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Introduction 

 Consumer buying behaviour signifies more than just the approach of consumer towards buying 

a product. Marketing efforts therefore also emphasize on consumer’s consumption of services, 

ideas and activities. The manner in which consumer buys a product is extremely important to 

marketers. It involves understanding a set of decisions (what, why, when, how much and how 

often) that the consumer makes over the time. This research scrutinizes consumer behaviour in a 

wider perspective and highlights its dependency on the most popular jewellery segments. 

 
Need for the Study 

 Consumer buying behaviour was mostly affected by budgetary constraints and also when 

buying seemed to have a small impact on the daily life and one’s lifestyle. The consumers had a 

smaller level of influence on the availability of products and the most part had to contend with 

what was on offer. The increased disposable income, access to information, and competition has 

empowered consumers to demand more and to have higher expectations. Now they are not 

determined on their needs for a product but are instead motivated towards their wants which is 

quite attributed of the jewellery market. So, the overall purpose of this research is “to gain 

deeper understanding of different factors which are significantly related to the jewellery buying 

behaviour of consumers” in selected towns of Vellore District. The study is also aimed at providing 

information, which can benefit jewellery companies and traditional stores to understand 

consumers and their lifestyle to gain success in the jewellery market. 

Objectives of the Study 

 In the background of the conceptual framework set out in the above section, this study was 

designed. The main objective of the study is to study the consumer buying behavior on gold 

jewellery. Having this objective the following specific objectives were designed. They are  

1. To study the motive behind investment in gold jewellery. 

2. To know by whom purchase decision is taken. 

3. To find out the type of jewellery consumers prefer. 

4. To study the factors that influence purchase decision. 

5. To know the level of satisfaction of the consumers. 
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Statement of the Problem 

 The main objective of this research is to study, analyse and asses the customer buying 

behaviour in respect of gold jewellery in selected towns of Vellore district. This study also aims to 

study and evaluate the links between customer satisfaction level and level of customer service 

offered by the jewellers. In order to do so, the consumer buying behaviour will be assessed using 

survey. 

Significance of the Study 

 The study is also aimed at providing information, which can benefit jewelers, consumers and 

traditional stores to understand consumers and their lifestyle to gain success in the jewellery 

market. 

Relevance to Jewelers 

 This research would prove fruitful in understanding the impact of awareness on consumer 

buying decisions for jewellery. 

 The study would also help the jewelers to find out the consumer preference and their buying 

behaviour towards jewellery. 

 This would help both the retailers to know what are the consumer preference and what 

strategies should they adapt to grab the market. 

Relevance to Consumers 

 The study is facilitated to understand various aspects of the jewellery. 

 Consumers are knowledgeable today so the research would help in making them aware of the 

various attributes jewellery shop. 

It becomes a better option for the consumers with good source of income to make a secure 

investment.  

Research Methodology 

 The researcher has used descriptive design for the study. The researcher has described the 

importance and usefulness of the study to the respondents. 

 

The Sample profile 

 A sample of 100 respondents was taken for this study. The researcher has applied random 

sampling for selecting the sample respondents.  

 

Field work and period of study 

 The field work of the study was carried out by the researcher herself. It was conducted during 

the period from January to July. The researcher checked and edited the completed questionnaire 

immediately. 

 

Analysis of data 

 After collecting the data from the respondents, the researcher analyzed the data by using 

tables, percentages, rank lists. The most of the variables in this study is interconnected  

(e.g. jewellery bought for investment, occasion, as well as for adornment) so it is decided to give 

rank for such type of questions. The respondents were asked to provide ranks to certain questions 

in ascending order. Frequency table is prepared out of the rank assigned by the respondents. 

These ranks were ranked on the basis of highest value and then the dominant variable in that 

question is interpreted. 

 The different tools used for data analysis are tabular analysis, coding, charts, bar diagrams 



Vol. 6                  Special Issue 5               February 2018                 ISSN: 2320 - 4168 

 

 
9 | P a g e  Shanlax International Journal of Commerce 

 

1. Buying Motive 

 In order to study the buying Motive, respondents were asked to give their opinion in the form  

of ranks in the ascending order. The following table shows the buy motive distribution of the 

respondents.     

 

   Table-1 

 From the above table, it is interpreted that the 

consumers prefer to buy gold jewellery first for occasions 

(Rank-I), second for investment (Rank-II), third for 

festivals (Rank-III), and finally for fashion (Rank-IV). 

Nearly 65% of consumers buy jewellery during 

occasions.  

 
2. Type of Gold jewellery preferred 

 In order to study the type of Gold Jewellery preference, the researcher has studied the type 

of Gold Jewellery mostly preferred by the respondent. The following table shows the type of Gold 

Jewels preference of the respondents. Respondents were asked to give their opinion in the form 

of ranks in the ascending order. The following frequency table is prepared on the basis the rank 

given by them.   

 
Table – 2 Respondents Actual Ranks on jewellery Preference 

 From the above table it is interpreted that 

consumers prefer to have gold coins first (Rank-I), 

secondly light weighted ornaments (Rank-II), 

thirdly ornaments with stone (Rank-III), and finally 

they prefer for weighted ornaments without 

stones.  Most of the respondents (72%) prefer to 

buy gold coins. 

3. Shop Preference 

 In order to study the preference of jewellery shop of the respondent, the researcher has 

studied whether it is branded store/traditional jewellery shop. The following table shows the 

Prefer to buy distribution of the respondents. 

 

  Table – 3 Shop Preference 

(Source: Primary data) 

 Out of 100 respondents, 64% of 

respondents prefer to buy gold jewellery 

from traditional family store and remaining 

36% respondents like to buy jewellery from 

branded store. 64% respondents prefer to 

buy jewellery from traditional family store. 

4. Source of awareness 

 In order to study source of awareness, the researcher has studied the source of awareness 

from respondents. The following table shows the Source of awareness of the respondents. The 

respondents were asked to give their opinion in the form of ranks. The above table is prepared on 

the basis of opinion of the respondents. 

Buying Motive Frequency Ranks 

Occasions 65 I 

Investment 51 II 

Festival 44 III 

Fashion 43 IV 

Jewellery Preference Rank 

Gold coin I 

Light weight ornaments II 

Ornaments with Stones III 

Weighted Ornaments without Stones IV 

Shop Preference Frequency  Percentage  

Branded Store 36 36% 

Traditional Family Store  64 64% 

Total  100 100% 
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 Table – 4 Source of awareness 

 From the above table, it is interpreted that the 

respondents came to know about the jewellery 

shop through neighbours first (Rank-I), secondly by 

Shop Display (Rank-II),thirdly by advertisement 

(Rank-III), and finally through friends and relatives. 

Among these for sources of awareness, information from neighbors plays a role in knowing the 

jewellery shops. 

 

5. Attributes of Jewellery shop 

 In order to study attributes of jewellery shop, the researcher has studied the attributes 

distribution of respondents. The following table shows the attributes distribution of the 

respondents in the form of ranks. 

         Table -5 Attributes  

  From the above table, it is interpreted that 

reasonable price of the shop plays first rank in 

attracting the customers. Quality and customer 

service play (Rank-II) second role for attraction. 

Design play (Rank-IV) in attraction. Jewellery 

shop name plays (Rank-V) in attraction. 

Convenient and easily availability has (Rank-VI) 

in attracting customers jewellery shop location 

occupies (Rank-VII) in attracting customers. 

Transparency occupies (Rank-VIII) In attracting customers and finally Trust worthiness the final 

rank.  So it is interpreted that reasonable price attracts consumers to buy jewellery in a 

particular shop.  

 
6. Purchase decisions 

 In order to study purchase decision details, the researcher has studied the purchase decision 

distribution of respondent. The following table shows the purchase decision distribution of the 

respondents. 

          Table -6 Purchase decision 

 Out of 100 respondents, 60% of respondents 

take collective decisions. 17% jewellery 

purchase decisions were taken by women, 15% 

of jewels purchase decisions taken by husband, 

and only 4% of respondents said that their 

children and grand parents take purchase 

decision on gold jewellery. Collective decision 

making (60%) is taken by consumers on gold jewellery purchase.  

 
7. Mode of Purchase 

 In order to study mode of purchase, the researcher has given the following mode of 

purchases. The following table shows the mode of purchase distribution of the respondents. 

           

Source of awareness Frequency  Ranks 

Neighbours 36 I 

Shop Display 31 II 

Advertisement 30 III 

Friends and Relatives 28 IV 

Attributes Frequency Ranks 

Price 38 1 

Quality 37 2 

Design 28 4 

Jewellery shop name 27 5 

Convenient easy 26 6 

Jewellery shop Location 25 7 

Transparent 24 8 

Trustworthy 22 9 

Purchase Decision Frequency Percentage  

Husband  15 15% 

Wife 17 17% 

Children  4 4% 

Grand Parents 4 4% 

Together  60 60% 

Total  100 100% 
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        Table – 7 Mode of Purchase 

(Source: Primary data) 

Out of 100 respondents, 71% of respondents 

purchase jewelry by paying cash, 26% 

respondents buy jewellery by exchanging old 

jewels, and only 3% purchase jewelry by 

gold chits. Most of the purchases 71% were 

made by cash.  

8. Customers loyalty 

 In order to study customers’ loyalty, the researcher has studied the promotional scheme 

distribution of respondent. The following table shows the promotional scheme distribution of the 

respondents. 

Table – 8 Switch over to another shop 

(Source: primary data) 

 Out of 100 respondents, 61% of respondents said that 

the promotional schemes does not influence them to 

switch over to another shop and only 39% respondents were 

attracted towards promotional schemes. Promotional 

schemes do not influence the customers to switch over to 

another shops. Customers were loyal towards a particular jewellery shop. 

 

9. Jewellery Shop Schemes 

 In order to study attracted schemes, researcher has studied the attracted schemes.  

The following table shows the attracted scheme distribution of the respondents. 

 

 Table – 9 Jewellery Shop Schemes 

 (Source: primary data) 

 Out of the 100 respondents, 33% were attracted 

towards zero making charges, 23% respondents 

towards the other schemes, 19% respondents 

attracted towards discount and only 8% attracted 

for cash back offer. There is no specific scheme 

dominates to get customer affection to a particular 

jewellery shop. 

 

 

10. Factors influencing gold purchase decision making: The following table gives the details about 

the factors that determine purchase decisions. 

Table No.10 Factors influencing gold purchase decision making 

  From the above it is interpreted that the economic 

factors have great influence on gold purchase decision 

making. High percentage of neutral is there for personal 

factors and disagreement is more on personal factors 

 

 

Mode of Purchase Frequency Percentage 

Cash 71 71% 

Exchange of jewels 26 26% 

Gold chits 3 3% 

Total 100 100% 

Switch over to 
another shop 

Frequency % 

Yes 39 39% 

No 61 61% 

Total 100 100% 

Jewellery Shop 
Schemes 

Frequency Percentage 

Discount 19 19% 

Cash back 8 8% 

Zero marking 
charges 

33 33% 

Gifts 17 17% 

Other 23 23% 

Total 100 100% 

Factors A NA DA 

Economic factors 81% 13% 5% 

Marketing factors 65% 20% 15% 

Personal factors 59% 24% 39% 

Product features 71% 15% 14% 
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11. Level of Satisfaction 

 In order to study level of satisfaction, the researcher has studied the level of satisfaction of 

respondents. The following table shows the level of satisfaction distribution of the respondents. 

 
   Table – 11 Level of Satisfaction 

(Source: Primary data) 

 From the above table, it is interpreted that consumers have satisfaction (50.8%) on purity, colour, design, price, variety, 916 hallmark, resale value, wastage value, guarantee, trustiness. 21.2% respondents have high level of satisfaction on the above factors. 14% respondents were neutral 

On saying the satisfaction. 12% of the 

respondents have dissatisfaction on 

the above factors. So, it is 

interpreted that the respondents 

were satisfied on purity, colour, 

design, price, variety, 916 hallmark, 

resale value, wastage value, 

guarantee and trustiness. 

 
12. Problems on purchasing gold 

ornamanents 

 In order to study the problem of 

purchase of gold ornamanents, the following problems were given to respondents. The following 

table gives the problems faced by respondents’ while purchasing gold ornaments. 

 
    Table –12  
 Respondents were asked to give their opinion in the form of ranks. The ranks were presented 
in the form of table as above. 

 

 Out of 100 respondents response, 

all other problems play a dominant 

role 56% (Rank-I), 34% (Ranks-II), 

respondents had problems on after 

sales service, 28% (Rank-III) 

respondents had the problem of 

choosing jewellery shop, 27% 

respondents (Rank-Iv) had the problems on purity, 26% (Rank-V) respondents had problems with 

instability of prices and finally 25 (Rank-VI) had problems with quantity and quality identification.  

 

Apart from the above mentioned problems, the other related problems play a major role on 

purchasing gold ornaments 

Findings 

 Nearly 65% of consumers buy jewellery during occasions.   

 Most of the respondents (72%) prefer to buy gold coins. 

 64% respondents prefer to buy jewellery from traditional family store. 

 Among these for sources of awareness, information from neighbors 36% plays a role in knowing 

the jewellery shops. 

 Reasonable price attracts consumers to buy jewellery in a particular shop.  

 Collective decision making (60%) is taken by consumers on gold jewellery purchase.  

Factors HS S N DS HDS Total 

Purity 43 42 13 01 01 100 

Colour 14 53 12 17 04 100 

Design 29 53 08 06 04 100 

Price 23 62 08 04 03 100 

Variety 22 52 22 02 02 100 

916 KDM Hallmark 21 44 17 17 01 100 

Resale value 10 44 19 21 06 100 

Wastage value 06 42 15 23 14 100 

Guarantee 21 61 11 06 01 100 

Trustiness 23 55 14 07 01 100 

Total 212 508 139 104 37 1000 

Problems Frequency Ranks 

Others 56 1 

After sales and service 34 2 

Choice of Jewellery shop 28 3 

Confidence on purity 27 4 

Unstable price 26 5 

Quality and Quantity Identification 25 6 
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 Most of the purchases 71% were made by cash.  

 Customers were loyal towards a particular jewellery shop. 

 There is no specific scheme dominates to get customer affection to a particular jewellery 

shop. 

 
Finding on factors influencing gold purchase decision making 

1. Economic factors: 81% of the respondents agree that economic factors influence gold 

purchase decision making. 

2.  Marketing factors: 65% of the respondents agree that marketing factors influence gold 

purchase decision making. 

3.  Personal factors: 81% of the respondents agree that economic factors influence gold purchase 

decision making. 

4.  Product features: 71% of the respondents strongly and agree that product features influence 

gold purchase decision making. 

 
Overall interpretation on factors influencing gold purchase decision making 

 From the above it is interpreted that the economic factors have great influence on gold 

purchase decision making. High percentage of neutral is there for personal factors and 

disagreement is more on personal factors 

 It is found out that the respondents were satisfied on purity, colour, design, price, variety, 

916 hallmark, resale value, wastage value, guarantee and trustiness. 

 The other related problems play a major role on purchasing gold ornaments. 

 
Limitations of the Study 

 This study was conducted in few places of Vellore district alone. So result of this study is not 

possible for generalization. 

 The researcher has taken only gold jewellery. Other jewellery (silver, diamond, platinum) 

have not been included in this study. 

 The questionnaire is not validated. 

 During the field study for data collection some of the respondents are non -co-operating. 
 

Suggestions 

 The jewelers have to take into account the above findings for their business development. 

The consumers should aware of purity on gold jewellery and hall marks. By having these findings 

as clues, the research can be extended larger area. 

Epilogue 

 This study shows the consumer buying behavior on gold jewellery in Vellore district. The study 

will help to understand, the consumer preferences over jewellery and also it will help to explore 

the various required strategies to uplift economy of jewellery market. 
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