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MARKETING STRATEGY DEVELOPMENT FOR VALUE PERCEIVED OF
MUD - FERMENTED FABRIC OF SUKHOTHAI ACCORDING TO

THE CREATIVE ECONOMY CONCEPT
Rattigan Phusit
Faculty Liberal Arts, Institute of Physical Education Sukhothai Campus

Abstract

This study, Marketing Strategy Development for Value Perceived of Mud-Fermented Fabric of
Sukhothai according to the Creative Economy Concept, aimed 1) to explore consuming behavior
in mud-fermented fabric of Sukhothai, 2) to compare level of perception of mud-fermented fabric
among consumers in Sukhothai in relation to individual factors, 3) to study marketing mix affecting
the value perception of consumers, 4) to develop marketing strategies for mud-fermented fabric
of Sukhothai based on creative economy concept. The quantitative data were collected from 400
consumers of mud-fermented fabric in Sukhothai, and the qualitative data were from mud-fermented
fabric weavers in Baan Na Ton Chan and 20 mud-fermented fabric entrepreneurs in Sukhothai.
Data analysis comprised of frequency, percentage, arithmetic mean, standard deviation, t-test for
independent sample, one-way ANOWA, stepwise multiple regression analysis and content analysis.

The results of the study were as follows. 1) The consuming behavior in mud - fermented
fabric in Sukhothai was found that their most reason to purchase was for self — consumption. The
consumers reported themselves as influencing their choice of purchasing. The average cost of each
purchase was between 2,001 - 2,500 baht once time per year. The place of purchase was Baan
Na Ton Chan. They received information from the OTOP exhibition and purchased sarong most.
2) No significant difference of perception of mud - fermented fabric’s value was found in different
sexes, ages, educational levels and incomes. 3) The marketing mix of consumers to purchase mud -
fermented fabric in Sukhothai was found that price, product and promotion were at a highest level
in overall which predicted the perception level by 54.00 percent, and 4) Mud - fermented fabric
in Sukhothai marketing strategy of creative economy concept was found that: Product strategy, the
product development should focus on quality, appearance, pattern, packaging and logo displaying the
identity of mud - fermented fabric in Sukhothai. Price strategy, the price should be determined into high
quality and general prices to inform consumers to realize the value of mud-fermented fabric which had
special feature in Sukhothai. Place strategy, a direct channel, a zero-level channel or business to
business (B2B) should be established. Promotion strategy, integrated marketing communication (IMC)

including advertising strategy, public relation strategy and sale promotion strategy should be conducted.

Keywords: Marketing Strategy, Marketing Mix, Creative Economy
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TumsiSsuiisuanuuandnessninsanadsresUszens 2 ngu laun e wagldmsiiaszsinim
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auLUIAATYgRvaTaTed 1935mTeianduius (Correlation Analysis) litoaSunssediuaay
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NSWAILINTEUIUNMTIANIININ SRR luRERd IR enelie nsalfiny: nguRdeneiietnu
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duiiheneilefAnanmsidevidedisanainianse ﬁu’ﬁLﬁaLLﬁlmﬂ@mwquaué’ﬂﬁé’fﬂﬂﬁaa
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N1IAAIALUUYIUINIST (integrated marketing communication, IMC) lawn nagns n1slawun
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4.2 nagnssan lnefivuanuamgssiaUiunans wedeasliguilaa limsu

anrdvsinlaauduiniiguendifawiiAnang ity wiesiuvesimingluvi

4.3 nagnsn1sind e lagldnagnsnsdndmunes uteaniemse (direct channel)
¥30%0aN19AUETEAU (zero level channel) UaENAENEN1IIATIMUIYHIUYRMNUTELAN 1 TEHY
(M3fmuANENgNATLUY B2B - business to business)
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