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Abstract

The objectives of this research were: 1) to collect, analyze, and synthesize the
knowledge about Thai local food on the route of northern tourism and cultural that focus
on value creation according to local based Thai food with the knowledge management
approach, 2) to analyze the recipes and Thai local food on the route of northern tourism in
14 provinces, 3) to develop 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, and 4) to evaluate the database website and media of Thai local food on the route
of northern tourism by tourist groups.

This research was study in 2 areas of northern part of Thailand: the upper northem
part 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 participant and sample
groups include: people in northern communities, the owners of Thai local food,
academician of tourism industry management, the tourists, and the related government
officials in tourism. The research methodology were following by the knowledge
management model: knowledge exploring, knowledge identifying, knowledge applying,
knowledge sharing, and knowledge collecting. The data were collected by 2 activities
approach: the construction of Thai local food knowledge on the route of northern tourism
knowledge packages and the development of integrated media on Thai local food on the
route of northern tourism. The research tools were questionnaire, structural interview form,
media evaluation form, digital recorder, digital camera, digital camcorder, and Global
Positioning System (GPS).

The research results were found that Thai local foods in the Northern part of
Thailand were very fruitful of image and identity of history and human diversity, which
shown the worth and value for promotion as tourist destination. Therefore the government
of Thailand ought to promote Thai local foods in the Northern as value added and tourist
industry sustainability in future. The gastronomy tourism were developed into 5 routing, as
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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 possibility to use Thai Northern local food to promote tourist industry
found that most of the tour companies had promoted in very little level. The result of
expert’s opinion on the knowledge management model of Thai local food on the route of
northern tourism (website and mobile application) showed at high appropriate in level. The
evaluation of tourists’ opinion on the website and application of Thai local food on the
route of northern tourism showed at high appropriate level.

The suggestions were : 1) local should be apply knowltedge to promote local tourism
by the integrated media, 2) travel agencies and academic sector should be stimulate the
Thai and foreigner tourists to learn and taste Thai local food, 3) public and private sector
should be encouraged activities according to the needs of local community and the related
government officials, 4) travel agencies and the related government officials should be
applied to use integrated media (website, mobile application, video and printing) for Thai
and foreigner tourists in the popular attractions such as airport, bus station, and hotel, and
5) public and private sector should promote and support to use 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.

Keywords: Local Thai Food, Knowledge Management, Northern Tourism, Media

Development for Public Relation
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