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Abstract

The research topic “Value Added of Community Products for Promoting Lanna Hot
Spring Tourism” has three main objectives; there are 1) To study the identity of the hot
spring local community, 2) To create product prototypes that reveal the identity of the hot
spring local community, 3) To propose the guideline for creating value- added of local
products made from the hot spring local community. The study investigated in the two hot
springs tourist attractions and their local communities; Doi Saket hot spring in Chiangmai
province and Pong Pu Fueng, the hot spring of Chiangrai province.

The local community participation was conducted as research procedures; in-depth
interview with open-ended questions, focus group, and group meeting have been made to
collect information about community identity and their local products including finding a
conclusion to develop and establish proposed guidelines for creating value-added
prototypes for local community products.

The research found that “Doi Saket hot spring” in Chiangmai province would
suggest the concept of “the hot spring flourishing with local culture and self- sufficient
agriculture community”, while “Pong Pu Feung hot spring” in Chiangrai province should
reveal a destination image of “the local culture and indigenous way of life”.

According to product development, the three main groups of the product can be classified,
hot spring and spa products, local food and beverage products, and souvenir products. The
research concluded that the proposed guidelines for creating value- added for the
community products can be summarized as follows: 1) Use the logo to show the destination
image and the identity of the place 2) Select the product group in accordance with the
tourism activities 3) Create additional value for the product by taking into account various
factors including 3.1) The needs and tastes of tourists 3.2) Product concepts 3.3) Raw
materials for production 3.4) Production process and the ability in creating product of local
community 3.5) Packaging 3.6) Establishing brand perception, and finally 3.7) Creating

product value sensitivity.

Keywords: Value-added, Community Products, Lanna Hot Spring Tourism

q Value Added of Community Products for Promoting Lanna Hot Spring



	01_ปกหน้า
	02 ปกใน
	03_กิตติกรรมประกาศ
	04_บทสรุปผู้บริหาร ย่อย 3
	05_บทคัดย่อ ย่อย 3
	06_สารบัญ
	07_บทที่ 1 บทนำ
	08_บทที่ 2 ทฤษฎีที่กี่ยวข้อง
	09_บทที่ 3 การดำเนินงานวิจัย
	10_บทที่ 4 ผลการวิเคราะห์ข้อมูลและผลการวิจัย_ส่วน 1
	11_บทที่ 4 ผลการวิเคราะห์ข้อมูลและผลการวิจัย_ส่วน 2
	12_บทที่ 5 ผลการวิจัย
	13_บรรณานุกรม
	14_ภาคผนวก

