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Abstract: Reforms in government policies in the early 1990 resulted in India taking the 

initiative towards globalization. Globalization of Indian economy has given a fresh 

impetus to all sectors, whether financial, cultural or political. Before the liberalization of 

the Indian economy in 1991, only the Minerals and Metals Trading Corporation of Indian 

(MMTC) and the state bank of India (SBI) were allowed to import fold.  “A study on 

customers’ preference and satisfaction towards jewellers’ mart”   the present study deal 

with customers’ relations and customers or dealers satisfaction are playing a vital role in 

marking especially to face with the international market competitions. In addition to 

studying consumers users and purchases and post purchase evaluations of the product 

they buy, consumers researchers are also interest in how individual dispose the other 

one’s new purchases.  Researchers have used discrepant terms satisfaction as determined 

y the final user, customer satisfaction or simply satisfaction.  This study describes the 

demographic factors of the customers’ preference and satisfactions towards in jeweller’s 

marts in Dharmapuri Town  

Key wards:    Goldsmith, Gold Jewellers’ Marts. 

1. Introduction 

Reforms in government policies in the early 1990 resulted in Indian taking the 

initiative towards globalizations. Globalization of Indian economy has given a fresh 

impetus to all sectors, whether financial, cultural or political. Indian economy is becoming 

prosperous and had brought about greater awareness and increases the purchasing power 

of the consumers. This awareness has given a major boost to the Indian retail market. 

Before 1990, only certified goldsmiths and traders could make an easy entry into 

jewellers retailing.  But with the withdrawal of the gold control act in 1990, even non-

trading goldsmiths invested in this business. This the number of jewellers retail outlets 

has increased considerably. The jewelers market is dominated by the traditional jewellers, 

commonly referred to as the unorganized sectors. 

This led to a highly fragmented and unorganized jewellers market with an estimated 

1,00,000 workshops supplying over 3,50,000 retailers, mostly family-owned, single shop 

operations. In 2001, India had the highest demand for gold in the world; 855tons  were 

consumed a year, 95% of which was for jewellery. The bulk of the fabricated mainly in 

18,22 and 24-carat gold. As hallmarking was not very common in India, under- carat age 

wad prevalent. According to surveys done by the bureaus of Indian standards (BIS), most 

gold jewellery advertised in India as 22-carat wad of a lesser quality. Over 80% of the of 

the jewellers sold gold jewellery rang in form 13.5 carats to 18 carats as 22-carat gold 

jewellers. The late 1990 saw a numbers of branded jewellery players entering the Indian 
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market. Gitanjali jewels also started selling 24-carat gold jewellery in association with a 

thin company, pranda. Su- raj (India)ltd.  Launched its collection of diamond and 22-carat 

gold jewellery  in 1997. The Mumbai-based group beautiful, which market the tiffany 

range of products in Indian, launched its own range studded 18-carat jewellery, dagina. 

Carries entered Indian in 1997 in a franchise agreement with during resistant. Other 

players who entered the Indian branded gold jewellery market during the 1990s and 2000-

01 included inter gold Gram ltd., oyzterbay, carbon and Tribhovandas Bhimji 

Zaveri(TBZ). 

2. Statement of the Problem: 

Jewellery has been an integral part of the Indian culture and civilization since ancient 

history. They were in demand and fashion since ancient civilization as Harappa and 

Mohanjadora. In India gold jewellery is not only used as an adornment, but it is also used 

as an investment which acts as a security in times of contingency. Gold jewellery is the 

second preferred investment next to bank deposits. Gold jewellery can be purchased either 

from goldsmiths or from jewellery marts. Goldsmiths make ornaments, especially 

traditional jewellery according to the requirements of their patrons. They take orders from 

families during weddings and other functions. They make intricate designs with finest 

workmanship. With the advent of machine made jewellery and modern designer jewellery 

which comes in alluring designs, people show greater preference towards jewellery marts 

rather than goldsmiths to buy gold jewellery.    In the light of the theses observations the 

following researchable questions could be probed: 

 Why do customers prefer the customer’s showroom to buy jewellers?                                                       

What factors impel the customers in the selection of a jeweller’s mart                                                                     

what factors extend are the customers being satisfied with jewellery mart? 

3. Objective of the study: 

 The study has been carried out with the following objectives:                                                                       

To know the motivating factors of consumers to prefer jewellery mart                                                                   

To study the factors influencing the consumers in the selection of a jewellery mart                                            

To measure the level of  satisfaction of customers of jewellery mart. 

4. Research strategy: 

Surveys method has been followed for the study. Both priory and secondary sources of 

data have been used. Well structured questionnaire has been designed to elicit necessary 

data from the gold shoppers. The secondary data have been collected form books, 

journals, magazines, web portals, etc. 

There are broadly two types available to researchers.   They are; 

 primary data                                                                                             

 secondary data  

A sample of 100 was chosen in which 100 samples are related to gold shoppers. The 

questionnaire was designed keeping in view of the objectives of the study. The 

questionnaire was designed such that it helps to edict the accurate information. The 

questionnaires were close ended for the respondents to answers easily. 

Sample size                             -100 

Sampling method                   - systematic random sampling   
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 Data collection tool used      -questionnaire  

 Target audience                     -   gold customers 

5. Analysis 

       Demographic factors influence a consumer’s buying behaviour. So these factors 

are studied and the presented. 

Table 1. Demographics of Consumers 

Demographics Variables 
No. of 

consumers 
Percentage 

Gender 
Male 39 39.0 

Female 61 61.0 

Marital status 
Unmarried 47 47.0 

Married 53 53.0 

Age 

Below 20 yrs 20 20.0 

21 to 30 years 46 46.0 

31 to40 years 10 10.0 

Above 41 years 24 24.0 

Literacy level 

Higher Secondary 

level 
9 9.0 

Graduate 72 72.0 

Professional 14 14.0 

Others 5 5.0 

Occupation 

Govt. /private 

employee 
56 56.0 

Professional 8 8.0 

Business 20 20.0 

other 16 16.0 

Monthly income 

Below Rs.10,000 58 58.0 

10,000 – 20,000 18 18.0 

20,000 – 30,000 14 14.0 

Above 30,000 10 10.0 

The above shows that   61 percent of the consumers are female and the remaining 39 

percent are male. Data had been collected from male also because  male are behind every 

jewellery purchase either as father or brother of husband or son. they play an active role in 

decision-making and buying process. For most of the female, whether a housewife or an 

employee, it is the male who provide the necessary means to buy gold jewellery. Majority 

of the consumers are Hindus who from a predominant part of the population.  Young 

adults belonging to the age group of 21 t0 30 years constitute a major portion of the 

jewellery market in Dharmapuri district . A greater proportion of consumer in Dharmapuri 

District 72 percent have good educational standard which facilities them to take a wise 

purchase decision.  Government /private employee 56 percent and professional 30 percent 

are the major consumers of gold jewellery. Though gold jewellery is an especially 

product, it is also bought by lower and middle income group. Married people constitute a 

larger market for gold jewellery. 

Table 2 .Source of Purchasing Gold Jewellery 

Source No. of consumers Percent 

Jewellery marts 62 62.0 

Goldsmiths 38 38.0 

total 100 100.0 

The above table highlight the fact that 62 percent of the consumers buy gold jewellery 

from jeweller   marts. Only 38 percent buy jewel form gold smiths. 
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Table 3. Reasons for Buying Jewellery from Jewellery Marts 

 Reason 
Garrett  mean 

score 
Rank 

For own use in household 75.34 1 

For relatives /neighbours’ 63.42 4 

Investment purpose 56.57 6 

Marriage in family 63.08 5 

Gift to friends 45.21 9 

Traditional value 47.05 8 

Status symbol 52.29 7 

For spouse/ children 63.70 3 

Safe guide family 71.99 2 

Religious significances 41.22 10 

The above table shows that the availability of own use in household, safe guard family, 

for spouse/ children by the jewellery marts are the most important reasons which induce 

people to buy jeweller   marts. These reasons are ranked I, II,  and III with a mean score 

of 75.34, 71.99, and 63.70 points  respectively.  for relatives / neighbours’ , marriage in 

family and investment purpose  also play an important role in influencing consumers to 

prefer jewellery marts rather than goldsmiths and were given IV  ,V, and VI ranks with a 

mean score of 63.42, 63.08and 56.57 points respectively.  

Table 4.The Most Important Factors Influenced to Purchases the Jewellery Marts 

Personal sources mean 
Standard 

deviation 

Standard 

error mean 
t Sig 

For reliability in 

quality 
4.5100 .87245 .03562 42.395 .000 

Convenience 3.1352 .95481 .03458 19.867 .000 

Wide range/ pattern 3.9333 .96632 .03945 23.659 .000 

Value of the design 4.0583 .93079 .03800 27.851 .000 

Latest fashion 3.1121 .75884 .03327 18.919 .000 

Branded company 3.9751 .00800 .04115 23.693 .000 

Competitive price 3.5600 .20367 .04914 11.396 .000 

Loyalty / sentiment 3.0817 .63193 .02580 35.804 .000 

Table above table clearly indicated that the mean values of personal sources of 

information, such as reliability in quality (mean=4.51), values of the design (mean=4.05), 

branded company (mean=3.97), wide range/ pattern (mean=3.93), competitive price 

(mean =3,56), convenience(mean= 3.13) , and loyalty/ sentiment ( mean= 3.08). form 

this, it was seen that reliability in quality in quality play  a vital role as a source of 

information about the jewellery mart in Dharmapuri town. The t-test values of the 

respective five personal sources, such as 42.395, 19.867, 23.659, 27.851, 18.919, 23.693, 

11.396, and 35.804, were statistically significant at 5 percent level. So, from the above 

analysis it was concluded that reliability in quality and value of the design were the most 

import personal sources of information about influences to purchases the jewellery mart 

for making purchases decision 

Table 5. Among the Factors Opinion of Customers Satisfaction of Jewellers Mart: (Non 
parametric Friedman’s test has been used.) 

Factors 
Mean 

rank 
rank 

Chi-

square 
df sig 

Visual appearance / 

infrastructure 
5.87 4    
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Availability of product 5.45 6    

Different varieties/ models 6.69 1    

Purity and branded quality 5.01 9    

New trend/ design 6.01 2    

Price range 5.10 8    

Creditability of jewel 3.01 15    

Current trends 3.90 13    

Reputation of mark 2.14 17    

Making changes & wastages 4.99 10 2604.77 16 .000 

BIS/ hall nark seal 5.74 5    

Discount and offers 4.80 12    

Customers care services/ 

sales after services 
2.74 16    

No over estimation / under 

estimation of weights 
3.11 14    

Exchanges of jewel at current 

market rate 
5.92 3    

Prompt settlement / delivery 4.93 11    

Availability of facilities 5.19 7    

  

The results of Freidman’s chi-square test showed that there was a significant variation 

among the factors of customers satisfactions of jewels customers in Dhamapuri town ( χ2 

=2604.77, P<0.05). the mean ranks revealed the fact that the different varieties/ models 

and new trendy& designs had influences the  jewellery customers more, followed by 

exchanges of jewels at current  market rate and visual appearance/ infrastructures in 

jewellery mart and level of customers satisfaction. 

6. Conclusion 

To conclude the overall responses of the customers of Malabar gold is Good. the 

overall performances in all areas are satisfactory. During the study it was found that the 

following factors such as making charges, salesman responsiveness, credibility of the 

jeweller, quality, ornaments designs variety offered by the jeweller, price etc.. has 

satisfactorily influenced consumer  behaviour.The benefits of buying gold jewellery are 

many in number. Gold has resale value and this creates gold of great benefit and off great 

asset value to buy. gold is leading on the list of investment and value. In the maximum 

parts of the world, gold holds a very imperative value in several cultures since it is a 

symbols of achievement, power and wealth. in India, gold tends to have religious as well 

as cultural  significance. This is one of the numerous reasons, which makes gold jewellery 

a gentle of art in India. Based on the above, customer's approach and behaviour on 

jewellery purchases in Dharmapuri town have played a significant role. Further, there is 

some kind of promotion activities requaired to hold present customers and make new 

customers. 
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