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Abstract

Tourism is an important cog in creating economic strength. Ban Krua community is a
historical community of Cham Muslims who have settled in Thailand for many centuries. How
should creative tourism be promoted? This research article The research article aims to study
the potential of Ban Krua community, a Cham Muslim community, to see if it can become a
target community for creative food tourism. and promoting tourism in Ban Krua community to
become an urban tourism community according to the policy of Bangkok?. This research is
qualitative research by interviewing 28 keyinformants from the government sector, private
sector, community sector, academic sector, and Muslim culture experts. The research results
found that Ban Krua community has the potential to become an urban tourism community
because it has unique cultural and historical capital of Cham Muslims and is located in a location
that tourists can conveniently visit. In developing it, it is necessary to utilize the food culture
and history of Ban Krua as an important selling point. However, what needs to be improved and
improved is the beautification of the landscape, the development of public utilities that will
facilitate tourists, and there must be a project to develop people in the community to be
cultural ambassadors of the community. Integrated marketing communications must be used
to create an image and reputation that tourists will recognize, admire, and be inspired to visit
Ban Krua community. The researcher presented a conceptual framework for developing and
promoting creative food tourism in Ban Krua community as BANKRUATOUR consisting of B:
Betterment, A: Attributes, N: Networking K: Knowledge, R: Resources, U: Understanding, A:
Authenticity, T: Technology, O: Organization, Unity and R: Rebranding.

Keywords: Creative food tourism, Ban Krua community, potential, development, promotion
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