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ABSTRACT

Assurance in the local jeweller was the symbol of guarantee the gold jewellery trade in India. A jeweler or goldsmith in a local

area had a stable and devoted clientele. The buyer had embedded faith in his jeweller. Moreover, the local jeweler furnished to

the local palate for traditional jewellery. Though, since the late 1990s, there was a swing in consumer tastes: women were

progressivelyselecting for designer and lightweight jewellery instead of traditional lumpy jewellery. There was aupsurge in

demand for lightweight jewellery, especially from consumers in the young bracket who regarded jewellery as an attachment and

not an investment. The new time witnessed a certain change in consumer preferences. Branded jewellery also gained reception

compelling traditional jewellers to go in for branding. Specified the openings the branded jewellery market offered; the number

of gold retailers in the country increased sharply.

The present study is an attempt to find out the whether branded jewelers are more reliable than traditional jewelers. The study

was conducted in Delhi region on sample size of 150. Independent t test was applied to compare the branded jewellers and

traditional jewellers with respect to reliability.  The findings of the study revealed that there is statistically no significant

difference in branded jewelers and traditional jewelers with respect to reliability.
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INTRODUCTION

Till the early 1990s, the regular Indian bought jewellery for
asset rather than for ornamentation. People perceived it as a
favorable investment. There was also a notion among jewellery
buyers that the jewellery should be purchased from local
jewelers. In India purchasing jewellery from traditional jeweler
was considered as more trustworthy. This was the reason of
high clientele with loyalty with traditional jewelers. The buyer
had faith in his jeweler and this faith was implicit. In response
to this faith the traditional jewelers use to carry customization
as per the requirement s of their local clientele.

The jewellery market saw a major shift in late 1990’s wherein
taste & preference of women who were more enthusiastic to
buy fashionable jewellery changed. Young consumers started
buying jewellery and jewelers were happy to see new segment
entering the market. Although the reason identified by
marketers and justification given by young consumers were
totally different as compared to other consumers. The young
consumers in the age group of 16 to 25yrs wanted brands with
fashionable product categories. Branded jewelers were able
to win heart of these young consumers. On the other hand
traditional jewelers started branding their products with little
know how.

Given the openings the branded jewellery market offered new
products with new designs. The number of gold retailers in the
realm increased sharply. Branded players such as Tanishq,

Oyzterbay, Gili and Carbon opened channels in various parts
of the country. Traditional jewelers also began to fetch out
lightweight jewellery, and some of them even flunged their in-
house brands. The branded jewellery occupied merely a small
share of the entire jewellery market because of the attitude of
the typical Indian buyer who still regarded jewellery as an
investment. Additionally, consumers trusted only their family
jewellers when buying jewellery. Subsequently, the branded
jewellery players tried to modify the approach of the people
and persuade customers with attractive designs at affordable
prices.

The jewellery market in India has seen a sharp change in buying
behavior, with consumers shifting from unorganized to
organized retail stores. The shift in buying behavior stems from
better resale value of old ornaments and improved transparency
in transactions following the implementation of the goods and
services tax (GST) in July 2017.Asha, K. & Christopher, S. E.
(2014) found that the mainly people purchased gold jewellery
for purpose of major events like marriages,  anniversaries,
birthdays and also for financial gains.

Authenticity in jewellery has always created brand image and
has given value to the brand. The same happened with organized
retail chains’ as they promoted their jewellery on plank of
hallmark. This helped them in gaining customers trust. In
addition to hallmark, assurance on resale value along with
discounted making charges moved customers from their
traditional jeweler to branded one. This justifies that
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consumer’s decision making process for high involvement
products requires different kind of buying behavior in
comparison to low involvement products.

Purchase of expensive jewellery is associated with complex
buying behavior as buyer seeks significant differences between
brands as it is high involvement product. Shifting from local
to branded jewelers may be because of many reasons but still
there lies a question whether branded jewelers are more reliable
than traditional ones. The present study is an attempt to find
the answer for the same.

REVIEW OF LITERATURE

Branded jewellery is making greater in roads into the Indian
market. Many companies such as Tanishq, Kalyan Jewelers
and Malabar seeing customers shifting towards them and away
from traditional retailers. No doubt Consumers are more quality
conscious than even before. Many studies have been conducted
on branded and non-branded jewellery considering the attitude
of people. Many customers nowadays prefer branded jewellery
because of design, variety, display and offers. Berad, et al.
(2015). Branded jewellery products have formed a personality
of unrestin the field of jewellery market. Ramachandran, K.
K. &Karthick, K. K. (2014)

No doubt traditional jewelers are also working on their brand
positioning and enhancing their brand image. Authenticity and
credibility can be two factors where traditional jewelers are
positioning their brand, Chitradevi (2017).  Market for branded
jewellery has gained importance but the question to be
considered is traditional jewellers out from the market?

The focus of young generation for jewellery has shifted to
designs, variety and artistic appeals. This could be the reason
for young generation moving towards branded jewellery,
Devika (2002). The steering aspect behind buying jewellery is
price, purity, design, variety, the brand image; influence of
family and friends,,Raju, K. V. & Kumar, D. P. (2013).

Customer wants to match his/her personality with brand
personality and feels more confident in their purchasing
decision, Craig Sympon(2004). Traditional jewellers carried
away with perception of Indian customers about their trust in
them. Design and variety at that point of time were not of too
much importance to customers.

Many researchers have talked about value proposition related
to branded jewellery because of new design, new concept and
creativity and fashion statement, Vadra, R. &Malhotra,G.
(2014).This appeal of branded jewellers has benefited them in
creating value proposition.

Many researchers have also pointed that structured positioning
and creating unique brand persona has also created awareness
of branded jewellery, Baranwa Shashank(2009).Consumers are
finding their confidence level high when they purchase branded
jewellery as they perceive that they are buying genuine product,
Osjag(2009).

Asha, K. & Christopher, S. E. (2014) found that most of the
people buy gold jewellery for the marriages in their family,
wedding ceremony, anniversaries, baby birth, birthdays,
festivals, financial gain

OBJECTIVES OF THE STUDY

(a) To find out the reasons regarding families shift from
Traditional Jewellers to Branded Jewellers

(b) To examine the comparison between Branded Jewellers
and Traditional Jewellers with respect to reliability.

HYPOTHESIS OF THE STUDY

Keeping in view the said objectives, consequently, the study
hypothesized that:

H1: There is statistically significant difference among branded
jewellers and traditional jewellers in terms of reliability

RESEARCH METHODOLOGY

The purpose of the current research was to study the difference
in branded jewelers and traditional jewelers in terms of
reliability. To achieve the objective of the study, both primary
data and secondary data were used. The primary data was
collected through the questionnaire. The questionnaire aimed
to gather the information about the reasons in shift of families
from traditional jewellers to branded jewellery and whether
the branded jewellers are more reliable than traditional
jewellers. The pilot testing was conducted on 30 respondents
to check the reliability of the instrument. Reliability is the ability
of a measuring instrument to give accurate and constant results,
Joshi.R(2017) The reliability came out to be 0.730 for the
branded jewellers and 0.700 for the traditional jewellers which
indicated that the questionnaire is consistent to be used for
further study. The data was collected from 150 respondents
using convenience and judgement sampling. The secondary
data presented was collected through websites, journals, books
andother sources. Data collected was analyzed using
descriptive statistics and Independent sample t test to
investigate whether the group means differ from one another.
As far as statistical tool is concerned, SPSS was applied to
analyze data.

RESULTS AND DISCUSSIONS

Table 1 reveals that out of 150 respondents 84 respondents
were for branded jewellers and 66 for traditional jewellers.
The mean for branded jewellers and traditional jewellers is
29.47 & 28.75 respectively where as standard deviation for
branded and traditional jewellers is 3.29 & 2.64 respectively.
There is little difference in mean of branded and traditional
jewellers but to find out whether difference is statistically
significant independent t test was applied.
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Table 1: Descriptive statistics

 groups N Mean Std. Deviation Std. Error Mean 

Brandedjeweller 84 29.4762 3.29101 .35908 
jewellery 

Traditionaljeweller 66 28.7576 2.64320 .32535 

Table 2: Independent t test for branded & traditional jewellers

  Levene's Test for 

Equality of 

Variances 

t-test for Equality of Means 

  F Sig. t df Sig. 

(2-

taile

d) 

Mean 

Differe

nce 

Std. 

Error 

Differe

nce 

95% Confidence 

Interval of the 

Difference 

 
        Lower 

bound 

Upper 

bound 
Equal 
variance 
assumed 

5.142 .025 1.445 148 
.15

1 
.71861 

 
-.26421 

1.7014

4 

Jewe
llers 

Equal 
variance not 
assumed 

  

1.483 

147

.91

8 

.14

0 
.71861 .48455 -.23893 

1.6761

6 

In Table 2 Levene’s test indicates that variances are not equal
across the groups as p(sig) value 0.025 is less than the chosen
significance level of 0.05.  Therefore results of Independent t
test would be interpreted from second row of output that is
equal variances not assumed. The result shows that the p (sig.)
value 0.140 against calculated value t.

05
, 

147.918
 (1.483) is more

than the chosen significance level of 0.05. Hence we fail to
accept our hypothesis (H1) and conclude that there is
statistically no significant difference among branded jewelers
and traditional jewelers in terms of reliability.

CONCLUSION

The present study was conducted to examine the difference
among branded and traditional jewellers with respect to
reliability. Today the market is buyer oriented and the value is
associated with the consumers. The liking of consumer is
incessantly moved according to the wide variety of choices,
needs, desires, and fashion etc. when it comes to jewellery
purchasing the consumers have additional hopes because of
high involvement. This is the reason that buyers look for quality,
design and variety. The reciprocate action from jewelers
demandimprovement in the same. On the other hand traditional
jewelers carry reliability as same as of branded jewelers. Values
of trust are present at both sides and one

MANAGERIAL IMPLICATION

The study will help to comprehend and recognize the consumer

preferences over branded and traditional Jewellers. It will also
help in finding out the reasons for changing taste and
preferences.The study will help branded Jewellers and
traditional jewelers both in different perspective. Branded
jewelers can position themselves in terms of design, variety
and price; on the other hand traditional jewelers can still reap
the benefits of reliability and family relations. Study will also
help in devising the marketing strategies on the basis of various
attributes for branded as well as traditional jewelers.
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