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ABSTRACT

This research focused on "Segmentation Basis: A Study of Product Attributes
and Shoppers' Perception of Values on Jewelry Selection at ·world Trade Center,
Bangkok."

With increasing market players in jewelry industry, competitions are

getting more intense. Additionally, customers are continuously changing their attitudes
and perceptions so it is vital for jewelers to understand the customers. Statement of the
problem relating to this research is "What are the joint components of product
attributes and values on segmenting the jewelry selection?"

()
This survey research used convenience sampling method and applied conjoint
analysis (The full-profile approach). Sample size was 384 respondents. The
respondents shop for jewelry at World Trade Center, Bangkok. The data collection
tool of this research was questionnaire and raw data computed by SPSS 11.0
(Statistical Package for the Social Sciences) for window. This research studied product
attributes of jewelry, customer value and market value and analyzed it by using
conjoint analysis.

Result of statistical analysis involves demographic segmentation and benefit
segmentation. The test of demographic segmentation is not statistically significant
because the result, rank of the product attributes, is homogeneous. It is unable to see
the difference between the segments. Therefore, benefit segmentation, that have price
as the core, is applied to analyze the data. The research is able to address statement of
the problem and the objectives of the study were achieved in three important finding
results as follows: First objective, the researcher studies the element of product

attributes relevant to jewelry selection which are 1. Shape of stone (round, square,
heart, oval, and pear). 2. Type of stone (diamond, pearl and ruby) 3. Type of jewelry
(ring, earring, pendant&necklace, blacelet&bangle and brooch) 4. Type of material
(two-tone, gold plated, yellow gold 22K, yellow gold 18K, and white gold 18K).
Second objective, the researcher is able to synthesize market value (price) of jewelry
selection, which are above 160,000, 120,001-160,000, 80001-120,000, 40,001-80,000,
and below 40,000 Baht. And customer value (perception of customer) which are
variety of designs, product quality, shop's reliability, genuine certification, and
negotiable price. Third objective, the researcher is able to determine the joint property
of product attributes and value on jewelry selection based on a segmentation basis. In
prices above-160,000 Baht, jewelry attribute should be round, diamond, variety of
designs, ring, and two-tone. In prices 120,001-160,000 Baht, jewelry attribute should
be square, pearl, product quality, earring, and gold plated. In prices 80001-120,000
Baht, jewelry attribute should be heart, ruby, shop's reliability, pendant&necklace, and
yellow gold 22K.

'tJ-
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Customer value
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Segmentation study
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CHAPTER I

Generality of Study
1.1 Introduction of the Study
Gem and Jewelry Industry

Production and sales of gem and jewelry in 2000 continue to expand from the
previous year in line with growing exports and domestic sales.

Export value

recorded a 6.3 percent increase from the previous year, or US$ 1,675 million,
compared with the reduction of 7 .1 percent during 1995-1998, due to the healthy
economies of the major markets including the US, European Union, Israel and
Belgium. Improved designs and marketing strategies as well as government support
through various measures implemented to promote production, marketing and
alleviate the import tax burden that have contributed to the growth of this industry.
Domestic sales, on the other hand increased only slightly as Thai economy had not
achieved full recovery. The item recording a robust growth was diamond (22.8
percent) as Israel and Belgium, the world jewelry leader had extended more diamond
production bases to Thailand. Second to diamond was imitation jewelry, expanding
by 13.4 percent as more consumers in major markets such as Japan turned to wear
less expensive jewelry. Along with the export growth, imports of gem and jewelry
also rose sharply to US$ 1,714.8 million, up from the previous year by 40 percent
resulting in a gem and jewelry trade deficit of US$ 39.8 million, a large deficit for the
first time in a decade, due mainly to the imports of diamonds and gold. It is projected
that the market trends for Thai gem and jewelry in 2001 will be upward in line with
the economic expansion of the major export markets including US, European Union,
Israel, and Belgium (www.bot.or.th).

Domestic market growth is forecasted to remain at a low level and face intense
price competition as ASEAN members can enter Thai market according to the free
trade agreement of AFTA.

In the first quarter of 2001, exports of Thai jewelry

recorded US$ 431.4 million, up from the same period last year by 13.7 percent as a
result of increased sales in almost every major market.

The items that expanded

satisfactorily were diamonds, jewelry and imitation jewelry. However, imports of gem
and jewelry rose to US$ 636 million, or 70.9 percent, a sharp increase from the year
before due mainly imports of gold. As a result, Thailand recorded a gem and jewelry
trade deficit of US$ 204.6 million, a much higher deficit than the same period last year
(\vww.bot.or.th).
Gems and jewelry industry m Thailand have been supported by the cooperation of the public sector, notably the Department of Export Promotion (DEP) and
the Ministry of Commerce. The DEP was also instrumental in organizing the first gem
and jewelry trade fair in Bangkok that enabled Thailand to showcase products to an
international clientele. Government intervention has also been sought in obtaining
relief from its fiscal measures that affect the gem and jewelry trade and industry. These
efforts have been particularly successful in respect of import and export levies on gem
and jewelry products, and also raw material and equipment. The Department of
International Trade of the Ministry of Foreign Affairs has also assisted the industry in
sourcing raw material to supplement the kingdom's own resources. The Board of
Investment (BOI), a government agency attached to the Prime Minister's Office, had
been responsible for providing incentives to stimulate investment in the gem and
jewelry sector in Thailand. The Thai Gem & Jewelry Traders Association was
incorporated with the primary purpose of providing those in the industry with a forum
for the exchange of views and the gathering of business and market intelligence. It was
also meant to furnish the members with the necessary infrastructure for promoting the
2

interests of the industry as well as the growth of its export and domestic sales of gems
and jewelry (www.thaigemjewelry.or.th).

Thai gems and jewelry market

Jewelry business in Thailand of small and medium size entrepreneurs are
usually direct sale. The businesses were established for more than 10 years and sell to
the medium-end. The small size entrepreneurs have capital investment of not more
than 5 million bath, have less than 10 employees, and in the majority sell in domestic
market. Medium size entrepreneurs have capital investment of not more than 20
million bath, have less than 50 labors and sell to high-end. The products are exported
to other countries. Foreign market and domestic market have different marketing
strategies because foreign market is 80 % of total gem and jewelry market
(Siripun,2000).

Competitors

*

Thai gems and jewelry in the global marketplace, still faces stiff competition
from rivals who have been developing both their production and marketing, in earnest.
The major competitors from the developing countries are China, India and from the
developed country are United States, Israel and Belgium. China has become one of
Thailand's major rivals in principal markets for these products, comprising the U.S.,
Japan and the European Union, given that the Mainland is well equipped for
manufacturing, whether it be in raw materials or low wages (http://www.tfrc.co.th).

3

1.2 Statement of the Problem

With increasing market players in the jewelry industry, competition is getting
more intense as market volume has increased from past years. Additionally, customers
are getting more conscious on product attributes and values especially with jewelry
that are considered to be "specialty products".
Nevertheless, customers are continuously changing their attitude and
perception so it is vital for jewelers to understand customers perceived values. This
would enable jewelers to spontaneously response to market's changing trend by
delivering appropriate value to meet customer's satisfaction.
The ability to determine product attributes and shoppers' perception of value
on jewelry selection would be much more beneficial for jewelers to realize the criteria
that customers seek in the value of jewelry. Therefore, the statement of the problem
relating to this research is:
"What are the joint components ofproduct attributes and value on segmenting the
jewelry selection?"

1.3 Research Objectives

•

To study the element of product attributes relevant to jewelry selection.

•

To synthesize market value and customer value into certain segmentation of
jewelry selection.

•

To determine the joint property of product attributes and value on jewelry
selection based on segmentation basis.

4

1.4 Scope of the Research

The scope of this research is based on three types of product attributes: those are
types of jewelry, types of stone and types of material. The five types of jewelry
selected are: ring, earring, necklace&pendant and bracelet&bangle and brooch. The
five types of stone selected are diamond, blue sapphire, ruby, emerald and pearl.
Further, five types of material selected for this study are white gold 18K, yellow gold
18K, yellow gold 22K, gold plated and two-tone.
By using the sample survey method, the survey will be specifically conducted
m Bangkok and the respondents are jewelry shoppers at World Trade Center,
Bangkok.

1.5 Limitation of the Research

The researcher is unable to collect the data from all jewelry shops. Therefore,
the researcher will collect data from the jewelry shops that are located in World Trade
Center, Bangkok only. The respondents, who do not understand Thai or English, are
not included in this research. Then, the respondents will be able to answer the
questionnaires. Finally, the constraint of the research is time limitation that leads to
limitation of the sample size and reduces the efficiency of representative sample.
Assumptions of conjoint analysis are:
•

Products are bundles of tangible and intangible attributes

•

Attributes are relevant and adequately described products

•

No redundancy in attributes

•

Respondent will prefer (and buy) product with highest utility

•

Respondents have purchasing power in any price range.
5

1.6 Significance of the Research

In performing significance, a study of product attributes and shoppers'

perception of value on jewelry selection would enable jewelers to understand customer
value, market value and product attributes. The research is aimed to find out the value
in which customers look for when selecting the jewelry. Benefits of this research will
directly be dedicated to "Jewelry shops''. Jewelry shops are able to use this research as
a reference to improve on their product attributes and value offering to customers, and
in return, would increase its revenue and customer satisfaction.
In academic significance, anyone who is interested in jewelry industry is able
to understand the joint components of product attributes and value on segmenting the
jewelry selection.

1. 7 Definition of Terms

1. Customer value

*

*

The difference between the values the customers gains
from owning and using a product and the costs of
obtaining the product (Kotler & Armstrong, 1999).

2. Jewelry

Objects of precious metal often set with gems and worm
for personal adornment (Bennett & Mascetti,1989).

3. Market value

The estimated price, in terms of money (Harold, 1980).

6

4. Product attribute

The characteristics by which products are identified and
differentiated and they comprises of three typesfeatures, functions and benefits (Kotler,1994).

5. Benefit segmentation

A powerful form of segmentation is to classify buyers
according to the different benefits they seek from the
product (Kotler, 1994).

6. Segmented differentiation Breaking up the total market into segments that are
homogeneous by some characteristics of its customers
(Sheth, 1999).

7

CHAPTER II
Literature Review

In this part of the study, the researcher will relate the theories and models
necessary to develop the conceptual framework of the research. All related theories
will be highlighted.

2.1 Product

Product is defined as anything that can be offered to a market for attention,
, acquisition, use or consumption that might satisfy a want or need. It includes physical
objects, services, persons, places, organizations and ideas (Kotler, 1994).

2.2 Product Design

Product design is the process of designing a product's style and function:
creating a product that is attractive; easy, safe, and inexpensive to use and service; and
simple and economical to produce and distribute (Kotler, 1994).
The art of jewelry-making has taken many forms, and today, the most
adventurous and innovative is the one in which the value of art and individual are set
above the concern of fashion, commerce and industry. Thai designers are well-known
of being able to meet the mentioned conditions. Due to the domestic availability of
gemstones of almost all kinds, the jewelry designer can easily accomplish the very
modernized and stylish designed jewelry illusion.

This availability enhances the

designer to use his or her own talent creating an imagination upon the appearance of
each gems shape used.
8

Figure 2.1 Strategy Decision Areas for Product

Product
• Physical good
• Service
• Features
• Quality Level
• Accessories
• Installation
• Instructions
• Warranty
• Product Lines
• Packaging
• Branding

Source: Perreault, W. D. and McCarthy, J.E. (1996).

2.3 Consumer Product Classes
Figure 2.2 Product Classes

Product

*
Consumer Products
• Convenience Products
o Staples
o Impulse products
o Emergency
products
• Shopping Products
o Homogeneous
o Heterogeneous
• Specialty Products
• Unsought Products
o New unsought
o Regularly unsought

•
•
•

•

•
•

Source: Perreault, W. D. and McCarthy, J.E. (1996).
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Business Products
Installations
Accessories
Raw Materials
o Farm product
o Natural products
Components
o Component parts
o Component materials
Professional Services
Supplies
o Maintenance supplies
o Repair supplies
o Operating supplies

Consumer product classes divide into four groups:

(1) convemence, (2)

shopping, (3) specialty and (4) unsought. Each class is based on the way people buy
products.

Table 2.1 Consumer Product Classes and Marketing Mix Planning

Consumer Product Class
Convenience Products

Marketing Mix Considerations

Consumer Behavior

Staples

Maximum exposure with
widespread, low-cost distribution;
mass selling by producer; usually
low price; branding is important.
Widespread distribution with
display at point of purchase.
Need widespread distribution
hear probable point of need; price
sensitivity low.

Routinized {habitual), low
effort, frequent purchases;
low involvement.
Unplanned purchases
bought quickly.
Purchase made with time
pressure when a need is
great.

Need enough exposure to
facilitate price comparison; price
sensitivity high.

Customers see little
difference among
alternatives, seek lowest
pnces.
Extensive problem
solving; consumer may need
help in making a decision.

Impulse
Emergency

~
Shopping Products

~

Homogeneous

~

Heterogeneous

=
~

Specialty Products

·-

Need distribution near similar
product; promotion (including
personal selling) to highlight product
advantages; less price sensitivity
Price sensitivity is likely to be
low; limited distribution may be
acceptable, but should be treated as a
convenience of shopping product (in
whichever category product would
typically be included) to reach
persons not yet sold on its specialty
product status.

Willing to expend effort
to get specific product, even
if not necessary; strong
preferences make it an
important purchase.

Must be available in places where
similar (or related) products are
sought, needs attention-getting
promotion.
Requires very aggressive
promotion, usually personal selling.

Need for product not
strongly felt; unaware of
benefits or not yet gone
through adoption process.
Aware of product but not
interested; attitude toward
product may even be
negative.

Unsought Products
New Unsought

Regularly unsought

Source: Perreault, W. D. and McCarthy, J.E. (1996).
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Convenience products are products a consumer needs but isn't willing to spend much

time or effort shopping for. These products are bought often, require little service or
selling, don't cost much, and may even be bought by habit.
Three types of convenience products are staples, impulse and emergency
products.
•

Staples - purchased regularly by habit. (eg. soap)

•

Impulse - bought immediately on sight. (eg. chewing gum)

•

Emergency- purchased only when urgently needed. (eg. Band-aid)

(Perreault andMcCarthy, 1996).
Shopping products are products that a customer feels are worth the time and effort to

compare with competing products. There are two types of shopping products and they
are: (1) homogeneous and (2) heterogeneous shopping products.
•

Homogeneous shopping products - the price must be right

•

Heterogeneous shopping products - the product must be right

(Perreault andMcCarthy, 1996).
Specialty products are consumer products that the customer really wants - and makes

a special effort to find. Example of specialty product is jewelry
(Perreault and McCarthy, 1996).
Unsought products are products that potential customers don't yet want or know they

can buy.

So they don't search for them at all.

There are two types of unsought

products and they are: (1) new unsought product and (2) regularly unsought product.
•

New unsought product - most innovative product that customers are yet to
know what benefits products offered. (eg. MD player)

•

Regularly unsought product - the product that there may be a need but
potential customers aren't motivated to satisfy it (eg. gravestones)

(Perreault andMcCarthy, 1996).
11

2.4 Product Development

Product development consists of several steps that start before the development
phase begins. First, marketing and technological information are combined to develop
a product concept; that is, a description of the product from the consumer's
perspective.

After obtaining product concept, it needs to be translated into a

preliminary product design.

This may require a preliminary product design. This

preliminary product design might include rough engineering drawings, size, general
performance characteristics, component choices, and technologies to be incorporated.
Product designs are also converted into information about the manufacturing process
through another series of design-build-test cycles.

The first step may include the

design of the overall plant, tooling, equipment, software, and worker skills and
standard operating procedures. After equipment and tooling have been acquired or
constructed, they are tested through the construction of a new generation of prototypes.
These prototype tests may lead to new engineering drawings or to changes in the
manufacturing process or tooling. Finally, pilot plant operations are initiated (Perreault
andMcCarthy, 1996).

Product Attribute

Product attributes define the product. Product attributes are defined as the
characteristics by which products are identified and differentiated and they comprise of
three types-features, functions, and benefits (Kotler,1994).

12

Product Feature

A product can be offered with varying features. Features are a competitive tool
for differentiating the company's product from competitors' products (Kotler,1994).

2.5 Value

Perceived value drives purchase and repurchases.

Value is formed by the

relationship between quality and price (Rust, Zahorik and Keiningham, 1996).

Figure 2.3 Price, Quality and Value

ER

Value

Source: Rust, Zahorik and Keiningham, 1996, p. 235.

*

"Value" is often used as a code word for price. Thus, "value" really refers to
low price in many advertisements. However, this use of the word "value" is correct
only if quality is constant (Rust, Zahorik and Keiningham, 1996).

Market Value

Market values may be universal, personal, or both. Universal values are values
that satisfy the needs of the customer. These pertain to the basic purpose of buying a
product or service or for doing business with a firm. They are termed "universal"
because invariably all customers seek them in a product or service, and they are sought
13

alike by customers across nations and cultures. As such, they are the bare minimum
that a marketer should offer. Whereas personal values are those which satisfy the
wants of the customer. They are called "personal" because wants are more diverse
than needs and differ from person to person. Personal values pertain to something
beyond the basic or universal reason for buying a product or service, or for doing
business with a firm (Sheth, Mittal and Newman, 1999).

Table 2.2 Matrix of Values and Customer Roles
Customer Roles

\\'
Universal Values

USER

PAYER

Personal Values

Performance value

Price value

Social value

Credit value

Emotional value

Financing value

BUYER
~

Group-specific
Individual-specific

.

~
~

Service value
Convenience value
Personalization value

l

Source: Sheth, Mittal and Newman, "Consumer Behavior", 1999, p.61.

*

Market Value Sought by Users:
Universal Value: Performance

A product or service's performance value is the quality of physical outcome of
using the product or service. The physical function of clothing is to protect a body
against the elements; for food it is to give body nutrition and energy are some of the
examples of performance value. Further, the performance value of a travel agent is to
find the traveler the most cost-effective travel plan. So performance value could be
said to be identical to the function of that particular service/product (Sheth, Mittal and
Newman, 1999).
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Personal Values: Social and Emotional Values

Products are bought and consumed not just for their physical function, but also
for social benefits. For the user, these benefits are termed social and emotional values
(Sheth, Mittal and Newman, 1999).
Social Value

Some market choices may be determined primarily by social value.

Users

driven by social value choose products that convey an image congruent with the norms
of their friends and associates or that convey the social image they wish to project.
Social value exists when products come to be associated with positively perceived
social groups (Sheth, Mittal and Newman, 1999).

Emotional Value

Emotional value refers to the enjoyment and emotional satisfaction products
and services offer their users. Many products and activities offer desired emotions.
While such emotions are often positive and therefore enjoyable. Most experiential
consumption offers emotional value. Experiential consumption refers to the use of a
product or service where the use itself offers value. The satisfaction and enjoyment
accrues in the customer participation per se as the consumption process unfolds (Sheth,
Mittal and Newman, 1999).

Market Values Sought by Buyers
Universal Value: Service

For buyers, the universal value is service value, the assistance customers seek
in purchasing a product or service. It has three elements:
1. Pre-purchase advice and assistance.
2. Post-purchase advice and assistance in maintaining the product's use-worthiness.
15
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3. Freedom from risk of a mis-purchase by being able to refund or exchange the
merchandise.
Pre- and post-purchase services and purchase assurance are benefits or values
almost all customers in their buyer role would seek to some degree. Hence, the service
value is a universal value for the buyer (Sheth, Mittal and Newman, 1999).
Buyers value pre-purchase assistance because they seek product or service
information. For example, when they are looking for a jewelry, they may seek for
advice from the seller on the shape, weight or design of jewelry that may best suit the
buyer. Second, customers seek post-purchase advice and assistance in keeping the
product use-worthy. That is, when customer bought jewelry, they would like to be
educated about how to maintain the best quality for jewelry. For example, they may
want to know what kind of cleaning substance to use for a particular material. Third,
customers seek freedom from risk of a mis-purchase. They seek this value in the form
of being able to easily return the purchased merchandise for refund or exchange for
another type/style if they later come to realize that they made a wrong decision, or if
the merchandise turns out to be defective after some use (Sheth, Mittal and Newman,
1999).

Personal Values: Convenience and Personalization
Convenience Value

Convenience value refers to savings in the time and effort needed to acquire the
product. These conveniences include shop location and operating hours. Besides
convenient location and hours, customers seek other sources of convenience value.
That is, once they have accessed the seller, customers want to conclude the transaction
efficiently. They seek convenience value during the exchange transaction itself in that

16

they want the acquisition of title on goods and consummation of exchange made easy
(Sheth, Mittal and Newman, 1999).

Personalization Value

Buyers may also want to be able to consummate the transaction in a
personalized or individualized manner. This personalization value has two aspects:
customization and interpersonal relation.

Customization refers to receiving the

product or service in a manner tailored to an individual customer's circumstance. The
second aspect of personalization is the desire for the transaction to occur in an
environment of pleasant interpersonal interaction. Customers seek this value in the
form of positive experience in interacting with the sales or customer service employees
(Sheth, Mittal and Newman, 1999).

Customer Value

There are a number of different meanings for the word value. There is the
value that is used to describe a set of standards that are held by a certain group or class
of people.

Value is also used in the sense of "value added"; referring to the

incremental utility that is added at various stages of the production or distribution
process.

Customer value is the perspective of an organization's customers,

considering what they want and believing in what they get from buying and using a
sellers' product.

Value is the consumer's overall assessments of the utility of a

product based on perceptions of what is received and what is given (Zeithaml,
Parasuraman and Berry, 1988).
Value in the marketing concept is the perceived worth in monetary units of the
set of economic, technical, social and service benefits received by the customers in
exchange for price paid for a product/service, taking into consideration the available
17

suppliers' offerings and prices.

Value represent buyer's perceptions and trade-off

between the benefits they perceive in the product relative to the price paid. Customer
value is the market perceived quality adjusted for the relative price of the product
(Gale, 1994).
Economist defined value as utility divided by pnce.

In business terms,

however, we can express this notion of value as "benefits sought by the customers"
divided by "price customer pays to acquire benefits" such as (Reidenbach, 1995).

Value

=

Benefit sought by the customer
Price customer pays to acquire benefits

2.6 Factors that influence the value of jewelry
Certification:

Gemstones can be certified through independent grading laboratories. The three most
respected are the Gemological Institute of America (GIA), International Gemological
Institute (IGI), and the European Gemological Laboratory (EGL). Although certified
stones may cost more, the piece of mind they bring may be well worth the cost.
Craftsmanship:

How well a piece of jewelry is made can greatly affect the value. Differences in the
maker's attention to fine details and the finish can cause two similar pieces of jewelry
to be valued quite differently.
Condition:

Jewelry that has all its original parts and has no damage is obviously more valuable
than jewelry that has been repaired or had parts replaced. Check to see if jewelry has
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chips, dents, cracks, metal corrosion, or any other type of damage. Look for evidence
of repair, like lead solder on precious metals.

Color:
Especially for costume jewelry, you may want to consider whether the color is
fashionable. Some colors are considered more valuable than others. In gemstones,
some colors are more desirable than others. For example, with all other factors being
the same, "colorless" diamonds are more valuable than yellow diamonds.

Design:
The aesthetic appeal of jewelry is highly subjective, but it can easily influence the
value. If the jewelry can be attributed to a style from a particular period or to a
particular maker, that can also greatly affect the value.

Demand:

:E

Similar to many collectibles, jewelry also has its collecting fads and fashions. For
example, the butterfly motif was quite trendy in the fashion world, and likewise, there
was an increase in visibility of butterfly-inspired jewelry.

~~~

Scarcity:

*

The more scarce a jewelry item is, the more valuable it is. This not only applies to the
type of jewelry, but also to the materials that compose the jewelry item.

Size:
Generally, the larger the piece of jewelry, the more valuable it is. However, the size
should be appropriate to the style and to the wearer (Romero, 1998).
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2. 7

Previous Empirical Research

2.7.1

Product Attributes

Ahmad and Mark (2001) have done a research on Consumers' product
evaluation: A study of the primary evaluative criteria in the precious jewelry market in
the UK. It is concluded that the consumers make their purchase decisions on the basis
of their evaluation of, and knowledge about, the product attributes. Further, results
indicated that subjective attributes are more important for people buying precious
jewelry than the objective attributes. The physical attributes are shape, design, style,
and ingredients of a product. Additionally, quality of material and design appeared to
be the most important product attributes. The findings also suggest that brand name,
country of origin and antique value can be important purchase criterion for people with
high levels of brand consciousness. On the other hand, design, durability and comfort
are likely to be important purchase criterion for people with lower levels of brand
consciousness.

CE
"Linking attributes, benefits, and consumer values" has been researched by
Vriens and Hofstede (2000). In order to position products and brands at a higher level,
it is necessary to understand and measure the meanings that products have for
customers. Means-end chain analysis identifies links between product attributes,
benefits, and consumer values. This allows marketers to deal with a broad set of
marketing problems, including new product development, brand positioning,
advertising strategy, and market segmentation. Furthermore, knowing which attributes,
benefits, and values consumers use within a given product category constitutes a great
start for brand assessment. The positioning on attributes can provide a "reason-why"
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for the consumers. The benefits associated with concrete product attributes can further
support the persuasive claim made in advertising. The linkage to values increases the
strength by which the product or brand is perceived to be consistent with one's
personal values. It's well known that once a brand's positioning is claimed at the
benefit and value level, it becomes nearly impossible for competitors to copy or claim
that position.

Type of Jewelry

Chuysuwan (2000) has studied the tourists purchasing behavior toward gem
and jewelry in Thailand. The tourists buy jewelry with colored stones more than gold
jewelry. The most popular type of jewelry is the ring. Anyway, they buy in sets that are
necklace, earring and bangle in the same design.

Thai Farmers Research Center (1997) mentioned that Diamonds have become
very popular among Thai women. The most popular ones include rings, eamngs,
pendants, necklaces and brooches.

Moreau (1994) has investigated the United States "Jewelry Market".

The

findings revealed that there was an increasing number of customers who prefer to shop
for their jewelry and accessories via catalogs. Further, the market splits into 2 primary
segments: fine jewelry and fashion jewelry. It also concluded that the big shift in the
jewelry market in the past year is toward lower prices, which is driven by an increase
in the offering of fashion jewelry.
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Type of Material

The "Aesthetic Value Can Add Substantially to its Price" has been researched
by Murphy (1981). It is concluded that there are two factors that account in assessing
the value of jewelry. First is the value of the pure gold used in the piece, second is the
jewelry's aesthetic value due to age, workmanship, and beauty. Further, the jewelry's
condition, history and workmanship often weigh more heavily in an appraisal than the
gold content.

In constituents of gold alloy, a karat mark refers to the proportion of pure gold
in the item. The common makings on jewelry are 24K, 22K, and 18K (Choate, 1986). In
2001, trend of platinum and white gold is popular in jewelry market (Siripun,2000).

-

~
Type of Stone

Bradshaw (1981) performed a research topic on "Estate Jewelry and the
Investment Gemstone Market".

The research concluded that uncertain economic

environment has led many people to invest in jewelry and gems. Investment grade
diamonds (1 carat or more, round, brilliant cut stones with the highest color and clarity
gradings) have appreciated 35% annually. However, such stones are only a small part
of the diamond business. Their value may not reflect the heights attained by the finest
top-quality stones. De Beers Consolidated Mines controls 64% of new diamond
production and regulates the increase in diamond prices, limiting uncontrolled
speculation. Several factors come into play in the value of jewelry: 1. gemology, or
inspection of the stones; 2. attribution, or the distinguished reputation of the retailer, 3.
provenance, or previous owners' or stones' history, and 4. aesthetics.
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Siripun (2000) researched on "The strategy to increase market share of gem
and jewelry in United States. The most popular color stone in America in 2000 are
Blue sapphire, Ruby, and Emerald, respectively. Diamond jewelry is the most popular
jewelry in America. Pearl jewelry is the fourth.

Shape of Stone

Harter (1992) mentioned that the cut of a diamond is its shape. Some are round,
oval, heart, square, and pear shaped. Bennett and Mascetti (1989) have studied the
history of the stone shape with different jewelry designs from the late 18th century to

Research on "Customer value: the Next Source for Competitive Advantage"
was performed by Woodruff (1997). The findings concluded that, in order for an
organization to gain competitive advantage, the organization needs to operate toward
customers orientation, i.e. to deliver value for customer.

Value is the consumers

overall assessment of the utility of a product based on perceptions of what is received
and what is given. Additionally, customers look for the value in the form of preferred
attributes, attribute performances and consequences from using a product in a use
situation.

Wyner (1998) has studied "The many faces of customer value". The study
concluded that customer value can refer to value to or from the customer, value that
emerges from the product itself. Further, the key to success strategy with profitable
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growth and success is to increase customer value. These values include product's
function and attribute.

Once the value is successfully delivered to customers, the

willingness of customers to pay for a product or feature is recognized.

The research topic on "Value and Its Perception" is developed by Hensler
(1993). The study reveals the fact that successful business must understand the value
they add to the product offering that would impress their first-time buyer. This, then,
would also lead to repeat purchase. Business needs to recognize customer perception
on values and differentiate their product/offering from competitors.

Chonko (1993) has studied "A Customer's Perception of Value".

It is

concluded that product quality is not only the main factor of value as perceived by
customers.

Factors including convenience of purchase, after-sale service,

dependability and professionalism of employees can largely create value for today's
customers.

The research on "A Study on Purchasing Behavior of Foreign Tourists and
Working Persons in Thailand towards Gem and Jewelry" has been conducted by Sasin
Research Center (2000). The results indicated important factors that have impacts on
purchasing decision making on jewelry are product beauty, genuine certification of
product, variety of product design, quality of the product, shop's reliability, negotiable
price, brand name, color and shop's staff friendliness. Please note that mentioned
factors are ranked from highest score to lowest score respectively.
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2.7.3

Market Value
Colwell (1979) has studied "A Statistically Oriented Definition of Market

Value". From the use of statistical methods, 3 alternative definitions of market value
arise: 1. mean which reflects the expected selling price (Hurd's concept of exchange
value), 2. median which reflects 50% higher and 50% lower than median selling price
distribution, and 3. mode which reflects the most probable selling price (Ratcliffs
concept of market value). As the nonlinear model utilizes property traits, it is superior
to the linear model and is widely accepted in appraisals. The sales price and sale date
are important to this model, which is also useful for its effect among the explanatory
variables. The best definition of market value is the selling price, but from a practical
standpoint, it is necessary to consider variables such as market time, state of the
market, and buyer/seller traits. It is presumed in the nonlinear model that there are no

-

negative prices.
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Douglas (1994) has studied "The value theory of the Austrian school". The
study mentioned that the market value is defined as the result of the interaction in the
market of subjective valuations of commodities and price goods. Because the real
estate appraiser is dealing with the market value of real property, the commodities and
price goods portion of this definition can be stated more specifically as real property.

Harold (1980) has studied "A Critique of the Prevailing Definition of Market
Value''. Market value should be defined as the estimated price, in terms of money,
which a property should bring in a competitive and open market under all conditions
requisite to a fair sale, with the seller and buyer both acting prudently and
knowledgeably and presuming the price is not affected by undue influence. Implicit in
the definition is the consummation of a sale as of a specified date and the passing of
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title from seller to buyer under conditions. The price represents a normal consideration
for the property sold, unaffected by special financial amounts and/or terms, services,
fees, costs, or credits incurred in the transaction

2. 7.4

Conjoint Analysis

Segmenting Markets With Conjoint Analysis

Conjoint analysis is a useful measurement method for implementing market
segmentation and product positioning. The authors describe how recently developed
optimal product design models provide a way to test the effectiveness of a selected
class of market targeting strategies. They first propose a conceptual framework to an
illustrative case study entailing physicians' preferences for a newly developed
prescription drug. In market survey, a sample of 320 physicians were contacted by a
marketing research firm. Conjoint data were collected at the individual-respondent
level by personal interviews. They conclude with a discussion of the limitations of the
proposed method (Paul,1991).

CE
Using Conjoint Analysis in Industrial Marketing

As the software improve, conjoint analysis is becoming an increasingly useful
tool for analyzing benefit segments among buyers. In particular, conjoint analysis is
suited to industrial marketing research, because the small sample size arising from a
small population of buyer is not a problem as analysis is fundamentally at the
individual level. The article discusses the lessons learned from three industrial
marketing surveys. All three surveys were conducted using full profile descriptions.
The first survey was administered by personal interview, where as the second and third
employed the telephone-mail-telephone technique (TMT) (Auty, 1995).
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Solving Marketing Problems with Conjoint Analysis

The methodological developments have been reviewed extensively, as well as
the commercial use of conjoint analysis. In the academic literature no systematic
evaluation of the developments in the area of application has been given. This article
aims to fill this gap in the literature. The article discusses the range of marketing
problems which can be addressed by conjoint analysis. Issues to which attention is
addressed include among others: (1) strategic, (2) segmentation, (3) product related (4)
pricing (5) distribution (6) promotion and advertising. For each kind of issue, the
applicability of conjoint analysis is systematically reviewed. By classifying the
applications according to the research purpose, we obtain insight into the area in which
conjoint analysis may be successfully applied (Vriens, 1994).
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CHAPTER III
RESEARCH FRAMEWORKS

3.1 Theoretical Framework

Many literatures and studies from several sources were reviewed in order to draw a
theoretical framework representing a concept related to the researcher's study. In the
study, the theoretical framework is drawn from the literature review. Product
Attribute of jewelry composed of type of jewelry, type of material, type of stone, and

shape of stone. Product attributes have the relationship with customer value that is
perception of customer toward jewelry shop. Furthermore, product attributes have the
relationship with market value that is price. They are independent variables.

Figure 3.1 Theoretical Framework of the Research

*

*
Product Attributes:
•
•
•
•

Customer Value

Type of jewelry
Type of material
Type of stone
Shape of stone

Market Value

28

3.2 Concept of Conjoint analysis

Conjoint Analysis is a multivariate technique used specifically to understand
how respondents develop preferences for products or services (Hair and Anderson,
2000). Marketing managers use to gain an insight into consumers' preferences for
products and services that are defined on a limited number of relevant characteristics.
These characteristics are called attributes, which can be defined on a number of levels
(Vriens, 1994).
Conjoint Analysis is a technique that attempts to determine the relative
importance consumers attach to salient attributes and the utilities they attach to the
levels of attributes. The respondents will be presented with stimuli that consist of
combinations of attribute levels. Then, they are asked to evaluate these stimuli in
terms of their desirability. Conjoint procedures attempt to assign values to the levels
of each attribute, so that the resulting values attached to the stimuli match the input
evaluations provided by the respondents (Malhotra, 1999).

*

C)

*

Conjoint Analysis has been used in marketing for a variety of purposes including:
•

Determining the relative importance of attributes in the consumer choice process.
Weights on each attribute would be used and the relative importance of weights
indicates which attributes are important in influencing consumer choice.

•

Estimating market share of brands that differ in attribute levels.

•

Segmenting the market based on similarity of preferences for attribute levels. The
past-worth functions derived for the attributes may be used as a basis for clustering
respondents to arrive at homogenous preference segments (Malhotra, 1999).
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Figure 3.2 Steps in Conducting Conjoint Analysis

Formulate the Problem

Construct the Stimuli

Decide on the Form of Input Data

Select a Conjoint Analysis procedure

Interpret the Results
Source: Malhotra, 1999, p. 649.
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Figure 3.2, lists the steps in conjoint analysis. Formulating the problem
involves identifying the salient attributes and their levels. These attributes and their
levels are used for constructing the stimuli to be used in a conjoint evaluation task. The
respondents rank the stimuli using a suitable scale and the data obtained are analyzed.
The results are interpreted and their reliability and validity assessed.

Jf.
3.2.1

Formulate the Problem
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Conjoint analysis is an analysis of the trade-offs purchasers make in choosing
one product to buy from all competing products on the market. A Product is a bundle
of features or attributes. The attribute should capture the distinguishing features that
are actually used by purchasers to make their decision and the levels should describe
available or prospective products (Auty, 1995).
The researcher must identify the attributes and attribute levels to be used in
constructing the stimuli (attribute levels denote the values assumed by the attributes).
These attributes can be identified through discussions with management and industry
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experts, analysis of secondary data, and qualitative research.

A typical conjoint

analysis study involves six or seven attributes.
Once the attributes have been identified, their appropriate levels should be
selected. The attribute levels selected will affect the consumer evaluations. Further,
the number of attribute levels determines the number of parameters that will be
estimated and also influences the number of stimuli that will be evaluated by the
respondents (Malhotra, 1999).

ff

Table 3.1: Jewelry Attributes and Levels

Attribute
1. Type of jewelry

Number

(xs)

2. Type of material

(X4)

Descri tion

1
2
3
4
5

Ring
Earring
Necklace & Pendant
Brooch
Bracelet&Bangle

1
2
3

Yellow Gold 18K
Yellow Gold 22K
White Gold 18K
Gold plated
(yellow gold or white gold)
Two-tone
(yellow gold or white gold)

4

*

5

°"..

Ruby
Blue Sapphire
Diamond
Emerald
Pearl

1
2
3
4
5

Round
Square
Pear
Oval
Heart

1
2
3
4
5

Below 40,000
40,001-80,000
80001-120,000
120,001-160,000
Above-160,000

(x1)

4. Shape of stone

(xi)

(a)

ot

1
2
3
4
5

3. Type of stone

5. Price

969
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6. Perception of consumer
toward jewelry shop
(x1)

3.2.2

1
2
3
4
5

Variety of designs
Product quality
Negotiable price

Genuine certification
Shop's reliability

Construct the Stimuli

The researcher uses full-profile approach, also called multiple-factor evaluations,
for constructing conjoint analysis. Full or complete profiles are constructed for all the
attributes. Each profile is described on a separate index card. In the full profile
approach the number of stimulus profile can be greatly reduced by means of fractional
factorial designs called orthogonal array, allow for the efficient estimation of all main
effects. These designs assume that all interactions are negligible. Generally, two sets of
data are obtained. One, the estimation set, is used to calculate the part-worth functions
for the attribute levels. The other, the holdout set, is used to assess reliability and
validity. (Malhotra, 1999). The relative values (part-worths) can identify optimal
product offerings and generate estimates of choice, market share, and potential
profitability (Allenby, Arora, and Ginter, 1995).
The most popular presentation method is full-profile, because of its perceived
realism and its ability to reduce the number of comparisons. The full-profile method is
recommended when the number of factors is six or less. The advantages are:
1) A more realistic description achieved by defining a stimulus in terms of a level

for each factor.

2) A more explicit portrayal of the trade-offs among all factors.
3) Possible use of more types of preference judgments (Hair and Anderson, 2000).
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3.2.3

Decide on the Form of Input Data

In the Non-metric data, the respondents require to provide rank-order evaluations.
In the study, the judgments are typically made independently. They rank all stimulus
profiles. Ranking involves relative evaluations of the attribute levels. h1 evaluating
jewelry profiles, respondents were required to provide preference ranking for the
jewelry described by the seven profiles in the estimation set.

3.2.4 Interpret the Results

Conjoint analysis programs derive estimates of each purchaser's utility function.
The utility function quantifies the relation between the purchaser's overall reaction to
the product and the individual attributes of the product. The importance of a particular
attribute is expressed as its part-worth, that is the percentage of the total decision
ascribed to that attribute. Thus conjoint analysis allows a marketer to conduct pretest
market evaluations for new or modified products, and to evaluate pricing alternative or
other changes to the marketing mix. When utility function values are clustered, it is
possible to define benefit segments and to judge the relative size of such segments.
This analysis is useful for product positioning in the marketplace (Auty, 1995).
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3.3 Conceptual Model
This conceptual model was drawn from the conjoint analysis concept. From the
basic conjoint analysis model, the conceptual model was derived.
The conjoint analysis technique developed from the need to analyze the effect of
factors we control (independent variable), All are theoretically based on the models of
information integration (Hair and Anderson, 2000).
Figure 3.3 Conceptual Model of the Research

Shape of ·
· Stone

Type of
J~welry

·Xsc.

Type
Stone

J. +.ypeof

X3 ·

/

Mat~rial X4

Conjoint Analysis Model
Conjoint analysis model is the mathematical model expressing the fundamental
relationship between attributes and utility in conjoint analysis.
The basic conjoint analysis model may be represented by the following
formula:
m k;

u <XJ = L L ay:xij
i=I

j=I

Where U(X) = overall utility of an alternative
aii

k;
m
Xii

=the part-worth contribution or utility associated with thejth level (j,
j=l.2, .....k;) of the ith attribute (i, i=l,2, .... m).
= number of levels of attribute i
= number of attributes
= 1 of the ith level of the ith attribute is present
= 0 otherwise (Malhotra, 1999).
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CHAPTER IV
RESEARCH METHODOLOGY

This chapter consists of five sections. First section is research methods used,
Second section is the details of respondents and sampling procedures, including
criteria in selecting sample. Third section is the instruments and questionnaire of the
research. It contains the questions asked to the respondents, including the methods to
measure. Fourth section is the collection of data and gathering procedures, including
action plan how to collect data. Last section is the statistical tools to answer statement
of the problem and the criteria used in selecting the appropriate statistics.

4.1 Research Methods Used

Conjoint analysis gives a realistic way to measure how individual product
attributes affect consumer preferences. SPSS Conjoint can easily measure the tradeoff
effect of each attribute in the context of a set of attributes as consumers do when
making purchasing decisions. The three conjoint analysis procedures - Generate
Orthogonal Design, Display design, and Conjoint - are designed for the full-concept
method (www.spss.com). The full-concept method is a realistic, ecologically valid
method because all factors are considered at the same time.
In this research, conjoint analysis method is used to identify product attributes
and levels of preference of each product attribute that may affect selection of jewelry,
to predict the optimal design configuration for the new product, to set price and other
attributes of the current products to be modified in response to the competition.
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Using conjoint analysis can determine both the relative importance of each
attribute as well as which levels of each attribute are most preferred. If the most
preferable product is not feasible for some reason, the researcher would know the next
most preferred alternative (SPSS, 1997).
The research focused on product attributes and shoppers' perception of value
on jewelry selection to understand which is the best product attribute, market value
(price) and customer value were preferred by each specific group of customers that
affected the selection of jewelry. Therefore, the jewelry shop can design the product
that is compatible with the customers and can segment the market of the jewelry
industry.
This research is based on the responses received on research questions from the
respondents. Questionnaire is self-administered. The method used, therefore, is selfadministered survey. After the data were collected from respondents, the data were
coded into the symbolic form that was used in SPSS version 11.0 software.

4.2 Respondents and Sampling Procedures
(..;
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4.2.1 Target population:

According to Cooper and Schindler (1998), population element is the
individual subject on which the measurement is taken, then population is the total
collection of elements about which we wish to make some inferences, that in this
research is jewelry shoppers at World Trade Center, Bangkok.
Target population is the specific, complete group relevant to the research
project. This research study aims to find out the value in which the population is
using in selection of jewelry.
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4.2.2 Sampling method:

The members of a sample are selected on a non-probability basis. The nonprobability sampling is defined as a sampling technique in which units of the
sample are selected on the basis of personal judgment or convenience; the
probability of any particular member of the population being chosen is unknown
(Zikmund, 1997). As for this research, the researcher will use convenience
sampling method. Additionally, the researcher will also select every third person
of the sample population as target respondents.

4.2.3 Sampling unit:

The target respondents for this research would be individuals who shop for
jewelry at World Trade Center, Bangkok.

4.2.4 Sample size:

CE
As the non-probability sampling is applied, there is no specific method in
determining sample size. Moreover, it is not practical to survey all the target
population. In practice, a number of tables had been proposed by prominent
researchers for determining sample size.
The theoretical principles for calculation of sample sizes of proportions are
similar to the concepts of the formulas used for probability sampling method. Table
4.1 illustrates a sample size table for problems that involve sample proportions.
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Table 4.1 Theoretical Sample Size for Different Size of Population
Size of Population

Required Sample for Tolerable Error

5%

4%

3%

2%

100

79

85

91

96

500

217

272

340

413

1,000

277

375

516

705

5,000

356

535

897

l,622

50,000

381

593

1,044

2,290

100,000

382

596

1,055

2,344

1,000,000

384

599

1,065

2,344

25,000,000

384

600

1,067

2,400

~

-t

Source. Anderson, Gary (1998).

According to the above table, this research will be based on 95% level of
confidence.

Further, according to the total population of jewelry consumption in

Thailand, by taking total market value and average jewelry spending per person into
account, the population is estimated to be more than 1,000,000 people. So the number
of sample requires for this research is 384 respondents (Thai Farmer Research Center,
1997).

4.3 Research Instruments I Questionnaire

The instrument to be used for this survey research is questionnaire. The
questionnaire has been developed on the conceptual model of this study. (See appendix
C and D)

This questionnaire was used to get data from the target group of

respondents. The questionnaires, prepared in Thai and English, are distributed to
respondents. The questionnaire was composed of two main parts as follows:
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Part I

This part was based on plancard. There are 7 cards of product
attributes design from SPSS conjoint analysis.

Part II

Demographic profile consisting of gender, age, degree, and
income will be obtained by the respondents.

The instrument that the research can use to measure the customer preference of
product attributes that influence the customers on the selection of jewelry is conjoint
analysis.
There are six factors or attributes and five levels in each attribute. Therefore,
this study has (5 6) combination. The researcher uses orthogonal array in SPSS conjoint
analysis to reduce the number of combinations from 56 to 25 cards and holdout 5 cards.
It is too much combinations for respondents to rank the questionnaire. Therefore, the

researcher matches the cards that generate from the orthogonal design 25 cards with
the cross tabs (descriptive statistic) of raw data, which is collected from 40
respondents. (See Appendix A) After that researcher can use 7 cards as the
questionnaire.
In this case, the respondents will ask to rank seven cards from 1 to 7 according to
their preference of each alternative - 1: most compatible, 7: least compatible according
to the importance of their preference. In this part, the researcher tries to determine the
value on the selection of jewelry.

Advantages of this technique: This technique provides only 7 combinations and
requires respondents to rank each of the combination illustrated different product
attribute that are easier for them to answer the questionnaire. Moreover, this technique
enables respondents to save time and answer the questionnaire carefully, bringing
more reliable results.

Disadvantages: All possible combinations cannot be offered. The respondents
are required tradeoffs among multi-attributes of the product.
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4.3.1 Pre-testing

Pre-testing helps researcher in identify possible problems that might occur
while conducting research. In this research, the questionnaire was pre-tested with 40
respondents. Each respondent was asked in order to (a) measure the convenience and
ease of answering questionnaire and collecting data from the two alternatives of
methods used, based on the feedback of respondents; (b) ascertain the time spent for
answering the full questionnaire; and (c) find out whatever which terminology or part
of the questionnaire was difficult or any point needed to be modified prior to the
conduct of the final survey.
All questionnaires were returned; of these all had been completed. Most of
them could manage themselves to answer the questions alone. Therefore, the
researcher assures that 7 cards are suitable in this questionnaire. The full-profile
approach uses syntax in running the output. In the pre-test, the syntax can be run in
SPSS 11.0. (See Appendix E)

4.4 Collection of Data I Gathering Procedures

In this study, the data will be collected from primary as well as secondary
sources.
4.4.1 Primary data: will be collected via questionnaire (Self-Administered

Questionnaire). The researcher will approach the respondents by distributing and
collecting the questionnaires at the Jewelry Shop at World Trade Center, Bangkok.
The questionnaires will be handed to all respondents with clear explanations on the
purpose of this research. In order to ensure that the respondents understand
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terminologies used in the questionnaire. The primary data collection process is planned
to collect in three weeks.
4.4.2 Secondary data:

Secondary information is any data originally generated for some purpose of
the research objectives. A search for secondary information generally follows the
statement of objectives. These data can be quickly and inexpensively obtained
(Malhotra, 2000). Secondary data was done from several sources including electronic
journals, academic journals as well as an academic textbook via Internet and libraries
sources. Various textbooks were also included.

4.5 Statistical Treatment of Data

The researcher used conjoint analysis method in this study. SPSS Conjoint uses
the full-concept approach for conjoint analysis.

Conjoint analysis procedure in

selecting cards is Generate orthogonal design, Random card selection, Benchmark data
matching and Proposed conjoint card.
In the full-concept approach, respondents rank alternative products defined by
particular levels of all alternatives. The full-concept approach in conjoint uses
fractional factorial designs, which present a suitable fraction of all possible
alternatives. Fractional designs used when presenting all alternatives would be too
time-consuming, cost too much, or fatigue the respondent, thereby potentially
invalidating the responses. The generate orthogonal design procedure automatically
generates main-effects orthogonal fraction factorial plans. The display design
procedure enables to generate physical profiles that can be sorted by the respondents to
arrive at a ranking. The conjoint procedure performs conjoint analysis using the
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ordinary least-squares estimation method. It has advantage of being easier to use and
interpret.
Output from the conjoint analysis include important rating of the attributes,
part-worth estimates showing preferences for attribute alternatives, and correlations
relating predicted ranking from the conjoint model with observed rankings. The
researcher can specify holdout cards, which are useful for validating the conjoint
model.
The respondent's task is to rank each profile from most to least preferred. From
these rankings, conjoint analysis derives utility scores for each factor level. These
utility scores are called part-worths and can be used to find the relative importance of
each factor. Such information can be very useful when deciding which combination of
factor levels is best for a new product or service and when predicting various outcomes

-

(SPSS Conjoint 8.0,1997).

According to the statement of problem shown in Chapter 1 of this research, the
researcher applied appropriate statistical treatment to question using the Statistical
Package for Social Science - SPSS version 11.0 with the following categories:
Part I : Conjoint analysis is employed to know what is the relevant value

for the selection of jewelry.
Part II : Descriptive Statistics is used to explain the demographic profile of

the respondents (frequency and cross tab analysis).
Data will be summarized and analyzed in a readable and easily interpretable
form. SPSS will be used to code, facilitate tabulation, and analyze statistical data. All
statistical manipulations of the data will follow commonly accepted research practices.
The form of data presentation from these procedures should also be presented in an
easily interpret format, using computer to ensure accuracy and to minimize costs for
performing all statistical procedures.
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CHAPTERV
Presentation of Data and Critical Discussion of Results

"Segmentation Basis: A Study of Product Attributes and Shoppers' Perception
of Value on Jewelry Selection at World Trade Center, Bangkok." was a survey
research, which applied a conjoint analysis method. Sample size was 384 respondents.
The respondents shop for jewelry at World Trade Center, Bangkok.

The data

collection tool of this research was questionnaire and raw data was computed by SPSS
11.0 (Statistical Package for the Social Sciences) for window and analyzed by using
conjoint analysis.

This chapter consists of descriptive analysis and segmentation

analysis.

5.1 Descriptive Analysis

This researcher collected the data from 384 respondents. The demographic
profiles of sample are shown to understand the overall picture of the target
respondents. There are 5 factors, which are gender, age, education, occupation, and
income. The frequency distribution of each factor is shown as follows:
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Gender

Table 5.1 Frequency Distribution of Gender

gender

Frequency
Valid

Male

Percent

Valid Percent

Cumulative Percen1

87

22.7

22.7

22.7

Female

297

77.3

77.3

100.0

Total

384

100.0

100.0

1

IF ffi

\)

v/

Figure 5.1 Frequency Distribution of Gender

Gender
Male
87.00 I 22.7%

Female
297.00 I 77.3%

There are 384 respondents in this research, which are divided into male and
female, 87 respondents or 22.7% of sample are male and the majority of the sample,
297 respondents or 77.3% of total respondents, are female.
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Age
Table 5.2 Frequency Distribution of Age
age
Frequency
Valid

Percent

Valid Percent

Cumulative Percent

<=20

5

1.3

1.3

1.3

21-30

114

29.7

29.7

31.0

31-40

87

22.7

22.7

53.6

41-50

96

25.0

25.0

78.6

>50

82

21.4

21.4

100.0

Total

384

~E

100.0

i"'n ~

100.0

"

Figure 5.2 Frequency Distribution of Age

Age
<=20
5.00 I 1.3%

>50
82.00 I 21.4%

41-50

21-30

*

96.00 I 25.0%

31-40
87.00 I 22.7%

Table 5.2, age of the sample, the largest group of respondents' ages between

21-30 years old is 114 respondents or 29.7 % of the sample. Second, age between 4150 years old is 96 respondents or 25% of the sample. Third, age between 31-40 years
old is 87 respondents or 22.7% of the sample. Fourth, age more than 50 years old is 82
respondents or 21.4% of the sample. Last but not least, age less than or equal 20 years
old is 5 respondents or 1.3 % of the sample.
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Education
Table 5.3 Frequency Distribution of Education
education

Percent

Frequency
Valid

Valid Percent

Cumulative Percent

High school or lower

78

20.3

20.3

20.3

Diploma degree

23

6.0

6.0

26.3

Bachelor degree

178

46.4

46.4

72.7

99

25.8

25.8

98.4

6

1.6

1.6

100.0

100.0

100.0

Master degree
Doctorate
Total

\""'...\\

384

:.J \ \ "

~)) \}"

Figure 5.3 Frequency Distribution of Education

Education
Doctorate
6.00 / l .6%
Master degree
99.00 / 25 .8%
High school or lower
78.00 / 20.3%
Diploma degree
23.00 / 6.0%

Bachelor degree
178.00 I 46.4%

As shown in table 5.3, the largest group of respondents' education level is 178
respondents or 46.4% of the sample graduated with bachelor degree. Master degree is
99 respondents or 25.8% of the sample. High school or lower is 78 respondents or
20.3% of the sample. Diploma holder is 23 respondents or 6% of the sample.
Doctorate occupied the least proportion of total respondents with the percentage of 1.6.
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Occupation
Table 5.4 Frequency Distribution of Occupation
Occupation

Frequency
Valid

Percent

Valid Percent

Cumulative Percent

Private business

162

42.2

42.2

42.2

Company employee

155

40.4

40.4

82.6

Government officer

54

14.l

14.l

96.6

Student

13

3.4

3.4

100.0

Total

100.0

Distribution of Occu ation

Occupation

o~

~
~

-

Student

r-

l::lt

13.00 I 3.4%

~

Government officer
54.00114.1%

Private business
162.00 I 42.2%

Company employee
155.00 I 40.4%

From the table 5.4, the largest group of respondents (42.2% or 162
respondents) has private business. Second, company's employee is 155 respondents or
40.4% of the sample. Third, government officer is 54 respondents or 14.1 % of the
sample. The least proportion of the total respondents is student with only 13
respondents or 3.4% of the sample.
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Income
Table 5.5 Frequency Distribution of Income
Income
Frequency
Valid

Percent

Valid Percent

Cumulative Percent

10,001-30,000

77

20.1

20.1

20.1

30,001-60,000

129

33 .6

33 .6

53.6

60,001-90,000

65

16.9

16.9

70.6

90,001-120,000

64

16.7

16.7

87.2

>120,000

49

12.8

12.8

100.0

100.0

100.0

Total

384

»- ~

-.:::

.~v

Figure 5.5 Frequency Distribution of Income

Income
> 120,000

10,001 -30,000

49.00 I 12.8%
77.00/20.1%

90,00 1-1 20,000
64.00 I 16.7%

*
30,001-60,000

60,001 -90,000

129.00 I 33.6%

65.00 I 16.9"/o

From the table 5.5, the largest group ofrespondents, 129 respondents or 33.6%,
have income between 30,001-60,000 baht. Second, 77 respondents or 20.1 % of the
sample have income between 10,001-30,000 baht. Third, 65 respondents or 16.9% of
the sample have income between 60,001-90,000 baht. Fourth, 64 respondents or 16.7%
of the sample have income between 90,001-120,000 baht. The least proportion, who
have income more than 120,000 baht, is 49 respondents or 12.8% of the sample.
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5.2 Segmentation Analysis

Differentiation is the way in which marketers present their offerings differently
from their competition in order to become the customer's choice. This research used
segmented differentiation, which involves breaking up the total market into segments
that are homogeneous by some characteristics of its customers (such as demographics,
psychographics, or usage pattern) and then treating each segment as a distinct market
for which all elements of the marketing mix are differentiated (Sheth,1999).
There are 2 parts in segmentation analysis, which are demographic
segmentation and benefit segmentation.

5.2.1 Demographics segmentation

Which basis identifies subgroups of customers based on their descriptive
characteristics is referred to as the demographics segmentation. In this research, the
researcher segments group of respondents based on demographic.
From the conjoint analysis output, the average importance score indicates
buyers' consideration and the number is in percentage. It shows the level of preference
of jewelry shoppers that is compatible with their perception of jewelry. The utility
score in the second column shows preference of buyers regarding factor levels. The
utility number shows how important is each factor level. The output rewrite is the
highest average importance to the lowest average importance, respectively. The result
from conjoint analysis is summarized in the following table. (See Appendix F)
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Gender

Table 5.6 Gender Average Importance Score of Demographic Segmentation

Average

Female

Average

Male

Importance Score

Importance Score
Rank of Attribute

I

(%)

Rank of Attribute

(%)

l. Shape of stone

22.54

1. Shape of stone

22.10

2. Type of stone

21.60

2. Type of stone

21.36

3. Perception of customer

18.07

3. Perception of customer

18.28

4. Type of jewelry

16.16

4. Type of jewelry

16.05

5. Type of material

15.54

5. Type of material

15.33

6. Price

6.10

6. Price

:5

.,_.

6.88

From table 5.6, Group of males consider that shape of stone is the most
important attribute of jewelry (22.54%) followed by type of stone (21.60%),
perception of customer toward jewelry shop (18.07%), type of jewelry (16.16%), type
of material (15.54%) and price (6.10%), respectively. Group of females considers that
shape of stone is the most important attribute of jewelry (22.10%) followed by type of
stone (21.36%), perception of customer toward jewelry shop (18.28%), type of jewelry
(16.05%), type of material (15.33%) and price (6.88%), respectively. The results show
that males and females give the same weight priority of attributes. Both of them
perceive that shape of stone is the most important attribute of jewelry followed by type
of stone, perception of customer toward jewelry shop, type of jewelry, type of material
and price, respectively.
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Age
Table 5. 7 Age Average Importance Score of Demographic Segmentation

<20
years old

21-30
years old

31-40
years old

41-50
years old

>50
years old

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

1. Shape of stone

22.08

22.10

22.63

22.21

21.88

2. Type of stone

21.19

21.56

22.09

21.43

20.51

3. Perception of customer

18.06

18.35

18.13

18.82

17.49

4. Type of jewelry

17.22

16.00

15.82

15.86

16.62

5. Type of material

15.45

15.10

14.99

14.90

16.72

6.89

6.35

6.78

6.79

Rank of Attribute

6. Price

,......

~~

6.00

From table 5.7, the respondents age less than or equal 20 consider that shape of
stone (22.08%) is the most important attribute of jewelry followed by type of stone
(21.19%), perception of customer toward jewelry shop (18.06%), type of jewelry
(17.22%), type of material (15.45%) and price (6.00%), respectively. The four ranges
of age give the same weight priority of attributes except the age more than 50 years
old.
The respondents age more than 50 years old consider that shape of stone
(21.88%) is the most important attribute of jewelry followed by type of stone
(20.51 %), perception of customer toward jewelry shop (17.49%), type of material
(16.72%), type of jewelry (16.62%) and price (6.79%), respectively. The respondents
preferred the type of material more than the type of jewelry. However, this greater
preference is has only by 0.10%. It is too little to differentiate this weight priority.
Therefore, all range of respondents consider that shape of stone is the most important
attribute of jewelry followed by type of stone, perception of customer toward jewelry
shop, type of jewelry, type of material and price, respectively.
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Education
Table 5.8 Education Average Importance Score of Demographic Segmentation

High school
or lower

Diploma
De ee

Bachelor
De ee

Master
De ee

Doctorate

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

1. Shape of stone

22.42

22.45

22.06

22.30

21.06

2. Type of stone

20.91

22.13

21.48

21.55

21.30

3. Perception of customer

16.95

18.86

18.51

18.57

18.30

4. Type of jewelry

16.89

15.75

15.81

15.89

17.15

5. Type of material

16.48

14.32

15.22

14.99

15.91

6. Price

6.34

6.49

6.92

6.70

6.27

Rank of Attribute

From table 5.8, the four education levels give the same weight priority of
attributes except the doctorate. The respondents consider that type of stone is the most
important attribute of jewelry (21.30%), followed by shape of stone (21.06%),
perception of customer toward jewelry shop (18.30%), type of jewelry (17.15%), type
of material (15.91 %) and price (6.27%), respectively.
The respondents preferred the type of type of stone more than the shape of
stone. However, this greater preference is has only 0.24%. It is too little to differentiate
this weight priority. Therefore, all education levels of respondents consider that shape
of stone is the most important attribute of jewelry followed by type of stone,
perception of customer toward jewelry shop, type of jewelry, type of material and
price, respectively.

52

Occupation
Table 5.9 Occupation Average Importance Score of Demographic Segmentation

Private
business

Company
employee

Government
officer

Student

Average
Importance
Score %)

Average
Importance
Score %

Average
Importance
Score %

Average
Importance
Score(%

1. Shape of stone

22.21

22.32

21.71

22.73

2. Type of stone

21.33

21.87

20.72

20.05

3. Perception of customer

17.89

18.37

18.74

18.56

4. Type of jewelry

16.36

16.20

15.09

14.95

5. Type of material

15.77

15.09

15.36

13.95

6.44

6.15

8.38

9.77

Rank of Attribute

6. Price

=

From table 5.9, the four occupation levels give the same weight priority of
attributes except the Government officer. The respondents consider that shape of stone
is the most important attribute of jewelry (21.71 %) followed by type of stone
(20.72%), perception of customer toward jewelry shop (18.74%), type of material
(15.36%), type of jewelry (15.09%), and price (8.38%), respectively.
The respondents preferred the type of material more than the type of jewelry.
However, this greater preference is has only by 0.27%. It is too little to differentiate
this weight priority. Therefore, all occupation levels consider that shape of stone is the
most important attribute of jewelry followed by type of stone, perception of customer
toward jewelry shop, type of jewelry, type of material and price, respectively.
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Income
Table 5.10 Income Average Importance Score of Demographic Segmentation

10,00130,000 baht

30,00160,000 baht

60,00190,000 baht

90,001120,000baht

>120,000
baht

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

Average
Importance
Score(%)

22.68

22.22

22.65

21.56

20.87

18.11

17.37

16.26

16.27

Rank of Attribute

~

~

22.02

2. Type of stone

20.75

21.49

22.34

3. Perception of customer

18.26

18.47

18.47

..... ::;

4. Type of jewelry
5. Type of material
1

~· ~

1. Shape of stone

6. Price

~

g

~

21.89

r
,:::-::

15.96

15.93

16.15

15.45

15.10

14.89

15.60

16.33

7.56

7.11

5.48

6.25

6.51

I

~

-

~

From table 5.10, the four ranges of income level give the same weight priority
of attributes except income more than 120,000 baht. The respondents consider that
shape of stone (22.65%) is the most important attribute of jewelry followed by type of
stone (20.87%), perception of customer toward jewelry shop (17.37%), type of
material (16.33%), type of jewelry (16.27) and price (6.51 %), respectively.
The respondents preferred the type of material more than the type of jewelry.
However, this greater preference is has only by 0.06%. It is too little to differentiate
this weight priority. Therefore, respondents from all ranges of income level consider
that shape of stone is the most important attribute of jewelry followed by type of stone,
perception of customer toward jewelry shop, type of jewelry, type of material and
price, respectively.
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Table 5.11 Rank of Attribute in Demographic Segmentation

Rank of Attribute

1. Shape of stone
2. Type of stone
3. Perception of customer
4. Type of jewelry
5. Type of material
6.

From table 5.11, the weight priorities of six attributes, which are shape of stone
followed by type of stone, perception of customer toward jewelry shop, type of
jewelry, type of material and price, respectively. The result indicates that the
respondents consider six weights priority the same way. Therefore, the marketer
should consider these in marketing plan.
In this research, the demographic segmentation is not significant because the
result is homogeneous. The researcher is unable to see the difference between the
segments. Therefore, benefit segmentation is applied to analyze the data.

5.2.2 Benefit Segmentation

The identification of market segments is a key aspect of marketing. Properly
designed marketing programs should be built around the unique needs of each market
segment. The importance of various attributes is one way of defining customer needs
for a given product. Segmenting consumers on the basis of their most important
attributes is called benefit segmentation.
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The marketer needs to know the importance attached to the relative features of
a particular of product or service. Then benefit segments can be formed by grouping
consumer with similar attribute importance ratings into segments such that within a
segment, consumers are seeking the same benefit (Hawkins,2001). Benefit segments
are identified by relative importance of one benefit over others (Sheth, 1999).

In a conjoint design, every level of every attribute is compared with all other
levels of all other attributes. Therefore, all product attributes are equally weighted.

ff

Subsequently, the research outcome can:

1. Determine the relative importance of all attributes. Stated as a percentage,
the relative importance represents the maximum amount of variation in the rankings of
the cards, which can be explained by changes in the levels or values for that attribute.
In other words, this is a measure of the degree of influence changes attribute levels
have on card rankings. The more important an attribute is, the more frequent cards
with the most preferred level of that attribute will appear toward the top of the sorted
deck (or show the highest ratings).
l'iCE

969

2. Quantify the relative sensitivity to changes in the individual levels for each
attribute, which is expressed as the "utility" score. Utility scores provide a clear means
of revealing the sensitivities of the attributes and their various levels. In particular,
utility scores permit the following analyses to be performed:

e

Determine the level at which significant changes in importance, or value.

e

Allow comparisons of total utility scores for complete products, or
comparisons of individual attribute levels.

e

Utility scores for untested products, or untested attribute level values, can
be

predicted and compared (http://www.mdcresearch.com).
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Figure 5.6 SPSS Conjoint Analysis Output of Benefit Segmentation
Overall Result of 384 Questionnaires
SUBFILE SUMMARY
Averaged
Importance Utility

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

II

6.71 1 1 .6437
LJ 1.2875
1 1.9312
I 2.5750
I 3.2187
I B = .6437

,------..,
118.23 1 1.7984
L___J
3.5969
1 5.3953
1 7.1937
I 8.9922
I B = 1.7984
,------,
115.38

MATERIAL

I 1.4156

2.8312
I 4.2469
1 5.6625
I 7.0781
I B = 1.4156

L__J

121.42

PERCEPT Perception of customer toward shop
1Negotiable price
1Genuine certificatio
1-Shop's reliability
1-Product quality
1--Variety of designs

I
111-1--

STONE
Type of stone
Ruby
1 4.1698
18.3396
Pearl
1--1---- Diamond
112.5094
I B = 4.1698

JEWELRY
,------,
116.07 1 1.5396
I
L__J
3.0792
1I 4.6187
1I 6.1583
1-I 7.6979
1-I B = 1.5396
SHAPE
122.20

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

I 2.1932
4.3865
6.5797
I 8.7729
I 10.9661
I B = 2.1932

111-1--1----

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

Shape of stone
Pear
Oval
Heart
Square
Round

-31.296
CONSTANT
Pearson's R = 1.000
Significance= .
Kendall's tau = 1.000
Significance = .0008
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From figure 5.6, the overall result was generated from SPSS 11.0 conjoint
analysis, in the first column, averaged importance score indicates jewelry shoppers'
consideration and the number is in percentage. It shows the level of jewelry attribute's
consideration of the jewelry shoppers that they perceive on jewelry selection. For
example, shape of stone has averaged importance score of 22.20%, it means that
jewelry shoppers consider shape of stone 22.20 portions from a hundred, and this is the
highest consideration when they select the piece of jewelry. From the result, shape of
stone (22.20%) is less different than type of stone (21.42%). The result indicates that
jewelry shoppers perceive that when they select a piece of jewelry, they consider shape
of stone and type of stone at the same time before others attributes. Third priority is
perception of customer toward jewelry shop (18.23%) and followed by type of jewelry
(16.07%), type of material (15.38%), and price (6.71 %), respectively. Price is the last
attribute that customers consider because jewelry is a specialty product.

Price sensitivity is likely to be low. The jewelry shoppers are willing to expend
effort to get a specific product even if that product is not necessary like jewelry. The
strong preferences make it an important purchase (Perreault, 1996).

The utility score in the second column shows preference of jewelry shoppers
regarding factor levels. The utility number shows how important each factor level is.
In this research, the high number means the jewelry shoppers prefer to have this
attribute more than low numbers. For example, shape of stone, round shape of stone is
considered the most important factor level and followed by square, heart, oval, and
pear shape respectively. In type of stone, Diamond is considered the most important
factor level and followed by pearl and ruby. In perception of customer toward jewelry
shop, the customers expect variety of designs, product quality, shop's reliability,
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genuine certification, and negotiable price. In type of jewelry, the customers prefer
ring, earring, pendant&necklace, bracelet&bangle, and brooch respectively. In type of
material, the customers prefer two-tone, gold plated, yellow gold 22K, yellow gold
18K, and white gold, respectively. In price, the customers perceive that high price is an
important factor level. They may perceive that higher price is higher value of the
jewelry. Price above 160,000 baht has highest utility score followed by 120,001160,000 baht, 80,001-120,000 baht, 40,001-80,000 baht and, below 40,000 baht
respectively.

The Pearson's Rand Kendall's tau statistics display at the bottom of the result
are another indication of how well the model fits the data. They are correlations
between the observed and estimated preferences. As such these coefficients should
always be very high (SPSS Conjoint 8.0,1997). In the rank case, Pearson's R and
Kendall's tau are 1.000 and 1.000 respectively, which indicate accuracy and reliability.

It is noted that the number-31.296 or CONSTANT and Bin the figure 5.6 is used in
calculation, which is not necessary to analyze. The researcher rewrites the rank of
overall output in the following table.
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St. Gabriel's Library, Au

Table 5.12 SPSS Conjoint Analysis Output of Benefit Segmentation

Rank of Attribute

Average

Rank of Attribute Level

(Utility Score)

Importance Score

1. Shape of stone

2. Type of stone

3. Perception of customer

4. Type of jewelry

22.02

21.42

E

18.23

16.07

6. Price

10.9661

2. Square

8.7729

3. Heart

6.5797

4. Oval

4.3865

5. Pear

2.1932

1. Diamond

15.38

6.71

60

12.5094

2. Pearl

8.3396

3. Ruby

4.1698

1. Variety of designs

8.9922

2. Product quality

7.1937

3. Shop's reliability

5.3953

4. Genuine certification

3.5969

5. Negotiable price

1.7984

1. Ring

7.6979

2. Earring

(fa,,~ s l. f
d'J?f/1 5. Type of material

1. Round

C)

6.1583

3. Pendant&Necklace

4.1687

4. Bracelet&Bangle

3.0792

5. Brooch

1.5396

1. Two-tone

7.0781

2. Gold plated

5.6625

3. Yellow Gold 22K

4.2469

4. Yellow Gold 18K

2.8312

5. White Gold 18K

1.4156

1. Above 160,000

3.2187

2. 120,001-160,000

2.5750

3. 80001-120,000

1.9312

4. 40,001-80,000

1.2875

5. Below 40,000

0.6437

Table 5.12, from the conceptual model in chapter 3, researcher focuses on price
because price is the core attribute and followed by the benefit of jewelry attribute in
that price range as shown in the table below.

Table 5.13 The Joint Components of Jewelry Attributes and Value

Price

(Utility Score)

Above-160,000 Baht

3.2187

(Utility Score)

Jewelry Attribute

Round

10.9661

Diamond

12.5094

Variety of designs

8.9922

Ring

7.6979

Two-tone (yellow gold and white gold)

7.0781

-.....

Square
120,001-160,000 Baht

2.5750

Pearl

2:lt

Product quality

~
80001-120,000 Baht

40,001-80,000 Baht

Below 40,000 Baht

1.9312

1.2875

0.6437

~

Earring

8.7729
8.3396
7.1937
6.1583

Gold plated (yellow gold and white gold)

5.6625

Heart

6.5797

E

Ruby

969

~o\

o'-~

4.1698

Shop's reliability

5.3953

Pendant&N ecklace

4.6187

Yellow Gold 22K

4.2469

Oval

4.3865

Genuine certification

3.5969

Bracelet&Bangle

3.0792

Yellow Gold 18K

2.8312

Pear

2.1932

Negotiable price

1.7984

Brooch

1.5396

White Gold 18K

1.4156
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From the conjoint analysis output, the researcher is able to identify the joint
components of jewelry attributes and value in a five-price range.
Table 5.13, the researcher is interested in price above 160,000 Baht because
this price is able to generate a high margin. The result indicates that the price above
160,000 Baht, jewelry attributes should have round shape of stone, type of stone
should be diamond, the jewelry shop should have a variety of designs, type of jewelry
should be ring and setting should be in two-tone of gold.
In price range of 120,001-160,000 Baht, jewelry attributes should have square

shape of stone, type of stone should be pearl, the jewelry shop should have product
quality, type of jewelry should be earring and setting should be in gold plated in
yellow gold or white gold.
In price range of 80001-120,000 Baht, jewelry attributes should have heart
shape of stone, type of stone should be ruby, the jewelry shop should have shop's
reliability, type of jewelry should be pendant or necklace and setting should be in
yellow gold 22K.
In price range of 40,001-80,000 Baht, jewelry attributes should have oval shape

of stone, in any type of stone, the jewelry shop should have genuine certification, type
of jewelry should be bracelet or bangle and setting should be in gold plated in yellow
gold 18K.
In price below 40,000 Baht, jewelry attributes should have pear shape of stone,

in type of stone, the jewelry shop should have negotiable price, type of jewelry should
be brooch and setting should be in white gold 18K.
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CHAPTER VI
Summary, Conclusions and Recommendations

This chapter provides the conclusion of the research results and it is
summarized into three main sections; section one is the summary of research findings,
section two is the managerial implication, and the last section is the suggestion for
further research.

6.1 Summary of Findings

'"ERSJry

Market players are aggressive and competitions are getting more intense.
Customers are more conscious on product attribute and value especially jewelry which
is considered to be a "specialty product". Able to determine product attributes and
shoppers' perception of value on jewelry selection, would be much beneficial for
jewelers to realize the criteria that customers seek in the value of jewelry. This
research analysis pursues research problem and research objectives as follows:
The statement of problem relating to this research is: "What are the joint
components ofproduct attributes and value on segmenting the jewelry selection?"

Research Objectives are
•

To study the element of product attributes relevant to jewelry selection.

•

To synthesize market value and customer value into certain segmentation of
jewelry selection.

•

To determine the joint property of product attributes and value on jewelry
selection based on segmentation basis.
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6.1.1 Statement of the problem

From the result of conjoint analysis Table 5.13, the joint components of
product attributes (Jewelry attribute) and value (Market value and Customer value) on
segmenting the jewelry selection are as follows:

The researcher is interested in price above 160,000 Baht because this price is
able to generate a high margin. The result indicates that price above 160,000 Baht,
jewelry attributes should have round shape of stone, type of stone should be diamond,
the jewelry shop should have variety of designs, type of jewelry should be ring and
setting should be in two-tone of gold (yellow gold or white gold).
In price range of 120,001-160,000 Baht, jewelry attributes should have square
shape of stone, type of stone should be pearl, the jewelry shop should have product
quality, type of jewelry should be earring and setting should be in gold plated in
yellow gold or white gold.
In price range of 80001-120,000 Baht, jewelry attributes should have heart
shape of stone, type of stone should be ruby, the jewelry shop should have shop's
reliability, type of jewelry should be pendant or necklace and setting should be in
yellow gold 22K.
In price range of 40,001-80,000 Baht, jewelry attributes should have oval shape

of stone, in any type of stone, the jewelry shop should have genuine certification, type
of jewelry should be bracelet or bangle and setting should be in gold plated in yellow
gold 18K.
In price below 40,000 Baht, jewelry attributes should have pear shape of stone,
in type of stone, the jewelry shop should have negotiable price, type of jewelry should
be brooch and setting should be in white gold 18K.
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6.1.2 Research Objective

The objectives of the study were achieved in three important finding results
from table 5.12 as follows:
First objective, the researcher studies the element of product attributes relevant
to jewelry selection from the conjoint analysis result in ranking, which are shape of
stone that customers consider first is round, square, heart, oval, and pear, respectively.
Type of stone that customer consider first is diamond, pearl and ruby, respectively.
Type of jewelry that customers consider first is ring, earring, pend:int&necklace,
blacelet&bangle and brooch, respectively. Type of material that customers consider
first is two-tone, gold plated, yellow gold 22K, yellow gold 18K, and white gold 18K,
respectively.

J.,;;;,

Second objective, the researcher is able to synthesize market value (price) of
jewelry selection in ranking, which are above 160,000 Baht, 120,001-160,000 Baht,
80001-120,000 Baht, 40,001-80,000 Baht, and below 40,000 Baht, respectively. And
customer value (perception of customer toward jewelry shop) in ranking, which are
variety of designs, product quality, shop's reliability, genuine certification, and
negotiable price, respectively into certain segmentation.
Third objective, the research is able to achieve the third objective by
determining the joint property of product attributes and value on jewelry selection base
on segmentation basis. From the conceptual model, price is the core. According to the
research result, price gets the lowest averaged importance score from the respondents.
Price is the last attribute that customers consider because jewelry is a specialty product
(Perreault, 1996).
However, the researcher uses benefit segmentation from the price (Market
value) range as the following figure.
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Figure 6.1 The Joint Components of Jewelry Attributes and Value by Benefit
Segmentation in Price above 160,000 Baht

3.

4.
ype of Jewelry (xs)

Ring
Utility= 7 .6979

2.

Type of Stone (x3)

5.
TyPe of Material (x4)

:Two-tone
Utility= 7.9781

Diamond
Utility= 12.5094

The researcher focuses on the highest price because price above 160,000 baht
is able to generate highest profit margin. In price above 160,000 baht has jewelry
attribute ranking the highest averaged importance score is I .Shape of Stone is round
(utility score = 10.9661), 2. Type of stone is diamond (utility score = 12.5094), 3.
Customer value is variety of designs (utility score = 8.9922), 4. Type of jewelry is ring
(utility score= 7.6979), and 5. Type of material is two-tone (utility score= 7.0781)
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Figure 6.2 The Joint Components of Jewelry Attributes and Value by Benefit
Segmentation in Price 120,001-160,000 Baht

3;
Custoin,erN,jilue (xl)""
Product ljuaJity
·Utility= 7.l~?T.
1.
:Shape-of ~tone
(xi) ·
Square
Utility;:;: 8. 77'2.9

4.
Type o.f Jewelry
(xs):,
.,
Earring
::unnty -= 6.1583

Price 120,001-160,000 baht have jewelry attribute rank from the highest to the
lowest averaged importance score are I .Shape of Stone is square (utility score =
8.7729), 2. Type of stone is pearl (utility score= 8.3396), 3. Customer value is product

quality (utility score= 7.1937), 4. Type of jewelry is earring (utility score= 6.1583),
and 5. Type of material is gold plated (utility score= 5.6625)
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Figure 6.3 The Joint Components of Jewelry Attributes and Value by Benefit
Segmentation in Price 80001-120,000 Baht

3.
Customer Value (xi)"', Shop's reliabl(ity
"'-, Utility= s:3,~i53.
1.
Shape of Stone (x2
Heart
Utility= 6.5797

~b,~-~~ :

4.

2.
. 'fype of Stone (x3)
..

Type: ofMat~riaJ(x,)
Yellow Gold2iX
Utility= 4':~469

Ruby

Utility= 4. l 69R

Price 80001-120,000 Baht have jewelry attribute rank from the highest to the
lowest averaged importance score are I .Shape of Stone is heart (utility score =
6.5797), 2. Type of stone is ruby (utility score= 4.1698), 3. Customer value is shop's
reliability (utility score = 5.3953), 4. Type of jewelry is pendant&necklace (utility

score = 4.6187), and 5. Type of material is yellow gold 22K (utility score = 4.2469).
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The customers perceived value that the joint property of round shape of
diamond ring set in two-tone setting in variety of designs and price above 160,000
baht, is the most compatible with their perception on jewelry selection.
From the research result, the researcher studies the element of product
attributes relevant to jewelry selection, identify market value (price) and customer
value (perception of customer) of jewelry selection and also determine the joint
property of product attributes and value on jewelry selection by using SPSS conjoint
analysis method. SPSS ease to achieve the objectives.

6.2 Managerial Implication \ " [ff

S / l'y

The research is conducted in order to study product attributes and shoppers'
perception of value on jewelry selection at World Trade Center, Bangkok since the
market becomes more competitive. The researcher has to find the relative importance
of jewelry attributes from the jewelry shoppers at World Trade Center, Bangkok.
Research objectives are
•

To study the element of product attributes relevant to jewelry selection.

•

To synthesize market value and customer value into certain segmentation of
jewelry selection.

•

To determine the joint property of product attributes and value on jewelry
selection based on segmentation basis.
From the overall result of benefit segmentations, the marketers are able to use

the six jewelry attributes compatible with jewelry shoppers' perception. They are able
to predict the new design in the market or develop the old jewelry design to compete
with other competitors in the market. The jeweler should consider more in shape of
stone, type of stone and perception of customer toward jewelry shop, when designing a
piece of jewelry.
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There are 5 price ranges for the jewelers to segment the customers according to
the benefit of jewelry attributes. (Table 5.12) In each range, there are benefits of
jewelry that customers are looking for. The jewelers should consider these jewelry
attributes in each range first before designing a piece of jewelry to that price range. If
first priority of jewelry attribute is not suitable in the new design, they should consider
the next weight priority of the attributes. For example, The customers perceived value
that the joint component of round shape of diamond ring set in two-tone setting in
variety of designs and price above 160,000 baht, is the most compatible with their
perception on jewelry selection. But the other design may be changed to square shape
with the others first weight priority. It depends on the jeweler to apply this result and
generate the new idea.
Furthermore, the jeweler should satisfy the customers' want not only by
products but also service. There are many competitors in the jewelry market. The
jewelers should differentiate themselves from other competitors by creating a good
image to their shops and also give excellent service to the customers.

*

6.3 Further Research

For the next further research of "Segmentation Basis: A Study of Product
Attributes and Shoppers' Perception of Value on Jewelry Selection at World Trade
Center, Bangkok." survey should be conducted on other types of segmentations in
order to have more chances to know jewelry shoppers' opinion from different types of
segmentation such as psychographics segmentation to know their life style etc., and
predict whether the product attribute in this thesis is able to design and launch in the
market or not. The next further research should be able to use discriminant analysis in
the price range.
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Appendix: A
Crosstabs Data 40 Respondents
Case Processing Summary
Cases
Missinq

Valid
N

Percent
100.0%

N

Total

Percent
.0%

N

Percent
100.0%

Type of jewelry * Price
Type of material * Price

40
40

100.0%

0

.0%

40

100.0%

Type of stone * Price
Shape of stone * Price
perception of consumer
toward jewelry shop *
Price

40

100.0%

0

.0%

40

100.0%

40

100.0%

0

.0%

40

100.0%

40

100.0%

0

.0%

40

100.0%

Type of jewelry

0

40

* Price Crosstabulation

Count
,~~

Price
Below 40,000
6

40,001-8
0,000
8

80,001-1
20 000
4

Type of

Ring

jewelry

Earring

4

2

Pendant&Neckface
Bracelet&Bangle

5

3

2

13

6

Above
160,000
1

17

Type of material

* Price Crosstabulation

·-

*

19

1

7

1
1

11

4

40

2

Total

Total

3

Count

Type of
material

Yellow gold 18K

Below 40 000
1

Yellow gold 22K
White gold 18K

12

3
9

3

2

1

1

Gold plated (yellow
gold or white gold)
Two tone (yellow
gold or white gold)
Total

Price
40,001-8
80,001-1
0,000
20 000
1

2
17

13

Above
160 000

Total
2

3

3
27
4

1

1

4

6

4

40

Card8
Price 120,001-160,000
Perception of customer toward shop Negotiable price
Type of material Gold plated (yellow gold or white gold)
Title: Profile Number )CARD
Type of stone Ruby
Card 1
Type of jewelry Earring
Price Below 40,000
Shape of stone Pear
Perception of customer toward shop Negotiable price
Card 9
Type of material Yellow gold 22K
Price Below 40,000
Type of stone Pearl
Perception of customer toward shop Genuine certification
Type of jewelry Bracelet&Bangle
Type of material Two-tone (yellow gold or white gold)
Shape of stone Heart
Type of stone Blue sapphire
Card2
Type of jewelry Earring
Price Above 160,000
Shape of stone Square
Perception of customer toward shop Genuine certification Card 10
Type of material Yellow gold lBK
Price Above 160,000
Type of stone Pearl
Perception of customer toward shop Negotiable price
Type of jewelry Pendant&Necklace
Type of material White gold 18K
Shape of stone Pear
Type of stone Diamond
Card3
Type of jewelry Ring
Price Above 160,000
Shape of stone Square
Perception of customer toward shop Variety of designs
Card 11
Type of material Yellow gold 22K
Price Below 40,000
Type of stone Emerald
Perception of customer toward shop Variety of designs
Type of jewelry Earring
Type of material Yellow gold 18K
Shape of stone Oval
Type of stone Ruby
Card4
Type of jewelry Ring
Price 40,001-80,000
Shape of stone Round
Perception of customer toward shop Negotiable price
Card 12
Type of material Yellow gold 18K
Price 80,001-120,000
Type of stone Blue sapphire
Perception of customer toward shop Genuine certification
Type of jewelry Brooch
Type of material White gold 18K
Shape of stone Oval
Type of stone Ruby
Card 5
Type of jewelry Bracelet&Bangle
Price 40,001-80,000
Shape of stone Oval
Perception of customer toward shop Variety of designs
Card 13
Type of material Two-tone (yellow gold or white gold)
Price 80,001-120,000
Type of stone Diamond
Perception of customer toward shop Variety of designs
Type of jewelry Bracelet&Bangle
Type of material Gold plated (yellow gold or white gold)
Shape of stone Pear
Type of stone Pearl
Card6
Type of jewelry Brooch
Price 120,001-160,000
Shape of stone Square
Perception of customer toward shop Genuine certification Card 14
Type of material Yellow gold 22K
Price 120,001-160,000
Type of stone Diamond
Perception of customer toward shop Shop's reliability
Type of jewelry Brooch
Type of material Two-tone (yellow gold or white gold)
Shape of stone Round
Type of stone Pearl
Card 7
Type of jewelry Ring
Price 120,001-160,000
Shape of stone Oval
Perception of customer toward shop Product quality
Card 15
Type of material Yellow gold 18K
Price 40,001-80,000
Type of stone Emerald
Perception of customer toward shop Genuine certification
Type of jewelry Bracelet&Bangle
Type of material Gold plated (yellow gold or white gold)
Shape of stone Square
Type of stone Emerald
Type of jewelry Ring
Shape of stone Heart

Appendix: B
Orthogonal Design
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Card 16
Price 80,001-120,000
Perception of customer toward shop Product quality
Type of material Yellow gold 22K
Type of stone Blue sapphire
Type of jewelry Ring
Shape of stone Pear

Card 24
Price Above 160,000
Perception of customer toward shop Product quality
Type of material Two-tone (yellow gold or white gold)
Type of stone Ruby
Type of jewelry Brooch
Shape of stone Heart
Card 25
Card 17
Price 120,001-160,000
Perception of customer toward shop Variety of designs
Price Above 160,000
Perception of customer toward shop Shop's reliability
Type of material White gold 18K
Type of material Gold plated (yellow gold or white gold) Type of stone Blue sapphire
Type of stone Blue sapphire
Type of jewelry Pendant&Necklace
Type of jewelry Bracelet&Bangle
Shape of stone Heart
Shape of stone Round
Card 18
Card 26 (Holdout)
Price 40,001-80,000
Price Below 40,000
Perception of customer toward shop Shop's reliability
Perception of customer toward shop Genuine certification
Type of material Yellow gold 22K
Type of material Two-tone (yellow gold or white gold)
Type of stone Ruby
Type of jewelry Pendant&Necklace
Type of stone Diamond
Shape of stone Square
Type of jewelry Ring
Shape of stone Oval
Card 19
Card 27 (Holdout)
Price 40, 001-80, 000
Perception of customer toward shop Product quality
Price 80,001-120,000
Perception of customer toward shop Shop's reliability
Type of material White gold 18K
Type of stone Pearl
Type of material Yellow gold 22K
Type of jewelry Earring
Type of stone Emerald
Shape of stone Round
Type of jewelry Brooch
Shape of stone Oval
Card 20
Card 28 (Holdout)
Price 80,001-120,000
Perception of customer toward shop Negotiable price
Price Below 40,000
Perception of customer toward shop Product quality
Type of material Two-tone (yellow gold or white gold)
Type of stone Emerald
Type of material Yell ow gold 18K
Type of jewelry Pendant&Necklace
Type of stone Pearl
Shape of stone Round
Type of jewelry Earring
Shape of stone Oval
Card 21
Card 29 (Holdout)
Price Below 40,000 .
Perception of customer toward shop Shop's reliability
Price 80,001-120,000
Perception of customer toward shop Shop's reliability
Type of material White gold 18K
Type of stone Emerald
Type of material Yellow gold 18K
Type of jewelry Brooch
Type of stone Blue sapphire
Shape of stone Pear
Type of jewelry Pendant&Necklace
Card 22
Shape of stone Pear
Card 30 (Holdout)
Price Below 40,000
Perception of customer toward shop Product quality
Price 80,001-120,000
Type of material Gold plated (yellow gold or white gold) Perception of customer toward shop Product quality
Type of stone Diamond
Type of material White gold 18K
Type of jewelry Pendant&Necklace
Type of stone Blue sapphire
Shape of stone Oval
Type of jewelry Bracelet&Bangle
Shape of stone Square
Card 23
Footer:
Price 80,001-120,000
Perception of customer toward shop Shop's reliability
Type of material Yellow gold 18K
Type of stone Diamond
Type of jewelry Earring
Shape of stone Heart

Type of stone

* Price Crosstabulation

Count
Price

Type of
stone

40,001-8
0,000

Below 40,000
1

Ruby

80,001-1
20,000
1

Above
160,000

Total
2

Sapphire

3

1

Diamond

12

4
1

4

29

1

9
3

17

13

6

4

40

Pearl
Total

Shape of stone

4

5

* Price Crosstabulation

Count
Price
Below 40 000
Shape
of stone

Round

11

Square

40,001-8
0 000
9

80,001-1
20 000
1

1
2

1

6

Pear
Oval
Total

8
2
3

17

1

2

4

13

6

4

40

*

Price Crosstabulation

--- __,

.......
Price

~
Below 40 000
8

varity of design
product quality

·~

negotiable price
genuine certification
shop's Reputation

Total

23

1

perception of consumer toward jewelry shop

perception of
consumer
toward jewelry
shop

Total

3

Heart

Count

Above
160 000
2

1:::.,

('
v

't/f11

3

40,001-8
0 000
4

80,001-1
20,000
2

3

2

Above
160 000

14
2

10

1

7

1

1
3

Total

3

3

2

2

1

8

17

13

6

4

40

Appendix: C
QUESTIONNAIRE
Dear Sir/Madam,
This questionnaire is conducted as a major requirement of a thesis for the fulfillment of MBA
Degree of the Assumption University for the research of "Segmentation Basis: A Study of Product
Attributes and Shoppers' Perception of Value on Jewelry Selection at World Trade Center, Bangkok."

Part 1:

Please rank 7 cards that compatible with your perception of jewelry.
1 = The most compatible with your perception of jewelry
7 = Least compatible with your perception of jewelry
Card 1

Price: Below 40,000 Baht
Perception of customer toward shop: Product quality
Type of material: Gold plated (yellow gold or white gold)
Type of stone: Diamond
Type of jewelry: Pendant&Necklace
Shape of stone: Oval

0

Card2

Price: Below 40,000 Baht
Perception of customer toward shop: Variety of designs
Type of material: Yellow gold 18K
Type of stone: Ruby
Type of jewelry: Ring
Shape of stone: Round

0

Card3

Price: 40,001-80,000 Baht
Type of material: Two-tone (yellow gold or white gold)
Perception of customer toward shop: Variety of designs
Type of stone: Diamond
Type of jewelry: Bracelet&Bangle
Shape of stone: Pear

Card4

Price: 40,001-80,000 Baht
Perception of customer toward shop: Product quality
Type of material: White gold 18K
Type of stone: Pearl
Type of jewelry: Earring
Shape of stone: Round

0

Cards

Price: 80,001-120,000 Baht
Perception of customer toward shop: Shop's reliability
Type of material: Yellow gold 18K
Type of stone: Diamond
Type of jewelry: Earring
Shape of stone: Heart

0

Card6

Price: 120,001-160,000 Baht
Perception of customer toward shop: Genuine certification
Type of material: Yellow gold 22K
Type of stone: Diamond
Type of jewelry: Brooch
Shape of stone: Round

0

Card 7

Price: Above 160,000 Baht
Perception of customer toward shop: Negotiable price
Type of material: White gold 18K
Type of stone: Diamond
Type of jewelry: Ring
Shape of stone: Square

0

Part 2:

Personal Data
1.

2.

Gender
D 1. Male

D 2. Female

D 1. Less than 20 years old

D 2. 21-30 years old

D 3. 31-40 years old

D 4. 41-50 years old

Age

D 5. More than 50 years old

3.

Education Achievement

D 1. High School or lower

D 2. Diploma Degree

D 3. Bachelor Degree

D 4. Master Degree

D 5. Doctorate

4.

Occupation
D 1. Private Business

D 2. Company Employee

D 3. Government officer

D 4. Student

D 5. Others .......................... .

5.

Income (Individual income per month)
D 1. 10,001-30,000 Baht

D 2. 30,001-60,000 Baht

D 3. 60,001-90,000 Baht

D 4. 90,001-120,000 Baht

D 5. More than 120,000 Baht

6.

Suggestion ............................................................................. .

THANK YOU FOR YOUR KIND ASSISTANCE IN FILLING THIS QUESTIONNAIRE.
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Appendix: E
Syntax of Conjoint Analysis SPSS 11.0

FILTER OFF.
USE ALL.
EXECUTE.

CONJOINT PLAN='a:\Ortho_plan.sav'
/data=* /rank= cardl to card? /subject= id
/factors = price (linear more) percept (linear more) material (linear more) stone
(linear more) jewelry (linear more) shape (linear more)
/print = all /utility = 'rugutil l.sav'.

Appendix : F

Conjoint Analysis Output of
Demographic Segmentation

Gender
Male

Female

SUBFILE SUMMARY
Averaged
Importance Utility

SUBFILE SUMMARY
Averaged
Importance Utility

Factor

PRICE
11
6.10 I I 2.3264
I
LJ 4.6529
I
I 6.9793
I
1 9.3057
1I 11.6322
1I B = 2.3264
r---i
PERCEPT
118.07 I 8.2207
L _ _ J 16.4414
I 24.6621
132.8828
I 41.1034
I B = 8.2207

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

Perception of customer toward shop
Negotiable price
1Genuine certificatio
1-Shop's reliability
1-Product quality
1--Variety of designs

1-

MATERIAL Type of material
,-----,
White gold 18K
115.54 I 6.3586
I
L__J 12.7172
Yellow gold 18K
1Yellow gold 22K
119.0759
1Gold plated (yellow
I 25.4345
1-Two-tone (yellow gol
131.7931
1-I B = 6.3586
Type of stone
,----,
STONE
Ruby
121.60 I 19.9011
1t_________j 39.8023
1--Pearl
159.7034
1---- Diamond
1B=19.9011
JEWELRY
,-----,
116.16 I 6. 7977
I
L__J 13.5954
1120.3931
1I 27.1908
1-133.9885
1-I B = 6.7977

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

,----,
SHAPE
Shape of stone
122.54 I 10.0276
1Pear
t_________j 20.0552
1Oval
130.0828
1-Heart
I 40.1103
1--Square
I 50.1379
1--Round
I B = 10.0276
-156,. 81
Pearson's R
Kendall's tau

= 1.000
= 1.000

CONSTANT

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

11

6.88 I I -.1508
LJ -.3017
I -.4525
I -.6034
I -.7542
I B = -.1508
,------, PERCEPT Perception
118.28 I .0828
I
L____J
.1657
1I .2485
11 .3313
1I .4141
1I B = .0828

of customer toward shop
Negotiable price
Genuine certificatio
Shop's reliability
Product quality
Variety of designs

,-----,
MATERIAL
115.33 I .0323
I
L__J
.0646
I
I .0970
I
I .1293
I
I .1616
I
I B = .0323

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE
Type of stone
,.------,
1Ruby
121.36 1 .4384
l___J
.8768
1--Pearl
o I 1.3152
1---- Diamond
I B = .4384
JEWELRY Type of jewelty
,----,
Brooch
116.05 I .0007
I
L__J
.0013
Bracelet&Bangle
I
Pendant&Necklace
I .0020
I
Earring
I .0027
I
Ring
I
.0034
I
I B = .0007

,.------,
122.10

SHAPE

.1017
l___J
.2034
I .3051
I .4067
I
.5084
I B = .1017
2.5300

Significance = .
Significance = .0008

I

I

Pearson's R
Kendall's tau

= 1.000
= .976

1111--

Shape of stone
Pear
Oval
Heart
Square
Round

CONSTANT
Significance = .0000
Significance = .0012

<= 20 years old

21-30 years old

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
[mportance Utility

Averaged
Importance Utility

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

11

6.00 I I 4.2000
LJ 8.4000
I 12.6000
I 16.8000
I 21.0000
I B = 4.2000

PERCEPT Perception of customer toward shop
118.06 I 12.4000
1Negotiable price
L _ _ J 24.8000
1Genuine certificatio
I 37.2000
1-Shop's reliability
I 49.6000
1-Product quality
I 62.0000
1--Variety of designs
I B = 12.4000
r--1

,----,
MATERIAL Type of material
White gold 18K
115.45 I 9.2000
1
Yellow gold 18K
L___J 18.4000
1Yellow gold 22K
127.6000
1Gold plated (yellow
136.8000
1-Two-tone (yellow gol
146.0000
1-B = 9.2000
1

JEWELRY

117.22 110.0000
L _ _ J 20.0000
I 30.0000
I 40.0000
I 50.0000
I B = 10.0000

I

111-1--

Pearson's R

= 1.000

Kendall's tau

= .976

,----, PERCEPT Perception of customer toward shop
118.35 I 7.5123
1Negotiable price
L___J 15.0246
1Genuine certificatio
I 22.5368
1-Shop's reliability
I 30.0491
1-Product quality
I 37.5614
1--Variety of designs
I B = 7.5123
MATERIAL

,----,

115.10 I 6.4158
L__J 12.8316
119.2474
I 25.6632
I 32.0789
I B = 6.4158

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

JEWELRY
,----,
116.00 I 6.6912
1L__J 13.3825
1I 20.0737
1-I 26.7649
1-1--I 33.4561
I B = 6.6912

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

Shape of stone
SHAPE
,-------,
Pear
122.10 I 9.2789
1L____J 18.5579
Oval
1Heart
I 27.8368
1-1--- Square
I 37.1158
1---- Round
I 46.3947
I B = 9.2789
-146.49

CONSTANT
Significance

I

111-1--

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

9:

Shape of stone
,-----,
SHAPE
Pear
122.08 114.4000
1Oval
L _ _ _ J 28.8000
1Heart
143.2000
1-157.6000
1--Square
I 72.0000
1--Round
I B = 14.4000
-231.20

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

11

6.89 I I 2. 7877
LJ 5.5754
I 8.3632
I 11.1509
113.9386
I B = 2.7877

Type of stone
STONE
,-------,
Ruby
121.56 I 17.4982
1L____J 34.9965
1--- Pearl
1---- Diamond
I 52.4947
I B = 17.4982

,-----,
STONE
Type of stone
121.19 I 28.2000
1Ruby
L _ _ _ J 56.4000
1--Pearl
I 84.6000
1---- Diamond
. I B = 28.2000
r--1

Factor

=.

Significance = .0012

CONSTANT

= 1.000

Significance

=.

Kendall's tau = 1.000

Significance

= .0008

Pearson's R

31-40 years old

41-50 years old

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

PRICE

11

Averaged
Importance Utility

Factor

6.35 I I .4414
LJ
.8828
1.3241
1 ~.7655
I 2.2069
I B = .4414
1

I
I
I

I

I

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

Factor
PRICE

11

6.78 1 I .2229
LJ
.4458
1 .6687
I .8917
I 1.1146
I B = .2229

I
I

I

I
I

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

,---------,
PERCEPT Perception of customer toward shop
118.13 I 2.2667
I
Negotiableprice
L _ _ J 4.5333
1Genuine certificatio
I 6.8000
1Shop's reliability
I 9.0667
1-Product quality
I 11.3333
1-Variety of designs
I B = 2.2667

,---------, PERCEPT Perception of customer toward shop
118.82 I 1.2625
I
Negotiable price
L__J 2.5250
1Genuine certificatio
I 3.7875
1Shop's reliability
I 5.0500
1-Product quality
I 6.3125
1-Variety of designs
I B = 1.2625

MATERIAL
,---,
114.99 1 2.3816
1L__J 4.7632
1I 7.1448
1-I 9.5264
1-I 11.9080
1--I B = 2.3816

114.90 1 .9187
L__J
1.8375
1 2.7562
I 3.6750
I 4.5937
I B = .9187

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE
Type of stone
,------,
Ruby
122.09 1 6.1885
1L _ _ J 12.3770
1--- Pearl
1---- Diamond
118.5655
I B = 6.1885
JEWELRY
,---,
115.82 I 2.5448
1L__J 5.0897
11 7.6345
1-110.1793
1-112.7241
1--I B = 2.5448
SHAPE
,------,
122.63 1 3.1770
1L _ _ J 6.3540
1I 9.5310
1-I 12.7080
1--1--115.8851
I B = 3.1770
-47.014

MATERIAL

r---1

I

1111--

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE
Type of stone
,-------,
Ruby
121.43 1 3.4417
1L _ _ j 6.8833
1--- Pearl
1---- Diamond
I 10.3250

s

N , E 96

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

I B = 3.4417

JEWELRY

r---1

115.86 1 1.1917
L _ J 2.3833
I 3.5750
I 4.7667
1 5.9583
I B = 1.1917

Shape of stone
Pear
Oval
Heart
Square
Round

I
111-1--

SHAPE
,-------,
122.21 I 1.7542
1L _ _ j 3.5083
11 5.2625
1-I 7.0167
1--I 8.7708
1--I B = 1.7542

CONSTANT

-22.471

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring
Shape of stone
Pear
Oval
Heart
Square
Round

CONSTANT

Pearson's R

= 1.000

Significance

=

.0000

Pearson's R

= 1.000

Significance

Kendall's tau

= 1.000

Significance

= .0008

Kendall's tau

= 1.000

Significance = .0008

=.

Education

<= high school

>50 years old
SUBFILE SUMMARY
Averaged
Importance Utility

SUBFILE SUMMARY
Averaged
Importance Utility

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

11

6.79 1 I .9098
LJ 1.8195
I 2.7293
I 3.6390
I 4.5488
I B = .9098

Factor
PRICE

11

6.34 1 1 .5077
LJ 1.0154
I 1.5231
I 2.0308
I 2.5385
I B = .5077

I
I

I
I
I

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

,--------,
PERCEPT Perception of customer toward shop
1Negotiable price
117.49 I 1.8512
l____J 3.7024
1Genuine certificatio
I 5.5537
1-Shop's reliability
1-Product quality
I 7.4049
1--Variety of designs
I 9.2561
I B = 1.8512

,---------, PERCEPT Perception of customer toward shop
116.95 I 2.7667
1Negotiable price
l____J 5.5333
1Genuine certificatio
I 8.3000
1-Shop's reliability
I 11.0667
1-Product quality
I 13.8333
1--Variety of designs
I B = 2.7667

MATERIAL
,--------,
116.72 I 1.4000
I
l____J 2.8000
1I 4.2000
1I 5.6000
1-I 7.0000
1-I B = 1.4000

,------,
116.48

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE
Type of stone
,-----,
Ruby
120.51 I 3.9829
1L _ _ J 7.9659
1--- Pearl
111.9488
1---- Diamond
I B = 3.9829
JEWELRY
,--------,
116.62 I 1.3976
I
l____J 2.7951
1I 4.1927
1I 5.5902
1-I 6.9878
1-I B = 1.3976

<l

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

SHAPE
Shape of stone
,-----,
121.88 I 2.1902
Pear
1L _ _ J 4.3805
Oval
1I 6.5707
Heart
1-1--- Square
I 8.7610
1---- Round
110.9512
I B = 2.1902
-31.144

MATERIAL
2.2538
I
L__J 4.5077
1I 6.7615
1I 9.0154
1-I 11.2692
1-I B = 2.2538
I

Type of stone
STONE
,------,
Ruby
120.91 1 7.1615
1L___J 14.3231
1--- Pearl
1---- Diamond
I 21.4846
9
I B = 7.1615
JEWELRY
,---------,
116.89 I 2.5846
I
l____J 5.1692
1I 7.7538
1110.3385
1-112.9231
1-I B = 2.5846
SHAPE
,-----,
122.42 I 3.4692
1L_____J 6.9385
1I 10.4077
1-1--113.8769
I 17.3462
1--I B = 3.4692

CONSTANT

-52.254

Pearson's R

= 1.000

Significance

Kendall's tau

= 1.000

Significance = .0008

=.

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

Pearson's R = 1.000
Kendall's tau

= 1.000

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring
Shape of stone
Pear
Oval
Heart
Square
Round

CONSTANT
Significance = .0000
Significance

= .0008

Diploma Degree

Bachelor Degree

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

Averaged
Importance Utility

Factor

PRICE
11
6.49 1 1 2.2261
I
LJ 4.4522
I
I 6.6783
I
I 8.9043
1111.1304
1I B = 2.2261

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

r--1
PERCEPT Perception of customer toward shop
1Negotiable price
118.86 I 7.8087
L _ _ J 15.6174
1Genuine certificatio
1-Shop's reliability
I 23.4261
1-Product quality
I 31.2348
1--- Variety of designs
I 39.0435
I B = 7.8087

MATERIAL Type of material
,----,
White gold 18K
114.32 1 6.3739
I
L__J 12.7478
Yellow gold 18K
1119.1217
Yellow gold 22K
1Gold plated (yellow
I 25.4957
1-Two-tone (yellow gol
I 31.8696
1-I B = 6.3739
Type of stone
,----,
STONE
Ruby
122.13 119.5739
1l _ _ J 39.1478
1--Pearl
158.7217
1---- Diamond
1B=19.5739
JEWELRY
,----,
115.75 I 7.0087
I
L _ J 14.0174
1I 21.0261
1I 28.0348
1-I 35.0435
1-I B = 7.0087

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

,----,
SHAPE
Shape of stone
Pear
122.45 I 10.1391
1l _ _ J 20.2783
1Oval
130.4174
1-Heart
140.5565
1--Square
150.6957
1--Round
1B = 10.1391
-155.46

CONSTANT

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

11

6.92 I I .6944
LJ 1.3888
I 2.0831
I 2.7775
I 3.4719
I B = .6944
PERCEPT Perception
118.51 1 1.4090
1L _ _ J 2.8180
1I 4.2270
1-I 5.6360
1--I 7.0449
1--I B = 1.4090

r--1

MATERIAL

,----,

115.22 I .8978
L__J 1.7955
I 2.6933
I 3.5910
I 4.4888
I B = .8978

I

111-1--

STONE
,------,
121.48 I 2.8685
1l _ _ J 5.7371
1--1---I 8.6056
°" I B = 2.8685
JEWELRY
1.0483
I
L__J 2.0966
1I 3.1449
1I 4.1933
1-I 5.2416
1-I B = 1.0483

,----,
115.81

I

of customer toward shop
Negotiable price
Genuine certificatio
Shop's reliability
Product quality
Variety of designs
Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol
Type of stone
Ruby
Pearl
Diamond
Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

SHAPE
Shape of stone
,------,
Pear
122.06 I 1.4753
1l _ _ J 2.9506
Oval
1Heart
I 4.4258
1-1--- Square
I 5.9011
1--- Round
1 7.3764
I B = 1.4753
-21.167

CONSTANT

Pearson's R = 1.000

Significance = .0000

Pearson's R = 1.000

Significance = .

Kendall's tau = 1.000

Significance = .0008

Kendall's tau = 1.000

Significance = .0008

Master Degree

Doctorate

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

Averaged
Importance Utility

Factor
PRICE

I
I

111-

Factor

PRICE
11
6.27 I I 5.1667
I
L.J 10.3333
I
115.5000
I
120.6667
1I 25.8333
1I B = 5.1667

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

r-----i PERCEPT erception of customer toward shop
118.30 118.3333
1Negotiable price
l _ _ J 36.6667
1Genuine certificatio
I 55.0000
1-Shop's reliability
I 73.3333
1-Product quality
I 91.6667
Variety of designs
I B = 18.3333

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

,------,
114. 99 1 1.5394
L _ J 3.0788
I 4.6182
I 6.1576
I 7.6970
I B = 1.5394

Type of stone
STONE
,--------,
Ruby
121.55 1 3.5232
1Pearl
L____J 7.0465
1--1---- Diamond
110.5697
I B = 3.5232

,---,
MATERIAL Type of material
White gold 18K
115. 91 115.1667
I
Yellow gold 18K
[ _ _ J 30.3333
1Yellow gold 22K
145.5000
1Gold plated (yellow
160.6667
1-Two-tone (yellow gol
175.8333
1-1B=15.1667
,-----,
STONE
Type of stone
121.30 I 44.5000
1Ruby
L____J 89.0000
1--Pearl
Y
I 133.500
1---- Diamond
B = 44.5000

1
O'

JEWELRY
,------,
115.89 I 1.4222
1L _ J 2.8444
1I 4.2667
1-1-I 5.6889
1--I 7.1111
I B = 1.4222

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

SHAPE
Shape of stone
,--------,
Pear
122.30 1 2.1293
1L____J 4.2586
Oval
1-Heart
1-I 6.3879
1--- Square
I 8.5172
1---- Round
110.6465
I B = 2.1293
-28.499

°"

I

!/1'6 !I ,-----,

CONSTANT

JEWELRY
117.15 I 16.5000
I
L _ _ J 33.0000
1149.5000
1166.0000
1-182.5000
1-I B = 16.5000

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

,-----,
SHAPE
Shape of stone
121.06 I 22.5000
1Pear
L____J 45.0000
1Oval
167.5000
1-Heart
I 90.0000
1--Square
I 112.500
1--Round
I B = 22.5000
-362.50

Pearson's R = 1.000

Significance = .

Pearson's R = 1.000

Kendall's tau = 1.000

Significance = .0008

Kendall's tau = .976

CONSTANT
Significance = .0000
Significance = .0012

Occupation
Private Business

Company Employee

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

Averaged
Importance Utility

Factor
PRICE

11

6.44 I I .1457
LJ
.2914
.4370
I
I .5827
I .7284
I B = .1457

I

I
I
I
I

PERCEPT
117.89 1 1.3506
L _ _ J 2.7012
I 4.0519
I 5.4025
I 6.7531
I B = 1.3506
r---1

Perception of customer toward shop
Negotiable price
1Genuine certificatio
1Shop's reliability
1-Product quality
1-Variety of designs
1---

MATERIAL
,---,
115.77 I 1.0111
I
( _ _ J 2.0222
1I 3.0333
1! 4.0444
1-I 5.0556
1-I B = 1.0111

I 3.5284
7.0568
110.5852
I B = 3.5284

L___J

SHAPE

r-----1

I 1.7383
3.4765
I 5.2148
I 6.9531
I 8.6914
I B = 1.7383

L___J

-23.005
Pearson's R

= 1.000

Kendall's tau

= .976

111-1--1---

PRICE
11
6.15 1 I 1.2800
I
LJ 2.5600
I
I 3.8400
1I 5.1200
1I 6.4000
1I B = 1.2800

Type of jewelty
Brooch
Bracelet&Bang le
Pendant&Necklace
Earring
Ring

,----, PERCEPT Perception of customer toward shop
Negotiable price
118.37 I 3.2594
1Genuine certificatio
L____J 6.5187
1Shop's reliability
1-I 9.7781
Product quality
113.0374
1-Variety of designs
1--116.2968
I B = 3.2594
MATERIAL
,----,
115.09 I 2.5948
I
L__J 5.1897
1I 7.7845
11-110.3794
112.9742
1-I B = 2.5948

JEWELRY
,----,
116.20 I 2.7703
I
L__J 5.5406
1I 8.3110
1111.0813
1-113.8516
1-I B = 2.7703

-59.685

CONSTANT

Significance

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

SHAPE
Shape of stone
,.------,
Pear
122.32 I 3.9187
1L _ _ J 7.8374
Oval
1Heart
I 11.7561
1-Square
1--115.6748
1---- Round
I 19.5935
I B = 3.9187

Shape of stone
Pear
Oval
Heart
Square
Round

Significance

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

Type of stone
STONE
,.------,
Ruby
121.87 I 7.4090
1L _ _ J 14.8181
Pearl
1--1---- Diamond
I 22.2271
I B = 7.4090

Type of stone
Ruby
11--Pearl
1---- Diamond

JEWELRY
,---,
116.36 I 1.2012
I
( _ _ J 2.4025
1I 3.6037
1I 4.8049
1-I 6.0062
1-I B = 1.2012
122.21

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE

r-----1

121.33

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

Factor

CONSTANT

= .0000

Pearson's R

= 1.000

Significance

=.

= .0012

Kendall's tau

= 1.000

Significance

= .0008

St Gabriel's Library, Au

Government Officer

Student

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

PRICE

II

8.38 1 I .0667
L__J
.1333
.2000
.2667
I .3333
I B = .0667

I

I
I
I
I

PERCEPT
118.74 I 1.8481
L _ _ J 3.6963
I 5.5444
I 7.3926
I 9.2407
I B = 1.8481
r----i

115.36 I 1.5148
L__J 3.0296
I 4.5444
I 6.0593
I 7.5741
I B = 1.5148

I
111-1--

JEWELRY

,------,

115.09 1 1.6778
L__J 3.3556
I 5.0333
1 6.7111
I 8.3889
I B = 1.6778

I
111-1--

SHAPE
,-----,
121.71 I 2.3259
1L _ _ J 4.6519
1I 6.9778
1-I 9.3037
1--1--I 11.6296
I B = 2.3259
-33.015

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

I 2.2154

9.771

4.4308
I 6.6462
I 8.8615
111.0769
I B = 2.2154

L__J

I
1111-

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

,-----, PERCEPT Perception of customer toward shop
Negotiable price
118.56 1 5.1077
1Genuine
certificatio
L _ _ J 10.2154
1Shop's reliability
I 15.3231
1-Product quality
1-I 20.4308
Variety of designs
1--I 25.5385
I B = 5.1077
MATERIAL Type of material
,-----,
White gold 18K
113.951 4.5692
1L__J 9.1385
Yellow
gold 18K
1Yellow
gold 22K
1-113.7077
Gold plated (yellow
I 18.2769
1-Two-tone (yellow gal
1--I 22.8462
I B = 4.5692

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gal

STONE
Type of stone
,-----,
Ruby
120.72 I 4.8815
1L _ _ J 9.7630
Pearl
1--1---- Diamond
114.6444
I B = 4.8815

Factor
PRICE

II

Perception of customer toward shop
Negotiable price
1Genuine certificatio
1Shop's reliability
1-Product quality
1-Variety of designs
1---

MATERIAL

,------,

Averaged
Importance Utility

Factor

Type of stone
STONE
,-------,
Ruby
120.05 I 11.1385
1L _ _ _ J 22.2769
Pearl
1--1---- Diamond
I 33.4154
S NC E 6 I B = 11.1385

v1a

Shape of stone
Pear
Oval
Heart
Square
Round

°",---,

JEWELRY
114.95 I 4.4462
1L _ J 8.8923
1I 13.3385
1-117.7846
1-1--I 22.2308
I B = 4.4462

Shape of stone
SHAPE
,---------,
Pear
122.73 I 6.0615
1L_____J 12.1231
Oval
1Heart
I 18.1846
1-Square
I 24.2462
1--1---- Round
I 30.3077
I B = 6.0615
-96.492

CONSTANT

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

Pearson's R = 1.000

Significance = .

Pearson's R = 1.000

Kendall's tau = 1.000

Significance = .0008

Kendall's tau = .976

CONSTANT
Significance = .
Significance = .0012

Income
10,001-30,000 Baht

30,001 - 60,000 Baht

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

Averaged
Importance Utility

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

PRICE
11
7.56 1 1 1.3429
I
LJ 2.6857
1I 4.0286
1I 5.3714
11-I 6.7143
I B = 1.3429

PRICE
11
7.11 1 I 1.9364
I
LJ 3.8729
I
1 5.8093
11 7.7457
1I 9.6822
1I B = 1.9364

PERCEPT Perception of customer toward shop
118.26 I 2.4442
1Negotiable price
L - - J 4.8883
1Genuine certificatio
I 7.3325
1-Shop's reliability
I 9. 7766
1--Product quality
I 12.2208
1--Variety of designs
I B = 2.4442

r--i

MATERIAL
,-------,
115.45 1 1. 7429
I
L _ j 3.4857
1I 5.2286
11-I 6.9714
I 8.7143
1-I B = 1.7429
120.75 1 4.9273
L___J 9.8545
114.7818
I B = 4.9273

Type of stone
Ruby
11--- Pearl
1---- Diamond

I 2.6286

L___J

5.2571

I 7.8857
I 10.5143
I 13.1429
I B = 2.6286

-40.847

PERCEPT Perception of customer toward shop
118.47 I 5.2822
1Negotiable price
L _ _ J 10.5643
1Genuine certificatio
I 15.8465
1-Shop's reliability
I 21.1287
1-Product quality
I 26.4109
1--Variety of designs
I B = 5.2822

r--i

MATERIAL Type of material
,.----,
White gold 18K
115.10 I 4.4992
I
Yellow gold 18K
L____J 8. 9984
1Yellow gold 22K
113.4977
1Gold plated (yellow
117.9969
1-Two-tone (yellow gol
1-122.4961
I B = 4.4992
Type of stone
,--------,
STONE
Ruby
121.49 I 12.2775
1Pearl
L _ _ _ J 24.5550
1--9 6 I 36.8326
1---- Diamond
I B = 12.2775

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

JEWELRY
,.----,
115.93 I 4.7194
1L____J 9.4388
11-114.1581
1-118.8775
1--123.5969
I B = 4.7194

Shape of stone
Pear
Oval
1Heart
1-1--- Square
1---- Round

SHAPE

,-----i

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

°'

JEWELRY
,-------,
115.96 I 1.8883
1L _ j 3.7766
11 5.6649
1-I 7.5532
1-1--I 9.4416
I B = 1.8883
122.02

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE

r--1

Factor

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

Shape of stone
SHAPE
,--------,
Pear
121.89 I 6.5566
1Oval
L _ _ _ J 13.1132
1Heart
119.6698
1-Square
1--126.2264
Round
1---132.7829
I B = 6.5566

1-

CONSTANT

-101.82

Pearson's R

= 1.000

Significance

=.

Pearson's R

Kendall's tau

= 1.000

Significance

=

Kendall's tau = 1.000

.0008

= 1.000

CONSTANT
Significance

=.

Significance = .0008

60,001 - 90,000 Baht

90,001 - 120,000 Baht

SUBFILE SUMMARY

SUBFILE SUMMARY

Averaged
Importance Utility

PRICE

n

5.48 11 -.2062
u -.4123
I -.6185
I -.8246
I -1.0308
I B = -.2062

I
I

-1
-1
-1

r---i
PERCEPT
118.47 I .2892
L__J
.5785
1 .8677
I 1.1569
1 1.4462
I B = .2892

STONE
/ 1.2092
1L _ _ J 2.4185
1--I 3.6277
1---I B = 1.2092
r---1

122.34

JEWELRY

116.15 I .2400
L__J
.4800
I .7200
I .9600
/ 1.2000
I B = .2400

I

1-

11-

1SHAPE

r---1

122.68

I .5323

L__J

1.0646

I 1.5969
I 2.1292
I 2.6615
I B = .5323

-2.6431
Pearson's R

= 1.000

Kendall's tau

= .976

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

111-1-1---

PRICE

11

S N,

fl1fi

STONE
1 2.7406
1L____J 5.4812
1--I 8.2219
1---90
I B = 2.7406
JEWELRY
,---,
116.26 1 1.1938
1L____J 2.3875
1I 3.5813
1-I 4.7750
1-I 5.9688
1--I B = 1.1938
SHAPE
1 1.5062
1L____J 3.0125
1I 4.5187
1-I 6.0250
1--/ 7.5312
1---I B = 1.5062
r------,

/22.22

-21.909

CONSTANT

= .0000
= .0012

Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

r - - - i PERCEPT Perception of customer toward shop
118.ll I 1.3156
1Negotiable price
L _ _ J 2.6312
1Genuine certificatio
/ 3.9469
1-Shop's reliability
I 5.2625
1--Product quality
I 6.5781
1--Variety of designs
I B = 1.3156

r------,

Shape of stone
Pear
Oval
Heart
Square
Round

Significance

111--

121.56

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

Significance

I
1-

MATERIAL
,-----,
/15.60 1 1.2062
1L____J 2.4125
1I 3.6187
1-I 4.8250
1-I 6.0312
1--I B = 1.2062

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol
Type of stone
Ruby
Pearl
Diamond

Factor

6.25 I I .6937
LJ 1.3875
I 2.0812
/ 2.7750
I 3.4687
I B = .6937

Perception of customer toward shop
I
Negotiable price
1Genuine certificatio
1Shop's reliability
1Product quality
1-Variety of designs

MATERIAL
,----,
114.89 I .1354
I
L__J
.2708
I
I .4062
I
I .5415
1I .6769
1I B = .1354

,----,

Averaged
Importance Utility

Factor

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol
Type of stone
Ruby
Pearl
Diamond
Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring
Shape of stone
Pear
Oval
Heart
Square
Round

CONSTANT

Pearson's R

= 1.000

Significance = .

Kendall's tau

= 1.000

Significance = .0008

>120,000 Baht
SUBFILE SUMMARY
Averaged
Importance Utility

Factor
Price
Below 40,000
40,001-80,000
80,001-120,000
120,001-160,000
Above 160,000

11

6.51 I I .9837
LJ 1.9673
2.9510
3.9347
I 4.9184
I B = .9837

,------,
PERCEPT
Perception of customer toward shop
1Negotiable price
117.37 I 2.3184
l _ _ _ J 4.6367
1Genuine certificatio
1-Shop's reliability
I 6.9551
I 9.2735
1-Product quality
1--Variety of designs
I 11.5918
I B = 2.3184
MATERIAL

r----i

116.33 I 2.0939
L _ _ j 4.1878
I 6.2816
I 8.3755
I 10.4694
I B = 2.0939

111-1-1---

Type of material
White gold 18K
Yellow gold 18K
Yellow gold 22K
Gold plated (yellow
Two-tone (yellow gol

STONE
Type of stone
,-------,
Ruby
120.87 1 5.4122
1L____J 10.8245
1--Pearl
1---- Diamond
I 16.2367
I B = 5.4122
JEWELRY
2.0857
1L _ _ j 4.1714
1I 6.2571
1-I 8.3429
1-I 10.4286
1--I B = 2.0857
r----i

116.27

I

Type of jewelty
Brooch
Bracelet&Bangle
Pendant&Necklace
Earring
Ring

SHAPE
Shape of stone
I 2.9429
Pear
1L___J
5.8857
Oval
1I 8.8286
Heart
1-I 11.7714
1--- Square
1---- Round
114.7143
I B = 2.9429
,------,

122.65

-43.441

CONSTANT

Pearson's R

= 1.000

Significance

=.

Kendall's tau

= 1.000

Significance

=

.0008

Appendix G: Jewelry Attribute Profile

History of Gem and Jewelry

Years ago, the world generally referred to two types of gemstones.
1. Precious

Diamond, corundum (ruby and sapphire), beryl (emerald) and sometimes opals and
pearls, are generally classed as precious stones.
2. Semiprecious
All other gemstones are usually classed as semiprecious.

Today, the gem market is roughly divided into two separate domains.
1. Diamonds
2. Colored stones
Even this distinction is arbitrary and misleading, since many diamonds are colored
and many "colored stones" are not. However, the same basic principles are involved in
grading gemstones of both types (http://www.tradeshop.com).
One major difference between the diamond and colored stone markets is that the
diamond market is largely controlled by one organization -- De Beers Consolidated
Mines. Through their near-monolithic control of diamond mining and distribution, this
company has done much to create a fairly stable market for diamonds, and relatively
small diamonds are readily available in a wide variety of qualities. In contrast, most
colored stones are mined with more primitive methods, by much smaller companies, and
supplies are much more variable. Many colored stones are much rarer than diamonds of
comparable size and quality and are often unavailable. A sizeable deposit of a stone may
be discovered and quickly distributed to the market, only to become scarce again in a
couple of years. Such uneven supply and less regulated distribution often contribute to
wide price variations (http://www.tradeshop.com).

A natural gemstone is a mineral, stone, or organic matter that can be cut and
polished or otherwise treated for use as jewelry or other ornament. A precious gemstone
has beauty, durability, and rarity, whereas a semiprecious gemstone has only one or two
of these qualities. A gem is a gemstone that has been cut and polished.
(http://www.gemkey.com)

How to Buy a Diamond:
Why You Need to Know About the 4Cs
4Cs - Color, Clarity, Cut and Carat Weight.

Many people are confused about how diamonds are priced. The best explanation is
that asking for the price of a diamond is like asking for the price of a house. A real estate
agent can't quote a price for a house without knowing its size, condition, location, etc.
This process is the same one used when buying a diamond. A diamond's beauty, rarity,
and price depend on the interplay of all the 4Cs.
The 4Cs are used throughout the world to classify the rarity of diamonds. Diamonds with
the combination of the highest 4C ratings are more rare and, consequently, more
expensive. No one C is more important than another in terms of beauty and it is important
to note that each of the 4Cs will not diminish in value over time.
Diamond professionals use these four factors to describe and classify diamonds. When
taken together, they help in evaluating the finished diamonds. That's why they are often
called value factors diamonds.

1. Color

Refers to the degree to which a diamond is colorless.

Many people think of diamonds as colorless. In reality, truly colorless diamonds are quite
rare. Most diamonds used in jewelry are nearly colorless with faint yellow or brown tints.
These diamonds fall in the normal color range. A diamond that is said to have 'fine color'
has little or no visible coloration. The less color, the higher the value.
GIA COLOR SCALE
C.olorles.s 1o

I CClC.OREr.s INEAAcou11ur.s lrmnruov1,j VEllYUCllTYEU.c:iw I

llGHl 'lf\10\V

In the D-Z color range, a D color diamond will always be more valuable than other
diamonds,

when

all

other

factors-clarity,

carat

weight,

and

cut-are

equal.

Diamonds outside the normal color range are called fancy-colors and come in about any

2

color. GIA introduced the GIA D-Z Color Grading Scale, a variety of other symbols were
loosely applied throughout the industry. Not only were A, B, and C used without clear
definition, but some dealers, taking a cue from the poultry business perhaps, started
grading their diamonds double A (AA).
So the creators of the GIA Color Scale wanted to start fresh. They wanted symbols
that would not have any association with earlier systems. Thus the GIA scale starts at the
letter D. There may be some people still clinging to other grading systems, but no other
system has the clarity and universal acceptance of the GIA scale.

Why does the GIA color grading system start at D? Before
Diamonds range in color from icy winter whites to warm summer whites. Diamonds are
graded on a color scale ranges from D (colorless) to Z.
Warmer colored diamonds (K-Z) are particularly desirable when set in yellow gold. Icy
winter whites (D-J) look stunning set in white gold or platinum.
Color differences are very subtle and it is very difficult to see the difference between, say,
an E and an F. Therefore, colors are graded under controlled lighting conditions and are
compared to a master set for accuracy.

2. Clarity

Refers to the presence of inclusions in a diamond.

Like color, clarity is a key factor in determining a diamond's value. Few things in nature
are absolutely perfect. This is as true of diamonds as anything else. Diamonds have
internal features, called inclusions, and surface irregularities, called blemishes. Together,
they're called clarity characteristics. A clarity grade is determined by the relative absence
of clarity characteristics.
Blemishes include scratches and nicks on a diamond's surface.
Inclusions are on the inside (some might break the surface of the stone, but they are still

considered inclusions).
Sometimes, tiny diamond or other mineral crystals are trapped inside a diamond
when it forms. Depending on where they're located, they might still be there after the
stone has been cut and polished.
Some clarity characteristics might have some negative influence on diamond value, but
they also have positive effects as well:

3

•

They help gemologists separate diamond from lab-created diamond simulants. It's
easier to tell the difference with included diamonds than with flawless ones.

•

Because no two diamonds have exactly the same inclusions, they can help identify
individual stones.

•

They provide scientists with valuable information about how diamonds form.

GIA Clarity Scale
(FL) FLAWLESS
Shows no inclusions or blemishes of any sort under 1OX magnification when observed by
an experienced grader.
(IF) INTERNALLY FLAWLESS
Has no inclusions when examined by an experienced grader using 1OX magnification, but
will have some minor blemishes.
(VVSl and VVS2) VERY VERY SLIGHTLY INCLUDED
Contains minute inclusions that are difficult even for experienced graders to see under
1OX magnification.
(VS 1 and VS2) VERY SLIGHTLY INCLUDED
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Contains minute inclusions such as small crystals, clouds, or feathers when observed with
effort under 1OX magnification.
(Sll and SI2) SLIGHTLY INCLUDED
Contains inclusions (clouds, included crystals, knots, cavities, and feathers) that are
noticeable to an experienced grader under 1OX magnification.
(Il, 12, I3) INCLUDED
Contains inclusions (possibly large feathers or large included crystals) that are obvious
under 1OX magnification and may affect transparency and brilliance.

Like the color scale, GIA's clarity grading system was developed because jewelers
were using terms that could be misinterpreted, such as "loupe clean," or "pique." Today,
even if you buy a diamond somewhere else in the world, the jeweler will most likely use
terms like VVS 1 or SI2, even if his or her language is French or Japanese instead of
English. Like the rest of the Four Cs, clarity's influence on value is directly related to the
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concept of rarity. Flawless diamonds are very rare-so rare, in fact, that it's possible to
spend a lifetime in the jewelry industry without ever seeing one.
At the other end of the scale are diamonds with inclusions that can easily be seen
by the unaided eye. Between the two extremes are diamonds with inclusions visible only
under 1OX magnification. Some are difficult to see even then; others relatively easy.
Stones in the middle range make up the bulk of the retail market.

3. Cut

Refers to the angles and proportions of a diamond.
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You may think of cut as the shape and style of a polished diamond. But when we
talk about Cut as a value factor, we're also talking about the proportions, symmetry and
polish (Quality of the facet surface condition) of a diamond, often called "make" in the
diamond trade. A diamond with a "good make" will speak to you. It's bright, fiery,
symmetrical, and sparkles with light.
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The three major parts of a polished diamond, top to bottom, are the crown, the girdle, and
the pavilion. Some polished diamonds have a very tiny flat facet at the bottom of the
pavilion, called the culet. The large flat facet on the top of a polished diamond is called
the table.

The distance from the bottom of the girdle to the culet is the pavilion depth. A pavilion
depth that's too shallow or too deep will allow light to escape from the side of the stone,
or leak out of the bottom. A well-cut diamond will direct more light through the crown.
Cutting a diamond to produce the maximum return of light depends on the
interrelationship between three critical proportions - table size, crown angle and pavilion
depth. These can be combined in many ways to yield equally bright round brilliant cut
diamonds.

Shape

Shapes other than the standard Round Brilliant Cut are called fancy shapes. Their names
are based on their shape outline. The best known is the heart, marquise, pear, emerald-cut,
oval, and square.
.....---- Glrcll11d iam11tar - - - - ,

r - Table slz.i ----,

Proportions

Proportion refers to the angles and relative measurements of a polished diamond.
More than any other feature, proportions determine a diamond's brilliance, fire and
scintillation. Studies have shown that table size, crown angle, and pavilion depth have a
dramatic effect on a diamond's appearance.
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Symmetry

A grading term for the exactness of shape and placement of facets. Variations in
symmetry include off-center culets and tables, poor facet alignment, misshapen facets,
out-of-round girdles, and wavy girdles.
4. Carat Weight
Refers to the weight of a diamond.

Off-center culet

Off-center table

Misshapen facets

Out-of-round girdle outline

Crown and pavilion misalignment

Wavy girdle

*

The last C has to do with the basic measuring unit of diamonds.
Carat Weight is how much your diamond weighs. Diamonds are weighed to a thousandth
(0.001) of a carat and then rounded to the nearest hundredth, or point. Over a carat,
diamond weights are usually expressed in carats and decimals. A 1.03 ct. stone, for
example, would be described as "one point oh three carats," or "one oh three." A diamond
that weighs 0.83 ct. is said to weigh "eighty-three points," or an "eighty-three pointer."
Some weights are considered "magic sizes" - half carat, three-quarter carat, carat.
Visually, there's little difference between a 0.99 ct. diamond and one that weighs a full
carat. But the price differences between the two can be significant.
The aspect of carat weight that surprises people is the relationship between rarity,
weight, and value. People know that a pound of sugar costs about twice as much as a half
pound of sugar. So it's not always easy to understand, or explain, why a 2.00-ct. diamond
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might be worth much more than twice the value of a 1.00-ct. diamond of similar clarity,
cut and color.
It's really a simple concept: Large diamonds are rarer than small diamonds. The
scarcer a diamond is, the greater its worth. So a larger stone doesn't just cost more. It also
costs more per carat.
Remember, as big a factor as carat weight may be, like the other three Cs, no one of them
is automatically more important than the others. They all have to be factored in together in
assessing the true value of a diamond.
Popular Diamond Weights
Metee (meh-loo) less than 0.15 ct

• lhe$e are ollen grouped
together or ~1 around
larger stones.

Fifth of a carat

0.20 CL

Quartet cara1

0.25

c;.1.

Third of a caral

0.33

ct~

Hall caral

0.50 Cl.

Throo·qua"cr caral

0. 75 ct.

Carat

1.00 et.

Diamond weights are stated in metric carats (The standard unit of weight used for
gemstones. One carat equals .200 grams (or 200 milligrams), usually abbreviated "ct.".
One metric carat is just over seven thousandths (0.007) of an ounce. One ounce contains
almost 142.00 carats. A small paper clip weighs about a carat.

The metric carat is divided into 100 points.( A point is the unit of weight equal to one
one-hundredth of a metric carat (0.01 ct))
A point is one hundredth of a carat. An easy way to remember this is to think of carats as
dollars, and points as pennies. They are even written the same way: The carat first, then a
decimal point, and then the points: $1.34 means one dollar and 34 cents, while 1.34-ct.
means one carat and 34 points.(©2002 Gemological Institute of America Inc.)
(http://www.gia.edu) and (http://www.adiamondisforever.com)

WHAT IS A GEMSTONE?

A gemstone is a collective term for all ornamental stones that possess the
following attributes:
l. Beauty

2. Rarity
8

3. Durability
4. Demand
5. Tradition
6. Portability
Gemstones have three basic origins:
1. Inorganic: minerals.
2. Organic: formed from living organisms.
3. Man-made: formed in a laboratory environment.

What is a mineral ?

A mineral can be defined as being of inorganic ongm with a definite chemical
composition, physical properties which are relatively constant and a crystalline structure.
In mineralogy, there are several thousand minerals listed but only about 100 have been cut
as gemstones with fewer than 50 having the necessary qualities to be truly classed as
"Gemstones".(http://www.geogemusa.com)

Traditional Gemstones

These are the ruby, the emerald and the blue sapphire. Because of their lasting
appeal and distinguished history, they are usually more valuable than other colored
gemstones. Generally, rubies and emeralds are priced higher than a sapphire of
comparable quality, due to rarity. (http://www.mondera.com)
S "JCE
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Diamond

The hardest, rarest, densest natural substance known to man, diamonds have been
a source of fascination (and misinformation) since 800 BC when they were first presented
to royalty in India. In those days the Indians believed that diamonds were created when
lightning struck rock and the sub-continent was the only producer of diamonds for an
astounding 2,500 years.
As bewitching as diamonds are they have produced more than their fair share of myths
over the centuries. They've been attributed with increasing potency, preventing lechery,
driving away nightmares, counteracting poison, warding off evil, protection from wild
beasts, healing sickness and (naturally) attracting good fortune.

Despite these fanciful ideas some of the amazingly real attributes of diamonds include:

9

their age - the first diamond deposits were brought to the surface of the earth
approximately 2.5 billion years ago while the most recent deposits are roughly 50 million
years old; their hardness - diamonds are so hard they can only be polished by other
diamonds; rarity - more than 250 tons of ore need to be blasted, crushed and processed to
yield one carat of rough diamond and of that rough, only 20% is suitable for gem cutting;
density - diamond is so dense that it actually slows down light to less than half its normal
speed - 80,000 miles per second; fluorescence - if you're in a nightclub and someone's
ears or fingers start to glow then diamonds are most likely the culprit, 30-40% of
diamonds glow blue when exposed to ultraviolet light and some will even glow green,
yellow, white or (extremely rare) red.
While Africa is known as the Diamond continent, it is actually in Australia that the largest
reserves are to be found - including the very rare and highly valued pink and red fancy
colored diamonds.
Diamonds weren't cut until the 14th century and it wasn't until 1725 that deposits were
discovered in Brazil and 1866 until South Africa's substantial storehouse was unearthed.
Diamonds are made of pure carbon atoms that exist deep in the ground, exposed to intense
heat and pressure over billions of years. Over time, this pressure builds up and forces the
diamonds and rocks up toward the surface in a volcanic-like explosion. The explosion
creates a very deep, wide hole called a "kimberlite pipe" into which most of the diamonds
settle. These "pipes" resemble gigantic carrots encrusted with diamonds. It can take years
to fully excavate an entire pipe.
S "J C E 9 9 ot
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Ruby

The earliest record for the mining of rubies goes back to more than 2,500 years
ago in Sri Lanka. Historically, many believe that mystical powers lie within this intensely
colored red gemstone. When inserted beneath the skin, the ancient Burmese believe that
the stone generates a mystical force, which protects the wearer from accidents and attack.
In the ancient world, many believed rubies to contain prophetic powers, enabling wearers

to predict their future based on the color changes of their gemstones.
The ancient Hindus enchanted by the color of rubies considered them to be "Ratnaraj"
The modem word ruby is derived from the ancient Latin term "Rubeus".Today, Burma is
the world's largest provider of high quality rubies. Many consider Burmese rubies from
the Mogok Valley to be the world's finest. Vietnam, Kenya, Tanzania and Sri Lanka are
some of the other providers of this truly enchanting gemstone. Thailand, with large

10

deposits near the Cambodian border, was previously the world's largest provider of rubies,
but due to environmental regulations, the mining of gemstones has been greatly reduced.
Rubies and sapphires are closely related, having corundum as their base mineral. The
difference in color occurs because of the different trace minerals contained within each
gemstone. Thai rubies tend to have a darker color and less intensity than Burmese rubies,
which are known for their high quality and high price range; however, very fine rubies
can be found in Thailand at very affordable prices. African rubies tend to have heavy
inclusions, but beautiful stones with fine clarity can be found, usually in the higher price
range.
Rubies come in many different shapes and sizes, providing great variety to
gemstone lovers. With hardness just below that of diamonds, rubies are one of the
toughest gemstones, and with no cleavage, breakage rarely occurs. This makes ruby
perfect for all kinds of jewelry including ruby rings, ruby necklaces and ruby earrings.
Another popular form of ruby jewelry is with the rarer yet equally magnificent star rubies.
Today online star rubies have helped increase the popularity of jewelry with rubies.
Microscopic inclusions, sometimes called "silk", are a normal characteristic of rubies.
However, heating tends to dissolve these inclusions. The existence of inclusions provides
traces to the rubies' origin and can be used to separate natural from synthetic stones. The
inclusions within these gemstones may also be evidence that a ruby has not been heattreated.Inclusions do not affect the value of the stone as long as the brilliance of the
gemstone is maintained and they are not visible to the naked eye. Intensity and uniformity
of the red color are the factors used to determine the price of rubies. Highly valued rubies
are those with intense medium red and uniformed color. Intense pink rubies can be highly
appraised as well, if they are clear and beautifully cut.
The evaluation of rubies should be done under different light settings. When
viewed under very strong light, rubies may show very intense color; however, when
viewed under normal lighting, the gemstone may appear less intense. Light is therefore a
very important factor in determining the true color of rubies. To help assess their
symmetry, rubies must be judged from their face up position and their overall beauty
should always be taken into consideration.

Blue sapphire

The island of Serendib (present day Sri Lanka) holds one of the earliest records for
the mining of sapphires. Ancient people believed that the power of wisdom is contained
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within this precious gemstone. They believed that when the wearer of a sapphire faces
challenging obstacles, the stone's power enables them to find the correct solution. The
modem word sapphire is derived from the ancient Latin term "Sapphirus". Sapphires
come in all spectrums of color, except for red. Often when people refer to sapphires, they
mean blue sapphires. Other color sapphires are referred to as fancy sapphires.
Australia and Africa are the world's largest suppliers of blue sapphires. Sri Lanka also
provides a large portion of the world's supply of blue sapphires. Gemstones from this
island are often called "Ceylon" sapphires, which was the name of the island before it was
changed to Sri Lanka. Pailin, Cambodia, is another source of exceptional blue sapphires.
Burma is also known for their top quality supply of this gemstone.
Similar to rubies, sapphires come in many different shapes and sizes, providing great
variety to gemstone lovers and ensuring the enduring popularity of sapphire jewelry. With
hardness just below that of diamonds, sapphires are one of the toughest gemstones, and
with no cleavage, breakage rarely occurs.
Intense medium dark blue is the most sought after color for blue sapphires.
However, very fine sapphires are extremely rare. Sri Lanka, Cambodia and Burma
produce very fine pure blue sapphires, although Cambodian sapphires are sometimes
slightly dark. Australian sapphires tend to have green overtones and concentric hexagonal
bands. Midnight blue sapphires have traditionally been looked down on but today
midnight blue sapphire jewelry is increasingly common - particularly for sapphire
earrings. Intensity, uniformity and purity of color are the most important considerations
when making a decision about the purchase of a blue sapphire. Fine blue sapphires should
not contain any overtones or secondary colors, for this will lessen the beauty of this
precious gemstone. As the overall beauty of the stone will depend on the cutting, this
characteristic must always be taken into consideration. Dark blue sapphires will appear
black under low light settings, while fine blue sapphires will maintain their color in any
light setting. Blue sapphire jewelry remains one of most sought after jewelry types with
rings, earrings, pendants and sapphire necklaces all making not only a beautiful addition
to any collection but also a fairly sound investment.

Emerald

So popular as a gemstone has Emerald been (and for so long) that one of the
standard gem stone cuts has even been named after the stone which looks its best when
cut in that way. The mining of Emeralds has been dated back to more than 3,000 years
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ago, during the time of the Ancient Egyptian Empire. Emerald bracelets, emerald earrings
and emerald rings have all been worn and sought after since ancient times.
The "green fire" was so mesmerizing and highly valued in the courts of Europe that the
Spanish Conquistadors went on a bloody campaign to find the location of the emerald
mines in South America. In 1557, the campaign finally ended with the discovery of the
spectacular Muzo and Chivor mines in present day Colombia - still the world's major
source.
Today Brazil and Zambia produce large quantities of fine emeralds; however, many still
consider Colombian emeralds to be of the highest quality. Very fine emeralds, though in
small quantity, are also produced in Pakistan and Zimbabwe. Emeralds of Zimbabwean
origin are sometimes called "Sandawana" emeralds, which refers to the region where the
gemstones are mined. Emeralds are made of the base mineral beryl, with minute traces of
chromium and vanadium giving this gemstone the "green fire". Colombian emeralds are
known for their vivid green color, while Brazilian emeralds are known for their variety of
color, ranging from light green to fine medium dark green.
It is quite rare to find emeralds of fine quality over one carat in size, for large emeralds

sometimes contain eye-visible inclusions, known as "jardin" or the "garden".
With hardness close to 8 on the Moh's scale, emeralds are quite durable. However,
ultrasonic and steam cleaning could damage the stone, causing fractures. Therefore, only
professional jewelers should clean emeralds.
Clarity and transparency are the most important characteristics when evaluating the value
of emeralds. When evaluating from a face up position, very fine quality emeralds should
enable the viewer to see the back facet. The brightness of the gemstone, which is
determined by the cutting and the number of inclusions, is also an important evaluation
factor. Intense medium green emeralds command the highest value. The purity of the
green color is crucial to the value and the beauty of the stone, with blue or yellow
overtones diminishing its value.

Pearl

The legends abound but one fact is undeniable, pearls are the oldest known gem,
and for centuries were considered the most valuable. The Romans were particularly
enamored of this gem of the sea and Rome's pearl craze reached its zenith during the first
century BC when upper class Roman women (the lower ranks were forbidden from
wearing them) wore their pearls to bed so they could be reminded of their wealth
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immediately upon awakening. The first known source of pearls was the Persian Gulf and
the ancients of the area believed that pearls were a symbol of the moon and had magical
powers. Indeed, the oldest known pearl jewelry is a necklace found in the sarcophagus of
a Persian princess who died in 520 BC.
Traditionally worn as strings, or set as pendants, today pearl rings are also popular
particularly with the rare and unusual black pearls. In 1919, the son of a Japanese noodle
maker perfected and patented a method of cultivating pearls and production of the gems
of the sea turned from a treasure hunt into an industry. A natural pearl (sometimes called
an Oriental pearl) forms when an irritant works its way into a particular species of
mollusk that is actually closer to a scallop than an oyster. As a defense mechanism, the
mollusk secretes a fluid to coat the irritant. Layer upon layer of this coating (known as
nacre) is deposited on the irritant until a lustrous pearl is formed.
A cultured pearl undergoes the same process. The only difference being that the irritant is
a surgically implanted mother-of-pearl bead or nuclei. The best nucleus comes from a
Mississippi mussel that only lives in that famed waterway. The core is, therefore, much
larger than in a natural pearl. As long as there are enough layers of nacre to result in a
beautiful, gem-quality pearl, the size of the nucleus is of little importance to beauty or
durability. Pearls have long been considered ideal wedding gifts because they symbolize
purity and innocence. In the Hindu religion, the presentation of an un-drilled pearl and its
piercing has formed part of the marriage ceremony. While in the western hemisphere
pearls are the recommended gift for couples celebrating their third and 30th wedding
anniversaries. Almost every pearl on the market these days is cultured. It's only at antique
auctions that you're likely to come across "naturals". Cultured pearls are still "real" pearls
they've simply had a helping hand from mankind. Fakes are usually made from ground
fish scales and can be easily detected with the simple tooth test. Gently scrape the pearls
along the ridges of your top teeth. If it glides easily, it's fake. If you feel a slight gritty
abrasiveness, it's most likely cultured or natural. Saltwater pearls are usually more
expensive than freshwater with Akoya Japanese pearls the most popular. South Sea pearls
are typically much larger than Akoyas, and if you're buying black then they probably
come from Tahiti. Freshwater pearls are available in a far wider color range than
saltwater, including purple, violet, orange, blue and gray. They are cheaper to produce as
each mollusk can yield up to 30 pearls per harvest! American freshwaters are allowed to
mature for much longer than all other cultured pearls (up to 5 years, compared to 1 year
for most others) resulting in a thicker nacre which gives American pearls an unusually
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high luster and orient (the iridescence from the light reflected from the inside of the
pearl). White-pink pearls with orient attain the highest prices but with the huge variety of
colors available today it's best to choose that which compliments your skin tone and hair
color. Be sure to check pearls under several different light sources, against a dark
background. Roll the pearls around to make sure that the luster is uniform throughout.
Minor blemishes may be buffed or washed away. Pearls are very porous and will soak up
just about any substance they come in contact with, especially perfume and cosmetics.

Buying Gemstones

Gemstones are purchased mainly for their richness of color or to signify a
particular birthstone. Over the centuries, some very colorful folklore has evolved from the
use of gemstones including supposed mystical and magical powers. Out of approximately
3,000 minerals found in the earths surface, only a small percentage qualify as gemstones
due to their beauty, durability, color and rarity.
Grading of Colored Gemstones

Like Diamonds, Colored Gemstones are also graded to determine their value. The overall
value is determined using a combination of Color, Clarity, Cut and Carat Weight.
Color - Color is expressed in terms of hue, tone and saturation. Gemstones possessing the

most desirable color are highly regarded and consequently command the highest prices.
Clarity - Clarity refers to the degree of inclusions in a Colored Gemstone. Although

many Colored Gemstones are found with inclusions, there are a number of gemstones,
including Topaz, Aquamarine and Citrine Quartz, which occur inclusion free. Inclusions
can also aid in the identification of Colored Gemstones and in determining their country
of origin. Generally speaking, unless you are contemplating buying an Emerald, always
try to buy a Colored Gemstone that does not have eye visible inclusions.
Cut - Unlike Diamonds, the cut of a Colored Gemstone is considered less important.

Unfortunately, in order to preserve weight and optimize color, many cutters choose to
sacrifice the cut and this leads to many "Native Cut" gemstones being recut to improve
their overall appearance and brilliance.
Carat Weight - The weight of a gemstone can be a major factor in determining price

especially in rarer gemstones.
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Interesting Gemstone Facts:
Hardness
The ability to resist scratching or abrasion when a pointed fragment from another mineral
is drawn across its surface with insufficient force to cause cleavage. The Moh's Hardness
scale is commonly used to measure the hardness of gemstones using ten minerals with a
pre-determined hardness. Gemstones with higher numbers have the ability to scratch
gemstones with a lower number.

On a scale of 1-10, diamonds are the hardest gemstones with a value of 10.
Smoky Quartz 7
Quartz 7
Peridot 6 112
Jade 6 1/2
Rhodolite 6
Opal 6
Moonstone 6
Lapis 5 112
Pearl 3
Metals
Gold 2 1/2
Silver 2 112
Platinum 4

Diamond 10
Ruby9
Sapphire 9
Topaz 8
Emerald 7 1/2
Gamet 7 1/2
Tourmaline 7 1/2
Iolite 7
Amethyst 7
Citrine 7
Ametrine 7
Agate 7
Onyx 7

What is My Birthstone?
Birthstones were created to protect the wearer from different ailments. Twelve of
the most popular Gemstones were assigned a month of the year.

Birthstone of the Month
January
February
March
April
May
June

Gamet
Amethyst
Aquamarine
Diamond
Emerald
Pearl

July
August
September
October
November
December

Ruby
Peri dot
Sapphire
Opal
Topaz
Turquoise
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The following general rules apply to all gemstones:
•

Vivid, saturated colors are more highly prized than subdued or grayed-out colors.

Deeper colors are more highly prized than lighter ones, unless the depth of color is so great
as to make the stone appear blackish. The best color for any gemstone should be obvious
from several feet or even several yards away. For example, a ruby should be intensely red
from across a room, and a blue sapphire should be obviously blue, not black. The exception
to the rule occurs when the extremes are desired -- truly colorless diamonds are valued
more highly than those with pale colors, and a truly black diamond would be worth more
than one that is merely dark gray.
•

Larger stones are more highly prized than small ones, although stones too large for use

in jewelry tend to have lower per carat prices.
•

Gems with fewer and smaller inclusions are more highly prized than those with more

numerous and larger inclusions, unless the inclusions contribute in a positive manner to the
appearance of the stone. For example, insect inclusions increase the value of amber. Fine
inclusions that cause star or cat's eye effects increase the value of stones such as corundum
or chrysoberyl. Quartz containing large included crystals of rutile or tourmaline is often
more valuable than quartz without.
•

More durable stones are generally more prized than those of lesser durability.

•

Rarer stones are more highly prized than more common varieties. However, ifthe stone

is so rare that it is essentially unknown to the general public, its value suffers and it is
relegated to the status of a "collector stone." are extremely rare, attractive, and durable, but
they are unlikely to command prices appropriate to their rarity, because there are fewer
persons aware of them and eager to buy them.
•

Well cut stones of good symmetry, attractive design, and fine polish are more prized

than poorly cut stones. Unfortunately, many higher priced stones, such as ruby and
emerald, are often poorly cut in order to maximize weight at the expense of appearance.
•

Stones of famous provenance are more prized than those lacking in personal history.

•

Pairs or suites of stones matched for color, clruity, and cut are more highly valued per

carat than single stones, especially if the stones are rare on an individual basis.
•

Stones that have been enhanced in color or clarity by artificial means are worth

considerably less than unaltered stones of the same appearance.
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•

Some gemstones are occasionally more in demand due to their use by well known

personalities or due to intensive marketing, such as the various television shopping
networks. Such increases in demand are faddish in nature and tend to be fairly short-lived.

Gold

Of all the world's precious metals, only gold combines the four basic characteristics that
make it a universally treasured possession.
Beauty - Gold's natural color can be further enhanced by alloying it with small amounts of

other metals, yielding a spectrum of exquisite, subtle shades. Metalsmiths are able to create
yellow, rose, green and white golds by adjusting the alloys. More copper results in a soft rose
color; additional silver creates green gold; and palladium produces white. A popular trend is
to combine two or more colors of gold in a single piece of jewelry.
Purity - It is estimated that only slightly more than 100,000 tons of gold have been taken

from the earth during all of recorded history. And although gold can be found in rivers, seas
and land in many parts of the earth, it is not easily extracted. Opening a mine is a timeconsuming and costly operation, and several tons of ore are required in order to produce just
one ounce of the precious metal.
Durability - Look no further than the nearest museum where gold jewelry, coms and

artifacts from ancient civilizations attest to the metal's enduring beauty and permanence.
Workability - Jewelers throughout the ages have preferred gold to all other metals for its

beauty and ease of workmanship. Gold can be melted, or shaped, to create any design. It can
be alloyed with a number of other metals to increase its strength and produce a variety of
colors and can be re-melted and used again to create new designs.
(http://www.jewelers.org/j a_consumer/goldbrochure.html)

How To Buy Karat Gold Jewelry

Look for the quality mark. Pure gold, or 24-karat, is generally considered too soft for
use in jewelry, so it is alloyed with other metals to increase its strength.
Color of gold
Yellow Gold
White Gold

Green Gold
Rose Gold

Metals
Gold, Copper, Silver
Gold, Platinum or
Palladium, Zinc, Copper
Gold, Silver, Copper, Zinc
Gold, Copper, Silver
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Karat Marks
European Markings
Percent Pure Gold

Eighteen-karat gold is

18

/ 24ths,

lOK 14K 18K 24K
417 585 750 999
41.7 58.5 75.0 99.9

or three-quarters pure gold. Jewelry of this fineness is marked

"18k" or "750," the European designation meaning 75 percent gold.
In the United States, 14-karat gold is used most commonly for jewelry. Fourteen-karat gold is
14
/ 24 ths,

or slightly more than one-half pure gold. Jewelry of this fineness is marked "14k" or

"585," the European designation meaning 58.5 percent gold.
Nothing less than 10-karat gold can be legally marked or sold as gold jewelry in the United
States. These pieces are marked "lOk" or "417," the European designation meaning 41.7
percent gold.
Look for trademarks accompanying the quality mark. When a piece of jewelry is stamped
with a quality mark, law requires that it be stamped with a hallmark or trademark as well.
Sometimes the jewelry is also marked with its country of origin. These designations are
designed to assure you that you are buying genuine gold jewelry of the karatage marked.
Gold comes in a variety of colors. Because gold is alloyed with other metals to increase its
strength, it can also be made in a variety of colors. For example, yellow gold is created by
alloying the metal with copper and silver; using copper only creates pink gold; white gold
contains platinum or palladium, zinc and copper; green gold contains silver, copper and zinc.
Jewelry can be plated with gold in a variety of ways, including mechanically plated,
electroplate, or any other means of plating gold to a base metal. Eventually, gold plating
wears away, but it depends on how often the item is worn and how thick the plating is.
Gold-filled, gold overlay, and rolled gold plate should be used to describe jewelry that has a
layer of at least lOK gold mechanically bonded to a base metal. If jewelry is gold-filled, gold
overlay, or rolled gold plate, the term or abbreviation should follow the karat quality of the
gold used (for example, 14K Gold Overlay or 12K RGP). If the layer of karat gold is less
than 1/20th of the total weight of the item, any marking must state the actual percentage of
gold, for instance, "1/40 14K Gold Overlay."
Gold electroplate describes jewelry that has a layer (at least .175 microns thick) of a

minimum of 10 karat gold deposited on a base metal by an electrolytic process. The terms
gold flashed or gold washed describe products that have an extremely thin electroplating of
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gold (less than .175 microns thick). This will wear away more quickly than gold plate, goldfilled, or gold electroplate.

Pricing is based on four factors:

1. Karatage, 2. Gram weight,3. Design,and 4. Craftsmanship
The karatage and gram weight tell you how much gold is in a piece, but other crucial factors
determining price are the piece's construction and design. A price based solely on gram
weight does not reflect the work that has gone into the piece. It's important to remember that
each piece of gold jewelry is unique and, if cared for properly, can last a lifetime.

Platinum

•

Platinum, like gold, has a long and distinguished history. Its use began in antiquity
and it has undergone a resurgence in popularity over the last 200 years.

•

Platinum didn't reach Europe until the 18th century, but then it caught on in a big
way. King Louis XVI elevated it by terming it "the metal of kings."

•

Nowadays, platinum is far more valuable than gold. Platinum's initial uses were
probably limited by its hardness and its very high melting point. The early forging
and casting techniques made it quite a difficult metal to work with.

•

Only about one-third of the platinum mined today is used in jewelry, where it
consistently commands higher prices than the purest gold. Because of its many uses,
almost all platinum mined and refined is immediately committed to use.

•

The appeal of platinum is in its appearance. Its white luster is unique.

•

It is also the strongest precious metal used in jewelry, and is almost twice as heavy as
14-karat gold. This weight is one of platinum's strongest selling points, because it
gives "heft" to fine jewelry, which people naturally equate with value.

•

In recent years platinum has rapidly grown in popularity. It's become the new choice
for many diamond engagement rings because its luster brings out the brilliance of
diamonds far better than gold.

•

Many fashion consultants agree that platinum (and white gold) is more compatible
with fairer skin tones.

•

The Japanese seem to be listening -- almost 85% of platinum jewelry produced every
year is purchased by Japanese consumers!
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•

Despite its growing popularity, platinum remains one of the world's rare metals.

•

The annual worldwide production of platinum amounts to some 160 tons, compared
to about 1,500 tons of gold.

•

It can be found in just a handful of regions of the world. The mining and refining
processes are both arduous and time-consuming.

•

For example, in order to extract a single ounce of platinum, about 10 tons of ore need
to be mined. After that, the refining process takes a full five months.

•

One final word about precious metals: Like gold, platinum is durable, sturdy and
dependable, making it an ideal setting for your precious diamond jewelry. However,
to get a lifetime of enjoyment from your jewelry, be sure to keep it clean and safe.
(http://www.mondera.com/)

Constituent of Platinum

Platinum is usually mixed with other similar metals, known as the platinum group metals:
iridium, palladium, ruthenium, rhodium, and osmium. The markings for platinum are based
on parts per thousand and are denoted Platinum, Plat., or Pt. For instance, 900 Platinum
means that 900 parts out of 1000 are pure platinum, or the item is 90% platinum and 10%
other metals.
Today, it is often alloyed with copper and titanium. It's the only precious metal used in fine
jewelry that is 90% to 95% pure, largely hypoallergenic, and tarnish-resistant.
•

Items that contain at least 950 parts per thousand pure platinum can be marked simply
"platinum".

•

Items that have at least 850 parts per thousand pure platinum can be marked with the
amount of pure platinum and the word "platinum" or an abbreviation, for example,
950 platinum, 900 Plat., or 850 Pt.

•

Items that contain less than 850 parts per thousand platinum, but have a total of 950
parts per thousand of platinum group metals (of which at least 500 parts are pure
platinum), should be marked with both the amount of pure platinum and the amount
of the other platinum group metals in the piece. For example, the marking 600 Plat.
350 Irid. means that the item has 600 parts per thousand (60%) platinum, and 350
parts per thousand (35%) iridium, totaling 950 parts per thousand of platinum groups
metals, and 50 parts per thousand (50% other metals).
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Major jewelry categories
Below are some major jewelry categories.

Ancient jewelry - Jewelry produced during centuries B.C. or early centuries A.D. items. It
also refers to North and South American jewelry of a pre-conquest era.

Antique jewelry - Jewelry produced before 1900 and using the older methods. Antique
jewelry pieces are primarily from the Georgian and Victorian styles. Some people define
antique jewelry as jewelry produced before 1830, at the beginning of the Industrial
Revolution.

Beads - Small pieces of material that are pierced for threading on string or wire. Beads could
be made of any materials, although common materials include glass, gemstones, and pearls.

Cabochon gemstones - A gem, bead, or stone cut in a convex form and highly polished.
This is a subcategory of gemstones.

Collectible jewelry - Jewelry pieces made in the early 20th century (Edwardian, Arts and
Crafts Movement, Art Nouveau, Art Deco, and Retro styles).

Costume jewelry - Any jewelry that does not use precious materials like karat gold, genuine
stones, or silver. Coco Chanel has been credited with coining the term "costume jewelry" for
the jewelry that she created to coordinate with her fashions or "costumes."

Diamond - A precious gemstone made of carbon, that is often colorless.
Ethnographic jewelry - Jewelry that is specific to a particular culture or ethnic group.
Fine jewelry - Jewelry that is made from precious metals and gemstones. Precious metals are
generally defined as gold, platinum, and silver.

Gemstones - Gemstones are minerals or petrified materials that are cut and polished, often to
be used as jewelry. Diamonds, alexandrite, tourmaline, and garnets are examples of
gemstones.
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Gold - The word "gold," used by itself, means all gold or 24 karat (24K) gold. Because 24K

gold is so soft, it's usually mixed with other metals to increase its hardness and durability.
Pearls - Natural or real pearls are made by oysters and other mollusks. Cultured pearls are

also made by mollusks, but with human intervention; that is, an irritant introduced into the
shell causes a pearl to grow.
Period jewelry - Jewelry less than 100 years old, that is no longer made, but can be

categorized by its specific style and quality of craftsmanship.
Platinum - A precious metal that is usually mixed with other similar metals, known as the

platinum group metals: iridium, palladium, ruthenium, rhodium, and osmium.
Silver or sterling silver - Describes a product that contains 92.5% silver.
Victorian jewelry - Jewelry from the reign of England's Queen Victoria, 1837-1901. Queen

Victoria influenced many styles of jewelry that are specific to her reign.
Vintage jewelry - Previously-owned jewelry that can be from any period oftime.

(http://www.ebay.com)
Why people collect jewelry

People collect jewelry for many reasons. Some people use jewelry as a status symbols.
Others use jewelry for utilitarian reasons, like cuff links or pins. However, most people
probably collect jewelry because they enjoy its beauty as a work of art. Jewelry reflects the
workmanship and the style of both the designer and owner.
Jewelry also has high sentimental value. People become nostalgic for a piece of jewelry that
looks like something their grandparents, parents, or favorite relative used to wear. Jewelry is
often closely associated with major life events. The famed engagement ring brings back
memories of the time when two people privately decide that they want to be together forever.
They then publicly announce their intentions and wear the symbols of devotion, their
wedding rings. When a loved one passes away, they often bequeath their jewelry to others,
and the jewelry serves as a token ofremembrance.
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As a collectible, jewelry can be a relatively pricey item. The jewelry collecting tradition has
not been around as long as doll collecting or glass collecting. For example, collecting
costume jewelry is a recent trend. The collecting of both high-end and low-end jewelry has
remained very active, keeping those collectible markets quite stable.
There is a current trend toward pieces made of karat gold and gemstones. There are always a
segment of buyers for karat gold and diamond, since these precious materials have their own
intrinsic value, regardless of what the piece of jewelry looks like. Another trend is the
appreciation of antique jewelry, especially Victorian jewelry. People are appreciating the
beauty, history, and workmanship of old jewelry. Ethnographic jewelry and jewelry from the
Arts & Crafts period have also become quite popular.
No matter what the collecting trends are, collect what you like, and buy the best of what you
can afford. (Warman's Jewelry by Christie Romero)

Buying Jewelry
What you should know about buying jewelry

Make sure that you are completely comfortable with the terminology being used.
When comparing prices, try to compare similar merchandise. It is unfair to any retailer if you
are trying to do price comparisons on products that are not of comparable quality. For
example, two diamonds may be of the same carat weight but if they differ in either color,
clarity or cut (their quality), there will a vast difference in the price. When buying finished
jewelry, always remember that mass manufactured items will always sell for less than custom
designed or hand-forged pieces. When manufacturing cast jewelry, the design and
manufacturing costs are spread over the total number of items produced. If you opt to have a
piece specially made, these costs are added into the price and will always result in a higher
pnce.
Even when dealing with either hand-forged or cast jewelry, price differences can still exist
due to the quality of manufacture. Casting, finishing and stone setting can vary dramatically
from manufacturer to manufacturer. Remember, a quality piece of jewelry will bring years of
enjoyment and will cost relatively little to maintain. A poorly manufactured piece of jewelry,
on the other hand, may cost less initially but over a period of time, can cost more if repairs
are constantly needed.
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Choosing a Ring Style
Buying a diamond or gemstone ring should be a delightful experience but it should also be an
informed decision. It's a process of making choices: the right choices. Just as you decide on a
dress or a suit according to your personal style, your figure and where it fits into your
wardrobe.

You

should

be

thinking

about

your

personal

sense

of

style.

Even before you look at ring styles, take a minute to think about the shape of your hand and
your fingers. Is your hand long or wide? Are your fingers rounded or thin? Do your fingers
taper or are they even in width? These elements will affect the way a
ring looks on your hand.

Consider your hand shape

The basic rule couldn't be simpler: width adds width, length adds length. So, if you want to
diminish the width of your hand, look at rings with an elongated design. Look for marquise
or oval cut solitaires that pull the eye along the length of the finger. A pear shape could work
too, if it's quite a slender pear, with a narrow rounded top, tapering to a point. Remember, not
all pears are the same! There are plump pear shapes and skinny ones, as well as those that
conform to the ideal proportions for this shape. But ideal for a gemstone is not necessarily
ideal for you. When you're buying a diamond or gemstone to wear, rather than as an
investment, a stone that doesn't fit the ideal proportions may be just perfect for your hand,
whether it is too wide or too narrow to meet that ideal. An emerald or rectangular cut may
also be a good choice, provided the stone has slender proportions.
Rings have three dimensions, however, so consider the height of the style as well as its width
and length. A layered setting, involving tiers of stones can be effective if the setting is
asymmetrical. The eye will follow the flow of the design and register length.
For the slender finger, look for the plump pear shape, or an oval or marquise stone set across
the width of the finger. You will also find the brilliant or round diamond to be a good choice,
especially if it is in a setting with an interesting shank that draws the eye across the finger.
The slender finger is a good showcase for a setting with height, one that places the stone
somewhat above the finger and draws the eye away from the finger itself.
The overall size of your hand should be taken into consideration as well as the shape of your
hand and fingers. Choose a design that is in proportion to your hand. A woman with a big
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hand can carry off a big, multi-level ring far better than a woman with a small hand.(Ettagale
Blauer) (http://www.mondera.com)

Setting
When you're shopping for a ring set with more than one stone, the setting becomes the
principal factor in determining the overall shape. Here, the choices are as varied as ring
designers. Whether you're choosing a diamond solitaire, a ring with a number of stones, or an
open-work lattice ring in which the diamonds flow along the lines of the setting, the way the
stones are held in the setting is an integral part of its design. Each setting technique creates a
look that is part of the overall style of the ring. You may like one ring rather than another
simply because of the setting technique used. Once you recognize these differences, you'll be
prepared to analyze each ring at a glance and make a choice based on those elements that
best please your taste.

Ring Setting
1. Prong setting

The prong setting, the one most often used to hold a solitaire. Prong setting puts the emphasis
on the stones and not the metal. The purpose of any setting is to hold the diamonds securely
in the mounting and at the same time allow light to enter the diamonds for maximum
brilliance. This is obviously a delicate balancing act. The more metal used to hold the
diamonds, the more secure they are; the less metal used, the greater the chance for the
diamond to reflect light. For this reason, platinum is often the metal of choice for diamond
solitaires. Because platinum is both dense and strong, very thin wires of it are sufficient to
hold the diamond securely in place. The diamond may be raised high up above the shank, to
give it a larger, more important appearance, with only a suggestion of metal showing. In such
a setting, the prongs are attached to the central setting of a ring, known as the head or basket.
Each prong extends upward and outward from the head, arching over the diamond to form a
secure grip. The ideal prong tapers to a rounded point. It should be smoothly finished,
diminishing any chance of the prong snagging the threads of your clothes. The prongs should
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also be placed at the key points of the stone, typically at four comers or at four, five or six
points evenly spaced around the stone, to offer security without interfering with the stone's
brilliance.

2. Channel setting

Channel setting is also used to set round diamonds. Channel setting offers a sleek, elegant
appearance, though the end result is a very different look. Setting round diamonds into
channels leaves small spaces closest to the metal bars of the channel. By choosing round
diamonds, the designer creates a clean line of stones, yet one with greater brilliance than is
possible with baguettes. This also offers a less restrained look, and may be more suitable
when a ring has a round center stone. Channel setting is also used when there is no center
stone at all. The placement of baguettes around an entire band is a beautiful choice for a
wedding band, one that goes well with a matching ring set with a diamond solitaire. Channel
setting protects the diamonds extremely well. None of the edges are exposed, and so they are
not subject to hard knocks or general wear and tear.

3.The Flat-top setting

Like the Gypsy setting, is used for rings. This setting has a band that grows broader at the top
so that a faceted stone can be inserted into the ring. The stone is held in place by metal chips
attached at the stone's girdle. The Flat-top setting tends to have a more modern/contemporary
look.
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How to buy earring
Earring

Earrings are a beauty basic that make you feel pulled together and "dressed," even when
accenting the most casual attire. Because of their close proximity to the face, earrings can
light up a woman's complexion, draw attention to her eyes or change the tone of an outfit
almost single-handedly. Although the design options are literally endless, there are several
core styles that are "workhorse pieces": the ones that take a woman from day to evening and
are appropriate for a variety of outfits and occasions.

1. Diamond or pearl studs
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Diamond stud earrings

Quietly elegant, these fashion basics can be worn with other jewelry--a strand of pearls,
diamond solitaire necklace, even a gold chain--or on their own. If you lean toward the
classic, look for round diamond studs of a quarter carat or more. Updated shape and style
variations include square princess cut diamonds, pearl studs with diamond accents or delicate
diamond flowers and stars.

2.Hoops

Diamond hoop earrings

Depending on hoop size and style, you can look sexy. Either way, today's hoops are
definitely more glam than ever and include bold gemstone accents, such as narrow gold wires
dotted with diamonds or white gold with diamond heart-shaped flat hoops that contour the
ear. Also, check out the new crop of reversible hug-style designs, which change from yellow
to white gold or platinum. Sometimes adorned with jewels or embellished with rich texture,
buggies, like all hoops, dress up or down.
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Bracelet

What could be prettier than a circle of diamonds shimmering on your wrist, catching the light
as you move your arm, or a slender curve of gold enhanced with rubies and sapphires, coiling
around your wrist, drawing attention to your hands and complementing your rings? The
bracelet is one of the most romantic and elegant pieces of jewelry. It sets off your wardrobe
and draws attention to details in your dress. It adds a flash of color and brilliance that catches
the eye in a never-ending display of metal and stones. Sometimes half hidden by the cuff of a
sleeve, the bracelet enchants with its ever-changing glint of gems and metal.
There are different types of bracelets as well as styles and materials. The term bracelet
usually refers to a flexible piece of jewelry, one that drapes softly around the wrist. A well
fitting bracelet should be loose enough to be comfortable and not put pressure on your wrist
yet snug enough so it does not slide too far down onto your hand.
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gold mesh bracelet

1. Bangle is a slender, rigid circlet that seems to float along the wrist as the wearer moves her

arm. Bangles are usually narrow and are often worn in pairs or trios. Some women like to
collect bangles and mass them together to form a glimmering entity that creates its own
music as they clink together. A bangle may be an endless circle or it may be hinged to make
it easier to put on.
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Necklace
Diamond solitaire necklace

Round Diamond Solitaire Necklace bezel-set in yellow gold.

The understated simplicity of the diamond solitaire necklace has made it a fashion classic. It
is truly the little black dress of jewelry, right for a variety of occasions from day to evening.
Depending on taste and budget, there is a wide range of styles available, including modem
bezel settings on delicate yellow or white gold chains.

Pendant
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Pendants can be elegant or casual depending how you wear them. Feminine styles prevail in
popular motifs - a heart, star, ring or simple cross can be dotted with tiny colored gems
dangling from beaded or link chains that are 18 inches or longer.

Pin & Brooches

Fashionable women often choose a special pin as the signature of their style and there's
certainly no shortage of designs to suit virtually every taste and every woman. And you
certainly don't have to be a diplomat or someone in the public eye to merit your own special
badge of distinction.
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Perhaps no other type of jewelry allows the broad scope of choice as does the pin or brooch.
Unlike rings, earrings and necklaces, size is not a factor when choosing pins. Petite women
can wear large pins without worrying about proportion.
There are pins to wear in daytime and for gala evening events. A glittering gemstone pin is
just right at night, sparkling on the bosom of a strapless evening gown. A pretty rose flower
brooch can highlight a daytime outfit, adding color and flair.

A flower pin can be a simple gold design, set with diamonds or colored gemstones at the

center, or perhaps with one diamond dew drop set on a leaf. Or, the entire pin can be created
from gemstones, fashioned into a glittering and colorful floral display, and one you don't
have to worry about being allergic to! The setting, made of platinum or gold, gracefully
curves around to emulate the look of real petals.

The flying creatures -butterflies and bees are two of the most beloved designs. With the

variety of butterflies found in nature, designers find endless inspiration.

St. Gabriel's Library, Ao31

