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Abstract

The main purpose of conducting this research is to study the preference to the buying
jewellery with special reference to Jaipur city. The objective of the study is to get
insight about the consumer buying behaviour and factor influencing it such as cultural,
social, economic factors and brand awareness etc. while purchasing of gold jewellery
at various jewellery retail stores at Jaipur city. The primary data was collected through
questionnaire and personal contact from around 200 customers mainly from the top
jewellery retail stores like Birdichand Ghanshyamdas Jewellers, Tanisq, Kalaji, Surana
Jewellers, JKJ Jewellers. Data collected and analysed using simple percentage
method,Chi-square and ranking method. The study was restricted only to Jaipur city
and some of the customer were not serious in their responses therefore result can
not be generalised. The study helps jewellery retail stores to understand about the
buying behaviour of customer towards jewellery.

keywords: Buying Behaviour, Branded, Jewellery.

Introduction

onsumerism in India is witnessing unprecedented growth driven by favourable
demographics, a young and working population, rising income leaves, urbanisation and

growing brand orientation. According to World Gold Council, India is the largest market
for gold jewellery in the representing a staggering 974 tones of gold in 2013. The estimate
total demand for gold will be around 950 tonnes in 2014. Around 7.5 % of women say
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they are constantly searching for new designs.

Buying Behaviour

Indians have traditionally considered the purchase of jewellery as symbol of savings and
wealth. Rising disposable incomes has led to an increase in domestic consumption. Increasing
penetration of organised players provides variety in terms of products and designs. These
players are also offering financing schemes to consumers to further boost sales. Consumer
of gold jewellery are getting younger. Need for aesthetically rich design to attract this young
consumer. Time has gone when consumers use to buy only bridal jewellery, sales increased
in purchase on personal occasions such as birthdays, anniversaries and karvachauth, etc.
The current era of consumer buying decision is having a great deal of difference from
past especially before liberalisation in India. In past two decades, things have changed drastically
in terms of individual income, life-style, and literacy rate to a different approach of evaluation
and purchase decision. The influence is also seen due to availability of numerous brands
in the market which in their own ways are luring consumers

Companies also concentrate much on image differentiation to convince feel that they have
chosen right brand and help them reduce the complexity in buying decision process of buying
behaviour. Most women enjoy shopping according to their social class. Reasons for enjoyment
differ all classes enjoy the recreational and social aspects of shopping as well as being
exposed to new things, bargain hunting and comparing merchandise. However, lower classes
found acquiring new clothes or household items more enjoyable, while upper middles and
above more frequently specified a pleasant store atmosphere, display and excitement. Middle
and upper class women shopped more frequently than those in the lower class.

The Emergence of Branded Gold Jewellery

Gold is a symbol of prosperity and appeals to both younger and older generations across
social strata within the country.

The fashion-wear segment that currently has 8 to 10 per cent share but has gained importance
with the increase in demand for diamond jewellery. The growth in this segment is being
driven by rising income levels and the adoption and promotion of western concepts such
as solitaire engagement rings (A,T. Kearney analysis 2013).

Jewellery consumption behaviour in India also varies across geographical differences in terms
of gold type, diamond quality, jewellery type and key decision makers. For example- in
the east and south, gold jewellery has a high association with culture and traditions, making
them better markets for traditional designs. The North and West have higher demand for
white gold and diamond jewellery with class, status and modern aesthetics as major demand
drivers, making them better suited to modern jewellery designs. The difference in consumption
behaviour leads to dominance of local and regional suppliers.
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Before the liberalisation of the Indian economy in 1991 only the minerals and metals trading
corporation of India (MMTC) and the State Bank of India (SBI) were allowed to import
gold. The abolition of the gold control act in 1992, allowed large export houses to import
gold freely. Exporters in export processing zones were allowed to sell 10 per cent of their
produce in the domestic market. In 1993, gold and gold ornaments mining were opened
up for private investors and foreign investors were allowed to own half the equity in mining
venture. In 1997, overseas banks and bullion suppliers were also permitted to import gold
in India. Since, the late 1990’s there was a shift in consumer tastes, women were increasingly
of traditional chunky jewellery. There was a rise in demand for light weight jewellery, especially
from consumers in 16 to 25 age grows, who regarded jewellery as an accessory and not
an investment. The new millennium witnessed a definite change in consumer preferences.
In October, 2002, trend smith conducted a survey to understand the shifting needs, motivations
and aspirations of consumers in the jewellery market and to identify new trends and opportunities.
The late 1990s and early 2000s with the increase in the number of designers from design
schools such as the National Institute of Fashion Technology (NIFT), Indian Institute of
Gem & Jewellery (IIGJ) Pearl Academy, a wide range of new designs. The recent trends
show that the jewellers are going on-line for getting new age consumers.

Review of Literature

Several previous researches on consumer buying behaviour reveal that consumers make
rational decision instead of emotional ones. Depending upon the complexity and situation,
a consumer makes a good adjustment with the two and tries to accommodate the rational
analysis in her buying behaviour. However, consumers do not follow the process of rationality
always.

According to a research conducted by Tanishq buying roles of Consumer were studied
in form of various stages:– Initiator : 64% of women’s says that they got jewellery as
gift once in their life time and maximum times they have received the same from their
family members. Influencer: Who is influencing the buying decision? It can be for family,
friends, and needs. This survey explored that none of the women were influenced by their
female friends hence they infer that women play minor role, when it comes to influencing
her friend in buying of Jewellery.

Another article ‘How to invest in gold’ Shweta B.H. states different view investing, she
suggest protecting wealth rather than creating wealth and states that gold is one such investment.
The article also states that gold is an asset which has long term intrinsic value which helps
to shield from inflation, currency debasement and equity market bears. It also helps to
save countries purchasing power and is not much affected by countries economic condition.
They recommended to have 10-20% gold in investment portfolio.
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A report by World Gold Council states various regulatory changes that has come in gold
market such as gold control act which was implemented in 1968 was abolished in 1990,
forbidding the holding of gold in bar form. This was a part of economic reform which
took place in wake of balance of payment crisis in 1990-91. In 1993 Foreign Regulation
Act came permitting non-resident Indian to bring 5 Kgs of gold into country twice in a
year after paying tax. This allowance was raised to 10 Kgs by 1997. In 1997 Committee
on Capital Account Convertibility (CAC) allowed import and export of gold under open
general license. Currently the basic custom duty is 10%.

Objectives of Study

l To evaluate the buying behaviour of the women customer’s in purchasing of gold.
l To study the various factors affecting buying behaviour of Jewellery.
l To study the brand awareness of jewellery in selected Jewellers in Jaipur city.
l To know the purchasing decision of the women customer’s in Jewellers

Hypothesis

All the factors have equal impact on the buying decision of consumers.

Research Methodology

The present study based on primary as well as secondary data were 200 customers visiting
to Birdichand Ghanshyamdas Jewellers, Tanisq, Kalaji, Surana Jewellers, JKJ Jewellers jewellery
stores were interviewed. The primary data was collected through questionnaire and personal
contact with consumer. The secondary data was collected from journals, text books and
through internet. Random sampling method was adopted to select the consumers for collecting
data.

Statistical Tools

l Percentage Analysis

l Chi Square Analysis

l Average score analysis & Ranking method

Data Analysis and Interpretation

Percentage Analysis
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Table 1: Demographic and Socioeconomic Characteristic of Respondents

Particulars Number of the     Percentage of
Respondents     Respondents

Age

Below 25 51 25.5

25-30 56 28

31-35 39 19.5

36-40 28 14

Above 40 26 13

Education

Up to X std. 20 10

H.S.C. 28 14

Graduate 84 42

Post graduate 68 34

Family monthly income

Below 10,000 65 32.5

10,000-20,000 30 15

20,001-20,000 40 20

30,001-40,000 35 17.5

Above 40,000 30 15

Table 2 Brand Awareness of the Jewellery Store

Particulars                   Number of the     Percentage of
     Respondents   Respondents

Birdichan Ghanshyam das 59 29.5

Kalaji 27 13.5

Surana Jewellers 50 25

Tanisq 17 8.5

JKJ Jewellers 47 23.5
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Table 3. Frequency of Purchasing Jewellery

  Particulars                 Number of the     Percentage of
     Respondents   Respondents

Every Month 29 14.5

Once a year 61 30.5

Once in 3 months 73 36.5

Rarely in ever 27 13.5

Twice a year 10 5

Table 4. Reason/Occasion of Purchase Jewellery

  Particulars                 Number of the     Percentage of
     Respondents   Respondents

Birthday 18 9

Festival 67 33.5

Marriage 54 27

Gift 27 13.5

Other 34 17

Table 5. Annual Expenditure on Jewellery

  Particulars                 Number of the     Percentage of
     Respondents   Respondents

Below 13,895 62 31

20,000 73 36.5

25,000 22 11

35,000 above 43 21.5
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Table 6. Showing the Price Range of Gift Purchased

  Particulars                 Number of the     Percentage of
     Respondents   Respondents

Below 5000 38 19

8000 47 23.5

10000 93 46.5

15000 above 22 1

Table 7. Members Involved in Purchase Decision

  Particulars                 Number of the     Percentage of
     Respondents   Respondents

My Child 128 64

My Spouse 26 13

MY self 32 16

My spouse and my self 14 7

Table 8. Factors Affecting the Buying Decision

Particulars 1 2 3 4 5

Value of the design 38 61 37 29 35

Friends & Relatives 29 37 31 46 57

Latest Fashion 30 58 49 22 41

Branded Company 41 34 20 60 45

Quality of the gold 53 78 22 32 20
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Table 8(a). Calculation (By using Ranking Method)

Particulars 1 2 3 4 5 Total Rank

Value of the design 190 244 111 160 35 696 II

Friends & Relatives 145 148 93 92 57 535 V

Latest Fashion 150 232 147 44 41 614 III

Branded Company 205 136 60 120 45 566 IV

Quality of the gold 265 292 66 64 20 707 I

Table 9. Advertisement Frequency of Jeweller

Particulars 1 2 3 4 5

Birdichan Ghanshyam das 22 52 34 34 58

Kalaji 81 28 37 42 12

Surana Jewellers 62 59 44 17 18

Tanisq 85 65 18 20 12

JKJ Jewellers 39 76 15 48 22

Table 9(a). Calculation (By using Ranking Method)

Particulars 1 2 3 4 5 Total Rank

Birdichan Ghanshyam 110 208 102 68 58 546 V
das

Kalaji 405 112 111 84 12 724 III

Surana Jewellers 310 236 132 34 18 730 II

Tanisq 425 260 54 40 12 791 I

JKJ Jewellers 195 304 45 96 96 662 IV
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Table 10. Opinion towards Type of Jewellery

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

Gold 98 49

Silver 72 36

Diamond 30 15

Table 11. Preference to Points of Purchase

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

From the branded shop 76 38

Giving order to the goldsmith 56 28

Getting if from the local shop 68 34

Table 12. Factors affecting Purchase Decision

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

Fashions & Beauty 29 14.5

Price 37 18.5

Gram/weight 60 30

Gold quality 69 34.5

Other 5 2.5

Table 13. Awarness About the Brand

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

Friends 92 46

Banner 55 27.5

TV 44 22

Newspaper 9 4.5
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Table 14. Influence for Purchase

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

Family Member 76 38

Media 71 35.5

Film actor 5 2.5

Role model 16 8

Table 15. Types of Offers

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

Price discount 142 71

Compliment 30 15

Gift 28 14

Other 0 0

Table 16. Satisfaction Towards Investment Scheme

 Particulars                 Number of the     Percentage of
     Respondents   Respondents

Highly satisfied 32 16

Satisfied 96 48

Neutral 12 6

Dissatisfied 10 5

Highly dissatisfied 50 25



Consumer Buying Behaviour towards the Gold Jewellery specially in Jaipur City

Professional Panorama : An International Journal of Applied Management & Technology

38

Table 17. Average Expenditure on Jewellery

Particulars Below 10,000– 20,001– 30,001– Above Total
10,000 20,000 40,000 40,000 40,000

Below 13,895 13 13 19 10 10 65

20,000 9 9 8 7 6 39

25,000 10 9 10 8 9 46

Above 35,000 11 10 9 7 13 50

Total 43 41 46 32 38 200

Chi–square Analysis

Calculated Value X2 33.8546

Degree of Freedom 12

Level of Significant 5%

Table Value 21.026

Result Accept

Since the calculate value of chi-square x2 33.8546 is less then the tabulated value (21.026)
the null hypothesis H

0
 is accepted and alternative hypothesis H

1
 is rejected. Hence, it is

concluded that there is no significant relationship between monthly income of house hold
and money spent on jewellery in a year

Findings

1. According to 36.5% of the respondents are spending 20,000 rupees in a year for
buying jewels.

2. 32.5% of the respondent's monthly income is below 10,000.

3. Three fourth of the respondents said that Jewellers gives brand awareness.

4. 36.5% of the respondents buy jewels once in 3 months.

5. 67 respondents said that they often buy gold at the time of festival.

6. Majority of the respondent are in the age group of 25 to 30.

7. According to 46.5% of the respondents spend rupees 10,000 for gift purchase.

8. Majority of the respondents says that they decide before which brand of jewels before
entering jewellery shop.
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9. Majority of the respondents always take their children's or related persons when they
buy jewels.

10. Majority of the respondents take the final decision buy them children's to purchase
gold.

11. Half of the respondents are interested in gold jewels.

12. Majority of the respondents are satisfied by the brand of the gold.

13. Majority of the respondents are interested in jewellery work of branded shop.

14. According to 34.5% of the respondents are looking for the gold quality in jewellery.

15. Half of the respondents agree that they come to know about this brand to their   friends.

16. Majority of the respondent agrees that their personality increases when they were
their brand choices.

17. According to major respondents offers and discounts are provided at the time of
purchase.

18. Majority of the respondents agree that price discount is provided at the time of purchasing
gold.

19. According to the major respondents on investment scheme is quiet satisfactory in
gold purchase.

Suggestions

1. Giving attractive advertisement through the media like online, television, newspaper,
radio, magazine.

2. Conducting customer survey very often it could review changes in taste and attributes
of customer.

3. Introducing more attractive cash discounts schemes to the customer to enhance the
increasing in the sale of gold.

4. Introducing more sales promotion measures depending upon changing taste preference
of organisation.

5. Introduce more attractive designs, latest fashion of gold to the customer.

Conclusion

The Jewellery retail sectors have to adopt some sales promotion strategies which improve
the Sales of the Jewels in their shop and increase the awareness of the Jewellery retail
shops. Jewellery retail sectors have to be a better relationship with their customer for the
better sales. The researcher has gained more knowledge and experience in the field of
research and it will be even helpful for future researcher activities is a possibility for the
further research in the same field.


