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Abstract

‘““The Strategy to Increase Marketing
Capability of Gem and Jewelry Industry”

Since 1992, the comparative advantage of the gem and jewelry industry in
Thailand has continuously declined because of ineffective management and production
and the lack of skilled aﬁd specialized labor, raw materials and up-to-date technology. As
international trade now is more open, Thailand has to compete with both developing
countries like China and India, and developed countries like the United States, Israel,
Belgium and Switzerland.

We have found from our survey that both small and medium size companies
mainly use “direct sale”, have been in business for more than 10 years and mostly sell
medium-end product. Unlike medium size companies, small companies usually have less
than 5 million baht registered capital, have less than 10 employees, and sell their products
mostly in the domestic market (except silver jewelry). In 1998, they plan to expand their
markets to Europe for all gems & jewelry. Domestic consumption of products from small
companies covers all kinds of gems and diamonds, with gold jewelry, rings and necklaces
the most popular. Foreign customers like many different kinds of products that cannot be
pinpointed from the research.

Medium size companies generally have less than 50 employees and have less
than 50 million baht registered capital. Firms at this size sell more high-end products than
smaller size firms. Moreover, most products especially silver jewelry are sold to foreign
countries. In 1998, they will expand most of their businesses to the US except diamonds
and gems which have Europe as the main market. The most popular products are rings,
brooches and shirt buttons, respectively.

Exporting value recently shows that the foreign market is about 80 percent of
the total gem and jewelry market. The demand t.om the world market is very important
and needs to be analyzed throughly. In 1997, data from 21 countries indicate the import

value of gems and jewelry is 1,970,387 million baht. Thai exports accounts for only 2.9



percent of the world market which probably explains the increase of Thai gem and jewelry

export during the past decade.

The survey also reveals that the European Union is the biggest market in terms

of importing value. England is the largest market in the EU followed by the United States.

Important markets in Asia are Korea, Hong Kong and Japan. Additionally, conclusions

from data of the 10 biggest importing markets indicate that

1) Markets that could be expanded because the value of the gem and jewelry

import of these countries is high but the market share for Thailand is

decreasing are the United Kingdom and Korea.

2) Markets that should be maintained because the market share for Thailand is

already high include Japan, US, Germany, France and Canada for the gem

market; and the US, Germany, Canada and France for silver jewelry.

3) Markets that are high growth and high potential markets because Thailand

has a small market share but demand for import from these countries is

high are the US, Korea, Hong Kong, Canada and China.

Based on our research, we propose the following strategy to increase our marketing

capability of the gem and jewelry industry:

1. Short-term strategy {(within 2 years)

Build database of gem and jewelry companies

Match buyers and sellers

Help small and medium firms

Improve skills

Improve design

Improve information technology used for export promotion
Write a marketing manual

Write an investment manual

2. Medium-term strategy (between 2 to 5 vears)

Build the gem and jewelry store to help standardize the whole industry

Conduct research to find data from



& Trading partners

& Competitors
Build trademarks and brand names for Thailand
Build jewelry centers in every part of Thailand

Build distributing centers in the target countries

3. Long-term strategy (5 vears or more)

Search for more raw materials inside the country
Support exporters who use Thai brand names

Add information on the gem and jewelry industry in the school

curriculum (such as in “Developing Life Experience ” course)




