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Food Tourism Behavior of Tourists in Chiang Mai Province
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Abstract

This study aims to study about food tourism behavior of tourists in Chiang Mai province.
The research aims to study food tourism behavior of both Thai and foreign tourists in Chiang
Mai and to examine the influence of economic and social factors on food tourism behavior of
the tourists. The targeted population is tourists who travel to the city area of Chiang Mai
Province. The size of the sample group is 150 Thai tourists and 150 foreign tourist.

The study indicated that the occupation of tourists in both groups does not influence
to food tourism behavior. However, income and average daily expenses in tourism Influencing
to food tourism behavior. Tourists with higher income will have the opportunity to spend for
food products and services with a higher price. In terms of foreign tourists The results showed
that occupation and income per month does not influence to food tourism behavior but the
factors that influence to food tourism behavior are the average daily cost factor.

Keywords : Tourism, Food tourism, Food tourists, Tourist behavior, Culture
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