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ABSTRACT

The diamond business is one of best handicraft works in Thailand. This covers
the activities related to jewelry making business. Both local and foreign business
people compete to get into the business or even to survive in the business. To be
successful, the retailers must be able to select the best wholesalers to deal with in
order to purchase diamonds that conform to the customers’ preferences.

The purposes of this research were to find out characteristics of diamond
reselling among small and medium-sized diamond retailers, their criteria for selecting
the diamond wholesalers, the inventory management, general business environment,
and the opinions towards the diamond retailing business in Thailand.

The subjects of this research were 100 Thai diamond retailers in Bangkok
Metropolis. Cross-sectional design and purposive sampling technique were used for
this research. The instrument of this study was a self-administered questionnaire. The
data was analyzed using the Statistical Package for Social sciences (SPSS) program
version 13.0.

The results of this study showed that Thai retailers were using the services
either from the Thai or foreign wholesalers (57.0% and 43.0%, respectively).
However some retailers viewed that the foreign wholesalers were more capable of
providing a variety of choices (21.0%), and good in supplying stones (21.0%). In
addition, some attributes of the diamonds such as color, clarity and cut of the
diamonds were more preferred to carat or size of the stones by most customers. Most
of the retailers (49.0%) agreed that cheating and fraud were extreme risks in the
business.

It is recommended that future research should be expanded to all size
markets; small, medium, and large to see the differences of the characteristics of
diamond requirements and preference among these three groups of dealers.
Moreover, the randomization technique should be used to obtain the samples in order

to reduce the bias of selection.
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CHAPTER ONE
INTRODUCTION

1.1  BACKGROUND

From the earliest times, the diamond has fascinated mankind due to its
sparkling reflection. Diamonds are the well-known and most admired ornaments.
There are not many countries that have discovered the precious stones underground,
and India has always been regarded as the natural home of the diamond, for there it
was first found (Hershey, 1940).

In ancient Greece, diamonds were called “adamas” (Tolkowskydiamond,
2007) which means unconquerable and they saw them as tears of God. Romans
believed that they were shards of stars. Indians referred to diamonds as hard and
invincible. Hindu mythology said that people who wear a diamond are protected from
evils. In 15" century, the romantic story started when Archduke Maximillian of

Austria gave a beautiful diamond ring to Mary of Burgundy on their engagement.

When the diamond comes in a rough form, people might not know whether it
is a broken piece of glass or a precious stone. By the time that the diamond had made
its way from India to Europe in 1456, a Belgian man, Louis Van Berquen, was

generally thought to be the first one who had discovered the diamond cutting arts.

Starting from when diamonds get mined from way beneath the surface of the
earth into 58 facets, all steps require a lot of patient and skilled diamond cutters. The
most important aspect of the polished diamond is the quality of the diamond, or cut.
An excellent cut diamond will have tremendous brilliance regardless of its color, or
clarity. Well-cut diamonds give a wonderful reflection when light enters from the top
of the diamond, table, and reach the bottom side of stones where the light will reflect
to another. On the other hand, stones with a poor cut will give a dull and lifeless

appearance.

The value of diamonds is estimated by 4 main characteristics which are cut,

color, clarity and carat. Diamond cut refers to the reflective qualities of the diamond



which determine its ability to handle light and leads to brilliance. Color in the
diamond is produced from chemical impurities contained in its composition. The
whiter or colorless the diamond, the more brilliant it will be because it will allow
more light to pass and be reflected back. Clarity is a measurement of the amount of
external and internal flaws. The inclusion can be air bubbles, cracks and non-diamond
minerals found in the diamond. Lastly, carat is the weight unit of measurement, and

the price of diamonds varies according to their carat weight.

After the diamonds are dug from the mines in South Africa, Botswana, Russia,
India, Brazil, etc., they will be put through a sophisticated and delicate polishing
function, which will provide it with the facets that give beautiful reflections from it.
Like other industries, both rough and polished diamonds need good distribution
channels. Once the diamonds have been polished, they will be sold (possible in
jewelry sets) first to a wholesaler, who will then in turn onsell to retailers. From the
retailers, the diamonds will then be sold to the new owner which is the ultimate

customer, who actually wears them or uses them as an adornment.

. Figure 1. The global diamond price on color and clarity
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From: Price Scope, 2009.

Figure 1 shows a chart from PriceScope (2009), the diamond resource, which

represents the global diamond price for varied sizes over the past few years. The



prices during the time of the worldwide recession; however, they started to stabilize,

and even rise in some cases, in 2009.

Diamond manufacturing is one of outstanding industries in Thailand. The
Department of Business Development, Ministry of Commerce revealed that from
January- July 2009 export values from the jewelry business, including diamonds,
increased dramatically. Example of these increases were 267.67% to Switzerland,
33.27% to Australia, 21.30% to Hong Kong. Meanwhile, export to USA and Belgium
decreased a little at 10.30% and 11.36%, respectively (Department of Export

Promotion, www.depthai.go.th)

In June 2009, Thailand’s cabinet approved the waiver of the 7 percent value
added tax (VAT) for imports of rough diamonds, gems and raw materials which will
be in effect until the end of 2011. Diamond manufacturer will have lower production
cost. This will boost the local industry’s competitiveness in the export market,
according to Prime Minister Abhisit Vejjajiva, during the Bangkok Gems and
Jewellery Fair. (Bangkok post, p.24) Diamond industry officials (2009) added that for
the past five months (January-May 2009) exports from the jewelry business including
diamond jewelries totaled 165 billion baht. The industries confidently expect that

exports can reach 300 billion baht thanks to the tax reform.

Sinchai Teechawatanasook, a diamond industry consultant, mentioned that
diamond retailers have a primary role in helping customers procure diamonds. They
receive requests from customer to look for certain sizes or shapes of diamond and

ensure that they can supply the buyers within a short delivery time.

Some retailers may contact wholesalers to obtain the quality of diamond
requested. Some retailers go to pawn shops or public auctions to buy retained

diamonds for small production business and sell them later.

Sinchai reveals that most of the diamonds with a size of less than 0.50 carat
are mainly imported from India. They are called “Phet Kaek™ or Indian diamonds.
Even though there are some Thai business people who run diamond wholesaling


http://www.depthai.go.th/

businesses as well, the local retailers opt to buy from Indian wholesalers for some
reason. It seems that retailers have to rely on the import of diamonds from some
certain group. Once the diamonds are imported by only a few major wholesalers, the
diamond supplies will be probably kept low to maintain the pricing levels like it
happened in The United States of America. After each distribution, the cost will be

added before reaching the end-customer’s hands (Mason, 1987).

As small and medium-sized retailers mostly go to the Indian wholesalers, there
must be a reason in selecting these particular wholesalers to deal with. This gives the
perception that the loose diamonds that flow into Thailand might be under the control
of some certain countries. To buy from one side will strengthen their supplying power
in the market and weaken the competitors until they are out of business. If the
wholesalers understand what the retailers consider when buying the diamonds, they
can improve or adjust their strategies to reach the customers’ needs. Then the market

will be effectively competitive, which would be for the benefit of the end consumers.

Moreover, the diamond characteristics, like cut, carat, clarity and color, seem
to be one of the crucial considerations among retailers when they want to purchase
diamonds. Apart from those characteristics, the diamond shape, which is referred to
the appearance of the diamond, is one major criteria of selection too. Round, square,
oval or heart shaped diamonds are some of the famous shapes (cut) in the industry.
These shapes are significantly related to the price of diamonds in the market. It is
known that in Thailand, the round Ideal cut is the mostly-requested cut (shape) at the

moment.

In the selection process of goods or diamonds, retailers have to deal with
wholesalers to ensure that they will acquire the quality and price they are looking for.
This study will discover what retailers should do to be successful when purchasing
diamonds from wholesalers, and how they both find satisfaction and make deals in the
situation whereby one particular group of whoesalers seems to have taken control
over the retailers in Bangkok. Furthermore, the study will explore the characteristics
of diamonds that are generally needed in Thailand’s diamond industry. Finally,

techniques of running diamond retailing shops will be presented.



Since diamonds are still in the high-end luxury ornament and it are also highly
considered as a symbol of love, diamond-related businesses still have a bright future.
The results gained from this research will be a baseline data for entrepreneurs or

business persons who want to invest in the diamond field.
1.2 STATEMENT OF THE PROBLEM
This study aims to answer the following questions

1.2.1 What are the retailer’s reasons for selecting wholesalers?

1.2.2 Why do local retailers prefer to buy diamonds from foreign
wholesalers?

1.2.3 When is the best selling time for the diamond retailing business?

1.2.4 What are the problems or obstacles that are encountered in the

diamond retailing business?
1.3 OBJECTIVE OF THE STUDY
The objectives of this study are as follows:
1.3.1 Main Objective

To explore the characteristics of diamonds for reselling among small and

medium-sized retailers
1.3.2  Sub Objective

1. To investigate the percentage of use of brokers of small and
medium-sized retailers
2. To find out the reasons for retailers to purchase diamonds from

particular wholesalers.



1.4

DEFINITIONS OF TERMS

Definitions of terms in this study are as follows:

141

1.4.2

Independent Variables

Diamond reselling, source of purchase, small and medium-sized

retailers

Dependent Variables

Purchase for selling of diamond, diamond standard of quality (cut,

carat, color, clarity), purchase planning

Table 1. Independent Variables and Dependent Variables

Independent Variables

Variable Conceptual Definition | Operational Definition | Indicator
Reselling The activity of selling The activity of selling Diamonds owned
goods which were diamonds bought by the | by retailers
bought earlier end users.
Source of A place where goods are | A place where a retailer | e \Wholesaler
purchase bought obtains diamonds e Broker
Small-sized The intermediaries in the | The person who runs a | e Sole business
diamond distribution channel, in | diamond retailing person
retailers the smaller scale business alone
Medium-sized | The intermediaries in the | The personwhorunsa | e A staff of 1-10
diamond distribution channel, diamond retailing people
retailers before goods go to end | business and employs

users.

some assistants.

(Table continues)




Table 1. (continued) Independent Variables and Dependent Variables

Dependant variables

Variables

Conceptual Definition

Operational Definition

Indicator

Purchase for
selling of

diamonds

A good is bought based

on a certain criteria

A retailer obtains
diamonds based on the

following:

Cut

Carat

Color

e Belgium cut
¢ [ndian cut

e Russian cut

e 0.20 carat
e (0.21-0.25 carat
e 0.26-0.30 carat
e (.31-0.40 carat
e (.41-0.50 carat
e 1-2 carat
e 2-3 carat

e > 3 carat

e D-E-F
e G-H
o I

o K-L-M
e N-Z

(Table continues)




Table 1. (continued) Independent Variables and Dependent Variables

Dependant variables

Variables Conceptual Definition | Operational Definition | Indicator
Shape e Round

e Princess

e Heart

e Asscher

e Cushion
Risks in The situation of The reaction in which | e Cheating and
diamond insecurity and retailers feel that the fraud
business uncertainty to operate a | business is not steady or | ¢ High

business secure investment

e Low turnover

Personality of
diamond

retailers

The particular
knowledge in order to

work or succeed

The required
personality
(personalities) that
retailers must have in
order to conduct a

successful business.

e Knowledge
about 4 Cs

e Connection
with jewelry
makers

e Negotiation
skills

e Diamond
cutting

knowledge

(Table continues)




Table 1. (continued) Independent Variables and Dependent Variables

Dependant variables

Variables Conceptual Definition | Operational Definition | Indicator

Purchase The decision to purchase | The decision to e Buy when get

planning goods purchase diamonds orders from
among retailers customers

e Buyalotand
sell diamonds
later

e Buy when price
IS appropriate

e Buy when need
to develop new

jewelry settings

1.4.3 Research Hypotheses

To study the association between two variables as follow:

Hypothesis 1: Retailers who have more experience in the diamond
business are more likely to have more customers.

Hypothesis 2: Retailers with different levels of education are more
likely to choose different channels for purchasing
diamonds.

Hypothesis 3: Retailers with high experience are more likely to do
business with regular customers.

Hypothesis 4: Retailers whose education is lower than bachelor’s
degree are more likely to work as full time retailers.

Hypothesis 5: The diamonds supplied by foreign wholesalers are

more likely to generate more customers
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1.5 SCOPE OF THE STUDY

This study investigated the characteristics of diamonds in the retailing

business and focused only on Thai diamond retailers living in Bangkok Metropolis.

One hundred retailers were purposively selected as the subject of the research.
A questionnaire with closed-ended questions and an open-ended question was the
instrument of this study. It consisted of three parts: demographic information, reasons
for activities in the diamond business, and suggestions from the respondents.

The questionnaires were distributed to the retailers from December 2009 —
January 2010. The collected data was by using the Statistical Package for Social
Science (SPSS) program version 13.0 to find out the characteristics of diamonds in

the retailing business.

1.6  SIGNIFICANCE OF THE STUDY

This study of characteristics of reselling diamonds among small and medium-
sized retailers is significant for the following reasons:

1. The findings will benefit new entrepreneurs who are interested in
investing in diamonds as a retailing distributor.

2. The result from this research can be beneficial to wholesalers to adjust
their strategies to be able to compete at the wholesaling level.

3. The results will be beneficial to manufacturers to see the trends in needs
for diamonds. This will help to increase their capability in order to serve the ultimate

consumers’ needs.

1.7 ORGANIZATION OF THE STUDY

This study is divided into five chapters

Chapter One provides a brief introduction, background and rationale of the
study, statement of problems. The objectives and scope of the study are also

mentioned. Definitions of term are stated. The significance of the study is indicated.
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Chapter Two provides a review of related literature regarding the
characteristics of diamonds and international 4 Cs standards, industrial buyer’s
behaviors. The distribution channels concerning wholesaling and retailing are also
mentioned. A review of literature relating to procurement and logistics are also

presented.

Chapter Three contains the methodology of the study, starting from design,
the target population, questionnaire design and method used for gathering

information. This chapter also presents the data analysis

Chapter Four presents the results of the study. The results are displayed
according to general information of the respondents, age, education and experiences
in retailing business. The frequency of various activities that occur in the diamond

retailing business is also given.

Chapter Five includes the summary of the study, the conclusion of findings, a

discussion, limitation of the study and recommendations for future research.



CHAPTER TWO
REVIEW OF LITERATURE

This chapter provides the relevant theories
2.1. 4 Cs of Diamond quality
2.2. Industrial buyers’ behavior
2.3. Distribution Channel
2.3.1 Wholesaling
2.3.2 Retailing
2.4. Logistics and Procurement

2.1. 4Cs OF DIAMOND QUALITY

Every diamond is different and unique. Each reflects the story of its arduous
journey from deep inside the earth to a cherished object of adornment. Yet all
diamonds share certain features that allow people to compare and evaluate them.

These features are called 4 Cs. (Gemological Institute of America, 2009).

The 4 Cs was invented by De Beers, the leading global Diamond Authority, in
1939. The standard is widely adopted by the diamond industry. 4Cs refer to Cut,
Clarity, Color and Carat. A diamond’s cost is based on these characteristics which are

known as 4 Cs.
Cut

Cut refers to the facets, the proportion and the quality of polished diamond. A
good cut gives a wonderful reflection or fire on stones while the shape refers to the

appearance of the stone.

Figure 2. Diamond shape
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From: http://www.Rapaport.com
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Clarity

Clarity is used to measure the overall quality of diamonds, by rating the
natural inclusions or imperfections. This ranges from IF (Internally flawless), which
means the diamond is clean and does not contain internal/natural imperfections. The
flaws are invisible to untrained eyes. Next to clarity IF, VVS1-VVS2 (Very, Very
slight inclusion), VS1-VS2 (Very slight inclusion) and SI1-SI12 (Small inclusion). At
the end of the range is | (Inclusions), the visible imperfections that might be seen by

untrained eyes.

Figure 3. The clarity of diamond

0O O

From: www.Debeers.com

Color

Color describes the amount of color the diamond contains. This can range
from D to Z color. D is colorless, while Z is yellowish in color. Colors can also range
from intense yellow to brown, blue, green, pink and red. These fancy colors are rare

and therefore more valuable.

Figure 4. The color of diamond

T

\  DEF==Colourless

GHIJ="Near Calourless

KL M="Very Faint Yellow

% NOPAQR=Faint Yellow

| STUVWXYZ=LightYellow

From: www.aboutbuyingdiamonds.com
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Carat

Carat is a weight unit for diamonds. One carat is equivalent to 0.2 grams. The
carat size plays a significant part in the value of the diamond; for example, when two

stones are of the same quality, the smaller diamond has a lower value.

Figure 5. The carat of diamond
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From: www.aboutbuyingdiamonds.com

2.2. INDUSTRIAL BUYER BEHAVIOR

Characteristics of Buyers in the Industrial Market

The size of the industrial market is different from the consumer market in terms
of the number of buyers it contains (Federick, p.176). The industrial buyers differ
from their customer counterparts by the activity of make buying decision. While the
customer makes decision individually or sometimes as a family group, the industrial
buyers characteristically make their purchases as an organized buying center. They

will share common goals and risks arising from the decision.

Webster and Wind (1992) mentioned that there are people who comprise the

buying center which are classified into the following

o Users who are actually going to use the product or service. Initially the
user is the one who makes the request for buying in the first place

o Influencers consist of everyone inside and outside the organization who
influenced the final decision.

o Buyers are the people with the formal authority to place an order. The
buyers will be involved in negotiating the price and other terms, most probably the
specification of the product itself


http://www.aboutbuyingdiamonds.com/
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o Deciders are the people who have the power to choose and approve
suppliers. Most of the time, the buyers and deciders are the same people. In some
organizations, those at top management level will be required to approve the
purchase after the buyers have already negotiated it.

o Gatekeepers are the employees in the organization who control access to
the other members in the buying center. The role of Gatekeeper is important because
it can control the information and other influences that will impact on other members

of the buying center.

2.3. CHANNELS OF DISTRIBUTION

According to McKinnon (1989), there are very few items that are sold by the
producer directly to the final customer. Most of the products pass through the hands
of one or more intermediaries, such as wholesalers, dealers, brokers or retailers. The

distributor functions in the dispersal of goods from producers to consumers.

There are two channels that form a part of the marketing strategy. Firstly, the
direct channel which allows goods or services to pass directly from the producer to
the customers. Secondly, the indirect channel which contains an arrangement that
relies on intermediaries to move goods or services from the producer to the

consumers.

Figure 6: Typical consumer channel structures

Producer Producer Producer
{}
Wholesaler
{} )
Retail Retailer
etailer 0 O
- .
Consumer Consumer onsumer
Indirect channel Direct channel

From: Mason, Marketing principles and strategy, 1987, p 455
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The system of distribution can be conceptualized as “bridging the gap” between
production and consumption by fulfilling five basic and essential functions
(McKinnon, 2000)

o Transport: the separation of producers and consumer creates the need for
movement

o Storage: the goods that are produced need to be stored in advance until they
are required

« Breaking of bulk since some goods are in the big batches. So, it is necessary to
break them into smaller quantities

e Mixing to meet the various consumer demands, and serve the consumer
choices. It must be a convergence of goods produced at different locations

o Communication must be a two way transmission of information between

producers and consumers to control the flow of goods between them

2.31 WHOLESALING

Definition of wholesaling
According to Goodridge (1987) wholesaling enables the producers to
distribute the goods to the customers. Wholesalers will buy goods in large quantities

from producers before selling them in smaller quantities to retailers.

Mason and Ezell (1987, p.497) explained the factors that
manufacturers consider when choosing wholesalers to help them with distribution.
Those wholesalers should have knowledge about the local markets and must be able
to increase the manufacturer’s market penetration. Mason also added that
manufacturers usually avoid wholesalers who carry many lines because those

wholesalers will give them little support towards the products.

Wholesaling is the activity that one business unit buys products and
sells or distributes to retailers and/or other industrial users such as commercial
institutions and organization. Wholesalers do not sell the item directly to end users (&

&8 Ju1Au, 2536).
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The National Statistical Office, Ministry of Information and
Communication Technology of Thailand (2003) has grouped the wholesaling business
together with broking-typed businesses (excluding the automobile and motorcycle
industries). It distinguishes wholesaling businesses into two sub categories; 1)
wholesaling of non-modified goods, in which the wholesaler sells the product bought
without modifying or producing any features on the goods; and 2) wholesaling of
modified products, in which the wholesaler combines, modifies, re-packs or separates

bulk goods/materials into smaller amounts before selling them.

Wholesalers are intermediaries that resell merchandise to institutions
serving end-customers, which are retailers. They can offer many advantages as
channel partners including the ability to make fewer sales to the ultimate consumer
than retailers do (Mason&Ezell, 1987).

2.3.2 RETAILING

Definition of Retailing

Chapman (1990) explained that retailing is the process of selling
goods and services to the ultimate consumer, the person who will actually use the
goods or service for personal use. He gave an example that if Mr.A buys bread for
breakfast, he is the ultimate consumer, but if Mr.A buys bread to make sandwiches to
sell, then he is not the ultimate consumer because he does not consume the
sandwiches himself.

According to Dion and Tapping (1998), the retailing business is
simple to understand. He clarified that the retailing business is a situation whereby the

person buys an item at wholesale and sells it for more than they paid for it

Goodridge (1987) defined that retailers are people who pass on goods
to the final consumer. Retailers sell in small quantities to individual customers, as

distinct from wholesalers who sell to the retailers in bulk amounts.

Retailers are the people involved in the sale of goods and services to
ultimate customers who purchase for personal or family use. They are not going to



18

resell or use in the production of other goods and services. Retailers are an important

link in the channel of distribution for manufacturers.

Retailing and wholesaling are essential in many channels of
distribution. They facilitates the flows of goods and service from producers and

consumers

Verley (2000, p.66) stated that when the retailers have to consider
buying a product, they will use the criteria to select the goods that will attract the
consumer. Each individual criterion that bears upon the product’s ability to satisfy a

consumer has to be considered, as well as the totality of the features.

Physical properties are represented by size, weight, volume and by the

components. They are likely to be critical to the appeal of the product.

Packaging does initially attract potential users. Packaging must be
nicely-designed to perform a variety of functions including aesthetic appeal to

customer, protection for the product, and also added value to the customer.

The style of a product is generally dependent on the blend of shapes,

colors and has more to do with aesthetics than functionality of the product’s design.

2.4. LOGISTICS AND PROCUREMENT

Murphy and Wood (2004, p.45 mentioned that since 1980 tremendous and rapid
change has occurred in the business logistics field. Logistics or other terms that are
used, like, distribution, materials management or supply chain management are all
associated with managing the flow of goods and information from a point of origin to

the point of consumption.

The council of Logistics Management (CLM), one of the world’s most
prominent organizations for logistics professionals suggested that logistics should be

involved in all three activities which are planning, implementing and controlling.
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Logistics also involves the flow and storage of goods and services. CLM mentioned

that the purpose of logistics is to meet customer requirements.

Procurement is concerned with purchasing and arranging inbound movement of
materials, arts, and/or finished inventory from suppliers to manufacturing or assembly

plants, warehouse, or retail stores (Bowersox & Closs, 1996).

Bowersox and Closs (1996) mentioned that in terms of logistical system design
and administration, each firm must simultaneously achieve at least six different

operational objectives which are:

Rapid response, which is concerned with a firm’s ability to satisfy customer
service requirements in a timely manner. The result is to eliminate the excessive

inventories traditionally stocked in anticipation of customer requirements.

Minimum variance, which is any unexpected event that disrupts the system
performance, for example delays, damaged goods upon arrival, or delivery to an
incorrect location. Closs advised that the solution to these problems is to establish a

safe stock inventory or use high-cost premium transportation.

Minimum inventory, which involves the commitment and relative turnover
velocity. The high turnover rate of inventory means the inventory is being effectively

utilized.

Movement consolidation, in which many logistical systems that feature
premium service depend on high-speed, small-shipment transportation cost. It is

desirable to achieve movement consolidation.

The quality, which is the fifth logistical objective to seek continuous quality
improvement. When the quality fails, the logistical performance typically needs to be

reversed and then repeated.
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Life-cycle support is to give assurance that the supplier’s products will
perform as advertised over the specific period. The producers must include the

product expiration date and responsibility for hazardous consequences.



CHAPTER THREE
METHODOLOGY

This chapter describes: (1) the subjects, (2) the materials, (3) the procedures
used in the collection and analysis of the data, and (4) the data analysis.

3.1 SUBJECT

The research design was a cross sectional study using a self-administered
questionnaire. The respondents were selected using the purposive sampling design.
The target sample size was 100, which accounted for 3% of all small and medium-
sized retailers in the Bangkok metropolis. The Ministry of Commerce revealed that
the total of all sizes retailers was approximately 4,500 which divided by scale of staff
employment and registered capitals. The number of large retailers is roughly 1,500.
The smaller size was about 1,200. There were 1,800 medium-sized retailers.

3.2 METERIALS

The instrument of the research was a self-administered questionnaire. Since
people in the diamond business are very tight-lipped about information regarding
their business, the researcher first contacted a reliable network to give the
respondents a brief introduction about the research. Those who were interested in
participating were later contacted by the researcher to give clear objectives of the
research. The respondents were firmly convinced that all information given would be
kept confidential and the name of respondents and shop names would not be

revealed.

Before the distribution of the final version of the questionnaires to respondents,
the questionnaire was pilot-tested with 10 retailers in order to check their
understanding of the messages in the questionnaire. Then it was adjusted according

to their comments.

In the first part of the questionnaire, the respondents were asked to fill out their
personal data such as gender, age, education and work experience in the diamond

business.
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The second part contained questions about the diamond retailing business. The
respondents were asked to choose answer(s) that reflected their activities. For
example, the reasons for buying diamonds from wholesaling/brokers, the origin of
diamonds bought, the system to control the inventory, and problems and obstacles

they may have in the diamond retailing business.

The third part, which had one open-ended question, asked them to provide

suggestions regarding the diamond retailing business.

3.3 PROCEDURES

This section describes the procedure for collecting required data.

3.3.1 Research Design

The research was a cross-sectional descriptive design using the purposive
sampling technique. The instrument of this research was a self-administered
questionnaire. The 33-item-questionaire was distributed to 100 participants who were

medium-sized diamond retailers in the Bangkok Metropolis.

3.3.2 Data Collection

100 questionnaires were distributed to the respondents from 25 December 2009
to 4 January 2010. The data was collected by purposively approaching medium-sized
retailers in the Bangkok metropolis. Before answering the questionnaire, the
respondents were asked for their cooperation and the objectives of the research were
explained.

3.4 DATA ANALYSIS

The Statistical Programme for Social Sciences (SPSS) version 13.0 was used
for the data analysis. Descriptive statistics were used to describe the data such as
frequency distributions, percentages, and cross tabulations. The data was presented in

the form of tables, figures and descriptions in order to draw conclusions.

The research took approximately four months. The planning phase was

conducted in November 2009. Next, the implementation phase and analysis phase was
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done in December 2009 and January 2010. The reporting phase was finished in
February 2010.



CHAPTER FOUR
RESULTS

This chapter reports the results gathered from the questionnaires and is divided
into three parts as follows:
Part 4.1: Demographic information of the respondents
Part 4.2: Results of the questionnaires concerning the diamond retailing
business
Part 4.2.1: The frequency and percentage of some important variables
regarding the business, for example, the origin of diamonds bought, the preferences of
stone qualities, and problems and obstacles the respondents may have in the diamond
retailing business.
Part 4.2.2: The results of associations between the two important
variables
Part 4.3: Results from the open-ended question about further suggestions and
recommendations
4.1 DEMOGRAPHIC INFORMATION OF THE RESPONDENTS
Part one consists of questions asking about respondent’s demographic
information, which were gender, age, education, work experience, type of business
and employment type.

Table 2. Demographic Information

Demographic Information Frequency Percent
(No=100) (100.0%)

Gender

Male 72 72.0
Female 28 28.0
Age

Below 20 1 1.0
20-25 23 23.0
26-30 31 31.0

Table continues
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Table 2.(Continued) Demographic Information

Demographic Information Frequency Percent
(No=100) (100.0%)

31-35 17 17.0
36-40 21 21.0
Above 40 7 7.0
Education
Lower than High school 7 7.0
High School 18 18.0
Vocational school diploma 25 25.0
Bachelor’s degree 46 46.0
Higher than bachelor’s degree 4 4.0
Work Type
Full Time 86 86.0
Part Time 13 13.0
Others 1 1.0

Table 2 shows the demographic information of respondents. It can be seen that
72.0% of respondents were male, and 28.0% were female. 31.0% of respondents were
aged between 26-30 years old, while 1.0% of respondents was aged below 20 years
old. For education, most respondents or 46.0% held a bachelor’s degree, while 7.0%
had lower than high school. 86.0% of respondents worked as full time diamond

retailers, whereas 13.0% worked part time.

Figure 7. Job Employment in the Business
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Figure 7 shows that 32.0% of respondents employed 3-4 staff members in
their business. 10% of respondents employed 1-2 staff members, and 7-10 staff

members to assist them in their shop/business.

Figure 8. Years of Experience in the Business
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20% of the respondents had 2 years-experience in the diamond business. The
minimum number of years experience was 1 year, accounting for 10.0%, whereas the
most experience among the respondents was 23 years which accounted for 1.0% of

respondents.

4.2 DIAMOND BUSINESS RELATED INFORMATION

The characteristics of diamonds reselling among retailers in the Bangkok
Metropolis was described in terms of frequency of respondents’ behaviors in
purchasing diamonds, channels of purchasing, sources of diamonds, obstacles in the
business and the 4C’s preferences, personality needed for the career, and other issues

regarding diamond retailing business.
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4.2.1 The results of frequency on some important variables

Table 3. Channel of Buying Diamonds

Channel of buying Frequency Percent
Broker 39 39.0
Wholesaler 57 57.0
Pawn Shop 3 3.0
Public auction 1 1.0
Total 100 100.0

Table 3 shows that most of the respondents boughts diamonds through a
wholesaler (57.0%) and diamond broker (39.0%), pawn shop (3.0%). The least

popular channel was public auction which accounted for 1.0%

Table 4. Nationality of the Wholesalers or Brokers

Nationality Frequency Percent
Thai i} 57.0
Foreigner 43 43.0
Total 100 100.0

The diamond retailers were more likely to buy diamonds from local diamond
wholesalers or brokers (57.0%) than buying then from foreigners (43.0%). The two

foreign wholesalers mentioned were Indian and Belgian

Table 5. Reasons for Buying Diamonds From Foreign Wholesalers

Reason of Buying Diamonds Frequency Percent
Variety of choices 21 46.7
Good in supplying the stones 17 37.8
Price negotiation is reasonable 7 15.5

Table 5 shows the reasons for buying diamonds from foreign wholesalers. It
can be seen that various choices of diamonds attracted the Thai retailers, accounting
for 46.7%. Some respondents agreed that the foreign diamond wholesalers were good

in supplying stones compared to Thai retailers which accounted for 37.8%, whereas



28

15.5% of respondents who bought diamonds from foreigners said they got a

reasonable price when doing business with foreigners.

Table 6. Rank of Sources of Diamonds

Country Rank #1 Rank #2 Rank #3 Rank #4 Rank
No. No. No. No.
India 30 40 16 4 2
Brazil 1 2 3 43 4
African countries 20 18 35 4 3
Belgium 45 30 12 0 1
Other countries 0 2 4 2 5

As for the most frequent diamond source that the diamond retailers selected to
buy from, Table 6 shows that diamonds which were originally from Belgium were
selected as the first choice, followed by diamonds from India as the second most
requested. Diamonds from African countries ranked third while other countries like

the United States, or Russia were ranked fifth.

Table 7. Reasons for Buying Diamonds From Wholesalers/ Brokers

Reasons of Buying Frequency Percent
Quick service 15 8.9
Cheaper 39 23.2
More choices 53 31.5
Look like they are from producers 23 13.7
Late payment 23 13.7
Negotiation power 13 7.7
Other reasons 2 1.3

The most frequent reason for buying through wholesalers or brokers was a
variety of choices (31.5%), followed by getting a cheaper price (23.2%), whereas the
payment terms and perception of buying from the producers were equal third in terms

of frequency, accounting for 13.7%.
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Figure 9. Risks in the Retailing Business
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Figure 9 shows the most frequent risk encountered by diamond retailers in
Bangkok. Cheating and fraud were the most risky in the diamond business (49.0%),
followed by high investment (33.0%) as the second most risky and low turnover

(16.0%) as the third most risky.

Table 8. Purchase Planning to Buy Diamond

Purchase planning Frequency Percent
when received an order from customers 38 38.0
in bulk and kept for later use 24 24.0
when needed to develop the new settings 23 23.0
when the price was appropriate 14 14.0
Total 100 100.0

Table 8 shows that 38.0% of respondents bought diamonds only when an
order was received from customers, while 24.0% of respondents bought them in bulk
and kept them for later use. 23.0% of respondents bought diamonds when they
needed to develop the new setting while 14.0% said they bought them when the price

was appropriate. However, one respondent did not answer this question.
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Table 9. Personality that Diamond Retailers Must Have

Personality of Retailers Frequency Percent
Must have knowledge about the 4 Cs 74 62.2
Have good connection with casting
' . ' 28 232
and moldings service provider
Must have a good negotiation skills 13 10.9
Must know how to cut diamonds 4 33

Table 9 shows respondents’ views towards the personalities that retailers must
have in order to conduct business. The most important quality was knowledge about 4
C’s (62.2 %), followed by having connection with casting and molding service
providers (23.2%), having good negotiation skills (10.9%), and knowing how to cut
diamonds (3.3%).

This means the knowledge about 4Cs; carat, cut, color, and clarity was the

most important and necessary in order to work in the diamond business.

Table 10. Obstacles in Diamond Retailing Business

Obstacles in Business Frequency Percent
Not many customers’ orders 61 59.2
Small margins 39 37.9
Others 3 29

According to the figures shown in Table 10, most problems and obstacles
from 61 respondents (59.2%) were small numbers of orders from customers, followed
by 39 respondents (37.9%) who said that margins received from production were too
small. The others 3 respondents (2.9%) said that they had a limited of budget to

invest, and they had difficulty when the customers returned unsatisfactory products.
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Table 11. Number of Customers in the Past Four Months

Range of customers Frequency Percent

1-5 15 15.0
6-9 33 33.0
10-14 29 29.0
15-19 18 18.0
20-30 3 3.0

More than 30 2 2.0

Total 100 100.0

The number of customers was in six categories. 33.0% of respondents had a
total of 6-9 customers during the past four months, while 29.0% of respondents said
that they had 10-14 customers during that period. 18 .0% of respondents had 15-19
customers, whereas 15.0% of respondents had served 1-5 customers in the past four

months.



Figure 10. Best Selling Diamond Shape
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The best selling shape among the respondents was round shape, which

accounted for 95.0%. The heart shape took 3.0%, whereas 2.0% was Princess shape.

It was well-known that a round-shaped stone is considered the most expensive shape.

Furthermore, the cutting process of round was more delicate than other diamond

shapes.

Table 12. Color Preferences among Diamond Retailers

Color Preferences Frequency Percent
D-E-F 2 2.0
G-H 53 53.0
I-J 40 40.0
K-L-M 3 3.0
N-Z 2 2.0
Total 100 100.0

Table 12 shows that G - H colors were in the high preference among the

retailers (53.0%), followed by the color I-J (40%) while the best quality in colors such

as D-E-F was in low demand among Thai retailers. The results showed that the poor

colors like N-Z were least popular among diamond retailers in Bangkok (2.0%). The
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G-H are ranged as “Near colorless”, the second best color of diamond standards,
while I-J colors were ranged as “slightly faint yellow” which was ranked fourth in

terms of quality.

Figure 11. Clarity Preferences among Diamond Retailers
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Clarity VS1-VS2, the middle of the clarity range, was highly preferred by
41.0% of respondents, followed by SI1-SI2 as the second clarity needed by 29.0% of
respondents. Clarity VVS1-VVS2, IF and 11-12 were preferred by 25.0%, 4.0%, and
1.0% of respondents, respectively.

VS1-VS2, VS stands for Very Slight Inclusion; clarity is in the mid-range of
diamond clarity while SI1-SI2, SI stands for Slight Inclusion, which was ranked
fourth in terms of Clarity. Slight inclusions can be seen as the natural dots, or black

dots inside the diamonds.
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Figure 12. Carat Preferences among Diamond Retailers
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Most respondents agreed that the smaller diamond, the higher the demand in
their business. The diamonds with a carat size of less than were highly-requested by
70.0% of total respondents, while 12.0% of respondents said they had best sales for
diamonds with a 0.21-0.25 carat size. 7.0% of respondents agreed that they had sales
when selling 1.00-2.00 carat diamonds. 3.0% of respondents said they had better sales
for diamonds with a 0.26-0.30 carat size. 0% of respondents selected the big

diamonds as the best selling size.

Table 13. Cut Preferences Among Diamond Retailers

Cut Preferences Frequency Percent
Russian cut 2 2.0
Belgium cut 81 81.0
Indian cut 16 16.0
Total 100 100.0

The Belgium cut was the most preferable among the retailers (81.0%),

followed by Russian cut (2.0%) and the least preferable cut was Indian cut (16.0%).
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The Belgium cut is the second best cut in the diamond market. It is known that
the Belgium cutting process is more delicate compared to Indian cut, while Russian

cut is considered the most difficult and delicate among all diamond cuts.

Table 14. Diamond Jewelry Produced Among Retailers

Diamond Jewelry Frequency Percent
Ring 46 46.0
Earrings 3 3.0
Necklace 1 1.0
Bracelet 3 3.0
Shirt studs 1 1.0

The result shows that diamond rings (46.0%) were the most popular diamond
jewelry, followed by earrings and bracelets (3.0%). Diamond necklace and shirt studs

were the least favored jewelry orders at 1.0%.

Table 15. An Extra Service the Retailers Need More From the Diamond

Wholesalers/ Brokers

Extra Qualities Frequency
Better price 42
Terms of payment 31
Discount 51
Quicker delivery 13
Certificates from Gemological Institute 15

The service that local retailers need most from the diamond wholesalers was
discount; when they buy diamonds in bulk, the discount should be more attractive,
followed by the price of diamonds should be lower (42 respondents) as they can sell
diamonds better and faster if the cost is lower. Terms of payment was the third extra

service retailers needed from wholesalers/ brokers (31 respondents), whereas
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certificates from Gemological Institute and quicker delivery were needed by 15

respondents and 13 respondents, respectively.

Figure 13. Best Selling Time among Diamond Retailing Business
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Figure 13 shows the best selling time for thr diamond retailing business.
72.0% of respondents sold best during Christmas and New Year seasons. In addition,
12.0% of the respondents said that they had great sales at the beginning of the year
while 11.0% of respondents had their best selling time on average throughout the

year. Finally, 5.0% of respondents achieved their best sales around Valentine’s Day.
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Research Hypothesis 1: Retailers who have more experience in diamond business

are more likely to have more customers.

Table 16. Years of Experience by Number of Customers

Number of Customers

P.
YeargeH 1-5 6-9 10-14 15-19 20-30 >30 Total  Value
Experience
No % No % No % No % No % No % No % 0.06
1-6 13 191 24 353 20 294 9 132 2 9 - - 68 100.0
7-12 1 4.8 6 286 7 333 6 286 - - 1 4.8 21 100.0
13-18 1 25.0 I 250 - - 1 250 - - 1 250 4 100.0
>19 - - 2 286 2 286 2 286 1 14.3 - - 7 100.0
Total 15 150 33 330 29 290 18 180 3 3.0 2 20 100 100.0
Years of experience was grouped into four categories; 1-6 years, 7-12 years,

13-18 years, and 19 years or above. From Table 16, it is interesting to observe that

retailers with 1-6 years of experiences were more likely to have more customers than

those whose years of experiences in diamond business were more with no statistical

significance.

Research Hypothesis 2: Retailers with different levels of education are more likely

to choose different channels for purchasing diamonds.

Table 17. Education of Respondents by Channel of Buying

Channel of Buying P.Value
Education Brokers Wholesalers Pawn shop Auction Total )
No % No % No % No % No %  0.185

Below bachelor’s
e 24 480 24 480 1 20 1 20 50 100.0
Equal or above
bachelor’sdegree 15 300 33 660 2 40 - - 50 100.0
Total 39 39.0 57 57.0 3 3.0 1 1.0 100 100.0

Education level was grouped into two categories; below bachelor’s degree and

equal or above bachelor’s degree. From Table 17, it can be seen that retailers who had

an education below bachelor’s degree were more likely to purchase diamonds through

wholesalers and brokers, which was similar to those who held a bachelor’s degree or
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above. Therefore, there was no statistical significance between levels of education and

channels of buying, p=0.185.

Research Hypothesis 3: Retailers with high experience are more likely to do

business with regular customers.

Table 18. Years of Experience by Types of Customers

Type of Customers
Years of :
Experience Regular New Mixed Total P.Value
No Y% No Y% No Y% No %
1-12 51 57.3 27 30.3 11 12.4 89 100.0 0.014
> 12 5 45.5 1 9.1 5 45.5 11 100.0
Total 56 56.0 28 28.0 16 16.0 100 100.0

Years of experience was grouped into two categories; 1-12 years and above 12
years. From Table 18, it is seen that low experienced retailers did the business with
regular and new customers. However, the more experienced retailers were more likely
to do business with both regular and new customers with a statistical significance at

p=0.014

Research Hypothesis 4: Retailers whose education is lower than bachelor’s degree

are more likely to work as full time retailers.

Table 19. Groups of Education by Working Type

Working type
E?((e::isezie Full time Part time Total P.Value
P No % No % No %
dBelow bachelor’s 47 95.9 2 41 49 100.0 0.015
egree
g above 39 780 11 220 50  100.0

bachelor’s degree

Total 56 56.0 28 28.0 100 100.0

Education level was grouped into two categories; below bachelor’s degree,
equal or above bachelor’s degree. Table 19 shows that the retailers whose education
level was lower than bachelor’s degree were more likely to work as full time retailers

with a statistical significance at p=0.015.
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Research Hypothesis 5: The diamonds supplied by foreign wholesalers are more

likely to generate more customers.

Table 20. Nationalities of the Wholesalers by the Number of Customers

Number of Customers

‘N;;ionalities of 1-9 10-19 >20 Total P.Value
olesalers

No % No % No % No % 0.160
Thai 32 56.1 23 40.4 2 35 57 100.0
Foreigner 16 37.2 24 55.8 3 7.0 43 100.0
Total 48 48.0 47 47.0 5 5.0 100 100.0

The number of customers were grouped into three categories; 1-9 customers,
10-19 customers and 20 or more customers. Table 20 presents that the diamonds

supplied by foreign wholesalers were more likely to generate more customers with no

statistical significance.



CHAPTER FIVE
CONCLUSION, DISCUSSION AND RECOMMENDATIONS

This chapter presents (1) a summary of study, (2) a summary of the findings,
(3) discussions of the results, (4) conclusions, and (5) recommendations for further

study.

5.1 SUMMARY OF THE STUDY

5.1.1 Objectives of the Study

The objectives were to explore the characteristics of diamonds for reselling
among small and medium-sized diamond retailers in Bangkok, percentage of use of

brokers and reasons for purchasing from particular groups of wholesalers.

5.1.2 Subjects, Materials and Procedures

5.1.2.1 Subject

The subjects of the study were a hundred diamond retailers who had a
diamond retailing business in Bangkok Metropolis.

5.1.2.2 Materials

Self-administered questionnaires were distributed to collect primary
data from the diamond retailers using the purposive sampling technique. The
questions were designed to study the characteristics of diamonds for reselling among
the retailers in Bangkok. There were three parts in the questionnaires. The
demographic part was designed to collect the personal data of the respondents which
included gender, age, education, years of experience, type of work, and number of
employees. The second part was designed to examine the characteristics of buying
and selling diamonds. The third part was to gather suggestions.

5.1.2.3 Procedures

The researchers distributed the questionnaires to trusted networks, the
acquaintances that have good relations with the diamond retailers Bangkok
Metropolis, and then the networks distributed the questionnaires to the interested
participants. After the respondents completed the questionnaires, the trusted networks
collected the questionnaires and returned them to the researcher. All of completed

questionnaires were verified for completeness before further processing.
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The SPSS program version 13.0 was employed for data processing.
Percentage, frequency and cross tabulation were used.

5.2 SUMMARY OF THE FINDINGS
5.2.1 Demographic Information
There were a total of 100 diamond retailers made up of 72% males and
28% females. Ages ranged from below 20 to more than 40 years old. The
respondents (31.0%) were mostly 26-30 years old. Almost half of the respondents
(46.0%) held Bachelor’s degree. 86.0% of respondents worked as full-time business
people. Mostly they employed 3-4 staffs to assist them in their business. 20.0% of

respondents had 2 years experience in the diamond retailing business.

5.2.2 Diamond Related Information

Most respondents (57.0% and 39.0%) purchased diamonds from
wholesalers and brokers, respectively. The frequency on nationality of diamond
suppliers were Thai (57.0%) and 43% for other nationalities, such as Indian, Belgian,
and African. The results revealed that diamonds originating from Belgium were the
most highly requested (36.7%) while diamonds from India were ranked second
(34.4%). The most frequent reason for buying diamonds from wholesalers or brokers
was a variety of choices (31.9%). The second reason was cheaper price (23.5%). Most
respondents (49.0%) identified cheating and fraud as the extreme risks in the diamond
retailing business. 38.0% of respondents purchased diamonds when they received
orders from customers. 24.0% and 23.0% of respondents purchased diamonds in bulk

and bought them when they wanted to develop new jewelry settings.

5.2.3 Diamond Characteristics
The results from the research presented the preferences of diamonds
characteristics in color, clarity, carat, and cut. For color, 53% of the respondents said
that color G-H was in highest demands. People tended to choose stones with good

color. For carat, 70% of the respondents agreed that the diamonds that were 0.20 carat
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or less in size were the best selling size. In terms of shape, 95% of respondents
mentioned that round shape was highly-requested by the customers. For clarity
preferences, VS1-VS2, the middle range of the clarity quality, was mostly requested in
the Thai market which accounted for 41.0%.
5.2.4 The Relationship Between Variables

Association regarding Retailers’ Years of Experience

The result shows that retailers who have more experience in the
diamond business were not likely to have more customers; however, retailers’ years
of experience had a relationship in terms of type of customers. The results showed
that retailers with higher years of experience were more likely to maintain regular
customers and to find new customers.

Association regarding Retailers’ Educational Level

The different education levels of retailers did not affect the choice of
the channel of diamond purchase. The retailers at all levels were more likely to
purchase diamonds from the same channels. However, in terms of working type, the
retailers with lower education were more likely to spend more time at the workplace.

Association between Wholesalers’ Nationalities and Number of
Customers

For wholesalers’ nationality, the result reveals that regardless of the
nationality of who supplied diamonds, the diamonds generates the same number of
customers. There were no differences in number of customers between buying

diamonds from Thai or foreign wholesalers.

5.2.,5 Summary of Suggestions From Respondents
From 100 respondents, there were 7 respondents who gave suggestions
and opinions in this study. They revealed that the diamonds business was progressing,
but on the other hand, the business was facing inevitable risks. Due to the
characteristics of the business, it is obvious that it leads to cheating and fraud. The
suggestion was that business persons should create a trustworthy environment in the

business by ensuring the giving of accurate information to customers.
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The retailers stated that, nowadays, customers had more understanding
about 4Cs standards, so business people must be honest to customers. This will create
loyal customers in the future. One respondent viewed that the diamond business must
get more supports from involved organizations which will help strengthen the diamond
industry in Thailand. One respondent saw the diamond industry as an unsteady
business, as sometimes the current situation cannot be relied upon;, so, retailers must
be able to foresee the future economy. One respondent stressed the point of high
investment and risk.

One suggestion regarding diamond pricing was that to price diamonds,
it must be in line with Rapaport, monthly wholesaler diamond price lists used by
dealers worldwide to keep up with changing market prices.

One respondent commented on the color rating stating that it must be
on the same standard. The respondent viewed that one stone may get the different
ratings in color.

53 DISCUSSION

This section provides a discussion on interesting issues drawn from the
summary of the findings in this study.

5.3.1 Stone Preferences

Surprisingly, the small stones with a size of less than 0.20 carat were in
high demand (70.0%). This might be due to pricing issues as the small stones cost
less. The small stone was mainly uses for certain setting of jewelry design. This
reveals that customers are quite interested in design of jewelry rather than single big
stones as many pieces of smaller stones can create a wonderful design of jewelry,
which is more unique and remarkable. Regardless of the color and clarity, big stone
cost more because of its size.

In terms of color preferences, G-H color received the highest demand
from the customers. For cut preferences, the round stone was best selling in retailing
business. The round stone was considered as the most popular and expensive cut of
stones in the market. This is corresponding to Mr. Sinchai, the Diamond business
consultant, who said earlier that the round stones are gaining highest turnover rate, as

they are in demand and suit the diamond setting.
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Relating to clarity preferences, the VS1-VS2, the very slight inclusion
clarity, were highly-required in Thailand.

5.3.2 Purchasing Plans

As the results show, the retailers were more aware of buying
diamonds, started from selection of wholesalers, purchasing plan, and stock control.
This shows a relationship to what Federick (1990) mentioned that the industrial
buyers would consider a purchase more compared to the individual’s purchase. The
retailers, as level of industrial buyers, had to organize the buying center in the
company to share common goals and risks from the decision as a result of eliminating
the excess inventory. They would purchase diamonds after they received orders from
customers. This corresponds to Beres (2005) who suggested that having strong
partnership with a few trusted diamond vendors is a far more beneficial and
meaningful way of doing business. To do so, it will always keep diamonds in stock
profitable.

5.3.3 Selection of Distributors

The products are rarely sold directly from producers to customers. The
wholesalers and retailers play an important role in almost every market as it would
make the link between the producers and users. The activity in diamond distribution
channels are responding to the study of McKinnon (1989) there were very few items
were sold directly to the final users. The wholesalers in Thailand’s diamond market
consisted of both local and foreign wholesalers. Most diamonds, either polished or
rough diamonds, are imported from outside the country by the wholesalers. They
might get polished domestically by Thai handicraft polishers and sold later on.

Surprisingly, the power of retailers is significant as they are keen to
negotiate better prices from the wholesalers. Generally, the Indian wholesalers were
able to provide lots of choices for the customers. They could simply give the diamond
to retailers for pre-selling, and payback the cost of diamond after it is sold. This is the
common approach that foreign wholesalers use to satisfy the retailers, whereas the
Thai retailers do not always take the chance of giving diamonds for pre-selling.
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5.3.4 Diamond Retailing Profession

According to the results, the years of experience in the diamond
business did not relate to the number of customers. However, the research was likely
to take more samples on the retailers whose year of experience was between 1-6 years
(68.0%).

Retailers with higher experience are more likely to business with
regular customers. As expected, since the high-experienced retailers had a wider
range of customers, they could ensure that they maintained the customers.

For the educational level, the result shows that the retailers whose
education was lower than bachelor’s degree were more likely to work as a full time
entrepreneur. This implies that they want to ensure if business was performing
strongly. The retailers with a higher education level were likely to spend less time at
work, so they worked as a part time entrepreneur.

The most important characteristic for retailers was knowledge of the
4Cs (62.2%) The knowledge of the 4Cs was very important in order to recognize the
customers’ needs and to give information to the customers on color, clarity, cut and
carat. Moreover, the connection with casting and molding service providers (23.2%)
was expected. Retailers who sold jewelry must have effective connection with the
jewelry setting provider; this basically minimizes the cost of the jewelry and leads to
competitive prices in the business.

54  CONCLUSIONS

The following conclusions can be drawn from the discussion above.

5.4.1 The diamond retailers believed that Thai wholesalers are slightly better
than foreigners in wholesaling and a the broking level. As can be seen from the
results, more than half of the respondents purchased diamonds from local wholesalers.

5.4.2 The foreign wholesalers have a stronger capability in providing a
variety of stones to customers, supplying stones and giving reasonable prices. The
Thai retailers should improve these qualities in order to compete in the wholesaling
level.

5.4.3 Thai consumers perceive that diamonds are one of luxury products.

Even though diamonds are recognized as an expensive item, it can be seen that
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diamonds attract good business in Thailand. This implies that the Thai consumers
recognize the diamonds as the product to own.

5.4.4 Round diamonds were always in high demand since they give certain
standards for jewelry settings, and the roundness of diamond represents a relationship
“forever’. While other shapes of diamonds will remain in stock as non-performing
diamonds, to be sold, the retailers consider putting some inventory costs on top of the
selling price. This definitely reflects the higher price of diamonds.

5.4.5 The extreme risks for the diamond business are cheating and fraud.
The retailers must be aware because swindlers might come in forms of wholesalers or
even customers. The retailers must be wary when running a diamond business.
Deception is one of the most serious problems in luxurious products markets.

5.4.6 In terms of stock management, the retailers were well aware of goods
in stock so they would not buy the diamonds unless they had orders from customers.
Doing this prevents loss of non performing goods, or no movement stock, which

extremely affects good stock flow.

5.5 RECOMMENDATIONS FOR FURTHER RESEARCH

On the basis of this study, the following issues are recommended for further
research:

First, the selection of subjects should be improved since the researcher used
purposive sampling technique in order to select the samples. It was advised to use the
randomization sampling technique by first getting a list from The Thai Diamonds
Manufactures Association (TDMA) and then randomly selecting the samples from the
list. This will reduce the bias of selection.

Second, the subjects must cover all sizes of market; small, medium, large
retailers. This might lead to great benefit in terms of studying the upper market that
serves the high earning customers.

Third, the distribution and collection of the questionnaire proved to be a

timely exercise as the diamond retailers hesitated to reveal their information regarding



47

the business. The data collection period for future studies should be planned in
contemplation of a longer process.
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APPENDIX A

Questionnaire in English

The Study of Characteristics of Diamond Reselling among Medium-sized

Diamond Retailers, in Bangkok Metropolis
The questionnaire is a part of a research paper submitted in partial fulfillment of the
requirement for a Master’s Degree of Arts in English for Careers, Language Institute,
Thammasat University. The questionnaire will be used to find out the characteristics
of diamonds reselling among medium-sized diamond retailers in Bangkok Metropolis
Area. Your responses will be strictly confidential and be used for academic purpose
only. Should you require more information please contact the researcher directly:
Miss Waratda Inthasaro. Address in 46/254 Nipatsongkoh 3 road Hat Yai, Songkla
90110.Email address is Ningl64ka@hotmail.com Mobile phone number: 083
6538030

Objectives of the study
e To explore buying and selling characteristics of medium-sized diamond
retailers
o To find out the reason of retailers to purchase diamond from particular
wholesalers

e To find out the problems or obstacles in diamond retailing business

This questionnaire is divided into 3 parts
Part 1: Demographic information
Part 2: Questions regarding diamond business

Part 3: Suggestions

Part 1: Demographic Information of the respondent

Instruction: Please read the following statement and mark v” in the blank box on

which reflects your feelings and/or opinions or fill in the blank


mailto:Ning164ka@hotmail.com

1. Gender
1 Male

[ Female
2. Age
[ Less than 20 years old
[ 20- 25 years old
[ 26-30 years old
[ 31-35 years old
[ 36-40 years old

[ more than 40 years old
3. Education

[ Lower than High school

] High school

[ Vocational School diploma
[ Bachelor’s degree

] Higher than Bachelor’s degree
4. How long you have been in the diamond business .........

5. Do you work as a diamond retailer for

[ Full time

] part-time

] Other, (please specify........ccoovvvviiiiinennn... )
6. How many employees do you have?

] Only myself

112

[ 3-4

[ 5-6

L1 7-10

] More than 10 employees

51

months
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Part 2: Diamond business related

Instruction: Please read the following statement and mark v" in the blank box on
which reflects your feelings and/or opinions or fill in the blank

7. In general, where do you purchase your stone/diamond?
[ Brokers
[J Wholesalers
[ pawn shop
] public auctions

] Others, please specify........................

8. Is the person mentioned in Q7 a Thai or foreigner?
[ Thai

L] Foreigner please specify nationality if you know........................
9. If your answer in question number 8 is Foreigner, what is the reason that

you buy stones from foreign wholesalers?
[ The foreigners have various choices
[l They are good in supplying the stones
[ Price negotiation is reasonable

L] Other, please SPeCIfy....c.uvviiiiii i
10. Please rank the origin of diamonds that you buy for supply of your customers,
1 is the most frequent purchase, 2 the second frequent purchase........ and 5 is
the fifth frequent purchase.
India
Brazil
African countries
_____ Belgium
__ Others, please specify.........coevvvvennenn...
_ Others, please specify..........cocevevinnin.n.

11. What are the benefits of buying through brokers/wholesalers (can choose

more than 1)
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O Quick service

[] Cheaper

[ More choices

[ Look like they are from producers
[ Late payment

L] Negotiation power

[ Other, please SPeCify....ooiiiii i

12. In your opinion, what kind of personality that diamond retailers must have?
(] Must have knowledge about the 4 Cs
[ Have good connection with Casting, and Moldings service provider
[J Must have a quality of negotiation
[J Must know how to cut diamond

[ Other, please Specify.....oovvviiiiiii
13. How do you buy the diamonds?

L] buy them when received an order from customers

[l buy them in a lot and keep them for use for some time
] buy them when needed to develop the new settings
[l buy them when the price is appropriate

[ other, please specify......cccccveerunennne
14. How many customers you have supplied the diamonds so far during the past

4 months?
115
[ 6-9
(1 10-14
[d15-19
1 20-30
] more than 30



15. Are they regular customers?

16.

[ Yes

1 No
L] Other, please specify.....................

How do you find the new buyers in the markets
[ Attend the jewelry fair

[ Meet new people

] Being recommended

[] other, please Specify......ooevuiiiiiiiiii

17. What are the risks of doing diamond business retailing?

] High investment
[ Low turnover
] Cheating and fraud

[ Other, please specify...........cooeviiiiiin.

18. What is better offers you have, when compare to Big diamond retailers

] Cheaper price
] Quicker in service
] Stronger customer relationship

[ Other, please specify........ooeviiiiiiiin.

19. What are the problems and obstacles in your retailing business?

[ Not many customers’ orders
[ Small margins
[ Others.....coovvvveeeeeii,

20. What type of stones that you buy

] Rough diamond
[ Semi-polished
[ Polished diamond

54
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21. If there are not well polished diamonds, do you re-cut before you sell them to

next customer?

D Yes

[ No
[ other, please specify........cooooviiiiiin..

22. What shape of diamond is mostly requested from your premise?
[ Round
[ Princess
[ Heart
[] Emerald
[ Cushion

[ Others please specify...................

23. What is your mostly-supplied clarity of diamond
L 1F
1 vvsi-vvs2
[] vsi-vs2
[ s11-s12
O 11-12

24. What is your mostly-supplied color of diamond
L] D-E-F
[ G-H-1-]
[ K-L-M
LNz



25. What is the size of diamond that you are always asked for?

[ < 0.20 carat

[ 0.21-0.25 carat

[ 0.26-0.30 carat

[ 0.31-0.40 carat

[ 0.41-0.50 carat

[ 1-2 carats

[ 2-3 carats

[] more than 3 carats

26. What cutting of diamonds do you sell best in the market?
[] Russian cut
] Belgium cut
[ Indian cut

] Other, please specify.......coovvvriiiiiiiiiiiiiannnn.

27. Do you mind buying only diamonds with certificate?

[ ves
[ No

28. If Yes, which institute that is mostly preferred?
O Gia
[ HRD
O] AIGS

L1161
[ Other, please specify........coeeviiiiiiiiiiiinn..

56
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29. Apart from individual polished diamond, what else do you offer to your

customers?
] Making diamond jewelry
] Cleaning
] Coating gold plate or coating silver plate
] Fixing and repairing the damaged jewelry
] Designing and suggesting on diamond purchase
If you make diamond jewelry also, please answer # 30. If you do not, please

goto Q31
30. If you also provide the diamond jewelry, what is the most-ordered type

] Ring

L] Earrings
[ Necklace
[ Bracelet
[ shirt studs

31. What is (are) an extra quality (qualities) do you need from the

brokers/wholesalers? More than one answer can be chosen.
[ Better Price
[ Term of payment
[ Discount
] Quicker in delivery

[ Certificates from Gemological institute (for polished diamond)

32. Which period of the year that you have the highest sales:
] Beginning of the year
[] valentines
[] Christmas & New Year

[]1 on average throughout the year



Part 3: Suggestions

33. Do you have any suggestion and/or comments about diamonds business?

58

Thank you for your time and efforts.
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