241420

nsadeilifdunuddednunin lnefidnguUsrasdAiiedinssiiTunguunaznig
o 2 = b A-.: 2 = L]
AAN19AINST (Knowledge Management) Quﬂmﬂmw@mumummm AADAAUUILAUD
sluuunisdanisaang QRdygyidestuduaniialuguaulusadaainivas Watdallg
s 1 o 1 = e ?/ :‘f i = ] =4 1
nswawadedsiu nguthvanenldlunsidenial wiveenitly 3 ngu Ae 1) ngu

¥ & =

Usanfanatiu 2) ngugndmasindiueu 3 ngu An NGNLATEAARDUAWNIIGLANIYAY
(NANASTTT) NGUAFMARTUTWAEINIMAUIINTA (NANIUAANEITH) WATNGNIATESAREL
i ¥

sty AuenTusaidasnines (ngumngerd) was 3) nguiindanis/ Wnufimnis Ae
% o Y = P ; = o =
Feuingae (Heefiw Heed) Waimang uazdiatnasaaluguaulusuneaninas AU
nuas aunaastiih Smdadassig nan1s3dy wudd

1. Wiunresguruiisnguduacuazidiuvyuaduliguruduuis naawne

1 1 v

atnsdsluduAailziasastiudumn (geia) T ldgurudaivgudiresdalviianony

]
alad g o i

s = e i = e = ] ar = 3’; N -===
W laludtddaguaueeIny AiALARNAARINTUIUAITAYFABNITUATN N BnTaTlugen
guauAnuaziinaudadoniulungmuArresfadzinuamiia iusswygulidsandunanun
= al ala alaia [ = 2 =i ] o o L
ngRily gy niantanetraiudy guray Guudte wardeay aunateifludndanmal
BWIEDNIBITNTUALININAY
2. N134AN1gAINTIBINguENAAs1dA wivaanili 5 41y Aa 1) Faghy
WAZNITLAUNITHRR 2) ATHANTUSIEI N e IARANTa lUNSDANILUNRRAT W
3) nrsudwisdanisntalunguuazaninaaia  4) maddnunlatuasidauinisaas
naRAuat uaz 5) MstnenanaNFaznisauau)itlnyiesiusnwgsiia

3. nuasluina (KALONG MODEL) iflugiuuunisdnnisasug piidyuynviedtiu

®

Aquaunazngudnanasiialinissenfunasti ufidm daldifianisuanilasuGeuf
1 =

I o ar 44 L i 1 =
malungs 4/ guau werzgduuudresiuilunalndrdyndeeduiafeunguinanasfiali

o
4 2

=] = o 1 ﬂll ot 9 - 1 =l & = A’ o
1N13LFMIsAANITNGN 4 Milusruy uazidanalianndnlungu v AugNNINTU 119
B - el = ar 9 =2 9 9 Qs a
NNANNANATENIINEAR N13ANITAUNIIAATA Pan D lsid alsedRmanigua uaz
. o as @ g e o o « o ¥ -
nureasiatun i an v luauidudnanwalresda s luasatiumuiun
(ae1in) Tuguaulumaiienivas uazdadeampuaiuliiinanuin Aruadarlugumy

caw v o d A w s " (i
dnldguauiauduuds Fafugiusniduasduasinlugnisimunetinedstinlungn



241420

The purposes of this qualitative study were to analyze the community context
and knowledge management of local wisdom in ceramic production, and to present a
knowledge management form of ceramic production for sustainable development in
Wiangkalong ancient corﬁmunity. The participants of the study consisted of 1) the local
philosophers, 2) the ceramic producers, which were divided into three subgroups —
Wiangkalong Ceramic Group (Sa-laa Than Group), Wiangkalong Community Enterprise’s
Ceramic Group (Kong-ngaan Udomtham) and the Wiangkalong Ancient Ceramic and
Pottery Group (Lung Sri Kiin Group) — and 3) the academics/ practitioners , including
community leaders, community developers, and the rulers of Wiangkalong ancient
community, Wiangkalong Subdistrict, Wiangpapao District, Chiang Rai Province.

The results revealed that

1. The community context had firm foundation and supported the strength of
the community, especially in ceramic art. The community members were well aware of its
artistic value and better understood their ways of life, as well as having positive attitude
towards their own community. They shared the belief in the value of ceramic art and the
knowledge that their ancestors have passed along, the one that stemmed from a serene
and simple way of life, which ultimately formed the uniqueness of Wiangkalong
community.

2. The ceramic production groups’ knowledge management was divided into
1) raw materials and production procedures, 2) the relationship between styles and
beliefs in product designs, 3) management and marketing, 4) changes and evolution of
the products, and 5) knowledge transfer and inheritance of local wisdom in ceramic
production.

3. The Kalong Model is a form of knowledge management of local wisdom that
the community and the ceramic producing groups accepted and followed. It created an
exchange of knowledge and produced satisfactory outcomes. This was an important
approach that enhanced a more systematic form of group management, increased the
members’ knowledge in terms of production techniques, marketing management, as well
as community history and the origin of ceramic production, which in turn created their
pride in the uniqueness of Wiangkalong ancient community’s ceramic art. Moreover, it
helped to increase the unity, which is an essential foundation of sustainable

development.





