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A B S T R A C T

Customer perception and preferences are determined by a host of factors and the importance among them
is economic and psychological. Considering gold as an investment-cum-custom-oriented commodity the
demand ramifications are vivid. The present system of retailing in gold jewellery business in Kerala has
almost eclipsed the importance of traditional goldsmiths in ornament making and sale. The study based
on primary data and empirically substantiated with factor analysis shows that selection of design is a
major reason for preference in jewellery purchase from shops. Advertisements and promotional activities
do influence the purchase decision from the retail jewellery shops.

© This is an open access article distributed under the terms of the Creative Commons Attribution
License (https://creativecommons.org/licenses/by/4.0/) which permits unrestricted use, distribution, and
reproduction in any medium, provided the original author and source are credited.

1. Introduction

Customer perception is a vital determinant in the buying
behaviour of any product. The perception in a way
is explained by a hierarchy of preferences and in this
sense, it is mere a psychological introspection in the
buying behaviour. This is more so for an investment-
cum-custom-oriented commodity like gold and hence have
wide implications and therefore difficult to disentangle
perception-cum-preferences. In order to make this to satiate
and translate into demand retailer act to attract the customers
and, in this respect, they have hegemony over the traditional
goldsmiths.

The demand for gems and jewellery in the global field
is growing at an exponential growth, the industry per sehas
and Research and Development wing for adopting and
use of innovative technologies for maintaining quality and
consumer confidence and preference with hundred percent
precision. Today’s consumer is more quality conscious and
he is looking for fineness than its price as every consumer in
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the global market is willing to pay a premium price provided
the product is superior in quality. This is the reason for the
jewellery designers to go for new technology in designing
to make the designs exquisite. Hence, every process in the
jewellery making starting from mine to market is envisioned
with modern technology. Each stage of manufacturing likes
refining, moulding and polishing is used with machine tools
with experts in the process. All these not only help in saving
time and cost, but it also helps in increasing product quality
and consumer acceptance. Along with these, in the various
production stages of the use of technology, it is also used
in packing for consumer attraction. One such technology
that has gained popularity in the jewellery manufacturing is
the use of “light weight technology” as it helps to reduce
the cost of the product and because of this many budget
consumers have been attracted in the jewellery sector.1

Gold presently is considered as one of the major safe
assets globally owing to its liquidity, particularly in crisis
situations. This yellow metal has been the major measuring
scale for the currencies of the leading economies across
the globe, popularly known as ‘Gold Standards’, where
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currencies have easily been changed to gold. Historically,
gold has always maintained its purchasing power and during
the German inflation of 1918-24 the value of most of the
assets like bonds and stocks came down but gold showed
its strength (Kenoyer J. M, 1991).2 The consumer demand
for gold has shown a tremendous increase, though with
occasional oscillations. But the global gold production has
shown a marginal increase from 2430 MT in 2004 to 3110
MT in 2017, i.e. CAGR of 1.78 percent but remained steady
during the period. The major gold consumer demand is from
India and China, which are considered to be the two main
consumers of gold (GFMS Gold Survey, 2018).3

Gold, gold-jewellery and gems are part of Indian culture
and tradition. The affinity for gold ornaments of the Indian
women is world-famous and hence gold jewellery becomes
an integral part of the Indian marriages. Ornament and
Jewelleries are mythologically connected and hence have
been part of the history of India and the Indian culture
itself is moulded with ornament and jewellery and it is well
documented in the Indus-Valley civilization (Kenoyer J. M,
1991). Gold ornaments are also part of the Indian deity-
worship and because of its importance both men and women
wore gold ornaments in the ancient period. This shows that
gold ornaments are not mere concept of wealth but even
part of the belief system and in fact, the culture of the
Indian to wear ornaments. It has also become an inseparable
component in the social status of the society and the very
psyche of the Indian (Indian Jewellery Review, 2013).

Gems and Jewellery is important in India in many
ways. The most important are the foreign exchange
earnings through the export of gems and jewellery,
and employment to many, both directly and indirectly.
Tremendous transformations have happened in this industry
as Computer Aided Design (CAD) software is used almost
every part of the industry today to design gems and
jewellery (Ghag D. S and Dange J. J, 2013).4 This has
helped the customers to visualise easily the design of the
jewellery with the help of computers before they make any
purchase. India leads among world countries in jewellery
consumption. It consumes high at an average of 600 tonnes
per year for the last 10 years. Only in the year 2009 and
2016, it goes below 500 tonnes and it may be due to
particular economic situations like global financial crisis,
GST, demonetisation etc. But it regained its consumption
level in 2017 and is expected to continue at a higher rate in
the coming years. The severe problem that India is facing
is the ever-widening gap between the gold production and
consumption.

Since 1991, Kerala followed the policy of liberalisation
in all her production sectors. She is famous for traditional
industries namely; coir, handloom and handicrafts.
Although there exists good scope to capitalize the synergies
and potentialities, factors like price oscillation, poor
modernization efforts, lack of product diversification,

quality improvement process, designs, over-dependence
on traders etc. have adversely affected the growth and
development of this sector. Innovations and new designs,
setting up of Quality Testing Centres, creating awareness
about the developments taking place elsewhere are to be
taken seriously to protect the interests of the industry in
domestic and global markets. In this respect the study
focussed customer’s preferences and perceptions towards
machine made branded ornaments and the factors leading
to their domination.

2. Materials and Methods

The consumption behaviour of gems and gold India has
identified that the demand peaks in festival season and
hence the seasonality aspects and its variations are important
Rian Raghavjee (2005).5 Jokinen H (2011)6 mentioned
on consumer behaviour, shows that gems and jewellery
is connected with many socio-psychological indicators.
Dinesh Kumar (2002)7 well portrayed the brand preference
of jewellery of women in India. Tirupathi Rajan S (2014)8

links the important factors in jewellery consumption, like
personality, tradition, beliefs, culture and rituals.

The study used primary data collected from the
consumers of Kasaragod and Trissur district in Kerala.
These districts are identified on the basis of the number
of traditional goldsmith community who are still doing
the jewellery work. Unlike in other districts of Kerala, the
traditional goldsmiths are either involved in manufacturing
and servicing of gold ornaments at household level
workshops or in hired small shops in rural and urban areas.
300 customers (150 customers each from these two districts)
are randomly selected to evaluate customers’ perception
towards jewellery and their preferences. For data analysis
Likert Scale and Factor Analysis were used.

3. Results, Analysis and Discussion

3.1. Profile of customers

The customer’s profile is an important determinant of the
demand for gems and jewellery, which in turn is determined
by demographic, education and occupation. These are
bound to have significant impacts in the purchase decision
and preferences of the customers. Unlike other assets, where
the male participation in purchase decision is generally low,
gold or jewellery purchase is determined more by the female
members of the households. Jewellery is often an item of
investment or saving and consumption, is female-centric
as it is mostly used for their purposes. Data show that
66.7 percent in the group are females and majority of the
customers belong to middle age. Majority of the customers
are well educated with a qualification of graduation and
above (57.3 percent). In terms of occupational profile,
most of them works in the private sector (43 percent)
and 38.3 percent are government sector employees, 18.7
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percent belong to other category like housewife, and
labourers(Figure 1).

3.2. Customer perception

Customer perception evaluation would help to identify the
customer’s preferences and purchase patterns. This also
sheds light the reasons for the lack of livelihood for the
traditional workers.

3.2.1. Preferred purchase mode
During the pre-liberalisation era, the customers had limited
modes to procure gold jewellery. The major sources
included goldsmiths and person to person. Also, in most
of the cases, the customer had to give an order for a
particular ornament and will wait until it is manufactured
by the goldsmith. In some cases, they used to give their old
ornament to the goldsmith and convert it into new design or
the design they prefer to. In such cases also the customers
had to wait till the goldsmith makes a new ornament for
them. The customers rarely had an option to choose from an
existing design.

Fig. 1: Profile of customers Source: Survey data

Now the sources are manifold. The private jewellers
have a range of designs from which the customers can
choose. New designs together with hallmarking, ready
availability, easy exchanges etc. would mean that the
present customers are keener to visit private jewellers (be
it small or large) rather than visiting a goldsmith and
giving him the work. This is confirmed with the customer
survey results(Figure 2), where they were asked to rank
their preference of purchase (i.e. whether from goldsmith,
small local jewellery in their region or big jewellery brand
showrooms). The traditional goldsmiths are only their last
resort in terms of jewellery purchase as none of them have
given this source as first rank. The customers, irrespective of
region, were unanimous in selecting traditional goldsmiths
as the 3rd option while they intended to purchase jewellery.
In this, 86 percent of respondents gave second preference
to the local jewellers and 1st preference was given to the

branded jewellery by 86 percent of the respondents. Region-
wise, the proportions of the customers preferring local
jewellers are more in Kasaragod, whereas the customers
giving preference to the branded jewellery are more in
Thrissur. The results show that those who prefer to purchase
fresh jewellery from the traditional goldsmiths are very rare
as all of them surveyed have indicated goldsmith’s as the
third preference.

Fig. 2: Customer preference while purchasing jewellery Source:
Survey data

3.2.2. Purchase objective

The purchase objective varies from customer to customer.
However, the results show that the perception on purchase
objective of the customers have a particular pattern. The
intention of purchase is both in the form of consumption or
purchase of a new design as well as investment or savings
in the form of gold. Wearing gold ornaments are always
considered as a sign of prosperity and social status. Gold
has always been considered as an asset which can be utilised
for emergency needs by pledging or selling the same. The
field inference showed that rather than for one purpose,
the customers consider their ornaments purchase with many
purposes and also as an investment. However, they feel
that gold once purchased is only to be sold in cases of
emergency. For change in design, the customers generally
exchange their old ornaments. For financial requirements,
the customers mainly pledge the ornaments with banks
and other NBFCs. Even though, the jewellery shops in
the state are mostly crowded, the importance of purchase
of gold varies. They purchase gold for wearing or as gift
on special occasions like weddings, childbirth etc. Among
this, on an average, gold purchase for wedding is the
highest. Another such occasion is during the festive season.
The jewellery shops have a record sale during the festive
occasions like “Akshayatritiya” and festivals like Onam,
Ramzan, Christmas, etc. During these seasons, the jewellers
(especially the large ones) try to lure the customers with
advertisements, discounts and exchange offers. Changing
fashions are also a reason to purchase gold especially as
the majority of the customers are women. Some exchange
old-fashioned or damaged ornaments with the new designs
and have cited this as one of the major reasons for jewellery
purchase.



56 Pradeep and Karunakaran / Journal of Management Research and Analysis 2021;8(2):53–60

The customers were asked to record their perception on
each occasion they purchase gold in terms of frequency
(Figure 3). About 81.3 percent of the customers always
purchase jewellery during special occasions like wedding
and 18.7 percent most often purchase. While festivals are
not an occasion for some of the customers to purchase
jewellery (19.3 percent rarely and 32.7 percent never
purchase gold during festivals), 24.3 percent most often
and 19 percent often make a jewellery purchase during
festivals. Purchase of jewellery based on change in fashion
is not so common. Most of them rarely (24 percent) or
never (32.7 percent) purchase jewellery based on changing
fashions. However, some ‘most often’ or ‘often’ (14.3
percent most often and 19.7 percent often) purchase gold
with changing fashion. Apart from luxury consumer good,
gold and gold ornaments are highly liquid assets with
higher security during crisis with a high probability of
increase in price covering more than the inflation rate,
majority of the customers also purchase gold as a saving or
investment tool (43.7 percent most often and 37.7 percent
often purchase gold as an investment tool). Compared to
buying land or other related property, the fact that gold can
be purchased in small denominations, hence makes it an
attractive investment tool for many customers. Also, some
of the jewellers have introduced jewellery purchase scheme
where customers can purchase small denomination of gold
from the jewellers which will be entered into the customer’s
pass book. Customer can further redeem this into ornaments
as and when required.

Fig. 3: Frequency of purchase during occasions Source: Survey
data

3.2.3. Reasons determining purchase decision:
(1)Preference for Traditional Goldsmiths

The main preference for gold purchase is wedding and
for this they purchase good quantity of jewellery and the
dependence on traditional goldsmiths has come down. In
fact, some even do not remember the last instance when
they visited traditional goldsmiths for giving a fresh order.
Only 4.7 percent have visited the local goldsmith to give
a fresh purchase order. Most of the customers have visited
goldsmiths for small repairs, polishing, etc. of the existing
jewellery. They feel that it is better to go to a local
goldsmith nearby for such small things rather than visiting

a jewellery shop. About 13 percent of the customers visited
the goldsmiths for sale of their old jewellery during financial
need as they felt that it is more convenient for them to
visit the goldsmith than going to the jewellery. However,
the customers as per the field inference have opined that
they always approached the jewellery (be it local shop
or big jewellers) when they intended to exchange their
old ornament. Lack of accessibility has been identified as
a major factor rose by the customers with regard to the
jewellery shops.

Fig. 4: Reason for preferring traditional goldsmiths Source: Survey
data

The results show that one of the reasons why they prefer
local goldsmiths over the jewellery shops in terms of small
repairs or cleaning of jewellery is the fact that the goldsmith
or goldsmith household is available in every locality and
therefore easily accessible to the customers. It is due to
this fact that most of the customers favour goldsmiths for
small repair works; about 95.3 percent have cited this as
a reason. Only 4.7 percent perceived that they can trust
local goldsmiths in terms of purity (Figure 4). Another
factor which has come up during the field inference is the
niche design (temple ornaments, other religious symbols,
etc) for which the customers usually prefer to traditional
goldsmiths. However, such works are a rarity and only
a very few of the customers approach goldsmiths with
such a work. The perception appraisal with regard to the
traditional goldsmiths seems to be difficult as majority do
not visit the goldsmith any more for purchase and exchange
of ornaments.
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Fig. 5: Reasonsfor opting jewellery shops reasonsfor opting
jewellery shops

(2). Reason for opting Jewellery Shops
It was identified that majority have given the third

or least preference to the traditional goldsmiths while
purchasing jewellery. The first and second priority was
given to the branded jeweller or local jewellery shops by
the majority of customers. The customers were asked the
reasons why they opted for jewellery shops (both small
and large shops) while purchasing gold ornaments. The
perception on the ten positive attributes was recorded in
a five-point scale viz. strongly agree, agree, undecided,
disagree and strongly disagree. The district wise comparison
of reasons for opting jewellery shops by the customers is
given in(Figure 5)

One of the main motives of visiting jewellery shops in
relation to the local goldsmith is the availability of many
designs, in both the traditional and modern. This is an
important factor especially considering that majority of the
customers surveyed were females. As 81 percent strongly
feel or strongly agree to the fact that their preference of
the jewellery shop is mainly due to the availability of
designs with the shop compared to their local goldsmith
with whom they do not have limited selection. Region-
wise, both the districts have more than 75 percent of
responses in the strongly agree category (76 percent for
Kasaragod and 86 percent for Thrissur). In fact, none
of the surveyed customer has disagreement regarding the
statement that designs are available in plenty with the shops.
In situations where the preferred design is not available with
the jeweller or where the customer requires specific custom-

made designs, the jewellery accepts the order by taking
an advance payment from the customer with a promise of
delivering the product on a specific date. Majority feel that
the delivery is prompt by the jeweller in such cases as 76.6
percent strongly agree to the statement. However, region-
wise promptness in delivery is more with the jewellers
in Thrissur district (83.3 percent strongly agree) than in
Kasaragod (70 percent strongly agree); whereas, 4.7 percent
disagree the promptness in delivery and all those who
perceived less promptness is more in Kasaragod district.
In terms of prompt fulfilment of orders, though difference
is less, the jewellers in Thrissur district outperform the
Kasaragod district as per the perception of customers. Here,
it is pertinent to mention that Thrissur has a much more
developed retail jewellery sector and hence these shops are
more professional in fulfilling the order of the customers
than the jewelleries in Kasaragod.

Price-wise, the customers feel that it is on the higher
side compared to what they used to get from the traditional
goldsmiths. About 62.3 percent agree or strongly agree to
the fact that the jewellery shops are on the higher side
in terms of pricing. Whereas, 28.3 percent are neutral in
their opinion and 9.3 percent disagree. The district-wise
difference in this respect is unavailable. Irrespective of the
region the customers feel that the price the jewellers charge
is slightly higher, apart from the rate of gold, the shops also
charge making and other costs from the customers during
the purchase of jewellery. Also, during buyback, the jeweller
deducts the making charge. Even for gold coins the jewellers
put an additional making charge.

Customer preference for jewellery shops though the price
is high, is its consideration of purity. The customers also feel
that the jewellery shops are more trustworthy. Hallmarking
is an important factor in determining purity and customers
consider jewellery with 916 purity. This priority is well
marketed by the jewellery shops. Generally, it is a fact
that gold ornaments with 916 hallmarking get the highest
resale value deducting only making charges. The customers
either strongly agree or agree to the fact that they trust the
jewellery shops (57 percent strongly agree and 43 percent
agree). The trust factor is more seen among the customers
in Thrissur as 62.7 percent strongly agree to this than the
customers with 51.3 percent in Kasaragod.

Accessibility-wise, it seems that the perception that the
jewellery shops are inaccessible to the majority as most of
the shops is situated in the market places or in town area. In
this case, 51.7 percent disagree or strongly disagree to the
statement regarding the accessibility of the jewellery shops.
Whereas, 33.7 percent are neutral and only 14.7 percent are
agreeing to this. It also shows that 60.7 percent in Kasaragod
do not feel that the jewellery shops are accessible compared
to 42.7 percent in Thrissur.

In comparison to the traditional goldsmiths, the local
jewellers offer discounts and other sales-promotion items
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like free gift, waiver of part of making cost, exchange
guarantee or exchange offers etc. to attract customers.
Festive offers are also part of their marketing strategy. Most
of the customers show interest in these offers and hence
decide to visit the jewellery shops as 46.7 percent strongly
agree and 43.7 percent agree that the jewelleries provide
gifts and other promotional offers. Those who are neutral in
their opinion are only 5 percent and customers disagree are
only 4.7 percent. District-wise evaluation also shows that
those who strongly agree are more in Thrissur (54 percent)
than in Kasaragod (39.9 percent). This would imply that the
customers in Thrissur get more promotional offers from the
jewellery shops than Kasaragod. This may be because of the
higher competition between the shops.

It seems that resale value is an important factor in
determining the customer preference towards the jewellery
shops as 48 percent strongly agree and 38 percent agree
to the fact that the gold ornaments purchased from the
jewellery shops have good resale value. In the case of
districts, those who strongly agree are more in Kasaragod
than in Thrissur. Data show that 18.7 percent in Thrissur
disagree that the gold brought from the jewellers has good
resale value, while none in Kasaragod has this opinion. The
results show the difference in perception of customers in
terms of resale or exchange value they receive when they
sell or exchange their ornaments. However, this has to be
connected with the making charges incurred which differ
based on design.

Purchase of jewellery with diamond and other stones
incur additional cost of stones as well as higher making
charges, but during exchange or sale the weight of stones
and making charge is also deducted. Hence, those who
purchase designer jewellery will get lower price compared
to those purchasing normal ornaments without stones and
intricate designs. The field inferences show that majority
of the customers in Thrissur prefer to new designs and
patterns with diamond and other stones. Some in the district
also prefer to exchange their ornaments frequently, which
usually is a costly affair.

In the case of advance booking of the jewellery by paying
a nominal amount, and paying the remaining amount in
instalments (this works like Systematic Investment Plans of
Mutual Funds), where the market fluctuations, especially
the ups in gold price is negated. This helps the customers
in price protection and is more beneficial to the customers
who find difficulty in paying the money in one time. In
this category 52.4 percent have expressed their agreement
with the statement (18.7 percent strongly agree and 33.7
percent agree). However, higher preference is shown by the
customers in Kasaragod district compared to Thrissur as
18.7 percent strongly disagree and 29.3 percent disagree
to this. Those who strongly agree and agree are 14 and
28.7 percentages in Thrissur compared to 23.3 and 38.7
percentages in Kasaragod respectively.

Another major provision quite often given to customers
is credit facility for facilitating customer preference when it
comes to the jewellery shops. The jewellers are extending
credit scheme to the customers where they can repay in
monthly instalments. Some schemes are even claiming to
charge zero percent interest from the customers. There is
also an informal setup which is more seen for wedding or
other occasions where some jewellery shops give ornaments
by paying a token amount for a few days and after that they
need to return to the jeweller after the function or occasion.
The token amount given is the profit or revenue of the shop
owner. Such an informal practice is beneficial on either
party.

Another facility for getting the customers attracted is
service facility by the jewellery shops. None of the customer
disagrees to the fact that the jewellery shops provide better
service to the customers. Majority agree (43.7 percent) and
strongly agree (42 percent) regarding the service quality of
the jewellery shops. However, there is difference in terms
of district as 61.3 percent in Kasaragod agree with regard to
the service quality, whereas the corresponding percentage in
Thrissur is 26 percent. Those who strongly agree with regard
to the service quality of jewellery shops are more in Thrissur
(51.3 percent) compared to Kasaragod (32.7 percent). This
would imply that, based on customer perception that the
jewellery shops in Thrissur provide better service to the
customers than in Kasaragod.

It is a fact that advertisements and promotions in the print
and visual media work as major factors for attracting the
jewellery shops by the customers. The brand and name of
the jewellers, the customers wish to make a purchase from,
is well elicited through the promotions carried out by the
jewellers. As 54 percent strongly agree and 40.7 percent
agree that the advertisements are an important factor in
determining the customer preference. However, a district-
wise comparison shows that the influence of advertisements
is slightly less in Kasaragod (61.3 percent strongly agree in
Thrissur compared to 46.7 percent in Kasaragod). However,
difference based on district is very less.

3.2.4. Customer preference Index
Customer preference index based on the preference scores
of the customers have been developed by recoding the
values into low, medium-low, medium, medium-high and
high preferences so as to evaluate the preference level of
customers towards the jewellery shops (Figure 6). It is seen
that in terms of customer satisfaction and preference, the
jewellery shops have been rated impressive and none of the
customer have perceived that their preference in terms of
quality of services is below average or below medium level.

Majority (62.3 percent) of the customers have a medium-
high preference for the jewellery shops, 19 percent have
high preference level and 18.7 percent have moderate
preference. An inter-district evaluation shows that Thrissur
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Fig. 6: Customer preference index source: survey data

has higher percentage of responses in the medium-high
and high preference level than in Kasaragod (Figure 6).
Hence, the preference level with regard to the jeweller’s
changes for the customers based on district. Similarly, a low
preference by the customers would have meant that they
prefer the goldsmiths to jewellers. Again, though such a
situation was identified for some attributes like accessibility,
the score for the traditional goldsmiths was 95 percent, the
jewellery shops seems to outperform the goldsmiths in terms
of customer choice and preference in most of the important
indicators. A better customer preference for the jewellers
would imply a lack of choice for the customers to choose
the traditional goldsmiths.

Table 1: KMO and bartlett’s test: Customer preference

Kaiser-meyer- olkin measure of sampling
adequacy.

.724

Bartlett’s test of
sphericity

Approx.
Chi-square

1084.398

Df 45
Sig. .000

Table 2: Total variance explained: Customer preference

Com-
ponent

Initial eigenvalues Extraction sums of
squared Loadings

Total % of
Variance

Cumu-

lative
%

Total % of
Variance

Cumulative
%

1 3.317 33.167 33.167 3.317 33.167 33.167
2 1.733 17.331 50.497 1.733 17.331 50.497
3 1.426 14.261 64.758 1.426 14.261 64.758
4 .827 8.270 73.028
5 .745 7.447 80.475
6 .714 7.135 87.611
7 .446 4.462 92.073
8 .378 3.783 95.856
9 .244 2.442 98.298
10 .170 1.702 100.000
Extraction method: Principal component analysis

3.2.5. Determinants of customer preference for jewellery
shops
Here, the customer preference attributes are identified from
the 10 preference indicators with the aid of factor analysis.
Kaiser-Meyer-Olkin test is used to measure the sample
adequacy. The value of 0.724 (Table 1) is well above
the accepted minimum value. Similarly, Bartlett’s Test of
Sphericity has also attained significant value. In the Total
Variance Explained (Table 2), is clear that three factors with
an eigen value of more than 1 are extracted. The first, second
and third factors explain 33.167 percent, 17.331 percent and
14.261 percent of the total variance.

The results of the component matrix (Table 3) shows
that the first factor explains five, the second three and the
third two with attributes. Design, delivery, trust, service
and resale are explained by the first factor. The customers
perceive that the selection of design is a major reason
for opting purchase from jewellery shops followed by
promptness in delivery and the trust they have with the
jewellers with respect to quality. Service is also good as
they treat the customers well. Even though the making
charges are deducted, the customers are confident that
the product will fetch a decent resale value for gold
compared to what they used to get from goldsmiths.
The first factor explains the features which the customers
consider as a quality of the jeweller. It can be termed as
statements relating to the product. The second factor shows
statements relating to price and promotional activities by
the jeweller. While advertisements and gifts are two of the
promotional activities which attract the customers to the
jeweller compared to the traditional goldsmith, they find the
pricing also good. The third factor shows credit and access.

Table 3: Component matrix: Customer preference

Component
1 2 3

Credit -.016 -.132 .828
Price -.038 .704 .135
Advertisements -.037 .839 -.279
Gift -.005 .711 .340
Access -.084 -.026 -.713
Service .792 .057 -.114
Delivery .897 .044 -.017
Resale .569 -.064 .074
Design .911 -.005 .017
Trust .849 .015 -.002
Extraction method: Principal component analysis. a. 3
components extracted.

The result retreats that the product attributes are the
prime reasons for choosing private jewellers, the pricing
point (which may be high but compared to the goldsmiths
is more transparent) along with the promotional activities
work as reasons for the customer preference towards the
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jeweller. Credit or other financial incentives are seemed to
be important as the third factor. The last statement in the
third factor is relating to the place attribute, i.e., access
which has generated a negative sign. This would imply
that apart from the access factor, which they consider only
during minor repairs, the preference of customers towards
the jewellery shops is high. They no longer approach the
traditional goldsmiths for giving new order.

4. Conclusion

The customer’s perception seems to be a clear exposition
of the changes that has happened in the jewellery sector of
Kerala as more and more customers prefer retail jewellery
shops to the traditional goldsmiths-based jewelleries. It is
happening with annulment of the livelihood of the poor
traditional goldsmiths by giving place to the retailers and
retail-chains for monopolising the sector. This has not
happened all on a sudden, but it is the result of several
changes like innovations in design, sales promotions to lure
the customers and quality assurance through hallmarking.
The customers, irrespective of region, were unanimous in
selecting traditional goldsmiths as the second option when
they intended to purchase jewellery. Data inference implies
that 86 percent of respondents gave second preference to the
local jewellers and first preference to the branded jewellery.
Region-wise picture explains that the proportions of the
customers preferring local jewellers are more in Kasaragod
compared to Thrissur. Most of the customer’s purchases
are based on wedding related special occasions, whereas to
others purchase decision is also based on change in fashion.
However, majority of the customers purchased gold as a
saving or investment tool.

With regard to the customer preference, based on
customer preference index, shows that majority of
customers have a medium-high preference for the jewellery
shops. Inter-district evaluation in this respect shows that
Thrissur has higher percentage of responses in the medium-
high and high preference levels than in Kasaragod. The
customers perceived that the selection of design was a major
reason for opting purchase from jewellery shops followed
by promptness in delivery and the trust they have with the
jewellers with respect to quality. They also have high regard
for service and also their attitude towards the customers
well. Even though the making charges are deducted, the
customers are confident that the product fetches a decent
resale value compared to what they used to get from
the goldsmith’s gold. The statistical inference obtained
from the Factor Analysis highlights that the first factor as
quality of the jeweller. It could be termed as statements

relating to the product. The second factor shows statements
relating to price and promotional activities by the jeweller.
While advertisements and gifts are two of the promotional
activities which attracted the customers to the jeweller
compared to the traditional goldsmith, they find the pricing
also to be good. The third factor illumines credit and access.
Customer preference explains that the product attributes are
the prime reasons for choosing private jewellers, the pricing
point along with the promotional activities work as reasons
for the customer preference towards the jeweller. Credit or
other financial incentives are seemed to be important. All
these show that the perception of the customers towards the
jewellery shops is positive and quite high.
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