
BUSINESS PLAN FOR EXPANSION OF GLORIETTA JEWELS 
(FAMILY OWNED BUSINESS) VIA MARKETING AND 

LOCALIZING 
 
 
 
 
 
 
 
 
 
 
 
 
 

SHRIYA SINGH   
 
 
 
 
 
 
 
 
 
 
 
 
 

A THEMATIC PAPER SUBMITTED IN PARTIAL FULFILLMENT 
OF THE REQUIREMENTS FOR THE DEGREE  

OF MASTER OF BUSINESS ADMINISTRATION  
(BUSINESS MODELING AND DEVELOPMENT) 

FACULTY OF GRADUATE STUDIES 
MAHIDOL UNIVERSITY 

2020 
 
 

COPYRIGHT OF MAHIDOL UNIVERSITY

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



 
 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



iii 

 

ACKNOWLEDGEMENTS 

 

 

 The success of this thematic paper can be attributed to the attentive support 

from many caring, invested individuals. I would like to express my immense gratitude 

to all of them.  

 Firstly, my advisor, Prof. Dr. Dissatat Prasertsak who has always been 

patient and supportive in guiding me through the qualitative aspect of my research 

throughout this explorative journey and has provided perceptive comments for the 

final copy of my dissertation. 

 Secondly, my co-advisor, Prof. Dr. Thanarerk Thanakijsombat who 

showered me with practical feedback and helpful comments throughout my research. 

 Thirdly, my sincere gratitude goes to my peers who have been nothing but 

encouraging and assisted me with thoughtful advice. They were also generously 

cooperative when it comes to sharing valuable information and contacts to help make 

this thesis as informative and enlightening as possible.  

 Lastly, I would like to acknowledge the importance of the respondents, in 

particular, their cooperation during the research procedures, without whom, this thesis 

would not have been possible. Having provided the useful data and sacrificing their 

time to aid me in my research, they were an indispensable asset to the paper. 

 

Shriya Singh   

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



Fac. of Grad. Studies, Mahidol Univ.   Thematic Paper  / iv 

BUSINESS PLAN FOR EXPANSION OF GLORIETTA JEWELS (FAMILY 

OWNED BUSINESS) VIA MARKETING AND LOCALIZING 

 

SHRIYA SINGH  5938810 ICMD/M 

 

M.B.A. (BUSINESS MODELING AND DEVELOPMENT) 

 

THEMATIC PAPER ADVISORY COMMITTEE: DISSATAT PRASERTSAKUL, 

Ph.D., THANARERK THANAKIJSOMBAT, Ph.D. 

 

ABSTRACT 

 Glorietta international company limited is my family owned business 

which manufactures and wholesales 92.5% silver jewelry. However, even though 

family business forms a solid background for further expansion, our company did have 

some drawbacks.  Being a niche company started by my father Mr.VijayPrathan Singh 

solely, the company didn’t have an efficient marketing done to have a brand awareness 

to attract customers and even though we have a demand for our products locally, we 

only exported rather sell locally too. The objective of this paper is to analyze the 

consumer behavior of people in Thailand (locals & tourists) in regards to purchasing 

Silver Jewelry in Bangkok. The total population of Thailand is approximately 8.3 

million. Therefore, the sample size is chosen based on sample size calculations which 

are 358 respondents. We used a quantitative approach and collected the data by using 

surveys & questionnaires (Google form) and interviews. All the information was 

gathered and calculated by SPSS program. As our results, out of 358 respondents, 319 

respondents has purchased silver jewelry in the past and made up to 89.1 % which 

suggest that a large number of people in the country are purchasing silver jewelry. We 

did also come to a positive conclusion that having a physical store in Thailand would 

be profitable as our results did show 140 of the respondent purchased the product from 

a physical store. This result suggests that selling locally is equally important, and the 

business needs to operate in both the channel (export and locally). The research helped 

us understand that it is essential to use e-commerce marketing and set up a local 

market in order to expand this business. 

 

KEY WORDS: SILVER JEWELRY / COMPANY / DEMAND 

 

64 pages 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



v 

 

CONTENTS 

 

 

 Page

ACKNOWLEDGEMENTS  iii

ABSTRACT  iv

LIST OF TABLES     vii

LIST OF FIGURES   viii

CHAPTER I   INTRODUCTION  1

 1.1  Background of business problem/origination of business idea 1

 1.2  Business description and value proposition 2

 1.3  Objectives of business plan 4

CHAPTER II  LITERATURE REVIEW 7

 2.1  Macro Economic Analysis 7

 2.2  Industry analysis 11

 2.3  Market Research 14

 2.4  Company Analysis 16

 2.5  Business model 18

 2.6  Competitive analysis 19

CHAPTER III  METHODLOGY 20

 3.1  Objective of research 20

 3.2  Research Philosophy 22

 3.3  Research Strategy 23

 3.4  Quantitative Method 23

 3.5  Research procedures (sampling, collecting and data analysis) 24

 3.6  Ethical consideration 27

CHAPTER IV  RESULTS 28

 4.1  Primary research analysis 28

 4.2  Business Model and Strategies 31

 4.3  Marketing Strategies 33

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



vi 

CONTENTS (cont.) 

 

 

 Page

 4.4  Bussiness Operations 37

CHAPTER V  SUMMARY, DISCUSSIONS & RECOMMENDATIONS 38

 5.2  Financial Statement 39

 5.3  Conclusion   41

 5.4  Recommendation 42

REFERENCES 43

APPENDIX 46

BIOGRAPHY 64

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



vii 

 

LIST OF TABLES 

 

 

Table   Page

4.1 Do you like Silver Jewellery 28

4.2 Income of the respondents. 29

4.3 The information obtained about the product. 30

5.1 The Sales forecast of Glorietta 38

5.2 Balance Sheet (all the figure is subject to 000’s) 39

5.3 Income Statement (all the figure is subject to 000’s) 40

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



viii 

 

LIST OF FIGURES 

 

 

Figure  Page

3.1 Sample size calculation 26 

4.1 illustration of B2C E-Commerce model 32

4.2 illustration of B2B E-Commerce model 32

4.3 Organizational Hierarchy 37

  

  

  

  

  

  

  

  

  

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



Fac. of Grad. Studies, Mahidol Univ.                        M.B.A. (Business Modeling and Development) / 1 

 

CHAPTER I 

INTRODUCTION 

 

 

1.1  Background of business problem/origination of business idea  

According to an article written on the five attributes of enduring family 

businesses, for a family business to be successful there are five dimensions of activity 

that needs to be synchronized for it to run smoothly. These dimensions are family, 

ownership, business and portfolio governance, wealth management and foundations 

(Caspar, Dias, Elstrodt, 2010). The diagram attached below mentions the criteria of 

what these dimensions mainly consists of.  

 

 

 

The purpose of this research paper is to thoroughly highlight the family 

business in all aspects, while mentioning what we can do for its expansion and make 

the business run more efficiently. The family business in discussion is wholesale 
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manufacturing and exporting of 92.5 silver jewelry and gemstones to foreign markets 

– Glorietta Jewels.  

While most people are interested in starting a new business nowadays, 

there are many people who are keen on picking up well established businesses and fine 

tuning them to their vision. Working on established businesses can be equally 

challenging and overwhelming. Coming in to a workplace with an organizational 

structure already in place, and applying your new structure is equally difficult, if not 

more difficult as that of a new business. It is harder to change policies already in place, 

or bring in new systems to override the old ones in order to reach optimum efficiency.  

Glorietta Jewels has been in operation for over 15 years. The company was 

started by my Father as a second revenue stream for the family. It classifies as a SME 

company due to its size and operation. My Father used to work over time for this 

company, but never really focused on it as he focused more on his textile company 

(Glotex International). This is where I saw a scope for taking over the business and 

reinventing it in my vision in order to reach peak efficiency. From its online presence 

to marketing, local market retail expansions to partnerships, this company needed a 

massive overhaul and renewal of ideas in order to grow it further. We will discuss 

these ideas more in detail as we go along.  

 

 

1.2  Business description and value proposition  

Glorietta Jewels is based in Bangkok, Thailand, and commenced its 

operations in a small office at home in 2004 by my father Mr. Vijay Prathan Singh. 

Silver Jewelry is a hereditary business that runs in the family, stemming from my 

grandfather and my uncle. While my uncle took over the business by my grandfather, 

my father sought himself a different path where he makes his own brand and has more 

control in the business policies and structure. This led to the birth of Glorietta Jewels.  

Glorietta Jewels is wholesale silver and Gemstones Company that designs, 

manufactures and exports all its good and has no presence in the local markets. From 

manufacturing personalized designs, to high quality standards check and shipping 

requirements, the company assists the clients throughout the way. The company 

specializes in lockets, bracelets, earrings, rings, pendants, sets, marcasite with cubic 
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zirconia and more. We promote and export our merchandise globally to key markets 

such as the United Kingdom, United States of America, U.S, Canada Germany, Spain, 

Turkey, Russia, Australia and the Gulf countries.  

Our main supplies are plain engraved and carved sterling silver jewelry 

which are either 100% handmade, casted or stamped in polished, antique or plated 

look. Our fine sterling jewelry is also embedded in semi-precious/precious stones, 

synthetic or glass stone inlays. The stones include black onyx (ON), mother of pearl 

(MOP), green agate (GAG), red agate (RAG), abalone (AB), turquoise (TQ), amethyst 

(AMY), peridot (PD), blue topaz (BT), citrine (CT), garnet (GNT), cubic zirconia 

(CZ) to name a few. We also electroplate our jewelries in gold, silver, rhodium or 

palladium with or without nickel.   

At Glorietta, it is our mission to offer only the finest quality of sterling 

silver jewelry from Thailand, along with expert guidance and education. Our jewelry 

is crafted with superior materials and inspected against exceptional quality standards. 

Our motto is “Shine Brighter”, which is an assurance of our dedication to quality that 

meets to your standard with an exclusive guarantee. 

There are two main drawbacks I see for this business: establishing a solid 

marketing and online presence, and expanding into the local markets for 

diversification.  Having been established 15 years ago when the internet was still not 

popular as it is today, my father did not see the need for making a website or software 

or being present on social media. As the dot come bubble burst, everything is online as 

we speak. Most companies have switched their marketing from traditional to online, as 

there is more value there and you can get analytics from it as well.  

Being present online is a must nowadays if you need to be successful or 

convert leads to actual business. One of the first things I did was create a website with 

all the products and details, create social media pages on Facebook, Instagram, 

Pinterest and a mailchimp account to keep our customers and subscribers up to date 

with our latest fashion trends and offers. This adds a fresh newness to the business 

while establishing a brand status for all to see.  

Another area of focus will be entry into the domestic market. Since we are 

a wholesale company and only export to foreign markets, it is in the best interest of the 

company to consider expansion in its local market as well. All the resources are 
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available at our disposal to make this happen, but it only needs a person who has 

crafted this vision to lead it through this. If we work around the pricing, cost reduction, 

full service and have a leaner value chain model, it is not impossible to establish a 

retail brand of our own in Thailand in the year to come.  

The value for independent jewelers relies on an equation that remains 

unchanged for attracting and keeping customers which is, product and services equals 

loyal customers (Arias,2012).  Glorietta internationals value proposition is that we 

provide jewelry uniquely designed with a perfect fit for both genders and all age 

groups. Our products are pure silver with no nickel additive and our pricing strategy is 

cheaper compared to competitors since we already have established factories 

manufacturing wholesale for us.  

We also deal in customized jewelry, where the customer can give their 

design and we make it for them. This is added value to wholesale customers, but when 

we talk about retail it may not be feasible to have the option of producing individual 

designs for each person.  

 

 

1.3  Objectives of business plan  

The objective of the business plan is to establish an online presence with 

segmented advertising, before planning expansion into local market with retail 

branding. While the online presence is already established through the creation of 

website and social media channels, it is time to focus on marketing online and building 

the brand name before heading to retail expansion.  

Marketing online can be done through a number of ways. The most 

common ways are google adwords and social media marketing. Google adwords 

campaigns are more expensive when compared to social media marketing. The 

adwords campaign is PPC (pay per click) where you pay google a fixed amount for 

every time somebody clicks on your link when the targeted keyword is typed in by the 

customer.  

For example, I have run a campaign where I want to pay $0.10 per click to 

google to rank number 1 on the search engine when somebody types in “silver jewelry 

Thailand”. While PPC campaigns are usually for larger companies, if done right, it can 
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be beneficial to SME as well within a certain budget. The other option is Facebook 

and Instagram marketing, which is similar to google adwords, but only on their 

respective platforms and comparatively cheaper but less results.  

Once the online presence is well established, and the brand name is 

recognized in the local market, the next step is local expansion. This can be done 

through a number of ways, such as opening a physical store in Charoen Krung (heart 

of the Jewelry market in Bangkok), opening small stores in malls which give free 

spaces during their local market weekends, or pushing sales online through the 

website, or other marketplaces such as amazon, wearyouwant, ali baba, lazada and 

more. We will discuss these points in detail as we go along the paper.  

The main idea of this business expansion came along as I think the 

industry and market is changing and there is always a need to expand into a new 

market. One needs to recycle ideas and commercialize newer products and services in 

the market with a differentiation point making them better than their competitors and 

securing their business stay in the market. This is what I plan to do with my family 

business, taking it to a new level by inoculating ideas and diversification. 

Glorietta international company limited wants to make a unique brand in 

its very own positive way. We want each part of company working together 

flawlessly. We propose to create a deep bond with our customers to a point where they 

would prefer our brand over other jewelry stores. We want to be a relevant part of our 

customer’s lives. However, to achieve all these objectives, we should be the only 

source of something because if not then we are replaceable, interchangeable and 

dispensable and customers will conveniently switch to our competitors. I would like to 

mention Four Grainer’s five step process for a brand development stating the 

objectives of my business plan (Grayson, 1911).  

 Vision statement:  I want to see Glorietta Jewels as its own brand in 

Thailand competing with the likes of Pandora, Swarovski.   

 Mission statement: To manufacture jewelry made from the highest 

quality but sold at reasonable and affordable prices. We want our customers to get 

more value than they asked for when they purchase our jewelry.   

 Essences: Emotional sentiments attached with our product designs 

while experiencing our brand  
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 Personality: “Shine Brighter ” our logo  

 Value propositions: newness, customization, convenience, price with 

brand status  
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CHAPTER II 

LITERATURE REVIEW 

 

 

2.1  Macro Economic Analysis  

 

 

 

According to the market profile and table shown above, the current Thai 

economy has expanded by 3.7% YOY in Q2 2017, accelerating from 3.3% in Q1 2017 

(Poon, 2017). Thailand is the second largest economy in the 10-nation ASEAN, 

following Indonesia. Service is the largest sector of the economy with a GDP share of 

55%, followed by 36% in industry, with agriculture constituting 9% of GDP (Poon, 

2017). Major sectors include electronics, car making, transport, storage, 

communication, tourism, finance and real estate (Poon, 2017).  

This accelerating economy waves a positive flag on the main objective of 

my business expansion which is opening a physical store here in Thailand where can 

come and shop for uniquely designed silver jewelry and we could add activities with 

our products to increase our market share. The Market Profile shows quite positive 

reflection on how Thailand’s economy is doing well and there my proposal for 

business expansion can penetrate right into this market.  
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One best way to analyze the macroeconomics would be the PEST 

(Political, Economic, Social and Technological) or PESTEL with addition to 

environment and legal.  All these attributes can somehow positively and negatively 

affect the running or growth of a business. The products and services of any gems and 

jewelry business is bought as a status of symbol and this industry that we are in is a 

booming sector in various international markets and not just Thailand (Adamkasi, 

2017). This enormous growth pressurized me and all the competitors to invest heavily 

on marketing and advertisement of our product and services eventually. Following is 

the pestle analysis for my business.  

Political factors - the political factors are of key importance as this factor 

may directly restrict the operations of any business in any industry. The political 

situation in Thailand is quite stable currently and as we can see in the table mentioned 

above this stability allows my business expansion even smoother. However, even 

though the economy is providing a positive effect on my business strategy, there are 

some factors which could affect my business negatively.  

These factors include taxation policies which could be implemented by the 

government on precious metals which could discourage my buyers. Other 

discouraging political factor could be the increase or decrease in excise duty, or trade 

regulations that can be embarked when we import or export certain precious stones 

(Adamkasi, 2017). Both these factors can discourage my buyers from buying my 

products hence dropping our share value. 

Economic factors -  per capita consumption of consumers is one of the 

major economic factors which affect consumer purchasing power (Adamkasi, 2017). 

A higher per capita consumption is better for the industry we are in as now customers 

would buy more of our products and services. Better standard of living and increased 

national income of people overall results in higher investment in the jewelry industry.  

 

 

 

 

 

 
 

 

 

 

 

 

 

Copyright by Mahidol University 



Fac. of Grad. Studies, Mahidol Univ.                        M.B.A. (Business Modeling and Development) / 9 

 

 

This statistics displayed above, shows the GDP per capita of Thailand 

from the years 2006-2016 and we can see that there has always been a growth in this 

sector. This positive rise signals growth in the economy and tends to reflect an 

increase in productivity. This graph also shows that individuals in our country have 

gradually started to spend more with an increased standard of living and this increase 

in spending is good for opening a physical retail store for selling my products in this 

economy or rather than just exporting worldwide, we can start targeting the consumers 

within our own nation too. 
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Consumer spending on jewelry year 2012-2017 U.K 

For our European customers, this statistic presents consumer spending on 

jewelry in the United Kingdom quarterly, from 1st quarter 2012 to 2nd quarter 2017. 

This clearly proves that people in the UK are more than willing to spend on jewelry 

products and that’s one of the main reasons our highest exports relies in this nation.  

Social factors - As mentioned above jewelry is bought as a status of 

symbol and a fashion product these days. With the increased standard of living, buyers 

purchasing power, and increasing prices of gems and jewelry the current trend is 

people wanting to invest in jewelry such as gold or diamond for a long term.  Jewelry 

is something that does not go out of trend and is suitable for every occasion be it for 

personal use or giving it to someone. Nowadays, low cost gold loans are given to 

consumers and many financial schemes are being introduced which gives a new 

direction for gems and jewelry industry when it comes to business expansion 

(Adamkasi, 2017). This is a plus factor for my business expansion as the demand for 

our product and service would stay throughout the year.  

Technological factors - in the industry that we are in, we require high 

skilled labors for cutting and polishing gems and jewelry followed by high end 

equipment’s.  The introduction of these hi-tech equipment’s (machinery and tools) has 

cause our industry to rise above competition (Adamkasi, 2017). The products finishing 

are unmatchable to manual labor. Even though these technologies are expensive it 

helps eliminate any manual errors and is less time consuming and efficient. We need 

to adopt more technologies which would aid in the supply chain, production and 

inventory control management which will not just helps us in expansion but give our 

services quality and efficiency trademark.  

Environmental factors - Gems and jewelry industry has health, safety and 

various environmental factors to consider and tackle. What if the metal we use may 

have some allergic reaction to customers? What if the process of manufacturing the 

product leads to pollution or excess waste disposal? What if we are exploiting our 

natural commodity just to satisfy customer demand? All these questions need to be 

taken into consideration (Adamkasi, 2017).  
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For Glorietta, we mix our silver jewelry with 7.5 % of other metals.  These 

metals include hard alloy and brass. The reason we add this 7.5% of different of brass 

and alloy is that 100 percent silver molded together does not have enough weight and 

density and hence is so delicate that it deforms the product. Addition of brass and alloy 

prevents our products from deforming or rusting. We also make our jewelry 

completely nickel free considering all the allergic reactions it may cause to our 

customers.   

The factories where we manufacture our products are located outside the 

city areas and ensure minimum air pollution by eliminating smoke from chimneys 

when it comes to smoldering of metal in machines. We barely have any scrap 

materials but the remains from our product after being tested whether it is pure form of 

silver of mixture with other metals are separated by melting and recycled and reused 

for making other products.  

 

 

2.2  Industry analysis 

Jewelry industry is one of the fastest growing industry and leading earner 

of foreign exchange (Adamkasi, 2017). In this situation, a lot of questions tend to arise 

for instance one being, what are the factors that make Thailand one of the tops in the 

jewelry industry? And the only answer to that in my personal opinion would be the 

low production cost for the jewelry and availability of cheap skilled labors.  Industry 

analysis is an important part of any business planning. Porter’s five forces model of 

competitive analysis is an illustration of how the five competitive forces can be used to 

explain low profitability and viable entries to an industry for my business (Indiasty et 

al, 2004). 
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Porter’s five force model 

A quick review on Porter’s five forces on the jewelry industry ranging 

from low-medium-high goes as follows: 

1) Threat of new entrants lies between low to medium 

2) The bargaining power of buyers is low 

3) The bargaining power of suppliers  is medium 

4) The substitute products lies between low to medium 

5) The competitors in the industry is definitely high  

To begin with the first force which is the threat of new entrants, firstly I 

would like to mention that the barriers of a new entrant is quite low because the capital 

requirements to enter this industry is less and anybody can easily enter and earn a 

name in this industry if they want (Adamkasi, 2017). This factor can cause a threat to 

Glorietta international company as it could lead to more competition to deal with. 

However, the government rules and restrictions for entering this industry are also strict 

which helps range the barriers from low to medium 

Lastly to enter and be in this industry, the new entrants would require 

skilled labor and advanced technology which my company already has and can 

compete with the new entrants easily.  The costing of the goods of the new entrants 

can be high considering their suppliers of raw materials haven’t gain the new entrant’s 

loyalty or they have no control in lowering their costs with the high pricing of raw 
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material supplies until finished goods.  These will not be able to penetrate the 

established pricing strategy of Glorietta international does.  

The bargaining power of buyers is low as we deal in pure silver jewelry 

whose prices changes on an everyday basis just as gold and other metals. We mainly 

deal with European buyers and comparing the exchange rates, European buyers cannot 

bargain much with us and we are providing them our products at a very low price 

which in their currency falls excessively cheap.  

The bargaining power of suppliers is medium with us because even 

though there are a lot of suppliers’ available national and international this industry 

that we are in requires reliable suppliers in order to maintain a good status in the 

global market.  

Thethreat of substitutes as mentioned is low to medium and is not much 

of an issue to us as we customize our jewelry line and embark it with our logo. We do 

face some issues with imitation jewelry but however the quality and designs provided 

by us are unique and again it depends upon people’s standard of living if they want the 

real product which is genuine and long lasting or are okay with imitation which wears 

off.  

The competitive rivalry is very high.  This jewelry industry does have a 

lot of competitors cause the market and demand for the product and service is too 

wide.  It is always good to understand your competitors and see what they are offering 

because that aids ones business to stand out in terms of products, service or marketing. 

Our main competitors would be both national and international silver jewelry stores. 

China and India being on top of its list (Adamkasi,2017).  
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2.3  Market Research 

There is a clearly defined segmented market for Glorietta International 

Company Limited for silver jewelry. Jewelry has this notion of being best suited for 

women solely however, our products is not just segmented towards women or any 

class as a sole or any age groups but to both genders, all class income people, all age 

groups and to various cultures and nations. All our advertisements intend to reach out 

to our customers in general and not targeted to any particular area.  

Target customers  

The targeting strategy used by our company is the multi segment targeting 

strategy. We have several products which are available at different price ranges. Even 

though our products are available for all gender, age, income levels there is a well-

defined group of buyers depending upon these specific factors mentioned above. Our 

designs are uniquely different and can go for multiple occasions targeting multiple 

customers.  

Marketing strategy 

Based on Ansoff’s model an engineer who helped in simplifying the 

positions of all firms in any industry based on two dimensions; the product (what is 

sold) and the market (to whom it is sold) ( Phleshko and Heiens, 2008).  Attached 

below is Ansoff’s model that he came up with and I would like to use this to talk about 

Glorietta International’s market size and growth.  
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 Market penetration (present product, present market). Glorietta 

currently does not have a high market share and as mentioned in our main objective 

above we currently plan on introducing activities which will help increase our market 

share for our products and services. We intend to do this by increasing the use of one 

product for multiple things for example fingers rings and earrings being used as 

pendants.  

 Market development (present product, new market). Which would be 

expansion geographically by firstly selling within our nation and secondly.  We could 

also plan on opening an outlet in the exiting cities we sell the highest if the prior was 

successful and there is a high demand in the current European nations we sell. We 

could also enter a new market by exporting to more nations rather than just Europe.  

 Diversification (new product, new market). Glorietta international 

company is currently selling jewelry as an ornament solely; we could expand that 

thought by introducing newer product line such as silver studded crafts or silver 

studded belts.  

 Product development (new product, present market). This would be 

introducing a completely new product in the existing market that can offer new and 

additional benefits to our existing loyal customers.  

Positioning  

Glorietta international company limited will position itself as a creative 

and artistic manufacturer of silver jewelry where our customers will appreciate our 

unique designs.  Our company is based on unique and genuine silver jewelry 

applicable for every occasion. Even though this strategy can be duplicated, it is not 

easy because its uniquely customized and require skilled workers and stands out.  

Promotional strategy  

So far our company has not done much in the promotional and advertising 

areas. Currently we contact customers by searching them online and contact them via 

email where we give information about our products and services and then order is 

made. We have advertised our company on Alibaba.com and have a website 

http://www.gloriettajewels.com/ which is still a work in progress. What I intend on 

doing firstly is use the power of media and have ads on our company been launched 
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via electronic media on television and radio, print media in newspapers, magazines 

and billboards.  

Secondly make a company profile on social media platforms such as 

twitter, Facebook, YouTube and instagram.  Thirdly, have our website finished and 

make sure someone always keeps it updated whether in terms of new products, 

discounts/promotions or company status. Lastly I would like to encourage our 

company to take part in jewelry fairs all over the world where we set up our own 

booth for display.  

 

 

2.4  Company Analysis 

SWOT analysis as we are aware analyzes the Strengths, Weaknesses, 

Opportunities and Threats that all businesses have to overcome. An accurate analysis 

helps a businessman or company to identify what it's doing well, where their areas of 

improvement are, and in the competitive landscape where it fits. To make it easier 

analyzing the SWOT of my business I would like to explain it in a table stating all the 

strengths, weakness, opportunities and weakness that I for see for Glorietta 

International Company limited.  
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STRENGHTS 

                                                    

WEAKNESS  

 Unique designs  

 Flexibility on custom orders  

 Good distribution network 

 Good relationship with suppliers  

 Current economic status of Thailand  

 Since the business runs in the family 

there is a lot of experience and relations 

inherited  

 Struggle of always having to 

create new designs which would 

attract the target groups  

 Limited time and budget to market 

the company  

 Not able to meet excessive 

demand due to small company size 

and lack of marketing techniques 

 No local market sales or presence 

even though the demand of jewelry 

within our nation is high 

                                             

OPPORTUNITIES 

                                                              

THREATS 

 Growing market and always the 

demand for jewelry at any occasion  

 Slowdown of Thailand’s economy 

would lessen the GDP per capita and 

consumer would spend less on our 

commodity when needed 

 Possibility of growing in size of 

business  

 Introduction of fresh creative designs 

in the industry 

 Copycats making replicas and 

entering the industry  

 Wide range of available 

competitors in this industry  

 Lack of raw materials due to 

excessive demands 
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2.5  Business model  

 

 

 

Key Partners: Raw silver imported from Hong Kong and Italy  

Key Activities: Manufacturing fashionable silver jewelry  

Key Resources: Silver, brass, alloy and gemstones (ruby, sapphire, 

emerald, garnet, topaz) 

Value Proposition: Provide pure silver jewelry uniquely designed with a 

perfect fit for both genders and all age groups. 

Customer Relationship: Personal and professional  

Channels: personally contacting customers via phone, online shopping 

through our website, direct contact in jewelry fairs worldwide.  

Customer Segments: Main office in Bangkok, online shopping (Alibaba), 

company website.  

Cost structure: Advertisement, setting up retail store, salaries 

Revenue stream: retail sales and online sales  
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2.6  Competitive analysis  

We do have a wide range of competition when it comes to silver jewelry 

sold worldwide however I would like to specially mention about the jewelry stores in 

China as this nation has an advantage over us in both exports and imports, currency 

and their labor cost is way lesser than ours. Hence they have minimum costs and can 

easily target more customers. The only way jewelry industry competes with each other 

is not in its pricing but the uniqueness one can provide. We always need to have a 

point of difference to exist in this industry.  
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CHAPTER III 

METHODLOGY 

 

 

3.1  Objective of research 

To analyze the consumer behavior of people in Thailand (locals & 

tourists) in regards to purchasing Silver Jewelry in Bangkok  

1) To analyze the buying behavior of silver jewelry in the Bangkok market 

a. Do people like silver jewelry?  

b. How much are they willing to spend on jewelry?  

c. Do they buy each week/month/quarter?  

d.Does jewelry play a big part in their fashion statement  

2) To analyze where can the retail shop best fit.  

a. Do they visit physical stores or like to buy it online or both?  

The following objectives are what I hope to achieve by the end of the 

study:  

- To understand the factors relating to consumer choice and consumer 

decision (locals & tourists) in regards to purchasing Silver Jewellery in Bangkok. 

- To explore the factors in regards to purchasing Silver Jewellery in 

Bangkok. 

- To provide strategies that can help Silver Jewellery company to improve 

their brand presence in the retail market. 

 

3.1.1 Prescription of Research participants 

Our company target people are those of from the age of 16 and above. Our 

company’s target population is for middle class income people to high class income 

people. We sell our products to both male and female.  
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3.1.2 Scope of Research 

Our goal is to open up a physical store and/or online store in Bangkok. The 

researcher will be surveying on consumer’s choice of preferences when buying silver 

jewelry and where do they normally buy jewelry from.  

 

3.1.3 Research Procedure 

We will use the quantitative method to achieve our desired research 

results.  

1) Surveying the potential customer’s buying preferences by distributing 

questionnaires in online forums.   

2) Gathering this information and analyzing the suitable location, 

preferences and scope of the retail market. 

3) Target population: Both males and females of all age and of different 

income levels.  

 

3.1.4 Principle for doing research 

The principle of doing research is to analyze the consumer behavior of 

people in Thailand (locals & tourists) in regards to purchasing Silver Jewelry in 

Bangkok, Thailand. It is a process through which the researcher is more likely to 

understand the field of study and acknowledge through which they can analyze it.So, it 

is important for the researcher to have a transparent structure of research study such as 

research philosophy, research strategy, data collection, sampling technique and data 

analysis to provide a clear direction to execute the study.  

Furthermore, it helps in understanding the step through which the outcome 

is acquired from the primary data and relates with the secondary data throughout the 

study. Hence, it helps in acknowledging the factors in order to analyze the consumer 

behavior of people in Thailand (locals & tourists) in regards to purchasing Silver 

Jewelry in Bangkok. 
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3.2  Research Philosophy 

Research philosophy is categorized into two philosophies such as 

positivism and interpretivist to execute the study .Actually, research philosophy is 

needed to consider more precise and clear understanding to conduct the quantitative 

while considering positivism philosophy (Mkansi and Acheampong, 2012). However, 

the positivism structure has been formed based on the anticipated hypothesis (Taylor 

and Medina, 2013).  

Therefore, it is essential to use theoretical perspective in order to conduct 

objective of the research and literature with an objective to understand in better form 

in order to analyze the consumer behavior of people in Thailand (locals & tourists) in 

regards to purchasing Silver Jewelry in Bangkok. 

While using this technique, the researcher would be more likely to 

acknowledge the numerical picture of the study. In addition, it will bring the quality of 

research into the conclusion (Scotland, 2012). Furthermore, the researcher needs to 

require a certain percentage of analytical skill while developing positivism 

fundamental theory and finding in order to help the researcher to conduct effective 

research in upcoming future. 

In fact, the research philosophy was used to collect the information and 

data in order to analyze it based on the structure through which the data is being used. 

This study also requires acknowledging and understanding the collected information 

which varies based on the research process. 

The main factor behind using positivism theory is to make researcher have 

proper understanding of theory. Moreover, the researcher needs to ensure that if there 

is any modification required during the collection and analysis process based on 

positivism concept  

(Sefotho, 2015). Afterward, the data would be analyzed as per the 

research’s objective in order to obtain the result that the researcher is anticipated to 

complete while conducting this study. Hence, positivism is used in this study to make 

the research outline realistic and similar. 
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3.2.1 Research Design 

Based on the type of research study, the research design varies as well. 

The research design is classified into four main factors such as  exploratory, 

descriptive, explanatory and  evaluative. It varies the purpose of different type of study 

(Saunders et al., 2012). Though, descriptive research is usually considered to obtain an 

explanation of events or situation in order to have a clear figure through which the 

data collection process takes place.  

 

 

3.3  Research Strategy 

A research strategy is a tool the researcher uses the strategy to 

acknowledge the research method to be used to analyze (Malliari and Togia, 2016). 

Furthermore, the research strategy is used to connect the research with its objective to 

ensure that the collected information is correct and related with the research study.In 

fact, the research strategy must be selected which relates with research philosophy.  

However, the research strategy is executed within a limited period of time. 

As per Creswell (2003), the research method is classified into three categories such as 

qualitative, quantitative and mixed method.It helps the researcher in identifying and 

expand its knowledge through experiments and questionnaires which provide a data 

into statistical form.  

 

 

3.4  Quantitative Method 

Quantitative research technique is more concerned about scientific terms 

in which the research is executed based on the quantitative data(Tewksbury, 

2009).Basically, the research should be developed based on the research hypothesis 

which brings out the outcome. 

The researcher will need to conduct the research and collect the data and 

evaluate it in many steps to create a meaning of research to execute it in the study. The 

independent and dependent variables varies based on the understanding of researcher’s 

finding as well as research prediction.  
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Furthermore, the quantitative research method needs to bring out the 

outcome in the form of statistics from the collected data (Mundar, Matotek and Jakus, 

2012). However, the data collection process must be similar with quantitative research 

method. The gathered data is converted into the numerical from with the usage of 

software program.  

 

3.4.1 Description of participants 

The population in this study is consisted of participants who purchase 

silver jewellery to analyze the consumer behavior of people in Thailand (locals & 

tourists). The total number of respondents is chosen to conduct the study among 384 

respondents as per figure 1. 

 

 

3.5  Research procedures (sampling, collecting and data analysis) 

 

3.5.1 Sampling Technique  

Sampling technique is considered in the research study to find the 

respondents through which the data can be collected. The sampling technique helps in 

gathering a large audience to conduct the survey out of total population. As number of 

respondents goes high, it gives accurate information of sampling and it serve a great 

outcome to conclude the study (Fox, Hunn and Mathers, 2009). In fact, the sampling 

technique which is being used in this study provide each and every respondents an 

equal to participate in the survey who are more likely to meet the criteria of study to 

execute the research (Etikan and Bala, 201).  

While describing the total target respondents based on the factors which 

analyze the consumer behavior of people in Thailand (locals & tourists) in regards to 

purchasing Silver Jewelry in Bangkok. Hence, the total number of respondents is 

anticipated to exceed one million consumers. Therefore, the research is executed based 

on 384 candidates out of total population with 5% of margin due to error.  
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3.5.2 Data Collection 

The data collection is a tool to conduct the study in order to gather the 

information. Hence, the data collection process has been executed through the 

survey.The research strategy was used to framework the situation and event in order to 

complete the survey within a limited time structure. The data is collected based on 

quantitative in the form of questionnaire.  

Therefore, the questionnaire was developed based on the analysis of 

consumer behavior of people in Thailand (locals & tourists) in regards to purchasing 

Silver Jewelry in Bangkok. The primary research was conducted based on the result 

from the survey questionnaire to come up with conclusion of the study (Saunders et 

al., 2003). However, the chosen technique of data collection is survey questionnaire 

because the data is collected easily and result can be calculated within a quick ti.e  

 

3.5.3 Survey 

3.5.3.1 Questionnaire design  

The questionnaire comes up with an introduction and 

motivation toward the research in order to understand the consumer behavior of people 

in Thailand (locals & tourists) in regards to purchasing Silver Jewelry to enhance the 

idea and maximize the response validity. The questionnaire consists of four categories 

(questionnaire available at bottom of the study).  

3.5.3.2 Sample size 

Sample size is an important part of research study to execute 

overall study.  However, the sample size is explained as total number of chosen 

participants out of the total population in a certain area  . The total number of Bangkok 

population is 8.3 million people. Therefore, the total number of respondents must be 

384 participants as per mentioned figure 1 below.  
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Figure 3.1 Sample size calculation (Check Market, 2019) 

 

3.5.3.3 Questionnaire distribution  

In order to distribute the questionnaire among the participants, 

the questionnaire was created with the help of google form (Appendix 1). Thereafter, 

the questionnaire has been sent out to the participants on social media platform as well 

as through email. In fact, each respondent are being asked to forward it to their friend 

and relatives who meet up the requirement of survey questionnaire.  

 

3.5.4 Data analysis  

The data analysis process is a technique through the data is being gathered 

while conducting questionnaire in order to evaluate it. The type of Likert scale 

question in the questionnaire which convert the data into numerical form (Onwugbuzie 

and Combs, 2011). The data analysis for survey will be executed through the SPSS 

software program which transforms the collected data into graphical form and tables to 

bring out mean score, frequency and percentage.  

Though, hypothesis testing can be conducted through inferential analysis 

which assists in discovering the outcome in the form of regression analysis and 

correlation. However, the utilization of SPSS program is so quick that the outcome can 

be brought up within a limited time and it provides the summary as per requirement of 

scholar (Arkkelin, 2014). 
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3.6  Ethical consideration 

Ethical consideration is important for every thesis. The ethical 

consideration is used in this study to ensure that the university’s rules have been 

followed while executing the research. Moreover, the scholar makes sure that the 

research does not impact on ethics of marketing student or university.In fact, the 

researcher ensures that there is no plagiarism occurred while executing the research.  

Furthermore, the research asks for each and every participant to give their 

consent in written before conducting the research questionnaire and interview 

(Armiger, 1997). In fact, the data collected while executing the study will be kept 

confidential and can be accessed only the marketing students only.  
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CHAPTER IV 

RESULTS 

 

 

4.1  Primary research analysis 

 

4.1.1 Primary Data 

In this research, 402 surveys were distributed to the respondents, however, 

the information of surveys was missing or were not completed. Therefore, for an 

accuracy result, for this study, 358 complete survey information is used.   

 

4.1.2 General Information 

Out of 358 respondents, 319 respondents has purchased the silver 

jewellery in the past and made up to 89.1 %. Which suggest that a large number of 

people in the country are purchasing silver jewellery.  

 

Table 4.1 Do you like Silver Jewellery 

DoyoulikeSilverJewelrywithsemipreciousstones 

 Frequency Percent Valid Percent Cumulative Percent

Valid No 60 16.8 16.8 16.8 

Yes 298 83.2 83.2 100.0 

Total 358 100.0 100.0  

 

As per the table above, 83.2 % of the respondents like to purchase the 

silver jewellery and counts for 298 respondents. This suggests that the demand for 

silver jewellery in the market is high and this is good for the silver business in the 

nation.  
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Table 4.2 Income of the respondents. 

Incomegroup 

 Frequency Percent

Valid 

Percent 

Cumulative 

Percent 

Valid  1 .3 .3 .3 

20,001 to 30,000 baht 87 24.3 24.3 24.6 

30,001 to 40,000 baht 128 35.8 35.8 60.3 

40,001 to 60,000 baht 73 20.4 20.4 80.7 

Below 20,000 baht 42 11.7 11.7 92.5 

More than 60,000 

baht 
27 7.5 7.5 100.0 

Total 358 100.0 100.0  

 

Majority of the respondent's income is in the range of 30001-40001 and its 

counts for 56.2%. Suggesting the people in nations has the income to afford the silver 

product more than the gold product.  

 

4.1.2 Statistical Information 

As per the survey, a large number of the customer purchase the jewellery; 

due to the unique design of the product and brand name, as it  is important and its aids 

in the purchasing decision of the consumer. The consumer obtained information online 

and offline, as large number of the customer gets information for display on shop. 

Which counts for 130 respondents. The Word of Mouth is another primary source for 

the information. Social media does aid in providing information to customers. The 

table below provides the information.  
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Table 4.3 The information obtained about the product.  

Whatinfluenceyoutochooseajewelry 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Advertisement 42 11.7 11.7 11.7 

Display on Shop 130 36.3 36.3 48.0 

Friends/Family 37 10.3 10.3 58.4 

others 6 1.7 1.7 60.1 

Social Media 61 17.0 17.0 77.1 

Word of Mouth 82 22.9 22.9 100.0 

Total 358 100.0 100.0  

 

From more information from the survey suggest that the77 of the 

respondents purchase the product online and 140 of the respondent purchased the 

product from a physical store. This result suggests that selling online and physical is 

equally important, and the business needs to operate in both the channel.  

Moreover, some respondents are not comfortable purchasing product 

online and court for 118 of those respondents. 130 respondents may consider as the 

option in the future. 131 of the respondents has purchased the jewellery online before.   

Lastly, the consumer purchase intention depends on the brand name and 

mean value of 3.95 support the asked question in the questionnaire, and the brand does 

create the purchasing intention of the consumer. Next, the quality is important and 

mean value of 4.04, suggesting that the respondents from the surveys agree and good 

quality jewellery does influence the purchasing decision.  

The price plays an equally important role, and the customer do not 

purchase the product which is at the high price. The information in the form of 

advertisement online and offline does influence the customer decision and high mean 

value supports the stated questions (Appendix). 
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4.2  Business Model and Strategies  

The strategies and business model in the chapter are created based on the 

knowledge and literature of previous sections.  

 

4.2.1 Business Model  

E-Commerce is an important element and the world is getting digital and 

market of e-commerce continues to increase (Krishnamra, 2019). Thailand E-

commerce market rose up to 3.2 Trillion baht in 2018 (Olivier, 2018). To support the 

e-commerce marketing of the brand, the business model is divided into two stages. 

The primary aim and function of the business are to create brand awareness in the Thai 

market. To support this aim, online channels such as social media, own website and 

google PPC is used to enhance the awareness among the local customers in Thailand.  

The second stages of a business are implied after brand awareness is 

created in the local market, brand awareness is necessary to enhance and support the 

function of physical store in Bangkok, Thailand. The business operates and sell its 

product through the online retailing channel, physical store, and core aims to sell is 

through personal web page. In the second stage, the business aims to operate its retail 

store in the city. However, the core aim is to sell online through their sites, retailing 

websites such as eBay and employs the Alibaba.com to sell the product to businesses. 

Moreover, the main objective of this business plan is to create the Glorietta Jewel 

brand (Thailand) and use E-commerce and tradition commerce to enhance sales.   

As as the business operations its function with eBay and Alibaba.com, the 

B2C and B2B business market model best suite the business needs and meet the 

objectives of the research. To creates its brand awareness and promotes the brand to 

the local customer, which is done by the B2C model and this model is implied for both 

the online and traditional channels.   

 

4.2.1 B2C 

The figure presents the B2C model for the business to implied for their 

operation in creating brand awareness and leading brand in Thailand.   
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Figure 4.1  illustration of B2C E-Commerce model (DeMatas, 2019). 

 

The business model suggests that the business is using many channels to 

distributes its goods, as the retail store is responsible for managing the online and 

offline operations. 

 

4.2.2 B2B  

The B2B is employed as the second model to built the brand among the 

business and provide jewellery to other retailers in the market, as it helps to increase 

the distribution and the sales space, without any major expenses to the business.   

 

 

Figure 4.2  illustration of B2B E-Commerce model (Singh, 2018).  
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4.3  Marketing Strategies  

The marketing strategies are to improve sales and create brand awareness, 

to achieve the desired outcome of the business model. The penetration pricing method 

is used at the first step of the business model, as the product is sold lower than the 

market price. The core aim is to create a relationship with the customer and introduce 

the product to the market. Similar price strategy is used in the B2B market, as it will 

help in creating a relationship with the businesses in the market.  

As brand awareness is created in the market, the relationship with supplier 

improved as well, as all the business want to supply to the well-developed brand. For 

the second stage of the business, the market strategies change and objective of the 

business changes as well, to support the new objective, the price strategy is changed to 

competitive pricing to support the new objectives found (Bolton, Shankar, and 

Montoya,2010).  

 

4.3.1 Target market and customer 

The target market is the customers who want to purchase silver jewellery 

and custom made jewellery. The product range and product types cover a wide range 

of customer segments, which cover both the gender and all the ages segments.  

 

4.3.2 Marketing Mix 

The 4 p’s of the marketing mix aids in clarifying the business methodology 

to attract clients and consumer to the business product. The business intends to plan 

the 4p's for each stage of the product life cycle and the PLC is classified into four 

stages, which are as follows; introduction, growth, maturity and decline (Bolton, 

Shankar, and Montoya, 2010). 

 

4.3.3 Product  

The company design silver jewellery for its customer. The customers are 

offered a product such as rings of all sizes and design, many kind earrings, chain 

collection of all kind and other jewellery products. The customer has the opportunity 

to select the design and gem stones as per individual needs. Moreover, all the silver 

jewellery are nickel-free (Kotler and Armstrong,2013).  
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4.3.4 Price  

The penetration and competition prices methods are employed. At the time 

of creating brand awareness, the penetration pricing strategy is employed, to create 

awareness in the market and the customer to purchase the product. After the brand 

awareness is created the frim moves to the competitive pricing method. Although the 

product offered unique design and various variety to the customers. The competition 

in the market is healthy and a large number of the customer are price sensitive and to 

maintain the sales and improve the market share the competition prices strategy is 

employed. 

 

4.3.5 Promotion  

The firm plan to create a marketing influencer, where the famous actors 

and people are asked to use the product and in return for sales loyalty. The influencer 

is asked to give positive feedback for the product and suggest the people purchase the 

product. The firm creat it owns ads and uses youtube to play the ads, as it ensures that 

customer had watched the ads for fewer seconds.  

4.3.5.1 Above the line and Below the line 

To enhance brand awareness, both “above the line” and below 

the line” advertising is done. For “above the line” promotion, the google PPC is used 

and paid monthly. There are two core purpose of using PPC, first to improve the 

ranking on google and goal is to appear on the first page of google, when consumer 

search for words, such as, wholesale jewellery in Thailand, buy silver in Thailand, 

new silver jewelry design, silver jewellery and buy silver in bulk in Thailand.  

The second purpose is to link the PPC ranking to the e-

commerce webpage of the company. Moreover, the partnership with SEO and working 

closely with the SEO to promote the website and make it appear on the first page of 

Google, as it aids in to improve the sales and increase the customer ending up on the 

website. 

For the “below the line”, the business gives offere as a referred 

promotion and special discount on recommending your friend to purchase the product. 

This encourages the satisfied customer to give a positive Word-Of-Mouth of the 
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product and help in creating a positive brand image in the customer. The strategy is 

supported by the finding of primary data and is also cost-effective.   

4.3.5.2 Objective of Facebook promotion vs Instagram 

The firm creates its own paid Facebook page and posting the 

picture of the silver products. The picture of the store and the new product line is 

posted on the page. The purpose of the Facebook page for the customer is to see the 

product and redirect the customer to the website for further information and purchase 

the product. 

On the other hand, Instagram is used, to share information 

about customer feedback. To create the brand name and share the feeling of the 

customers about the product and the customer give the rating to our products and 

suggest the benefit of using our product, such as the silver to remain in high quality 

after a long time of usage. 

 

4.3.6 Place  

The physical store of the business is located at Charoen Krang, is 

considered as the heart of the jewellery market in Bangkok. Also during the special 

seasons time, the stall is taken to enhance the sales. For online operations, the 

company has its webpages, the page on the social media, partnership with e-retailer, 

such as e-bay and Alibaba.com to target the business around the world (Nagle and 

Hogan,2010).  

Mailing the catalogue to regular customer house help the company to keep 

its loyal customers, loyal to the brand. To be cost-effective, the firm plans to e-mail its 

new product line to the new or non-brand loyal, in this process 1000 email sends 

weekly and expect 0.5 response rate. Expected 5 people to be ending replying the 

email and 1 or 2 purchase the product. As the core purpose is to get loyalty and 

increase the customer database. 
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DETAIL  INTRODUCTION GROWTH MATURITY DECLINE 

PRODUCT Fewer product is design, 

as the core aim to 

promote the product. 

More product 

and product 

range in offered 

in the market 

Maximum 

production of 

the current 

collection, as 

the demand of 

the market, is 

high. 

Lower product, as 

the taste of the 

consumer, is 

changing and 

demand the new 

product.  

PRICE Penetration pricing, to 

break through the 

market. 

Penetration/  

Competition 

pricing. 

Competition 

price, to 

increase the 

market share. 

Promotionally 

pricing.  

PROMOTION “Above line promotion”, 

PPC on google and ads 

on social media.  

Informative 

advertising.  

The mixture of 

below and 

above line 

promotion.  

Sales discounts. 

PLACE Online offering. Offer 

the product on the store.  

E-Retailer, 

displaying stall 

at the mall, 

Alibaba.com.  

Personally 

shop, many 

stalls as the 

mall. More E-

Retailers. 
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4.4  Bussiness Operations  

 

4.4.1 Business Ownership 

Glorietta jewels are a family-owned business and the family members 

control the business. The CEO of the company is Mr Vijay Prathan Singh, his brother 

is the MD of the firms. Rest of the operation is run by Mr Vijay family.  

 

4.4.2 Organization & Management Planning 

The CEO of the firm control all the aspect of the business and MD 

understand the change of command. The MD is responsible to control the trading, 

administration, production and IT department. Each department head report to the MD 

and the information is pass to the CEO for further actions. The figure below product 

the organizational structure of the firms.  

 

Figure 4.3  Organizational Hierarchy 

 

4.4.2 Cost for operations of the business. 

The sales forecast, income statement, balance sheet and sales projection 

help the business to estimates the costs of the business operations. 

 

4.4.3 Sales Forecast  

The table below present the sales scenarios for the firms and assumption 

made base on Thailand's jewellery market industry. 
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CHAPTER V 

SUMMARY, DISCUSSIONS & RECOMMENDATIONS 

 

 

5.1  Start-up capital 

To start the business, the firm needs to have a start-up capital and start-up 

worth of 12.6 million Thai Baht. As the total value of fixed assets is estimated to be 20 

million for this business. The owner plans to pay 10 million for the fixed asset and the 

remaining amount is paid in installments of 2 million per year. 2 million Thai Baht 

value is equal to the value of depreciation. Remaining 2.6 million is kept as working 

capital for the firms. This working capital is sufficient for the first 50 days of daily 

expenses. To avoid any interest, or bank issues, the owner of this business has self 

invested the required amount.  

 

5.1.1 Sales Forecast 

Glorietta deals with silver product and expects to have a high percentage 

of sales. As the demand for the silver product in the Thai market is high and over 8.2 

millions residents live in the city, and 22.8 million tourists visiting the city (World 

Population, 2019). Moreover, the firms plan to sell the product through online and 

offline channels. Considering the factors, the population, online culture in the nation, 

the firm plans to sell 80 kg of silver each month. Selling at a rate of 15 USD (30 THB 

per USD)  per 10 grams of the product. Selling at that rate, the firm manages to sell, 

960 kg of Silver products and 96,000 units of the product.     

 

Table 5.1 The Sales forecast of Glorietta  

Detail 2019 2020 2021 2022 2023 

Unit  

Revenue 

96,000 

43,200,000 

124,800 

56,160,000 

128,542 

57,844,000 

132,398 

59,579,000 

136,368 

61,366,000 
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The business also takes the precaution, and plan to maintain, the best case 

and worst case situation for its sells. As this will encourage to produce more products, 

and be sufficient to meet a sudden increase in the demand and worst case to avoid 

oversupply.  

 

 

5.2  Financial Statement  

 

5.2.1 Balance Sheet  

 

Table 5.2 Balance Sheet (all the figure is subject to 000’s) 

Detail  2019 2020 2021 2022 2023 

Fixed Assets 20,000 20,000 20,000 20,000 20,000 

Less Depreciation:  2,000 2,000 2,000 2,000 2,000 

Total Fixed Assets 18,000 16,000 14,000 12,000 10,000 

Current Asset       

Cash  454 1473 2673 3521 4621 

Inventory 2547 4527 5327 6479 7379 

Account receivable  123 365 409 276 514 

Total Current Asset  3124 6365 8409 10276 12514 

Less Current 

Liabilities 

     

Payable 1521 655 425 23 12 

Short- and long-term 

loan 

21 55 67 51 4 

Total Current 

Liabilities 

1524 710 492 74 26 

Total Asset less 

Current liabilities 

19582 21655 21917 22202 22488 

Finance by       

Equity      

Owner Equity 12670 12670 12670 12670 12670 

Retained Profit 6912 8985 9247 9532 9818 

Total  19582 21655 21917 22202 22488 
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To produce silver jewellery, the business needs the value of a fixed asset 

of 20 million baht. Considering the factors, of usage, the advancement in the 

technology, the business except for the fixed asset to depreciated at 10 % (straight-line 

depreciation method is used). Therefore, the value of fixed reduces to 10 million in the 

fifth years of operation. To meet to uncertain demand of the customer, the firms hold a 

large amount of inventory and value continues to increase.  

To operate effectively the cash in hand increase and increase the current 

asset. On the other hand, the liabilities continue to reduce due to which the total asset 

less current liabilities section in the balance sheet experience the increase in the value.  

The owner maintains his invested capital and retained the profits of the business. 

 

Table 5.3 Income Statement (all the figure is subject to 000’s) 

Detail 2019 2020 2021 2022 2023 

Revenue 43,200 56,160 57,844 59,579 61,366 

Cost of Goods Sold (25,920) (33,696) (34,706) (35,747) (36,819) 

Gross Profit 17,280 22,464 23,118 23,832 24,546 

Less Expenses  (10368) (13,478) (13,870) (14,299) (14,727) 

Net Profit/Lost  6,912 8,985 9,247 9,532 9,818 

 

NPV = Total inflow – Total Outflow = 278,149-166,888 = 111,261 

IRR = 57% 

-32,600 17,280 22,464 23,118 23,832 24,546 

 

IRR based on the initial investment and yearly cash flow 

The income statement is provided for five years, and the firm expects to 

increase its revenue by 3% on a yearly base. The projection is based on the economic 

growth in the nation and a stable inflation rate. In the next five year projection, 2023 is 

projected to have the most revenue. The Cost of Goods Sold (COGS) is projected to 

60% of the revenue cost. As the business plan to have the added value of 40% to cover 

up the expense.  

The expense is considered to be 60% of the gross profit amount. We then 

subtract the expenses from the gross profit. The business manages to make a profit 

from the first year of operation still the fifth year of operation. The profit even 
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continues to increase yearly. This suggest the business is in good positioning in the 

market and expects to grow with a lot of room for expansion into various segments 

over the next few years.  

 

 

5.3  Conclusion   

To have a physical store in Thailand is profitable. The Thailand 

infrastructure is improving, and this supports the online operation and growth. Aside 

from that, the national economy is growing steadily, inflation rate is stable, income of 

local people is improving and the demand for the silver jewellery is likely to be high in 

the near future. As we move away from Thailand, the set up of online stores and 

operations looks promising in foreign markets as well, especially Europe,  as people 

are now spending more on jewelry. This paves a good long term path for the 

expansion of online business in various markets.  

To explore the local market, surveys were distributed to 384 participants. 

Some of the surveys were incomplete, therefore, 319 respondents' result is analysis. 

The result suggests that selling the product online is a good option, as a large number 

of respondents in the past have purchased the product online and the culture of online 

buying is well induced in the nation. Along, with that, the income of an average person 

living in the nation has improved and consumer wants to purchase the product which 

satisfied their need and will to pay a high amount for it. 

Moreover, to effectively compensate the business operation and effectively 

meet the demand of the consumer locally and international, the business emphasizes to 

work in the B2C market and increase the brand image of the firm in the market. To 

meet the demand of overseas, consumer the B2B, e-commerce market strategy is used. 

Both operations of the market is effectively met, by support organization chart and 

role and reasonability of defining the role and duty of the member. Lastly, the sales 

forecast, the income statement and balance sheet appear promising and the business 

has a great future ahead with all the tools at hand.  
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5.4  Recommendation  

There are several recommendations offered to the owner of the business. 

First, to avoid holding inventory in silver for a long time, as the price of silver 

flunctuates daily, and the material wears off if kept for a long time. This would result 

in damaged goods, which will then go to melt in the factories and the silver from that 

will be reused in making other goods. While this is not a total loss, this would result in 

not optimizing the sales price of the product that one could, and when you melt the 

goods, you don’t get the exact weight back, as some percent goes in loss. This would 

then reflect on the value of the assets.  

Second, to expand in the overseas market. As the nation is the main 

member of ASEAN, the firms must look into expanding in nearby countries and more. 

Expansion into new markets provides great exposure, increased marketing visibility 

and branding, and will help the firm catapult into success in the foreseeable futute.  

Third, open more stores in the nation, which will help to cover more 

footprint in the local market and improve the logistics of the company. It is vital to 

have a strong foothold in the country you orginate from, and tapping into the local 

market will only help the company gain a better name and increase in its popularity.  

Fourth, to develop a professional marketing department in the firm, and a 

dedicated team that creates the marketing strategy and updates it as per the projects in 

line with the company vision and mission. Marketing has become an instrumental role 

in company expansions nowadays, and Glorietta must sieze this opportunity and make 

the most of it. The firm must not outsource the marketing department, and keep it in 

house for more efficiency. 

Lastly, Glorietta needs to have a stronger website infrastructure. As we 

head into the digital age, websites are easily prone to hacks. Trust plays a big role in 

website sales. People tend to stay away from websites which don’t have a strong IT 

infrastructure. Glorietta has a vision of online expansion, and it can only be successful 

with a good investment in its online development, team and constant monitoring. 
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GLORIETTA JEWELS: Business Expansion 

Questionnaire 

 

 

Part A: Screening Questions 

1) Have you ever bought Silver Jewelry before? 

[   ] Yes 

[   ] No 

2) Do you like Silver Jewelry with semi-precious stones? 

[   ] Yes 

[   ] No 

3) Do you wish to buy/continue buying silver jewelry in future? 

[   ] Yes 

[   ] No (End of questionnaire) 

 

 

Part B: Personal Information 

1) Gender 

[   ] Male 

[   ] Female 

[   ] others 

2) Age 

[   ] Below 20 years old 

[   ] 20-30 years old 

[   ] 31-40 years old 

[   ] Above 40 years old 

3) Income group 

[   ] below 20,000 baht 

[   ] 20,001 to 30,000 baht 

[   ] 30,001 to 40,000 baht 

[   ] 40,001 to 60,000 baht 

[   ] More than 60,000 baht 
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4) Education level 

[   ] High-School 

[   ] Bachelor Degree 

[   ] Master Degree 

[   ] Ph.D. 

[   ] others 

5) Occupation 

[   ] Student 

[   ] Own-Business 

[   ] Private company 

[   ] Government job 

[   ] others 

 

 

Part C: General Questions 

1) You buy jewelry for 

[   ] Fashion 

[   ] Investment 

[   ] Festivals 

[   ] Occasions 

2) Which attribute attract you to purchase a jewelry? 

[   ] Brand Name 

[   ] Design 

[   ] Price 

[   ] Easy Availability 

3) What influence you to choose a jewelry? 

[   ] Advertisement 

[   ] Display on Shop 

[   ] Word of Mouth 

[   ] Social Media 

[   ] Friends/Family 

[   ] others 
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4) How you normally purchase Jewelry? 

[   ] Physical Store 

[   ] Online 

[   ] Both 

5) Do you trust purchasing jewelry online? 

[   ] Yes 

[   ] No 

[   ] Maybe 

6) Will you ever buy jewelry online? 

[   ] Yes 

[   ] No 

[   ] Maybe 

7) Which type of social media update of the jewelry brand will attract you? 

[   ] Videos and live streams 

[   ] Events 

[   ] Campaign advertisement 

[   ] Feedback and comments of consumers 

[   ] Responses of the brand for enquiries  
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Part D: Please rate the following statement 

Social 

Media 

Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

Interacting 

with jewelry 

brand 

through 

social media 

will make 

me feel 

closer 

     

Social media 

page will 

allow me to 

stay updated 

to their latest 

products 

     

Social media 

page gives 

me clear 

idea on the 

product  

     

Social media 

is a good 

way to 

interact with 

the brand 
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Marketing 

Mix 

Perspective 

Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

Product      

The jewelry 

shall reflect 

high quality 

     

Packaging 

of the 

jewelry is 

very 

important 

     

The brand 

name of 

jewelry is 

important to 

me 

     

Price      

I prefer 

brand which 

have more 

affordable 

price on 

their 

jewelry 

     

I will prefer 

buying brand 

which have 

installment 

payment 

scheme 
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Good 

discounts 

on price 

will attract 

me 

     

Place      

Prefer store 

which is 

easy to 

access from 

my location 

     

I will prefer 

brand 

having 

multiple 

distribution 

channel 

     

Should be 

able to 

contact 

them 

through 

online 

channels 

easily 

     

Promotion      

Promotion 

attract me 

towards the 

offer 
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I will buy a 

product if it 

have a good 

promotion 

on offer 

     

Advertisem

ent of brand 

will catch 

my 

attention 

     

People      

Good staff 

service will 

increase my 

purchase 

intention for 

the product 

     

Employees 

should be 

knowledgea

ble and 

skillful  

     

Appearance 

of the staff 

matter to me  

     

Physical 

Evidence 

     

Store indoor 

decoration is 

important to 

interest me 
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The store 

shall be 

spacious 

and present 

enjoyable 

ambience 

     

Good store 

furniture 

and 

amenities 

will reflect 

quality of 

the brand 

     

Process      

Good after 

sales 

service is 

crucial  

     

Employee 

Guidance 

for the 

customer is 

important  

     

Should be 

able to 

easily reach 

out the 

brand 

through 

online 

channels  
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Purchase 

Intention 

Strongly 

Disagree 

Disagree Neutral Agree Strongly 

Agree 

Brand name 

of jewelry 

store will 

enhance my 

purchasing 

decision 

     

Quality 

influence 

my 

purchasing 

decision 

     

Price 

influence 

my 

purchasing 

decision 

     

Advertisem

ent 

influence 

my 

purchasing 

decision 
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Appendix : SPSS Data 

@1.HaveyoueverboughtSilverJewelrybefore 

 Frequency Percent Valid Percent Cumulative Percent 

 

 

Valid 

No 39 10.9 10.9 10.9 

Yes 319 89.1 89.1 100.0 

Total 358 100.0 100.0  

 

@2.DoyoulikeSilverJewelrywithsemipreciousstones 

 Frequency Percent Valid Percent Cumulative Percent 

Valid No 60 16.8 16.8 16.8 

Yes 298 83.2 83.2 100.0 

Total 358 100.0 100.0  

 

@3.Doyouwishtobuycontinuebuyingsilverjewelryinfuture 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 358 100.0 100.0 100.0 

 

@4.Gender 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Female 227 63.4 63.4 63.4 

Male 131 36.6 36.6 100.0 

Total 358 100.0 100.0  
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@5.Age 

 Frequency Percent Valid Percent Cumulative Percent

Valid 20-30 

years old 
111 31.0 31.0 31.0 

31-40 

years old 
152 42.5 42.5 73.5 

     

Above 40 

years old 
40 11.2 11.2 84.6 

Below 20 

years old 
55 15.4 15.4 100.0 

Total 358 100.0 100.0  

 

@6.Incomegroup 

 Frequency Percent

Valid 

Percent 

Cumulative 

Percent 

Valid  1 .3 .3 .3 

20,001 to 30,000 

baht 
87 24.3 24.3 24.6 

30,001 to 40,000 

baht 
128 35.8 35.8 60.3 

40,001 to 60,000 

baht 
73 20.4 20.4 80.7 

Below 20,000 baht 42 11.7 11.7 92.5 

More than 60,000 

baht 
27 7.5 7.5 100.0 

Total 358 100.0 100.0  
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@7.Educationlevel 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Bachelor Degree 151 42.2 42.2 42.2 

High-School 50 14.0 14.0 56.1 

Master Degree 114 31.8 31.8 88.0 

others 10 2.8 2.8 90.8 

Ph.D. 33 9.2 9.2 100.0 

Total 358 100.0 100.0  

 

@8.Occupation 

 Frequency Percent

Valid 

Percent Cumulative Percent 

Valid Government job 32 8.9 8.9 8.9 

others 7 2.0 2.0 10.9 

Own-Business 143 39.9 39.9 50.8 

Private company 131 36.6 36.6 87.4 

Student 45 12.6 12.6 100.0 

Total 358 100.0 100.0  

 

@9.Youbuyjewelryfor 

 Frequency Percent Valid Percent Cumulative Percent 

Valid  1 .3 .3 .3 

Fashion 123 34.4 34.4 34.6 

Festivals 83 23.2 23.2 57.8 

Investment 126 35.2 35.2 93.0 

Occasions 25 7.0 7.0 100.0 

Total 358 100.0 100.0  
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@10.Whichattributeattractyoutopurchaseajewelry 

 Frequency Percent Valid Percent Cumulative Percent

Valid Brand Name 77 21.5 21.5 21.5 

Design 163 45.5 45.5 67.0 

Easy 

Availability 
33 9.2 9.2 76.3 

Price 85 23.7 23.7 100.0 

Total 358 100.0 100.0  

 

@11.Whatinfluenceyoutochooseajewelry 

 Frequency Percent Valid Percent Cumulative Percent

Valid Advertisement 42 11.7 11.7 11.7 

Display on Shop 130 36.3 36.3 48.0 

Friends/Family 37 10.3 10.3 58.4 

others 6 1.7 1.7 60.1 

Social Media 61 17.0 17.0 77.1 

Word of Mouth 82 22.9 22.9 100.0 

Total 358 100.0 100.0  

 

@12.HowyounormallypurchaseJewelry 

 Frequency Percent Valid Percent Cumulative Percent

Valid  1 .3 .3 .3 

Both 77 21.5 21.5 21.8 

Online 140 39.1 39.1 60.9 

Physical Store 140 39.1 39.1 100.0 

Total 358 100.0 100.0  
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@13.Doyoutrustpurchasingjewelryonline 

 Frequency Percent Valid Percent Cumulative Percent 

Valid  1 .3 .3 .3 

Maybe 130 36.3 36.3 36.6 

No 118 33.0 33.0 69.6 

Yes 109 30.4 30.4 100.0 

Total 358 100.0 100.0  

 

@14.Willyoueverbuyjewelryonline 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Maybe 138 38.5 38.5 38.5 

No 89 24.9 24.9 63.4 

Yes 131 36.6 36.6 100.0 

Total 358 100.0 100.0  

 

@15.Whichtypeofsocialmediaupdateofthejewelrybrandwillattractyou 

 Frequency Percent

Valid 

Percent 

Cumulative 

Percent 

Valid Campaign advertisement 91 25.4 25.4 25.4 

Events 68 19.0 19.0 44.4 

Feedback and comments 

of consumers 
92 25.7 25.7 70.1 

Responses of the brand 

for inquiries 
46 12.8 12.8 83.0 

Videos and live streams 61 17.0 17.0 100.0 

Total 358 100.0 100.0  
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Descriptive Statistics 

Social Media N Minimum Maximum Mean Std. Deviation

Interactingwithjewelrybr

andthroughsocialmediaw

illmakemefeelclose 

358 1 5 3.94 .896 

Socialmediapagewillallo

wmetostayupdatedtotheir

latestproducts 

358 1 5 4.08 .816 

Socialmediapagegivesm

eclearideaontheproduct 
358 1 5 4.00 .912 

Socialmediaisagoodwayt

ointeractwiththebrand 
358 1 5 4.03 .819 

Valid N (listwise) 358     

 

Descriptive Statistics 

Marketing Mix N Minimum Maximum Mean Std. Deviation 

Product      

Thejewelryshallreflecthi

ghquality 
358 1 5 3.99 .870 

Packagingofthejewelryis

veryimportant 
358 1 5 4.14 .824 

Thebrandnameofjewelryi

simportanttome 
358 2 5 4.06 .798 

Price      

Ipreferbrandwhichhavem

oreaffordablepriceonthei

rjewelry 

358 1 5 4.03 .790 

Iwillpreferbuyingbrandw

hichhaveinstallmentpay

mentscheme 

358 1 5 4.03 .791 
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Gooddiscountsonpricewi

llattractme 
358 1 5 4.06 .815 

Place      

Preferstorewhichiseasyto

accessfrommylocation 
358 1 5 3.94 .806 

Iwillpreferbrandhavingm

ultipledistributionchanne

l 

358 1 5 3.99 .840 

Shouldbeabletocontactth

emthroughonlinechannel

seasily 

358 1 5 3.97 .788 

Promotion      

Promotionattractmetowa

rdstheoffer 
358 2 5 4.02 .832 

Iwillbuyaproductifithave

agoodpromotiononoffer 
358 1 5 3.97 .875 

Advertisementofbrandwi

llcatchmyattention 
358 1 5 4.04 .833 

People      

Goodstaffservicewillincr

easemypurchaseintention

fortheproduct 

358 2 5 3.91 .803 

Employeesshouldbekno

wledgeableandskillful 
358 2 5 3.99 .797 

Appearanceofthestaffmat

tertome 
358 2 5 4.04 .707 

Physical Evidence      

Storeindoordecorationisi

mportanttointerestme 
358 1 5 4.01 .788 
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Thestoreshallbespacious

andpresentenjoyableamb

iance 

358 2 5 4.01 .729 

Goodstorefurnitureanda

menitieswillreflectqualit

yofthebrand 

358 2 5 4.07 .769 

Process      

Goodaftersalesserviceisc

rucial 
358 1 5 4.03 .774 

EmployeeGuidanceforth

ecustomerisimportant 
358 1 5 4.07 .800 

Shouldbeabletoeasilyrea

choutthebrandthroughonl

inechannels 

358 1 5 3.97 .712 

Valid N (listwise) 358     

 

Descriptive Statistics 

Purchase Intention N Minimum Maximum Mean Std. Deviation

Brandnameofjewelrystor

ewillenhancemypurchasi

ngdecision 

358 1 5 3.95 .756 

Qualityinfluencemypurc

hasingdecision 
358 2 5 4.04 .779 

Priceinfluencemypurcha

singdecision 
358 2 5 4.02 .799 

Advertisementinfluence

mypurchasingdecision 
358 2 5 4.04 .727 

Valid N (listwise) 358     
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