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Abstract

The purpose of this research aims to study the gastronomy
tourism management in Phuket old town and by using the
qualitative research methods, used the semi-structured interview for
in-depth interview with the 15 tourism stakeholders, namely
government sectors, private sectors,entrepreneurs and community
sectors whom were purposive sampling selected and the content
analysis technique.

The results of the study found that the management of
gastronomy tourism in Phuket old town, the tourism resource:
tourism resources in Phuket old town are abundant and diverse
such as traditional local food, modern fusion food, etc. The food
culture heritage in Phuket old town stimulate tourism, refer to the

civilization and cultural identity. Including the tourism service:
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tourism services that help support gastronomy tourism in Phuket
old town such as restaurants and foods, tourism activities, tourism
communities, etc. Providing food that helps support gastronomy
tourism such as the ability to provide information of food, Provider's
language skills and the cleanliness and hygiene of the place to serve
food. In terms of tourism activities that help support gastronomy
tourism such as organizing food fairs and food festivals, organizing
Sunday food markets, organizing gastronomy tourism activities in the
Phuket old town community, etc. And finally, the tourism marketing:
methods of marketing gastronomy tourism in Phuket old town such
as public relations through various media, public relations through
a model city or a model community in tourism and public relations

through traditional festivals, etc.
Keywords : Management, Gastronomy Tourism, Phuket Old Town
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