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Abstract: The competitive landscape has been changed 
Gold jewellery retailers are no longer just competing 
with each other, but with luxury holidays, LCD, LED 
TV’s, spa weekends and cars. Understanding the 
customers’ needs is the first step to winning business. 
This gave the idea to the researcher to study the 
marketing trends of gold jewellery, the motivations and 
processes involved in the purchase of gold jewellery, 
attitude and behaviour of the consumers and finally 
suggest ways to stay in touch with the customers. 
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Introduction 
An India makes rapid progress in the retail arena of all 
the products and commodities, the Indian gold jewellery 
market is undergoing a gradual metamorphosis from 
unorganized to organized formats in the last two 
decades. The gold jewellery business in India is 
estimated to beat Rs. 50,000 crores. According to the 
independent estimation studies conducted by World 
Gold Council and Mckinsey, out of the overall market 
share, the share of organized gold jewellery market is 
less than Rs. 1,000 crores. This accounts to about 2-3 % 
of the total market share that this is a relatively new 
segment of the market, which is poised to grow.  
 
Gold jewellery retailing is moving from a ‘Storehouse of 
value’ to a ‘Precious fashion accessory’. Plain gold is 
gradually easing its stranglehold on the Indian consumer 
psyche to give way to diamonds, platinum and coloured 
gemstones. The way gold jewellery was worn earlier is 
undergoing a tremendous change. Traditional designs are 
yielding to modern gold jewellery and heavy gold is 
giving way to light and simple designs. Consumers are 
more quality-conscious than ever before. The gold 
jewellery market is one of the largest consumer sectors 
in the country. It is larger than telecom, automobiles, and 
apparel. It is perhaps second only to the food sector. 
Interestingly, organized retailers have attempted to 

understand the market, anticipate social change and 
strategies appropriately.  
 
The young Indian woman who is the prime market for 
the organized retailers differs from the traditional 
jewellery customer in many ways such as well educated 
and more in tune with international trends, increase in 
working women with high disposable incomes, greater 
mobility and less constrained by traditions. 
 
All these reasons ensure that the modern Indian woman 
is looking for gold jewellery from a perspective different 
from the past. In addition, organized retailing offers 
quality products like BIS hallmark, 916 KDM. 
Following standardized practices and uniform pricing 
strategy. Organized retail formats work on transparent 
policies that are not necessarily available at the 
traditional gold jewellery shops.  
 
Today, goods and services offered by any retailer are 
strongly driven by their identified Target Group. There 
are several examples of retailers who are drawing in 
consumers either across a wide swath or a segment of 
socio-economic classification, clearly defined by them. 
This has been the first step towards organized gold 
jewellery retailing in India. In a short span of time, 
organized retailers have successfully implemented a 
change in the buying pattern of the Indian consumers. 
This is evident from the shift from the traditional jeweler 
to the jeweler with an identity. This shift clearly 
indicates a change in viewpoint of gold jewellery as a 
commodity to a brand of identification.  
 
As gold is preferred for all occasions, it is viewed that 
there is still more scope for this business. Gold jewellery 
is a very vast field to study upon because for every 
culture and religion, we have different style of gold 
jewellery. Consumer buying behaviour has changed 
dramatically in the past few years. Consumers are better 
informed and have more choices about their disposal of 
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income than ever before. They want experiences and 
products that satisfy their deepest emotional needs. 
 
The job of marketer is to meet and satisfy target 
customers needs and wants but “knowing customer" is 
not a simple task. Understanding the buying behaviour 
of the target market for its company products is the 
essential task for the marketing department. The job of 
the marketers is to “think customer” and to guide the 
company into developing offers, which are meaningful 
and attractive to target customers and creating solutions 
that deliver satisfaction to the customers, profits to 
customer and benefits to the stakeholders. This research 
focuses on understanding the consumer preferences at 
the time of making a gold jewellery purchase. It also 
includes measuring the impact that a brand has on a 
buyers’ decision. It is very important to examine the role 
of price and promotional strategies adapted to face the 
competition in the gold jewellery market. 
 
Structural Equation Modeling (SEM) 
 
In order to ascertain the factors influencing the purchase 
of gold jewellery products, various factors which 
motivated the selected respondents were studied. Here 
the factors are, Family Income, Investment, Quality, 
Metal Colour, Life Style, Auspicious/Marriage function, 
Savings Schemes, Complimentary/Gift, Promotional 
schemes, Personal Needs, Design and Styles, Price, 
Credit facility and Social status. All were studied with 
the help of Structural Equation Model.   
 
Structured Equation Modeling is used to test and 
eliminate causal relationship using a combination of 
statistical data and qualitative caused assumptions.  It is 
considered the best approach because SEM unlike other 
methods does not have limitation on the number of 
variables. There is no difficulty in hypothesis testing in 
SEM because it takes the confirmatory approach rather 
than the exploratory approach.   Many sub-criteria are 
considered under each criterion.  The response is arrived 
for all the sub-criteria from the people involved in the 
decision making process. 
 
The significance of the criteria as well as the sub-criteria 
is tested. This is the reason who the relative weight age 
arrived from SEM is considered more valid than through 
any other approach.  This model also takes measurement 
error into account when analyzing the data statistically.  
SEM is capable of estimating or assessing measurement 
error. It can incorporate both observed and latent 
variables.  SEM models require less reliance on basic 
statistical methods.  

Research model and hypothesis formulation 
 
The research hypotheses have been defined on the basis 
of the constructs outlined above and using previous 
research on buyer behaviour. The figure 4.18 is a graphic 
presentation of the developed hypothetical model. On 
the basis of above presented model, the following 
hypotheses are proposed.  
 
Hypothesis of the Study 
 
Buyer behaviour is having positive impact with their 
respective influencing factors.  

 
 

Figure- Hypotheses model 
 
Validity of the Measurements 
 
In structural equation modeling, the confirmatory factor 
model is imposed on the data. In this case, the purpose of 
structural equation modeling is twofold. First, it aims to 
obtain estimates of the parameters of the model, i.e. the 
factor loadings, the variances and co-variances of the 
factor, and the residual error variances of the observed 
variables. The second purpose is to assess the fit of the 
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model, i.e. to assess whether the model itself provides a 
good fit to the data.  
 
To obtain un-standardized and standardized regression 
weights, a variance estimate for the residual errors, and 
the squared multiple correlation of the dependent 
variable ‘Influencing factor’.  In this case, the calculated 
value of chi-square test is 237.9 on 77 degrees of 
freedom, which gives a p-value of 0.00 and this model is 
a good fit for the analysis.  The real strength of SEM is 
to estimate more complicated path models, with 
intervening variables between the independent and 
dependent variables, and latent factor as well.  
 
MAXIMUM LIKELIHOOD ESTIMATES 
 
The Table shows the regression coefficient of the 
exogenous variables. It is noted that the critical ratio of 
all the variables is above the table value 2.962 and it is 
significant at 1 per cent level.  All the variables are the 
most influenced factors to buy the gold jewellery 
products.  
 

Table-Regression weights 
 

Measured Variable 
 

Latent 
Variable 

Estimate S.E. C.R. P 

Social status  Buy or 
not 

1.000 
 

 

Credit facility  Buy or 
not 

1.153 0.134 8.601 *** 

Price  Buy or 
not 

1.075 0.125 8.57 *** 

Design and Styles  Buy or 
not 

0.927 0.118 7.877 *** 

Personal Needs  
Buy or 
not 

0.992 0.119 8.302 *** 

Promotional 
schemes 

 
Buy or 
not 

0.870 0.115 7.551 *** 

Complimentary/Gift  
Buy or 
not 

1.184 0.134 8.845 *** 

Savings Schemes  
Buy or 
not 

0.911 0.118 7.726 *** 

Auspicious/Marriage 
function 

 
Buy or 
not 

0.873 0.111 7.873 *** 

Life Style  
Buy or 
not 

0.767 0.106 7.261 *** 

Metal Colour  
Buy or 
not 

0.768 0.105 7.316 *** 

Quality  
Buy or 
not 

0.610 0.095 6.391 *** 

Investment  
Buy or 
not 

0.793 0.105 7.558 *** 

Family income  
Buy or 
not 

0.737 0.103 7.146 *** 

 
Model Fit Summary 
 
The table shows that CMIN for the ‘default model’. A 
significant chi-square indicates satisfactory model fit. 
 
 
 

a. CMIN 
 
Table.Chi-square minimum (CMIN) 
 

Model NPAR CMIN DF P CMIN/DF 
Default model 28 237.95 77 0.000 3.090
Saturated model 105 0.00 0 
Independence model 14 1284.197 91 0.000 14.112

 
CMIN is a chi-square statistics comparing the default 
model and the independence model with the saturated 
model. The Table 4.48 infers that the default model has 
been associated as 3.090 per cent with saturated model 
and other side, the independence model has been 
associated as 14.112 per cent with saturated model. 
 
b. RMS, GFI 
 
The Root Mean Square residual is the mean absolute 
value of the covariance residuals, which reflects the 
difference between observed and model-estimated 
covariance. Specifically, RMS is the co-efficient which 
results from taking the square root of the mean of the 
squared residuals. The closer RMR is to 0, the better the 
model fit. The GFI is the goodness-of-fit index and is 
equal to 1-(chi-square for the default model / chi-square 
for the null model).   
 
Table.Root Mean Square (RMS), Goodness of Fit 
Index (GFI) 
 

Model RMR GFI AGFI PGFI

Default model 0.066 0.931 0.906 0.683 

Saturated model 0.000 1.000 

Independence model 0.287 0.569 0.503 0.493 

 
From the Table it is clear that the model is good fit by 
the influence of RMS value which is closer to one, ie., 
0.066.  GFI (Goodness of Fit Index) refers to 93.1 per 
cent which has been fitted in Default model for the 
proportion of variance-covariance matrix.  On the other 
hand, 56.9 per cent fit in Independence model. 
 
B. BASELINE COMPARISONS 
 
The NFI, normed fit index, also known as (1), was 
developed as the alternative to CFI, (comparative fit 
index) it is also known as the Bentler Comparative Fit 
Index, comparing the existing model fit with the null 
model which assumes the latent variables correlate with 
the independent variables.  
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Table Baseline comparisons 
 

Model 
NFI 
Delta1 

RFI 
rho1 

IFI 
Delta2 

TLI 
rho2 

CFI 

Default model .903 .879 .939 .923 .938 

Saturated model 1.000 1.000 1.000

Independence 
model 

.000 .000 .000 .000 .000 

 
From the Table, it is noted that the model fit indices are 
good fit with the evidence of NFI (0.903) and CFI 
(0.938) which is greater than 0.9.   
 
C. RMSEA 
 
Root Mean Square Error of Approximation is the 
popular measure of fit, because it does not require 
comparison with the null model.  It is one of the fit 
indexes less affected by sample size. There is good 
model fit if RMSEA less than or equal to 0.05.   
 
Table -Root mean square error of approximation 
 

Model RMSEA LO 90 HI 90 PCLOSE 

Default model .049 .039 .059 .559

Independence model .176 .168 .184 .000

 
It could be noted from the Table that the RMSEA value 
is 0.049 which is lesser than 0.05 and the model resulted 
as good fit. 
 

Results 
 
Table – Bootstrapping 
 

Paths Estimates SE ‘t’ Value Result 

Social status  Buy or 
not 

0.902 0.060 15.023 H0 Accepted 

Credit facility  Buy or 
not 

0.856 0.058 14.851 H0 Accepted 

Price  Buy or 
not 

0.884 0.058 15.255 H0 Accepted 

Design and Styles  Buy or 
not 

0.904 0.060 14.957 H0 Accepted 

Personal Needs  Buy or 
not 

0.926 0.062 14.979 H0 Accepted 

Promotional 
schemes 

 Buy or 
not 

0.884 0.060 14.688 H0 Accepted 

Complimentary/Gift  Buy or 
not 

1.038 0.070 14.768 H0 Accepted 

Savings Schemes  Buy or 
not 

0.939 0.068 13.873 H0 Accepted 

Auspicious/Marriage 
function 

 Buy or 
not 

1.034 0.070 14.854 H0 Accepted 

Life Style  Buy or 
not 

0.908 0.063 14.402 H0 Accepted 

Metal Colour  Buy or 
not 

0.996 0.068 14.686 H0 Accepted 

Quality  Buy or 
not 

0.916 0.065 14.172 H0 Accepted 

Investment  Buy or 
not 

1.035 0.073 14.142 H0 Accepted 

Family Income  Buy or 
not 

1.110 0.076 14.637 H0 Accepted 

 

Structural Equations: Methodology and Technical 
Application 
 
The following path analysis is used to prove the selected 
hypotheses. 
       

 
 

Figure -Resulted hypotheses mode Results of 
Hypotheses 

 
The Table represents the results of the testing of the 
hypotheses.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

International Journal of Pure and Applied Mathematics Special Issue

120



   

  

Table- Testing of hypotheses 
 

Hypotheses 
Hypothetical 
Relationship 

Result 

H1: There is a positive impact of 
influencing factor and family income 

Positive Confirmed 

H2: There is a negative impact of 
influencing factor and Investment 

Negative Confirmed 

H3: There is a positive impact of 
influencing factor and quality 

Positive Confirmed 

H4: There is a positive impact of 
influencing factor and metal colour 

Negative Confirmed 

H5: There is a negative impact of 
influencing factor and life style 

Positive Confirmed 

H6: There is a positive impact of 
influencing factor and auspicious / 
marriage function 

Positive Confirmed 

H7: There is a positive impact of 
influencing factor and savings 
schemes 

Positive Confirmed 

H8: There is a positive impact of 
influencing factor and 
complimentary / gift 

Positive Confirmed 

H9: There is a positive impact of 
influencing factor and promotional 
schemes 

Positive Confirmed 

H10: There is a positive impact of 
influencing factor and personal 
needs 

Positive Confirmed 

H11: There is a positive impact of 
influencing factor and designs and 
styles 

Positive Confirmed 

H12: There is a positive impact of 
influencing factor and price 

Positive Confirmed 

H13: There is a positive impact of 
influencing factor and credit 
facilities 

Positive Confirmed 

H14: There is a positive impact of 
influencing factor and social status Positive Confirmed 

 
Conclusion 

 
From the path diagram, measured variables with latent 
variable of influencing factors is having positive 
relationship and also significant at 1 per cent.  The 
analysis of the model, from the viewpoint of the 
antecedent of buying behaviour, suggests that all the 
measured variables are significantly associated on 
influencing factors to buy the gold jewellery products. 
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