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Executive Summary

The United States of America has long been the major market of Thai gem and jewelry
business. This market represents about a quarter of Thailand’s gem and jewelry export value with
its continual growth until the recent economic crisis. The financial downturn takes effects on
different dimensions. One of which is consumer behavior which has become more conscious about
their spending. Although many gem and jewelry firms (such as wholesalers, importers) have been
closed down, most retailers remain but with stagnant purchase of products as they tend to focus
more on releasing products in stock to generate flow of income. The new orders have become more
fragmented with smaller volume per order, less frequency of reorders, and more demands for new
designs. This change of behavior has driven Thai manufacturers to adjust their production line and
financial management.

In terms of competition, the gem and jewelry import value to the US was decreasing. Yet,
Thailand can manage to uphold the overall market share (11.99% in 2008 and 12.40% in 2009).
This is due to the sales of silver jewelry of which Thailand has become the leading export country to
the US market. However, the import of gemstone has been dramatically declining (51.92% down
from the year 2008) and in 2009 Columbia eventually undertook Thailand’s leading position.

From the overall perspective, US market seems to be in the recovery period as it already hit
the bottom during 2008 until the beginning of 2009 and now starting to recuperate since the middle
of 2009. This represents the opportunity for Thailand to make a strategic plan in responding to the
sign of market upturn. Analyses of strengths, weaknesses, opportunities and threats lead to the
development of key success factors for Thailand’s gem and jewelry business such as the needs to
develop capable human resources, to leverage product quality standard, to expand business
networks, to drive branding and public relations strategies, and to manage strong financial
performance.

Further analyses of value chain facilitate the development of industry policies. These include
1) “Thai-Am Gem and Jewelry Network” to better reach customers in the US via sales and
marketing techniques; 2) “Ethical Jewelry” to promote corporate social responsibility activities; 3)

“International Disclosure” to create product quality standard particularly gemstone. Additionally



policies for related stakeholders such as the Gem and Jewelry Institute of Thailand, Department of
Export Promotion, and Bangkok Gems and Jewelry Fair have been recommended.

Finally, the proactive marketing strategies incorporate segmentation and targeting
strategies which focus on diversifying the risk to reach wider segments regarding their different
buying behaviors. In terms of positioning, Thailand should consider becoming a ‘design
manufacturer’ who could assist designers in further developing products. For product strategies,
affordable luxury has become the future to help reaching broad range of markets in the US. Pricing
strategy should be changed from cost-based to competition-based with considerations of the wider
range of price points. Place strategy can be divided into conventional (e.g., importers, wholesalers,
retailers) and contemporary channels (e.g., online) yet with the common approach to develop
partnership for long term relations. Lastly, as database and market intelligence have been
advanced, promotion strategy which focuses on direct marketing can help attaining the target

customers with better cost efficiency.



