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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 Tak that

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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