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Abstract TE 1 62 7 0 7

The purpose of this study was to investigate customers’ behaviors in and attitudes towards
using Thai silk. The subjects of the study were 326 member customers of Thai Shinawatra Co.
Ltd. Questionnaires were used to collect the data. Percentage, arithmetic mean, standard
deviation, Chi-square, t-test, ANOVA, and Scheffe Analysis were employed to analyze the data.

The study revealed that most customers preferred to buy colored silk cloth with good
quality as a general or New Year gift. The reason fpr choosing silk cloth was that it was
comfortable to wear. The number of purchase was not r/nore three per year. The cloth length per
purchase was 5-8 yards. The discount of 15-20% was given. The price of the cloth was 300-
500/yard. The purchase was usually made at the shops with good arrangement of goods and
decoration, particularly conserving Thai ways. Most customers said they knew the shop location
at gc;ods exhibitions. They were interested in Thai silk because of their friends and acquaintances’
recommendation. Apart from the discount, a gift affected their decision to buy. Customers’
knowledge and understanding of Thai silk were found at a moderate level.

The first five top ranked attitudes towards the need of Thai silk revealed in this study were:
its price should be reasonable compared with its quality, its colors must be pleasant and
outstanding, its sale locations must be convenient for traveling, the design emphasizing Thai
identity was preferable, shops should be well-decorated and goods must be well-placed.

An analysis of relationship between customers’ behaviors and their personal status
revealed that sex affected the type of dress to be chosen, purchase frequency and amount, and
choice of shops to vi__sit. Customers’ age had some relationship with the type of dress to be

chosen, factors urging and reason to buy, purchase frequency, shop organization, festivals,
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advertising media/public relation, and knowledge and understanding of Thai silk. Educational
background also associated with variety of silk, reason to buy, shops’ fame, factors affecting the
purchase from the sale sources, sale methods, shop location and level of knowledge and
understanding of Thai silk. As for customers’ occupation, the investigation indicated that it was
related to the purpose to buy, type of dress, quality and type of cloth, buying frequency and
amount, method of payment, discount, shops’ fame and types, festivals, and media disseminating
Thai silk information. Monthly income was found related to cloth types, quality of materials,
popularity, trend of demand, price, methods of payment, discount, shop organization, trend of
sale, ways to introduce sale places, advertising media/public relation, level of knowledge of Thai
silk, and type of media giving information on Thai silk.

According to the comparison of customers’ attitudes towards using Thai silk by personal
status, 1 item was found different probably affected by sex, 4 each by age and educational
background, 2 by occupation, and 10 by monthly income. The study was significant at
the levelof .05.
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