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Abstract

A study of special interest groups for tourists to connect with food experiences
from Lanna local plant. Objective 1) to study behavior and needs of special interest
groups for tourists to connect with food experiences from Lanna local plant. 2) To
study community marketing capabilities for supporting tourism experience in Lanna
local food plants. 3) To determine marketing plan for tourism experience in Lanna
local food plants that are suitable for the ability of organizers or community owners.
By choosing the method of selecting a simple group, especially the sample group that
is community. Divided into 3 groups according with landscape level by selecting each
area with the purposive sampling method. By simple group divided by landscape in
level as follows 1.High area 2.Plain area 3.Low area use simple random sampling Thai
tourist groups and foreign tourist groups that interest to find experience food and
Lanna local plants in Chiang Mai area. To using service in Lanna local food restaurant
and distribution for Lanna local plant area sale. By collecting too sample from Thai
tourists and 400 sample from foreign tourists. There is also Focus Group . tasting

The study of perception and behavior of travel experience with Lanna local
food plants. For case studies of Thai tourists have never experienced Lanna local food
plants before. But interested in participating in harvesting activities until cooking tasting
and have had Lanna local food plant experience before. That they have interest to
travel with friends about 2-3 peoples. Most hopes about beautiful place. By use the
travel information from friend or acquaintance. Have a time for search information
around 20.01-24.00 pm. And interest in January. Travel around 2 time per years. The
average travel time is 3 days with cash. Popular to show there moment on Facebook
and they thee friends comment in Facebook are influence willing to spend time day
in the activity. But most foreign never have an experience and knowledge about Lanna
local food plants. They are interest to join in harvesting activities until cocking. Most
travel with friends around 2-5 peoples. Most expectation of beautiful place. With travel
information is between 4.00-8.00 pm and interested in original Lanna local food plants

menu. Popular traveling in August and 2 time for year. The average travel time is 3



days and almost pay with cash. Popular receiving via Facebook being influenced by
friend. Willing to spend activity in one day and communicate with English spender.
From studying strategies to determine marketing plans. In the marketing mix
7Ps. Needs of Thai tourists for traveling with experience Lanna local food plant. As
following first the evidence of the material, product process, Distribution on
cyberspace, personal time, price, client cost, marketing promotion and providing
customer education.From foreign tourists according to distribution, time, the evidence
of the material, process, personal price, marketing promotion and product And This
project, the new generation chefs very well participated in exchanging highly
professional skills and experiences about food with locals and this shows the special
interests of these chefs. So, this would probably be the special interest potential
tourists for linkage to Lanna Local Plants Experiental Tourism based on gastronomy.
That results of this study is useful for entrepreneurs in the community, travel
business operator, related agouties, academic and who interest in studying the tourist
market for connect to tourist location(Landmark) experience Lanna local food plant
that can give knowledge develop in business, promote tourism business and useful for

further research.
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