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Executive Summary 

 

Jamdani is one of the shining success stories of Bangladesh. It was not only innovated in 

Bangladesh, but it could not be replicated anywhere else in the world. These two together makes 

this fine weave, Jamdani uniquely Bangladeshi. Jamdani travelled from Dhaka through Agra, to 

Bukhara, Samarkand and other parts of West Asia in the time of Mughals. Even today, it contributes 

around BDT.1,252,000 (July-June 2006-07) to the GDP of the country in export revenue. However, 

most alarmingly this art is slowly dying out - many designs are getting lost and the weavers are 

leaving their profession because of lack of proper incentives and remuneration and a stagnant 

market. 
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Talking about the stagnant market, this is mostly a result of lack of marketing initiatives. Lack of 

marketing activities refer to lack of communication of values, lack of proper delivery system with 

too many intermediaries and last but not the least lack of perpetual innovation.  

 

There is a serious lack of innovation in the range of products jamdani is put into. Jamdani has been 

used as saree for years and there has not been much visible effort to diversify its use as a fabric. 

This is the symptom with which the research started. Secondary materials indicated there have 

been different products made from Jamdani like wallet, handkerchief, handbag, purse, ladies 

sandal, Punjabi, wrapper, invitation card, greeting card, salwar kameez, dupatta, blouse, skirt, 

gowns, table cloth etc. However, it has been absent at a large, visible scale. The problem behind this 

symptom is that the related process is unknown. The related process includes the range of products 

to be introduced, technical feasibility of the products, attitude of the target market towards 

diversification and the scale at which diversification should be caused. 

 

The reasons identified behind lack of diversification from the supply side are negative attitude of 

experts towards diversifying, lack of government intervention, incentive or patronage, and lack of 

patronage by the affluent people of the society. More monetary aspects were captured by the facts 

that saree generates more profit than other products of jamdani and that diversification is not 

considered profitable. This is considered more so because the production process has so far been 

completely production based instead of marketing base. 

 

The demand side encompasses the customers. The attitude of the customers was measured on 

three aspects – attitude towards jamdani, towards diversification and designs of jamdani. Among 

the customers there are two segments to start with – those who can identify jamdani and those 

who can’t. The segment which couldn’t identify jamdani rated high on the designs of jamdani. This 

revealed that even those who currently don’t know jamdani can actually be good potential market 

if awareness of jamdani is created. 

 

Majority of the target market who knows jamdani perceives jamdani as feminine and recognizes it 

as only a saree. However, most of them have favorable attitude towards jamdani and rated very 

low on the different reasons of disapproval of jamdani like high expense, maintenance, and 

durability. However, among the segment which identified jamdani there were again two divisions, 

one which seeks diversification and the other which don’t. The main reasons behind not wanting 

jamdani are that people think by diversifying heritage of jamdani will be hampered and also that 

they can’t imagine jamdani as anything other than saree. People sought diversification in either of 

the criteria – diversification in saree, clothing other than saree, household items and décor, gift 
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items and accessories. Majority of the people wanted diversification in saree and household items 

(76% each). Next most demanded category was other clothing.  

The different concepts that were rated favorably by the people of the upper class are motif and 

material diversification  and fusion of jamdani saree, salwar kameez, fatua and scarf, lamp shade, 

curtain, cushion cover, wall hang, greetings card and invitation card,  complete package, purse and 

ornaments of jamdani. However, for most of the other concepts the ratings were near the neutral 

zone. Thus with proper marketing initiatives this could be pushed towards the positive side. 

However, another finding of the research to note over here is that each individual does not want 

too many products of jamdani at a time but would favor only a moderate level.  

 

Attitude towards designs showed that most of the people didn’t perceive difference in design. 

However, they agreed across both genders and different age groups that information sharing about 

the designs will induce a sense of variety in design. Attitude towards four classifications of jamdani 

designs were taken – buti, techhri, jaal and paar. Attitude towards more than 100 years old designs 

were also measured. All the designs were rated favorably. However, techhri and the old designs 

were the most favored designs. In fact, the old designs received the highest rates. This indicates 

that there is prospect for a good market if these designs are revived. 

 

In a nutshell, the research revealed that the customers have a positive attitude towards jamdani, 

diversification of jamdani and designs of jamdani. Thus diversification of jamdani has good 

prospect, especially in the identified segments. However, to tap this prospect marketing is a pre 

requisite; and development of this entire jamdani industry is possible only through cooperation 

from all sectors, including government, affluent people of the society and the all the experts of 

jamdani. 

 
 

 

 

 

  

1. Introduction 

  

Jamdani was an innovation made strictly within the boundaries of East Bengal. It is not only unique 

to Bangladesh, but also a particular region of Bangladesh – namely Sonargaon and Demra. The 

craftsmanship has transferred as legacy over centuries. The design is acclaimed both nationally and 

internationally and hence it is one of the success stories of Bangladesh. In a secondary literature 

there is mention of different products1 made from Jamdani that are appreciated like wallet, 

handkerchief, handbag, purse, ladies sandal, Punjabi, wrapper, invitation card, greeting card, salwar 

kameez, dupatta, blouse, skirt, gowns and table cloth (Mohammed Saidur, Jamdani, 1993). 
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However, it is only the above reference where diversified use of Jamdani has been mentioned; in 

recent literature surveys Jamdani has been mostly referred to as a saree. So it can be deduced that 

the wide scale prevalence of diversified use of Jamdani is absent.  This indicates that it is possible to 

diversify the use of Jamdani but it is not being undertaken. Whatever little diversification is being 

done currently is also at a very small scale for some unknown reason. 

 

It must be recognized that the Jamdani industry can only survive if the market is expanded (Ameen 

A. M. and Islam K. S. Jamdani's  Struggle to Survive. 2005. Star Weekend Magazine, The Daily Star, 

October 28). Unless the demand for Jamdani is increased, the weavers will continue to suffer in 

terms of lower wages.  

So it can be deduced that if the rate of usage of Jamdani can be increased through diversification, 

the demand for Jamdani can be increased.  

Given the scenario the problem statement for the research is: 

 

Problem Statement: 

 

Symptom: 

Diversified use of Jamdani is not widely prevalent. 

 

Problems: 

 The attitude of the target market towards diversified use of Jamdani is unknown 

 The range of products to be introduced and the related process is unknown and  

 

Diversified use of Jamdani is not widely prevalent because the attitude of the target market 

towards diversified use of Jamdani, range of products to be introduced and the related process is 

unknown. 

 

Working Definition: 

 

Jamdani: Case 

Jamdani is an exclusive woven design. The unique pattern of design and the intricate process of 

weaving are special about Jamdani. The patterns and motifs are geometric in nature. 

 

Diversified use of Jamdani: Variable 

It can be defined in 2 ways- 

 Innovating new products using Jamdani  

 Innovating new designs or reviving almost extinct designs 
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Process: Variable 

Process encompasses- 

 What concepts to introduce 

 Supply side-experts’ opinion on whether diversification is possible   

 Demand- Attitude of target market towards diversified use of Jamdani  

 At what scale 

 

Target Market: 

Target market is the male and female upper class of Dhaka city with household income above Tk 

45000 and belonging to age group of 21 and above, who make their own purchase decisions.  

 

Big Research Question 

 

Is diversified use of Jamdani possible and what is the attitude of target market towards it? 

  

Specific Question 

 

Success factors of Jamdani 

1. What are the factors that led to the success of Jamdani?  

 

Perception of Jamdani 

1. Does the target market perceive Jamdani as feminine? 

2. Does the target market perceive jamdani as a saree?  

3. Does the target market perceive jamdani as a fabric? 

4. Does the target market perceive jamdani as a design?  

5. Are there any reasons of disapproval of Jamdani? 

 

Innovating new designs or reviving almost extinct designs 

6. Why have some of the designs of Jamdani become extinct? 

7. How can they be revived? 

8. If new design are introduced what would be its impact? 

9. Does difference in design of jamdani induce sense of variety in target customer’s mind? 

10. Will labeling the designs induce a sense of variety in target customers’ mind? 

 

Innovating new products using Jamdani 

 

1. What products of Jamdani other than sari have been made so far? 
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2. What products other than saree currently exist in the market? 

3. Why did large scale diversification not take place? 

4. What is the desired extent of diversification? 

5. Why is diversification not desired? 

6. What are the potential products that can be made using Jamdani? 

a. Saree 

b. Other clothing 

c. Decor 

d. Gifts 

e. Accessories 

7. Is there preference of products  

a. gender wise? 

b. age group wise? 

8. Will diversified products of Jamdani be affordable to target market? 

 

Process of diversifying Jamdani: 

1. Do the weavers think that it is possible to make other products from Jamdani other than 

saree? 

2. Do the designers think that it is possible to make other products from Jamdani other than 

saree? 

3. Do the weavers think that diversification in Jamdani should be obtained? 

4. Do the designers think that diversification in Jamdani should be obtained? 

5. Should diversification of Jamdani be made for mass or for niche? 

 

 

 

 

Broad Objective: 

 

To identify whether diversified use of Jamdani is possible and what is the attitude of the target 

market towards it 

 

Specific Objective: 

 

Success factors of Jamdani 

1. To identify the factors that led to the success of Jamdani  
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Perception of Jamdani 

1. To identify if the target market perceive Jamdani as feminine 

2. To identify if the target market perceive jamdani as a saree  

3. To identify if the target market perceive jamdani as a fabric 

4. To identify if the target market perceive jamdani as a design  

5. To identify is there are any reasons of disapproval of Jamdani 

 

Innovating new designs or reviving almost extinct designs 

1. To identify which deigns of jamdani have become extinct. 

2. To identify if the designs can be revived. 

3. To identify the impact of new design if it is introduced.  

4. To identify if difference in design of jamdani induce sense of variety in target customer’s 

mind. 

5. To identify if labeling the designs will induce a sense of variety in target customers’ mind. 

 

Innovating new products using Jamdani 

 

1. To identify the products of Jamdani other than sari those have been made so far 

2. To identify the products other than saree those currently exist in the market. 

3. To identify why large scale diversification did not take place 

4. To identify the desired extent of diversification? 

5. To identify why diversification is not desired? 

6. To identify the potential products that can be made using Jamdani in following categories- 

a. Saree 

b. Other clothing 

c. Decor 

d. Gifts 

e. Accessories 

9. To identify if there is preference of products-  

a. gender wise? 

b. age group wise? 

10. To identify if diversified products of Jamdani will be affordable to target market 

 

Process of diversifying Jamdani: 

1. To identify whether the weavers think it is possible to make other products from Jamdani 

other than saree 

2. To identify whether the designers think that it is possible to make other products from 

Jamdani other than saree 
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3. To identify whether the weavers think that diversification in Jamdani should be obtained 

4. To identify whether the designers think that diversification in Jamdani should be obtained 

5. Identify whether diversification of Jamdani should be Jamdani be made for mass or for 

niche. 

 

Scope: 

 

Types of Information Source Scope 

New products  

Jamdani Designers/ Boutique 

Owners 

 

Yes 
Existing Products 

 

Process, feasibility & extent 

of diversification 

Design  

Experts/Researcher 

 

Yes New Products 

Existing Products 

Attitude towards diversified 

use 

 

Upper class of Dhaka city 

 

 

Yes Designs 

Preference of Products 

demographically 

Success Factors 

Extent of diversification 

Perception of Jamdani 

Products Foreign Target Market No 

Design Weavers Yes 

Process of diversification 

Export Government/Export Association No 

 

 

Limitation of Study: 

 

Though this study is at its best in covering all necessary aspects, there are however limitations. Due 

to the limited time in surveying a respondent, it was not possible to measure the attitude for an 

exhaustive list of designs and products. The respondents would run out of patience and would not 

be willing to respond. In the primary qualitative research some hypothesis were validated because 



13 | P a g e  

 

the study was almost census. However two industry experts like- Ruby Ghaznavi of Aranya could 

not be interviewed since she was not available. So it was not completely a census.  

 

Contribution of the Study: 

 

Contribution to the Industry & Society 

 

Results from secondary study shows that as an industry, Jamdani production is on the decline. The 

industry can only survive if the market is expanded because the hard-working, highly skilled 

weavers are finding it hard to keep the tradition of their forefathers alive in a market that is not 

expanding. Unless the demand for Jamdani is increased, the weavers will continue to suffer in terms 

of lower wages. Worse still, is that their children will not find it feasible to enter into a profession 

that pays so little. With fewer and fewer skilled weavers, an unstable market, the danger of losing 

this rich piece of heritage forever, is very real. 

 

Diversifying the use of Jamdani will mean increasing the number of products Jamdani would be 

available in. This would translate into increased usage rate of Jamdani as a whole and hence 

increased demand. This new generation of concepts would gear up the movement of Jamdani and 

thus not only make the weavers better of but help this industry from dying out. Increased demand 

will also make revival of many extinct designs possible. Thus the heritage of the country would also 

be retained along with making substantial profit for the weavers, the other channel members and 

the country as a whole.  

 

Jamdani is an intrinsic part of Bangladesh’s national heritage and is representative of our identity. 

Thus loss of Jamdani would mean loss of an identifying icon of the Bangladeshis.  

 

This study would thus help in the revival of a dying heritage, retaining and popularizing the 

identifying sign of the Bangladeshis, along with opening door to a whole new business opportunity.  

 

Contribution to Academics  

 

Although there are some studies conducted on Jamdani, Jamdani has not yet got enough attention 

by academics as would have been desired. Moreover, some of the books and articles covered 

during secondary studies talked only about the past glory of Jamdani while the others talked about 

the current problems. One of the books mentioned that there is opportunity for Jamdani to grow. 

However, what these books and articles failed to address were how to retain the past glory, how to 

solve the current problems and how to explore the tremendous opportunities that the experts see 

in Jamdani. This study would encompass all these – firstly it would explore the reasons contributing 
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to past glory, and then try to provide probable solutions to the problems and thus open and explore 

the opportunities that this design, this industry based on design has. Thus this would be a new 

addition to the academics on Jamdani because where the other academics on Jamdani stops, this 

research begins. 

 

Contribution to Learning 

 

This is contributing to our learning because we are gaining a whole new perspective from which to 

view Jamdani, which is a glorious part of our heritage. Along with that it is also giving us the chance 

to explore a new business opportunity with tremendous potential. The market is very unorganized 

and thus making it all the more challenging for us. However, this also means crossing higher hurdles 

which would be adding tremendously to our experience of research.  

 

 

 

2. Literature Review 

  

Jamdani originated as an intricate woven design on the renowned fabric of “muslin” (Abdul Karim, 

Doctor: “Dhakai Muslin”, Bengal Academy, Dhaka 1372,page: 60).  Both jamdani and muslin are 

very uniquely Bangladeshi and has been widely appreciated as elegant and a status symbol 

worldwide from ancient times.  The specialty or dominant feature of these art fabrics is its 

unquestionable woven design. The Jamdanis or figured muslins have been spoken of as the chef-d-

oevere of the Indian weaver and certainly they are the most artistic articles produced in Bengal 

(Watt, Indian Art at Delhi, 1903). 

 

Jamdani achieved its most glorious stage in mughal period when jamdani was used to make 

“Angrakha”, royal dress for the court for both men and women (Mohammed Sayidur, Jamdani, 

1993). Not only that, special divans of the royal court (moblush khash) and many other royal attire 

were made from jamdani (Abdul Karim, Doctor: “Dhakai Muslin”, Bengal Academy, Dhaka 

1372,page: 60). Unfortunately, in recent times jamdani is confined only as a saree rather than a 

design. However, in a secondary literature there is mention of different products made from 

Jamdani that are appreciated like wallet, handkerchief, handbag, purse, ladies sandal, Punjabi, 

wrapper, invitation card, greeting card, salwar kameez, dupatta, blouse, skirt, gowns and table cloth 

(Mohammed Saidur, Jamdani, 1993).  

 

However, it is only the above reference where diversified use of Jamdani has been mentioned; in 

recent literature surveys Jamdani has been mostly referred to as a saree. So it can be deduced that 

the wide scale prevalence of diversified use of Jamdani is absent.  This indicates that it is possible to 
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diversify the use of Jamdani but it is not being undertaken. Whatever little diversification is being 

done currently is also at a very small scale for some unknown reason. 

 

It must be recognized that the Jamdani industry can only survive if the market is expanded (Ameen 

A. M. and Islam K. S. Jamdani's  Struggle to Survive. 2005. Star Weekend Magazine, The Daily Star, 

October 28). Unless the demand for Jamdani is increased, the weavers will continue to suffer in 

terms of lower wages.  

 

Though there is appreciation, diversification at a visible level is taking place. Whatever 

diversification did take place was based more on the entrepreneur or designers’ own will rather 

than on the basis of any official market research (Saha C. S. 2007. Jamdani Bangladesher Boyon 

Gourob. Canvas. 3rd Anniversary Special Edition). 

 

So, secondary material indicates that there might be a business potential for diversified products of 

Jamdani. 

3. Methodology 

  

Research Design 

 

The research was a combination of exploratory and descriptive study. We followed both at one 

point or other during the whole process. Exploratory research was conducted because the problem 

has not been identified clearly at that point. Exploratory research helped us determine the 

existence of the actual problem and different dimensions of it. 

 

In our exploratory research we relied on secondary research such as reviewing available literature 

and data, and qualitative approaches such as key informant interviews of industry experts and 

weavers and through focus group discussion. 

 

Descriptive research was undertaken while developing the hypothesis. Different models like verbal, 

graphical, and empirical model were built in our secondary studies to understand the problem 

better. From the models hypothesis and propositions were developed. 

 

The various phases of the research are- 
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Phase 1: Secondary Qualitative Study:  

 

The study uses secondary materials to gain an overall understanding of jamdani, to identify the 

reasons behind jamdani’s success, perception regarding jamdani and past and current usages of 

jamdani. Secondary data were collected from- 

• Internet websites-  

 www.wikipedia.org 

 www.banglapedia.net  

 www.britannica.com 

• Books 

 ‘Textile Traditions of  Bangladesh’, published by National Crafts Council of 

Bangladesh 

 Saidur M. 1993. Jamdani.  Dhaka. Bangla Academy. 

• Article of newspaper & magazine 

 Jamdani's Struggle to Survive by Ameen A. M. and Islam K. S. Star Weekend 

Magazine, The Daily Star, October 28 2005. 

 Saha C. S. 2007. Jamdani Bangladesher Boyon Gourob. Canvas. 3rd Anniversary 

Special Edition  

 

Phase 2: Primary Qualitative Research: 

 

For validation of the already developed hypothesis and for developing new ones FGD and KII were 

be used. Among the hypothesis developed during the primary qualitative study some of them were 

already validated during that stage. This is because a census was conducted among almost all of the 

industry experts of Jamdani. 

 

Projective Technique 

 

The information sought was the psychological perception of the target market regarding the 

success factors of Jamdani and the innovative uses of Jamdani. For this the chosen techniques are- 

 

Sentence Completion: A sample of this can be as follows- 

 

“Jamdani is special to you because __________________________________________” 

“Jamdani can be used for (anything other than sari)_______________________________” 

 

This exercise was conducted among both gender and age groups of the upper class. Through this 

exercise the various reasons of success of Jamdani were identified. This exercise also identified the 
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level of acceptance or expectations of the target market regarding diversification of Jamdani. Later 

on the findings from this exercise were validated through the quantitative research.  

 

Focus Group Discussion (FGD)  

 

The information sought was what diversified uses of Jamdani are possible.  

 

The FGD was conducted among the potential customers of Jamdani who belong to the upper class 

of the society. Participants were of both gender and belonged to age group of 21-35.      

 

FGD was conducted because the structure of FGD stimulates brainstorming and debate. A focused 

constructive discussion of merits and demerits of different ideas was helpful in building new 

concepts for the usages of Jamdani. Also since the discussion took place in a group, acceptance of a 

concept suggested by one participant among the others could be observed. The ideas generated 

from this stage were later tested in the quantitative phase. 

 

Key Informant Interview    

 

Depth interview of Jamdani expert Emdad Haque, Maleka Khan and master weaver Shiraj were 

conducted because sensitive information were required to be extracted. There is inconsistency 

between the words of the industry personalities regarding why diversification has not taken place. 

In order to track the reason behind this, the confidentiality of the interviewees had to be gained. 

 

Information Sought:  

 

i. Success factors of jamdani 

ii. Current State of Jamdani 

iii. Current state of diversification,  

iv. Possible areas & extent of diversification  

v. Identifying target market and its affordability  

vi. Technical feasibility of diversifying jamdani   

vii. Why diversification is not taking place at large extent 

viii. Identifying designs of Jamdani  

 

Key Informant Interviewee 

 

KII 1: Shahed Hossain Shamim- Chief Designer and Director of Prabartana 
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KII 2: Chandra Shekhar Saha- Jamdani Expert & Design Consultant 

 

KII 3: Munira Emdad-Owner Tangail Saree Kutir 

 

KII 4: Nira - Jamdani in Charge of Aarong 

 

KII 5: Bibi Russell- Fashion Designer  

 

KII 6: Mahin Khan- Fashion Designer 

 

KII 7: Anwar- Weaver 

 

KII was conducted because each of these personalities is veterans of jamdani industry and they 

were in the best position to shed light on the above mentioned objectives, which requires very 

specialized information. 

 

Depth Interview   

 

Depth 1:  Emdad Haque- Jamdani expert & Designer of Banglar Mela 

Depth 2: Maleka Khan- Jamdani Expert 

Depth 4: Master weaver Shiraj 

 

Depth interview was conducted because sensitive information needed to be extracted. There is 

inconsistency between the words of the industry personalities regarding why diversification has not 

taken place. In order to track the reason behind this, the confidentiality of the interviewees had to 

be gained. 

 

Data Collection Method 

 

Both primary and secondary data were used during the research. Secondary data was used while 

conducting secondary studies which helped us to identify all the variables and also build the 

models. Primary data was collected during the survey research through door to door household 

surveys conducted on members of household belonging to the upper class who make their own 

purchase decisions.  

 

 

 



19 | P a g e  

 

Sampling Plan 

 

Non-probability sampling was undertaken because we are just measuring the attitude of the 

potential customers towards the new concepts of Jamdani to be introduced. The universe does not 

have to be represented in this case because the demand of the products is not being forecasted.  

 

The sample size was 150. Sampling frame includes the upper class of the society of Dhaka city. The 

age group targeted was matured adults who make their own purchasing decision and is in the 

bracket of 21 and above. The respondents were classified into two age groups, one from 21-35 and 

the other 35 and above. The rationale for the classification is the difference in mindset. 

Respondents were also classified gender-wise. Because the products for female were more than 

that for males and also females are more acquainted with jamdani, female and male respondents 

were taken in a 2:1 ratio.  

 

The sampling technique was quota sampling, because the different age and gender groups are 

heterogeneous externally but homogeneous internally.  

 

 

Survey methods 

 

The survey type was household door to door because facial expression of the respondent is 

important and also visual aids containing designs of jamdani were used. The questionnaire of the 

survey was designed based on the variables found from the qualitative study.  

  

Fieldwork 

All five of the researchers worked as field workers in our studies. Everyone covered different 

households and filled up the questionnaires. The questionnaires were then collected on the given 

date. After the questionnaires were received they were coded and data was entered in SPSS.     

Analysis 

We have used the following analysis for our research purpose: 

• Reliability test 

        Descriptive analysis 

• One sample t test 

• Independent samples t-test 

• Two-way ANOVA 

• Correlation 

• Scatter Graph 
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• Chi Square 

Both descriptive and inferential statistics were used to analyze the data. First of all, reliability test 

was conducted to check whether the responses were consistent. Descriptive statistics was 

conducted for every variable. One sample t-test was used to identify whether the upper class has 

positive or neutral attitude towards each product. Independent sample t-test was used for every 

product to identify whether there is significant difference in attitude both gender and age-wise 

regarding preference for a product. To identify attractive segments for the products where there is 

significant difference across demographic groups two-way ANOVA and Independent sample T test 

were conducted. Correlation was used to determine whether there is positive relationship between 

any two products. Scatter diagram was used to identify the cluster of the respondents in the graph 

plotted with extent of jamdani expected against preference of jamdani. Chi square was used to 

identify whether there is any difference of attitude between groups created based on 

demographics or other variables.    

 

4. Primary Qualitative Study 

  

 

Focus Group Discussion 

 

A FGD was conducted among the potential target consumers of Jamdani that is the upper class of 

the society. The participants were of both genders.  

 

Information Sought:  

 Areas and extent of diversification 

  

Findings: 

There are a number of areas of diversification for which the participants were enthusiastic about. 

These are- 

 Curtain 

 Frills in Bed cover 

 Notepads 

 File cover 

 Screen/ Partition 

 Frills in bed stand 

 Wedding theme 

 Dhuti 

 Fusion in western clothes 

 Bangles 
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 Wrist band 

 Décor 

 Jamdani lace 

 Lamp shade 

 Lahenga 

 5 star and other international hotels 

 Traditional clothes for various nations 

 

Other findings from the FGD were- 

• Jamdani is positioned as a saree or something classy, sophisticated and feminine in the mind 

of the participants 

• Versatility should be brought in Jamdani 

• Large scale diversification might result in fall in perceived value thereby reducing the 

exclusivity of Jamdani. So it should be in a limited market available for only niche. 

• Jamdani is not desired as a daily use item 

• There should be a specialized boutique for Jamdani 

• The expensive nature of Jamdani makes it a status symbol so price should not reduced 

according to some participants. 

• Diversification of Jamdani has higher demand in international market than the local market.  

• Old designs should be revived and new designs should be introduced in Jamdani 

• Information sharing regarding Jamdani will result in a relationship between the customers 

and the brand jamdani 

• If jamdani is associated with national identity then Jamdani will be more attractive to some 

participants.   

 

Projective Technique: Sentence Completion 

 

Sentence completion was undertaken to get the sample frame’s outlook on jamdani. People of 

upper class were provided with two questions: 

 

Jamdani is special to you because……………………………………………………………  

 

Other than saree Jamdani can be: ……………………………………………………………… 

 

The responses attained from this technique were: 

1. Jamdani is special because 

a. It is a heritage 

b. It is traditional 
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c. It is elite 

d. It is in fashion now 

e. Its fine weaving 

f. Its unique design 

g. Its artistic 

2. Diversification areas: 

a. Salwar kamij 

b. Fatua 

c. Tops 

d. Curtain 

e. Purse 

f. Punjabi 

g. Cushion cover 

h. Chair back 

i. Informal shirts 

j. File cover 

k. Special table clothes 

l. Scarf 

m. Wall hang 

n. Table mat 

o. Lamp shade 

p. Partition 

q. Bed sheets 

r. Fusion with other items to make different products 

s. Using the paar only to make curtains or table cloth 

t. Dopatta 

u. Sandals 

v. Nothing other than saree 

 

One additional finding here is that most respondents mentioned the fact that jamdani is very high-

maintenance, thus using too many jamdani products may be impossible. 

 

KII 1: Shahid Hussain Shamim 

 

Profile: Director and head designer of Prabartana, one of the most renowned fashion houses of 

Bangladesh. He is known for his passion and works to preserve craftsmanship and heritage of 

Bangladesh. Since the birth of the fair trade organization Prabartana in 1986, he and his colleagues 

have been assisting fabric producers and organic farmers to get a fair deal. The boutique thus 
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appeared as a clearinghouse and the national and international marketing outlet for weavers in 

different parts of the county and for handicraft artisans to sell and promote their products.  As the 

director in charge of Prabartana he has promoted Jamdani to different countries by taking weavers 

to different international seminars throughout the globe.  

He is now the president of National Crafts Council of Bangladesh and has been closely associated 

with many works regarding jamdani. He has recently been working with “khadi” jamdani and revival 

of lost designs and motifs of jamdani. He has deep knowledge and passion for traditional handloom 

products of the country. 

 

Information Sought:  

 What are the success factors of jamdani? 

 To what scale and in what areas can Jamdani be diversified? 

 What are related processes to diversify jamdani? 

 

Findings: 

 

Mr. Shamim started off by saying Jamdani is a brand. It is a brand of Bangladesh, that no other 

country has yet able to replicate. He regards it as an art. Like artists, he believes, weavers, for 

hundreds of years has taken inspiration from nature and framed it in the weavings of the fabric and 

design of Jamdani. According to him, its unique character of motifs and its fineness of weave have 

given Jamdani the status it has today. 

 

He believes to preserve the heritage and to take Jamdani to next level diversification is very 

important. He suggested diversifying jamdani to other clothing than saree is a crucial for 

popularizing it in today’s generation. He said Jamdani also holds good potential as household 

decors.  

 

According to him, though jamdani has been positioned as a feminine fabric, it can be diversified to 

make clothing for both males and females. He believes it is the job of a designer to make a garment 

masculine and feminine. He believes if designed properly, both males and females can find it 

fashionable.  

 

He also mentioned diversifying jamdani in other categories can prove to be very expensive even for 

a niche market. What he suggested is that to bring modern technology in traditional handlooms 

only for household products. Such handloom already exists he mentioned. He believes that saree 

and other clothing should be made through traditional handlooms to preserve its uniqueness. But in 

case of household products, modern handlooms can save costs and thus make it possible to 

diversify jamdani in different categories of product. 
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He also believes there is scope to add new dimension to jamdani saree. He indicated that modern 

customers believe in information sharing. He thinks diversification can be created in terms of 

creating categories of jamdani according to their designs as well. At the same time he considers it 

important to revive the antique designs to add variety in saree. He is also working on khadi jamdani 

and believes that such diversity is crucial for popularizing this heritage. 

 

According to him, to introduce diversification in a large scale a specialized boutique on jamdani is 

needed, and devotion from the part of the entrepreneur. He indicated that such a business can be 

really expensive, and there is a high probability of incurring huge losses. At this point he mentioned 

a boutique called “jamnokshi” that specialized on different diversified products of jamdani. It went 

out of business after a short period. He agreed that no market research has been taken before 

taking such initiative of business. He also approved with proper market research and promotion 

diversification of jamdani can be a good business opportunity. 

  

Lastly, he concluded that by General Indication Act 1995, most countries have patented their 

handicrafts. It is time Bangladesh register jamdani under its own name; otherwise it runs the risk of 

losing possession of its century old heritage. 

 

KII 2: Chandra Shekhar Saha 

 

Profile: Chandra Shekhar Saha is a renowned fashion designer of the country, working as consultant 

to a number of big fashion houses like Aarong, Nogordola etc. Mr. Saha has worked extensively on 

Jamdani for years. He had previously worked for preparing a catalogue of Jamdani designs. He also 

wrote an article on Jamdani published in the 3rd anniversary edition of a lifestyle magazine, Canvas.    

 

Information Sought: 

 Why did large scale diversification of Jamdani not take place? 

 Is it possible to diversify the use of Jamdani? 

 

Findings: 

 

Chandra Shekhar Saha is strictly against diversification of Jamdani into other products than saree. 

He believes that getting other products out of Jamdani will hamper the heritage associated with 

Jamdani. He added that another reason for promoting Jamdani as a saree is that saree is the most 

commonly used wear. He mentioned that other Jamdani products like wall hangs would not be 

desired by the market, especially at the given price level and also given the high maintenance of 
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Jamdani. Thus making other products out of Jamdani would do little for sustenance of the Jamdani 

industry.  

 

It has been mentioned previously in the profile that Mr. Chandra Shekhar Saha is consultant to 

Aarong, among many other fashion houses; and Aarong has previously brought about diversified 

product range of Jamdani, though at a very minor level, previously. Also, salwar kameez in Jamdani 

is very common in Aarong.  

 

KII 3 Munira Emdad:   

 

Profile: Munira Emdad is one the most experienced industry veteran and was responsible for 

reviving Jamdani. She is the proprietor and designer of much reputed Tangail Saree Kutir. She is 

popularly known as the Didi moni of the Tangail sari market. She is one of the women pioneers of 

our country who has invested years into promoting the deshi sari industry. With limited capital of US 

Dollars 1,000, Munira gathered some weavers and set up a single roomed outlet at Baily road in 

1982. She has been recreating original designs in cotton saris and other local materials. More than 

2,000 weavers and 500 women are directly working under her and engaged in hand embroidery, 

block prints and other associated work. Munira Emdad has gained wide recognition as a successful 

entrepreneur. She is the chairperson of National Crafts Council Bangladesh (NCCB) an also 

associated with various associations and organizations like-Shilu Abed Awards etc. She has 

participated as jury in various fashion competitions. She is one of the pioneers of the Jamdani 

industry.   She has extensively worked with Jamdani, including introducing new designs and crating 

some piece of arts in Jamdani saree. 

  

Information Sought:  

 Current State of Jamdani 

 Current state of diversification  

  

Findings: 

 

Mrs. Munria Emdad because of extensive knowledge regarding Jamdani was able to point out some 

vital problems of Jamdani. Though Jamdani has overcome its previous sate of peril it still faces some 

challenges.  

 

The weavers of Jamdani face a lot of problems. Though the craftsmanship is being transferred from 

generation to generation, some of the weavers’ children are shifting to other professions in search 

of a better living.  She urged that the government should consider providing the weavers with 
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medical support.  Most of them suffer from eye-sight problems as their work is very intricate in 

nature and creates a lot of pressure on their eyes. 

 

The weavers in Demra, Rupganj, Kazipara, Ruposhi suffer a lot when there is a flood. The dam 

should be higher. In spite of this the weavers are not willing to leave that area because they believe 

that without that environment their creativity will not flow. In fact India has tried to immigrate the 

weavers to their country so they can adapt the expertise as well.  However, the weavers fearing 

religious discrimination were not very willing to immigrate. She pointed out that though India has 

tried to make Jamdani as well, they have not succeeded.  

 

Ms. Emdad suggested that there should be Master Craftsman Award to encourage the weavers and 

give the much needed credit. Currently the weavers are not appreciated for their piece of art since 

people do not get to know their name.  

 

Another problem that Jamdani is facing is the scarcity and high price of raw materials of Jamdani 

like- dye, yarn cotton and silk, zari etc. Of the total cost for a saree is around 500-550 taka and the 

rest is the labor cost, since Jamdani is a highly labor intensive industry. This is one of the reasons 

why it is so appealing to people, especially in international market.  

 

There is recent tendency to weave Jamdani that can be sold below 5000Tk and it requires 2 weeks 

only whereas an intricate piece of work might even require 6months. 'A gorgeous silk Jamdani in 

subdued colour made specifically for a bridal wear took six months to weave, said Munira. The 

entire sari is in diagonal floral designs with sachcha(pure) zari work of silver and gold thread. The 

sari costs about Taka 50,000 and is one of its kind. The order has to be placed well ahead for similar 

designs.  

 

She has also introduced new designs in Jamdani, and a saree of such intricate weaving is priced 

around Tk 70000. However, she mentioned that there are so many designs in Jamdani that new 

designs are not really necessary. Rather the age old designs should be revived which would be of 

much more value.  

 

When asked about the use of Jamdani in other items except saree she mentioned that curtain, 

cushion cover, salwar kameez etc have been made from Jamdani though at a small scale. There is 

high demand for such household items made from Jamdani in abroad.  

 

Unfortunately most of the exports are currently taking place through illegal channels since it is 

easier. As a result the government is being deprived of its earnings. 
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Mrs. Emdad said that middlemen should not eliminated from the existing channel rather it should 

be monitored that they are giving fair share to the weavers. This is because the weavers do not 

trust other people beyond their own community. Middlemen do the marketing for the saree since 

most of the weavers lack the financial solvency to bear the transportation costs. Moreover they do 

not get the time to both weave and sell their products.  

 

Mrs. Emdad was quite optimistic about the future of Jamdani if the existing problems can be 

resolved and other prospects are availed.  

 

KII 4 Nira: 

 

Profile: Ms. Nira is the jamdani- in- charge of Aarong. She is the chief designer for various jamdani 

products. She was also involved in introducing various diversified uses of Jamdani.   

  

Information Sought:  

 Aarong’s initiatives of diversification in Jamdani 

  

Findings: 

 

Diversified use of Jamdani is possible. In fact from time to time Aarong has used Jamdani in clothing 

items like- Salwar Kammez, Dupatta, Panjabi, cushion cover, kantha, shirt, western clothes etc.  

 

However these have been in small scale because the process is lengthy and cumbersome. The 

weavers have a traditional mindset and way of working which they are unwilling to change. They 

need to be motivated, cajoled and convinced to weave different patterns or different combinations.  

 

Weaving Jamdani is an expensive process. Weekly payment of two weavers is 1800 Taka. Thus 

Jamdani is a luxury item. So the target market is mainly upper middle and upper class.  

 

Diversification of Jamdani is a tough project and requires capital. This might be a reason behind the 

absence of diversified use of Jamdani currently.  

 

Aarong is preparing a catalogue of the various designs available among Jamdani. Such a catalogue is 

needed because there are not any organized catalogues of Jamdani and there are no other way but 

to resort on the memory of the weavers.   

 

KII 5: Bibi Russel 
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Profile: One of the prominent fashion icons in Bangladesh. Russel completed her B.S.C from Home 

Economics College, Dhaka before departing for London College of Fashion to study Fashion 

designing. Bibi now focuses on developing and marketing traditional fabrics of Bangladesh. Her long 

held ambition is to build an international reputation for locally crafted textiles by promoting 

traditional Bangladeshi fabrics, Khadi and Jamdani. 

 

Information Sought:  

 To what scale and in what areas can Jamdani be diversified? 

 Are diversified products of Jamdani affordable to the targeted niche? 

 Is high maintenance of Jamdani a barrier to diversification of Jamdani? 

  

Findings: 

Bibi Russell is a strong believer of diversification of Jamdani. She does not only believe in 

diversifying, but has also implemented it in myriad occasions. From evening wear of the Queen of 

Spain to dhuti of Dilip Dey (Shobha Dey, an Indian writer’s husband) Bibi Russell has made use of 

Jamdani in a wide array of products. However, whatever diversification she brought about in 

Jamdani was foreign rather than local market oriented. Even in foreign market, it was not at a large 

or considerable scale, rather more made to order or for special occasion for a handful people. She 

has conducted fashion shows on Jamdani at an international level. However, within the country, her 

endeavor to promote diversified use of Jamdani has not been noticeable.  

 

Despite being a strong supporter of diversified use of Jamdani, she is yet another extremist. She is 

completely against lace and sequins or for that matter, any other material work on Jamdani. She is 

also strictly against modern power-loom and would even deny recognizing that. She is a strong 

proponent of diversified product range of Jamdani produced by the traditional methods. 

 

However, she disagreed to the fact that the niche market that Jamdani targets cannot afford 

Jamdani. She clearly consented to the fact that Jamdani is for upper middle class and above and she 

said that this targeted group is enough well-to-do to afford Jamdani. Moreover, she stressed on the 

fact that not all Jamdani and Jamdani product are equally priced. Thus there would be price 

differences in different products of Jamdani to cater to the need of different layers within the niche.   

 

Bibi Russell also refuted the fact that maintenance of Jamdani is high. She said that it is at the 

discretion of the designer to chose the material of Jamdani and thus Jamdani can be available in 

more easily maintainable material. She also added that with the currently popular material, 

mending is easily possible by the weavers themselves.  

 

One side of Bibi Russell that was reflected was that she speaks of what she believes in or practices.  
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KII 6 Mahin Khan:   

 

Profile: Mahin Khan is one of the most renowned fashion designers of Bangladesh. She was closely 

associated with big brand like Aarong and currently owns one of the leading fashions houses of the 

country- Mayasir. She has taken part in numerous fashion shows in home and abroad where she has 

presented the audience with different works on jamdani. She has recently been working on adding 

modern touch to jamdani saree. 

 

Information Sought: 

 Areas where diversification is possible 

 Process related diversification 

 

 

Findings: 

 

Mahin Khan was strictly against diversifying jamdani in different products. She believed that such 

activities can deteriorate its status and tamper its heritage. But she believes in adding new 

dimension to the saree.  

 

She claimed that all jamdani clothing other than saree that has been carried by her boutique is not 

really jamdani; it is embroidered in jamdani motifs, not woven. She further claimed that jamdani is 

such a fine fabric that it cannot be sewn to make other clothes. She believes jamdani is a very high-

maintenance product that will not survive long if it is sewn. 

 

But she believes in adding new dimension to jamdani by embellishing with lace, embroideries to 

make it trendier.  

 

As for weaver’s society, Mrs. Mahin Khan expressed her concern and suggested that Bangladesh 

should build up design centers so that weavers can have direct access to the market and designs. 

 

KII 7 Anwar:   

 

Profile: Mr. Anwar is a master weaver of Jamdani of Narayanganj. He is one of the top weavers 

working for Mr.  Shahid Hossain Shamim, CEO and designer of Prabartana. He is quite experienced 

and acclaimed for his work.  

  

Information Sought:  
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 Validating previously obtained design’s names 

 Identifying new designs 

  

Findings: 

 

Mr. Anwar because of his extensive knowledge regarding the various designs of Jamdani, very 

efficiently identified all the designs shown. He mentioned that some of the designs are known by 

different names to different weaver communities. He was able to provide with the names used in 

their community. Some of the names obtained from other source contradicted with Mr. Anwar’s 

identification. Since, Mr. Anwar is a weaver and more experienced regarding the designs, his 

information was given priority. He also pointed out that there are three broad categories of designs 

in the body of a saree which are- Buti(dots), Jaal(interlaced and intricate) and Techhri(diagonal 

patterns). The design of Paar and Anahal of saree are known by the same name.  

 

The first three butis shown to him were- Rocket Pona buti, Shingara Ful Buti, Shingara Ful Buti 

The corresponding paar of these three saree were- Chinir Bashon Bhanga, Bel Pata Paar, Inchi Paar 

The first three Jaal shown to him were- Dalim Jaal, Dubla Jaal, Korat Jaal 

The first three Techhri shown to him were- Daani techhri, Dalim Techhri, Jui Ful Techhri 

The first three old designs shown to him were- Baghnoli, Kolfa, Angti Jaal 

 

 

Depth Interview 1 Emdad Huq:   

 

Profile: One of the prominent designers in Bangladesh. Emdad Huq is one of the designers who 

believe in modernism and diversification. Emdad Huq is the director and designer of Banglar Mela-

one of the top fashion house of the country. His collections have been acclaimed highly over the 

years.  He has also won various awards including Champion Critic Award at Banglalink-Shaptahik 

2000 Eid Fashion Competition. Though he has not worked with Jamdani at a very large scale, being a 

veteran he is knowledgeable about the industry.  

  

Information Sought:  

 Feasibility & Extent of Diversification of Jamdani 

 Why diversification not taking place at large extent 

  

 

Findings: 
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Emdad Huq has mainly worked with Jamdani saree but he is a strong believer of diversified use of 

Jamdani in other areas as well. Mr. Huq was very enthusiastic regarding use of Jamdani in 

household items like- curtain, panels etc. In fact he mentioned that currently Radisson’s spa room is 

decorated with Jamdani panels. 

 

He also mentioned that few years back, another boutique named Kanishka introduced some 

household items and shawl made from Jamdani. The fabric was not the traditional gauzy fabric; 

rather it was khadi which is more appropriate for daily use since it is thicker. The production took 

place at a limited scale using a special kind of loom. However, due to some personal problems and 

other unknown reasons, such products are not being produced currently. The whereabouts of the 

weaver who introduced those Jamdani products is unknown.  

 

When asked about the reasons behind the absence of large scale diversification of Jamdani he 

mentioned some points. First of all the main problem is investment. Production of Jamdani requires 

huge investment, since the labor cost is very high and the production of Jamdani is a lengthy 

process as well. Most of the fashion designers or boutique owners lack that kind of financial 

capacity. Moreover investment in project of diversification of Jamdani is a risky investment, 

because the produced items are expensive in nature and thus if not sold, the entrepreneur will 

incur losses. Since till now no study or research has been conducted that can identify whether there 

is demand for such products or to what extent then the designers might be more interested to work 

with it. Mr. Huq stressed over and over that he will be more than willing to work with Jamdani at a 

greater extent provided that he has funds. 

 

Mr. Huq mentioned quite regretfully that some dishonest businessmen have misused the 

advantages given by the government in exporting Jamdani and have exported other fabrics in name 

of Jamdani. As a result government has stopped providing with such advantages. This has also 

resulted in a negative image of the country to outside countries, making it difficult for other honest 

business willing to work with Jamdani.  

 

Mr. Huq stressed on the importance of private sector in reviving Jamdani. He very realistically 

pointed out that we cannot the government to be savior in every case and more importantly the 

government is also not capable of doing so. He invited the private sectors’ assistance, especially in 

monetary sense and in other terms like promoting Jamdani.   

 

Mr. Huq was very direct, outspoken and friendly. He did not even hesitate to mention the 

inconsistencies prevailing in the industry, regarding the words and actions of some designers. He 

was also very progressive in terms of mindset when he discussed that withholding Jamdani from 

diversified use for the sake of “heritage” is not benefitting the industry much.  
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Overall Mr. Huq was very enthusiastic about the diversified use of Jamdani since that is how an 

industry improves and excels.  

 

Depth 2 Maleka Khan: 

 

Profile: Maleka Khan is a devotee in the field of jamdani. She has been working for jamdani and 

other “Dhakai” sarees throughout her life. She has collected designs all over Bangladesh and has 

been worked for betterment of weaver society and these handloom products in particular. 

 

Information Sought: 

 Validating designs of jamdani 

 Overview of jamdani 

 

 

 

 

Findings: 

 

Mrs. Maleka Khan is a strong believer of preserving the heritage of jamdani. At the same time, she 

believes in diversification. She believes that by diversifying Jamdani into different products its 

popularity can be increased. She also notified that Jamdani’s diversified use as curtains and other 

household décor have already been appreciated in foreign market. She thinks same glory can be 

achieved here if diversification is introduced. 

 

She has extensive knowledge on jamdani and she shared her experience in this field with us. She 

identified the designs from the catalogue that was collected from BSIC and shared some of her 

views on today’s situation of jamdani. According to her, some designers, through their attitude, are 

barrier to the blossoming of jamdani. She thinks that weavers must be allowed to make design their 

own motifs and patterns. She thinks by assigning designs to weavers rather than letting them to 

weave themselves is a threat to weaver’s creative intellect. 

 

Though she supports diversification in other clothing and different categories, she is against any 

fusion or adding embellishments to jamdani saree. She believes jamdani saree should remain as it 

is. 

 

Depth 3 Siraj:   
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Profile: Weaver master and mohajon, BSIC Shilpo Palli, Rupganj, Narayanganj. He is the son of the 

master weaver Haji Kofiluddin Bhuiyan, who has given some of the masterpieces of Jamdani of all 

times.  

 

Information Sought 

 Past and present of Jamdani and old and new designs. 

 Exploring the technical side of Jamdani production – is it possible to curve different 

products out of Jamdani? 

 What is the approximate price of gauge of Jamdani? 

 Why did large scale production of different Jamdani products, other than saree, not take 

place? 

 

Findings 

 

According to Mr. Siraj some of the old designs that existed years ago can no longer be replicated 

because along with the experienced weavers their skills have died. The quality of weave that was 

previously produced is no longer available. The main reason behind this, he said, is the stagnant 

demand condition of Jamdani. Because the weavers don’t have the guarantee that their products 

will be sold after hard work of 3-12 months, they are not encouraged to indulge much time after 

one Jamdani. Moreover, the weavers are not properly compensated and earn around only five to 

six thousand taka per month. This is resulting in lower quality produce and to the loss of many 

intricate designs of Jamdani.  

 

Mr. Siraj said that huge investments would be required in this industry to make a difference. 

Patronage by government or affluent people of the society will encourage the weavers to explore 

various new and old designs. However, currently there is serious lack of investment in this sector 

because no one wants to take the risk associated.  The perceived risk is higher because no one has 

yet attempted to identify the consumers’ wants and perception of Jamdani. Government has also 

stopped providing subsidies in this sector.  

 

Mr. Siraj believes that putting Jamdani into diversified use will obviously increase the overall 

demand for the material and thus would encourage better work overall. He mentioned that there is 

a huge potential for different product ranges of Jamdani both in the national and international 

market; and this is going untapped. He shared his experience of his visit to Italy, where he took 239 

Jamdani sarees and sold each and every one of them. He said that only 6-7 were sold as saree and 

the rest were cut down to pieces and sold for a variety of products. This clearly proves that Jamdani 

can be put into diversified use. 
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The price of a gauge of Jamdani, he added, usually varies between Tk.300-5000 depending on the 

intricacy of weave and design. Thus different products of Jamdani will be available in different price 

categories. This, according to him, would be in the affordability range of the niche target market of 

upper middle and upper class. 

 

On asking why then large scale diversifications of Jamdani not take place, Mr. Siraj replied that this 

is because a handful of people want to suppress the weavers. Because higher margin can be earned 

per saree than the other products, designers and entrepreneurs don’t want the product range to 

digress to less profitable ventures.   

 

Mr. Siraj added that there is no cooperative organization or association for Jamdani. Even BSIC 

takes a very sloth movement towards the improvement and development of Jamdani. Because of 

lack of proper catalogues of designs many designs are even getting lost. 

 

 

 

 

Hypothesis Validated: 

 

1. Negative attitude of experts and designers towards diversified use of Jamdani is the reason 

why large scale diversification of Jamdani has not taken place. 

2. Large scale diversification of Jamdani was not possible because there was no one to make 

the huge investment required. 

3. Large scale diversification did not take place because no one conducted any research before 

to test the attitude of the customers towards diversified use of Jamdani 

4. Considering the high maintenance of Jamdani, shop owners did not consider producing 

diversified products of Jamdani. 

5. Considering the high price of Jamdani, shop owners did not consider producing diversified 

products of Jamdani. 
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4. Quantitative Study 

  

4.1 Reliability test 

To check consistency and reliability of the data collected the first analysis done through survey is 

the test for reliability. The reliability test has been done on the correlated variables except the 

nominal scales. The cronbach’s alphas are as shown below: 

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.836 42 

 

The above cronbach’s alpha is for attitude of the respondents towards jamdani, reasons for 

disapproval of jamdani, reasons for not wanting diversification, and the different product concepts.  

Reliability Statistics 

Cronbach's 

Alpha 

N of 

Items 

.748 16 
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The above cronbach’s alpha is for all the variables related to designs of jamdani. The reliability test 

confirmed that the scales were reliable for these variables as they rated 0.748, higher than 0.7. 

 

 

PART A 

 
4.2.1 Familiarity of jamdani 

 

H0: Everyone (100%) in the upper middle class and above irrespective of age and gender has heard 

about Jamdani. 

 Familiarity of Jamdani 

  Frequency Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 150 100.0 100.0 100.0 

 

The table indicates everyone is familiar with the term jamdani.  

 

So everyone in upper class, irrespective of gender and age, is familiar with the term jamdani. 

So, H0 is accepted. Everyone (100%) in the upper middle class and above irrespective of age and 

gender has heard about Jamdani. 

 

4.2.2 Identification of jamdani 

 

H0: There is no significant difference between male and female segment of the market regarding 

the variable identification of jamdani. 

H1: There is significant difference between male and female segment of the market regarding the 

variable identification of jamdani. 

    Identification of Jamdani Total 

Could Identify Couldn't 

Identify 

Gender Male Count 45 7 52 

Expected 

Count 

49.6 2.4 52.0 

% within 

Gender 

86.5% 13.5% 100.0% 
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% within 

Identification 

of Jamdani 

31.5% 100.0% 34.7% 

% of Total 30.0% 4.7% 34.7% 

female Count 98 0 98 

Expected 

Count 

93.4 4.6 98.0 

% within 

Gender 

100.0% .0% 100.0% 

% within 

Identification 

of Jamdani 

68.5% .0% 65.3% 

% of Total 65.3% .0% 65.3% 

Total Count 143 7 150 

Expected 

Count 

143.0 7.0 150.0 

% within 

Gender 

95.3% 4.7% 100.0% 

% within 

Identification 

of Jamdani 

100.0% 100.0% 100.0% 

% of Total 95.3% 4.7% 100.0% 

 

 

From cross tabulation, it is observed 100% of women can identify jamdani. On the other hand, only 

86.5% can identify jamdani. The chi-square produces a significance level of 0.00 (table), which 

indicate significant difference between two groups (male and female). 

 Value df Asymp. Sig. 

(2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-

Square 

13.838(b) 1 .000     

Continuity 

Correction(a) 

10.978 1 .001     

Likelihood Ratio 15.487 1 .000     

Fisher's Exact Test       .000 .000 

Linear-by-Linear 

Association 

13.746 1 .000     
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So, the finding is reliable.  The percentage is not result of chance of sampling. So, it can be deduced 

female population can identify jamdani better than male population.  

So, H0 is not accepted. There is significant difference. In fact female segment can identify jamdani 

better than male segment. 

 

4.2.3 Perception of jamdani 

 

H0: There is no significant difference between male and female segment of the market regarding 

perception of jamdani 

H1: There is significant difference between male and female segment of the market regarding 

perception of jamdani. 

 

 

 

 

 

 Saree Design Fabric Total 

 N %   N %  N %  

Male 28 62% 10 22% 7 16% 45 

female 56 57% 24 24% 18 18% 98 

Total 84  34  25  143 

 

The table indicates 62% of the male segment perceives it as saree, on the other hand 57% of the 

female respondents perceive jamdani as saree. But the value of Pearson chi-square indicates (table 

below) that  

N of Valid Cases 150         
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Chi-Square Tests    

  Value df Asymp. Sig. (2-

sided) 

Pearson Chi-Square 0.342 2 0.843 

 

 

There is no significant difference between male and female segment of upper class regarding 

perception of jamdani. 

As the table suggests, 58.7% of the respondents perceive jamdani as a saree. So, H0 is accepted. 

 

4.2.4 Success factor 

 

 H0: Jamdani is considered successful among upper middleclass and above because it is 

uniquely Bangladeshi. 

 H0:Jamdani is considered successful among upper middleclass and above because it couldn’t 

be replicated anywhere else in the world.   

 H0:Jamdani is considered successful among upper middleclass and above because it is 

unique in design. 

 H0:Jamdani is considered successful among upper middleclass and above because of the 

finesse in its weaving. 

 H0:Jamdani is considered successful among upper middleclass and above because it is a 

symbol of status.  

 H0:Jamdani is considered successful among upper middleclass and above because it carries 

centuries of heritage. 

 

 

 

Success Factors of Jamdani 

  Frequenc

y 

Percent Valid 

Percent 

Cumulative 

Percent 

Valid Uniquely 

Bangladeshi 

60 40.0 42.0 42.0 

Couldn't be 

replicated 

14 9.3 9.8 51.7 

Unique 

Design 

18 12.0 12.6 64.3 
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finesse of the 

weave 

9 6.0 6.3 70.6 

Symbol of 

status 

17 11.3 11.9 82.5 

Heritage 25 16.7 17.5 100.0 

Total 143 95.3 100.0   

Missing 9 7 4.7     

Total 150 100.0     

 

Cut-off value has been considered 1% here which means even if 1% considers a factor to be valid it 

is considered a success factor. 

From the table, it is observed all the factors have a frequency higher than 1%. So, all the hypothesis 

are accepted. 

 

4.2.5 Is Jamdani Feminine? 

 

H0: Majority of the upper class (50% and above), irrespective of gender and age, perceive Jamdani 

as feminine 

H0: Majority of the upper class (50% and above), irrespective of gender and age, does not perceive 

Jamdani as feminine 

 

From frequency distribution, it is observed that 78.3% perceives it as feminine. 

After cross tabulating between the variable of perception as feminine and gender, chi-square test 

has been undertaken.   

  

Chi-Square Tests Value df Asymp. Sig. 

(2-sided) 

Pearson Chi-Square 3.487(a) 3 0.322 

Here, significance level is 0.322 which indicate there is no significant difference between males and 

females regarding this variable. 

 

Next, cross tabulating between the variable of perception as feminine and age group, chi-square 

test has been undertaken.  

 Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 3.708(b) 1 .054 
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Here, significance level is 0.054, so there is no significant difference between age groups. 

So irrespective of age and gender, majority considers jamdani feminine. H0 is accepted. 

 

PART B 

4.3.1 Preference for Jamdani 

 

H0: There is no significant difference in preference of jamdani between male and female segment of 

the market  

H1: There is significant difference in preference of jamdani between male and female segment of 

the market.  

   

Gender Age Mean Std. Deviation N 

Male 21-35 6.00 1.556 20 

>35 6.60 1.155 25 

Total 6.33 1.365 45 

female 21-35 7.12 1.415 57 

>35 6.61 1.626 41 

Total 6.91 1.520 98 

Total 21-35 6.83 1.525 77 

>35 6.61 1.456 66 

Total 6.73 1.493 143 

 

As the results of two-way ANOVA suggests, the mean in different groups ranges between 6 to 7on 

an attitude scale of 8. Mean for all groups is higher than the cut off value of 4. It has, in fact, a 

higher value than the neutral zone (4-5) as well. It must be mentioned that because of standard 

deviation mean is very representative. 

Next, it is determined if there is any significant difference between attitude of the groups. As 

following table suggests though there is not any significant difference age wise, gender wise the  

Source df Mean 

Square 

Sig. 

Gender 1 9.722 0.0343 

AgeGroup 1 0.057 0.8699 

 

attitude towards jamdani can vary as significance level for gender is 0.0343 which is lower than the 

cut off value for significance (0.05). 
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So there is a significant difference between males and females regarding preference for jamdani. 

Though mean indicates Female segment has a higher preference level for jamdani compared to 

male segment. 

So, null hypothesis is rejected. 

Alternate hypothesis accepted.  

 

4.3.2 Reasons of Disapproval 

 Descriptive Statistics 

 

 

Disapproval 
Motif 

Disapproval High 
maintenance 

Disapproval Variety in 
Design 

Disapproval 
product range 

N Valid 143 143 143 143 

  Missing 7 7 7 7 

Mean  1.60 3.50 2.53 2.91 

Std. 
Deviation 

 
1.571 2.816 2.373 2.584 

Skewness  2.763 .464 1.230 .832 

Kurtosis  6.673 -1.508 -.053 -1.018 

Minimum  1 1 1 1 

Maximum  8 8 8 8 

 

From the above table it can be seen that the mean for disapproval for high maintenance is the 

highest. Expensive is the second highest reason for disapproval. However, overall, none of the 

reasons of disapproval have rated higher than 4.  

1. Disapproval of motif: Mean of 1.6 is more towards the disagree portion of the scale. 

However, it is skewed towards the left and has a very sharp peak as indicated by the high 

positive kurtosis value. 

2. Disapproval of high maintenance: The mean of 3.5 is closing towards the agree side of the 

scale. It is positively skewed and has a flat distribution. 

 

 

Disapproval 
Expensive 

Disapproval 
Appeal 

Disapproval 
Fabric 

Disapproval 
Feminine 

Disapproval 
Durability 

N Valid 142 143 143 143 139 

  Missing 8 7 7 7 11 

Mean  3.37 1.28 1.73 1.03 1.29 

Std. 
Deviation 

 
2.717 .989 1.678 .418 1.369 

Skewness  .490 4.910 2.305 11.958 4.628 

Kurtosis  -1.458 26.368 4.251 143.000 19.893 

Minimum  1 1 1 1 1 

Maximum  8 8 8 6 8 
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3. Disapproval of variety in design: It is positively skewed, towards the left and has a flat 

distribution 

4. Disapproval of product range: It is positively skewed, towards the left and has a flat 

distribution 

5. Disapproval of expensive: It is positively skewed, towards the left and has a flat distribution 

6. Disapproval of appeal: Heavily positively skewed and a very high peak indicated by kurtosis. 

7. Disapproval of fabric: Heavily positively skewed and a very high peak indicated by kurtosis. 

8. Disapproval of feminine: Heavily positively skewed and a very high peak indicated by 

kurtosis. 

9. Disapproval of durability: Heavily positively skewed and a very high peak indicated by 

kurtosis. 

 

 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

agree to the reasons of disapproval:  

1. Disapproval of motif 

2. Disapproval of high maintenance 

3. Disapproval of variety in design 

4. Disapproval of product range 

5. Disapproval of expensive 

6. Disapproval of appeal 

7. Disapproval of fabric 

8. Disapproval of feminine 

9. Disapproval of durability 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

agree to the following factors regarding Jamdani:  

1. Disapproval of motif 

2. Disapproval of high maintenance 

3. Disapproval of variety in design 

4. Disapproval of product range 

5. Disapproval of expensive 

6. Disapproval of appeal 

7. Disapproval of fabric 

8. Disapproval of feminine 

9. Disapproval of durability 

   

   

Test of Homogeneity of Variances 
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  Levene 

Statistic 

df1 df2 Sig. 

Disapproval Motif 2.273(a) 6 135 .040 

Disapproval High maintenance 1.491(b) 6 135 .186 

Disapproval Variety in Design 2.208(c) 6 135 .046 

Disapproval product range 3.680(d) 6 135 .002 

Disapproval Expensive 5.474(e) 6 134 .000 

Disapproval Appeal 11.468(f) 6 135 .000 

Disapproval Fabric 4.271(g) 6 135 .001 

Disapproval Feminine .997(h) 6 135 .430 

Disapproval Durability 2.483(i) 6 131 .026 

 

For disapproval of high maintenance and feminine only the variance in scores is the same for each 

of the eight groups.  

 

The ANOVA table shows that for only the disapproval factor of ‘Does not appeal’, the mean scores 

on the other eight dependent variables for the eight groups are not significantly different. (>0.05) 

 

 

Therefore H1 is accepted for hypothesis of the variables 1-5 & 7-9. 

       H0 is accepted for hypothesis of the variables 6 

 

 

 

 

 

 

 

 

 ANOVA 

    

Sum of 

Squares df 

Mean 

Square F Sig. 

Disapproval Motif Between Groups 19.511 7 2.787 1.138 .343 

Within Groups 330.768 135 2.450     

Total 350.280 142       

Disapproval High Between Groups 45.781 7 6.540 .818 .574 
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maintenance Within Groups 1079.968 135 8.000     

Total 1125.748 142       

Disapproval 

Variety in Design 

Between Groups 30.229 7 4.318 .758 .624 

Within Groups 769.379 135 5.699     

Total 799.608 142       

Disapproval 

product range 

Between Groups 47.455 7 6.779 1.016 .423 

Within Groups 900.363 135 6.669     

Total 947.818 142       

Disapproval 

Expensive 

Between Groups 84.768 7 12.110 1.697 .115 

Within Groups 956.190 134 7.136     

Total 1040.958 141       

Disapproval 

Appeal 

Between Groups 14.177 7 2.025 2.194 .039 

Within Groups 124.635 135 .923     

Total 138.811 142       

Disapproval Fabric Between Groups 32.727 7 4.675 1.719 .110 

Within Groups 367.175 135 2.720     

Total 399.902 142       

Disapproval 

Feminine 

Between Groups .264 7 .038 .207 .983 

Within Groups 24.561 135 .182     

Total 24.825 142       

Disapproval 

Durability 

Between Groups 6.636 7 .948 .493 .838 

Within Groups 251.853 131 1.923     

Total 258.489 138       
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Hypothesis Test Used Result 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of the motif of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the motif of Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of high maintenance of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the  high maintenance of Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 

 

 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of the high expense of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the high expense of Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of the lack of variety in design of 

Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the lack of variety in design of Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of the lack of variety in product range of 

Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the lack of variety in product range of 

Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the more it does not appeal to them. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which Jamdani does not appeal to them 

 

 

 

 

ANOVA 

 

 

 

 

H0 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of the feminine perception of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the feminine perception of Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 

H0: The more the favorable attitude of people of the upper class towards   
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4.3.3 Diversification in Saree 

  

The graph below shows that 76% of the people of the upper class want diversification in saree. 

 
 

 

The following section deals with the attitude of the upper class towards different products of 

jamdani.                                 

Because the ratings were on a scale of 1 to 8, mean of any product below 4 would be considered as 

negative attitude towards the product. 

 

 

 

 

 

 

 

 

 

Jamdani, the less they disapprove of the fabric of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the fabric of Jamdani 

 

 

 

ANOVA 

 

 

 

H1 

H0: The more the favorable attitude of people of the upper class towards 

Jamdani, the less they disapprove of the lack of durability of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the 

extent to which they disapprove of the lack of durability of Jamdani 

 

 

 

 

ANOVA 

 

 

 

 

H1 
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Table A: One-Sample Test 

  Test Value = 4 

t df Sig. (1-tailed) Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Motif 

Diversification In 

Saree 

10.331 107 

0.000 

2.269 1.83 2.70 

Material Variation 1.775 108 0.039 .495 -.06 1.05 

Fusion -.354 108 0.362 -.101 -.67 .46 

Embellishment -1.894 108 0.030 -.523 -1.07 .02 

 

 

4.3.3.1 Motif Diversification in Saree 

 
Results of Descriptive statistics: 

 

   Statistic 

Motif Diversification In Saree Mean 6.27 

  Std. Deviation 2.28 

  Minimum 1.00 

  Maximum 8.00 

  Skewness -1.49 

  Kurtosis 1.03 

 

The mean of motif diversification for the part of the 

population who wants diversification in saree is 6.27 

which is more than 4.5. However, a standard 

deviation of 2.28 indicates that the mean is not very 

representative. This means attitude towards 

diversification of motif of Jamdani is towards the 

positive end.  

  

The table also shows that for those who want 

diversification in motif of saree, the distribution is 

skewed towards the right. The kurtosis is positive, 



49 | P a g e  

 

indicating peak. The result of skewness and kurtosis shows that the distribution has a peak towards 

the right of the mean.  

 

 

 Results of One Sample T-Test: 

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

From table A of one sample t-test above, it can be seen that the significance level is below 0.05. 

Thus there is a significant difference between the mean and the cut-off point. Thus the null 

hypothesis of one sample t-test is failed to be accepted. 

 

H0: The segment of the upper class who wants diversification in saree does not have negative 

feelings towards motif diversification of Jamdani. 

H1: The segment of the upper class who wants diversification in saree has negative feelings 

towards motif diversification of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED because the mean is more than 4. Therefore, the segment of the upper class who wants 

diversification in saree does not have negative feelings towards motif diversification of Jamdani. 

 

Results of T-test: 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different  

 

COMPARING MEANS GENDERWISE 

 

The mean for attitude of female population towards motif diversification in saree is higher than that 

for male. That is female population wants more motif diversification in saree than the male 

population. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 
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Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -2.454. 

We have 78 degrees of freedom. 

There is a significant difference between the two groups (the significance is less than .05). 

 

Therefore, we can say that there is a significant difference between the male and female attitude 

towards motif diversification of Jamdani in saree. Thus female have more positive attitude towards 

motif diversification than male. 

 

We fail to accept the null hypothesis.  

 

COMPARING AGEWISE 

 

Group Statistics 

The mean for attitude of the age group 21-35 towards fusion is higher than that for the age group 

>35. That is the age group 21-35 has more positive attitude towards fusion than the >35 age group. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is -0.524 

We have 139 degrees of freedom. 

There is no significant difference between the two groups (the significance is higher than .05). 

 

Therefore, we can conclude that there is no significant difference between the age group 21-35 and 

>35 towards motif diversification in saree.  

 

We accept the null hypothesis 
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SEGMENTATION FOR MOTIF DIVERSIFICATION IN JAMDANI SAREE 

 

Dependent Variable: Motif Diversification in Saree 

Gender Saree Mean Std. 

Error 

95% Confidence Interval 

        Lower 

Bound 

Upper 

Bound 

Male yes 6.000 2.553 5.272 6.811 

female yes 6.357 2.189 5.902 6.813 

 

Female segment of the respondents have a much more favorable attitude (mean 6.357) toward 

motif diversification in saree compared to the male segment (mean 6.00).  However the standard 

deviations for both these groups are very high which is 2.553 for the female segment and 2.189 for 

the male segment.  The data are very dispersed from mean. This indicates that the attractiveness 

for this concept will vary from person to person within both the male and female segment. It will 

not follow uniformity among the members.  Though the male segment is enthusiastic about the 

product, the end consumers for motif diversification in Jamdani saree are females. So this initiative 

should be taken targeting the females only. 

 

4.3.3.2 Material Variation in Saree 

 

Results of Descriptive statistics:  

Material Variation Mean 4.50 

  95% Confidence Interval for Mean 3.94 

  Std. Deviation 2.91 

  Minimum 1.00 

  Maximum 8.00 

  Skewness -0.20 

  Kurtosis -1.73 

The mean of material variation for 

the part of the population who wants 

diversification in saree is 4.5. This 

means attitude towards 

diversification of material in saree of 

Jamdani is towards the positive end.  
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The skewness is negative indicating that the distribution is skewed towards the right. However, the 

kurtosis is negative. This shows that the distribution is relatively flat. However, the graph shows 

that there is a slight peak towards the right.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

From table A above, it can be seen that the significance level for one tailed one-sample t-test is 

below 0.05. Thus there is significant difference between the mean and the cut-off point. Thus the 

null hypothesis is failed to be accepted 

 

H0: The segment of the upper class who wants diversification in saree does not have negative 

feelings towards material variation of Jamdani. 

 

H1: The segment of the upper class who wants diversification in saree has negative feelings 

towards material variation of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED because the mean is more than 4. Therefore, the segment of the upper class who wants 

diversification in saree does not have negative feelings towards material diversification of Jamdani. 

 

Results of T-test 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards material variation in saree is higher than that 

for male. That is female population wants more material variation in saree than the male 

population. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 
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Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -2.560 

We have 98 degrees of freedom. 

There is a significant difference between the two groups (the significance is less than .05). 

Therefore, we can say that there is a significant difference between the male and female attitude 

towards material variation of Jamdani in saree. Thus female have more positive attitude towards 

material variation than male. 

 

We fail to accept the null hypothesis.  

 

COMPARING MEANS AGEWISE 

Group Statistics 

The mean for attitude of the age group >35 towards fusion is higher than that for the age group 21-

35. That is the age group >35 has less negative attitude towards fusion than the 21-35 age group. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

Our T value is -0.976 

We have 141 degrees of freedom. 

There is no significant difference between the two groups (the significance is higher than .05). 

Therefore, we can conclude that there is no significant difference between the age group 21-35 and 

>35 towards material variation in saree.  

We accept the null hypothesis 
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SEGMENTATION FOR MATERIAL DIVERSIFICATION IN JAMDANI SAREE 

 

Dependent Variable: Material Variation 

 

 

 

 

 

 

 

 Female segment of the respondents have a more favorable attitude (mean 4.769) toward material 

variation of saree compared to the male segment (mean 3.844).  The female segment is slightly 

positive whereas the male segment is almost negative about the concept.  However the standard 

deviations for both these groups are very high which is 2.767 for the female segment and 2.951 for 

the male segment.  The data are very dispersed from mean. This indicates that the attractiveness 

for this concept will vary from person to person within both the male and female segment. It will 

not follow uniformity among the members.  So the male segment is indifferent regarding the 

material variation in jamdani saree whereas females are positive. So this initiative should be taken 

targeting the females only.  

 

4.3.3.3 Fusion in Saree 

 

Results of Descriptive statistics: 

 

Fusion Mean 3.90 

  95% Confidence Interval for Mean 3.33 

  Std. Deviation 2.98 

  Minimum 1.00 

  Maximum 8.00 

  Skewness 0.18 

  Kurtosis -1.84 

  

The mean of fusion in saree for the 

part of the population who wants 

diversification in saree is 3.9. This 

means attitude towards 

diversification of material in saree 

of Jamdani is slightly more towards 

Gender Saree Mean Std. 

Error 

95% Confidence Interval 

        Lower 

Bound 

Upper 

Bound 

Male yes 3.844 2.767 2.876 4.812 

female yes 4.769 2.951 4.198 5.340 
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the negative end. In fact, it is near the neutral zone and not to the extreme left. 

  

The table above shows that for those who want diversification into fusion of saree, the graph is 

slightly skewed towards the left. The negative kurtosis shows that the distribution is relatively flat. 

The results of mean, skewness and kurtosis show that the distribution is more aligned towards the 

left of the mean which is already in the negative zone.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table A above, it can be seen that the significance level for one tailed one-sample t-test is 

above 0.05. Thus there is no significant difference between the mean and the test value. Thus the 

null hypothesis is accepted  

 

H0: The segment of the upper class who wants diversification in saree does not have negative 

feelings towards fusion in saree of Jamdani. 

 

H1: The segment of the upper class who wants diversification in saree does have negative feelings 

towards fusion in saree of Jamdani. 

 

Therefore, from the results of one sample t-test, we can conclude that the mean is more than 4. 

However, results of descriptive statistics show that the mean is lower than 4, but this could be 

owing to sample and thus not significantly different from population. Therefore, the segment of the 

upper class who wants diversification in saree does not have negative feelings towards fusion of 

Jamdani saree the NULL HYPOTHESIS IS ACCEPTED. 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 
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The mean for attitude of female population towards motif diversification in saree is higher than that 

for male. That is female population wants more motif diversification in saree than the male 

population. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is -2.272 

We have 87 degrees of freedom. 

There is not a significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can say that there is not a significant difference between the male and female 

attitude towards fusion in Jamdani saree.  

 

We accept the null hypothesis.  

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group 21-35 towards fusion is higher than that for the age group 

>35. That is the age group 21-35 has less negative attitude towards fusion than the >35 age group. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is 1.935 

We have 140 degrees of freedom. 

There is no significant difference between the two groups (the significance is higher than .05). 
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Therefore, we can conclude that there is no significant difference between the age group 21-35 and 

>35 towards fusion.  

 

We accept the null hypothesis 

 

4.3.3.4 Embellishment in Saree 

 

Results of Descriptive statistics: 

 

Embellishment Mean 3.48 

  Std. Deviation 2.88 

  Minimum 1.00 

  Maximum 8.00 

  Range 7.00 

  Inter-quartile Range 5.50 

  Skewness 0.46 

  Kurtosis -1.59 

 

The mean of embellishment in saree for 

the part of the population who wants 

diversification in saree is 3.48. This means 

attitude towards diversification into 

embellishment in Jamdani saree is slightly 

more towards the negative end. 

However, it is nearer to the neutral zone 

than the extreme left. 

  

The table shows that the distribution is 

positively skewed, that is skewed towards 

the left. The negative kurtosis and also 

the shape of the graph show that the 

distribution is relatively flat.  
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Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table A above, it can be seen that the significance level for one tailed one-sample t-test is 

below 0.05. Thus there is significant difference between the mean and the test value. Thus the null 

hypothesis is failed to be accepted  

 

H0: The segment of the upper class who wants diversification in saree does not have negative 

feelings towards embellishment in saree of Jamdani. 

 

H1: The segment of the upper class who wants diversification in saree does have negative feelings 

towards embellishment in saree of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

FAILED TO BE ACCEPTED since mean for the category is less 4. Therefore, the segment of the upper 

class who wants diversification in saree has negative feelings towards fusion of Jamdani saree 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards embellishment in saree is higher than that for 

male. That is female population wants embellishment in saree more than the male population. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -1.167 
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We have 101 degrees of freedom. 

There isn’t a significant difference between the two groups (the significance is more than .05). 

 

Therefore, accepting the results of independent sample test, we can say that there is not a 

significant difference between the male and female attitude towards embellishment of Jamdani 

saree.  

 

We accept the null hypothesis.  

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group 21-35 towards embellishment is higher than that for the age 

group >35. That is the age group 21-35 has less negative attitude towards embellishment than the 

>35 age group. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is 2.756 

We have 141 degrees of freedom. 

There is significant difference between the two groups (the significance is less than .05). 

 

Therefore, we can conclude that there is significant difference between the age group 21-35 and 

>35 towards embellishment. The age group 21-35 wants embellishment in saree more than the age 

group >35.  

 

We fail to accept the null hypothesis 
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IDENTIFYING THE MOST ATTRACTIVE SEGMENT FOR EMBELLISHMENT 

 

Dependent Variable: Embellishment 

 

 

 

 

 

 

 

Among the people in the upper class who wants diversification in saree, in the age group 21-35 the 

mean for embellishment is 4.169 which is higher than the mean for the age group >35.it should be 

noted that the mean for this segment for embellishment is also higher than 4, which means the 

attitude of this segment towards embellishment is towards the positive end. However, the standard 

deviation is very high which affects the reliability of the answer. But despite that, it has been proven 

earlier that there is significant difference between the means of these age groups. Thus any 

marketing endeavor for embellishment in saree should be targeted at 21-35 age group.   

Hypothesis Test Conducted Result 

H0: The segment of the upper class who wants 

diversification in saree does not have negative feelings 

towards motif diversification of Jamdani. 

H1: The segment of the upper class who wants 

diversification in saree does have negative feelings 

towards motif diversification of Jamdani. 

 

 

 

 

 

One Sample T-test 

 

 

 

 

H0 

H0 = The preferences of male and female of the upper 

class towards motif diversification of Jamdani saree are 

not significantly different 

H1 = The preferences of male and female of the upper 

class towards motif diversification of Jamdani saree are 

significantly different 

One Sample T 

 

 

 

H1 

H0 = The preferences towards motif diversification of 

Jamdani saree do not differ significantly across different 

age groups. 

H1 = The preferences towards motif diversification of 

Jamdani saree differ significantly across different age 

groups. 

One Sample T 

 

 

 

H0 

H0: The segment of the upper class who wants One Sample T  

Saree Age Mean Standard 

Deviatio

n 

95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 

 21-35 4.169 3.029 3.530 4.809 

>35 2.660 2.488 1.965 3.355 
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diversification in saree does not have negative feelings 

towards material variation of Jamdani. 

H1: The segment of the upper class who wants 

diversification in saree does have negative feelings 

towards material variation of Jamdani. 

 

 

 

H1 

H0 = The preferences of male and female of the upper 

class towards material variation of Jamdani saree are not 

significantly different 

H1 = The preferences of male and female of the upper 

class towards material variation of Jamdani saree are 

significantly different 

One Sample T 

 

 

 

H1 

H0 = The preferences towards material variation of 

Jamdani saree do not differ significantly across different 

age groups. 

H1 = The preferences towards material variation of 

Jamdani saree differ significantly across different age 

groups. 

One Sample T 

 

 

 

H0 

H0: The segment of the upper class who wants 

diversification in saree does not have negative feelings 

towards fusion in saree of Jamdani. 

H1: The segment of the upper class who wants 

diversification in saree does have negative feelings 

towards fusion in saree of Jamdani. 

One Sample T 

 

 

 

 

H0 

H0 = The preferences of male and female of the upper 

class towards fusion of Jamdani saree are not significantly 

different 

H1 = The preferences of male and female of the upper 

class towards fusion of Jamdani saree are significantly 

different 

One Sample T 

 

 

 

H0 

H0 = The preferences towards fusion of Jamdani saree do 

not differ significantly across different age groups. 

H1 = The preferences towards fusion of Jamdani saree 

differ significantly across different age groups. 

One Sample T 

 

 

 

H0 

H0: The segment of the upper class who wants 

diversification in saree does not have negative feelings 

towards embellishment in saree of Jamdani. 

H1: The segment of the upper class who wants 

One Sample T 
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diversification in saree does have negative feelings 

towards embellishment in saree of Jamdani. 

H1 

H0 = The preferences of male and female of the upper 

class towards embellishment of Jamdani saree are not 

significantly different 

H1 = The preferences of male and female of the upper 

class towards embellishment of Jamdani saree are 

significantly different 

One Sample T 

 

 

 

H0 

H0 = The preferences towards embellishment of Jamdani 

saree do not differ significantly across different age 

groups. 

H1 = The preferences towards embellishment of Jamdani 

saree differ significantly across different age groups. 
One Sample T 

 

 

 

H1 

 

4.3.4. Diversification in Other Clothing 
 

 
 

 
 

 
 

 
 

 
 
 
 

 
 
 

 

The above pie chart shows that 74% of the people of the upper class, who knows Jamdani, want other 

clothing of Jamdani.  
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Table B: One-Sample Test 

 

  Test Value = 4 

t df Sig. (1tailed) Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Lahenga -4.260 104 0.000 -1.067 -1.56 -.57 

SalwarKameez 11.607 104 0.000 2.333 1.93 2.73 

Scarf -.785 104 0.217 -.219 -.77 .33 

Panjabi .099 104 0.461 .029 -.54 .60 

Shirt -9.210 104 0.000 -1.905 -2.31 -1.49 

Tie -14.155 104 0.000 -2.371 -2.70 -2.04 

Fatua 2.598 104 0.005 .695 .16 1.23 

Skirt -2.039 104 0.022 -.543 -1.07 -.01 

 

 

Because the ratings were on a scale of 1 to 8, mean of any product below 4 would be considered as 

negative attitude towards the product. 

 

4.3.4.1 Lahenga 

 

Results of Descriptive statistics: 

 

   Statistic 

Lahenga Mean 2.93 

  Std. Deviation 2.57 

  Minimum 1.00 

  Maximum 8.00 

  Range 7.00 

  Inter-quartile Range 5.00 

  Skewness 0.78 

  Kurtosis -1.15 
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The mean of lahenga for the part of the population who wants diversification in other clothing is 

2.93. This means attitude towards 

diversification into lahenga in 

Jamdani is more towards the 

negative end. However, taking the 

standard deviation of 2.57, the 

mean is not a very reliable 

measure.  

  

The skewness is positive 

indicating that the distribution is 

skewed towards the left of the 

mean. The negative kurtosis 

shows that the distribution is relatively flat.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table B of one sample t-test above, it can be seen that the significance level is below 0.05. 

Thus there is a significant difference between the mean and the test value. Thus the null hypothesis 

of one sample t-test is failed to be accepted. 

 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards lahenga of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards lahenga of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

FAILED TO BE ACCEPTED because the mean is less than 4. Therefore, the segment of the upper class 

who wants diversification in other clothing has negative feelings towards lahenga of Jamdani. 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 
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COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of male population towards diversifying into lahenga is higher than that for 

female population. That is male population wants lahenga more than the female population. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is 0.887 

We have 140 degrees of freedom. 

There is not a significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can say that there is not a significant difference between the male and female 

attitude towards diversifying into Lahenga. Both male and female population has similar attitude 

towards lahenga.  

 

We accept the null hypothesis.  

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group 21-35 towards diversifying into lahenga is higher than that 

for the age group >35. That is the age group 21-35 has less negative attitude towards lahenga than 

the >35 age group. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  
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Our T value is 0.291 

We have 140 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can conclude that there is no significant difference between the age group 21-35 and 

>35 towards diversifying into lahenga.  

 

We accept the null hypothesis 

 

4.3.4.2 Salwar Kameez 

 

Results of Descriptive statistics: 

 

The mean of salwar kameez for the part of 

the population who wants diversification in 

other clothing is 6.33. This means attitude 

towards diversification into salwar kameez of 

Jamdani is towards the positive end. 

However, standard deviation is 2.06, which is 

pretty high and thus makes the result of 

mean not very highly reliable. 

  

The graph and also the table show (skewness 

is negative) that the distribution is skewed towards the right for that part of the population who 

wanted diversification in other clothing. The positive kurtosis and also the shape of the graph show 

that the distribution has a sharp peak. Thus combining the results of mean, skewness and kurtosis 

we can conclude that the distribution has a high peak towards the right of the mean which itself is 

towards the positive end.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

From table B above, it can be seen that the significance level for one tailed one-sample t-test is 

below 0.05. Thus there is significant difference between the mean and the cut-off point. Thus the 

null hypothesis is failed to be accepted 
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H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards salwar kameez of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards salwar kameez of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED because the mean is more than 4. Therefore, the segment of the upper class who wants 

diversification in other clothing does not have negative feelings towards salwar kameez of Jamdani. 

 

Salwar Kameez Mean 6.33 

  Std. Deviation 2.06 

  Minimum 1.00 

  Maximum 8.00 

  Range 7.00 

  Inter-quartile Range 2.00 

  Skewness -1.66 

  Kurtosis 1.93 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards salwar kameez is higher than that for male. 

That is female population wants salwar kameez more than the male population. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -3.465 
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We have 80 degrees of freedom. 

There is a significant difference between the two groups (the significance is less than .05). 

 

Therefore, we can say that there is a significant difference between the male and female attitude 

towards diversifying of Jamdani into salwar kameez. The female population wants salwar kameez 

more than the male population.  

We fail to accept the null hypothesis.  

 

COMPARING MEANS AGEWISE 

 

 

 

 

 

 

Group Statistics 

The mean for attitude of the age group 21-35 towards diversifying into salwar kameez is higher than 

that for the age group >35. That is the age group 21-35 wants salwar kameez more than the >35. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is 0.635 

We have 140 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can conclude that there is no significant difference between the age group 21-35 and 

>35 towards diversifying into salwar kameez.  

 

We accept the null hypothesis 

 

SEGMENTATION FOR SALWAR KAMEEZ 

Saree Gende

r 

Mean Std. 

Deviatio

n 

95% Confidence Interval 

Lower 

Bound 

Upper 

Bound 
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Dependent Variable: 

Salwar Kameez 

 

 

 

 

 

The table above shows that among the people of upper class who want diversification of Jamdani in 

other clothing, the mean for the female is higher for salwar kameez than for the male. That means 

the female population has more positive attitude towards Jamdani salwar kameez than the male 

population.  Also, the standard deviation for the male population is more than that for the females. 

However, males are also enthusiast about salwar kameez of Jamdani. But the female segment is still 

the more attractive one. 

 

4.3.4.3 Scarf 

 

Results of Descriptive statistics: 

 

Scarf Mean 3.78 

 Std. Deviation 2.86 

 Minimum 1.00 

 Maximum 8.00 

 Range 7.00 

 Inter-quartile Range 6.00 

 Skewness 0.27 

 Kurtosis -1.67 

 

The mean of scarf for the part of the 

population who wants diversification in 

other clothing is 3.78. This means 

attitude towards diversification into scarf 

of Jamdani is more towards the negative 

end. However, owing to the high 

standard deviation, the mean is not a 

very reliable measure. 

  

yes Male 4.643 2.947 3.647 5.638 

femal

e 

5.950 2.540 5.361 6.539 

no Male 2.294 2.339 1.017 3.572 

femal

e 

3.706 3.037 2.428 4.983 
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The table shows that the distribution for those who want other clothing in Jamdani is very slightly 

skewed towards the left as it is negative. The negative kurtosis indicates that the distribution is 

relatively flat. Thus this shows that towards the left of mean, which itself is aligned towards the 

negative side, most of the data lie.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table B of one sample t-test above, it can be seen that the significance level is above 0.05. 

Thus there is no significant difference between the mean and the test value. Thus the null 

hypothesis of one sample t-test is accepted. 

 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards scarf of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards scarf of Jamdani. 

 

From the results of descriptive statistics we can see that the mean is less than 4. However, results of 

one sample t-test shows that the mean is more than 4. Thus the result for descriptive could be 

because of sampling and might not actually be significantly different from 4. Thus the NULL 

HYPOTHESIS IS ACCEPTED. Therefore, the segment of the upper class who wants diversification in 

other clothing does not have negative feelings towards scarf of Jamdani. 

 

                   

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards scarf is higher than that for male. That is 

female population wants scarf more than the male population. 
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Levene’s Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -2.652 

We have 105 degrees of freedom. 

There is a significant difference between the two groups (the significance is less than .05). 

 

Therefore, we can say that there is a significant difference between the male and female attitude 

towards diversifying of Jamdani into scarf. The female population wants scarf more than the male 

population.  

 

We fail to accept the null hypothesis.  

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group >35 towards diversifying into scarf is higher than that for 

the age group 21-35. That is the age group >35 has less negative attitude towards scarf than the 21-

35. 

 

Levene’s Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is -0.752 

We have 140 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can conclude that there is no significant difference between the age group 21-35 and 

>35 towards diversifying into scarf.  
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We accept the null hypothesis 

Independent Sample T Test Results for Gender of Scarf 

Gender Mean Std. Deviation N 

Male 2.87 2.596 30 

female 4.15 2.893 75 

The mean for male segment who wants diversification clothing category indicates that they have a 

negative attitude towards scarf. But female segment who wants diversification in clothing category 

are more in the neutral zone. So they can prove to be an attractive segment if proper product 

development and proper marketing is done. Because there is no significant difference age group 

wise, it can be assumed females from both 21-35 age group and above 35 age group of upper class 

can be target market for scarf made of jamdani. 

 

4.3.4.4 Panjabi 

 

Results of Descriptive statistics: 

 

The mean of Punjabi for the part 

of the population who wants 

diversification in other clothing is 

4.03. This means attitude 

towards diversification into 

punjabi Jamdani is towards the 

negative end.  

  

The table and graph shows that the distribution for those who want other clothing is skewed 

towards the left. The negative kurtosis and also the shape of the graph show that the distribution 

does not have a sharp peak. 

 

Results of One Sample T-Test: 

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

From table B above, it can be seen that the significance level for one tailed one-sample t-test is 

above 0.05. Thus there is no significant difference between the mean and the cut-off point. Thus 

the null hypothesis is accepted 
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H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards punjabi of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards punjabi of Jamdani. 

 

Although the mean is more than 4, however results of one sample t-test shows that the mean is less 

than 4. Thus whatever difference is there is because of sampling. Thus the NULL HYPOTHESIS IS 

FAILED TO BE ACCEPTED. Therefore, the segment of the upper class who wants diversification in 

other clothin has negative feelings towards punjabu of Jamdani.             

                    

 

Panjabi Mean 4.03 

 Std. Deviation 2.96 

 Minimum 1.00 

 Maximum 8.00 

 Range 7.00 

 Inter-quartile Range 6.00 

 Skewness 0.11 

 Kurtosis -1.80 

 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards punjabi is higher than that for male. That is 

female population wants punjabi more than the male population. 

 

Levene's Test for Equality of Variances 

Gender Mean Std. Deviation N 

Male 2.97 2.846 30 

female 4.45 2.919 75 
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The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -2.975 

We have 100 degrees of freedom. 

There is a significant difference between the two groups (the significance is less than .05). 

 

Therefore, we can say that there is a significant difference between the male and female attitude 

towards diversifying of Jamdani into punjabi. The female population wants punjabi more than the 

male population. We fail to accept the null hypothesis 

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group >35 towards diversifying into Punjabi is higher than that for 

the age group 21-35.  

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -1.956 

We have 132 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, from the independent sample test we can conclude that there is no significant difference 

between the age group 21-35 and >35 towards diversifying into punjabi.  

 

We accept the null hypothesis 
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IDENTIFYING THE MOST ATTRACTIVE SEGMENT FOR PANJABI 

 

Independent Sample T-Test for Panjabi 

 

Interestingly, the female segment has a higher mean compared to male segment of the market. In 

fact male segment has a mean lower than cut off value (4). But female group is located in the 

neutral zone of the attitude scale. Though Panjabi made of jamdani is targeted towards male 

population, findings indicate that female population in more interested in this products. One 

probable reason might be that the male segment perceive jamdani as feminine and hence the 

reluctance. This is supported by the T-test whereby the mean for the male who thinks that jamdani 

is feminine, is only 2.28. Whereas for the male segment who thinks that jamdani is not feminine, 

the mean is 6.40. Even among the female segment this pattern exists. Perhaps they would like to 

gift their male acquaintances Panjabi of jamdani. So females of upper class do not have a negative 

attitude towards Panjabi of jamdani so they can be reached by proper product and proper 

marketing. Again, female segment may not be the market that is attractive to launch jamdani as 

they, though can be customers, but are not consumers. So this segment is not attractive for men’s 

panjabis made of jamdani. 

 

 

4.3.4.5 Shirt 

 

Results of Descriptive statistics: 

 

The mean of shirt for the part of the population who wants diversification in other clothing is 2.1 

which is less than 4. This means attitude towards diversification into shirt of Jamdani is towards the 

negative end. However, given the high standard deviation the mean cannot be considered to be a 

very reliable measure. 

  

The table and the graph show that the 

distribution for those who want other 

clothing is positively skewed. That 

means that maximum data lies to the 

left of the mean. The positive kurtosis of 

the distribution indicates that there is a 

peak. Combining this with the result of 

mean and skewness, it can be concluded 

that the peak is towards the negative 

side, i.e. below 4.  



76 | P a g e  

 

 

Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table B of one sample t-test above, it can be seen that the significance level is below 0.05. 

Thus there is a significant difference between the mean and the test value. Thus the null hypothesis 

of one sample t-test is failed to be accepted. 

 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards shirt of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards shirt of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

FAILED TO BE ACCEPTED because the mean is less than 4. Therefore, the segment of the upper class 

who 

wants diversification in other clothing has negative feelings towards shirt of Jamdani. 

 

                        

 

 

 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

Shirt Mean 2.10 

 Std. Deviation 2.12 

 Minimum 1.00 

 Maximum 8.00 

 Range 7.00 

 Inter-quartile Range 0.00 

 Skewness 1.65 

 Kurtosis 1.18 
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COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards diversifying into shirt is higher than that for 

male. That is female population wants shirt for male more than the male population. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -1.193 

We have 106 degrees of freedom. 

There isn’t a significant difference between the two groups (the significance is more than .05). 

 

Therefore, accepting the results of independent sample test, we can say that there is not a 

significant difference between the male and female attitude towards diversification of Jamdani into 

shirt.  

 

We accept the null hypothesis.  

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group >35 towards diversifying into shirt is higher than that for the 

age group 21-35. That is the age group >35 has less negative attitude towards Jamdani shirt than 

21-35. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  
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Our T value is -1.728 

We have 140 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, from the independent sample test we can conclude that there is no significant difference 

between the age group 21-35 and >35 towards diversifying into shirt.  

 

We accept the null hypothesis 

 

4.3.4.6 Tie 

 

Results of Descriptive statistics: 

 

Tie Mean 1.63 

 Std. Deviation 1.72 

 Minimum 1.00 

 Maximum 8.00 

 Range 7.00 

 Inter-quartile Range 0.00 

 Skewness 2.62 

 Kurtosis 5.54 

he mean of tie for the part of the 

population who wants diversification in 

other clothing is 1.63 which is far less than 

4. This means attitude towards 

diversification into tie of Jamdani is 

towards the negative end. However, given 

the high standard deviation the mean 

cannot be considered to be a very reliable 

measure. 

  

The table and the graph show that the 

distribution for those who want other 

clothing is positively skewed. That means 

that maximum data lies to the left of the 

mean. The high positive kurtosis of the 

distribution indicates that there is a peak. Combining this with the result of mean and skewness, it 
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can be concluded that the peak is towards the negative side, i.e. below 4. The graph shows the peak 

to be at 1.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table B of one sample t-test above, it can be seen that the significance level is below 0.05. 

Thus there is a significant difference between the mean and the test value. Thus the null hypothesis 

of one sample t-test is failed to be accepted. 

 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards tie of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards tie of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

FAILED TO BE ACCEPTED because the mean is less than 4. Therefore, the segment of the upper class 

who wants diversification in other clothing has negative feelings towards tie of Jamdani. 

 

Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of male population towards diversifying into tie is higher than that for female 

population. That is male population wants tie more than the female population. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 
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Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is 0.675 

We have 71 degrees of freedom. 

There is not a significant difference between the two groups (the significance is more than .05). 

Therefore, we can say that there is not a significant difference between the male and female 

attitude towards diversifying into tie. Both male and female population has similar attitude towards 

tie.  

 

We accept the null hypothesis 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group >35 towards diversifying into tie is higher than that for the 

age group 21-35. That is the age group >35 wants tie more than the 21-35. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   

 

Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -1.135 

We have 117 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, from the independent sample test we can conclude that there is no significant difference 

between the age group 21-35 and >35 

towards diversifying into tie.  

 

We accept the null hypothesis 

 

4.3.4.7 Fatua 

 

Results of Descriptive statistics: 
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The mean of fatua for the part of the population who wants diversification in other clothing is 4.7 

which is more than 4. This means attitude towards diversification into fatua of Jamdani is towards 

the positive end. However, given the high standard deviation the mean cannot be considered to be 

a very reliable measure. 

  

The table and the graph show that the distribution for those who want other clothing is negatively 

skewed. That means that maximum data lies to the right of the mean. However, the negative 

kurtosis of the distribution indicates that there is no one sharp peak. However as the graph shows 

and also the skewness indicate, there is a good portion of the data lying on the right of mean which 

is above 4.  

 

Results of One Sample T-Test: 

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

From table B above, it can be seen that the significance level for one tailed one-sample t-test is 

below 0.05. Thus there is significant difference between the mean and the cut-off point. Thus the 

null hypothesis is failed to be accepted 

 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards fatua of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards fatua of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED because the mean is more than 4. Therefore, the segment of the upper class who wants 

diversification in other clothing does not have negative feelings towards fatua of Jamdani. 

 

Fatua Mean 4.70 

 Std. Deviation 2.74 

 Minimum 1.00 

 Maximum 8.00 

 Range 7.00 

 Inter-quartile Range 6.00 

 Skewness -0.36 

 Kurtosis -1.53 
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Results of T-test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards fatua is higher than that for male. That is 

female population wants fatua more than the male population. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is -2.092 

We have 140 degrees of freedom. 

There is a significant difference between the two groups (the significance is less than .05). 

 

Therefore, accepting the result of the independent sample test, we can say that there is a 

significant difference between the male and female attitude towards diversifying of Jamdani into 

fatua. The female population wants fatua more than the male population.  

 

We fail to accept the null hypothesis 

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group >35 towards diversifying into fatua is higher than that for 

the age group 21-35. That is the age group >35 wants skirt more than the 21-35. 

 

Levene's Test for Equality of Variances 

The significance level is below 0.05. This shows that Levene’s test is significant. Therefore, the two 

variances are significantly different.   
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Independent Sample Test 

Because the variances are significantly different, the bottom line is applicable in this case.  

 

Our T value is -0.405 

We have 139 degrees of freedom. 

There is no significant difference between the two groups (the significance is more than .05). 

 

Therefore, from the independent sample test we can conclude that there is no significant difference 

between the age group 21-35 and >35 towards diversifying into fotua.  

 

We accept the null hypothesis 

 

 

4.3.4.8 Skirt 

 

Results of Descriptive statistics: 

 

The mean of skirt for the part of the 

population who wants diversification in 

other clothing is 3.46. This is less than 4. 

This means attitude towards 

diversification into skirt of Jamdani is 

towards the negative end. However, 

given the high standard deviation the 

mean cannot be considered to be a very 

reliable measure. 

  

The table and the graph show that the 

distribution for those who want other 

clothing is positively skewed. That means 

that maximum data lies to the left of the 

mean. The negative kurtosis of the 

distribution indicates that there is no 

high peak. Thus from the result of the descriptive it can be concluded that most of the data lie to 

the left side of the mean, which itself is less than 4.  
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Skirt Mean 3.46 

 Std. Deviation 2.73 

 Minimum 1.00 

 Maximum 8.00 

 Skewness 0.40 

 Kurtosis -1.57 

 

Results of One Sample T-Test: 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

From table B of one sample t-test above, it can be seen that the significance level is below 0.05. 

Thus there is a significant difference between the mean and the test value. Thus the null hypothesis 

of one sample t-test is failed to be accepted. 

 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does 

not have negative feelings towards skirt of Jamdani. 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does 

have negative feelings towards skirt of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

FAILED TO BE ACCEPTED because the mean is less than 4. Therefore, the segment of the upper class 

who wants diversification in other clothing has negative feelings towards skirt of Jamdani. 

 

Results of T-Test 

 

Ho = the means of the two groups are not significantly different 

H1 = the means of the two groups are significantly different 

 

COMPARING MEANS GENDERWISE 

 

Group Statistics 

The mean for attitude of female population towards diversifying into skirt is higher than that for 

male population. That is female population wants skirt more than the male population. 

 

Levene's Test for Equality of Variances 
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The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is -1.227 

We have 140 degrees of freedom. 

There is not a significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can say that there is not a significant difference between the male and female 

attitude towards diversifying into skirt. Both male and female population has similar attitude 

towards skirt. We accept the null hypothesis 

 

 

COMPARING MEANS AGEWISE 

 

Group Statistics 

The mean for attitude of the age group 21-35 towards diversifying into skirt is higher than that for 

the age group >35. That is the age group 21-35 wants skirt more than the >35. 

 

Levene's Test for Equality of Variances 

The significance level is above 0.05. This shows that Levene’s test is not significant. Therefore, the 

two variances are not significantly different.   

 

Independent Sample Test 

Because the variances are not significantly different, the top line is applicable in this case.  

 

Our T value is 0.303 

We have 140 degrees of freedom. 

There is not a significant difference between the two groups (the significance is more than .05). 

 

Therefore, we can say that there is no significant difference between the age group 21-35 and >35 

towards diversifying into skirt.  

 

We accept the null hypothesis 

 

CORRELATION AMONG CLOTHING PRODUCTS 
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From the table of correlation it can be seen that panjabi and fatua are the most strongly related 

products with a value of 0.45 and the significance value for it is 0 indicating that the value is 

reliable. The items panjabi and shirt are positively correlated and the strength of the relationship is 

almost strong. Shirt and tie are also positively correlated where the relationship is almost medium 

strong. So there are high chances that for these pair of products, someone who will prefer one 

might prefer the other as well and vice versa. Also another finding is that all these items that are 

positively related are men’s clothing. So if attitude towards men’s clothing made from Jamdani can 

be changed, then it will simultaneously affect all these items. If the reason behind men’s negative 

attitude toward jamdani can be identified and rectified, then it might work in favor of all the other 

items as well.  

Hypothesis Test 

Conducted 

Accepted 

Hypothesis 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

lahenga of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards 

lahenga of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H1 

H0 = The preferences of male and female of the upper class 

towards lahenga of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards lahenga of Jamdani are significantly different 

 

 

 

T-test 

 

 

 

H0 

H0 = The preferences towards lahenga of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences towards lahenga of Jamdani differ 

significantly across different age groups. 

 

 

 

T-test 

 

 

 

H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

salwar kameez of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards 

salwar kameez of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H0 

H0 = The preferences of male and female of the upper class 

towards salwar kameez of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards salwar kameez of Jamdani are significantly different 

 

 

 

T-test 

 

 

 

H1 

H0 = The preferences towards salwar kameez of Jamdani do not 

differ significantly across different age groups. 

H1 = The preferences towards salwar kameez of Jamdani differ 
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significantly across different age groups. T-test H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

scarf of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards 

scarf of Jamdani. 

 

 

 

 

 

One Sample T-

test 

 

 

 

 

H0 

H0 = The preferences of male and female of the upper class 

towards scarf of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards scarf of Jamdani are significantly different 

 

 

 

T-test 

 

 

 

H1 

H0 = The preferences towards scarf of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences towards scarf of Jamdani differ significantly 

across different age groups. 

 

 

 

 

T-test 

 

 

 

H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

punjabi of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards 

punjabi of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H1 

H0 = The preferences of male and female of the upper class 

towards punjabi of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards punjabi of Jamdani are significantly different 

 

 

 

T-test 

 

 

 

H1 

H0 = The preferences of towards punjabi of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences of towards punjabi of Jamdani differ 

significantly across different age groups. 

 

 

 

T-test 

 

 

 

H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

shirt of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards 

shirt of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H0 

H0 = The preferences of male and female of the upper class 

towards shirt of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 
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towards shirt of Jamdani are significantly different T-test H0 

H0 = The preferences of towards shirt of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences of towards shirt of Jamdani differ 

significantly across different age groups. 

 

 

 

T-test 

 

 

 

H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

tie of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards tie 

of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H1 

H0 = The preferences of male and female of the upper class 

towards tie of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards tie of Jamdani are significantly different 

 

 

 

T-test 

 

 

 

H0 

H0 = The preferences of towards tie of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences of towards tie of Jamdani differ 

significantly across different age groups. 

 

 

 

T-test 

 

 

 

H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

tie of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards tie 

of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H0 

H0 = The preferences of male and female of the upper class 

towards fatua of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards fatua of Jamdani are significantly different 

 

 

 

T-test 

 

 

 

H1 

H0 = The preferences of towards fatua of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences of towards fatua of Jamdani differ 

significantly across different age groups. 

 

 

 

T-test 

 

 

 

H0 

H0: The segment of the upper class who wants diversification of 

Jamdani in other clothing does not have negative feelings towards 

skirt of Jamdani. 

H1: The segment of the upper class who wants diversification of 

Jamdani in other clothing does have negative feelings towards 

skirt of Jamdani. 

 

 

 

 

One Sample T-

test 

 

 

 

 

H1 

H0 = The preferences of male and female of the upper class   
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towards skirt of Jamdani are not significantly different 

H1 = The preferences of male and female of the upper class 

towards skirt of Jamdani are significantly different 

 

 

T-test 

 

 

H0 

H0 = The preferences of towards skirt of Jamdani do not differ 

significantly across different age groups. 

H1 = The preferences of towards skirt of Jamdani differ 

significantly across different age groups. 

 

 

 

T-test 

 

 

 

H0 

 

4.3.5 Household & Décor 

From frequency distribution, it is observed that 76% of the respondents want diversification of 

jamdani in household category. This indicates a substantial market for the products.  

 

 
 

Further analysis of attitude on individual products in this category will consider only this segment of 

the sample who wants diversification of jamdani into household category. 

 

4.3.5.1 Lamp Shade 

Descriptive: 

     Statistic 

Lamp Shade Mean  5.926 

  Median  6.5 

  Variance  4.368294 

  Std. Deviation 2.090046 

  Minimum 1 

  Maximum 8 

  Skewness -1.22035 

  Kurtosis   0.692421 
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The product scores 5.9 on an average in the attitude scale of 1 to 8 (8 = most favorable). It is higher 

than the cut-off value. It shows the segment has a 

positive attitude towards lamp shades.  

 

Again, a positive kurtosis indicates that there is 

cluster in the distribution, and the value (0.692) is 

approaching towards 1, which shows a moderately 

high peak. At the same time, the distribution is 

negatively skewed which indicates here are greater 

amount of values in higher end. So it can be 

deduced that attitudes cluster around the positive 

side, which is reflected in the mean. Again 

standard deviation is 2.09 that indicate the values 

are dispersed from the mean and cluster around 

the higher end. 

 

Attractiveness of the product 

To test the attitude of target market towards the products, one sample t-test has been used  

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Lamp Shade 108 5.98 2.04   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Lamp Shade 10.10928 107 0.00 1.981 

 

 

From table above, it can be seen that the significance level for one tailed one-sample t-test is below 

0.05. Thus there is significant difference between the mean and the test value. Thus the null 

hypothesis is failed to be accepted  

 

H0: The segment of upper class who wants diversification in household category does not have a 

negative attitude regarding lampshades made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding lampshades made of Jamdani. 
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Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED since mean for the category is greater than 4. Therefore, the segment of the upper class 

who wants diversification in household category does not have negative feelings towards 

lampshade made of jamdani. 

 

Identifying Segments 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

H1: There is significant difference between males and females regarding preference for lamp shade 

From independent sample t-test, it is observed that there is difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Lamp Shade Male 35 6.34 2.04 

 female 73 5.73 2.10 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

 

 

 

 

 

 

 

 

 

H0: There is no significant difference between males and females regarding preference for lamp 

shade 
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Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Lamp Shade Equal 

variances 

assumed 

0.108 0.743 1.443 106.000 0.152 0.617 

 Equal 

variances 

not assumed 

  1.456 68.738 0.150 0.617 

So, the significance value of equal variances assumed is considered, which is 0.152. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for curtain 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

curtain 

 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Lamp Shade 21-35 56 5.911 2.039 

 >35 52 5.942 2.164 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 
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Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Lamp Shade Equal 

variances 

assumed 

0.062 0.803 -0.078 106.000 0.938 -0.032 

 Equal 

variances 

not 

assumed 

  -0.078 104.121 0.938 -0.032 

 

So, the significance value of equal variances assumed is considered, which is 0.938. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

 

4.3.5.2 Curtain 

 

Descriptive Statistics 

              

   Statistic 

Curtain Mean   4.435185 

  Median  6 

  Variance  7.986414 

  Std. Deviation 2.826024 

  Minimum 1 

  Maximum 8 

  Skewness -0.19389 

  Kurtosis   -1.69986 
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The product scores 4.435 on an average in the 

attitude scale of 1 to 8 (8 = most favorable).  It 

shows the segment has a neutral, though not 

negative, attitude towards curtain.  

Standard deviation is 2.82, that indicates the values 

are dispersed from the mean. A negative kurtosis of 

-1.699 indicates that the distribution is significantly 

flat. Again, the distribution is negatively skewed 

which indicates there are greater amount of values 

in higher end. So it can be deduced that attitudes 

are spread around scale but with more values in 

positive side (figure).   

 

 Attractiveness of the product 

To test the attitude of target market towards the products, one sample t-test has been used  

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

One-Sample Statistics         

  N Mean Std. Deviation   

Curtain 108 4.435 2.826   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Curtain 1.6003 107  

0.06 

0.435 

 

From the table above, it can be seen that the significance level for one tailed one-sample t-test is 

above 0.05. Thus there is no significant difference between the mean and the test value. The 

incurred difference is due to sampling chances. Thus the null hypothesis is failed to be accepted. 

 

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding curtains made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding curtains made of Jamdani 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED since mean for the category is greater than 4. Therefore, the segment of the upper class 
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who wants diversification in household category does not have negative feelings towards 

lampshade made of jamdani. 

 

Identifying Segments 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for curtains 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Curtain Male 35 5.00 2.69 

 female 73 4.16 2.87 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Curtain Equal 

variances 

assumed 

3.794 0.054 1.445 106.000 0.151 0.836 

H0: There is no significant difference between males and females regarding preference for curtains 
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 Equal 

variances 

not 

assumed 

  1.479 71.168 0.144 0.836 

 

So, the significance value of equal variances assumed is considered, which is 0.151. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for curtain 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

curtain 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

 

Group Statistics     

  Age N Mean Std. 

Deviation 

Curtain 21-35 56 4.464 2.867 

 >35 52 4.404 2.809 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 
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Curtain Equal 

variances 

assumed 

0.080 0.778 0.111 106.000 0.912 0.060 

 Equal 

variances 

not assumed 

  0.111 105.684 0.912 0.060 

 

So, the significance value of equal variances assumed is considered, which is 0.912. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

 

4.3.5.3 Partition 

 

   Statistic 

Partition Mean  3.592593 

 Median  4 

 Variance  6.486674 

 Std. Deviation 2.546895 

 Skewness 0.1773 

 Kurtosis  -1.65598 

The product scores 3.59 on an average in 

the attitude scale of 1 to 8 (8 = most 

favorable).  It shows the segment has a 

negative, attitude towards curtain.  

From descriptive statistics, it is observed 

that the distribution has a positive 

skewness (0.177) and a kurtosis of -1.655. 

Skewness indicates that there are a greater 

number of smaller values, in this case 

which indicates that more people have a 

negative attitude towards the product. 

Again, negative kurtosis indicates that the 

distribution is flat. Attitude is dispersed and 

do not cluster around the mean. Moreover 

there is standard deviation of2.546. So mean is not reliable but it can be deduced that values are 

spread in the negative zone. 
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Attractiveness of the product 

 

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding curtains made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding curtains made of Jamdani. 

 

One Sample T-test 

To test the attitude of target market towards the products, one sample t-test has been used.  

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Partition 108 3.593 2.547   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Partition -1.6624 107 0.05 -0.407 

 

 

From the table above, it can be seen that the significance level for one tailed one-sample t-test is 

equal to 0.05. Thus there is significant difference between the mean and the test value. Thus we fail 

to accept null hypothesis. 

 

H0: The segment of the upper class who wants diversification in household category does not 

have negative feelings towards partition of Jamdani. 

 

H1: The segment of the upper class who wants diversification in household has negative feelings 

towards fusion in partition of Jamdani. 

 

Therefore, from the results of one sample t-test, we can conclude that the mean is  than 4. 

However, results of descriptive statistics show that the mean is lower than 4, but this could be 

owing to sample and thus not significantly different from population. Therefore, the segment of the 

upper class who wants diversification in HOUSEHOLD item has negative feelings towards partition 

made of jamdani. So, the NULL HYPOTHESIS IS FAILED TO BE ACCEPTED. 

 

Identifying Segments 
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In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for partitions 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Partition Male 35 4.29 2.58 

 female 73 3.26 2.48 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Partition Equal 

variances 

assumed 

0.006 0.937 1.985 106.000 0.050 1.025 

 Equal 

variances 

not 

assumed 

  1.956 64.637 0.055 1.025 

 

H0: There is no significant difference between males and females regarding preference for partitions 
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So, the significance value of equal variances assumed is considered, which is 0.151. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for partition 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

partition 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Partition 21-35 56 3.714 2.592 

 >35 52 3.462 2.516 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Partition Equal 

variances 

assumed 

0.002 0.966 0.514 106.000 0.609 0.253 

 Equal 

variances 

not 

  0.514 105.783 0.608 0.253 
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assumed 

 

So, the significance value of equal variances assumed is considered, which is 0.609. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

 

4.3.5.4 Table Cloth 

   Statistic 

TableCloth Mean  4.277778 

 Median  5 

 Variance  6.875389 

 Std. Deviation 2.622096 

 Skewness -0.14122 

 Kurtosis  -1.54194 

 

              

The product scores 4.27 on an average in the 

attitude scale of 1 to 8 (8 = most favorable).  

It shows the segment has a neutral, but not 

negative, attitude towards curtain.  

Standard deviation is 2.62, which indicates 

the mean is not very reliable. Moreover, it 

has negative kurtosis that signifies the values 

are dispersed as the distribution is flat. There 

is no cluster around any value. Yet negative 

skewness indicates greater amount of value 

in the higher end. So it can be deduced 

though attitude varies all over the scale, 

attitude of larger number of respondents are 

inclined towards the positive side. 

 

 Attractiveness of the product 
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One Sample T-test 

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Table Cloth 108 4.278 2.622   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Table Cloth 1.1009 107 0.14 0.278 

From the table above, it can be seen that the significance level for one tailed one-sample t-test is 

above 0.05. Thus there is no significant difference between the mean and the cut-off point. Thus 

the null hypothesis is accepted 

 

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding table cloth made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding table cloth made of Jamdani. 

Though, the results of descriptive statistics indicate mean is higher than 4, one sample t-test 

indicate mean is not reliable. Thus NULL HYPOTHESIS IS FAILED TO BE ACCEPTED.  

 

Identifying Segments 

 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for table cloth 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

 

H0: There is no significant difference between males and females regarding preference for table 

cloth 
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Group Statistics     

  Gender N Mean Std. 

Deviation 

Table Cloth Male 35 4.11 2.73 

 female 73 4.36 2.58 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Table Cloth Equal 

variances 

assumed 

0.920 0.340 -0.447 106.000 0.656 -0.242 

 Equal 

variances 

not 

assumed 

  -0.438 63.897 0.663 -0.242 

 

So, the significance value of equal variances assumed is considered, which is 0.340. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for table cloth 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

table cloth 
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From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Table Cloth 21-35 56 3.982 2.618 

 >35 52 4.596 2.614 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples Test       

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Table Cloth Equal 

variances 

assumed 

0.112 0.738 -1.219 106.000 0.226 -0.614 

 Equal 

variances 

not 

assumed 

  -1.219 105.433 0.226 -0.614 

 

So, the significance value of equal variances assumed is considered, which is 0.226. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 
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4.3.5.5 Sofa Cover 

 

   Statistic 

SofaCover Mean   3.12963 

  Median  1 

  Variance  7.160609 

  Std. Deviation 2.675931 

  Skewness 0.809924 

  Kurtosis   -0.71674 

 

              

The product scores 3.13 on an average in the attitude scale of 1 to 8 (8 = most favorable).  It shows 

the segment has a negative attitude towards 

curtain.  

Standard deviation is 2.67, which indicates the 

mean is not very reliable. Moreover, it has 

negative kurtosis that signifies the values are 

dispersed as the distribution is flat. There is no 

cluster around any value. Positive skewness 

indicates greater amount of value in the lower 

end. So it can be deduced though attitude 

varies all over the scale, attitude of larger 

respondents are inclined towards the negative 

side. 

So, hypothesis is rejected. The segment has a 

negative attitude towards sofa cover made of jamdani. 

 

Attractiveness of the product 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Sofa Cover 108 3.130 2.676   
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 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Sofa Cover -3.3802 107 0.001 0.00 

 

 

From table above, it can be seen that the significance level for one tailed one-sample t-test is below 

0.05. Thus there is significant difference between the mean and the test value. Thus the null 

hypothesis is failed to be accepted  

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding sofa cover made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding sofa cover made of Jamdani. 

Though, the results of descriptive statistics and one sample t-test indicate mean is not greater than 

4. Thus, NULL HYPOTHESIS IS FAILED TO BE ACCEPTED.  

 

Identifying Segments 

 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for sofa cover 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Sofa Cover Male 35 2.83 2.47 

 female 73 3.27 2.78 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

H0: There is no significant difference between males and females regarding preference for sofa 

cover 
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Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Sofa Cover Equal 

variances 

assumed 1.500 0.223 -0.808 106.000 0.421 -0.445 

 Equal 

variances 

not 

assumed   -0.843 74.768 0.402 -0.445 

 

So, the significance value of equal variances assumed is considered, which is 0.421. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for sofa cover 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

sofa cover 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Sofa Cover 21-35 56 3.107 2.598 

 >35 52 3.154 2.782 
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To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Sofa Cover Equal 

variances 

assumed 0.656 0.420 -0.090 106.000 0.928 -0.047 

 Equal 

variances 

not 

assumed   -0.090 103.881 0.928 -0.047 

 

So, the significance value of equal variances assumed is considered, which is 0.928. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

 

4.3.5.6 Cushion Cover 

     

 

 

          

 

 

 

 

 

 

Cushion Cover Mean   4.944444 

  Median  6 

  Variance  7.623053 

  Std. Deviation 2.760988 

  Skewness -0.49768 

  Kurtosis   -1.40937 
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The product scores 4.94 on an average in the attitude scale of 1 to 8 (8 = most favorable).  It is 

higher than the cut off point 4.5. It shows the segment has a neutral, but not negative, attitude 

towards cushion cover.  

 

Standard deviation is 2.76, which indicates 

the mean is not very reliable. Moreover, it 

has negative kurtosis that signifies the 

values are dispersed as the distribution is 

flat. There is no cluster around any value. 

Yet negative skewness indicates greater 

amount of value in the higher end. So it can 

be deduced though attitude varies all over 

the scale, attitude of larger number of 

respondents are inclined towards the 

positive side. 

So, hypothesis is accepted. The segment 

does not have a negative attitude towards 

table cloth made of jamdani. 

 

Attractiveness of the product 

 

To test the attitude of target market towards the products, one sample t-test has been used  

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Cushion Cover 108 4.944 2.761  

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Cushion Cover 3.5549 107 0.001 0.00 

 

 

From the table above, it can be seen that the significance level for one tailed one-sample t-test is 

below 0.05. Thus there is significant difference between the mean and the test value. Thus the null 

hypothesis is failed to be accepted. Alternate hypothesis is accepted. 
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H0: The segment of upper class who wants diversification in household category does not have a 

negative attitude regarding cushion cover made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding cushion covers made of Jamdani. 

 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED since mean for the category is greater than 4. Therefore, the segment of the upper class 

who wants diversification in household category does not have negative feelings towards cushion 

cover made of jamdani. 

 

Identifying Segments 

 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for cushion 

cover 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Cushion Cover Male 35 4.69 2.72 

 female 73 5.07 2.79 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

 

 

H0: There is no significant difference between males and females regarding preference for cushion 

cover 
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Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Cushion 

Cover 

Equal 

variances 

assumed 0.004 0.950 -0.673 106.000 0.503 -0.383 

 Equal 

variances 

not 

assumed   -0.679 68.711 0.500 -0.383 

 

So, the significance value of equal variances assumed is considered, which is 0.503. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for sofa cover 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

sofa cover 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Cushion Cover 21-35 56 4.821 2.855 

 >35 52 5.077 2.678 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 
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on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Cushion 

Cover 

Equal 

variances 

assumed 0.903 0.344 -0.479 106.000 0.633 -0.255 

 Equal 

variances 

not 

assumed   -0.480 105.988 0.632 -0.255 

 

So, the significance value of equal variances assumed is considered, which is 0.633. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

4.3.5.7 Rug 

. 

 

  

    

 

 

 

The product scores 2.53 on an average in the 

attitude scale of 1 to 8 (8 = most favorable).  It 

is higher than the cut off point 4.5. It shows 

the segment has a highly negative attitude 

towards cushion cover.  

Standard deviation is 2.3, which indicates the 

mean is not very reliable. Moreover, it has 

Rug Mean   2.537037 

  Median  1 

  Variance  5.297681 

  Std. Deviation 2.301669 

  Skewness 1.122969 

  Kurtosis   -0.25879 
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negative kurtosis that signifies the values are dispersed as the distribution is flat. There is no cluster 

around any value. Positive skewness indicates greater amount of value in the lower end. So it can 

be deduced though attitude varies all over the scale, attitude of larger number of respondents are 

inclined towards the negative side. 

 

So, hypothesis is rejected. The segment has a negative attitude towards rug made of jamdani. 

 

Attractiveness of the product 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Rug -6.6054 107 0.000   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Rug -6.6054 107 0.000 0.00 

 

From table above, it can be seen that the significance level for one tailed one-sample t-test is below 

0.05. Thus there is significant difference between the mean and the test value. Thus the null 

hypothesis is failed to be accepted  

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding rug made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding rug made of Jamdani. 

Though, the results of descriptive statistics and one sample t-test indicate mean is not greater than 

4. Thus, NULL HYPOTHESIS IS FAILED TO BE ACCEPTED.  

 

Identifying Segments 

 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 
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H1: There is significant difference between males and females regarding preference for rug 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Rug Male 35 2.20 1.88 

 female 73 2.70 2.48 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Rug Equal 

variances 

assumed 6.009 0.016 -1.054 106.000 0.294 -0.499 

 Equal 

variances 

not 

assumed   -1.161 86.151 0.249 -0.499 

 

So, the significance value of equal variances assumed is considered, which is 0.294. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between males and females regarding preference for rug 
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H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for rug 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

rug 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Rug 21-35 56 2.625 2.363 

 >35 52 2.442 2.253 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Rug Equal 

variances 

assumed 0.073 0.788 0.411 106.000 0.682 0.183 

 Equal 

variances 

not 

assumed   0.411 105.923 0.682 0.183 

 

So, the significance value of equal variances assumed is considered, which is 0.682. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 
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4.3.5.8 Tea-Pot Cover 

 

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding tea-pot made of Jamdani. 

 

TeapotCover yes Mean   3.814815 

   Median  3 

   Variance  7.89062 

   Std. Deviation 2.809025 

   Skewness 0.21383 

    Kurtosis   -1.70874 

 The product scores 3.81 on an average in the 

attitude scale of 1 to 8 (8 = most favorable).  It is 

higher than the cut off point 4.5. It shows the 

segment has a highly negative attitude towards 

cushion cover.  

Standard deviation is 2.8, which indicates the 

mean is not very reliable. Moreover, it has 

negative kurtosis that signifies the values are 

dispersed as the distribution is flat. There is no 

cluster around any value. Positive skewness 

indicates greater amount of value in the lower 

end. So it can be deduced though attitude varies 

all over the scale, attitude of larger number of 

respondents are inclined towards the negative 

side. 

 

Attractiveness of the product 

 

H0 =   the mean is more than 4 (µ>4) 

H1 =   the mean is less than or equal to 4 (µ≤4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Teapot Cover 108 3.815 2.809   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 
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Teapot Cover -0.6851 107 0.495 0.25 

 

From table above, it can be seen that the significance level for one tailed one-sample t-test is above 

0.05. Thus there is no significant difference between the mean and the test value. Thus the null 

hypothesis is fail to be accepted. 

H0: The segment of upper class who wants diversification in household category does not have any 

negative attitude regarding tea pot cover made of Jamdani. 

H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding tea pot cover made of Jamdani. 

The results of descriptive statistics and one sample t-test indicate mean is not greater than 4. Thus, 

NULL HYPOTHESIS IS FAILED TO BE ACCEPTED.  

 

 

Identifying Segments 

 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for tea pot 

cover 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Teapot Cover Male 35 3.60 2.82 

 female 73 3.92 2.82 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

H0: There is no significant difference between males and females regarding preference for tea pot 

cover 
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Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Tea Pot 

Cover 

Equal 

variances 

assumed 0.115 0.735 -0.548 106.000 0.585 -0.318 

 Equal 

variances 

not 

assumed   -0.548 67.073 0.585 -0.318 

 

So, the significance value of equal variances assumed is considered, which is 0.585. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for tea pot cover 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

tea pot cover 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Teapot Cover 21-35 56 3.482 2.809 

 >35 52 4.173 2.792 
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To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Tea Pot 

Cover 

Equal 

variances 

assumed 0.058 0.811 -1.281 106.000 0.203 -0.691 

 Equal 

variances 

not 

assumed   -1.281 105.503 0.203 -0.691 

 

So, the significance value of equal variances assumed is considered, which is 0.203. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

 

4.3.5.9 Wall-hang 

 

 

  

 

    

 

 

Wall Hang Mean  6 

 Median  6 

 Variance  4.654206 

 Std. Deviation 2.157361 

 Skewness -1.24612 

 Kurtosis  0.651369 
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The product scores 6 on an average in the attitude scale 

of 1 to 8 (8 = most favorable).  It is higher than the cut 

off point 4.5. It shows the segment has a highly positive 

attitude towards cushion cover.  

 

Again, a positive kurtosis indicates that there is cluster 

in the distribution, and the value (0.651) is approaching 

towards 1, which shows a moderately high peak. At the 

same time, the distribution is negatively skewed which 

indicates here are greater amount of values in higher 

end. So it can be deduced that attitudes cluster around 

the positive side, which is reflected in the mean. Again 

standard deviation is 2.15, that means the values are 

dispersed from the mean and cluster around the higher end. 

 

Attractiveness of the product 

To test the attitude of target market towards the products, one sample t-test has been used  

 

H0 =   the mean is less than or equal to 4 (µ≤4) 

H1 =   the mean is more than 4 (µ>4) 

 

One-Sample 

Statistics 

        

  N Mean Std. Deviation   

Wall Hangs 108 6 2.157   

 Test value= 4 t df Sig. (1-tailed) Mean Difference 

Wall Hangs 9.634 107 0.000 2.00 

 

 

From the table above, it can be seen that the significance level for one tailed one-sample t-test is 

below 0.05. Thus there is significant difference between the mean and the test value. Thus the null 

hypothesis is failed to be accepted  

 

H0: The segment of upper class who wants diversification in household category does not have a 

negative attitude regarding wall hang made of Jamdani. 
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H1: The segment of upper class who wants diversification in household category has a negative 

attitude regarding wall hang made of Jamdani. 

Therefore, from the results of descriptive statistics and one sample t-test, the NULL HYPOTHESIS IS 

ACCEPTED since mean for the category is greater than 4.  

 

Identifying Segments 

 

In order to identify micro segments, it must be tested if attitude towards a product vary according 

to different gender groups and/or different age groups. To measure that, independent sample t-test 

has been used to find whether there are significant differences from the attitude of one division of 

the group from the other division.  

 

a) Gender Groups 

 

H1: There is significant difference between males and females regarding preference for wall hang 

From independent sample t-test, it is observed that there is a difference of means of attitude 

between males and females regarding this product (table). 

Group Statistics     

  Gender N Mean Std. 

Deviation 

Wall Hangs Male 35 6.26 2.08 

 female 73 5.88 2.20 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 

on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

 

 

 

 

 

 

 

 

 

 

H0: There is no significant difference between males and females regarding preference for wall hang 
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Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Tea Pot 

Cover 

Equal 

variances 

assumed 0.293 0.589 0.857 106.000 0.394 0.380 

 Equal 

variances 

not 

assumed   0.874 70.692 0.385 0.380 

 

So, the significance value of equal variances assumed is considered, which is 0.394. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of males and females. 

Null hypothesis is accepted. 

 

b) Age Group 

 

H0: There is no significant difference between age group of 21-35 and 35 above regarding the     

preference for wall hang 

H1: There is significant difference between age group of 21-35 and above regarding preference for 

wall hang 

From independent sample t-test, it is observed that there is difference of means of attitude 

between two age groups (Group 1= 21-35, Group 2= above 35) regarding this product (table). 

Group Statistics     

  Age N Mean Std. 

Deviation 

Wall Hangs 21-35 56 6.000 2.036 

 >35 52 6.000 2.301 

 

To test if this difference is significant or not, that is if the difference of attitude did not incur 

because of chance, we assume a confidence level of 95% and compare the significance value based 
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on that. As observed from table below, Leven’s test is not significant. The two variances are not 

significantly different. 

Independent Samples 

Test 

      

    Levene's 

Test for 

Equality of 

Variances 

 t-test for 

Equality 

of Means 

   

  F Sig. t df Sig. (2-

tailed) 

Mean 

Difference 

Wall Hang Equal 

variances 

assumed 1.145 0.287 0.000 106.000 1.000 0.000 

 Equal 

variances 

not 

assumed   0.000 102.083 1.000 0.000 

 

So, the significance value of equal variances assumed is considered, which is 1.00. Considering 

assumed confidence level, this test indicates the difference between two means is not significant. 

So, there is no significant difference between the attitudes of these two age groups. 

Null hypothesis is accepted 

 

Further Findings on Household & Decor 

 

So, in household category 

 

It has already been tested which décor items upper class may want made of jamdani. But as 

qualitative studies indicated there are some more variables that may be tested to get a complete 

picture. So the respondents who want diversification in household items may be have a more 

favorable attitude towards the category if designs are different. Again, to which extent the segment 

wants diversification or in other words, how much diversification the segment wants this should 

also be tested. Thus next section further analyses such attitude to get overall view on the upper 

class’s take on household decors. 
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Hypothesis Significance 

level 

(cut off value 

0.05) 

Result of testing 

H0: There is no significant difference between age group of 21-

35 and age group of >35 regarding preference for lamp shade 

H1: There is significant difference between age group of 21-35 

and age group of >35 regarding preference for lamp shade 

 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males  and 

females regarding preference for lamp shade 

H1: There is significant difference between males  and females 

regarding preference for lamp shade 

 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between age group of 21-

35 and 35 above regarding the     preference for curtain 

H1: There is significant difference between age group of 21-35 

and above regarding preference for curtain 

 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males  and 

females regarding preference for curtain 

H1: There is significant difference between males  and females 

regarding preference for curtain 

 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between age group of 21-

35 and 35 above regarding the     preference for partition 

H1: There is significant difference between age group of 21-35 

and 35 above regarding preference for partition 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males  and 

females regarding preference for partition 

H1: There is significant difference between males  and females 

regarding preference for partition 

 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between age group of 21-

35 and age group of >35 regarding preference for table cloth 

H1: There is significant difference between age group of 21-35 

and age group of >35 regarding preference for table cloth 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males  and 

females regarding preference for table cloth 

H1: There is significant difference between males  and females 

Independent 

Sample T-test 

H0 is Accepted 
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regarding preference for table cloth 

H0: There is no significant difference between age group of 21-

35 and age group of >35 regarding preference for cushion cover 

H1: There is significant  difference between age group of 21-35 

and age group of >35 regarding preference for cushion cover 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males and 

females regarding preference for cushion cover 

H1: There is significant difference between males and females 

regarding preference for cushion cover 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between age group of 21-

35 and age group of >35 regarding preference for sofa cover 

H1: There is significant difference between age group of 21-35 

and age group of >35 regarding preference for sofa cover 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males and 

females regarding preference for sofa cover 

H1: There is significant difference between males and females 

regarding preference for sofa cover 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between age group of 21-

35 and age group of >35 regarding preference for rug 

H1: There is significant difference between age group of 21-35 

and age group of >35 regarding preference for rug 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males and 

females regarding preference for rug 

H1: There is significant difference between males and females 

regarding preference for rug 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between age group of 21-

35 and age group of >35 regarding preference for tea pot cover 

H1: There is significant difference between age group of 21-35 

and age group of >35 regarding preference for tea pot cover 

Independent 

Sample T-test 

H0 is Accepted 

H0: There is no significant difference between males and 

females regarding preference for wall hang 

H1: There is significant difference between males and females 

regarding preference for wall hang 

Independent 

Sample T-test 

H0 is Accepted 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding table cloth made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding table cloth 

made of Jamdani. 

One Sample T-

test 

H0 is Accepted 
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H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding Lamp shade made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding Lamp 

shade made of Jamdani. 

 

One sample T-

test 

H0 is Accepted 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding curtain made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding curtain 

made of Jamdani. 

 

One sample T-

test 

H0 is Accepted 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding partition made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding partition 

made of Jamdani. 

 

One sample T-

test 

H1 is Accepted 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding sofa cover made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding sofa cover 

made of Jamdani. 

 

One Sample T-

test 

H0 is Accepted 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding cushion cover made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding cushion 

cover made of Jamdani. 

 

One Sample T-

test 

H0 is Accepted 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding rug made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding rug made 

One sample T-

test 

H1 is Accepted 
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4.3.6 Analysis of Gifts 

 

From the pie chart above it can be seen that 73% of the population want diversified use of Jamdani 

in the gifts category, which is a substantial percentage. Further attitude testing of individual 

products in this category will consider only this segment of the respondents who wants diversified 

use of Jamdani in gifts category.  

 
 

 

 

of Jamdani. 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding tea pot cover made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding tea pot 

cover made of Jamdani. 

 

 

One sample T-

test 

H1 is Accepted 

 

H0: The segment of upper class who wants diversification in 

household category does not have any negative attitude 

regarding wall hang made of Jamdani. 

H1: The segment of upper class who wants diversification in 

household category has a negative attitude regarding wall hang 

made of Jamdani. 

 

One sample T-

test 

H0 is Accepted 
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4.3.6.1 Greetings Card 

 

H0: Upper class does not have negative attitude towards diversified use of Jamdani in greetings 

card 

H1: Upper class has negative attitude towards diversified use of Jamdani in greetings card 

 

 

 

 

 

 

 

 

 

 

 

Among the items within the gifts category the most 

popular is greetings card with mean of 5.12 on a 

scale of 8. People are moderately enthusiastic about 

this product.  The standard deviation is 2.4 from the 

mean indicating that the data is very dispersed from 

the mean and this is affirmed by kurtosis of -1 

indicating that the distribution is very flat. The 

distribution is negatively skewed, towards the 

positive end since the skewness is -.59. From the 

histogram it can be observed that most of the data 

cluster around 6-8. From the Q-Q plot it can be seen that it is S shaped indicating that the data are 

skewed. The detrended Q-Q plot affirms that the data have deviated to a large extent from the 

mean.  Thus the mean is not very representative. 

 

One sample T test: 

H0: the mean is less than or equal to 4 (µ≤4) 

H1: the mean is more than 4 (µ>4) 

  

 

 

 

 

     Statistic Std. 

Error 

Greetings Card Mean  5.12 0.24 

 Median  6.00  

 Std. Deviation 2.44  

 Minimum 1.00  

 Maximum 8.00  

 Skewness -0.59 0.24 

 Kurtosis  -1.00 0.47 
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One-Sample Test 

 

  

Test Value = 4 

t df Sig.  

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Greetings Card 4.664 103 .000 1.115 .64 1.59 

 

 

 From one sample t test it can be seen that the significance level is below 0.05 indicating that there 

is significant difference between mean and cutoff point/test value. So the null hypothesis cannot be 

accepted, that is the alternate hypothesis is accepted.  

So both from descriptive statistics and one sample T test it can be concluded that upper class does 

not have a negative attitude towards diversified use of Jamdani in greeting card. 

 

Identifying Segments: 

 

 Gender: 

H0: There is no significant difference between male and female regarding preference for Greetings 

card  

H1: There is significant difference between male and female regarding preference for Greetings card 

 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Greetings 

Card 

Equal variances 

assumed 
3.809 0.054 

1.892 102.000 0.061 

 Equal variances 

not assumed 
1.964 75.704 0.049 

 

From Independent sample T test between greetings card and gender, the significance level (2 tailed) 

is 0.049 indicating that there is significant difference between both genders regarding preference 

for greetings card. So alternate hypothesis is accepted. 
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Age Groups: 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for Greetings card  

H1: There is significant difference between age group of 21-35 and above 35 regarding preference 

for Greetings card 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Greetings 

Card 

Equal variances 

assumed 
14.978 0.000 

-4.095 102.000 0.000 

 Equal variances 

not assumed 
-4.162 99.259 0.000 

 

From Independent sample T test between greetings card and age group, the significance level (2 

tailed) is 0.000 indicating that there is significant difference between both age groups regarding 

preference for greetings card. So alternate hypothesis is accepted.   

        

 Gender N Mean Std. Deviation Std. Error 

Mean 

Greetings Card Male 35 5.743 2.227 0.377 

 female 69 4.797 2.495 0.300 

        

Male segment of the respondents have a much more favorable attitude (mean 5.74) toward 

greetings card compared to the female segment (mean 4.9).  However the standard deviations for 

both these groups are very high which is 2.22 for the male segment and 2.5 for the male segment.  

The data are very dispersed from mean. This indicates that the attractiveness for this product will 

vary from person to person within both the male and female segment. It will not follow uniformity 

among the members.   

 

 Age N Mean Std. Deviation Std. Error 

Mean 

Greetings Card 21-35 55 4.255 2.547 0.343 

 >35 49 6.082 1.913 0.273 
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Respondents of age above 35 have more favorable attitude towards greetings cards (mean 6.15) 

compared to age group of 21-35 (mean 4.38).  However the standard deviations for these segments 

are quite high which is 2.55 and 1.9 respectively. The data are very dispersed from the mean, 

especially for the age segment of 21-35.  This indicates that the attractiveness for this product will 

vary from person to person within both the age groups. It will vary a lot for age group above 35.   

The Levene’s test of equality of error variances for greetings card is 0.000 which suggests that the 

variance of dependent variable or greetings card across the groups is not equal.  

The most attractive demographic segment for this product is male of age above 35. The mean for 

this segment is 6.55. Females above age 35 are also moderately attractive segment for this product. 

The mean for this segment is 5.76. However the standard deviations of the segments are high which 

means that the data are dispersed from the mean. Attractiveness of this product among these 

segments will vary widely from person to person. Not everyone in each segment will want the 

product strongly.   

 

 

4.3.6.2 File Cover 

 

H0: Upper class does not have negative attitude towards diversified use of Jamdani in file cover 

H1: Upper class has negative attitude towards diversified use of Jamdani in file cover 

 

 

 

 

 

 

 

 

 

 

For file cover the mean is only 3.22 on a scale of 8 which is 

in the negative zone, below the neutral area. The standard 

deviation is 2.6 from the mean indicating that the data is 

very dispersed from the mean and this is affirmed by 

kurtosis of -1 indicating that the distribution is very flat. The 

distribution is positively skewed towards the negative end 

since the skewness in 0.631. From the histogram it can be 

seen that most of the values cluster around 1-2. From the 

Q-Q plot it can be seen that it is S shaped indicating that the 

     Statistic Std. Error 

File 

Cover 

Mean  3.22 0.26 

 Std. Deviation 2.61  

 Minimum 1.00  

 Maximum 8.00  

 Skewness 0.63 0.24 

 Kurtosis  -1.22 0.47 
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data are skewed. The detrended Q-Q plot affirms that the data have deviated to a large extent from 

the mean.  Thus the mean is not very representative. 

 

One sample T test: 

H0: mean is greater than 4 (µ>4) 

H1: mean is less than equal to 4 (µ≤4) 

 One-Sample Test 

 

  

Test Value = 4 

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

File Cover -3.047 103 .003 -.779 -1.29 -.27 

From one sample t test it can be seen that the significance level is below 0.05 indicating that there 

is significant difference between mean and cutoff point. So the null hypothesis cannot be accepted, 

that is the alternate hypothesis is accepted.  

So both from descriptive statistics and one sample T test it can be concluded that upper class has 

a negative attitude towards diversified use of Jamdani in file cover. 

 

Identifying Segments: 

 

Gender 

H0: There is no significant difference between male and female regarding preference for file cover 

H1: There is significant difference between male and female regarding preference for file cover 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

File cover Equal variances 

assumed 
0.424 0.516 

-0.854 102.000 0.395 

 Equal variances 

not assumed 
-0.855 68.616 0.396 

 

From Independent sample T test between file cover and gender, the significance level (2 tailed ) is 

0.395 indicating that there is not any significant difference between both genders regarding 

preference for file cover. So null hypothesis is accepted. 
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Age Group 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for file cover  

H1: There is significant difference between age group of 21-35 and above 35 regarding preference 

for file cover 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

File cover Equal variances 

assumed 
0.191 0.663 

-0.162 102.000 0.871 

 Equal variances 

not assumed 
-0.163 101.302 0.871 

 

From Independent sample T test between file cover and age group, the significance level (2 tailed ) 

is 0.871 indicating that there is not any significant difference between both age groups regarding 

preference for file cover. So null hypothesis is accepted. 

 

4.3.6.3 Invitation Card  

 

H0: Upper class does not have negative attitude towards diversified use of Jamdani in invitation 

card 

H1: Upper class has negative attitude towards diversified use of Jamdani in invitation card 

 

 Gifts   Statistic Std. Error 

Invitation 

Card 

yes Mean  4.86 0.26 

  Std. Deviation 2.62  

  Minimum 1.00  

  Maximum 8.00  

  Skewness -0.43 0.24 

  Kurtosis  -1.35 0.47 
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For invitation card the mean is 4.86 which is 

around the neutral zone. The standard 

deviation is 2.6 from the mean indicating that 

the data is very dispersed from the mean and 

this is affirmed by kurtosis of -1.3 indicating 

that the distribution is very flat. The distribution 

is negatively skewed, towards the positive end 

since the skewness is-.43. From the histogram it 

can be observed that most of the data cluster 

around 6-8. From the Q-Q plot it can be seen 

that it is S shaped indicating that the data are 

skewed. The detrended Q-Q plot affirms that 

the data have deviated to a large extent from 

the mean.  Thus the mean is not very representative. 

 

One sample T test: 

H0: the mean is less than or equal to 4 (µ≤4) 

H1: the mean is more than 4 (µ>4) 

 One-Sample Test 

 

  

Test Value = 4 

t df Sig.  

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Invitation Card 3.331 103 .000 .856 .35 1.37 

 

 

 From one sample t test it can be seen that the significance level is below 0.05 indicating that there 

is significant difference between mean and cutoff point/test value. So the null hypothesis cannot be 

accepted, that is the alternate hypothesis is accepted.  

So both from descriptive statistics and one sample t test it can be concluded that upper class does 

not have a negative attitude towards diversified use of Jamdani in invitation card. 

 

Identifying Segments: 
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Gender: 

H0: There is no significant difference between male and female regarding preference for invitation 

card 

H1: There is significant difference between male and female regarding preference for invitation card 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Invitation 

card 

Equal variances 

assumed 
0.552 0.459 

1.034 102.000 0.304 

 Equal variances 

not assumed 
1.042 69.835 0.301 

 

From Independent sample T test between invitation card and gender, the significance level (2 tailed 

) is 0.301 indicating that there is not any significant difference between both genders regarding 

preference for invitation card. So null hypothesis is accepted. 

 

Age group: 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for invitation card  

H1: There is significant difference between age group of 21-35 and above 35 regarding preference 

for invitation card 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Invitation  

Card 

Equal variances 

assumed 
0.000 0.984 

-0.980 102.000 0.330 

 Equal variances 

not assumed 
-0.979 100.371 0.330 

 

From Independent sample T test between invitation card and age group, the significance level (2 

tailed ) is 0.330 indicating that there is not any significant difference between both age groups 

regarding preference for invitation card. So null hypothesis is accepted. 
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4.3.6.4 Ornaments Box 

 

H0: Upper class does not have negative attitude towards diversified use of Jamdani in ornaments 

box 

H1: Upper class has negative attitude towards diversified use of Jamdani in ornaments box 

   Statistic Std. Error 

Ornaments 

Box 

Mean  1.19 0.10 

 Std. Deviation 0.98  

 Minimum 1.00  

 Maximum 7.00  

 Skewness 5.03 0.24 

 Kurtosis  24.30 0.47 

 

For ornaments box the mean is only 1.19 on a 

scale of 8 which is negative. The reason can be 

that very few respondents voted for 

ornaments box. The standard deviation is 

0.976 and kurtosis is 24 indicating that the 

distribution has a very narrow peak. The 

distribution is very positively skewed towards 

the negative end since the skewness in 5.02. 

From the histogram it can be seen that most 

of the values cluster in 1.  

 

One sample T test: 

H0: mean is greater than 4 (µ>4) 

H1: mean is less than equal to 4 (µ≤4) 

 One-Sample Test 

 

  Test Value = 4 

  t df 

Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence Interval of the 

Difference 

          Lower Upper 

File 

Cover 
-3.047 103 .003 -.779 -1.29 -.27 
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From one sample t test it can be seen that the significance level is below 0.05 indicating that there 

is significant difference between mean and cutoff point. So the null hypothesis cannot be accepted, 

that is the alternate hypothesis is accepted.  

 

So both from descriptive statistics and one sample T test it can be concluded that upper class has 

a negative attitude towards diversified use of Jamdani in ornaments box. 

 

Identifying Segments: 

 

Gender: 

H0: There is no significant difference between male and female regarding preference for ornaments 

box 

H1: There is significant difference between male and female regarding preference for ornaments 

box 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Ornaments 

box 

Equal variances 

assumed 
9.340 0.003 

-1.438 102.000 0.153 

 Equal variances 

not assumed 
-2.024 68.000 0.047 

 

From Independent sample T test between greetings card and gender, the significance level (2 tailed 

) is 0.153 indicating that there is not any significant difference between both genders regarding 

preference for ornaments box. So null hypothesis is accepted 

 

Age Groups: 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for invitation card  

H1: There is significant difference between age group of 21-35 and above 35 regarding preference 

for invitation card 
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Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Ornaments 

box 

Equal variances 

assumed 
7.597 0.007 

-1.328 102.000 0.187 

 Equal variances 

not assumed 
-1.275 62.604 0.207 

 

From Independent sample T test between file cover and age group, the significance level (2 tailed) 

is 0.207 indicating that there is not any significant difference between both age groups regarding 

preference for ornaments box. So null hypothesis is accepted 

 

Among the gifts category the possible products that can be introduced are- greetings card and 

invitation card. Since people are either positive or almost neutral about these products, with 

proper marketing it can be possible to create a positive attitude for these products. For greetings 

card segmentation is possible. The most attractive demographic segment for this product is male 

of age above 35. 

 

Hypothesis Test Conducted Result of testing 

H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

Greetings card  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for 

Greetings card  

 

Independent 

Sample t test 

Accept H1 

H0: There is no significant difference between male and 

female regarding preference for Greetings card  

H1: There is significant difference between male and 

female regarding preference for Greetings card 

 

Independent 

Sample t test 

Accept H1 
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H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

file cover  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for file 

cover  

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between male and 

female regarding preference for file cover 

H1: There is significant difference between male and 

female regarding preference for file cover 

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

invitation card  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for 

invitation card 

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between male and 

female regarding preference for invitation card 

H1: There is significant difference between male and 

female regarding preference for invitation card 

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

ornaments box  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for 

ornaments box 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between male and 

female regarding preference for ornaments box 

H1: There is significant difference between male and 

female regarding preference for ornaments box 

 

Independent 

Sample t test 

Accept H0 
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4.3.7 Analysis of Accessories 

 
From the pie chart above it can be seen that 69% of the population want diversified use of Jamdani 

in the accessories category, which is a substantial percentage. Further attitude testing of individual 

products in this category will consider only this segment of the respondents who wants diversified 

use of Jamdani in accessories category.  

  

4.3.7.1 Complete Package 

 

H0: Upper class does not have a negative attitude toward use of Jamdani in complete package 

H1: Upper class has a negative attitude toward use of Jamdani in complete package.  

 

     Statistic Std. Error 

Complete 

Package 

Mean  4.47 0.29 

 Std. Deviation 2.86  

 Minimum 1.00  

 Maximum 8.00  

 Skewness -0.12 0.24 

 Kurtosis  -1.67 0.48 

 

For complete package, the mean is 4.47 which is 

around the neutral zone. The standard deviation is 

2.86 from the mean indicating that the data is very 

dispersed from the mean and this is affirmed by 

kurtosis of -1.67 indicating that the distribution is 

very flat. The distribution is negatively skewed, 

towards the positive end since the skewness is -.12. 
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From the histogram it can be observed that most of the data cluster around 6-8. From the Q-Q plot 

it can be seen that it is S shaped indicating that the data are skewed. The detrended Q-Q plot 

affirms that the data have deviated to a large extent from the mean. Thus the mean is not very 

representative. 

 

One sample T test: 

 

H0: the mean is less than or equal to 4 (µ≤4) 

 

H1: the mean is more than 4 (µ>4) 

   

One-Sample Test 

  

Test Value = 4 

t df Sig.  

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Complete Package 1.651 98 0.049 .475 -.10 1.05 

 

From one sample t test it can be seen that the significance level is below 0.049 indicating that there 

is significant difference between mean and cutoff point/test value. So the null hypothesis cannot be 

accepted, that is the alternate hypothesis is accepted.  

 

So both from descriptive statistics and one sample t test it can be concluded that upper class does 

not have a negative attitude towards diversified use of Jamdani in complete package. 

 

Identifying Segments 

 

Gender: 

H0: There is no significant difference between male and female regarding preference for complete 

package  

H1: There is significant difference between male and female regarding preference for complete 

package 
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Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Complete 

package 

Equal variances 

assumed 1.499 

 

0.224 

 

1.872 97.000 0.064 

 Equal variances 

not assumed 
1.903 51.269 0.063 

  

 From Independent sample T test between complete package and gender, the significance level (2 

tailed) is 0.063 indicating that there is not any significant difference between both genders 

regarding preference for complete package. So null hypothesis is accepted.  

 

 

Age group: 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for complete package  

H1: There is  significant difference between age group of 21-35 and above 35 regarding preference 

for complete package 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Complete 

package 

Equal variances 

assumed 
2.034 0.157 

-0.502 97.000 0.617 

 Equal variances 

not assumed 
-0.505 96.519 0.615 

 

From Independent sample T test between complete package and age group, the significance level (2 

tailed) is 0.615 indicating that there is not any significant difference between either age groups 

regarding preference for complete package. So null hypothesis is accepted. 
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4.3.7.2 Shoes 

 

     Statistic Std. Error 

Shoes Mean  2.90 0.25 

 Std. Deviation 2.51  

 Minimum 1.00  

 Maximum 8.00  

 Skewness 0.83 0.24 

 Kurtosis  -1.03 0.48 

 

For shoes the mean is only 2.9 on a scale of 8 which is in the 

negative zone, below the neutral area. The standard deviation is 

2.51 from the mean indicating that the data is very dispersed from 

the mean and this is affirmed by kurtosis of -1.03 indicating that the 

distribution is relatively flat. The distribution is positively skewed 

towards the negative end since the skewness in 0.83. From the 

histogram it can be seen that most of the values cluster around 1-2. 

From the Q-Q plot it can be seen that it is S shaped indicating that 

the data are skewed. The detrended Q-Q plot affirms that the data 

have deviated to a large extent from the mean.  Thus the mean is not very representative. 

 

One sample T test: 

H0: mean is greater than 4 (µ>4) 

H1: mean is less than equal to 4 (µ≤4) 

 One-Sample Test 

 

  

Test Value = 4 

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Shoes -4.373 98 .000 -1.101 -1.60 -.60 

 

 

From one sample t test it can be seen that the significance level is below 0.05 indicating that there 

is significant difference between mean and cutoff point. So the null hypothesis cannot be accepted, 

that is the alternate hypothesis is accepted.  
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So both from descriptive statistics and one sample T test it can be concluded that upper class has 

a negative attitude towards diversified use of Jamdani in shoes. 

 

Identifying segments: 

 

Gender: 

H0: There is no significant difference between male and female regarding preference for shoes 

H1: There is significant difference between male and female regarding preference for shoes 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Shoes Equal variances 

assumed 
1.923 0.169 

0.785 97.000 0.434 

 Equal variances 

not assumed 
0.752 45.563 0.456 

 

From Independent sample T test between shoes and gender, the significance level (2 tailed) is 0.456 

indicating that there is not any significant difference between both genders regarding preference 

for shoes. So null hypothesis is accepted. 

 

Age Group: 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for shoes 

H1: There is  significant difference between age group of 21-35 and above 35 regarding preference 

for shoes 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Shoes Equal variances 

assumed 
0.007 0.935 

0.349 97.000 0.728 

 Equal variances 

not assumed 
0.349 95.196 0.728 
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From Independent sample T test between shoes and age group, the significance level (2 tailed) is 

0.728 indicating that there is not any significant difference between both age groups regarding 

preference for shoes. So null hypothesis is accepted. 

 

4.3.7.3 Purse: 

 

     Statistic Std. Error 

Purse Mean  5.18 0.26 

 Std. Deviation 2.56  

 Minimum 1.00  

 Maximum 8.00  

 Skewness -0.65 0.24 

 Kurtosis  -1.05 0.48 

 

Among the items within the accessories category the most popular is purse with mean of 5.18 on a 

scale of 8. People are moderately enthusiastic about this product.  The standard deviation is 2.56 

from the mean indicating that the data is very dispersed from the mean and this is affirmed by 

kurtosis of -1.05 indicating that the distribution is very flat. The distribution is negatively skewed, 

towards the positive end since the skewness is -.65. From the histogram it can be observed that 

most of the data cluster around 5-8. From the Q-Q plot it can be seen that it is S shaped indicating 

that the data are skewed. The detrended Q-Q plot affirms that the data have deviated to a large 

extent from the mean.  Thus the mean is not very representative. 

 

One sample T test: 

H0: the mean is less than or equal to 4 (µ≤4) 

H1: the mean is more than 4 (µ>4) 

 One-Sample Test 

 

  

Test Value = 4 

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Purse 4.585 98 .000 1.182 .67 1.69 
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 From one sample t test it can be seen that the significance level is below 0.000 indicating that there 

is significant difference between mean and cutoff point/test value. So the null hypothesis cannot be 

accepted, that is the alternate hypothesis is accepted.  

So both from descriptive statistics and one sample t test it can be concluded that upper class does 

not have a negative attitude towards diversified use of Jamdani in purse. 

 

Identifying Segments 

 

Gender: 

H0: There is no significant difference between male and female regarding preference for purse 

H1: There is significant difference between male and female regarding preference for purse 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Purse Equal variances 

assumed 
1.059 0.306 

-1.053 97.000 0.295 

 Equal variances 

not assumed 
-1.015 46.096 0.315 

 

From Independent sample T test between purse and gender, the significance level (2 tailed ) is 

0.315 indicating that there is not any significant difference between both genders regarding 

preference for purse. So null hypothesis is accepted. 

 

Age Group: 

H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for purse  

H1: There is significant difference between age group of 21-35 and above 35 regarding preference 

for purse 
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Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Purse Equal variances 

assumed 
0.659 0.419 

0.813 97.000 0.418 

 Equal variances 

not assumed 
0.810 93.641 0.420 

 

From Independent sample T test between purse and age group, the significance level (2 tailed ) is 

0.420 indicating that there is not any significant difference between both age groups regarding 

preference for purse. So null hypothesis is accepted. 

 

4.3.7.4 Ornaments 

 

     Statistic Std. Error 

Ornaments Mean  3.75 0.28 

 Std. Deviation 2.76  

 Minimum 1.00  

 Maximum 8.00  

 Skewness 0.24 0.24 

 Kurtosis  -1.68 0.48 

 

For ornaments the mean is 3.75 on a scale of 8 which is in the negative zone (below 4), below the 

neutral area. The standard deviation is 2.76 from the mean indicating that the data is very dispersed 

from the mean and this is affirmed by kurtosis of -1.68 indicating that the distribution is relatively 

flat. The distribution is positively skewed towards the negative end since the skewness in 0.24. The 

peak is close to the mean. From the histogram it can be seen that most of the values cluster around 

1-2. However there is another small peak near 5-7, but since the frequency in the 1-2 region is 

higher it offsets the smaller peak. From the Q-Q plot it can be seen that it is S shaped indicating that 

the data are skewed. The detrended Q-Q plot affirms that the data have deviated to a large extent 

from the mean.  Thus the mean is not very representative. 

 

One sample T test: 

H0: mean is greater than 4 (µ>4) 

H1: mean is less than equal to 4 (µ≤4) 
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 One-Sample Test 

 

  

Test Value = 4 

t df Sig.  

Mean 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Ornaments -.911 98 .182 -.253 -.80 .30 

 

  

From one sample t test it can be seen that the significance level is above 0.05 indicating that there 

is significant difference between mean and cutoff point. So the null hypothesis is accepted. Though 

the mean for this product is below the cutoff level, it is still very close to it. Whatever difference is 

there might be due to sampling. The occurrence of the mean below cutoff level is due to chance. 

So both from descriptive statistics and one sample T test it can be concluded that the upper class 

does not have negative attitude towards diversified use of Jamdani in ornaments. 

 

Identifying Segments: 

 

Gender 

H0: There is no significant difference between male and female regarding preference for ornaments 

H1: There is significant difference between male and female regarding preference for ornaments 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Ornaments Equal variances 

assumed 
0.228 0.634 

0.733 97.000 0.466 

 Equal variances 

not assumed 
0.739 50.498 0.463 

 

From Independent sample T test between ornaments and gender, the significance level (2 tailed ) is 

0.463 indicating that there is not any significant difference between both genders regarding 

preference for ornaments. So null hypothesis is accepted. 

 

Age group: 
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H0: There is no significant difference between age group of 21-35 and above 35 regarding 

preference for ornaments  

H1: There is  significant difference between age group of 21-35 and above 35 regarding preference 

for ornaments 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Ornaments Equal variances 

assumed 
1.965 0.164 

0.392 97.000 0.696 

 Equal variances 

not assumed 
0.394 96.643 0.694 

 

From Independent sample T test between ornaments and age group, the significance level (2 tailed 

) is 0.694 indicating that there is not any significant difference between both age groups regarding 

preference for ornaments. So null hypothesis is accepted. 

 

The products under accessories that can be introduced are-complete package,  purse and 

ornaments. Since people are either positive or almost neutral about these products, with proper 

marketing it can be possible to create a positive attitude for these products. Another major 

finding can be that though the consumers of some of these products are female, the male 

segment of the population are quite enthusiastic about the products, indicating that they might 

buy it as gift for their female friends/family members.   

 

 

Hypothesis Test Conducted Result of testing 

H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

complete package  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for 

complete package  

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between male and 

female regarding preference for complete package  

H1: There is significant difference between male and 

female regarding preference for complete package 

Independent 

Sample t test 

Accept H0 
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H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

shoes 

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for shoes  

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between male and 

female regarding preference for shoes 

H1: There is significant difference between male and 

female regarding preference for shoes 

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

purse  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for purse 

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between male and 

female regarding preference for purse 

H1: There is significant difference between male and 

female regarding preference for purse 

 

Independent 

Sample t test 

Accept H0 

H0: There is no significant difference between age 

group of 21-35 and above 35 regarding preference for 

ornaments  

H1: There is  significant difference between age group 

of 21-35 and above 35 regarding preference for 

ornaments 

Independent 

Sample t test 

Accept H0 
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H0: There is no significant difference between male and 

female regarding preference for ornaments 

H1: There is significant difference between male and 

female regarding preference for ornaments 

Independent 

Sample t test 

Accept H0 

 

Hypothesis Test Conducted Result of testing 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in greetings card.  

H1: Upper class has a negative attitude toward use of 

Jamdani in greetings card.  

 

One Sample t 

test 

Accept H0 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in file cover 

H1: Upper class has a negative attitude toward use of 

Jamdani in file cover.  

 

One Sample t 

test 

Accept H1 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in invitation card 

H1: Upper class has a negative attitude toward use of 

Jamdani in invitation card.  

  

One Sample t 

test 

Accept H0 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in ornaments box 

H1: Upper class has a negative attitude toward use of 

Jamdani in ornaments box.  

 

One Sample t 

test 

Accept H0 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in complete package 

H1: Upper class has a negative attitude toward use of 

Jamdani in complete package.  

 

One Sample t 

test 

Accept H0 
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H0: Upper class does not have a negative attitude 

toward use of Jamdani in shoes 

H1: Upper class has a negative attitude toward use of 

Jamdani in shoes.  

 

One Sample t 

test 

Accept H1 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in purse 

H1: Upper class has a negative attitude toward use of 

Jamdani in purse 

One Sample t 

test 

Accept H0 

H0: Upper class does not have a negative attitude 

toward use of Jamdani in ornaments 

H1: Upper class has a negative attitude toward use of 

Jamdani in ornaments.  

One Sample t 

test 

Accept H0 

 

4.3.8 Wedding Theme 

 

Null Hypothesis: Upper class does not have negative attitude towards use of Jamdani as wedding 

theme. 

Alternate Hypothesis: Upper class has negative attitude towards use of Jamdani as wedding theme. 

 

 

  

N Valid 143 

Missing 7 

Mean 3.87 

Std. Deviation 1.830 

Skewness -.447 

Std. Error of Skewness .203 

Kurtosis -1.125 

Std. Error of Kurtosis .403 

Minimum 1 

Maximum 7 
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Histogram

On a scale of 7 the mean for this variable is 3.87 which 

around the neutral zone. The standard deviation is 

1.830 indicating that the values are quite dispersed 

from the mean.  This indicates that attitude towards 

this concept varies from person to person at a large 

extent. The distribution is slightly negatively skewed 

since the skewness is -.447 and since the kurtosis is -

1.1 the distribution is very flat. Majority (60.7%) of the 

responses are clustered around 4-6. This can also be 

affirmed from the histogram. Since the mean is above 

the acceptance point (3 and above) the null 

hypothesis can be accepted. However given the value 

of skewness, standard deviation and kurtosis this 

value of mean is not very representative. 

 

One Sample T test: 

H0: mean for attitude of the upper class is negative µ≤3 

H1: mean for attitude of the upper class is not negative µ> 3 

 One-Sample Test 

 

  

Test Value = 3 

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Wedding Theme 4.969 142 .000 .762 .46 1.07 

 

 

From one sample T test it can be seen that the significance level is 0 which is below 0.05. This 

means that there is significant difference between the observed mean and the cutoff value or test 

value. So the null hypothesis cannot be accepted.  Which means the alternate hypothesis is 

accepted.    

The upper class does not have negative attitude towards diversified use of Jamdani as wedding 

theme. 

 

Identifying Segments: 
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Gender: 

H0: There is no significant difference between male and female upper class regarding preference for 

Jamdani wedding theme 

H1: There is significant difference between male and female upper class regarding preference for 

Jamdani wedding theme 

 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Wedding 

theme 

Equal variances 

assumed 
6.900 0.010 

2.055 141.000 0.042 

 Equal variances 

not assumed 
2.186 99.886 0.031 

From Independent sample T test between wedding theme and gender, the significance level (2 

tailed) is 0.042 indicating that there is significant difference between both genders regarding 

preference wedding theme of Jamdani. So null hypothesis is accepted.  

 

Age: 

H0: There is no significant difference between age group of 21-35 and above 35 of  upper class 

regarding preference for Jamdani wedding theme 

H1: There is significant difference between age group of 21-35 and above 35 of  upper class 

regarding preference for Jamdani wedding theme 

 

 

Independent Samples Test 

    Levene's Test for Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. (2-

tailed) 

Wedding 

theme 

Equal variances 

assumed 
0.000 0.998 

0.484 141.000 0.629 

 Equal variances 

not assumed 
0.484 137.347 0.629 
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From Independent sample T test between wedding theme and age group, the significance level (2 

tailed) is 0.629 indicating that there is no significant difference between both age groups regarding 

preference for wedding theme of jamdani. So null hypothesis is accepted. 

From the tests of between subject effects it can be identified that the significance level considering 

both gender and age group is 0.016. This indicates that there is significant difference regarding 

preference for Jamdani among groups created through considering age group and gender 

simultaneously.  

 Descriptive Statistics 

 

Dependent Variable: WeddingTheme  

Gende

r Age Mean 

Std. 

Deviation N 

Male 21-35 3.75 1.803 20 

>35 4.60 1.354 25 

Total 4.22 1.608 45 

female 21-35 3.86 1.856 57 

>35 3.12 1.900 41 

Total 3.55 1.900 98 

Total 21-35 3.83 1.831 77 

>35 3.68 1.849 66 

Total 3.76 1.835 143 

 

Between the two gender groups, males are more enthusiastic regarding this concept than the 

female segment of the population. The mean for the male segment is 4.22 while the mean for the 

female segment is 3.55. The male segment is positive toward this idea while the female segment is 

round the neutral zone. The standard deviation for male segment is 1.6 while for the female 

segment it is 1.9 which indicates that for both segments the values deviate at large extent from the 

mean especially for the female segment.  

The most reasonably attractive demographic segment for this idea is the 35 up male segment of the 

population. The mean for these segments are 4.6 with a standard deviation of 1.354. This indicates 

that male respondents above 35 are positive about the idea of a wedding theme of jamdani though 

this varies widely among the population since standard deviation is reasonably high. Among the 

female segment of the population, 21-35 aged females are almost positive about this idea since the 

mean is 3.86.  

The male segment of the population is positive towards the idea of diversified use of Jamdani as 

wedding theme while the female segment is neutral. 
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Hypothesis Test Conducted Result of testing 

H0: Upper class does not have negative attitude towards 

use of Jamdani as wedding theme. 

H1: Upper class has negative attitude towards use of 

Jamdani as wedding theme. 

One sample t test Accept H1 

Hypothesis  Result of testing 

H0: There is no significant difference between male and 

female upper class regarding preference for Jamdani 

wedding theme 

H1: There is significant difference between male and 

female upper class regarding preference for Jamdani 

wedding theme 

 

Independent Sample t 

test 

Accept H1 

H0: There is no significant difference between age 

group of 21-35 and above 35 of  upper class regarding 

preference for Jamdani wedding theme 

H1: There is significant difference between age group of 

21-35 and above 35 of  upper class regarding preference 

for Jamdani wedding theme 

Independent Sample t 

test 

Accept H0 

 

 

 

4.3.9 Design Expected 

H0: Upper class does not want same jamdani in their wearable as their household items. 

H1: Upper class wants same jamdani in their wearable as their household items. 

  

  Household&Decor N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Dont want 

wearable jamdani 

as household 

yes 107 4.41 1.676 .162 

no 
17 4.29 1.724 .418 
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The mean for the segment who want diversification in household items has a mean of 4.41 and the 

group that does not want has a mean of 4.29. The cut-off point is above 3. So the means suggest 

both groups agree that they do not want same jamdani in their wearable as their household items. 

   Levene's 

Test for 

Equality of 

Variances 

 t-test 

for 

Equality 

of 

Means 

 

  Sig. t df Sig. (2-

tailed) 

      

Don’t want 

wearable 

jamdani as 

household 

Equal 

variances 

assumed 

0.8765 0.2665 122.0000 0.7903 

 Equal 

variances 

not 

assumed 

 0.2612 21.0996 0.7965 

 

From t-test, significance level indicates that there is no significant difference between this two 

means.  

So, H0 is accepted. Upper class does not want same jamdani in their wearable as their household 

items. 

 

 

 

4.3.10 Extent of Diversification Expected in Household Category 

H0: The segment in upper class that likes jamdani wants high extent of jamdani in their home. 

H1: The segment in upper class that likes jamdani does not want high extent of jamdani in their 

home. 
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 Correlations 

   

Do You Like 

Jamdani? 

Extent Of 

Jamdani 

Do You Like Jamdani? Pearson Correlation 1 .257(**) 

Sig. (2-tailed) . .004 

N 14 3 125 

Extent Of Jamdani Pearson Correlation .257(**) 1 

Sig. (2-tailed) .004 . 

N 125 125 

  

The table indicates that the two variables have a very weak positive correlation (0.257). This 

indicates segments’ preference for jamdani and the extent to which they want jamdani in their 

home moves in the same direction. But, their weak correlation signifies for a change in preference 

level in jamdani, the extent of wanting 

jamdani does not change significantly. Again, 

significance level is 0.004 which indicate 

correlation is reliable. 

To further elaborate the point scatter plot is 

used. The variable of extent of jamdani is used 

against the variable of the respondents’ 

preference for jamdani. Here, as observed 

from the diagram, the cluster is at the right 

most middle of the graph. This indicates that 

even the segment who has rated jamdani 

above 5 on an attitude scale of 8 (1= highly 

unfavorable, 2= highly favorable, so >5 is 

considered positive attitude), resides in the 

middle of the scale of the extent of jamdani 

desired at home. In a scale of 1 to 7, 1 being 

the attitude of keeping only one item of jamdani and 7 being the attitude of decorating the home 

with complete jamdani theme, most of the respondents –even who rated jamdani very favorably 

resides between 2 to 5.   

So, the cluster indicate that even the segment who likes jamdani do not want extensive jamdani at 

their home. 

So, H1 is accepted. The segment who likes jamdani does not want jamdani extensively at their home. 
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PART C 
 

4.4.1 Hypothesis:   

 

Ho: People in the upper class perceive difference in color of Jamdani more than designs of 

Jamdani. 

 

H1: Perception of the upper class towards difference in color of Jamdani does not vary from their 

perception of difference in design of Jamdani. 

 

 

 

  

 

 

 

 

Hypothesis Significance 

level 

(cut off value 

0.05) 

Result of testing 

H0:  There is no significant difference among the groups 

who does not want and who wants diversification of 

jamdani in household items regarding the variable of 

“wanting same jamdani in their wearable as their 

household items”. 

H1:  There is significant difference among the groups 

who does not want and who wants diversification of 

jamdani in household items regarding the variable of 

“wanting same jamdani in their wearable as their 

household items”. 

 

Independent 

sample T-test 

H0 is accepted 

H0: The segment in upper class that likes jamdani wants 

high extent of jamdani in their home. 

H1: The segment in upper class that likes jamdani does 

not want high extent of jamdani in their home 

Correlation & 

Scatter Plot 

H1 is accepted 



160 | P a g e  

 

Two Jamdanis of Same Design Different Color * Two Jamdanis of Different Design Same Color 

Cross tabulation 

 

    

Two Jamdanis of 

Different Design Same 

Color Total 

    Yes No   

Two Jamdanis of 

Same Design 

Different Color 

Yes Count 

19 35 54 

    Expected Count 12.8 41.2 54.0 

    % within Two Jamdanis of Same 

Design Different Color 
35.2% 64.8% 100.0% 

    % within Two Jamdanis of 

Different Design Same Color 
55.9% 32.1% 37.8% 

    % of Total 13.3% 24.5% 37.8% 

  No Count 15 74 89 

    Expected Count 21.2 67.8 89.0 

    % within Two Jamdanis of Same 

Design Different Color 
16.9% 83.1% 100.0% 

    % within Two Jamdanis of 

Different Design Same Color 
44.1% 67.9% 62.2% 

    % of Total 10.5% 51.7% 62.2% 

Total Count 34 109 143 

  Expected Count 34.0 109.0 143.0 

  % within Two Jamdanis of Same 

Design Different Color 
23.8% 76.2% 100.0% 

  % within TwoJamdanis of 

Different Design Same Color 
100.0% 100.0% 100.0% 

  % of Total 23.8% 76.2% 100.0% 
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DESCRIPTIVE 

 

10.5% of the population will buy same color but not same design. 

24.5% of the population will buy two jamdanis of same design but not two jamdanis of same 

color. 

The above findings show that color is a more important determining factor for the target audience 

than design because 24.5% will buy same design but not same color, whereas only 10.5% will buy 

different designs of same color.  

 

CHI SQUARE 

Chi-Square Tests 

 

  Value df 

Asymp. Sig. 

(2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-Square 6.232(b) 1 .013     

Continuity 

Correction(a) 
5.261 1 .022     

Likelihood Ratio 6.086 1 .014     

Fisher's Exact Test       .016 .012 

Linear-by-Linear 

Association 
6.188 1 .013     

N of Valid Cases 143         

a Computed only for a 2x2 table 

b  0 cells (.0%) have expected count less than 5. The minimum expected count is 12.84. 

 

The significance level is less than 0.05. Therefore, there is significant difference in the values of 

same design and different color and same color and different design. Thus, the hypothesis is 

validated. 

 

THE NULL HYPOTHESIS IS ACCEPTED. 

 

4.4.2 Hypothesis:   

 

Ho: Labeling the different designs of Jamdani will induce a sense of variety in design among the 

people of the upper class. 

H1: Labeling the different designs of Jamdani will not induce a sense of variety in design among the 

people of the upper class. 
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Statistics 

Labeling and Variety 

N Valid 143 

Missing 7 

Mean 4.52 

Skewness -1.094 

Std. Error of Skewness .203 

Kurtosis .243 

Std. Error of Kurtosis .403 

Minimum 1 

Maximum 6 

 

 

On a scale of 6, the mean obtained is 4.52. Being a forced scale, the cut off point of people agreeing 

to this statement will be above 3. Because the mean is above 3, it can be concluded that people in 

the upper class agree to this statement. 

The negative skewness shows skewness towards the right and the positive kurtosis shows a peak. 

Thus from the result of mean, skewness and kurtosis we can conclude that the null hypothesis is 

validated. Therefore, 

 

NULL HYPOTHESIS IS ACCEPTED. 

 

4.4.3 Hypothesis:   

H0: Labeling different designs of Jamdani will induce sense of variety in design more among the 

female population of the upper class than the male population. 

H1: Labeling the different designs of Jamdani will induce similar sense of variety in design among the 

male and female population of the upper class.  

 

Group Statistics 

 

  Gender N Mean 

Std. 

Deviation 

Std. Error 

Mean 

Labeling and 

Variety 

Male 45 4.18 1.628 .243 

female 98 4.68 1.433 .145 

 

 



163 | P a g e  

 

 

Independent Samples Test 

 

  

  

  

  

  

Levene's Test for 

Equality of Variances 

F Sig. t df 

Sig. (2-

tailed) 

          

Labeling and 

Variety 

Equal variances 

assumed 
2.752 .099 -1.877 141 .063 

  Equal variances 

not assumed 
    -1.790 76.497 .077 

 

The group statistics show that the mean for female agreeing to the statement is more than the 

mean for male agreeing to the statement. 

The Levene’s test for equality shows that there is no significant difference in variance because 

Sig.>0.05. 

The top row shows that the significance level is more than 0.05. Therefore, there is no significant 

difference.  

ALTERNATE HYPOTHESIS IS ACCEPTED. 

 

Hypothesis Test 

Conducted 

Accept H0 

Ho: People in the upper class perceive difference in color of 

Jamdani more than designs of Jamdani. 

H1: Perception of the upper class towards difference in color 

of Jamdani does not vary from their perception of difference 

in design of Jamdani. 

 

 

 

Chi Square 

 

 

 

H0 

 

 

 

Ho: Labeling the different designs of Jamdani will induce a 

sense of variety in design among the people of the upper 

class. 

H1: Labeling the different designs of Jamdani will not induce a 

sense of variety in design among the people of the upper 

class. 

 

 

 

 

 

One Sample t-

test 

 

 

 

 

 

H0 
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H0: Labeling different designs of Jamdani will induce sense of 

variety in design more among the female population of the 

upper class than the male population. 

H1: Labeling the different designs of Jamdani will induce 

similar sense of variety in design among the male and female 

population of the upper class.  

 

 

 

 

 

 

Independent 

Samples Test 

 

 

 

 

 

 

H1 

 

 

4.4.4 Designs 

 

Hypothesis Test Conducted Result of 

testing 

H0: Upper class does not have a negative attitude towards 

rocket pona buti  

H1: Upper class has a negative attitude toward towards 

rocket pona buti   

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

shingara ful buti  

H1: Upper class has a negative attitude toward towards 

rocket shingara ful buti   

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

tash ful buti  

H1: Upper class has a negative attitude toward towards tash 

ful buti   

  

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

chinir bashon bhanga paar 

H1: Upper class has a negative attitude toward towards 

chinir bashon bhanga paar   

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

bel pata paar 

H1: Upper class has a negative attitude toward towards bel 

pata paar   

 

One Sample t test Reject H0 
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H0: Upper class does not have a negative attitude towards 

inchi paar 

H1: Upper class has a negative attitude toward towards 

inchi paar   

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

dalim jaal 

H1: Upper class has a negative attitude toward towards 

dalim jaal   

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

dubla jaal 

H1: Upper class has a negative attitude toward towards 

dubla jaal   

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

korat jaal 

H1: Upper class has a negative attitude toward towards 

korat jaal   

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

daani techhri 

H1: Upper class has a negative attitude toward towards 

daani techhri 

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

dalim techhri 

H1: Upper class has a negative attitude toward towards 

dalim techhri 

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

jui ful techhri 

H1: Upper class has a negative attitude toward towards jui 

ful techhri   

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

baghnoli 

H1: Upper class has a negative attitude toward towards 

baghnoli 

 

One Sample t test Reject H0 
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H0: Upper class does not have a negative attitude towards 

kolfa 

H1: Upper class has a negative attitude toward towards 

kolfa 

 

One Sample t test Reject H0 

H0: Upper class does not have a negative attitude towards 

angti jaal 

H1: Upper class has a negative attitude toward towards 

angti jaal   

One Sample t test Reject H0 

 

Descriptive statistics: 

  Mean Std. 

Deviation 

Skewness Kurtosis Minimum Maximum 

        

Rocket pona Buti 5.47 1.65 -0.60 0.08 1 8 

Shingara Ful Buti 5.15 1.76 -0.41 -0.49 1 8 

Tash Ful Buti 5.27 1.79 -0.42 -0.60 1 8 

 5.3      

Chinir Bashon 

Bhanga paar 5.75 1.62 -0.73 0.21 

1 8 

Bel Pata paar 5.58 1.82 -0.79 -0.14 1 8 

Inchi Paar 5.32 2.01 -0.43 -0.94 1 8 

 5.55      

Dalim Jaal 5.41 1.75 -0.43 -0.28 1 8 

Dubla Jaal 5.77 1.53 -0.47 0.08 1 8 

Korat Jaal 4.87 1.83 -0.34 -0.49 1 8 

 5.35      

Daani techri 5.90 1.68 -1.01 1.02 1 8 

Dalim techri 5.91 1.63 -0.93 0.67 1 8 

Jui Ful techri 5.48 1.72 -0.59 -0.08 1 6 

 5.9      

BaghNoli  6.46 1.68 -1.47 2.09 1 8 

Kolfa 6.32 1.63 -1.32 1.60 1 8 

Angti Jaal 5.76 1.79 -0.73 0.09 1 8 

 6.18      
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The mean for rocket pona is 5.47 while the standard deviation is 1.65 indicating that the data are 

quite dispersed from the mean. However the kurtosis is 0.08 indicating that the dispersion is 

peaked and skewness value of -0.6 indicates that the distribution is slightly negatively skewed 

towards the positive end. 

 

The mean for shingara ful buti is 5.15 while the standard deviation is 1.76 indicating that the data 

are quite dispersed from the mean. However the kurtosis is -0.49 indicating that the dispersion is 

not peaked but slightly flat and skewness value of -0.41 indicates that the distribution is slightly 

negatively skewed towards the positive end.  

 

 The mean for tash ful buti is 5.27 while the standard deviation is 1.79 indicating that the data are 

quite dispersed from the mean. However the kurtosis is -0.6 indicating that the dispersion is not 

peaked but slightly flat and skewness value of -0.42 indicates that the distribution is slightly 

negatively skewed towards the positive end.  

 

The mean for chinir bashon bhanga paar is 5.75 while the standard deviation is 1.65 indicating that 

the data are quite dispersed from the mean. However the kurtosis is 0.21 indicating that the 

dispersion is peaked and skewness value of -0.73 indicates that the distribution is negatively 

skewed towards the positive end. 

 

The mean for bel pata paar is 5.58 while the standard deviation is 1.82 indicating that the data are 

quite dispersed from the mean. However the kurtosis is -0.14 indicating that the dispersion is not 

peaked but flat  and skewness value of -0.79 indicates that the distribution is negatively skewed 

towards the positive end. 

 

The mean for inchi paar is 5.32 while the standard deviation is 2.01 indicating that the data are very 

dispersed from the mean and the kurtosis is -0.94 indicating that the dispersion is quite flat. So the 

mean is not very representative. The skewness value of -0.43 indicates that the distribution is 

slightly negatively skewed towards the positive end. 

 

The mean for dalim jaal is 5.41 while the standard deviation is 1.75 indicating that the data are 

quite dispersed from the mean. The kurtosis is -0.28 indicating that the dispersion is not peaked but 

rather flat and skewness value of -0.43 indicates that the distribution is slightly negatively skewed 

towards the positive end. 

The mean for dubla jaal is 5.77 while the standard deviation is 1.53 indicating that the data are 

quite dispersed from the mean. However the kurtosis is 0.08 indicating that the dispersion is 

peaked and skewness value of -0.47 indicates that the distribution is slightly negatively skewed 

towards the positive end. 
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The mean for korat jaal is 4.87 which is close to the neutral zone while the standard deviation is 

1.83 indicating that the data are quite dispersed from the mean. The kurtosis is -0.49 indicating that 

the dispersion is not peaked but rather flat and skewness value of -0.34 indicates that the 

distribution is slightly negatively skewed towards the positive end. 

 

The mean for daani techhri is 5.9 while the standard deviation is 1.68 indicating that the data are 

quite dispersed from the mean. However the kurtosis is 1.02 indicating that the dispersion is very 

peaked and skewness value of -1.01 indicates that the distribution is very negatively skewed 

towards the positive end. 

 

The mean for dalim techhri is 5.91 while the standard deviation is 1.63 indicating that the data are 

quite dispersed from the mean. However the kurtosis is 0.67 indicating that the dispersion is 

peaked and skewness value of -0.93 indicates that the distribution is quite negatively skewed 

towards the positive end. 

 

The mean for jui ful techhri is 5.48 while the standard deviation is 1.72 indicating that the data are 

very dispersed from the mean. The kurtosis is -0.08 indicating that the dispersion is slightly flat and 

skewness value of -0.59 indicates that the distribution is negatively skewed towards the positive 

end. 

 

The mean for baghnoli is 6.46 while the standard deviation is 1.68 indicating that the data are quite 

dispersed from the mean. However the kurtosis is 2.09 indicating that the dispersion is very highly 

peaked and skewness value of -1.47 indicates that the distribution is very highly negatively skewed 

towards the positive end. 

 

The mean for Kolfa is 6.32 while the standard deviation is 1.63 indicating that the data are quite 

dispersed from the mean. However the kurtosis is 1.60 indicating that the dispersion is very peaked 

and skewness value of -1.32 indicates that the distribution is very negatively skewed towards the 

positive end. 

 

The mean for Angti Jaal is 5.76 while the standard deviation is 1.79 indicating that the data are very 

dispersed from the mean. However the kurtosis is 0.09 indicating that the dispersion is slightly 

peaked and skewness value of -0.73 indicates that the distribution is negatively skewed towards the 

positive end. 

 

One sample test: 

H0: mean for attitude of the upper class is negative µ≤4 
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H1: mean for attitude of the upper class is not negative µ> 4 

 One-Sample Test 

 

  

Test Value = 4 

t df Sig. (2-tailed) 

Mean 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Rocket pona Buti 10.918 149 .000 1.467 1.20 1.73 

Shingara Ful Buti 8.015 148 .000 1.154 .87 1.44 

Tash Ful Buti 8.667 149 .000 1.267 .98 1.56 

Chinir Bashon 

Bhanga paar 
13.183 149 .000 1.747 1.48 2.01 

Bel Pata paar 10.643 149 .000 1.580 1.29 1.87 

Inchi Par Paar 8.052 149 .000 1.320 1.00 1.64 

Dalim Jaal 9.912 149 .000 1.413 1.13 1.70 

Dubla Jaal 14.182 149 .000 1.767 1.52 2.01 

Korat Jaal 5.765 148 .000 .866 .57 1.16 

Daani techri 13.835 149 .000 1.900 1.63 2.17 

Dalim techri 14.340 149 .000 1.913 1.65 2.18 

Jui Ful techri 4.322 148 .000 1.886 1.02 2.75 

BaghNoli techri 17.821 148 .000 2.456 2.18 2.73 

Kolfa 17.415 149 .000 2.320 2.06 2.58 

Angti Jaal 12.068 149 .000 1.760 1.47 2.05 

 

From the result of one sample test it can be identified that for all the designs the significance level is 

below 0.05.  This means that there is a significant difference between the observed mean and the 

cut off value (test value) for all the designs. So for all the designs alternate hypothesis is accepted. 

So from both descriptive statistics and one sample test it can be concluded that respondents do 

not have negative attitude towards any of the designs and have positive attitude towards all the 

designs except Korat Jaal.  Two of the most favored designs are- Baghnoli and Kolfa which are old 

designs. Thud these two old designs should be revived. The category of old designs is more 

popular than any of the existing designs. The next most popular category is techhri.  
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Pearson’s Correlation: 

Hypothesis Pearson’s 

Correlation 

Result of 

testing 

H0: There is a positive relationship between likability of jamdani and  

attitude towards rocket pona buti  

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards rocket pona buti  

0.22 Accept H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards shingara ful buti  

H0: There is not a positive relationship between likability of jamdani 

and  attitude towards shingara ful buti  

 

0.07 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards tash ful buti  

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards tash ful buti 

0.03 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards chinir bashon bhanga paar 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards chinir bashon bhanga paar 

 

 

0.21 Accept H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards bel pata paar 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards bel pata paar  

0.23 Accept H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards inchi paar 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards inchi paar  

0.21 Accept H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards dalim jaal 

H1: There is a positive relationship between likability of jamdani and  

attitude towards dalim jaal 

 

0.17 Accept H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards dubla jaal 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards dubla jaal 

0.25 Accept H0 
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H0: There is a positive relationship between likability of jamdani and  

attitude towards korat jaal 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards korat jaal 

 

0.24 Accept H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards daani techhri 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards daani techhri  

0.02 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards dalim techhri 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards dalim techhri  

0.07 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards jui ful techhri 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards jui ful techhri 

-0.06 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards baghnoli 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards baghnoli 

 

 

0.04 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards kolfa 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards kolfa 

0.02 Reject H0 

H0: There is a positive relationship between likability of jamdani and  

attitude towards angti jaal 

H1: There is not a positive relationship between likability of jamdani 

and  attitude towards angti jaal 

0.02 Reject H0 

The designs for which there is positive relationship with likability of Jamdani are-  

 rocket pona buti 

 chinir bashon bhanga paar 

 bel pata paar 

 inchi paar 

 dalim jaal 

 dubla jaal 
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 Korat Jaal 

These results indicate that if people like jamdani overall they will also like these designs. However 

the value of correlation is not above 0.3 for any of these designs. So the strength of the relationship 

is medium.  So it is not mandatory that if people like jamdani they will also like these designs, 

however the chances are moderately high that they will. 

However there are some deigns for which positive relationship with the likability of Jamdani does 

not exist. These are- 

 Shingara Ful Buti 

 Tash ful Buti 

 Daani techhri 

 Dalim techhri 

 Jui ful techhri 

 Baghnoli 

 Kolfa 

 Angti jaal 

Among these deigns, for jui ful techhri there exists a negative relationship. This means that if people 

like jamdani there is a chance that they will not like this particular design but however this result 

also indicates that even if people do not like jamdani there are chances that they might like this 

design.   

For the other designs mentioned above, the result indicates that if people like jamdani they may or 

may not like these designs. However the mean of all these designs are above 5.5, almost near 6. For 

baghnoli and kolfa the means are above 6. Using these two results, it can be concluded that 

regardless of liking or disliking Jamdani, people will like these designs. This is an important finding 

because it proves that there is a scope of popularizing jamdani even among people who do not like 

jamdani much. Sine people have positive attitude towards these designs, even if they do not like 

jamdani overall, if the designs are used in different ways than existing ones, these people might be 

consumers. At this point it can be mentioned that when asked whether people like jamdani, 

majority of the people think of jamdani saree and not everyone likes or uses saree. So this again 

proves that diversification of jamdani may result in these group of people to use jamdani for other 

purposes. 
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Correlations 

  Like Jamdani 

  Pearson Correlation Sig. (2-tailed) N 

Rocket pona Buti 0.22 0.01 143 

Shingara Ful Buti 0.07 0.42 142 

Tash Ful Buti 0.03 0.74 143 

Chinir Bashon Bhanga 

paar 

0.21 0.01 143 

Bel Pata paar 0.23 0.01 143 

Inchi Par Paar 0.21 0.01 143 

Dalim Jaal 0.17 0.04 143 

Dubla Jaal 0.25 0.00 143 

Korat Jaal 0.24 0.00 142 

Daani techri 0.02 0.84 143 

Dalim techri 0.07 0.40 143 

Jui Ful techri -0.06 0.45 142 

BaghNoli techri 0.04 0.66 142 

Kolfa 0.02 0.83 143 

Angti Jaal 0.02 0.82 143 
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5. Findings of the research 

  

There is a serious lack of innovation in the range of products jamdani is put into. Jamdani has been 

used as saree for years and there has not been much visible effort to diversify its use as a fabric. 

This is the symptom with which the research started. Secondary materials indicated there have 

been different products made from Jamdani like wallet, handkerchief, handbag, purse, ladies 

sandal, Punjabi, wrapper, invitation card, greeting card, salwar kameez, dupatta, blouse, skirt, 

gowns, table cloth etc. However, it has been absent at a large, visible scale. The problem behind this 

symptom is that the related process is unknown. The related process includes the range of products 

to be introduced, technical feasibility of the products, attitude of the target market towards 

diversification and the scale at which diversification should be caused. 

 

The reasons identified behind lack of diversification from the supply side are negative attitude of 

experts towards diversifying, lack of government intervention, incentive or patronage, and lack of 

patronage by the affluent people of the society. More monetary aspects were captured by the facts 

that saree generates more profit than other products of jamdani and that diversification is not 

considered profitable. This is considered more so because the production process has so far been 

completely production based instead of marketing base. 

 

The demand side encompasses the customers. The attitude of the customers was measured on 

three aspects – attitude towards jamdani, towards diversification and designs of jamdani. Among 

the customers there are two segments to start with – those who can identify jamdani and those 

who can’t. The segment which couldn’t identify jamdani rated high on the designs of jamdani. This 

revealed that even those who currently don’t know jamdani can actually be good potential market 

if awareness of jamdani is created. 

 

Majority of the target market who knows jamdani perceives jamdani as feminine and recognizes it 

as only a saree. However, most of them have favorable attitude towards jamdani and rated very 

low on the different reasons of disapproval of jamdani like high expense, maintenance, and 

durability. Also, the target market perceives Jamdani as a success and mostly like Jamdani to quite a 

great extent. However, among the segment which identified jamdani there were again two 

divisions, one which seeks diversification and the other which don’t. The main reasons behind not 

wanting jamdani are that people think by diversifying heritage of jamdani will be hampered and 

also that they can’t imagine jamdani as anything other than saree. People sought diversification in 

either of the criteria – diversification in saree, clothing other than saree, household items and 

décor, gift items and accessories. Majority of the people wanted diversification in saree and 

household items (76% each). Next most demanded category was other clothing.  
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Diversification in Saree 

 

1. The products accepted from diversification in saree are: 

a. Motif diversification in Jamdani saree 

b. Material diversification in Jamdani saree 

c. Fusion in Jamdani saree 

2. The people of the upper class did not have a positive attitude towards diversifying into 

embellishment of Jamdani saree. 

3. Identifying the most attractive segment for motif diversification in Jamdani saree, it was 

observed that females want it more than the males. However, both males and females of 

the upper class have favorable attitude towards motif diversification. 

4. Identifying the most attractive segment for material diversification in Jamdani saree, it was 

observed that both the females want it more than the males. However, both males and 

females of the upper class have favorable attitude towards material diversification. 

5. Identifying the most attractive segment for embellishment in Jamdani saree, it was 

observed that although upper class people in the age group >35 does not have positive 

attitude towards embellishment, the age group 21-35 is positive about embellishment.  

Thus any marketing endeavor for towards diversification in saree should be directed at the 

identified segments because that would wring the maximum return on investment. For motif 

diversification, although males have positive attitude towards it, females are the consumers. Thus 

primary marketing activities should be targeted at them.  

 

Diversification in Other Clothing 

 

1. People of the upper class have positive attitude towards salwar kameez, fatua and scarf 

made of jamdani. 

2. People of the upper class have positive attitude towards lahenga, punjabi, shirt, tie and skirt 

made of jamdani. 

3. The female population has more positive attitude towards Jamdani salwar kameez than the 

male population.   

4. The mean for male segment who wants diversification clothing category indicates that they 

have a negative attitude towards scarf. But female segment who wants diversification in 

clothing category are more in the neutral zone. So they can prove to be an attractive 

segment if proper product development and proper marketing is done. 

5. Though Panjabi made of jamdani is targeted towards male population, findings indicate that 

female population in more interested in this products. However, female segment may not 
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be the market that is attractive to launch jamdani as they, though can be customers, but are 

not consumers. So this segment is not attractive for men’s panjabis made of jamdani.  

 

Diversification in Household Items 

 

 The products accepted for this category are: 

1. Lamp shade 

2. Curtain 

3. Cushion Cover 

4. Wall Hang 

 The independent sample t-test points out that there is no significant difference exists in any 

of the groups. So gender or age of the target do not influence the attitude towards decors 

made of jamdani. Thus segmentation is not possible according to age and group.  

 In other categories, gender wise segmentation is quite normal, as previous tests suggested 

that most people perceive jamdani as feminine product, so diversification in other 

categories is influenced by gender. But for household products, both male and female 

segment equally liked or disliked it. 

 Further analysis suggested though most people have rated jamdani very favorably, most are 

reluctant in keeping a lot of jamdani in their wardrobe or household. They reside in the 

neutral zone or in a moderate level. 

 Respondents strongly agreed to the fact that the jamdani designs used in household items 

must be different from the wearable. So, anyone working further in diversification must 

consider and concentrate in this area.  

 

Diversification in Gifts 

 

Among the gifts category the possible products that can be introduced are: 

1. Greetings card and invitation card.  

2. Since people are either positive or almost neutral about these products, with proper 

marketing it can be possible to create a positive attitude for these products.  

3. For greetings card segmentation is possible. The most attractive demographic segment for 

this product is male of age above 35. 

 

Diversification in Accessories 

 

1. The products under accessories that can be introduced are-complete package, purse and 

ornaments.  
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2. Since people are either positive or almost neutral about these products, with proper 

marketing it can be possible to create a positive attitude for these products.  

3. Another major finding can be that though the consumers of some of these products are 

female, the male segment of the population are quite enthusiastic about the products, 

indicating that they might buy it as gift for their female friends/family members.   

 

Analysis from the statistical tests on attitude towards diversification reveals that upper class 

expects only a few particular products in each category. They do not expect diversification to a very 

large extent. In fact, in most cases, the products that are rated most favorably are the products that 

already exist in the market. Even people who like jamdani to a large scale do not want to posses a 

large range of products made of jamdani. 

 

Attitude towards designs showed that most of the people didn’t perceive difference in design. 

However, they agreed across both genders and different age groups that information sharing about 

the designs will induce a sense of variety in design. Attitude towards four classifications of jamdani 

designs were taken – buti, techhri, jaal and paar. Attitude towards more than 100 years old designs 

were also measured. All the designs were rated favorably. However, techhri and the old designs 

were the most favored designs. In fact, the old designs received the highest rates. This indicates 

that there is prospect for a good market if these designs are revived. 
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6. Recommendations 

  

 

Target the Most Attractive Segments 

 

From the descriptive statistics and one sample t test it can be seen that for a few of the concepts 

regarding diversified use of jamdani in products other than clothing, the mean is either in the 

positive zone or around the neutral zone. So the concepts, for which there is a positive attitude, can 

be introduced in the market after demand analysis. If segmentation can be created for any product, 

then that particular product should be launched for that segment mainly. It has been observed from 

the research that not everyone wants diversified use in every area. So the aim is to identify 

segments and offer the products attractive to those segments.   

 

Patent Jamdani  

 

According General Indication Act 1995, most countries have patented their native arts, handicrafts, 

and other cultural heritages. For example, our neighboring country India has patented their arts and 

cultures in the year 1999. It is time Bangladesh register jamdani under its own name; otherwise it 

runs the risk of losing possession of its century old heritage. An example of such an incident is: 

‘Chikon’ stitch of Bangladesh actually originated in Bangladesh but is known as Lucknow Stitch! This 

incident should convey the importance of patenting jamdani.  

 

Additional Source of Revenue for the Weavers 

 

Many complain Jamdani to be a high maintenance and less durable product. However, it is an 

interesting fact to note that only the weavers of jamdani can Rifu (repair) jamdani finely. The 

weavers are also the only one who can wash the jamdani clothes without causing any damage to 

the fabric. If each of the jamdani shops in the country attach with jamdani weavers and offer 

additional service of jamdani rifu and wash, it would be an additional earning source for both the 

weavers and the shop owners. Plus, if the durability and maintenance of jamdani can be assured, 

people disapproving jamdani because of these reasons will also be motivated to buy more jamdani 

products.  
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Export different traditional dresses  

 

It has been mentioned earlier in the report that Jamdani is very popular abroad. Thus the 

international market for different traditional dresses of different countries like kimono and dhuti 

could be can be explored. 

 

Jamdani Association  

 

There is no association exclusively for jamdani. The authorities of BSIC are so ignorant about 

jamdani that the chief engineer of BSIC does not even know that there are different names of the 

designs of jamdani. Under this circumstance, it is very essential to form an association for jamdani. 

The weavers have requested the BSIC authority several times but without any result. The 

association would help in protecting the right and interest of the weavers. This would help in 

ensuring a fair return to the weavers and thus would stop the weavers from leaving this profession 

for working in mills.  

 

Also an association can work to maintain the quality of jamdani. This would take care of the 

complaints against falling quality of jamdani. 

 

Also the association can maintain documentation of the designs of Jamdani and provide these to 

the weavers. This way many old designs can be revived and help man other designs from getting 

lost. 

 

Create Awareness: Marketing Initiatives 

 

The most pressing need of time is to communicate the values of jamdani. Results of the analytical 

test on what people perceive the success factor of jamdani to be, majority answered ‘uniquely 

Bangladeshi’ while second most common answer was ‘centuries of heritage’ and none answered 

that they were indifferent. This means that everyone has this patriotic feeling latent inside them 

which has to be evoked through marketing. This has to be primarily done by the government as 

only government is at the best position to conduct it at a national level. Government can associate 

jamdani to every state level occasions and programs. Museums can have exhibitions Government 

can also organize jamdani festival at a national level like the ‘batiq’ festival of Malaysia. Jamdani 

should be associated with the name of Bangladesh and vice versa. The way the blue batiq is now 

synonymous to Singapore, jamdani should become synonymous to Bangladesh. In fact, Bangladesh 

can be branded through Jamdani. That will create awareness about jamdani both at a national and 

international level and create a pull.  
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Making Jamdani Visible to the Tourists 

 

The international airports of Bangladesh can have jamdani panels and other decorative so that one 

of the first thing a tourist notices after coming to Bangladesh is Jamdani. Hotels can also have 

different big small decors, curtains of jamdani in their rooms. This will both increase visibility and 

also diversify the uses of jamdani and increase sales. Tourist buses can have programs to visit the 

weaver villages. 

 

Patronize Jamdani: Cooperation from Everyone 

 

Jamdani is an art and patronizing jamdani will help preserve and continuance of these arts. In this 

context not only government should come forward, but rather all the affluent people of the society. 

It has to be realized that Jamdani is not just a product or fabric, but is an entire industry. The 

development and sustenance of this industry can only be achieved through cooperation from 

everyone.  
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Appendix 

  

 

Part A: 

Familiarity of jamdani 

H0: Everyone (100%) in the upper class, irrespective of age and gender has heard about Jamdani. 

H1: Everyone (100%) in the upper class, irrespective of age and gender, has not heard about 

Jamdani. 

Hypothesis Type: Descriptive 

Case: Upper Class 

Variable: Familiarity with the term of Jamdani 

Identification of jamdani: 

H0: There is no significant difference between male and female segment of upper class regarding the 

variable identification of jamdani. 

H1:There is significant difference between male and female segment of upper class regarding the 

variable identification of jamdani. 

Hypothesis Type: Relational 

Cases: Males and Females of Upper Class 

Variable: Identification of Jamdani 

Perception of jamdani 

H0: There is no significant difference between male and female segment of upper class regarding 

perception of jamdani 

H1: There is significant difference between male and female segment of upper class regarding 

perception of jamdani. 

Hypothesis Type: Relational 

Case 1: Males of Upper Class 

Case 2: Females of Upper Class 

Variable: Perception of Jamdani 
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Success factor 

H0: Jamdani is considered successful among upper class because it is uniquely Bangladeshi. 

H0: Jamdani is considered successful among upper middleclass because it couldn’t be replicated 

anywhere else in the world.   

H0: Jamdani is considered successful among upper class because it is unique in design. 

H0: Jamdani is considered successful among upper class because of the finesse in its weaving. 

H0: Jamdani is considered successful among upper middleclass because it is a symbol of status.  

H0: Jamdani is considered successful among upper middleclass because it carries centuries of 

heritage. 

Hypothesis Type: Causal 

Case: Upper Class 

Dependent Variable: Success factor of Jamdani 

Independent Variable: Success of Jamdani 

Is Jamdani Feminine? 

H0: Majority of the upper class (50% and above), irrespective of gender and age, does not perceive 

Jamdani as feminine 

H1: Majority of the upper class (50% and above), irrespective of gender and age, perceives Jamdani 

as feminine 

Hypothesis Type: Descriptive 

Case: Upper Class 

Variable: Perception of Jamdani as feminine 

Preference for Jamdani 

H0: There is no significant difference in preference of jamdani between male and female segment of 

upper class  

H1: There is significant difference in preference of jamdani between male and female segment of 

upper class 

Hypothesis Type: Relational 

Case 1: Males of Upper Class 

Case 2: Females of Upper Class 

Variable: Preference of Jamdani 
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Reasons of  disapproval for Jamdani 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the motif of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the motif of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Disapproval of Motifs 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of high maintenance of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the high maintenance of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because of High maintenance 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the high expense of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the high expense of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because of High Expense 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the lack of variety in design of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the lack of variety in design of Jamdani 
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Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because of lack of variety in design 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the lack of variety in product range of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the lack of variety in product range of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because of variety in product range 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the more it does not 

appeal to them. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which Jamdani does 

not appeal to them 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because not appealing 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the feminine perception of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the feminine perception of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because it is feminine 
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H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the fabric of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the fabric of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because of the fabric 

H0: The more the favorable attitude of people of the upper class towards Jamdani, the less they 

disapprove of the lack of durability of Jamdani. 

H1: Attitude of people of upper class towards Jamdani does not affect the extent to which they 

disapprove of the lack of durability of Jamdani 

Hypothesis type: Causal 

Case: Upper Class 

Independent Variable: Attitude towards Jamdani  

Dependent Variable: Extent of disapproval because of its durability 

H0: The segment of the upper class who wants diversification in saree does not have negative feelings 

towards motif diversification of Jamdani. 

H1: The segment of the upper class who wants diversification in saree does have negative feelings 

towards motif diversification of Jamdani. 

 

Diversification In Different Categories 

Diversification in Saree 

H0: The segment of the upper class who wants diversification in saree does not have negative feelings 

towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

H1: The segment of the upper class who wants diversification in saree does have negative feelings 

towards  

 motif diversification of Jamdani 
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 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

 

Hypothesis type: Descriptive 

Case: Upper Class who wants diversification 

Variable: Attitude towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

 
H0= The preferences of male and female of the upper class saree are not significantly different towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

 
H1 = The preferences of male and female of the upper class are significantly different towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

Hypothesis type: Relational 

Case 1: Males of Upper Class who wants diversification 

Case 2: Females of Upper Class who wants diversification 

Variable: Attitude towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

 
H0 = The preferences do not differ significantly across different age groups towards 

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 
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H1 = The preferences differ significantly across different age groups towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

 

Hypothesis type: Relational 

Case 1: Age group of 21-35 of Upper Class who wants diversification 

Case 2: Age Group of >35 of Upper Class who wants diversification 

Variable: Attitude towards  

 motif diversification of Jamdani 

 material variation of Jamdani 

 Fusion of Material 

 Embellishments in Jamdani 

 

Diversification In Other Clothing 

H0: The segment of the upper class who wants diversification of Jamdani in other clothing does not have 

negative feelings towards  

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

 

H1: The segment of the upper class who wants diversification of Jamdani in other clothing does have 

negative feelings towards  

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 
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 Skirt of Jamdani. 

Hypothesis type: Descriptive 

Case: Upper class who wants diversification in saree 

Variable: Attitude towards  

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

H0 = The preferences of male and female of the upper class are not significantly different towards 

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

H1 = The preferences of male and female of the upper class who wants diversification in other clothing 

are significantly different towards 

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

Hypothesis type: Relational 

Case 1: Males in Upper class who wants diversification in other clothing 

Case 2: Females in Upper class who wants diversification in other clothing 

Variable: Attitude towards  
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 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

H0 = The preferences do not differ significantly across different age groups towards 

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

H1 = The preferences towards lahenga of Jamdani differ significantly across different age groups. 

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 

 Skirt of Jamdani 

Hypothesis type: Relational 

Case 1: Age group of 21-35 of Upper Class who wants diversification 

Case 2: Age Group of >35 of Upper Class who wants diversification 

Variable: Attitude towards  

 Lehenga of Jamdani 

 Salwar kameez of Jamdani 

 Scarf of Jamdani 

 Panjabi of Jamdani 

 Shirt of Jamdani 

 Tie of Jamdani 

 Fatua of Jamdani 
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 Skirt of Jamdani 

 

Diversification In Household & Decor 

H0: The segment of the upper class who wants diversification in household items does not have negative 

feelings towards  

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

H1: The segment of the upper class who wants diversification in household items has negative feelings 

towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

 

 

Hypothesis type: Descriptive 

Case: Upper class who wants diversification in decor 

Variable: Attitude towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 
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H0 = The preferences of male and female of the upper class are not significantly different towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani  

H1 = The preferences of male and female of the upper class who wants diversification in other clothing 

are significantly different towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

Hypothesis Type: Relational 

Case 1: Males in Upper class who wants diversification in decor 

Case 2: Females in Upper class who wants diversification in decor 

Variable: Attitude towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

H0 = The preferences do not differ significantly across different age groups towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 
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 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

H1 = The preferences towards lahenga of Jamdani differ significantly across different age groups. 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

 

Hypothesis type: Relational 

Case 1: Age group of 21-35 of Upper Class who wants diversification 

Case 2: Age Group of >35 of Upper Class who wants diversification 

Variable: Attitude towards 

 Lamp shade of Jamdani 

 Curtain of Jamdani 

 Partition of Jamdani 

 Table Cloth of Jamdani 

 Cushion Cover of Jamdani 

 Sofa Cover of Jamdani 

 Rug of Jamdani 

 Tea pot of jamdani 

 Wall hang of Jamdani 

 

H0: The segment of the upper class who wants diversification in gifts does not have negative feelings 

towards  

 Greeting cards 

 File Cover  
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 Invitation card 

 Ornament box 

H1: The segment of the upper class who wants diversification in household items has negative feelings 

towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

 

Hypothesis type: Descriptive 

Case: Upper class who wants diversification in gifts 

Variable: Attitude towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

H0 = The preferences of male and female of the upper class are not significantly different towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

 

H1 = The preferences of male and female of the upper class who wants diversification in other clothing 

are significantly different towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

Hypothesis Type: Relational 

Case 1: Males in Upper class who wants diversification in decor 

Case 2: Females in Upper class who wants diversification in decor 

Variable: Attitude towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 
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H0 = The preferences do not differ significantly across different age groups towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

H1 = The preferences towards lahenga of Jamdani differ significantly across different age groups. 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

 

Hypothesis type: Relational 

Case 1: Age group of 21-35 of Upper Class who wants diversification 

Case 2: Age Group of >35 of Upper Class who wants diversification 

Variable: Attitude towards 

 Greeting cards 

 File Cover  

 Invitation card 

 Ornament box 

Diversification in Accessories 

H0: The segment of the upper class who wants diversification in accessories does not have negative 

feelings towards  

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

H1: The segment of the upper class who wants diversification in accessories  has negative feelings 

towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

 

 

Hypothesis type: Descriptive 

Case: Upper class who wants diversification in gifts 
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Variable: Attitude towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

H0 = The preferences of male and female of the upper class are not significantly different towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

H1 = The preferences of male and female of the upper class who wants diversification in other clothing 

are significantly different towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

Hypothesis Type: Relational 

Case 1: Males in Upper class who wants diversification in decor 

Case 2: Females in Upper class who wants diversification in decor 

Variable: Attitude towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

H0 = The preferences do not differ significantly across different age groups towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

H1 = The preferences towards lahenga of Jamdani differ significantly across different age groups. 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

 

Hypothesis type: Relational 
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Case 1: Age group of 21-35 of Upper Class who wants diversification 

Case 2: Age Group of >35 of Upper Class who wants diversification 

Variable: Attitude towards 

 Complete Package 

 Shoes 

 Purse 

 Ornaments 

 

H0: Not wanting diversification by the upper class is a result of 

 Not being able to think of Jamdani as anything other than saree 

 Not wanting too many Jamdani products 

 : Not wanting same Jamdani design on other products 

 The belief that diversification will hamper heritage 

 The belief that diversification will result in Jamdani to lose its image as a status symbol 

 

H1: Not wanting diversification by the upper class is not resulted from 

 Not being able to think of Jamdani as anything other than saree 

 Not wanting too many Jamdani products 

 Not wanting same Jamdani design on other products 

 The belief that diversification will hamper heritage 

 The belief that diversification will result in Jamdani to lose its image as a status symbol 

Hypothesis Type: Causal 

Case: Upper Class 

Independent Variable: Attitude of  

 Not being able to think of Jamdani as anything other than saree 

 Not wanting too many Jamdani products 

 Not wanting same Jamdani design on other products 

 The belief that diversification will hamper heritage 

 The belief that diversification will result in Jamdani to lose its image as a status symbol 

Dependent Variable: Not wanting diversification 
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Wedding Theme: 

H0: Upper class does not have negative attitude towards use of Jamdani as wedding theme. 

H1: Upper class has negative attitude towards use of Jamdani as wedding theme 

Hypothesis Type: Descriptive 

Case: Upper class 

Variable: Attitude towards wedding theme of jamdani 

Different Design in Décor and Wearable 

H0:  There is no significant difference among the groups who does not want and who wants 

diversification of jamdani in household items regarding the variable of “wanting same jamdani in their 

wearable as their household items”. 

H1:  There is significant difference among the groups who does not want and who wants diversification 

of jamdani in household items regarding the variable of “wanting same jamdani in their wearable as 

their household items”. 

Hypothesis type: Relational 

Case 1: The segment of upper class who wants diversification in decor 

Case 2: The Segment of upper class who does not want diversification  

Variable: Attitude towards the variable of “wanting same jamdani in their wearable as their household 

items”. 

Extent of Jamdani 

H1: The segment in upper class that likes jamdani does not want high extent of jamdani in their home. 

Hypothesis Type: Descriptive 

Case: Upper class who likes jamdani 

Variable: Attitude towards the extent of Jamdani to keep at home. 

Designs 

Ho: People in the upper class perceive difference in color of Jamdani more than designs of 

Jamdani. 

H0: The segment in upper class that likes jamdani wants high extent of jamdani in their home. 
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H1: Perception of the upper class towards difference in color of Jamdani does not vary from 

their perception of difference in design of Jamdani. 

Hypothesis Type: Relational 

Case: Upper Class 

Variable 1: Perception towards difference in color 

Variable 2: Perception towards difference in design 

H0: Upper class does not have a negative attitude towards designs of 

1. rocket pona buti   2. shingara ful buti    3. tash ful buti   4.chinir bashon bhanga paar   

5. bel pata paar    6. inchi paar    7.dalim jaal      8. dubla jaal    8. korat jaal   

9. dalim techhri     10.jui ful techhri         11. Baghnoli     12.kolfa    13. angti jaal    14. daani techhri 

 

 H1: Upper class has a negative attitude toward towards designs of 

1. rocket pona buti   2. shingara ful buti    3. tash ful buti   4.chinir bashon bhanga paar   

5. bel pata paar    6. inchi paar    7.dalim jaal      8. dubla jaal    8. korat jaal   

9. dalim techhri    10.jui ful techhri         11. Baghnoli     12.kolfa    13. angti jaal    14. daani techhri 

Hypothesis Type: Descriptive 

Case: Upper Class 

Variable: Attitude towards the designs 
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Uniquely Bangladeshi 

Couldn’t be replicated 

Unique design 

Finesse of weave Symbol of status 

Centuries of heritage 

Large Number of Intermediaries in 

the value delivery process 

Lack of Communication of Value Lack of perpetual value innovation 

Factors leading to 

lack of large scale 

diversification of 

Jamdani  

Not recognized as 

Bangladeshi weave 

People unaware 

about Jamdani 

Stagnant Market Growth 

Jamdani 

Quality of Jamdani deteriorating Weavers leaving profession Many designs getting lost 

Weavers not properly 

compensated 

Lack of govt. 

initiatives 

Jamdani Dying Out 

Model of the Research 
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Factors 

leading to lack 

diversification 

in Jamdani at a 

large scale 

Negative attitude of experts towards diversifying from Saree 

More profit from Saree 

Lack of government intervention, incentive or patronage 

Lack of patronage by the affluent people in the society 

Nobody to make the huge investment required 

Diversification not considered profitable 

Unplanned production/diversification 

Production process not marketing process 

No market research on customers 

Customers 
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Doesn’t Like Jamdani Motifs 

Like Jamdani Motifs 

High Maintenance Don’t like Motifs 

No variety in design No variety in product 

range 

Very Expensive 

Does not 

appeal 

Want diversification 

Can’t 

Imagine 

Won’t be a status 

symbol any more 

Hamper 

Heritage 

Too many 

Jamdani 

Don’t want same 

design as clothing 

Diversity in saree  Accessories Gifts Household & Decor Other Clothing  

Knows Jamdani Doesn’t Know Jamdani 

Customers 

Like Jamdani 

Doesn’t want diversification 

Doesn’t like Jamdani 
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□ Greetings card 

□ File cover 

□ Invitation card  

 

□ Complete Package 

□ Shoe 

□ Purse 

□ Ornaments  

□ Diversification of motif 

□ Variation of material 

□ Fusion 

□ Embellishment 

□ Lamp shade 

□ Curtain 

□ Sofa Cover 

□ Partition 

□ Table Cloth 

□ Tea pot cover 

□ Wall Hang 

□ Rug 

□ Cushion cover 

□ Lahenga 

□ Salwar kameez 

□ Punjabi 

□ Scarf 

□ Shirt 

□ Tie 

□ Fotua 

□ Skirt 

Diversity in saree  Accessories Gifts Household & Decor Other Clothing  


