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ABSTRACT

This research has as its objective to promote and contribute to the competitiveness of
local lifestyle products and the application of a contemporary art perspective to the
process of giving added value to industrial cultural products. The study combines
quantitative analysis and design ethnography and relies on an analysis of documents,
relevant previous studies, interviews with local artists, and a survey of raw materials and
locally-made and foreign-made basketry and textiles.

The findings of the research consist of these three key points:
1. It was found that Thai lifestyle products have a unique identity that

distinguishes them and makes them potentially competitive in the market; however,
greater support for incorporating art in the creation of these products is needed. Thailand
has an important advantage in the availability of relatively low-cost labor with exquisite
skills, craftsmanship and expertise. Products tend to blend modern contemporary style
with a concern for beauty and are the result of creative inspiration. The design of distinctly
Thai products made by the cultural industry trends, above all, to focus on traditional
forms. They recall the past and place an emphasis on spiritual elements, and on customs
and artistic traditions, for example abstract forms and motifs, scenes of village life and
Thai rites and rituals.

2. It was found that the development of industrial cultural products is a new
concept in the art community and that in adding value to these products, most of the
current sales channels are gift shops, popular home decorating stores, and shops in tourist
spots. A majority of the goods produced and sold, chiefly home décor and items for the
dinner table, are seasonal i.e. holiday-specific, and specific designs of these items are
dictated by the needs of individual customers. However, manufacturers should develop
their own distinctive styles, brand identities, and promotional materials.

3. There are 7 stages in the process of supporting and developing markets for
lifestyle products: 1) production capabilities, 2) product development, 3) product design,
service and promotional material, 4) human resources development, 5) development of
sales channels, 6) creation of trademarks and brand identity, and 7) establishment of retail
outlets in foreign countries.



