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STRATEGIC MANAGEMENT APPROACHES FOR GASTRONOMY TOURISM IN PHUKET TO
SUSTAIN ITS CREATIVE CITY OF GASTRONOMY STATUS

Raweepan Kanjanawat, Chawalee Na Thalang, Seri Wongmontha,

Chusana Techakana

Abstract

This study had two objectives 1) to analyze the strengths, weaknesses,
opportunities, and threats of gastronomy tourism management in Phuket using the SWOT
Analysis, and 2) to propose strategic management guidelines to sustain Phuket’s status as a
Creative City of Gastronomy through synthesis with the TOWS Matrix. A mixed-methods
approach was employed. For the qualitative part, in-depth interviews were conducted with
13 key informants from government, private sector, academia, and community. For the
quantitative part, a semi-structured questionnaire was administered to 400 Thai and
international tourists using systematic random sampling. Data were analyzed through content
analysis and descriptive statistics to construct the SWOT Analysis and further develop the
TOWS Matrix.

The findings revealed that Phuket’s strengths include multicultural food heritage,
fresh local ingredients, internationally recognized restaurants, and its UNESCO status as a form
of soft power. Limitations include the lack of integrated mechanisms, insufficient publicity,
inadequate transport systems, and the concentration of food-related activities in the old town
area. Opportunities derive from the trend of experiential tourism, health-oriented lifestyles,
policy support, and the growth of premium tourist markets. Threats consist of natural resource
degradation, competition from other gastronomy cities, economic crises and pandemics, and
socio-cultural changes. From the application of the TOWS Matrix, four strategic dimensions
were synthesized: aggressive, defensive, corrective, and adaptive. These were developed into
the PHUKET EATERY Model, a holistic strategic framework integrating conservation,
development, and management of gastronomy tourism. The new contribution of this study is
a place-based model that can strengthen Phuket’s position as a Creative City of Gastronomy

and serve as a prototype for application in other tourism cities.
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PHUKET EATERY

The Strategic Framework to Promote
Phuket’s Gastronomy Tourism

Promotion Easy Access
Effective marketing Facilitate travel with
to raise awareness of information and
Phuket's culinary identity transportation
Heritage Authenticity

Preserve and showcase
traditional local cuisine

Promote genuine,
traditional cuisine

Tourism
Infrastructure

Develop facilities to
enhance visitor
experience

Engagement
Motivate locals to
participate in culinary
tourism

Uniqueness
Present distinctive
local dishes enxperiences

Knowledge
Train stakeholders and
develop innovations

Experiential

Tourism
Create immersive food-
related experiences

Reputation
Maintain Phuket as
a leading food tourism

<Jo]m} 1>

destination
Tourism Yield
Ecosystem Management
Integrate collaboration Leverage reputation
across public and private for economic sustainiaility

sectors

PHUKETEATERY

mwﬁ 1 PHUKET EATERY MODEL
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