hong Son, Chiang Rai, Phayao, Phrae and
Nan. High character of Northern Thai cuisine could be promoted through distributing names of restaurant
featuring local foods, names of local foods on service, location pin point for easy access and nutritive
value of local foods. From the survey, it reveals that restaurant featuring Northern Thai food in the 8
studied provinces located spread out. Unique Tak local foods, Kaeng Thua Ma Hae, Yam Khaokhaep, Phat
Taochiao and Khaotom Phong Kari, are promoted for being served in Tak local restaurants. Strategy is
done by training chefs with authentic recipes, public relation on names of local food put on service,

service venue and health information. There are 3 restaurants in Takthat put local foods in their menu.

The knowledge about Thai local food on the route of Northern tourism and cultural that focus
on value creation were collected, analyzed and synthesized according to local based Thai food with the
knowledge management approach. This research was studied in the upper northern part of Thailand
which include 8 provinces: Chiang Mai, Chiang Rai, Lamphun, Lampang, Phrae, Nan, Mae Hong Son, and
Phayao and the lower northern part which include 6 provinces: Kamphaeng Phet, Tak, Sukhothai,
Phitsanulok, Uttaradit, and Phetchabun. The recipes and Thai local food on the route of northern tourism
in 14 provinces were developed into 5 routing, as the titles following: Route 1 Gateway to Lanna, Route 2
Window to visit the Northern part of Thailand, Route 3 Pay respect the Buddha and visit dynasty heritage,
Route 4 Visit the peaceful and tranquilly heritage, and Route 5 Visit Thailand’s border with boundless.
The database website and media of Thai local food on the route of northern tourism that appropriate
with the community and support to sustainability tourism were developed in a variety of new media such
as the tourism websites and application through the social media in the mobile devices as smart phone
and tablet computer. These media were evaluated by tourist groups. Therefore the government of
Thailand ought to promote Thai local foods in the Northern as value added and tourist industry

sustainability in future.
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