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Abstract 

Consumer perception refers to how consumers see a certain product based on their own 

choices. The success of a business depends on its ability to attract and retain consumers who 

will purchase labour and goods at prices that are advantageous to the company. Customer 

perception describes how current and potential customers regard a company, its products, and 

services. Consumer perception is important to businesses because it can affect consumer 

behaviours, which in turn affects how profitable a business is. Many businesses invest a lot of 

money to influence consumer impressions. Marked gems products have caused some 

turbulence in the retail gems sector. The primary attraction of marked gems is that they stand 

out from other gemstones thanks to their distinctive, new style. Furthermore, the designs of the 

trimmings are first-rate and take a cutting-edge approach, giving people a break from the drab 

items that are no longer in style. Each gem has a certain quality and element of originality that 

distinguishes it from the other options. These collections of trimmings are equivalent for 

wellness and are made of pure gold and valuable stones. Malabar Gold deserves credit for 

coming up with these cutting-edge ornamental pieces. The marked goods have a significant 

impact on consumer purchasing power, and the selection of marked goods is growing. 

Keywords: Golden Opportunities, Customer Awareness, Perceptions, Online Retailing, Gold 

Jewellery 
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1. Introduction 

Consumer perception refers to how consumers see a certain product based on their own choices. 

These choices are made based on a variety of factors, including their own intuition or what they 

have heard from others who have used the item. Depending on the customer or a particular 

customer category, this perception could change. The way people interact with brands and 

create their perceptions has changed because to the internet. Online entertainment and survey 

platforms allow access to analyses and subtleties that help users shape their own opinions of 

brands and their products. 

Consumer awareness refers to the way customers evaluate a certain product before making a 

choice. A small number of businesses use generous pay structures to influence client 

perceptions. Depending on the consumer or a specific consumer segment, this awareness could 

differ. The public's perceptions of brands have evolved as a result of the electronic media. 

Customers in India are becoming more quality-conscious and cautious. 

In India, gold is widely used for actual purchases and sales as well as for decorative purposes. 

It is valued as a venture and reserve fund that is favored in India. Adornments are typically 

expensive and can be sold whenever there is a need for money. They serve both the purpose of 

showing respect and providing protection in times of distress. In India, women receive 

diamonds throughout several life stages, including childbirth, adolescence, marriage, and 

motherhood. 

Customers may be more knowledgeable if the product is expensive, accidentally purchased, 

and highly reflective of the buyer's identity. It is a learning experience for the buyers to develop 

their belief about the item, disposition, and decision-making process. The Indian Advertisers 

should have strong ties to data social affairs and consumer behaviours evaluation; they should 

educate customers about the item class credits and their significance. 

1.1. Objectives of The Study 

 

The goals of the current study are listed below. 

 

1. To understand what drives consumers toward Malabar Gold's branded jewellery products. 

 

2. To examine consumer knowledge of different Malabar Gold branded jewellery products. 
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3. To research how sociodemographic characteristics affect consumers' preferences for 

different kinds of ornaments. 

2. Literature Review 

Quality is regarded as the key factor while selecting to purchase gold, according to N 

Bhuvanesh Kumar and M Kunguma Thiviya (2014) in their evaluation, "A concentrate on 

customer conduct towards gold gems buy regarding Pollachi Thaluk." Additionally, 

respondents believe that all of the gems they purchase have poor valuing and generosity, they 

think poorly of the brand image despite other places where it is excellent for plans, and when 

it comes to quality, an equal number of respondents think it is generally good as well as poor. 

While advertisements provided by gold diamond setters are helpful in positioning the retailer 

on the lookout, Jojo K. Joseph (2014) notes that the ads don't have a significant positive 

influence on any of the respondent classes in determining their purchasing behaviours. The 

respondents who work in business and farming have also taken an unhelpful stance regarding 

the impact of advertisements on their gold purchases. 

According to Mimnun Sultana, Parag Jafar Siddique, and Saiful Islam's (2015) review, 

"Element Examination of Consumer Behaviour in Adornments Business: An Experimental 

Focus on Bangladesh," three main factors—functional and advertising, saw quality, and 

usefulness and conformance—drive customers' decisions to purchase gold gems. Additionally, 

buyers prefer to buy basic gold over items embellished with expensive diamonds. 

Consumer behaviours in the acquisition of Gold Adornments: A Logical Review by C Gomathy 

and N Yesodha Devi (2015) reveals that customers have purchased gold gems for speculative 

purposes, with the majority of consumers purchasing gold gems because it aids them in times 

of need. 

The review "A focus on consumer inclinations among marked and non-marked gems" by 

Priyanka Gautam and Urmila Thakur (2015) reveals that brand image is a crucial factor that 

influences consumers' purchasing behaviours. As a result, gem specialists should maintain their 

excellent reputation in the market. Making marked jewellery is more well-known because of 

the greater level of satisfaction that the public has with marked jewels than with non-marked 

jewellery. 
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'A concentrate on consumer inclination towards gold gem retailer in dissolve city' by K Prabha 

Kumari and M Anitha (2016) reveals that the spending power of the consumer may vary 

depending on the segment and mental factors to produce purchasing behaviours the customers 

bring to the table for plans based on the spending power of the consumers. 

3. Methodology of The Study 

The current review is unique in its approach. Through the use of the judgment examination of 

non-likelihood testing technique, 200 respondents were randomly selected. Information that 

was both necessary and optional was used in the current review. The Malabar Gold customers 

served as a source of important data. The necessary information has been gathered in person 

using several timetables. Additional data were primarily acquired from the internet and printed 

materials. For analysing the acquired data, various factual techniques including rate 

investigation and chi-square test were used. Information from the selected respondents was 

gathered using prepared interview plans. 

4. Analysis and Interpretation 

The many translations are provided below based on examination: 

 

Table 1: preference for branded jewellery products and age, education, and income groups 

 

 No. of consumers Percentage 

Age 

18-25 44 16.30 

26-35 96 37.20 

36-45 28 32.70 

Above 45 32 13.80 

Educational Status 

Under Graduate 46 20.24 

Graduate 82 27.54 

Post graduate 72 52.22 

Average Monthly Income (In Rs) 

Below 10,000 71 22.22 
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10,001-20,000 46 23.55 

20,001-30,000 55 35.54 

30,001-40,000 28 18.69 

Above 40,000 - - 

 

 

Out of 200 consumers, it can be noted that 37.20 percent of respondents fall into the 26–35 age 

group. 32.70 percent of respondents fall into the 36-45 age group, 16.30 percent fall into the 

18-25 age group, and the remaining 13.80 percent fall into the over-45 age group. The age 

range of the majority of responders, which is 26 to 35, is 

It can be shown that of the selected respondents, 52.22 percent are postgraduates. Graduates 

make up 27.54 of the responses, while Undergraduates make up the remaining 20.24 percent. 

The majority of replies, it can be seen, are postgraduates. 

Out of 200 respondents, it can be noted that 22.22 percent of them fall under the pay range of 

less Rs. 10,000. The pay range of 10,001–20,000 is represented by 23.55 percent, the range of 

20,001–30,000 by 35.54 percent, and the pay range of 30,001–40,000 by the remaining 18.69 

percent. The majority of responders fall into the wage range of less Rs. 10,000. 

Table 2: sources of information about name-brand jewellery products 

 

Source Number of Consumers Percentage 

Advertisements 82 29.60 

Recommendations from 

friends and relatives 

81 50.1 

Dealers and 

representatives 

37 20.30 

Others if any   

Total 200 100 
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Out of 200 respondents, 29.60% are aware of the marked jewellery through advertisements, 

50.1% are aware through recommendations from friends and family, and the remaining 20.30% 

are aware through sellers and agents. 

A significant portion of the respondents (40.56) are aware of the marked jewels products 

because of advertisements. 

Table 3: Type of Ornaments and Consumer Age: A Relationship 

 

Age Type of Ornament 

Traditional Modern 

18-25 6 35 

26-35 33 28 

36-45 20 37 

Above 45 21 10 

Total 80 120 

 

 

The type of trimmings that consumers choose may differ depending on their age. The table 

above introduces the relationship between trimming kind and age. HO-There is no clear 

correlation between a consumer's propensity for a particular type of decorating and their age. 

At a 5% level of relevance, the calculated chi-square value is higher than the table value at 

21.62. Therefore, the theory is rejected. As a result, there is a strong correlation between 

customer age and preference for certain types of decorations. 

Table 4: Relationship between Ornament Type and Consumer Qualification 

 

Age Type of Ornament 

Traditional Modern 

Under Graduate 22 35 

Graduate 16 36 

Post Graduate 42 49 

Total 80 120 
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The calculated chi-square value, which is greater than the table value at 5% of relevance, is 

6.61. Therefore, the theory is rejected. As a result, it has been conclusively proven that there is 

a strong correlation between consumer ability and decor preference, or that customer 

instructional skill determines decor preference. 

Table 5: Type of Ornaments and Consumer Income: A Relationship 

 

Age Type of Ornament 

Traditional Modern 

Below 10,000 20 35 

10,001-20,000 25 46 

20,001-30,000 15 25 

30,001-40,000 20 14 

Total 80 120 

 

 

The calculated chi-square value, which is greater than the table value at 5% of relevance, is 

32.39. The theory is therefore rejected. As a result, it has been proven that there is a significant 

correlation between consumer spending and their preference for certain types of jewellery. 

5. Conclusion 

The focus of the current study was how buyers felt about brand-name jewellery with a special 

focus on Malabar Gold Thiruvananthapuram Town. The consumer is positioned in the cutting- 

edge market and is experiencing opportunity and choice. Consumer perception is always 

shifting from unmarked to labelled adornments items. The benefits of purchasing gold 

jewellery are numerous. Gold has a resale value, which makes it a fantastic advantage and a 

priceless resource for the buyer. On the list of hypotheses and worth, gold is driving. Due to its 

associations with success, power, and wealth in some of the world's most populous regions, 

gold has a very basic value. Gold will typically have strict as well as social relevance in India. 

This is only one of the many factors that make Indian gold gems a delicate work of art. 
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