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Abstract

ThepurposeofthispaperistostudytheperceptionofconsumerstowardsgoldjewelleryinHyde
rabad.Well-structured questionnaire was designed to elicit the opinions from respondents.
Research design is basedon descriptive research from Hyderabad on the basis of convenience
sampling; with the sample size of |28respondents&dataisanalysedusingtechniqueslike
percentages and Garrett ranking. In the present study the researcher is intended to know the
socio-economic profile and analysed the consumer perception towards branded and non-
branded jewellery in Hyderabad. For that analysis, they used the tools like PercentageAnalysis,
Garrett Ranking. It has been observed that respondents came to know about branded
jewellery from their friends, relatives and also from website and non-branded jewellery from
local TVchannels. Respondents wish to buy from Tanishq (preferred jewellery brand) and like
to wear during casual parties.Thepresentstudyis restricted to Hyderabad region only.
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IINTRODUCTION

Consumer  perceptionis how people
thinkabouta product basedon their
ownfindings.Thesejudgments are based on a
variety of reasons, including their own personal
experience with the product andwhat they've
heard from others. This view may differ
depending on the customer or a certain
customerdemographic. The Internet has changed
the way individuals interact with brands and
form opinions
aboutthem.Customersmayfindreviewsanddetailsa
boutbusinessesanditemsonsocialmediaandreview
websites,whichhelpsthembuildtheir own opinions
aboutthem.

A marketing term that refers to a
customer's  perception, awareness, and/or
consciousness of a firm orits products.
Advertising, reviews, public relations, social
media, personal experiences, and other avenues
allhaveanimpactonconsumerperception.Consume
r’sperceptioncanaffectacompany'ssuccessorfailur
e.Forexample,ifarestauranthasareputationforservi
ngthebestpizzaintown,thegeneralconsumerpercep
tionintown may be that if you want good pizza,
you should go there. This perception may have a
significant
impactonthepizzastorecapacitytogenerateaprofit.
Consumers'negativeperceptionsofacorporation,on
theotherhand, might substantially hinder revenue
and profit. For example, if a hardware store has a
reputation forsellinglow-
cost,inferiorgoods,customersmayavoidbuyingfro
mitunlesstheysimplycouldn'taffordhigher-
qualitygoods.

The ability of a firm to attract and keep
customers who are willing to acquire goods and
services atprofitable rates is critical to its success.
Consumer perception is crucial to businesses
because it can impactconsumer behaviour, which
in turn affects a company's financial
performance. Many companies
devotesignificantresourcestoinfluencetheconsum
er opinions.

CONSUMERBUYINGBEHAVIOURWHILEPURCHAS
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INGJEWELLERY

Consumers demonstrate a variety of
behaviours when purchasing things ranging from
a toothpaste toa new car. More complex
judgments usually include fewer buyers and
more consideration on the part of thebuyers. A
consumer demonstrates complicated buying
behaviour while purchasing an expensive piece
ofjewellery that satisfies a consumer's self-
esteem needs (as defined by Maslow's hierarchy
of wants). Whenconsumers are emotionally
invested in a purchase and observe distinct
changes between brands, they
engageinsophisticated buying behaviour.

AWARENESSOFCONSUMERABOUTBRANDEDJEW
ELLERY

When a product is expensive, risky,
purchased infrequently, and highly self-
expressive, consumerscould become very
involved. This customer will go through a
learning process, first establishing
productassumptions, then attitudes, and finally
making a valid buying decision. Marketers of
high-involvementproducts must know how high-
involvement consumers gather information and
evaluate products; they mustalsoassistbuyers in
learningaboutproduct-class qualitiesandtheir
relativerelevance.

Branded jewellery is making roads into
the Indian market, with companies like Titan and
KalyanJewellersseeingbuyersmigratefromtraditio
nalmerchants.Consumersaremoreconcernedabout
qualitythanthey have ever been. In 2001, India
had the world's greatest gold demand, consuming
855 tonnes per year, 95percent of which was
used for jewellery. The majority of the jewellery
purchased in India was made in thelndian classic
fashion. The majority of the jewellery was made
of 18, 22 and 24-carat gold. The globaljewellery
market, on the other hand, is expected to rise at a
CAGR of roughly 14% from 2009 to 2012.
InIndia, more than 3/4™ of the population buys
branded jewellery. As a result, it has been
observed that thegeneralpublicis awareofbranded
productsandfewhavetried usingproducts.
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BRANDAPPEAL

Inthecompetitivelndianmarket,brandedje
welleryhascreatedanicheforitself,anditsincreasedr
ateofgrowthsuggestthatitwillsooncaptureasubstan
tialportionofthejewellerymarket.Withindia'sexpa
ndingretail economy, various firms have started
the traditional jewellery market, selling a product
that was
nevertruly"advertised"in"brand"newways.Brande
djewelleryhasbecomethenewsloganintheindustry,
havingquickly built itself a niche in recent years.
Some businesses have even cleverly exploited
Indian culture andpractices in order to promote
and build their brands. Jewellery is now sold as
"a special thing [diamond] for aspecial
someone.” Despite doubts regarding the
marketability of branded jewellery in a country
whereornaments aretraditionallypurchased
fromasmith,30 brands werecreatedin 2004.

REVIW OF LITERATURE

Inhisstudy"IndianCustomersShowinglinter
estinBrandedJewellery,”"Rncos(2006)discoveredt
hatthegems
andjewellerybusinessinindiahasgreatfuturegrowt
hpotential.ltalsohasacompetitiveadvantageinthefo
rmoflow productioncostsand highly
skilledworkers.

According to a study conducted by
Shivani Mishra (2007), 80 percent of jewellery
is purchased forinvestment purposes, 90 percent
of customers buy their jewellery from a
traditional jeweller, 5-6 percent
ofmerchandiseisbrandedjewellery.

Dr.MehalPandya(2016)revealedthatinthe
goldornamentmarket,thereisaconsiderableassociat
ion between customer residence area and the
impact of some marketing tactics such as
advertising,choosingbrand ambassadorsand
offers.

Dr. M. Vasan (2018) found that
goodwill, reasonable wastage and manufacturing
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costs, reliability,quality, brand image,
advertising, a wide range of collections, and a
competitive pricing are the
foundationsforchoosing abranded store.

Dr.P.SunilP.Sharma,Ms.BhumikaM.V
amja(2020)noticedthatIndiaboaststheworld'slarg
estdiamondcuttingandrefiningbusiness,althoughit
srawmaterialrequirementsareentirelyfulfilledbyi
mports.As a result, any negative shift at the
national or global level has an impact. The risk of
the business
beingtransferredtoacompetitorcountry always
seemto besignificant.

STATEMENT OF THE PROBLEM

ThemostpreferredformofjewelleryamongS
outhindianwomenisgold.Goldisconsideredfortuna
teand a prestige symbol in southern India.
Jewellery is always regarded not only as a means
of love, but also
asaformofsecurityintimesofcrisis. Thisisduetofactt
hatitissometimesexpensiveandcanbesoldwheneve
rmoneyisneeded. Inthisway,jewellerycanalsobeus
edasaformofinsurancethatcanbereliedupon.Wome
ninindiaaregivenjewelleryatmanystagesinlife,suc
hasbirth,adulthood,marriage,parentsandsoforth. T
helndian market had seen a rapid shift from
jewellery as an investment and to aesthetically
pleasing
ornaments. Theemphasishadshiftedawayfrominfor
mationandmoretowards design.

Theyoungadultswasattractedtofashionable
,contemporaryjewellery,rejectingheavyandtraditi
onalgold pieces. The customer anticipated an
international shopping experience and a larger
selection in a singleconvenient place. The Indian
consumer were ready to test out new designs.
Some companies have evencleverly exploited
Indian culture and practices in order to promote
and build their brands. As a result, it isnecessary
to research customers’ buying habits and make
changes to meet the needs of today's
trendyconsumers.Asaresult,theresearcherconduct
edthisstudytoexamineconsumerperceptionsofgold
jewelleryinHyderabad.
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OBJECTIVES OF THE STUDY

Thefollowingaretheobjectives ofthestudy.
1. Toknow thesocio-
economicprofileoftherespondents.
2. Toanalyseconsumersperceptiontowards
goldjewelleryinHyderabad.

Il RESEARCHMETHODOLOGY

SOURCESOFDATA

Thisstudyisbothdescriptiveandanalyticalinn
ature. Itcoversbothprimaryandsecondarydat
a.

Primarydatarequiredforthestudywerecoll
ectedfromtherespondentsselectedforthestudy.Wel
I-structuredquestionnairewasused to
collectdatafromrespondents.

Secondary data has collected by the
researcher from various sources like Magazines,
Journals, Textbooks and websites.

SAMPLESIZEANDTECHNIQUE

Since the consumers of goldjewellery in
the study area is unknown, the researcher has
decided
tofollowsamplingtechniqueforthepresentresearch
work.Thereare
128respondentsareselectedforthestudyusingconve
nientsampling technique.

111 ANALYSIS AND INTERPRETATION

Inorderto analysetheprimarydata,
thefollowingtoolswereusedthrough SPSS.
1. Garrettranking
2. Percentages
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Tablel:Demographicprofileofrespondents

Particulars No.ofrespondents Percentage
Male 47 36.71
Gender Female 81 63.29
Total 128 100.00
Below20years 6 4.6
21— 30 years 59 46.09
Age 31-40 years 40 31.25
41-50 years 19 14.84
Above51 years 4 3.12
Total 128 100.00
School 26 20.31
Undergraduation 31 24.21
Educationalqualifica Post-graduation 49 38.28
tion Diploma 22 17.18
Total 128 100.00
Businessman 7 5.46
Professional 6 4.68
Governmentemployees 14 10.93
Occupation Privateemployees 17 13.28
Dailylabour/Coolie 7 5.46
Student 34 26.56
Housewife 43 33.59
Total 128 100.00
. Married 80 62.5
Maritalstatus Single 48 375
Total 128 100.00
Below5000 17 13.28
5001 — 10000 28 21.87
Monthly 10001 — 20000 38 29.68
ineome 20001 — 30000 30 23.43
Above30000 15 11.71
Total 128 100.00

Source: Author’scompilation

Tablelshowsvariousdemographicfactorssuchasgender,age,educationalqualification,occupation
,maritalstatus andmonthlyincomeofthefamilyoftherespondents.

Table2:Opinionofrespondents regardingGoldjewelleryindifferentaspects

Particulars No.
Percentage
ofresponde
nts

Notimportant 6 4.68
Purchase Notveryimportant 29 22.65
decisions Somewhatimportant 45 35.15
Veryimportant 39 30.46
Extremelyimportant 9 7.03
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4525 Journal of Positive School Psychology

Total 128 100.00

' Yes 57 4453
Asaninvestment No 71 55.46
Total 128 100.00

. Yes 88 68.75

Forgift No 40 31.25
Total 128 100.00

Changesof Yes 29 22.65

o é;ssrilﬁ\évroomswhl lepur No 99 77.34
Total 128 100.00

Source: Author’scompilation

Table2showsdifferentopinionsoftherespondentstomeasuretheirperceptionofgoldjewelleryinvarious
aspects namelyconsiderationof purposeof buyinggold jewelleryetc.

Table3:FactorsinfluencedtopreferGoldjewellery

Particulars Levelofinfluence
Veryhigh High Medium Total

Variety 15 23 14 52
Factors influenced Quality 10 28 14 52
toprefer A ibili 1 2 1 52

brandedjewellery ceessibility > 6
Exchangeoffers 13 16 23 52
Certlflcatlon 8 20 24 52

ofjewellery
Total 57 112 91 -
Creditfacility 17 23 36 76
Factors influenced Easyapproach 7 32 33 76
toprefer non- - -

brandedjewellery Negotiableprice 16 35 21 76
Morereliability 29 17 26 76
Total 69 107 116 -

Source: Author’scompilation

Table 3 depicts various factors which are most considered while preferring branded and non-
brandedjewelleryby therespondents.

Table4:PercentpositionandGarrettvalue

S No 100(Rij-0.5)/Nj Calculated Garrett 100(Rij-0.5)/Nj Calculated Garrett
value value value value
1. 100 (1 -0.5)/4 12,5 73 100 (1 -0.5)/5 10 75
2. 100 (2 - 0.5)/4 375 57 100 (2 - 0.5)/5 30 60
3. 100 (3 -0.5)/4 62.5 44 100 (3-0.5)/5 50 50
4, 100 (4 -0.5)/4 87.5 27 100 (4 -0.5)/5 70 40
5 100 (5 -0.5)/5 90 25

Source:Computed data
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Therespondentsareaskedtoranktheirresponsesaboutthesourcesofknowledgeofbrandedjewellery.To
identify the most effective source of knowledge of branded jewellery, the researcher has used
Garrett’srankingtest. Table4showsthedetailsofscoresgivenbytherespondentsfortheirawarenesstowardsbrande
djewellery.

Table5:CalculationofGarrettRanking

Brandedjewellery GarrettScore GarrettRank
FriendsandRelatives 4525 I
Pamphlets 3206 11l
Newspaper 2897 v
E-mail 2528 V
Website 3228 I

Sources Non-brandedjewellery GarrettScore GarrettRank
ofknowledgeo TV localchannels 5152 I
" f | Bitnotice 3410 i
golcjewetlery FlexBoard 3145 N
FriendsandRelatives 4677 I

Source:Computeddata

The table 5 shows that the Garrett scores of sources of each branded jewellery. The Garrett scores
arerankedaccordingtotheirvalues.

Table6:PercentPositionandGarrettValue

S.No 100(Rij—0.5)/Nj Calculatedvalue Garrettvalue
1. 100(1-0.5)/7 7.14 79
2. 100(2-0.5)/7 21.43 66
3. 100(3-0.5)/7 35.71 57
4. 100(4-0.5)/7 50.00 50
5. 100(5-0.5)/7 64.29 43
6. 100(6-0.5)/7 78.57 34
7 100(7-0.5)/7 92.86 21

Sour;:e:Computeddata
Therespondentsareaskedtoranktheirpreferenceofbrandedjewellery. Toidentifythemostpreferredbranded
jewellery,theresearcherhasusedGarrett’srankingtest. Table6showsthedetailsofscoresgivenbytherespondentsfor

their brandedjewellery preference.

Table7:PreferenceofBrandedJewellery—GarrettRanking

S.No Preferenceofbrandedjewellery GarrettScore GarrettRank
1. Tanishq 2880 I
2. LalithaJewelleryMartPvt.Ltd. 2433 I
3. GRT Jewellers 1841 VII
4, KalyanJewellers 2353 v
5. JosAlukkas 2446 I

© 2021 JPPW. All rights reserved
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KhazanaJewellery 2198 Vi

7 MalabarGold andDiamonds 2248 \Y/

Source: Computeddata

Table7 shows scores of preferenceof branded jewellery. The Garrett scores are
ranked according to their values.
Table8:PercentPositionandGarrettValue

S.No 100(Rij— Calculatedvalue Ga\r/;ﬁte
0.5)/Nj
1. 100 (1 -0.5)/6 8.33 77
2, 100 (2—0.5)/6 25 64
3. 100 (3—0.5)/6 41.66 55
4. 100 (4 0.5)/6 58.33 46
5. 100 (5- 0.5)/6 75 37
6. 100 (6 0.5)/6 91.66 23

Source: Computeddata

Therespondentsareaskedtoranktheirresponsesabouttheoccasionofusingjewellery.To
identify the most frequent use of gold jewellery, the researcher has used Garrett’s
rankingtest. Table8showsthedetailsofscoresgivenbytherespondentsforthefrequentusageofgold
ewellery.

Table9:OccasionofUsingJewellery—GarrettRanking

Occasion of Garrett
S.No usingjewellery GarrettScore Rank
1. CasualParties 3200 |
2. Outings 2569 [\
3. FormalOccasions 2816 ]
4. FamilyFunctions 2688 i
5. Wheneverrequired 2559 V
6. FestivalTimes 2553 VI

Source:Computeddata

Thetable9showsthatthescoresofoccasionofusingjewellery. TheGarrettscoresarerankeda
ccording totheir values.

FINDINGS Itthattheyusuallydon’tvisitmorenu
o mberofshowrooms for purchaseof
1. Majority(63.29%)ofrespondentsfort gold jewellery.
hepresentstudywerefemale. 7. lthasheennotedthatrespondentsca
2. Majority(62.5%)ofrespondentsforth metoknowaboutbrandedjewelleryf
epresentstudyweremarriedwomen. romtheirfriends, relativesand also
3. Majority(29.68%)ofrespondentshe fromwebsite.
longtothemonthlyincomethatrange 8. lthasbeenobservedthatrespondents
sbetweenRs. 10000-Rs. 20000. cametoknow aboutnon-
4. Majority(35.15%)ofrespondentsfe brandedjewelleryfromlocal TVcha
Itthatsomewhatitisimportanttotake nnels.

opinionbeforepurchaseof
goldjewellery.

5. Majority(68.75%)ofrespondentsfe
Itthattheypurchasegoldjewelleryto
gifttheirrelatives or family.

6. Majority(77.34%)ofrespondentsfe

9. ltisfoundthat
thehighestbrandedjewellerypreferre
dbyrespondents isTanishg.

10. Itisclearlystatedthatthemostfrequent
usageofjewelleryisduringthecasualp
arties.
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SUGGESTIONS

Thefollowingarethesuggestionsmad
ebytheresearcherforthefindingsbasedonthe
presentstudy.

1. Jewelleryshopscanimprovetheirservic
ebyprovidingadequateinformationtotheirc
ustomers relatingtonewarrivals
bymeansofsendingSMStotheirmobiles.

2. Latestoffersanddiscountsshouldbecom
municatedthroughTVadvertisementorNe
wspaper advertisementtoattractold
andnewcustomers.

3. Thequalityhasadirectinfluenceonconsu
merbuyingbehaviour. Thejewelleryretailer
scanimprovethequality
byreducingtheusageof othermetalswith
gold.

4. Jewellersshouldsellfashionandlightwei
ghtedlgmgoldjewellerytoincreasecustom
erbase.

CONCLUSION

We know that jewellery is a
significant ornament for Indian women
and it is alsoconsidered too auspicious.
She is a decision maker and hence she is
involved in purchase ofgold. Women are
lifestyle freaks and fashionable for them.
Aesthetic looks matters a lot, theyare
shopping lovers, status and prestige
conscious. She loves to receive gold
jewellery in theform of gift. Her
awareness levels towards brand are too
high and she doesn’t  mind
spendinghugeonjewellerybutsheiscautious
buyer.Thesuccessofabusinessdependsupo
nits
abilitytoattractandretaincustomersthatare
willingtopurchasegoodsandservicesatpric
esthatareprofitableto thecompany.
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