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Abstract

Despite its ability to produce high quantity of natural rubber, Thailand could only earn a small profit
margin from the product as it is being sold as raw material. Thus, the country needed to promote
transformation process in order to add value to the raw material. In this regard, rubber-made jewelry was one
of rubber-made products that received much attention from overseas consumers. In addition, this process
also add high value to raw rubber. Therefore, the researcher conducted this study to determine possibility of
tapping the rubber-made jewelry market in Thailand.

The objectives of this study were to survey both domestic and international rubber-made jewelry
markets in design and manufacturing aspects; determine problems; demand and Thai consumers’ perception
on the rubber-made jewelry.

From the study of Thai consumers’ demand and perception on rubber-made jewelry, it was found
that 93.4% of the consumers were satisfied with the design in respect of its attractiveness, luxurious,
distinctive, and contemporary appearance. The reasonable price for the jewelry would be not more than 500
baht per piece. Most suitable place for putting the jewelry on sales is in the vending stores outside office
buildings and retail counters in department stores. Sellers should use discount, offer free gifts and use

advertisement as marketing strategy. The consumer group which would likely purchase rubber-made jewelry

was early-period working woman aged between 20-34 years old.

Nevertheless, 37.4% of consumers had negative attitude toward rubber-made jewelry because they
felt that rubber was a cheap material and should not be used as jewelry products. In addition, rubber can

cause allergy and give stinky smell.

To enhance the potential and competitive ability of rubber-made jewelry business, entrepreneurs
must develop the rubber-made jewelry according to the demand of consumer. The three critical success
factors were 1) design that allow consumer to wear the jewelry in many occasions. The jewelry must have
contemporary and luxurious appearance, 2) price that is competitive, and 3) quality of materials and skilled

labor.

Moreover, there should be public relations to provide accurate knowledge about rubber to
consumers, manufacturers and designers. Thailand should promote research and development on
characteristics of rubber so as to be suitable for jewelry making. The developments should include elimination
of stinky smell and rough surface; enable the rubber to be mixed with colorful color; promote sales network
and cooperation between entrepreneurs, financial institutes, educational institutes and government sector;
determine approach to make and export rubber-made jewelry that meet the demand of overseas consumers.

Thus, if Thailand was able to make concrete strategy for such development, it would create a new

processed rubber product that can generate highest value addition as ever.



