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The purpose of this study is to examine consumer’s opinion in marketing mix of
schiffli embroidery fabric in Bangkok area. It also aims to identify the relationships of
demographics, lifestyle (as measured by activity, interest and opinion) and marketing mix (as
measured by product, price, place and promotion). The outcomes of this study are useful in
designing and developing marketing strategy for schiffli embroidery fabric.

A survey was conducted to determine those relationships utilizing data collected from
women lived in Bangkok, aged above 18 years old. Completed questionnaires were received from
400 respondents out of 480 (83.33% response rate). A number of statistical techniques were used
to analyze the data, including frequency, percentage, mean, standard deviation, ANOVA, and
Pearson Correlation.

The majority of respondents were single (63.50%). The average age of the
respondents was 26-35 years (38.50%), with 47.30% of the sample were employees to private
business companies. Forty four percent of the respondents earned 10,001-20,000 baht per month.
Most of the sample completed undergraduate degree or equivalent (64.30%).

The results from this study showed that the importance of marketing mix in 4 areas
was rated relatively high. The analysis also indicated the relationships of demographics, lifestyle,

and marketing mix.





