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Abstract

Community development in order to drive community economy is a part country’s
economic sustainability. Thailand has its context and uniqueness from nature, arts and culture
from which each community can generate their own income. Participation of members in the
community means actual collaboration among members to develop the community, according
to the concept and principle of community development. This aims for community learning,
support and encourage the process of efficient mutual learning within the community and
economic sustainability of the community. This research proposes guidelines for participation and
coordination among community members and stakeholders in order to add value to products
and services representing Thai tourism, Thai identity and various artistic local wisdoms of each

community.

Data from focus group and participation observation was collected. The objective was to
discover traditional way of life of the community and use it to create products that are rooted
from traditional way of life, arts and nature of the community. This is in order to detect special
and unique products of each community and to acquire the optimal way of cooperation among

the members of the community.

The study showed that designing added value products representing value of the
community required not only special and unique products of each community, but also stories
of the community. Field studies, interviews and focus group interviews allowed interactions and
inspiration to create new products among members of the community, young designers,
professional designers from various fields. The research outcome indicated that allowing outsiders
to work together will create the shared value. In other words, it is not necessary to perform the
same work or work together in every process. Each stakeholder has different capabilities and

limitations that can complement each other in creating shared value.
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