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Uncovering the Design Potential of Craft Industry
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As a concentrated analysis of the design potential and aesthetic value of craftf, in light of the
development of cultural creative industry, this essay ponders on how the historical role of craft as
a cultural field combining both aesthetic and functional characteristics can be associated to the

development of cultural creative industry. It cites examples of finely designed works to illustrate how craft
can exert aesthetic power with the aid of contemporary design thinking.
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