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ABSTRACT

Thisresearch study seeks to find the factors that affect the purchase of jewellery online. The study tries to explore
the dependency of purchasing jewellery online on age, gender, education level, and income level. It also tries to find out
the preference of customers with respect to the online or offline purchase of jewellery and the reasons for their choice. The
main purpose of this study is to highlight the current trend in online purchase of jewellery and the reasons or factors

leading to thistrend.
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INTRODUCTION

India is considered as one of the major global jleme markets because of its low costs and avditgtif high-
skilled labour. It has several cutting and polightentres for diamonds which are well supporteddyernment policies.
Also, India is widely known to have the largesttarg of jewellery since centuries, more than anyetedse in the world.
This jewellery (gold and precious stones) are begmted in India’s tradition that date as far bas to the start of the
Indian civilization. Many families use jewellery agorm of financial security as well, in additimbeing used for various
occasions. While most of the people prefer buynegnfoffline stores, there has been an increaskemtumber of online

platforms for selling of jewellery which is beingen as a new option for people seeking conveniandevariety.

As per the statistics from the Gems and JewelleqyoE Promotion Council (GJEPC), India exports 96Pthe
world’s diamonds, and contributes to around 6-7%hefcountry’s GDP. UAE, US, Russia, Singapore, ¢glkong, Latin
America and China are the biggest importers ofdngéewellery. The industry contributed $39.9 billim terms of foreign
exchange earnings in FY 2014-15 to the economynaade the Gem and Jewellery industry the seconé@damexporter
after petrochemicals in India.

In olden days, buying gold traditionally meant i@ tio the trusted family jeweller. But graduallyetimes are
changing as is evident with the booming e-commaeragket, which is starting to challenge all convenél mediums.This
growth of the offline market, along with the growith the global jewellery market has resulted in tise of trade of
jewellery through the online medium as well. Wtithe online jewellery market currently accounts almpercentage of
the total figures, it is growing gradually and &imated to capture 10% — 20% of the market by 28@@e of the driving
factors that have caused this growth include thengimg lifestyles, growing disposable income anel ¢tlutiook and

buying patterns of the consumers.
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Indian consumers are now looking for greater tranmpcy, better service and a more convincing value
proposition keeping in mind the brand and markentds, and are ready to pay for it. These consuarerbecoming more

and more comfortable shopping online, thus addmtpdhe growth of the online jewellery market.

Some of the major branded jewellery players in m@rket are Gitanjali Gems, Rajesh Exports, Suhhshis
Diamonds, Su-Raj Diamonds, and Tanishq. These dae working towards strengthening their manuféiog process,
increasing retail operations, conducting brandding exercises and entering into the internationatkets. Brands like
Tanishq are said to be growing at a steady 4% rhaHare. Despite this, the jewellers that succadtié Indian market

are the local jewellers who have built relationshiyased on trust with the consumers over a loriggef time.

The online segment is also seeing the entry of nmany players with unique business models. One bealy —
Cult Curators. It is an online platform that shos&s global jewellery designers, and helps peopléintb unique
approaches to design new materials used in jewekldso, there are new companies like LaEleganteEnstona that aim
at providing affordable jewellery to the massest, Runlike the rest of their competitors, these netbrn companies

Velvet Case and Wear Your Shine, run marketplazé®lp offline retailers sell online.
REVIEW OF LITERATURE

Due to technological innovations and increasinggasaf online platforms for the purchase of produtite
traditional way of shopping has become insufficitemtindividuals. Individuals now prefer easy wdgsreach brands and
stores. As a result, it has given marketers a whele way to create value for customers and bulticsships with them
(Kotler and Armstrong, 2012; 532). The Gems andellewy sector have been playing a very importatd o the Indian
economy and has been contributing to 6% to 7% ettuntry's GDP, apart from large scale employrgenerations and
foreign exchange earnings. But, the value creayeth® Gems and Jewellery sector is as high aspparel sector and
much higher than many other sectors in India. Tiepsstaken by the Indian Government to liberatdamdsems and
Jewellery sector in the 90's, is one of the impurtaason for the increased contribution in expbstghis sector. The
liberalization has also resulted in a shift frone tlnorganized to a more organised set of playeishwinis resulted in
greater transparency and adoption of higher quality design standards. In addition to boastinggelanline gem and

jewellery market, India also has a high demandsamqply for jewellery.

RESEARCH DESIGN
Need for the Study / Statement of the Research Prtgm

The gems and jewellery industry occupies an impon@sition in the Indian economy and is one of fimstest

growing industries in the country. Hence the redeaonducted would help us :
* To know the consumer preference towards online @hgpof jewellery
e Tofind the factors which affect these consumefeguesces

e To understand the current market trend in onlime|kery shopping and recommend ideas to grow furthe
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Objectives
The main objectives of this study are as follows:
* To determine the preference of people while buyéngellery, whether online or offline
» To understand the factors affecting the custontaigng behaviour
Scope

The scope of this study includes people from varitamilies from different parts of the country tetekmine

their buying behaviour.

Limitations
e As time was limited, people could be contacted démiough an online questionnaire.
e The people contacted for inputs were those whodcbalreached in an easier way.

Data Sources and Tools

Primary data

The data for this research project was collecteduth an online questionnair€oogle Forms were used for

getting inputs from various people in the form akaearch questionnaire.
Secondary data

The information about ‘Industry Overview’ and ‘Rewi of Literature’ were referred from online sources
Sampling

e Since it is not possible to study the whole popatabf India, only 101 consumers were interviewedhf all age

groups, income levels and education levels allschodia.

» The sampling technique used was convenience sagnplan, whoever was ready to provide inputs froom o

contacts and in turn their contacts were considérethis study.
Plan of Data Analysis-Tools Used
The tools used were:
» For collecting data : Online Google forms
e For analysing data : MS-Excel, SPSS and Minitab
Research Methodology

* The data for this research project was collecteduijh an online questionnaire. A structured questdre was

framed as it is less time consuming, generatedfgpand to the point information and is easy ttenpret.

» The responses gathered were analysed by performangus tests on different categorical and contirsuo

variables to find a relationship.
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RESULTS AND INFERENCES

According to the survey conductetie major concern for the majority (74) of the pleophile buying jewellery
online is the assurance of quality. The peoplerateconvinced that the quality of the product whigiti be

delivered to them will be good enough for the antdhay are spending on it.

It was observed that, a majority (36) of those \phefer buying jewellery online, do so because ef\hriety of
design options available to them. They are attch¢tevards the diverse, new and creative range eigds

presented online, as compared to fewer optioneptés offline stores.

It was also observed that, a majority (67) of treogle who prefer buying offline, do so because & t
authenticity of the quality of the jewellery whicln clearly be seen and felt, as compared to oslingping for

which they are unable or unwilling to trust theipuand authenticity of the material.

Even though the trend for purchasing products enimincreasing at a high rate, in case of pregiigkixury
goods people are still hesitant to spend moneyouwitfirst gaining trust and getting assured that eélxpensive

product will be value for money.

Statistical tests were conducted to measure thadtrgf some of the variables on the buying behavadpeople.

The results and inferences for these tests arallasé :

Chi-Square Test for Finding the Impact of Age on peference to Buy Online

Alternative Hypothesis: There is a significant relationship between the afjghe buyers and their buying

preference for online jewellery.

Result: Since we get a p-value of 8.049 which is greaten .05, there is a very weak relationship betwhen

age of the buyers and their buying preference iitine jewellery. Hence, we reject the Alternate Biyesis.

Inference: The choice of buying jewellery online or offlinenes as per the perceptions or experiences people

have based on some factors, irrespective of tigeir a

Chi-Square Test for Finding the Impact of Gender ofthe Buyer on People’s Preference to Buy Jewelle@nline

Alternative Hypothesis: There is a significant relationship between thedgerof the buyers and their buying

preference for online jewellery.

Result: Since we get a p-value of 0.168 which is greatan®.05, there is a very weak relationship betwhen

gender of the buyers and their buying preferenceriiine jewellery. Hence, we reject the AlternBigpothesis.

Inference: The choice of buying jewellery online or offlinenes as per the perceptions or experiences people

have based on some factors, irrespective of tlegider.

Chi-Square Test for Finding the Impact of Income otthe Buyer on People’s Preference to Buy Jewelle@nline

Alternative Hypothesis:There is a significant relationship between theuahincome of the buyers and their

buying preference for online jewellery.
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Result: Since we get a p-value of 0.594 which is greaten .05, there is a very weak relationship betwhen
annual income of the buyers and their buying pegfee for online jewellery. Hence, we reject theeAiate
Hypothesis.

Inference: The choice of buying jewellery online or offlinenes as per the perceptions or experiences people
have based on some factors, irrespective of tinewme. The people with low income also may wanbuy
jewellery and people with high income may alsofgrr@ot to buy jewellery, thus showing that thistéa does

not affect their buying preference.

Chi-Square test for Finding the Impact of EducationLevel of the Buyer on People’s Preference to buyewellery

Online

Alternative Hypothesis: There is no significant relationship between thesleof education of the buyers and

their buying preference for online jewellery.

Result: Since we get a p-value of 3.761 which is greatan .05, there is a very weak relationship betviben
education level of the buyers and their buying gmerfice for online jewellery. Hence, we accept thterAative

Hypothesis.

Inference: The choice of buying jewellery online or offlinenes as per the perceptions or experiences people
have based on some factors, irrespective of thtkicaion level. It may seem that highly educatedppe are
more open towards the use of online mode evenrf@xaensive or luxury product, but this is not tlase. Their
choice is independent of this factor, as they aaéniy concerned about other factors such as thétyud the

product, be it online or offline.

Chi-Square Test for Finding the Relationship betwee the Frequency of Purchasing Jewellery and Peopke’

Preference to buy Jewellery Online

Alternative Hypothesis: There is no significant relationship between thegfrency of purchasing jewellery
online and their buying preference for online jdamsi.

Result: Since we get a p-value of 0.562 which is greaten .05, there is a very weak relationship betwhen

frequency of buyers of purchasing jewellery andrtbaying preference for online jewellery. Hencee accept
the Alternate Hypothesis.

Inference: The choice of buying jewellery online or offlinenes as per the perceptions or experiences people

have based on some factors, irrespective of thebruof times they purchase jewellery in a year.

Correlation test to Find the Relationship between Pople’'s Preference to buy Online and their Recommelng

Others to Buy Online

Alternate Hypothesis : There is no relationship between people’s preferetw buy online and their
recommending others to buy online
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Result: As the correlation coefficient is 0.318 (positivehere is a positive relationship between people’s
preference to buy online and their recommendin@rsttio buy online. Also, as the p-value is 0.00kictv is

lesser than 0.05, there is significant evideneg d@hpositive correlation exists between the tvebois. Hence,

Inference: The people who buy jewellery online are more ljkiel recommend others to do the same due to their
good shopping experience. This shows that oncelpeart buying online, they are more likely toastnend
others to buy online and can help in resolvingtladiir concerns, thus increasing the usage of omtinde for

purchasing jewellery.

One-way Anova Test Between Frequency of Buying Jellery and their Satisfaction Level with Respect tothe

Quality of Jewellery Delivered (one of the Major Fa&tors of Satisfaction after the Purchase of Jewelig Online

Alternative Hypothesis:There is no significant relationship between tlegjfrency of purchasing jewellery by the

buyers and thesatisfaction with respect to the quality of jewsfleelivered

Result:Since we get a p-value of 0.155 which is greatantf.05, there is a very weak relationship between
frequency of purchasing jewellery by the buyers #ralr satisfaction with respect to the quality of jewefle

delivered Hence, we accept the Alternate Hypothesis.

Inference:The number of times people purchase online doedemtnd on their satisfaction level with respect to
the quality of the jewellery delivered earlier. tieesd, they purchase according to their needs asvaed they
require the product for their usage.

One-Way Anova Test Between the Income of the Buyand their Satisfaction Level with Respect to the Qality of

Jewellery Delivered (one of the Major Factors of S#sfaction after the Purchase of Jewellery Online

Alternative Hypothesis: There is a significant relationship betweba income of the buyer and their satisfaction

level with respect to the quality of jewellery delied.

Result: Since we get a p-value of 0.008 which is lessen tha5, there is a strong relationship betwigequency
of purchasing jewellery by the buyers and tretisfaction with respect to the quality of jewsllalelivered
Hence, we accept the Alternate Hypothesis.

Inference: The people with higher annual income are willingspend more on luxury products (jewellery) and
hence are satisfied with the quality of the produtglivered. While purchasing the products, theghinot be
much concerned about the price and focus more emuhlity, resulting in higher satisfaction afteey receive
the product (as they give more thought to the tpuapect of the product) as compared to people ngiftively

lower income, who might settle for a lower qualitypduct due to the high prices of the jewellery.

SUMMARY OF FINDINGS

According to the survey conducted, the major camder the majority (74) of the people while buyijayvellery
online is the assurance of quality.

It was observed that, a majority (36) of those wphefer buying jewellery online do so because ofwagety of
design options available to them.
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e It was also observed that, a majority (67) of thegle who prefer buying offline do so because efatthenticity

of the quality of the jewellery which can clearly been and felt.

» Even though the trend for purchasing products eniiincreasing at a high rate, in case of presiigixury
goods people are still hesitant to spend moneyouwitfirst gaining trust and getting assured that eélxpensive

product will be value for money.

» The choice of buying jewellery online or offlineries as per the perceptions or experiences peapke lased on

some factors, irrespective of their age.

e The choice of buying jewellery online or offlinenes as per the perceptions or experiences peapke ased on

some factors, irrespective of their gender.

e The choice of buying jewellery online or offlinenies as per the perceptions or experiences peapke ased on

some factors, irrespective of their income.

* The choice of buying jewellery online or offlineries as per the perceptions or experiences peapke lased on

some factors, irrespective of their education level

e The choice of buying jewellery online or offlinenies as per the perceptions or experiences peapke ased on

some factors, irrespective of the number of tinhey fourchase jewellery in a year.

e The people who buy jewellery online are more likedyrecommend others to do the same due to theid go

shopping experience.

*  The number of times people purchase online doedemmnd on their satisfaction level with respedh®quality
of the jewellery delivered earlier. Instead, theyghase according to their needs as and when #wpyire the

product for their usage.

» The people with higher annual income are willingspeend more on luxury products (jewellery) and leeae

satisfied with the quality of the products deliwere
CONCLUSIONS

After conducting this research, we came acros®uarfactors which determine the preferences of leemypying
jewellery whether online or offline. But we camedetermine one thing for certain and that is mdshe people do not
prefer to buy jewellery online as buying jewellastych as Gold, Diamond or Silver is an investmeritsiglf and there is a
huge lack of trust among people regarding onlinésites when it comes to buying such expensive jewelfor which

the authenticity issue becomes one of the majdorfaof concern.
SUGGESTIONS
» People need to become more and more aware ofathigiés of jewellery shopping online.

* We need to educate them the pros and cons of gelivedlery shopping so that all their fears andaoieeptions

can get clarified and they can have an easy andoctahle shopping experience.
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e The online sellers should take certain actions tanote their style of selling jewellery online and@ko develoj

a trust regarding the authenticity of their progt
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APPENDIX

Uuestionnaire to analyse the factors affecting the
purchase of gold/silver/diamond jewellery online

This form gathers Inputs bo asses the buying patiem of consumers for e purchase of Goid, Silver or
Criamond jewellery through online mode . Piease Il the Sorm

Required

1. Enbar your namse -+

2 What ke your ags? ¢
Mark oniy one oval.
Below 18 years
181D 35 years

Abowve 35 years

3. Somder? *
ATk oniy one oval.

L2 L]
Femaie

L= _g

4. What & your annual Income ifor the smployed cusiomern) or your famlly's annual Inooma {fo
mroR-working owsbomens) ¥+
Mark oniy anc oval.

4 Lakns or Less tham 4 Lakhs

Befween 5 Lakhs io 10 Lakhs
Befween 10 Lakhs io 20 Lakfs

Apowe 20 Lakhs

S. wWhat & your highest ksvel of sdusation? *
ATk oniy one oval.

Under Graduaie (WG]
Graduabs

Fost Graduates (PG
‘Working professional
Otier
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£.What k& your frequency of boying jewesBsry In a Fear? *
Kiark oniy one cval,

Rarsly (cnoe or Beice]
Suite. offen (e Fan thrice)
Mot fired {depends on EgUency of oCoasions]

7. What are the b whioh you batore o &) ®

Check aF Mat aoply

[[] cunitty of mater

B

[ Price ana discourt ofters:
[] msurange

[] erana

B. i ghven an cption to purchacs jewsBery online, what will b2 your major sonseme? *
Gheck af mat aonly

D Assurance of quaisy

[[] coiour and design authensicity
[[] suamantee

[] Brand retstizy

Dcmer

2. Would you prefer online or
Miark oniy one cval,

gh cfline chorss s +

Cnline
| Through stores

A0 I onlines, whai are the faob you Tor pr ihls mode?
Check aff mat aoply

[[] Ease orontering

[[] varety of o=sign cosons

[] wanous ofers proidena

e Tewibiity of 2

Dcmur




14, if ofMine, what 2re ihe factors you censidered for predemring Ehis mode’®
Check af mat apply
[] Aumenticity of the quarty
[} clarey of design
[] Ease oftd
[[] =senvices prowided

[] other

42 Have you purchaced any jewellery ondine il cake? =
Aok oniy one cvar,

Yes
o

13 It weg, ancwsr the foBowing (1 besng the lowest and & baing thes highsot rating
EiarE oniy ane oVai Der o

Zuafty ang authenbcey of
Jmweliery d=lleered
Waristy of designs sviable online
I:IP_H'_DH'!'EI .lﬂ.d_lﬂ'PEI'I. oo 1 J
Crerall experiznce
4. Would you reommend otherc to purchacs jewellery online? *
Marg oniy ane ovai.
Tes
L]
ayde

Cant sy [LEte des abouf onine fewelery shoppdng |




