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Abstract

This research aims to study local wisdom products in order to find ways to
develop products and to create a sustainable local wisdom associated with the
context, process manufacturing, value and worth of the products. Sales and
marketing strategies were created based on interviews with elderly people who have
local wisdom knowledge in the area in order to obtain information and set the stage
for the selection of local community food. Derived food lists were then synthesised
by interviewing prominent, well known and experienced local food producers in the
province who provided education, culture, and local wisdom guidance. Data was
analysed using content analysis and descriptive results were presented.
Questionnaires were used to study and analyse the local cuisine and the Economic
Value Added method was used to analyse the value of products.

The selected local cultural wisdom province is divided into 4 groups: group 1
“rice farm, forest, sea”, group 2 “house in the orchard”, group 3 “coastal areas and
islands”, group 4 “mountains, and river”. The study found that local food products
and intellectual culture origins of local wisdom in the province come from the
consumption of the traditional way of life. Communities hundreds of years old
inherited this from their ancestors to be transmitted from generation to generation of
families using the resources available in the main vernacular culture with the strength
of it is flavors, good smell, and colorful herbs. Some foods also have been inherited
and consumed in the community. However, some recipes are disappearing because
raw materials are exhausted and the methods of manufacture are rather
cumbersome. Some have been promoted as a combination product for tourism.

The study links food products with local context. The province has an area
with a variety of ecosystems, which provide a variety of high biological species, both
plant and animal dietary culture and so depend on a variety of available resources in
the area. For example, the coastal area of the island is a major seafood region.
Traditional ways of life of the farming community pioneers involving arable land in
rainforests are dependent on four factors of the natural sustenance where the key
focus is on producing self-reliance. In a low income culture that does not vary much,
some ingredients in the food are available throughout the year, while some are only
seasonal. The study process involves the nutritious and medicinal value of local food

species that evolve out of the everyday way of life.
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The use of local raw materials available in the cooking of the food in many
provinces in the south would be similar to the spicy cooking of Suratthani province
and mostly focused on making of pastry dough or brown rice or coconut sugar. Some
foods follow the traditional beliefs of the people. The invention is to preserve it and
bring it to cook nourishing foods eaten in the household. Raw materials mainly come
from areas where there are uncomplicated fresh and safe production processes that
do not take long for cooking and eating meals each day. They are usually eaten with
other local and fresh vegetables that are nutritious and increase medicinal value.
Most local food are eaten when cooked. Some can be cooked as other kinds of food.
Some medications can be used to treat it, and some of it has to adapt to local
ingredients in order to have a mellow flavor. However, it still retains the traditional
wisdom of local food.

The study of inherited wisdom to create sustainable food should be
conveyed and should be recorded and published to be known by telling and
demonstrations to individual families. The results create a consistent quality and safe
product. This depends on many factors such as raw materials, product processing,
equipment, and material suppliers to producers including storage procedures which
need to control and select of such factors to serve food wisdom and produce with
regularity.

The study has developed local wisdom products to add variety and extend
the shelf life which can be achieved in several ways including the development of a
model or a variety of flavors. A preparation of ready materials is to cook, make easy
to eat or an implementation process to help to extend the shelf life of food. In
addition, many of the ingredients used in Local Wisdom food are from nature and
not difficult to find, and enough supply.

The economic value of local food culture that serves almost any type of
economic value added is divided into three groups, with ratios below 100 percent of
the rate of growth, 100-199 per cent and a growth rate of 200 percent or more. It
also serves as a value-added socio-cultural root, rather than calculating the monetary
side of the economy. It creates a selling point and a marketing strategy that does not
focus on food culture and a marketing strategy to promote the market. Even if some
food products will be produced for commercial purposes, a point often made by
market segmentation is to provide products with more variety so consumers have a
choice in their dietary preferences. Advertising uses writing on the menu of the
restaurant or if the food is sufficiently known, it is a label on the packaging box or
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