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ABSTRACT

This research study is aimed to study the behavior and attitude of the online
jewelry consumer. Moreover, it examined the acceptance in using the virtual store by
using the theoretical model, which consists of perceived trust, perceived service quality,
ease of use, compatibility and usefulness to determine the consumer's attitude towards
using virtual store, behavior intentions to use and actual use of virtual store. The
population of the study is jewelry manufacturer, wholesaler, retailer, importer, exporter,
and broker who visits the 28th International Bangkok Gems and Jewelry Fair at Impact,
Muang Thong Thani during 13th - 16th September, 2001. The findings reveal that the
online jewelry consumer does not accept using virtual store due from lack of trust from
the online supplier and have a negative attitude towards using online buying. Therefore,
the strategy in doing online jewelry business has to be set up.

In this study, the

researcher considers 9 strategies in doing online jewelry business, which includes (1)
ease of use (2) relationship marketing (3) create trust (4) value of Web Site (5) types of
payment (6) language used (7) information richness (8) pricing strategy (9) company
policy strategy. The goal of the strategy is to create high trust to the online jewelry
consumer and finally change their negative attitude towards using a virtual store to be a
positive one. In order to implement the strategy effectively, a prototype web application
model is to be set up. Moreover, the study also introduces some strategies to launch the
Web Site efficiently.
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I.

1.1

INTRODUCTION

The Problem and Its Background
Electronic commerce has become a significant global economic element in this

century (Clinton and Gore 1997).

Market, economical, societal, and technological

factors are creating a highly competitive business environment in which customers are
the focal point.

Furthermore, these factors can change quickly, sometimes in an

unpredictable manner (Knoke 1996). Therefore, companies need to react frequently and
quickly to both the problems and the opportunities resulting from this new business
environment (Drucker 1999). Because the pace of change and the degree of uncertainty
in tomorrow's competitive environment are expected to accelerate, organizations will be
operating under increasing pressures to produce more and faster, using fewer resources
and get more sales volume.
The field of EC is relatively new, as such: little statistical data or empirical
research is available. However, it is interesting to study that there are many kinds of
physical products, especially, those kinds of physical products in high value, which are
growing at a very low rate in each year. According to Lohse and Spiller (1998), the
products with relatively cheap value will be expected to sell more in the Internet.
Therefore, the researcher considers that it is very important and useful to study the
cause and effect of the online customer behaviors and their attitude towards high value
products.
In this scientific study, the product of "jewelry" is being selected to examine,
since jewelry is among the high investment products acceptable globally.
In a developing country like Thailand, Jewelry is another product, which is
described as the best expo1i in the Thailand exporter list. Gems and Jewelry industry in

1

Thailand has created an export value in increasing amounts from 1987 to 1998 (Figure
A.l). Jewelry brings a lot of income to Thailand each year and it is expected that the
volume will increase in the following year. There are many overseas businessmen who
come to deal with our Thai jewelry manufacturers every year. Therefore, Thailand will
be a center of jewelry trading among the world market. Thai workmanship can be
acceptable by the world market demand.

Though, Thailand has to import the raw

material of diamonds as a rough diamonds and all kinds of precious stones, however,
Thailand can make new cuttings and export those products to many countries around the
world such as Hong Kong, Korea, Belgium, Japan, U.S.A and European countries etc.
Apart from the rough diamond, Thailand has also a good reputation in jewelry
manufacture. Thai manufacturer always update their jewelry models and designs every
year to compete with the overseas competitor. They try to develop the jewelry designs
to meet the world fashion and world consumer. Nevertheless, there are some countries
that become competitors of Thailand. These countries include Hong Kong, Italy and
Germany. Therefore, Thai government pays interest in the gems and jewelry industry by
promoting Thai gems and jewelry products to the oversea market.

Moreover, they

encourage the quality jewelry manufacturer and entrepreneur to set up their own
strategy in order to compete in the world market.
The researcher considers that e-commerce can be a new and useful channel to the
Thai jewelry manufacturer and entrepreneur, since E-Commerce can be reached
globally. The result from this research study shall provide the strategic in doing online
jewelry business. It enables the marketer to know and understand the need, wants and
the behaviors from this group of consumers. This will also provide the web designer to
design and graphic a good web in order to reach a correct target market on the Internet.
Furthermore, the web owner can understand and predict their web added value to serve
2

the demand of this group of consumers. From the development of the results, it creates
the added value to the consumer side and the entrepreneur side. For the customer's
added value, perception of the highly value products's overall capacity can satisfy
his/her needs. For the entrepreneur's added value, the results of the finding can create
the product value, service value, image value, and personal value to their web.
Although, the online jewelry product is considered to grow at a very low rate in
each year, it is noticeable that there are increasingly numbers of the existing jewelry
web page from time to time. This evidence can prove that the marketer tries to play
their roles to satisfy the need and want of their online jewelry consumer. They shall be
good suppliers to serve the demand of their online consumer if they know the
customer's added value and understand their online consumer's behavior and attitude
towards jewelry product.

Therefore, the researcher believes that it will have great

benefits for both the entrepreneurs and the online shoppers if they can understand their
mutual benefits.

1.2

Objectives of the Study
The purposes of the study are:
(1)

To study online consumer's attitude and behavior towards jewelry products
(from the buyer's experience).

(2)

To recommend marketing strategy and set up a prototype application model
for an online jewelry business.

1.3

Scope of the Study
(1)

To study the attitude, behavior and critical success factors of online
jewelry consumer.

3

1.4

1.5

Deliverables
(1)

To create the strategies in doing online jewelry business on the Internet.

(2)

To set up a prototype web application model for an online jewelry business.

Limitation of the Study
This study limits itself to a population of offline jewelry consumer who has

experience using the Internet.

The group of the population is in the International

Bangkok Gems and Jewelry Fair 28th which is organized by Department of Export
Promotion Center at the Impact Muang Thong Thani on 13 -16, September, 2001. All
the visitors come from around the world. They include oversea jewelry manufacturer,
wholesaler, retailer, importer, exporter and broker. Therefore, the population in the fair
shall be represented to the world jewelry consumer.

However, the respondent will

screen themselves by only those who experience using the Internet. Therefore, the
researcher shall consider them as online jewelry consumer.

1.6

Methodology
The researcher distributes one set of questionnaires to all the oversea visitors in

the International Bangkok Gems and Jewelry Fair 28th at Impact Muang Thong Thani
from 13 -16 September, 2001, at 10.00 am - 5.00 pm. 600 sets of questionnaires shall
be distributed to the respondent out of 20,000 populations in the fair.
The questionnaire consists of one part. It contains 24 questions, concerning rating
the degree of the critical success factor of consumer acceptance using the jewelry virtual
stores, their behaviors and attitude towards online jewelry buying.

4

1.7

Analysis of Data

(1)

Classify the demographic and personal data.

(2)

Score the inventories of the questionnaires.

(3)

Interpret the questionnaire results according to manuals.

(4)

Use descriptive statistics to report the data.

(5)

Discuss the findings in relation to the objectives of the study.

5

II.

2.1

REVIEW OF RELATED LITERATURE

The Concept of Electronic Commerce
Electronic commerce is defined as

"a modem business methodology that

addresses the needs of organizations, merchant, and consumers to cut costs while
improving the quality of goods and services and increasing the speed of service
delivery" (Kalakota and Whinston 1996). It is a combination of telecommunications
technology, business process, and business strategies that facilitates the exchange of
information, products and services. As the focus of EC broadens, EC is no longer
limited to buying and selling over the telecommunications network. Today, it is
radically changing the way organizations operate and the way business is conducted.
The implementation of EC allows organizations to be more efficient in communicating
with their customers, business partners, and developing new products and markets
(Kalakota and Whinston 1996). Organizations achieve these advantages through a wide
range of EC applications. Development in the EC arena in recent years has resulted in
numerous EC applications.
applications:

Applegate et al. (1996) defined three types of EC

business-to-customer, business-to-business,

and interorganizational.

Kalakota and Whinston (1996) have a similar categorization for EC applications. They
stated that the board categories for EC applications are:
(1)

Business-to-customer transactions such as online banking and online
shopping.

(2)

Business-to-business transactions such as electronic data interchange (EDI).

(3)

Transactions that involve information processing such as point of sales
(POS) information for marketing research and supply chain management
(SCM).

6

(4)

Transactions that involve information distribution to potential customers and
partners.

Today, more and more EC applications have emerged. Some experts claim that a
new type of EC application, customer-to-customer, may be the next wave in EC
(OpenSite Technologies 1998). The success of Ebay.com, one of the originators of the
online auction concept, manifested the potential of this type of marketplace transaction
on the World Wide Web (WWW).

A number of other companies including

Amazon.com have subsequently followed this trend and opened their auction site to
explore new opportunities and markets.
Although it is extremely tempting to study all these exciting dimensions of EC,
this research focuses on the business-to-customer aspect of EC. The advantage of using
the Internet for business-to-customer transactions is clear. The openness of the Internet
is creating opportunities for virtually all companies ranging from small start-ups to
Fortune 100 companies. It is widely utilized to establish general market, as well as
niche, solutions by these organizations (Terdoslavich 1997).

In achieving these

objectives, business uses the Internet as a communication, transaction or distribution
channel (De Ville 1995; Anderson and Choobineh 1996). The most popular usage of the
Internet is as a communication channel.

Due to its broad reach, vast amounts of

commercial or noncommercial information are distributed around the world everyday at
a relatively low cost. Some of the most interesting activities on the Internet involve
simultaneous two-way communication (i.e. chat, shopping cart application).

The

second most popular practice is to treat the Internet as a transaction channel to facilitate
sales activities between buyers and sellers.

Being free from geographic and time

constraints, sellers and buyers can carry out business transactions via the Internet
regardless of physical distances and time differences. The least tapped function of the
7

Internet is as a distribution channel. To qualify as a distribution channel, the Internet
must accommodate the physical exchange of products and services. Currently,
information goods, such as computer software, music, or reports, can be physically
transferred through the Internet.

Because of its attractive features, the pressure to

develop a corporate presence on the Internet is intense.
A virtual store, simply stated, is "a storefront in cyberspace, a place where
customers can shop from their home computers and where merchants can offer
merchandise and services for a fraction of the overhead required in a physical
storefront" (Yesil 1997). It allows companies to offer direct sales to their customers
through an electronic channel (Hoffman et al. 1996). The emergence of virtual stores
on the Internet has great impact on both the Internet and business communities.
Although still a relatively small portion of the total sales, the growth of E-commerce on
the Internet has been rapid (Schiesel 1997). One of the most important driving forces of
such rapid growth is the existence of virtual stores on the Internet, which link buyers
and sellers together regardless of the time and geographic differences. By establishing a
presence on the Internet, a company instantly becomes an international company
operating 24 hours a day, 7 days a week. Virtual stores are at the frontier of businessto-custorner transactions in EC, and they are the focus of this research.

2.2

The Internet and Opportunities for Businesses
The last few years have witnessed the phenomenal growth of the Internet, the

world's largest collection of decentralized networks. The rate of the Internet's growth
has been and continues to be exponential. As of January 2000, there are 10,008,475
corn, org, net and edu domains registered worldwide (Zook 2000). The number of
Internet users has also been growing at tremendous speed. The latest number from
Global Research (2000) indicate that there are 148.5 millions of English speaking online
8

users and 128 millions of non-English speaking users. While the United States still
maintains the highest rate of Internet deployment, the fastest growth in the use of the
Internet is international.

For example, in Singapore, the number of Internet users

increased from 52,000 in 1995 to 150,000 in 1997, and it is estimated that the figure
will reach one million by the end of the decade (Teo et al. 1998). Originally designed to
be a global research network, the Internet has changed into a global general-purpose
network today. Its popularity is one of the most important driving forces of the recent
revolution in personal computer technology. The Internet has quickly diffused into
people's daily lives. Today, millions of people connect the Internet to get the latest
news around the world, communicate with others, search for information, be
entertained, and purchase goods. Businesses have realized the great potential of the
Internet. The recent advancements in computing technology, reductions in price for
computer equipment, and availability of the Internet to both businesses and customers,
are giving rise to new business opportunities through the Internet. A survey in 1997
shows that businesses doubled their usage of the Internet during the last year and
approximately forty percent of the business owners admitted that the Internet has
changed the way they do business (1997).

Electronic Commerce is delivering its

advantages over the traditional commercial approaches with the help of the Internet, and
more and more businesses are taking advantages of it.
The Internet has expanded to become the largest global commercial network
today.

It is ideal for the rapid changing business environment due to its unique

characteristics. Business value the Internet as a great complement to their traditional
marketing strategy for the following compelling reasons:

9

Reaching Tremendous Numbers of Consumers
The Internet is the largest computer network in the world, and it is used to make
information available on request to anyone on the network with a browser. According
to Global Research (2000), as of February 2000, there are a total of 176.5 million
Internet users worldwide, and the Internet is adding about 1.5 million new subscribers
every month (De Ville 1995). By the year 2001, it is expected that there will be 112
million host computers connected to the Internet, implying a user base of more than 300
million (McClelland 1997).

Such a large and fast growing marketplace is too

significant for any business to ignore. A study conducted in 1996 showed that 68% of
Web users were male, with an average age of 33, whose median household income was
us$ 59,000 (Pitkow and Kehoe 1996). This indicated a dramatic growth of the female
population in Web users compared with the previous year. As previous studies found,
the ratio of the number of female shoppers to the number of male shoppers in shopping
centers is 2: 1 (Dholakia et al. 1995), the growth of the number of female Web users
makes the Internet an even more ideal medium to reach consumers.
Overcoming Geographic and Time Obstacles
The Internet electronically connects over 135 countries and makes information
accessible at anytime from anywhere in the world (De Ville 1995; Anderson and
Choobineh 1996; Corbitt 1996). The international segment of the Internet is the fastest
growing portion of the network in terms of the number of new segments being added
(Kozel 1992).

With satellites coming into play, the Internet will soon be widely

available to many people in rural areas and developing countries (Herther 1997). The
Internet's global reach has provided opportunities that businesses have never even
dreamed of: transactions around the world can occur 24 hours a day, 365 days a year
(Yorgey 1997).
10

19~5
Low Cost
Unlike a lot of other information technology, the Internet incurs relatively low
establishment and maintenance costs for businesses. In the last few years, advanced
technologies allowed the converging of low-cost processing power, digital compression
technology, and increasingly high-speed communication links. Such technologies make
Internet access widely available at a low cost for both businesses and their customers.
Businesses are able to send literally millions of e-mails for less than the cost of a letter.
And at the same time, business sectors using the Internet for marketing purposes claim
that the response rate to Internet advertisements is quite reasonable for any marketing
media (Hall 1995).

Compared with other media, the variable cost of distributing

information is very low on the Internet (Gogan 1996).
Flexibility
Business has much greater control over what information is displayed on the
Internet than in any other medium. They are enjoying the flexibility of this digital
medium by modifying existing information and delivering new information at will with
little cost (Corbitt 1996). The Internet's flexibility is also reflected in the mode of
access. It provides a way to distribute data to a large number of users in a low cost and
platform independent environment. The Web was built on standards, including TCP/IP
for communications, HTTP for application navigation, and HTML for display. These
standards are supported by almost every major client/server computing environment
(Howie 1998). One can connect to the Internet from almost anywhere with the help of a
modem. Such flexibility significantly reduces the need for converting software.

11

Interactivity
Most of the traditional marketing channels (e.g. TV, radio and newspaper)
facilitate one-way communication. The Internet provides a two-way communication
solution that allows consumers and businesses to interact with each other in real time
(Alba et al. 1997). For example, a company can collect customer information while the
customer is making a purchase, and this information can be instantly used to make
suggestions for the next future purchase. Interactivity tends to increase consumers'
attention span; therefore, it is essential that organizations attend to their audience's
needs and respond to what they want to know and not what you want to tell them in a
timely manner (Hoke et al. 1997).

With the help of newly developed scripting

languages (e.g. JavaScript and VB Script), new HTML development (e.g. Dynamic
HTML, XML), and programming languages (e.g. Java and CGI), more and more
interactive online applications are emerging on the Internet everyday. Marketers can
immediately determine customers' preference through interactions and target customers
with the right products and advertisements (Gogan 1996).

2.3

What Is a Virtual Store?
A virtual store, simply stated, is "a storefront in cyberspace, a place where

customers can shop from their home computers and where merchants can offer
merchandise and services for a fraction of the overhead required in a physical
storefront" (Yesit 1997). It allows companies to offer direct sales to their customers
through an electronic channel (Hoffman et al. 1996). Most of the time, they conduct
their business using the Internet. They are highly integrated because they are the center
of the linkages between supplier and customer value chains. Highly integrated virtual
stores not only serve as retail outlets, but also add value to the product and services they
provide. They often provide detailed information about the good, a large selection of
12

similar good from different manufacturers for comparison, purchase suggestions to
consumers, etc.; therefore, more and more consumers and manufacturers are embracing
this new method of trading. With the rapid advancement of Web technology, especially
the wide deployment of system with secured and reliable ordering capability, virtual
stores that are directly involved in the selling of products and services are among the
fastest growing companies.

Besides competing with traditional retail stores, the

competition among virtual stores are also increasing. Many successful virtual stores are
facing fierce competition from an increasing number of copycats (1997). Therefore,
careful planning needs to be carried out in order for the virtual stores analyze their
critical success factors (CSFs) and develop long-term strategies.

2.4

Critical Success Factors for Virtual Stores
Critical success factors are the areas where things must go right for the business to

flourish (Digman 1990). For any business, there are a limited number of areas in which
satisfactory results ensure successful competitive performance, and those areas are
called CSFs. Leidecker and Bruno (1984) proposed several techniques for identifying
CSFs. They include environment scanning, industry structure analysis, opinions of
experts in the industry, analysis of competitors, analysis of the industry's dominant
firm, a specific assessment of the company, intuitive judgment or "feel" of insiders, and
profit impact of market strategy (PIMS) data. Among these techniques, analysis of
industry structure focuses on identifying the industry wide CSFs by analyzing the
interrelationships between industry components. Critical success analysis is often used
in MIS for planning and requirement analysis. The process includes eliciting the factors
that are critical to success in performance from the utilizing systems (Boynton and
Zmud 1984; Davis and Olson 1985).

In their study, Poon and Swatman (1998)

identified value-chain adoption as one of the determinants of perceived benefits for a
13

company to adopt the Internet. They found that the customer and supplier adoption of
the Internet greatly affect a small business' Internet adoption. Therefore, the search for
the CSFs for virtual stores can staii with understanding their primary utilizing
systems-consumers and suppliers. The following sections discuss the consumers' and
suppliers' incentives for using virtual stores.

2.5

Consumers' Incentives for Using Virtual Stores
A number of researchers have looked at e-commerce success from the consumer

perspective (e.g. Jarvenpaa and Todd 1997; Strader and Hendrickson 1998; Sukpanich
and Chen 1999). Among them, Strader and Hendrickson (1998) proposed the AbilityMotivation-Opportunity framework for analyzing and predicting the success of
electronic markets. The results of their study are decision tree shown in Figure 2.1.

14

Do consumers have the opportunity
to participate in electronic markets?
(e.g. Internet access, time, etc.)

Do consumers have the ability
to participate in electronic markets?
(e.g. computer literate,
Broker needed, etc.)

Are consumers motivated to
use a particular e-market?
(e.g. lower price and other cost,
Convenience, etc.)

-------i..,...
No

No

1--------i~•

No
1_ _ _ ___,..,.
..

Electronic Market Failure

Electronic Market Failure

Electronic Market Failure

Yes
1- - - - _ _ , . . ,...

Electronic Market Success

Figure 2.1. Decision Tree for Predicting Electronic Market Success/Failure
(Adapted from Strader and Hendrickson (1998)).

Both consumer opportunity and ability to participate in electronic markets are
necessary, but insufficient, conditions for e-market success. As the Internet becomes
more and more commonplace, these two conditions are more easily fulfilled. Consumer
motivation becomes the primary concern of managers using an on-line sales channel for
their products and services; therefore, analyzing consumer incentives to participate in emarket provides valuable insights to determining the CSFs for virtual store. The most
common incentives for consumers to shop in virtual stores are found to be convenience,
price, and higher level of product integration, neutrality, interactivity, and ability to
provide information on demand.

The following sections examine these consumer

incentives in further detail.
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Convenience: Convenience is often found to be a major incentive for home shopping

(Alba et al. 1997). Virtual stores allow consumers to shop using personal computers
from their home and deliver the goods to their doors. This means of shopping lets
consumers accomplish their purchasing needs without sacrificing the comfort and
security of their own home. However, this incentive can be easily matched by other
home shopping approaches such as mail order and television home shopping networks.
Large Product Selection: Virtual stores are often successful in offering large product

selection to consumer (Jarvenpaa and Todd 1997).

For instance, virtual bookstore

Amazon.com offers more than 2.5 million book titles, which is more than any of its
physical counterparts can. One of the main reasons why people tum to the Internet is
that they are not able to find the particular products elsewhere (Janal 1997). Since there
is virtually no space limitation, virtual stores are able to carry almost as many products
as they can. Powered by Web searching engines and product databases, virtual stores
enable customers to find the products they want with great ease. No matter how large
the product selection is, a customer can search the product databases by different criteria
(e.g. specification and price) to obtain a manageable number of results to choose from.
Greater Bargains: Virtual stores collect orders from customers' worldwide and are

able to negotiate favorable prices for the products from the suppliers due to the large
volume. A virtual store has minimal overhead cost. It greatly reduces its overhead by
eliminating the need for physical locations. All these cost savings translate into great
bargains for consumers. Therefore, virtual stores are often able to offer discounted
prices that their competitors cannot match.
Higher Product Integration: Higher product integration can be achieved by shopping

at virtual stores. While a customer is shopping for a dress, at the same time, the virtual
store can introduce to the customer accessories that match the dress. If many suppliers
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support a virtual store, it can even offer integration of the products from multiple
suppliers based on customers' preferences. Originally, this kind of product integration
could only be achieved by shopping in multiple stores or at different counters in a
department store. But now, this can be done with just a few mouse clicks. Coupled
with large product selection, very high product integration can be accomplished by a
virtual store to satisfy its customer needs.
Neutrality:

suppliers.

A virtual store functions as an intermediary between customers and
While the products sold at a virtual store are supplied by multiple

manufacturers, customers cannot only enjoy a large selection of goods, but unbiased
recommendations as well (Janal 1997). This is especially true, for example, when
purchasing an airline ticket online. A virtual travel agent lists the prices and itineraries
from a number of competing airlines for the customer to choose from. Also, during
online purchasing, there is no pressure for buying which is often encountered during in
store shopping.
Interactivity: Most of the homes shopping approaches are considered to be in the

mode of one-way communication. Virtual stores facilitate two-way communication
between the customers and the stores.

Customers have the control over what

information to display, and the stores have the ability to provide the information on
demand (Peterson et al. 1997).

A popular book recommendation application from

amazon.com asks readers to input their ratings on a number of books to determine their
reading preference, and then based on the information, it recommends to the readers the
books that they are likely to buy. Such a high degree of interactivity is extremely
difficult to achieve using alternative home shopping methods.
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2.6

Suppliers' Incentives for Using Virtual Stores
Virtual stores are not the physical suppliers of the products they offer. Their main

function is to provide consumers with information of the products in order to lead to
sales. However, incentives must be present for the physical suppliers to participate. As
a value-added component in the retail value chain, a virtual store provides suppliers
with some incentives other than just having another retailing outlet. The most common
incentives for suppliers to participate are reaching more customers, lowering marketing
costs, efficiently utilizing customer information, outsourcing customer services, and
higher product integration. The following sections examine these incentives in further
details.

Reach More Customers: The rapid growth of the electronic marketplace discussed
previously attracts manufacturers to look for new storefronts on the Internet to reach
more customers and sell more products. Virtual stores are their natural choices because
of the stores' extensive experience in electronic commerce. Virtual stores are equipped
with sophisticated databases, efficient searching engines, and secured electronic
payment technology necessary for reliable and secured transactions on the Internet.
Their established presence and name on the Internet ensure a frequent stream of
consumers. Therefore, virtual stores are ideal for suppliers who are seeking retailers for
their products on the Internet.

Lowering Marketing Cost: Making costs can become substantially lower for suppliers
while using the Internet as a marketing tool.

Many small manufacturers lack the

financial means and experience for marketing their products, so selling through virtual
stores makes great sense for them. In order to display their products at a national or
even regional retailing store, manufacturers have to go through extensive formality.
Virtual stores are often less strict and faster on displaying products simply because they
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do not have space limitations. Therefore, it is much easier to get their products sold in
virtual stores than by the traditional retailers.

Efficiently Utilizing Customer Information: The best time to send prospects a new
offer is right after they have paid for the last order. However, traditional ordering
systems are proven to be inefficient in utilizing customer information (White 1997).
Virtual stores offer an interactive shopping experience to customers by making another
product offer based on the last purchase. In some cases, the customer information is
used in real time to increase sales for the stores and the suppliers. With the virtual stores
centralizing the matching between customers and products, the utilization of customer
information can be done far more efficiently than the traditional methods.

Outsourcing Customer Services: Suppliers can not only use virtual stores as their
storefronts, but outsource their customer services to the virtual stores as well. This is
especially beneficial to small manufacturers who do not have the resource to provide
their customer sufficient services. As service providers, virtual stores centralize the
customer services for al the suppliers.

The suppliers can let the trained service

professionals at the virtual stores answer customer questions and process complaints.
Hence improved customer services are achieved without incurring a lot of costs to the
suppliers, and good customer services are the best way to retain customers.

Higher Product Integration: With a large amount of supplier and customer
information at hand, virtual stores are able to strategically integrate their products to
make innovative and attractive promotions to customers. By participating in online
trading, suppliers often increase the chances of their products being bought by
customers while buying other products.
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2.7

Analyzing Critical Success Factors (CSF) for Virtual Stores
Critical success factors refer to the areas that must be done well for the

organization to prosper. From the consumers' and suppliers' incentives to participate
which are discussed above and previous research, the researcher suggests the following
possible CSFs: product offerings, information richness, usability of storefront,
perceived service quality, and perceived trust. These 5 potential CSF are the ones
constantly appearing in literature on online shopping and virtual stores.
Product Offerings
Consumers' product perceptions are found to be the primary determinant of
shopping in a particular retailer (Darden and Lusch 1983). In order to differentiate
themselves from the traditional retailers, virtual stores must fully utilize their
technology to make unique product offerings that no physical counterparts can match.
They can focus on offering vast selection, discount price, and products suitable for
marketing on the Web. Product variety is often an influential factor in retail store
patronage (Woodside and Trappey, 1992; Arnold et al. 1996).

By offering a vast

selection of goods, virtual stores are able to differentiate themselves from the traditional
retailers. Most of the time, retailers only offer what they have in stock. Virtual stores,
on the other hand, often serve primarily as a showroom, with actual orders fulfilled by
centralized warehouses or suppliers.

The common practice of a virtual store is to

warehouse 20% of all products that are most frequently ordered to ensure rapid delivery.
The other 80% of the products are only ordered from suppliers when a customer places
an order. By using this 80/20 rule, a virtual store not only reduces its inventory costs,
but also guarantees an acceptable order fulfillment cycle. The primary "inventory" of a
virtual store is its comprehensive product information. The reduced computer storage
cost and the expanding storage capability have provided virtual stores almost limitless
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store space. The Web has witnessed the rapid emergence of superstores. For instance,
Amazon.com offers 2.2 million book titles; The Internet Shopping network sells 27 ,000
different computer hardware and software items; and CDNow offers 112,000 different
musical CD titles (Jarvenpaa and Todd 1997). Besides these highly specialized stores,
there are an impressive number of megastores. NetMarket, for example, claimed that
they can satisfy about 20% of a typical family's retail needs, and it projected that a
family could do 95% of shopping at the online store in three years time (Economist
1997).

Moreover, one study showed that a large percentage of people tum to the

Internet to look for products that they cannot find from anywhere else (Machlis 1999).
As a result, consumers may expect virtual stores to offer a wider product variety than
traditional retailers; hence greater product variety is a factor that influences consumer
use of a virtual store. Price has always been one of the salient, performative attributes
that determine consumer store choice (Blakney and Sekely 1994; Arnold, et al. 1996).
Consumers are price sensitive. A survey found that 80% of the consumers were not
willing to pay more than $1 premium for products and services in exchange for the
convenience of shopping on the Web (Rigdon 1995). Jarvenpaa and Todd (1997) found
that many consumers expected lower prices due to the lower setup costs, lower cost per
customer contact, and lower maintenance cost of virtual stores. They provided three
pricing strategies for virtual stores based on this observation.

The three pricing

strategies are (1) offer discounts, except for unique or hard-to-find products or services;
(2) offer value-added services to justify prices; and (3) focus on products that have a
cost advantage over electronic channels due to lower distribution and delivery costs.
Virtual stores often claim to provide greater convenience and product selections to
consumers; nevertheless, price will still remain a major factor in consumer store choice.

21

The right kinds of products offered by a virtual store can create cost advantages
and attract customers. Cole et al. (1998) compared six different products in terms of
their suitability to be sold on the Web. Among the six products, books, airline tickets
and CDs are found to be more advantageous to be sold on the Web, whereas perfume,
cars and wine are less appealing as candidates for Web commerce. Experts say that
most online purchases will retain durable, standardized items requiring little customer
service, for example, books and musical CDs (Scansaroli and Eng 1997).

Papaws

(1998) proposed a "Seven C" analysis to evaluate the likelihood of various types of
products being successfully sold over the Internet. The seven "Cs" include community,
customer cost savings, consumer choice, need for customization, product consistency,
potential convergence, and rate of change.

Virtual stores can pe1form the seven C

analysis to determine the suitability of their products and services to be sold on the Web
and make adjustments to their product offerings accordingly.

For example, digital

information has a number of compelling properties to be marketed on the Web. They
are nondepletable, infinitely customizable, and have zero distribution cost (Gogan
1997). Information products, such as custom textbooks, individual news services and
financial instruments have greater opportunities to succeed in Web commerce.
Information Richness
The importance of information relevant to the product being sold was realized
much earlier than the emergence of virtual stores. Glazer (1991) commented that the
"informational or knowledge component is becoming an increasingly large part of the
'product' or offering itself'. It is suspected that information richness plays a crucial
role in shaping up consumers' decision to purchase from a virtual store. The most
influential factors of information richness in the context of virtual stores appear to be
the richness of product information and the extent of product comparison.
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According to the Information Richness Theory (IRT) (Daft and Lengel 1986),
information richness is defined as "the ability of information to change understanding
within a time interval".

Information that enables its user to clarify ambiguity and

enhance understanding of issues in a timely manner is considered rich. IRT has been
used as a predictive theory to understand users' communication media choices. The
theory posits that users would choose media higher in richness for those tasks with
higher equivocality or ambiguity. IRT leads the author to suspect the linkage between
the information richness and consumers' choice of retail media.
Consumers make inferences about the product or services based on the
information provided by retailers. The quality and usefulness of the information is
determined by the degree to which consumers can use the information to predict their
satisfaction with the product prior to the actual purchase (Bronliarczyk and Alba 1994).
As the result, the richness of the information dictates consumers' purchase decision to
some extent.

Virtual stores can employ multilevel hype1text product information

including text, graphic, and animation, audio or even video; therefore, they are superior
to traditional retail stores in some ways. First, it can store a large quantity of product
information. Second, the information on the Web can be easily updated hence it is often
current. Third, the direct and uninterrupted interactions between customers and virtual
stores are possible (Press 1994). Alba et al. (1997) described a virtual stores as a "super
sales associate", who stored all available information about the products in her
"memory" and provided whatever information consumer demands interactively. All of
these are accomplished with the help of modem Web-based database technology, which
incurs little variable cost to virtual stores, yet supplies a large quantity of up-to-date
information to consumers on demand.

23

However, one of the primary difficulties in marketing some types of products on
the Web is to satisfy consumers' need to touch, smell, or try on the product before
purchasing (Alba et al. 1997; Popows 1998). Therefore, products dominated by visual
attributes, products labeled with an established brand name and standardized products
are easier to market in virtual stores.

Consumer behavior literature reveals the

following information processing process of a consumer. A consumer typical! y goes
through two sequential stages of information search in order to clarify the ambiguity
about the product and reduce uncertainty. In the first stage, consumers perform an
internal search to retrieve product information stored in memory.

If insufficient

information in memory is encountered, the consumer then engages in an external search
for additional information from external sources (i.e. vendor, advertisement, etc.)
(DeSarbo and Choi 1999). A well-established brand name means high consistency and
reliability in product quality. As a result, consumers may be able to make the purchase
decision based on the product information provided by virtual stores and their past
experiences with the brand. While consumers' reliance on external information differs
from one another, some virtual stores may want to strategically position themselves to
target the right customers.

For example, the majority of the customers of online

computer retailers, such as Dell and Gateway, are experienced computer users (Templin
1996). This is because experienced computer users are able to predict their satisfaction
prior to the purchase based on the product attributes provided by the virtual store and
past experience, whereas an inexperienced computer user may require hands-on
experience with the computer or even the assistance from a sales consultant to make the
same prediction. The information rich enough for an experienced user may not be
sufficient for an inexperienced user of the product.
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To compensate for the disadvantage of online shopping that the products cannot
be touched, smelled, or tried on before purchasing, virtual stores should supply the
customers with as much information about the products as possible.

Insufficient

information will send customers to traditional retailers or competing virtual stores that
provide better product information. This is extremely important when customers are
trying to compare similar products. Product comparison is an important feature for
virtual stores. The ability to perform price comparison, comparative product evaluation
and in-depth analysis provides consumers with a more efficient market. The primary
reasons of failures of the early attempts of electronic shopping were limited product
information and low product comparability (Baty and Lee 1995). A recent survey of
5,000 online shoppers discovered that 79% of the buyers visited at least two Web sites
before they bought the item (Wilder 1998). A growing number of online shopping
agents including Excite's ProductFinder and Yahoo Shopping are changing the
dynamics of Internet commerce by providing "perfect" market information to
consumers. Product comparison is achieved by building comparison tables of different
products, and the products are compared based on a set of predefined attributes. Virtual
stores can provide an efficient product comparison system with the help of databases;
therefore, consumers may expect robust product comparison functions from virtual
stores.
Usability of Storefront

The digital storefront design of virtual stores is the equivalent of physical
planning for retail stores and the user interface design for any software development.
The physical planning of traditional retail stores has received enormous research
attention, since it has been proven to affect the retailers' ability to appeal to different
market segments and operate effectively (Kneider 1979).
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By the same token the

importance of user interface design for software development has been realized by both
researchers and practitioners. Effective user interface design has great implications to
the perceived ease of use and productivity of users. A virtual store's storefront is its
Web site.

A poorly designed digital storefront has an adverse influence on the

consumers' online shopping experience (Lohse and Spiller 1998). Will consumers be
able to effortlessly traverse in the virtual store? Will consumers easily find what they
want in the virtual store? These are the two questions that virtual store developers must
ask themselves. The storefront design considerations for virtual stores may translate
into usability of the Website.
One stream of research, usability study, is being widely used in evaluating the
design of Web sites. Usability study originates from computer user interface research.
It looks at Web site architecture, navigation, design and layout to predict how easy the

Web site would be for users to navigate and find what they need. Usability tests address
the issue of design and provide data about the problems people have with the Web site
and diagnose the causes. If the Web site scores high in its usability, the chances of the
Web site being accepted and used productively are good. The usability tests depend on
a number of measurable variables, such as learning time and end-user satisfaction (Stahl
1987). Nielsen (1998) found that the majority of all Web sites have unusable interface.
They are difficult to learn and use; users are more likely to make errors and have low
performance and satisfaction. He suggests usability tests be performed to ensure that
the Web site is user-oriented. The usability test procedures are described in detail in
their study (Nielsen and Sano 1995). In the study of Gillenson et al. (1999), they
developed taxonomy of various Web traversal patterns after reviewing over 300
commercial Web sites. The study manifested that site designers can strategically exert
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controls over users' traversal pattern in order to make the user's Web experience more
enjoyable and productive.
Besides the general design of the Web site, Internet users have found that a lot of
the virtual stores do not provide customers with convenient and interactive ordering
capability except a handful of sites like bookstore Amazon.com (www.amazon.com)
(Chiger 1997; Machlis 1999). The primary advantages of such a system know what's in
stock, ease of ordering, getting immediate answers to questions, and reduced ordering
cycle (Wreden 1997). Some common features of online ordering systems include: (1)
They allow customers to put the products in a virtual shopping cart and continue to shop
inside the virtual store; (2) Customers check out once at the end of the visit to the store
instead of paying for every product separately; and (3) Customers' billing and shipping
information is stored in the stores' databases, and it can be accessed by entering the
correct password.

An effectively designed online ordering system makes online

shopping easy and convenient for users with all levels of computer experience and the
virtual store more usable for its customers.
Search ability is an important measure of the usability of a Web site. The virtual
store needs to determine how "smart" their searching engines need to be to allow
customers to easily find exactly what they need. Keyword search has been very popular
among Web sites, however, it requires users to type in the exact vocabulary to find the
item, thus it is difficult to use when the query is vague. A number of technically strong
virtual stores have implemented search engines that can interpret natural language,
which greatly eases their customers' search efforts (Bowles 1998).

Consumers,

presumably, want to minimize their effort in their shopping; therefore, the degree to
which the search facilities provided by a virtual store reduce a consumer's effort to find
what he or she wants would be an important aspect of digital storefront design.
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Perceived Service Quality

Service quality is a recumng research topic for the Marketing discipline
(Parasuraman et al. 1988; Fisk et al. 1993). The concept is defined as the discrepancy
between what customers expect and what customers get (Gronroos 1982). In recent
years, service quality began to receive attention in the IS field. It is acknowledged as
one of the measures for IS success (Pitt et al. 1995). With virtual stores being both
marketing channels and end-user information systems, service quality should be viewed
as one of the crucial components of their success.
Zeithanl et al. (1990) identified four determinants of expected service quality:
word-of-mouth communications, personal needs, past experiences, and communications
by the service provider.

In the virtual store situation, other consumers'

recommendations or criticism of a virtual store helps form a consumer's expectation of
the virtual store's service quality. The personal needs of consumers differ from one
another. Some consumers may need extensive assistance in purchasing an expensive
item and would like to have personalized services, whereas some consumers may just
want to make a routine purchase of a standardized product. Such differences dictate a
consumer's expectation of service quality. As Sukpanich and Chen (1999) found that
past experience has the greatest influence on a consumer's decision to purchase over the
Web, a consumer's past dealings with a virtual store clearly shape his or her expectation
of service quality.

Finally, a virtual store's claim is another source of consumers'

expectation of its service quality. The discrepancy between the expected service formed
by the above determinants and the actual service quality provided by a virtual store is a
consumer's perceived service quality of a virtual store.
Great customer service has always been associated with increased customer
satisfaction and retention (Baker et al. 1992; Woodside and Trappey 1992). Besides the
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services provides by traditional retailers, some virtual stores offer new and creative
services enabled by technology.

The Internet facilitates two-way communication

between the customers and stores. Most importantly, it allows information up-flow:
virtual stores are able to collect customer data.

The collected data includes

demographic data, purchasing history, and financial data. This processed information
derived from these data gives a virtual store the basis for offering better services that
will meet the particular customer's needs in the future. With help of technology, virtual
stores can establish virtually one-to-one business and personal relationships with their
customers, which is costly and difficult to achieve in other retail formats (peppers et al.
1999). Changes in customer demand can be quickly identified and reacted upon.
The Web is a useful communication medium even after the sale. Virtual stores
are able to distribute after sale services and keep in touch with their consumers. The
ability of the Web to distribute information at a low cost allows virtual stores to provide
their customers with online help, FAQ, diagnostic tools, suggestion boxes, and user
communities. These are useful tools to enhance the overall value of the products after
sale, hence increasing the lifetime value of each customer relationship (Gogan 1997).
A common myth about virtual stores is that there is no human interaction. Many
customers have expressed their frustration dealing with some virtual stores when
encountering problems with the products. These stores either do not provide customer
service telephone numbers on the Internet or reply to customers' email extremely
slowly. Consumers are asking for more "human touch" in virtual stores (Orenstein
1999). Trained customer service representatives need to be readily available to handle
customer questions and complaints through email, telephone, or other media.
Parasuraman et al. (1998) identified five dimensions, which consumers use to evaluate
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service quality. They are tangibles, reliability, responsiveness, assurance, and empathy.
These five dimensions are translated into the virtual store context as follows.
Tangibles:

The physical facilities provided by a virtual store (i.e. the
appearance of the virtual store, the existence of online and offline
customer service facilities).

Reliability:

A virtual store's ability to perform the promised action
dependably and accurately (i.e. on time and accurate product
delivery).

Responsiveness:

A virtual store's willingness to offer help to its customer on a
timely fashion (i.e. quick e-mail responses to customers'
inquiries).

Assurance:

A virtual store's ability to inspire trust and confidence.

Empathy:

The caring and individualized attention given to its customers by
a virtual store (i.e. personalized product suggestions).

Perceived Trust
Consumers are advised to be cautious and check the credibility of the online
merchants they are dealing with (Futurist 1997). A number of studies claimed that the
reason why many people have not yet shopped on the Web is due to the lack of trust in
online businesses (Clark 1999; Hoffman et al. 1999). Trust can be defined as feeling
secure or insecure about relying on an entity.

It has positive influence on the

development of positive customer attitude, intention to purchase, and purchasing
behaviors (Swan et al. 1999). A person's trust in one entity is often characterized by
hope, faith, confidence, assurance and initiative (Leqicki et al. 1998). The determinants
of trust are found to be honesty and responsibility from the other party (Swan et al.
1998), ethics and expertise (Lagace et al. 1991), and mutual disclosure (Crosby et al.
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1990). In the context of online shopping, the factors influencing consumers' perceived
trust appear to be personal information privacy and security concerns.
According to recent Business Week/Harris survey, privacy is the number one
consumer issue facing the Internet (Benassi 1999). One study revealed that purchases
via the Internet could receive a$ 6 billion boost by the year 2000 if consumers believed
their privacy wasn't at stake during such transactions (Greene 1997). Hoffman et al.
(1999) found that consumers' lack of trust arose from their lack of power to control the
action of the Web vendor and secondary use of customer information. The personal
information privacy concerns span two dimensions: environment control and secondary
use of information control (Hoffman et al.

1999).

Environment control refers to

consumers' ability to control the action of virtual stores, ad secondary use of
information control refers to consumers' ability to exert control over virtual stores' use
of the information for other purposes (i.e. sell to other marketers). When these two
controls are perceived to be low, consumers are leery about giving personal information
over the Web. Therefore, they believed that trust "is best achieved by allowing the
balance of power to shift toward more cooperative interaction between an online
business and its customers". By disclosing how they are going to use the collected
information and letting consumers decide how their information will be used, virtual
stores are more likely to establish a mutual trust with consumers. Consumers' lack of
trust is also partly due to security concerns. Information sent over the Internet travels
through many unsecured computer systems, and it is at risk of interception and misuse.
Most customers are still leery of transmitting large sums of money and are hesitant to
reveal private financial information over an open electronic network (Rose 1997). In
order to cairn the security concerns of the customers to encourage them to engage in
shopping on the Internet, virtual stores should 1) implement security technologies such
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as encryption, secure protocol, and public/private key protocol (Seldon 1997); 2)
develop a proactive strategy to respond to these concerns (Kakalik and Wright 1996).
In other words, virtual stores must demonstrate that they are doing everything in their
power to protect the customer information from misuse. A common practice on the
Internet to promote such trust is devoting a section on the Web page to explain the
security precautions taken by the store and in which ways the customer information will
be used. By doing this, a mutual trust can be achieved between virtual stores and
consumers, and the trust is expected to lead to acceptance and use of virtual stores.
While one study showed that 42% of respondents leave Web sites when asked to
give personal information due to privacy concerns (Greene 1997), other studies found
that consumers may be willing to provide information about themselves in return for a
cost (Peterson et al. 1997). In the case of shopping on the Internet, consumers are
giving out their personal information (e.g. name and address) and financial information
(e.g. credit card number) for things, such as the convenience of shopping at home, a cost
saving on the merchandise, or a hard-to-find item.

The researcher presumes that,

besides these tangible benefits of online shopping, a certain level of trust between
virtual stores and consumers must be present for consumers to participate in online
shopping.
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Theoretical Model for Consumers' Acceptance of Virtual Stores

Perceived Trust (T)
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Figure 2.2. Theoretical Model for Consumers' Acceptance of Virtual Stores.
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A theoretical model is being developed by Lei-da Chen (2000) for measming and
predicting consumers' acceptance of vi1tual stores. The model adopts TAM' s belief attitude -intention - behavior relationship. The model explains that the actual use of
virtual store is immediately determined by a consumer's behavioral intention to use,
which is in tum influenced by the consumer's attitude toward using.

The critical

success factors in the model include perceived trust, compatibility, perceived
usefulness, perceived ease of use, and perceived service quality. These relationships
suggested the hypotheses as follows:
la. A consumer's behavioral intention to use a virtual store positively affects his
or her actual use of the virtual store.
lb. A consumer's attitude toward using a virtual store positively affects his or her
behavioral intention to use the virtual store.
The model expands the belief by including two more constructs: perceived service
quality (SQ) and perceived trust (T). Virtual stores possess the characteristics of not
only computer technologies but retail channels as well. The inclusion of perceived
service quality represents the service-oriented aspect of virtual stores, and the inclusion
of perceived trust addresses a common concern of consumers about online shopping and
the Internet in general. Therefore, the original constructs model, perceived usefulness
(U), perceived ease of use (EAU), compatibility (C) and the virtual store specific
constructs, perceived service quality (SQ), and perceived trust (T) from a consumer's
belief about a virtual store.
2a. A consumer's perceived usefulness of a virtual store positively affects his or
her attitude toward using the virtual store.
2b. A consumer's perceived usefulness of a virtual store positively affects hi,or
her behavioral intention to use the virtual store.
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2c. A consumer's perceived ease of use of a virtual store positively affects his or
her perceived usefulness of the virtual store.
2d. A consumer's perceived ease of use of a virtual store positively affects his or
her attitude toward using the virtual store.
2e. The compatibility between a virtual store and a consumer's belief values and
needs positively affects his or her attitude toward using the virtual store.
2f. A consumer's perceived service quality of a virtual store positively affects his
or her attitude toward using the virtual store.
2g. A consumer's perceived service quality of a virtual store positively affects his
or her behavioral intention to use the virtual store.
2h. A consumer's perceived trust of a virtual store positively affects his or her
attitude toward using the virtual store.
The present research proposes that product offerings and information richness are
the antecedents of perceived usefulness.

The reason for this proposal is that the

majority of consumers go to virtual stores to purchase products or collect information
about products. The abilities of a virtual store to offer products that meet consumers'
needs and provide useful information to assist consumers' purchase decisions contribute
to the perceived usefulness of the virtual store to its customers.

The influence of

product offerings (PO) and information richness (IR) on the perceived usefulness are
studied in the following set of hypotheses:
3a.

The product offerings of a virtual store positively affect a consumer's

perceived usefulness of a virtual store.
3b. The information richness of a virtual store positively affects a consumer's
perceived usefulness of a virtual store.
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However, storefront design deals with the usability (US) issues of a virtual store
(Venkatesh and Davis 1996) hence, its influence on perceived ease of use will be
studied in the following hypothesis.
4a.

the storefront design of a virtual store positively affects a consumer's

perceived ease of use of a virtual store.

2.8

Gems and Jewelry Industry in Thailand
Thailand is renowned as one of the world's leading gems and jewelry exporters.

The skill of Thai craftsmen in cutting precious stones and diamonds to very high
standards has long been appreciated by the industry, and international gems and jewelry
merchants send large quantities of their gemstones to be cut in Thailand. Moreover,
Thai manufacturers are very keen on initiating jewelry designs and standards are on par
with international demands.
The gems and jewelry industry has been a powerful export earner for the country
with the segment placing seventh amongst Thailand's top ten exports, registering sales
of U.S.$ 1.5 billion in 1999. Jewelry accounted for 55 percent of the export total
followed by diamonds at 23 percent, gemstones and pearls at 18 percent, costume
jewelry at four percent and synthetic gems at one percent. The largest markets for
exports of Thai gems and jewelry are the United States, Israel, Belgium and Japan. In
addition to this, it is believed that another 30-50 percent can be added to these export
figures as a result of direct sales from merchant to tourists visiting the country.
The Department of Export Promotion (DEP) is active in showcasing Thailand's
gems and jewelry industry, co-hosting a trade fair for the industry twice a year. Recent
attendance figures have seen the show becoming the best gems and jewelry show in the
region, recently surpassing Hong Kong's similar fair. At least five trade associations are
busy with extensive public relations programs intended to boost the image of the Thai
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gems and jewelry industry overseas. The Board of Investment (BOI) has been
successful in luring foreign gems and jewelry companies to set up operations in
Thailand, and often lobbies for reduced taxes, tariffs and trade barriers related to the
industry.
Thailand's gem and jewelry industry has emerged as a major international player
in the production, processing and trade of the products. The country has positioned itself
as a regional hub for diamond and precious stone cutting, capitalizing on its low labor
costs, skilled craftsmen and its proximity to major colored gemstone producing
countries including Myanmar, Sri Lanka and India. It currently ranks as the world's fifth
largest diamond-cutting center, experiencing strong growth in this field since 1981
when the Thai government removed import duties on diamonds. In 1999, Thailand
imported nearly U.S.$ 700 million of diamond and precious stones for domestic
consumption, and export processing.
Thailand's long experience in mining colored precious stones has given
businesses and craftsmen a wealth of experience with gemstones. Thailand has
extensive deposits of blue sapphires in Kanchanaburi province, 100 kilometers west of
Bangkok, which provide local industry with a high quality source of the precious stone.
Smaller deposits of rubies are found in Chantaburi province, near the Cambodian
border, which yield steady supplies of the rare gemstone. Thailand's exports of gems
and jewelry have slumped since economic problems hit Asia in 1997. Sales have fallen
by 25 percent since 1995, reaching a low in 1998 at U.S.$ 1.3 billion. Asian markets
have been particularly hard hit, with exports to Japan and Hong Kong slumping 60 and
75 percent respectively. Industry experts believe that the fall has been caused by
liquidity problems faced by Thai exporters, reduced demand in Asia because of the
economic crisis, and stiff competition from other markets.
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Formidable opposition in the market for lower priced gems and jewelry is faced
from Sri Lanka, Myanmar and India, who have more abundant resources of precious
stones and lower labor costs than Thailand. These countries have been improving their
skills and infrastructure to facilitate the cutting and processing of stones locally. On the
other hand, designers in Italy, France and Hong Kong have established their own
technologies and famous brand names adding premium value to their products, and
allowing them to dominate the high-end gems and jewelry market.
Thailand's solution to stay competitive in the global market has been to upgrade
its production processes through improved technology. Particular focus has also been
placed on the development of new design skills and on increasing marketing efforts to
establish Thai brand names in the world market. In order to reduce costs, Thai
companies are looking to source competitively priced gemstones and raw materials
from Africa to process and re-export, while the Board of Investment (BOI) is lobbying
for the removal of duties on necessary import materials. The recovery in export sales
experienced over 1999 is forecast to continue as Asian demand recovers, and Thai
companies continue to target new markets, styles and trends in the jewelry market.
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U.S.A
JAPAN
GERMANY
UNITED KINGDOM
FRANCE
ISRAEL.
HONG KONG
SWITZERLAND
ITALY
u.··AAAB EMIRATES
Total 10 Countries

other
Grand Total

284.6

289.0

.95.5

65.5

83.2
40.0
41.0
30.2
109.9
45.1.
8.8
.i6.7
754.9
110.0
864.9

76.2
49.2
41.8

29,9
38.3
47.7
9.9

367.5
57.0
79.0
53.6
42.4
31.8
19.6

52.8
13.8

14,7

16.3

662.2

733.8
100.6
834.3

105.9
768.1

387.7
49.0
74.5
59;8
40.8
33.5
14.3
32.3
15.6
i7.2
724.6
102;5
827.1

Source;· Department of E3usiness Economics

Figure 2.3.

Thailand's Jewelry Exports (in Millions of $US).

From the survey research of Chulalongkom University, 2000, they found out that
since 1992, the comparative advantage of the gem and jewelry industry in Thailand has
continuously declined because of ineffective management and production and the lack
of skilled and specialized labor, raw materials and up-to-date technology.

As

international trade now is more open, Thailand has to compete with both developing
countries like China and India, and developed countries like the United States, Israel,
Belgium and Switzerland.
They have found from their survey that both small and medium size companies
mainly use "direct sale", have been in business for more than 10 years and mostly sell
medium-end product. Unlike medium size companies, small companies usually have
less than 5 million bath registered capital, have less than 10 employees, and sell their
products mostly in the domestic market (except silver jewelry). In 1998, they plan to
expand their markets to Europe for all gems & jewelry. Domestic consumption of
products from small companies covers all kinds of gems and diamonds, with gold
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jewelry, rings and necklaces the most popular. Foreign customers like many different
kinds of products that cannot be pinpointed from the research.
Medium size companies generally have less than 50 employees and have less than
50 million baht registered capital. Firms at this size sell more high-end products than
smaller size firms. Moreover, most products especially silver jewelry is sold to foreign
countries.

In 1998, they will expand most of their businesses to the US except

diamonds and gems, which have Europe as the main market.

The most popular

products are rings, brooches and shirt buttons, respectively.
Exporting value recently shows that the foreign market is about 80 percent of the
total gem and jewelry market. The demand from the world market is very important
and needs to be analyzed thoroughly. In 1997, data from 21 countries indicate the
import value of gems and jewelry is 1,970,387 million baht. Thai exports accounts for
only 2.9 percent of the world market, which probably explains the increase of Thai gem
and jewelry, export during the past decade.
The survey also reveals that the European Union is the biggest market in terms of
importing value. England is the largest market in the EU followed by the United States.
Important markets in Asia are Korea, Hong Kong and Japan. Additionally, conclusions
from data of the 10 biggest importing markets indicate that:
(1)

Markets that could be expanded because the value of the gem and jewelry
import of these countries is high but the market share for Thailand is
decreasing are the United Kingdom and Korea.

(2)

Markets that should be maintained because the market share for Thailand is
already high include Japan, US, Germany, France and Canada for the gem
market; and the US, Germany, Canada and France for silver jewelry.
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(3)

Markets that are high growth and high potential markets because Thailand
has a small market share but demand for import from these countries is high
are the US, Korea, Hong Kong, Canada and China.
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III.

METHODOLOGY

This research study is aimed to study the attitude and behavior of online jewelry
consumer. Moreover, it is aimed to learn about the acceptance of online jewelry buying
through the virtual stores by using the critical success factor to analyze and interpret
their behavior.

3.1

Research Design and Method
In this research the cross-sectional survey design is used wherein the information

is collected at one time from the sample population through a survey questionnaire.

3.2

Subjects and Sampling
The population of the study is the overseas manufacturer, wholesaler, retailer,

importer, exporter and broker who visit the International Bangkok Gems and Jewelry
Fair 28 1h which, organized by the Department of Export Promotion Center at Impact
Muang Thong Thani on 13 - 16 September, 2001.
around the world.

The overseas visitors come from

It included U.S.A, Europe, Asia, Middle East and etc.

Their

purposes to visit the fair are to place order and buy jewelry products. The products
include diamond, precious stones, pearl, 14k or 18kjewelry, gold and silver and jewelry
equipment.

Therefore, the population in the fair shall be represented to the world

jewelry consumer. The total of the population is approximately 20,000. However, in
selecting the subject, the respondent will be screened themselves by only those who
experience using the Internet. Therefore, the researcher shall consider them as online
jewelry consumer. 600 sets of questionnaire were distributed in the fair, 345 sets were
returned. However 48 sets were found incomplete and 297 sets were useable.
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3.3

Instruments for the Study
A set of questionnaire is given to the overseas visitors.

The instrument was

devised by the researcher to collect the relevant data concerning the attitude and
behavior of the online consumer towards online jewelry buying. The questionnaire
consists of 24 questions.

The information of the questionnaire shall be collected as

nominal data and in the form of statements with which the respondent is to agree or
disagree on a 5-point Likert scale.
3.4

Statistical Measurement
The following Descriptive Statistics was used in analyzing and interpreting the

data:
(1)

Means: to compute the mean value of the 5 critical success factor as
individual value.

(2)

Frequency: to compute the frequency of each data.

(3)

Correlations: to study the relationship of each critical success factor.

(4)

Percentages: to calculate the percentage of the demographic variable such as
gender and the country of the visitors come from and the kinds of jewelry
products they are specialized for.
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IV.

FINDINGS AND INTERPRETATION

A cross-sectional research design has been used in this study wherein the groups
population have being screened by only those who experienced using the Internet. 345
sets of answered questionnaire were gathered after 600 were dist1ibuted to the world
jewelry consumers. The returned questionnaires were sorted out into two groups as 297
were usable and 48 were incomplete. The results of the research study are presented in
Table 4.1.

Table 4.1.

The Results of the Research Study from 297 Sets of Questionnaire.

1. How would you describe your
skills in using the Internet?

TOTAL
2. How would you choose a
website for online order of
Jewelry?
TOTAL
3. What is the major concern when
buying jewelry online?

TOTAL
4. What is your major factor when
buying jewelry online?

1.
2.
3.
4.
5.

Very good
Good
Fair
Poor
Very Poor

Reputation of store
Specialized sites for jewelry
Word of mouth
Others
Convenience
Promotion
Advertising
Look for better supply
Others
Delivery on time
Quality
Competitive price
Warranty
Others

TOTAL
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Frequency

Percent

67
124
88
15
3
297
80
144
64
9
297
111
52
42
82
10
297
47
140
61
37
12
297

22.6%
41.8%
29.6%
5.1%
1.0%
100.0%
25.3%
52.0%
19.5%
3.2%
100.0%
36.6%
18.5%
15.2%
26.1%
3.6%
100.0%
15.1%
48.4%
20.1%
12.2%
4.3%
100.0%

Table 4.1. The Results of the Research Study from 297 Sets of Questionnaire
(Continued).
Frequency

5. What factor, in your opinion,
should be most improved in online
selling of jewelry?
TOTAL
6. I find the Internet very useful in
my shopping or information seeking
for jewelry

TOTAL
7. I find it easy to use the Internet to
find out what I want.

TOTAL
8. I find the Internet easy to use
when contacting suppliers of jewelry.

TOTAL
9. The credibility of information (i.e.
price, product and quality
information) on the Internet is high.

TOTAL
10. I can be more efficient (saving
time and money) when I order
jewelry on the Internet.

TOTAL
11. I am happy with the quality of
jewelry that I order on the Internet.

Guarantees
Information
Services
Others
1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

TOTAL
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122
98
60
17
297
29
128
110
26
4
297
33
145
86
27
6
297
35
123
107
28
4
297
27
111
124
31
4
297
40
114
104
31
8
297
23
98
132
32
12
297

Percent

42.2%
33.5%
20.0%
4.4%
100.0%
9.6%
43.3%
37.5%
8.6%
1.0%
100.0%
11.0%
49.1%
29.2%
8.9%
1.7%
100.0%
11.5%
42.2%
36.6%
9.1%
.7%
100.0%
8.8%
38.0%
42.3%
10.2%
.7%
100.0%
13.1%
39.2%
35.7%
9.9%
2.1%
100.0%
7.3%
33.4%
45.3%
10.5%
3.5%
100.0%

Table 4.1. The Results of the Research Study from 297 Sets of Questionnaire
(Continued).

12. What item have you ordered
most online?

TOTAL
13. Which of these have you ordered
least online?

TOTAL
14. The fact that I cannot see the
stones (or actual product) makes me
hesitate about buying through the
Internet
TOTAL
15. I think the Internet is not
secured, especially in terms of credit
card information

TOTAL
16. How often do you use the
Internet to purchase/seek information
about jewelry?

TOTAL
17. How many times have you
bought jewelry on the Internet in the
last 6 months?

TOTAL
18. What is the average price of an
item that you order online?

TOTAL
19. In general, I do not trust
suppliers on the Internet as much as
traditional suppliers.

Necklace
Ring
Ean-ings
Bracelet
Others
Diamonds
Precious stone
Semi-precious stone
Gold
Others
1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Never
Infrequently
Sometimes
Frequently
Very frequently

Never
1-2 times
3 -4 times
10-20 times
Over 20 times
$0
Less than $ 100
$ 101 - 300
$ 301- 500
More than $ 500
1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

TOTAL
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Frequency

Percent

34
135
50
24
54
297
51
79
76
44
47
297
50
114
101
23
9
297
34
115
103
34
11
297
29
65
142
44
17
297
84
89
71
41
12
297
45
97
79
48
28
297
31
105
118
38
5
297

10.8%
47.3%
16.6%
7.2%
18.1%
100.0%
16.8%
27.1%
26.0%
14.3%
15.8%
100.0%
16.6%
39.7%
35.0%
6.9%
1.8%
100.0%
10.9%
39.4%
35.2%
11.3%
3.2%
100.0%
9.2%
22.0%
49.3%
14.5%
5.0%
100.0%
28.7%
30.1%
24.1%
13.6%
3.5%
100.0%
14.9%
33.8%
27.3%
16.0%
8.0%
100.0%
10.2%
36.0%
40.6%
12.4%
.7%
100.0%

Table 4.1. The Results of the Research Study from 297 Sets of Questionnaire
(Continued).

20.
I feel frustrated when
accessing the websites when
looking for information on jewelry.

1.
2.

3.
4.

5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

TOTAL
21. So far, I have found that
Internet buying of jewelry has been
compatible with my needs for
product information.

1.

4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.
2.
3.
4.
5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

1.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

2.
3.

TOTAL
22. I shall continue to use Internet

shopping for jewelry in the future.

TOTAL
23. I shall increase my purchase of
jewelry on the Internet in the future

2.
3.

4.
5.

TOTAL
24. On the whole, I have been very
disappointed with my shopping for
jewelry on the Internet.

1.
2.
3.
4.

5.

Strongly agree
Agree
Neutral
Disagree
Strongly disagree

TOTAL
Gender

Male
Female

TOTAL
Age

Less than 20
20-29
30-39
40-49
Over 49

TOTAL
What country are you from?

U.S.A
Europe
Asia
Middle East
Others

TOTAL

47

Frequency

Percentage

19
113
116
39
10
297
21
105
135
28
8
297
26
130
106

5.6%
38.7%
39.8%
13.0%
2.8%
100.0%
6.4%
36.0%
46.6%
8.8%
2.1%
100.0%
8.4%
44.6%
36.1%
6.3%
4.6%
100.0%
8.4%
40.1%
39.0%
10.1%
2.4%
100.0%
6.5%
29.0%
39.4%
21.1%
3.9%
100.0%
72.5%
27.5%
100.0%
6.7%
31.7%
33.7%
23.1%
4.8%
100.0%
18.5%
33.0%
26.9%
6.2%
15.4%
100.0%

20
15
297
26
117
114
31

9
297
18
81
110
59
11
297
215
82
297
20
96

99
68
14
297

55
98
82
18
44
297

Demographic Variable: N=297
Gender:

CJMa!e

II Female

Figure 4.1. The Percentage of Male and Female from the Research Study of 297 Sets
of Questionnaire Shown in Graphic.

Age:

CILess than20
O...er49

IJ4{}49

.Ov6f

49

Figure 4.2. The Percentage of Age Range from the Population of the Research Study
from 297 Sets of Questionnaire Shown in Graphic.

What country are you from?

OU.SA
Others

II Europe
DAsia

D Middle East
•others

Figure 4.3. The Percentage of the Country of the Population they Come from in the
Research Study from 297 Sets of Questionnaire Shown in Graphic.
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1. How would you desclibe your skills in using the Internet?

IZ!very Good
llllGood
Very Poor

0Fair

DPoor
•very Poor

Figure 4.4. The Percentage of the Population Desclibes Their Skills Using the Internet
from the Research Study of 297 sets of Questionnaire Shown in Graphic.

2. How would you choose a Webster for online order of Jewelry?

CJ Reputation of store
II Specialized

0

sites forjewelry

Words of mouth

Dothers

Figure 4.5.

The Percentage of the Webster from the Research Study of 297 Sets of
Questionnaire Shown in Graphic.

3. What is the major reason for buying jewelry online?

CJ Convenience

II Promotion
[]Advertising

0

20

Look for better supply

•others

Figure 4.6.

The Percentage of the Major Reason for Buying Jewelry Online from the
Research Study from 297 Sets of Questionnaire Shown in Graphic.
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4. What is your major concern when buying jewelry online?

Figure 4.7.

The Percentage of the Major Concern When Buying Jewelry Online from
Research Study of 297 Sets of Questionnaire Shown in Graphic.

5. What factor, in your opinion, should be most improved in online selling of
jewelry?

Figure 4.8.

The Percentage of the Factor Which should be Most Improved for Online
Jewelry from the Research Study of 297 Sets of Questionnaire Shown in
Graphic.

6. I find the Internet very useful in my shopping or information seeking for
jewelry.

[]Strongly agree

II Agree
Strongly disagree

[]Neutral
Coisagree
•Strongly disagree

Figure 4.9.

The Percentage of Usefulness from Internet for Online Jewelry from the
Research Study of 297 Sets of Questionnaire Shown in Graphic.
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7. · I find it easy to use the Internet to find out what I want.

CJ Strongly agee

Ell Agree
trongly disagree

0Neutral

Coisagree
• trong ty disagree

Figure 4.10.

The Percentage of Easiness to Use from 297 Sets of Questionnaire
Shown in Graphic.

8. I find the Internet easy to use when contracting suppliers of jewelry?

CJ Strongly Agree

II Agree
Strongly disagree

Cl Neutral
Cl Disagree
•Strongly disagree

Figure 4.11.

The Percentage of Easiness to Use from the Research Study of 297
Sets of Questionnaire Shown in Graphic.

9. The credibility of information (i.e. price, product, and quality information)
on the Internet is high.

CJ Strong

Agree

Ell Agree
Strongly Disagree

DNeutral
Doisagree
•Strongly Disagree

Figure 4.12.

The Percentage of Credibility of Infmmation from the Research Study of
297 Sets of Questionnaire Shown in Graphic.

51

10. I can be more efficient (saving time and money) when I order jewelry on the
Internet.

Dstrong

Agree

II Agree
Strongly Disagree

CJNeutrat

CJ Disagree
•strongly Disagree

Figure 4.13. The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.

11. I am happy with the quality of jewelry that I order on the Internet.

Clstrongly Agree

llAgroo
Strongly disagree

CJ Neutral
CJoisagree

•s1rongly disagree

Figure 4.14. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.

12. What item have you ordered most online?

Cl Necklace
ll!IRing
Others

Cl Earrings
Cl Bracelet
•others

Figure 4.15.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.
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13. Which of these have you ordered least online?

Coiamonds

llProcious

Stone

CSemi-p!'eciouS Stone

ClGold
•others

Figure 4.16.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.

14. The fact that I cannot see the stones (or actual product) makes me hesitate
about buying through the Internet.

Cl Stronly Agree

II Agree

Cl Neutral
Cotsagroo
•s1roog1y disagree

Figure 4.17.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.

15. I think the Internet is not secured, especially in terms of credit card
information

l!l Strong Agree

II Agree
Strongly disagree

l!lNeutral

CDisagree
•Strongly disagree

Figure 4.18.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.
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16. How often do you use the Internet to purchase/seek information about
jewelry?

Cl Never
Ill infrequently
[]sometimes

Cl Frequently
•Very Frequently

Figure 4.19.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.

17. How many times have you bought jewelry on the Internet in the last 6
months?

Cl Never
1111-2 times

Over 20 times
CJ3.4 times

Cl 10-20 times
•Over 20 times

Figure 4.20.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.

18. What is the average price of an item that you order online?

Cho
l!!I Less than $100
More than $500

Cls

101-300

Cl$ 301500
•More than $500

Figure 4.21. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.
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19. In general, I do not trust suppliers on the Internet as much as traditional
suppliers.

CIS!rongty ag100

llAoroo

El Disagree
•sirongty disagree

Figure 4.22. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.

20. I feel frustrated when accessing the Website when looking for information
on jewelry.

Cl Strongly agree

Ill Agree
trongly disagree

Cl Neutral
[]Disagree
• trongty disagree

Figure 4.23. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.

21. So far, I have found that Internet buying of jewelry has been compatible with
my needs for product information

CStronglyagree

CD<sagree
•strong!ydiu.gfee

Figure 4.24. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.
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22. I shall continue to use Internet shopping for jewelry in the future.

Cl St10ngly Agree

II Agree

El Neutral
50

• Slroogly disagree

Figure 4.25. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.

23. I shall increase my purchase of jewelry on the Internet in the future.

Cl Strongly Agree

II Agree
Strongly disagree

DNeutral

Cl Disagree
•Strongly disagree

Figure 4.26. The Results of the Research Study from 297 Sets of Questionnaire Shown
in Graphic.

24. On the whole, I have been very disappointed with my shopping for jewelry
on the Internet.

D Strongly Agree

II Agree
Strongly disagree
0Neutral

[]Disagree
•Strongly disagree

Figure 4.27.

The Results of the Research Study from 297 Sets of Questionnaire
Shown in Graphic.
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Findings in this study are presented in three sections as follows:
(1)

To study if jewelry consumer accepted in using virtual store.

(2)

To study the attitude and behavior of online jewelry consumer.

(3)

To study the correlation of the critical success factor for virtual store.

Section 1. To study if jewelry consumer accepted in using virtual store.
In order to study if jewelry consumer accepted in using virtual store, a 5 rank
Likert scale has being designed as follows:
Strongly agree
11.00
Positive (+)

Agree

2.0~

I
Positive (+)

Neutral
113.00
Negative(-)

Disagree

Strongly disagree

, ,4.00

5.001

Negative(-)

Figure 4.28. The Likert Scale for rating the degree of consumer accepted in using
virtual store.
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Perceived Trust (T)
(3.1409) (-)

Product
Offering (PO)

Information
Richness (IR)

Perceived
Usefulness (U)
(2.481) (+)

Usability of
Storefront
(US)

Perceived Ease of
Use (EOU)
(2.429) (+)

Behavioral
Intention
To Use (BI)
(2.871) (+)

Actual Use
Of Virtual
Store (USE)
(3.1089) (-)

Perceived Service
Quality (SQ)
(2.487) (+)

Figure 4.29.

Finding of the Study If Jewelry Consumer Accepted Using Virtual Store.

From Figure 4.29 the study reveals that the five critical success factors as
perceived trust is negative value at the average mean of 3.1409; compatibility is positive
value at the average mean of 2.6431; perceived usefulness is positive value at the
average mean of 2.4811; perceived ease of use is positive value at the average mean of
2.4293; perceived service quality is positive value at the average mean of 2.4876;
attitude toward using is negative value at the average mean of 3.1823; behavioral
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intention to use is positive value at the average mean of 2.8718; and the actual use of
virtual store is negative value at the average mean of 3.1089.
This means that the online jewelry consumer still lacks perceive trust from online
buying. They perceive compatibility, usefulness, and ease of use and service quality
from the Internet. They have a negative attitude toward using online buying and they
still do not accept to use virtual store from the traditional way.

However, it is

noticeable that the negative value is at the average mean of 3.1409, 3.1823 and 3.1089,
which are not strongly negative. Therefore, there is a tendency for online jewelry
consumer to change their negative value to be positive value in the future.
This finding is match with the research project by Cheskin Research and Studio
Archetype/Sapient on January 1999 saying that as the Internet develops and matures its
success will largely depend on the trust of visitors. The concept of trust is crucial
because it affects a number of factors of the transactions, including security and privacy.
Without trust, develops will not reach its potential.
Section 2: To study the attitude and behavior of online jewelry consumer

From Table 4.1, the study reveals as follows:
(1)

72.5% of the respondents are male and 27.5% are female.

(2)

33.7% are at the age range of 30 - 39, 31.7% are at the age range of 20 - 29,
23.1 % are at the age range of 40 - 49, 6.7% are at the age of less than 20,
and 4.8% are at the age range of over 49 respectively.

(3)

33% of the respondents are from Europe, 26.9% are from Asia, 18.5% are
from U.S.A, 6.2% are from Middle East and 15.4% are from others country,
respectively. The researcher examines that the portion of the respondent
who are from U.S.A is only 18.5% causes from the United State of America
was attacked by the invader to the World Trade Center at New York and
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Pentagon at Washington, D.C. on 11th September, 2001.

Normally,

American visitor is the main target group of the International Bangkok Gems
and jewelry fair.
(4)

42% of the jewelry consumer describes their skills in using the Internet as
good.

(5)

They would choose a Website for online order of jewelry by selecting
specialized sites for jewelry.

(6)

Their major reason for buying jewelry online is convenience.

(7)

Their major concern when buying jewelry online is quality.

(8)

In their opinion, they think that guarantee is the most important factor in
online buying.

(9)

The item, which they order online most, is ring.

(10) The researcher considered that gold and diamond should be the products that
they order least and, precious stone and semi-precious stone should be the
product that they order most online. Nevertheless, the results reveal that
precious stone and semi-precious stone are the products that they ordered
least online.
(11) They sometimes use the Internet as a tool to purchase/seek information about

jewelry.
(12) They have infrequently and/or never bought jewelry on the Internet in the
last 6 months.
(13) The average price of an item that they order online is less than$ 100.
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Section 3. To study the correlations of the critical success factor for virtual store

The result of the correlation of the critical success factor for virtual store is presented in
Table 4.2.

Table 4.2. Correlations of the Critical Success Factors for Virtual Store.
Usefulness

Usefulness
1.000

Pearson Correlation
Sig. (2-tailed)
N
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Compatibility Pearson Correlation
Sig. (2-tailed)
N
Ease of use Pearson Correlation
Sig. (2-tailed)
N
Trust
Pearson
Correlation
Sig. (2-tailed)
N

Perceived
Pearson orrelation
Service
Sig. (2-tailed)
Quality
N
Actual Use Pearson Correlation
Sig. (2-tailed)
N
Behavior
Pearson Correlation
Intention
Sig. (2-tailed)
N
Attitude
Toward
Using
Major
Factor

Pearson Correlation
Sig. (2-tailed)
N
Pearson Correlation
Sig. (2-tailed)
N

Compatibility
.237**
.000
297

.237**
.000
297
.440**
.000
297
.077
.188
297

Perceived
Service
Quality
1.000

1.000
297
.261 **
.000
297
.403**
.000
297

Actual
Use

Behavior
Intention

.138*
.017
297
1.000

.164**
.005
297
.511 **
.000
297
1.000

297
.138*
.017
297
.164**
.005
297

297
.511 **
.000
297

297

.193**
.001
297
.517**
.000
297

.383**
.000
297
.493**
.000
297

.494**
.000
297
.573**
.000
297

Ease of use
.440**
.000
297
.261 **
.000
297
1.000
297
.257**
.000
297
Attitude
toward
using
.193**
.001
297
.383**
.000
297
.494**
.000
297
1.000
297
.761 **
.000
297

Trust
.077
.188
297
.403**
.000
297
.257**
.000
297
1.000
297
Major
factor
.517**
.000
297
.493**
.000
297
.573**
.000
297
.761 **
.000
297
1.000
297

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
In order to investigate the relationship of the critical success factors in the
measurement model for consumers' acceptance of virtual store, Pearson ProductMoment Correlation was carried out. The results are presented in Table 4.2.
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The results from the correlational analysis can be summarized as follows:
Positive Relationship

(a)

Perceived trust and Attitude toward using (p =0.468** at 0.000)

(b)

Compatibility and Attitude toward using (p =0.519** at 0.000)

(c)

Usefulness and Attitude toward using (p = 0.159** at 0.006)

(d)

Ease of use and Attitude toward using (p = 0.160** at 0.006)

(e)

Perceived service quality and Attitude toward using (p =0.193** at 0.001)

(f)

Perceived service quality and Behavioral Intention to use (p =0.164** at
0.005)

(g)

Usefulness and Behavioral Intention to use (p = 0.238** at 0.000)

(h)

Ease of use and Usefulness (p =0.440** at 0.000)

(i)

Attitude and Behavioral (p = 0.494** at 0.000)

(j)

Behavioral and Actual use (p

=0.511 **at 0.000)

Perceived Trust and Attitude toward Using.
If a virtual store proves to be trustworthy, consumers are more likely to have a

positive attitude towards using it. This is consistent with a number of previous research
findings (e.g. Doney and Cannon 1997; Farvenpaa et al. 1999).

In their Internet

Consumer Trust Model, Jarvenpaa et al. (1999) proposed and later validated that trust in
a virtual store generates favorable consumer attitude toward shopping at that store and
reduces risk perception about dealing with that store. In Ambrose and Johnson's (1999)
Trust Based Model of Buying Behavior in Electronic Retailing, they speculated that a
consumer's trust in a virtual store, along with a consumer's motivation to purchase give
rise to the positive outcome for the virtual store. Trust is defined as the feeling of
security or insecurity about relying on an entity.
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In the case of online shopping,

consumer's trust in virtual stores is reflected in personal information privacy and
security (Rose 1997; Hoffman et al. 1999).
Compatibility and Attitude toward Using.
If consumers find that online buying is compatible with their lifestyles, they are

more likely to have a positive attitude towards using it. Compatibility refers to the
"degree to which an innovation is perceived as consistent with the existing values, past
experiences, and needs of potential adopter" (Rogers 1995).
Usefulness and Attitude toward Using.
If consumers find that online buying is useful to them, they are more likely to

have a positive attitude towards using it. Theoretically, the meaning of Usefulness is
based on Davis et al. (1989), and refers to the user's subjective probability that using a
specific virtual store will increase his or her performance in purchase or information
searching.
Ease of Use and Attitude toward Using.
If consumers find that online buying are ease of use to them, they are more likely

to have a positive attitude towards using it. The usability of the storefront of a virtual
store is found to significantly influence consumers' perceived ease of use of the virtual
store.

This result reconfirms the finding of Venkatesh and Davis (1996), which

hypothesized that objective usability of a system, was an antecedent of perceived ease
of use.
Perceived Service Quality and Attitude toward Using.
If consumers find that they can perceive service quality from online buying, they

are more likely to have a positive attitude toward using it.

A virtual store's

responsiveness to customers' needs was found to be particularly salient to consumers by
Jarvenpaa and Todd (1997).

If an online merchant fails to meet consumers'
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expectations in a timely manner, it simply will not be able to survive in this
marketplace.

While the classic principles of service quality, namely, tangibles,

reliability, responsiveness, assurance, and empathy, are still valid today, self-service,
logistic service and personalization are some of the areas that have great strategic
implications for virtual stores.
Perceived Service Quality and Behavioral Intention to Use.
If consumers find that they can perceive service quality from online buying, they

are more likely to have a positive behavioral intention in using it.
Usefulness and Behavioral Intention to Use.
If consumers find that they can perceive usefulness from online buying, they are

more likely to have a positive behavioral intention in using it.
Ease of Use and Usefulness.
If consumers find that they can perceive ease of use from online buying, they shall

also perceive usefulness from virtual store as well.
Attitude toward Using and Behavioral.
If consumers find that they have a positive attitude toward using virtual store, they

are more likely to have a positive behavioral intention to use it as well.
Behavioral Intention to Use and Actual Use of Virtual Store.
If consumers find that they have a positive behavioral intention to use virtual

store, they are more likely to have a positive intention in actual use of virtual store as
well.
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V.

STRATEGY AND IMPLEMENTATION

The results of this study indicated that the model is able to explain and predict
consumer acceptance of virtual stores successfully.

Understanding the theoretical

determinants of consumer acceptance and use of virtual stores is an important step.
Therefore, understanding the antecedents of the key constructs namely, Perceived
Usefulness, Perceived Ease of Use, Compatibility, Perceived Trust, Perceived Service
Quality and Attitude towards using, and Behavioral Intention to use is crucial. From the
critical success factors, the following content will review the strategy for doing online
jewelry business.
5.1

Strategy in Doing Online Jewelry Business

Most of touted application of EC is consumer-oriented commerce, which includes
advertisements, home shopping, home banking, home stock brokerage, and customer
services, the audience for this segment of EC has not reached a critical mass (Zwass
1996). According to Lohse and Spiller (1998), the products with relatively cheap value
will be expected to sell more in the Internet. The field of EC is relatively new, as such;
little statistical data or empirical research is available. Therefore, it is interesting to
study that there are many kinds of physical products, especially, those kinds of physical
products in high value, which are growing at a very low rate in each year. Therefore, the
product of "jewelry" is being selected to examine in this study. Since, jewelry is among
the highly investment products and acceptable globally. From the finding, the study
reveals that "TRUST" is the main critical success factor that causes the online jewelry
consumer to develop a negative attitude toward using virtual store.

Therefore, the

researcher considers that developing a strategy in doing online jewelry business is a
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must. Some of the critical success factors can be useful to set up strategy in doing
online jewelry business. The successful strategy should be considered as follows:
(1)

Ease of Use. The audience can expect the target virtual store to be free of
effort. By providing ease of use to the audience, the purposes of the Web
sites should be clearly specified. A Web site cannot develop to its full size
overnight.

Its development works on a long continuum-a simple,

preliminary site to one with complex functions. This development process
can be discussed in conjunction with the "purposes" of the Web sites: each
stage of development has a particular purpose. Online jewelry business is the
type of "online storefront," which offers direct sales of the goods and
services (other than the contents of the Web pages) through an electronic
channel. Customers order goods and services via an on-line fill-out form, a
toll-free number (such as 1-800 number in North America), contacting by
fax or telephone, registration, or a surface mail order. The site offers a
variety of products and services to the audience. Easy to use interactive
ordering capability can effectively reduce consumers' frustration and
confusion when ordering online. Each Web page should specify its function
clearly to the users. For example, Web pages with advertisements and other
forms of sales promotion including "on sale," special offers, product
announcements, community, etc.

"Promotion" directly deals with the

company's products and services. Moreover, the navigation of the Web sites
should be well designed, so that the users can experience ease of use from
the virtual store.
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(2)

Relationship Marketing. Online jewelry business is based on "relationship

marketing". The term "relationship marketing" was introduced by Berry
(1983) in a services marketing context and at first, did not connote a "new"
marketing approach. Payne and Ballantyne (1991) and Rapp and Collins
(1990) offer some key characteristics of relationship marketing:
(a)

Every customer is considered an individual person or unit

(b)

Activities of the firm are predominantly directed towards existing
customers

(c)

Marketing is based on interactions and dialogues and

(d)

The firm achieves profitability through the decrease of customer
turnover and the strengthening of customer relationships.
Interactivity maintained over time creates a broader interface with

consumers, through which providers may offer added value, and allows
organizations to create closer ties with consumers through special
knowledge, technologies, or social value. These added values encourage
consumers to engage in on-going relationships with the organization, and
move the product from the left of the continuum (transaction) to the right
(relationship).

Therefore, interpersonal contact and retain customer

relationship is the key success for online jewelry business. Instead of
focusing on a specific market segment, merchants are focusing on the needs
and wants of an individual customer to conduct one-to-one marketing.
Peppers et al. (1999) defines one-to-one marketing as "being willing and
able to change your behavior toward an individual customer based on what
the customer tells you and what else you know about that customer." The
idea behind one-to-one marketing is for a merchant to develop a personal
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relationship with each and every customer.

The merchant conducts

suggestive selling based on what they know about the individual.

The

essence of establishing one-to-one relationships with customers is keep
learning about them. Gillenson et al. (1999) identified three primary types
of data that a virtual store should learn about their customers. The three
types of data include basic demographic information (e.g. age, education
level, household or personal income), product interest or preference data,
and sales history data.

Gillenson et al. (1999) also provided a

comprehensive list of one-to-one techniques that are currently being used by
virtual stores in their article. These techniques include personalized e-mail
messages suggesting additional purchases, personalized e-mail messages
about

new

products,

sales,

etc.,

reminder/automated replenishment,

personal

access

to

gift
sales

lists,
history,

personal
buying

incentives, and customized products. They also suggested that combinations
of these one-to-one marketing techniques would generate more innovative
marketing strategies. As technology advances, new opportunities and
techniques for one-to-one marketing will increase exponentially, those
virtual stores that strive to become market leaders must continuously
investigate what new information technology can do to nurture the
relationship with their customers.
(3)

Perceived Trust. From the research results, perceived trust is the main
critical success factor that the online jewelry consumer lacks of from their
online supplier.

In order for consumers to entrust virtual stores with their

personal and financial information, a virtual store needs to select and
constantly update both hardware and software tools to safeguard
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transactions and data. A proactive strategy to shift some of the control over
this information to consumers by increasing communication with customers
and limiting secondary use of customer data needs to be developed to ease
customers' privacy concerns. Apart from the security and privacy concern,
it is also necessary for the company to develop the value of the Web sites to
ensure the consumer's trust.
(4)

The value of Jewelry Web Sites. Customers who seek particular jewelry
goods and/or services using search engines could relatively easily find web
pages.

The WWW also enable customers to compare the products and

services in various places. Because of the Internet's global reach, the market
is big enough for companies to exploit, and more options are available for
the consumers. Developing an effective Web site to meet the purpose of the
company should be a key to the success. This section explores the schema
that should be used for classifying Web pages based on the "value"
dimension", which consists of Product value, Service value, Image value and
Personnel value.
(a)

Product value.

To provide consumers with attractive product

offerings, a virtual store needs to gain a good understanding of the
jewelry products needs of the market, strives to offer greater variety
through aggressive alliances with suppliers, develops competitive
pricing strategies, and cautiously selects the jewelry products with a
high propensity of being marketed successfully on the Web.

To

provide rich jewelry information, a virtual store is recommended to
creatively use a variety of communication channels to convey jewelry
product models to consumers so as to compensate the lack of means of

69

allowing consumers to physically experience a jewelry product on the
Web. Product comparison is another means for online consumers to
predict their satisfaction with a product and make purchase decisions.
Virtual stores need to use rich information to create value for
consumers and themselves on efficiency, effectiveness and strategic
levels.
(b)

Service Value. In providing a high quality of services to customers, a
virtual store is recommended to not only pay attention to the traditional
dimensions

including reliability,

responsiveness,

assurance and

empathy, but new challenges like self-services, logistic and reverse
logistic services and personalized services as well. To excel in these
areas, interorganizational communication and alliances to effectively
manage the supply chain will become the key issues. Service value or
service quality was found to have the most significant impact on a
consumer's attitude towards using a virtual store in the study of Lei-da
Chen (2000). A virtual store's responsiveness to customers' needs was
found to be particularly salient to consumers by Jarvenpaa and Todd
(1997). If an online merchant fails to meet consumers' expectations in
a timely manner, it simply will not be able to survive in this
marketplace.

One of the emerging market trends is that customers

today are tired of dealing with intermediaries.
empowered

by

24-hours-a-day,

They want to be

seven-days-a-week

self-service

systems (Kalakota and Robinson 1999). Richardson (1989) predicted
enhanced customer services as results of the advancement in
communication technology. Consumers are embracing the online self70

service systems with great enthusiasm today. Consumers are able to
access the service they need at any time from anywhere in the world.
The Web has provided virtual stores with a cost-effective way to offer
continuous services.

The continuous services have the potential to

improve the virtual store's value proposition and hence increase the
lifetime value of each customer relationship. The features of service
value that exist in the site includes warranty information, certified
jewelry product information, frequently-asked questions (FAQ),
interactive supports including product registration, support byproducts, technical resources, jewelry mailing list, jewelry consultant
and so on. According to Quelch and Klein (1996), most of the features
in the customer services are to help consumers to solve problems by
themselves, such as frequently asked questions (FAQs), and interactive
troubleshooting.

On the Hofstede's (1980, 1991) individualism-

collectivism dimension, the U.S. scored highest, meaning that
consumers in the U.S are extremely individualistic. The features in the
customer service function are geared toward such American needs for
information to help consumers do-it-yourself.

Consumers in

individualistic countries tend to be independent and attempt to
distinguish themselves from others by pursuing personal efficiency.
On the other hand, Japanese are collectivistic people, and thus, they
tend to depend on others for favors. They prefer venders taking care of
their problems rather than doing it by themselves. Therefore, features
such as chat with staff and service requests via chat are expected to be
found more in the Japanese sites.
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(c)

Image Value. In order to create the self-confidence and trust in virtual

store, Image value is very necessary information to inform the
consumer. The consumer shall entrust that who they are going to
contact with, how reliability and creditability they can pay for the site.
The more reliable to organization they support, the more trust and selfconfidence the consumer shall perceive, which in tum is added to the
value of the Web site. According to Torn (1999), the large companies
offer significantly more values than small companies for almost all
functions. Some features, such as outstanding Web design, company
policies on returns, loans, total-cost calculations, alternative payment
methods, and use of bilingual or multilingual pages, clearly indicate
that the large corporations are more advanced in developing Web sites
utilizing their large resources than small companies. For large or small
companies, communication on the Web seemed to be equally
inexpensive and reachable from anywhere on Earth.

However, the

technologies, talented people, and other resources to create, advance,
and maintain such media were not distributed equally.
(d)

Personnel Value. The virtual store should add the personnel value to

their Web sites as well. The personnel value may refer to the people or
team worker who deals with the customer itself. For jewelry virtual
store, they may use a gemologist who graduated from the GIA
(Gemological Institutional of America) to provide consultation to the
consumers. This should increase the creditability to the jewelry virtual
store.
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(5)

Types of Payments. Types of payment in a Web site shall be determined to
be one of the strategy in doing online jewelry business. From the research
study of Torn (1999), the finding will help designers who plan to launch
Web sites in other countries to pay attention to their consumer behavior and
its effects on Web commerce. For example, if a company is planning to
have a Web site in Japan and market its products, it is advised to have
several payment methods. If the company had only credit cards and personal
checks, it would give consumers in Japan a disincentive to buy from the
company because the site did not have their preferred types of payment, such
as bank transfer and cash-on-delivery. There are distinctive differences in
the types of payment in Japan and U.S.A. In U.S. they allow credit card
payments and cashier's checks or money orders. There are options for lease
or loan agreements. On the other hand, the Japanese site allows only credit
card payments.

Since a cashier's check is not a widely used payment

method in Japan, it is understandable that it is not included. There are no
other methods of payments, such as bank transfers or cash-on-delivery,
reflecting the primitiveness of transaction on the Web. Furthermore, there is
no information about leasing, and loans are not allowed. Since, the
consumers in the U.S. are very accustomed to using credit cards, smart card
and personal checks, and the Japanese consumers are not accustomed to
using those methods; instead, they are more comfortable using bank transfers
and cash-on-deliveries, therefore it is recommended to provide many
different types of payment in the Jewelry virtual store. This can support the
customer some alternative means to compensate for this impediment.
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Furthermore, the current study helps practitioners know what other
companies are using for their sites and learn what the key issues to be
considered are.

For example, the test revealed that there is a difference

between Japanese sites and U.S. sites on information-provision variables.
On the average, there were more Japanese sites having employment
opportunities, company financial information, and free gifts regardless of the
products. It is recommended to have these features on the Web if a company
wants to do business in Japan. It is often better to learn from what the locals
do than to try and fail (Toru 1999).
(6)

Language Used. From the research study of Toru (1999), he found out that
there was a significant difference between Japanese sites and U.S. sites in
the usage of bilingual or multilingual web pages. He predicts that Japanese
sites employ more languages than U.S. sites, which uses mainly English.
The results of the study showed that evidence of English being a de facto

lingua franca in business. Most U.S. sites had nothing but English, while
some Japanese sites had English pages in addition to the main pages written
in their native language, Japanese. The result is consistent with Ho's (1997)
study in which 600 of the U.S. sites he studied were all English-only pages,
while other countries, such as Singapore, Hong Kong, France, and Germany
had many bilingual or multilingual pages. The researcher assumes that in
order to do jewelry business in a global market, the use of English is
inevitable for a virtual store whose native tongue is not English, such as
Japanese companies. For a U.S. company, use of other languages is not an
urgent issue right now, since English is used in almost all business
transactions anywhere in the world. However, a recent study by Computer
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Economics predicted that by the year 2002, Internet users will be
predominately non-English speaking, and it will become imperative that
companies offer multiple language choices on their Web sites. It will be
interesting to see how U.S. companies adopt this trend over the next years.
(7)

Information Richness. Information richness is found crucial to the success
of virtual stores in a large number of prior research projects (e.g. Press
1994; Baty and Lee 1996; Lee and Clark 1996; Alba et al. 1997; Johnson et
al. 1998), hence the researcher chose to include it as one of the strategies in
doing online Jewelry business.

In order to ensure sufficient richness in

jewelry information, virtual stores must understand the depth of jewelry
information that is sought by consumers.

The amount of jewelry

information required to make a purchase decision differs from store to store
and consumer to consumer.

Hence, virtual stores must understand the

information needs of their target customers and be prepared to provide
information as detailed as customers demand.

Information richness has

proven to create value for virtual stores on efficiency, effectiveness and
strategic levels. The efficiency in terms of consumer purchase decision
making and virtual store operation is achieved through the use of Webbased inte1faces and database technologies. Information richness shall be
included the online jewelry catalogue, which contain rings, earrings,
bracelet, necklace, brooch, etc. For example, when customers click on the
item of ring, a great deal of information is displayed in front of them. The
information includes the photo of the ring, the description of the ring, the
details of the ring such as weight of diamond, types of precious stones,
prices, weight of gold, percentage of gold, etc.
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As Web technology advances and the network bandwidth increases,
vittual store designers are equipped with more and more tools to entice
online consumers while making storefronts more usable. One of the latest
trends is the use of virtual reality (VR) on the Web. VR makes the storefront
of a virtual store truly interactive to consumers. Consumers will be able to
view a product from many different angels, and some VR tools can even
simulates user experience with a product (Oberndorf 1996). Although it
provides consumers with much richer product information than traditional
communication channels, VR on the Web is still a fairly new area for most
virtual stores, and its full capability is somewhat impeded by the current
bandwidth limitations. More studies are needed to investigate the potential
of VR in increasing information richness and influencing traffic and sales for
a virtual store. A recent study by Westland and Au (1998) compared the
shopping experiences across three different digital retailing interfaces:
catalog search, bundling, VR storefront.

They found that while VR

storefront increased time that a consumer spent shopping in a virtual store, it
had no significant advantage in the money spent or the number of items
purchased over other digital retailing interfaces.
(8)

Pricing Strategy. Consumers are price sensitive. A survey in 1995 found

that 80% of the consumers surveyed were not willing to pay more than $1
premium for products and services in exchange for the convenience of
shopping online (Rigdon 1995).

Hence, an effective pricing strategy is

imperative for a virtual store to survive.

A virtual store has minimal

overhead costs due to the elimination of physical presence. While part of
these cost savings should be spent on marketing related activities, virtual
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stores should also consider translating some of these savings into price
discounts to offer great bargains for consumers. Jarvenpaa and Todd (1997)
provided three suggestions for pricing strategies online.

The three

suggestions are (1) offer discounts, except for unique or hard-to-find
products or services; (2) offer value-added services to justify prices; and (3)
focus on products that have a cost advantage over electronic channels due to
lower distribution and delivery costs.

These three suggestions provide

virtual stores with valuable insights while developing their own pricing
strategies. Although consumers are price sensitive, cutting comers in areas
like service quality to offer competitive prices is not a smart move. Instead
of focusing on prices alone, virtual stores should focus on the overall value
of their products and services to consumers. As a new study by ActivMedia
Research found, 93% of online food and grocery buyers are seeking high
quality products rather than lower prices, and product and vendor loyalty
also help to reduce consumer price sensitivity online (ActivMedia 2000).
(9)

Company Policy Strategy. In order to entrust the jewelry consumer to
place an order, a return policy of the sample of jewelry product has to be set
up. The company should allow the online consumer to return the sample
products within 2 days after the receipt of the shipment, if it occurs that the
specification of the sample does not meet their expectation. This can support
the customer some alternative means to compensate for lack of physical
touch and consider the jewelry products from the online buying. It is to
ensure the consumer of the quality and prices and the workmanship of the
jewelry product, which they have ordered as well.

Therefore the consumer

shall feel free of doubt of the price they paid for a product. Moreover, they
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shall be guaranteed for the quality and workmanship of the jewelry products
from the virtual store as well. From the results of online consumer attitude
towards online buying, the factor of "guarantee" and "quality" are the most
significant factor, which they pay attention to. Therefore, every shipment of
the product shall be guaranteed by the company certification for its quality.
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From the results of the study, the researcher considers that "jewelry" is the
product, which is in high value and high touch, (greater individual differentiation in
design and workmanship) therefore the factor of high trust is needed in Jewelry Web
Design. Since, TRUST is the mainly significant factor that was found to be lacking in
online jewelry consumer. In order to create the positive attitude toward using virtual
store to the online consumers, an effective jewelry web application must be designed.
This is to change their negative result of perceived trust to be a positive one and finally
change their negative attitude toward using virtual store to be a positive one as well.

High Trust

High Touch

Figure 5.1.

Source: IDC "A Diamond in the Rough."
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A Prototype Web Application Model for an Online Jewelry Business.
From the finding of the research study and the 5 critical success factors including
the 9 strategies in doing online jewelry business, a prototype web application model can
be designed for an online jewelry business, which will be shown as follows:
(1)

Horne page. (Welcome Page)

.x

B2B B2C

Aboutus

Contactus

FAQ

Privacy Policy

RegistrationForm
Terms & Conditions

Community

SiteMap

PaymentMethod

Vl/elcmne to Jewels o/Tha1lami: A leading manufacturer/
wholesaler and exporter ojf1ne }fWelry with the higlwst quahty
standard ,ind craftsmanship over ihlrty years
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IRegister Form
i

Registering is fn:::e and easy! Once you regiiol.:er, you wdl be dble to buy from tl"1e Web's

B~gest

Jevvelry

St.ore. ~:imply fill out. the registration furm below, revie1,v your' lnforrnat1on for accuracy, and 1Jv¥1 clicf~ tl1e
Continue button to submit you!· information.
Please Note: To be eHgib!e t.D register, you must provide valid contact iriformation 1 including a valid e-mz'lil
address. Naturally, Jewels of Thailand.corn wdl not rlisc!ose any of your personal infi:Jrmation collected during
re>J:stn~tion Ix.) olh:,-· parli&.$, Click here tD read our P!'i'v·ac)• Policy.

r·....Vifli~illllifx::'fJ~.RgJill.l_(~~
..·......· . . . . .. ..•....... • . . .. ·. . .·.• ..•..·
•~i;1a11JIJ@ ~··1$;1· fflI ·~n 1$;11.ilio., o:.I ~1haigom .. JIR3! MiCJo•'".

!lfil!:HAl>re..,j · ···

"li Tha1gem com - Discover the Secret II - Microsoft Internet EJCplorer

e.g. john@ao!.c·:c;rn

'"

-

!

"';;;,= "Jllil£i

and Vv'ebTV users, please re1nove any spaces from your username and add
domain suffo: (@aol.com or @webtv.net to your w:ern.;rne). For e:<arnple, if your

is john, yc11..w e-rna1I address 'Nould be john@aol.com no space.

Password:
full Name:
e.g. John Srrnth

0

(required)
(required)
().as\N~me)

(First N3rr18)

(optklnal)
(required)
(required)
(required)
(required)
(required)

Figure 5.9.

Registration Form Page.
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; This confirms tr1at Jewels of Thailand is tt-,e licensee of tj-,e TRUSTe Privacy Program. This privacy statement discloses

I 1he privacy practices for httn://'.,.v·yv"N.Je\~.1els of Thailand.corn,

i TRUSTe is an independent, non-profit organ12ation whose mission is 1D build users' trust and confidence in the Internet
promoting tl'e use of fair information practices. Because tl1is web site wants bJ dernonstr ate Its commitment to your
i privacy, it has agreed to ib3 information practices and have its privacy practices reviewed for compliance by TRiJSTe. By

I by

i displaying the TRUSTe tn1strnark, tl1is web site ha·> agreed

to notlf\' yo1_1 of:

1. What pen;.onally identifiable infixm.;;tion of your''' or tl-ii,-d party personal idff1tification is collected fi-om you
u-irough t"ie web site.
: 2. The organization collecting the information.
i 3. How the inform.;ition is' used.

1J
.
_.
NoimatX~Ng_fL~lli--~XfilMlT~~~!!)J__!J
>· ~~~~7~~-.·· F7::'.··i~~anz.Q3m0ild-;ovef28.a:::r-r---
ll:ls1...1llJ ~ g!j ~--~-- »IJ GJ1nboi.:o.. ,f ~Thalgem:_,_ll~Micro•.-- ~CHAPTLI
. ·• !~IZ!<BiQ'J"~MJ~!§J 16:41 --

ir~:;:;c·,····•··•,··.-.•-•·-···

:,·

Figure 5.10.

Privacy Policy Page.
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(10) Terms and Conditions

ITenns and Conditions

<j> '$!:.{Chinese) Espanol (Spanish)

jiewels of Thailand.com prnvides its service·; subject to the follov,,ing terms, conditions, and provisions ('Terms and
!Conditions"). By accessin9, viewing, or u•;inq this site, y·ou indicate that you underst.and ti·1ese Terms and Condition,. and
!accept them as the legal equivalent of a signed, written contract, bindin9 you to U·1ese Terms and Conditions. Jewels of
IThailand.com re·;erves the ri9ht l)J chan9e these Terms and Conditions at any time for any mason, and y•JLW continued
Juse of this site fullowing any modifications will be considered accept,nce of such modifications,

11.

Copyright. Unless otl1erwise indicated, all content on this site, including text, graphics, images, and logos, is the

i

nf'nn>4d..,, nf lO\..·Vol.;· ,-,f Th.::.ibnri rnn'• rw il-c r;w,h:.-nt

c1

Jr'lr,liot'C ::.n.-i _i::· t:1.rr.t~.-t.::.r_i.)-·'.'. I !'~•,iJ~r:J .C:::~::..!.~-=--- :u-:d _it-,t~n-,:;.tii::i.t-,;;,iJ

~~Jttiit~·ff~~esP~HT~~~l.il
[i\iii;111chines@.thaiQ8m.fuii/chinese.a.P

·~ ·

..

lil!slarilff r:tf ~ '!$J·li ;)i!J ~tfiA?rr.:.f ~IEC-o'ut.;.j €'.lrli\i;gem:...!l~Mii:ros.::

jJ

El!i 211$eCOndsovei28.8

•.. !~IZ!ql(©\YJ4>!'m~~· ·. 0:51

Figure 5.11. Terms and Conditions Page.
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a
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Payment System

Espafiol iSpanlsh)

4' Y:: (Chinese)

\Nhen shopping online trust ls important That is. why Je-...vels of Thailand.com uses the trustBd services of Escrow.com.
This page \Nill quickly gh.re you ti1e basics on how tn pay s.afely 1 securely and witl-1out any risk.
Who Are Esct·ow .com? Totally indepenr.1ent to Jewels of Thailand.corn, Escrow .corn are a third party payment
that protr:.>Cts you when bu~,.!ng on!ine. We ship your pLirchase only when Escro0N.corn confirms payrnt'nt and
you c.aet tr1 in:::pect your purchase for ~~-d.:'iys before we get paid.
cornpan~·

ls Escrow.com Free? Yes 1 unlike rnany otl1er online traders1 \tv'e pro\1ide the Escrovv,com service FREE on a!I

successful purchases.

1,r

What Do I Do? After .adding items fntr."l your shoppinq cart, simpl·:r· click on the

11

clleck ou~u button and fo!lov-1 +he

ccnt1nue orornots until vou reach tl~ie Escrow ,corn w·ebsite, Please note th~t once vou have checked out fur-U1er !terns
~~~~ifilii:Jd2!!~td
11

11

. . . . .

~

~! l ~ .~ l";ll fi${

"H ~CH/;PTE...I i";lllEC-OuLI @Thaigem....ll~Micro•m

Figure 5.12.

. . .. .. .

···anr.ro~ovet<a:s-'rr~

. l~10Q'.,?~lil;>IDJ~~1:03-

Payment Method Page.
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Jewels of Thailand
~-:~,

B2BB2C

,-rli~ ''T::._~~- ---~ ~-~...-~

',,..,.,,.,
.....
Shipping System

~.-.W'-•~

;.atw
Espanol (Spanish)

.P 11: (Chinese)

Iwhen purchasing online yoci want your purchase fast. That is 'Nh\' Jewels of Thailand.com uses a u·usted international
tourier to ensure that fOllt' pur·chase is shipped from Thailand tD your door quickly and safely.

~

ow

Are Your Products Shipped? We U€-e the 24-7 2 hDUr FedEx Express global delivery service for our shipping
ecause it is Reliable, Guaranteed, Efficient, Traceable and Jnsur·able. Unfortunatelf, we cannot .Clssurne responsibility for
hipping errors related to wrong shipping addresses, customs delays and agreements reached between the buyer and
eciEx ID forgo a signatJ.irn on delivery.

,~ow Much Does It Cost? All parcels, no matter how many i!Bms, will be shipped anywhere in tl·1e world for the flat
ate of ~IJS15 per shipment. Please note th.3t as FedEx's largest customer in Thailand, this rate is heavily discounted. For

eace ot mind, FP.EE insurance is provided on all parrnls shipped from Jewels of Thailand.com.

f

:an I Get Items Shipped To My PO Box Address? Unfortunately, no. For your security·, FedEx requires a phy.3ic.31

..

8'

~sialtj!Jrti

t.i6i,~~[{(

e ·~- ~ »!J ~CHAPTE.:;j bn;c:ouLf ~Thai(lem:.. :fl~Micros...

Figure 5.13.
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Shipping Method Page.
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(13) Return Policy

Espanol (Spanbh) q> :$!:(Chinese)

·!•

;o

Just because you want to ret.urn ~n item doesn't mean it should be a long tiresorne process:. /:..t
Jewels of Thailand.corn 1..ve have established a hassle-free return po!!cy that really rs 'No Questions
.6.sl<"ed". It doesn't rnatter Y\.:hether the color wasn't quite right or you sirnply ch.anged your mind, you
rnay reject your purchase for any n.:idson V>.titl·Jin th.:~ inspection period for a refund or replacernent1
ij·ie choice is yours!
How Do I Return My Purchase? Just folhvv 4 easy steps:

. \110i;;;;J::;ui;;t...~~~LJ
'.'.· <.;· >.•;'.
'.~

. .-. . . . . . .
[ T..-~
.. O'",.-·~c-

-Startl!J t:il1 ~.~ m\ »IJ .®)CHAJ>TE;:.f .~IEC·Out".J ~T~igem..'..llESMicro•...

Figure 5.14.

Return Policy Page.
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VI.

CONCLUSIONS

This research study examined the attitude and behavior of online jewelry
consumer towards using virtual store.

Moreover, it also explores the acceptance in

using virtual store by employing the theoretical model which consists of five critical
success factors including ease of use, compatibility, perceived trust, perceived
usefulness, and perceived service quality from the virtual store. The group population
of the study is overseas jewelry manufacturer, wholesaler, retailer, importer, expo1ter,
and brokers who visit International Bangkok Gems and Jewelry Fair 281h which was
organized by the Department of Export Promotion Center at Impact Muang Thong
Thani during 13 - 16 September, 2001.

The overseas visitors come from around the

world. 600 sets of questionnaires were distributed in the fair, 345 sets were returned.
However 48 sets were found incomplete and 297 set were useable. 297 respondents
allocated as 33% are from Europe, 26.9% are from Asia, 18.5% are from U.S.A, 6.2%
are from Middle East and 15.4% are from the others countries. 72.5% are male and
27.5% are female respondents. 33.7% are at the age range of 30-39, 31.7% are at the
age range of 20-29, 23.1 % are at the age range of 40-49, 6.7% are at the age of less than
20 and 4.8% are over 49 years old. The study reveals that the online jewelry consumer
still lacks trust in online buying. They perceive compatibility, usefulness, and ease of
use and service quality from the Internet. They have a negative attitude towards using
online buying and they still do not accept to use virtual store in the traditional way.
However, it is noticeable that the negative value is at the average mean of 3.1409,
3.1823 and 3.1089, which are not strongly negative. Therefore, there is a tendency for
online jewelry consumer to change their negative value to be positive value in the
future.
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The concept of "TRUST" is a significant critical success factor in this finding
because it affects a number of factors of the transactions, including security and privacy.
It causes the online jewelry consumer to develop a negative attitude toward using a

virtual store, which finally reject them in acceptance virtual store. In order to create the
positive attitude toward using virtual store to the online consumers, 9 successful
strategies which, consist of (1) ease of use, (2) relationship marketing, (3) perceived
trust, (4) value of jewelry web site (image value, personnel value, product value and
service value), (5) types of payment, (6) language use, (7) information richness, (8)
pricing strategy and (9) company policy strategy have to be set up. The purpose of this
study is also to set up a prototype of web application model for an online jewelry
business. This is to increase the "TRUST' value of the jewelry virtual store.

The

researcher considers that the value of jewelry web site can change their negative result
of perceived trust to be a positive one and finally change their negative attitude toward
using virtual store to be a positive one as well.
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APPENDIX A

The Exporting Value of Jewelry Product in the Increasing Amount From 1987 To 1998
Shown in Graphic and in Figures
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Figure A.l.

The Exporting Value of Jewelry Product in the Increasing Amount from
1987 to 1998 Shown in Graphic (Million of Baht).

Table A.1. The Exporting Value of Jewelry Product in the Increasing Amount from
1987 to 1998 Shown in Graphic (Million of Baht).
Year
1987
1988
1989
1990
1991
1992
1993
1994
1995
1996
1997
1998

Values
20,825.2
24,981.6
30,225.3
36,926.3
38,169.9
39,266.4
43,495.0
47,088.7
52,498.6
54,272.9
55,622.0
57,356.5
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