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Abstract

This research studied the value of Melayu’s cultural fund leading to culture—based craft product design
of children in Thailand southern borders. The research’s process continued as: 1) Plan and study overall area’s
background with local researchers to design research’s framework, working plans and processes. 2) Execute pilot
case: Study cultural value and Develop product using Local History as tools to analyze knowledge leading to
Culture-based Craft development based on Cultural Economy method harmonizing with local resources, social
contexts, and local youth’s potentials. 3) Study the target group executing learning exchange, knowledge

management, and summarizing process into product presentation and trail marketing.

The research results as:

1. There are 5 cultural funds: Life style, Culture, Economy, Social Resources, and Belief, which are
reflected through “Human resources”: people or individuals, “Knowledge”: including Information and Folk Wisdom,

“Product”: varied from prototypes to art crafts, “Tool and Technology”: knowhow of crafting.

2. From the processes in vary local areas, there were people defined as keys to culture-based Socio
economy strength: 1) the “Creators” which are local savants, artisans, as cultural wisdom sources. 2) the
“Descendant” which are children and young learners. This group can be divided into children with potential to inherit
wisdom, outcast children who have possibility to join the culture inheritance, and people who consume culture

through products and artwork.

3. Culture-involved groups in the area were mostly cultural descendants more than the managers of
cultural marketing. There were also lacks of the connection with Cultural area/market which could lead Cultural
Fund to cultural products or innovations. This research also discovered some of strengthened cultural entrepreneurs
such as Benjametha Ceramic, Baan torn Kolae ship, Chuan tani weaving group, and also the new start-ups in

cultural business.

4. There were movements in education outcast children interested in conserving Melayu wisdom by
making a living from cultures. These children were capable of designing and developing cultural products as

connected and well-managed groups.

5. There were insufficient investment fund. It was one of the obstacles in development and maintaining
economic strength in culture-based market which was needed to be expanded to more than only local area. The

market channel is one important factor to maintain the cultural craft group in the business system.
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