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A study to analyse decision making process rvith adoptinn to digital
platfbrrn in ref'erence to gokl jervellery industry

Abstrnct

I'he Jst'rtsent digital world 7n'ovide.s opportwities in 1x.rfrrr.:,rx ta develop ltigh level.t oJ'

conxnrer tlelight. Digital technoktg ,. ltas tlriven online shopping culture and inwtlves decisiort

making pt'otess u,itlt little htitts itt the model proprtsed lt.;- Engel , Kollatt & Bltu:kv,ell (EKB j.fttr

consunrar lxhoviour. Srtt'ittl nrctlitt hus hrougltt about.fundantentttl t'hcrnges tlre wuy ttdrketers

tle,'e lop their ttrategie.r ei co,tsk)ner perceptiorts c1llotil protlLrcts ciangrr.r. The sntdy.lttcuses on

ltotr, t'un*romer decisiot't lta.setl orttlrcntod.al can hclp |he,it+r'ellery* industry to deye lop strategies

so tlail cotl.tutners gain confidence tuut business grows tr;ith ctcloptiotr of tligital tet:hru>loglt.

Key words: Digi:4l rnarketing, Social nredia, gold Jewellery, consunrer decision making

Introduction

Indian gold jeu,ellery indtrstrl, has to liry fi:cus on delivering qunlity ptoduct maintaining ethical

sttnduds. Custotler's pret'e rence tbr gold jet,e lle ry decr:eases rvith itrclease in tbeir: trge, hene-e

it becomes clrallenging to jewellers to establish themselves and earn their reputatiol. Global

colnpetition has rlade the jewellers to look intr: the aspects of quality, pricing and intricate

designing. Gold stirrd as a valued nrctfll symbolisiug u,eahh and pou,er, *.lich has strong

cultural inl]r-rence in Intlian households. The appletite ltrr gold shorvs roughly that consun:ptirxr

of gold is almosl I gram of gold per lndian. Hence with an era of digital platfbln, competirion

has bccolne adverse and organizrtions are rnaking digital strategies lor the mass appeal to target

auclience as the traffic is hLrge. Jewellery being labelled as luxury pnrduct has lot of inhibirions

because i* every lnclian household the neerl ofi purchasing gold jewellery is alrvays don:inaled

by fatnily decision. Now with changing iife styles ud high disposable income, the plrchase

decision is not only limited to certain occasions but has becone more independent. Consumem

are exposed lo various options and aflordability is not a consimint. Decision rnaking has

bec<:me more l.ucicl with various alternatives rva.ilable and more lransparency available in {he

digital ivorld. Quick reviews,and opinions inculcates coilfidence in consunrer$ so lhat

satisfactio* level is high in pre purchase and post purcha-se stagc of dccision making.

Itcvierv of Literature

Chanana tu:tcl Goele (20 l2) the sludy thro$,s the scope ecommerce mruket has in llrure . With

increasi.ng penett'alioll of intemet- e cointnerce platfnrnl hns changed business tlansact,ions



thereby reducing intermediatory cost a-nd nrargins. lt has given a w.ide potential to lvho.lesalers

to directly comect with the custornels. Factors like denand tbr broadband sen,ices, high

standard of tiving, valiety of product range. retluction in prices and lifesfyle have given a

boost to ecomrnerce business. Difl'erent secfors like tra.r,e[, apparel. rvhite goods. luxury

prcducts and jervellery have a greater scope. Econlmerce enjoys ihe rdvantage of cash on

delivery paynrent, Iorver cost as there is direct inrports which ivill boost the ecororny.

Ecommerce has bridged the gap between retailers ald on line customers giving them n:ore

required information of the protiucls, Producers get brancl identity status by linking

fher:rselves jn ecorntrerce platlirrni. Custourer convenielce, nrul.tiple pay oplions, location-

based services ancl many more fhctols have evolved the ecommerce indusfry.

Rastogi(?0 1 0) in his study conducted a survey of 200 respondents aod frtund that c{rnsumers

prel'er online purchase as it olt'eni etsy buying options, reduced pricing rurd exposure to wide

vtu iety of products. Tl:e frequency of online purchase is molc, Mosf of the consun:els prefer

buying online but pret-erred mode of payrnent is cash on delivery.

Rahman(2015) in his research found that digitrl mediir pulls lot of irttractiolr clue to irter&etive

contsnt rvhich give .lot ot'opportulities to Gen Y c:onsumers. These users use Facebook ils a

prinrarl,' source to gile updated current infbmration. They spend more tirne in social media

rvhich givcs opportunity to organizatitxs to display their customisctl advertisements nnly f'or

this target group. They are able to tilter tile conteot rvhich is relevant to them and urwanted

conterlt losses the {bcus point. Evidence proyes thal tbere is rnoclerate relationslrip betrveen

online shopping behaviour and age. The amount oftime exposed by Cen Y on social media

has given opportunities to marketers to design a strategy that ivill have a pull efl'o:t as

engagement is maximum.

Ashnrun.et.al (20 l5) in ahis study has slnls,n how a traditionaI nxrdel o['decrision making holds

trrre rvith cligital adoption rvith trvists and [urns. Tbis rnxlel rvhich rvas fbrmulaterl long years

bac.k has tu,ists in it rvhen looking at digital w'orld. Social shopping tools facilitates consurner

decision process involving social validation of produc{s in tbrn of recornmendations have

given rational decisiol. Consuners who are not participating in shopping still find loads of

inl'onnation rvhich is sttrred in their c"rinds in active ol virtuirl fonrr. Stages ol'evaluation of

alternatives have brcome l'llore strealll.lined. The post pulcrrase et,aluation qeates

documentation of experiences rvlrich can be rcferred in near future.



il
Jadhar,. Et.al (20 18) in his research conducted at Nagpur city has found that digital rnarketing

domain has an inrpirct ofl consurners buying decision. Online platfcrnn gives lot oloptions to

coltsullle.rs by introclucing various promotions antl custemer engagement methuls like gifits,

discounts. free delivery rvhich nrakes customels I'eel satisfied lvith their shopping experience.

Consumers show a sign of fear in rnatters of intemet srr.curity u,hile intlulgine into online

shopping.

Chauhan.ct.al . in this research focus l.ies ou stralcgie digital nrarketing and horv cusLonrer

engagelnent ttlrns out to be positiYe for narketers. lt identifies areas ofcustorner experience,

palticipation, perceptions. earning brand identity. retentioll and custorner relationship. Tools

tike Web 2.0. SEO (search engine optimisttion). and online reputtition helps lo evtrluate

custollu' iusig:ltts. gauge custorner sentirneuts and perreptions. Digital nrar*eti.ng hrs

enrpor.vercd marketer's transforrnation by providing real time data metrics so that custoJneni

are engaged, detighted and empowered.

Chavan aud llansal (2016) in their resealch fould lbat Faccbook and trvitiei'ale strong digital

mat'keting plattbrnis attractiilg users in form of modern age marketing like Buzz nrarketing,

viral ntarteling or Word ol rnouth. 'l hey have touclred the consumer lives throlgh interactive

mirketing and engagelnent. Digittr.l pron]otions and crlmrnunicatioos helps in segrnentation

using CPS setr,ices aud help to tlrget pople Lrsing search services, The consumer metrics (xt

prcf'ercnces ale measurablc as the digital plattbrnr mainiains thc accountabilitv of click per

page alld cust()mer visits on that page. Consumer attitudes and decision rnaking can be analysed

using rveblogs, popilps. blnners, audio. consurner reviervs, e press releases and rveb pages.

(irou,th oll social metlia platlbrm is accclerated because of size of tappetl poteltial, budgeted

cost of social media rvhich is lcss, :ransparoncy is mairi.tained, rvide virtual range, crouded

website traft'ic. inrnediate resgtnses, faster real time approach and quick updates.

Chariin. Et.al (2017) in their research found thattodaysyouth intluencetl by social mediit le;rds

to an impactual efTect on their cognitive abilities. Youtir are pampered nnd shou, strong signs

of addiction tt'r soeial nredia thnt it litera.lly becornes inseparable. Marketers grab :he

opportunity to target this segment by studying r:nline behat,iour and cognitive reactions as

srttdied or depicted by solial media. Social nedia ttrkes the advantage as it is designed in

cLlstolnised r.vay so fhat customej:s feel benefitted by gettit:g optirnised solutions or searches.

The samplc findings indicate that most of thern find social media as an effective ktol for



promotions. Age plays an impoltant t'aclor or {he types of products pronrotecl on soc'ial nredia.

Search in socia.l rnedia for certain products stands as gender biased.

Research Methodology

L'r
Ttrc study is based on the thcore tical concept of EKB consunrel behnviour rnodel suggcsietl b1,

Engel. Kollatt. and Blackwell which originated in I96ti as one of the core models for decision

making. Hence the rnodel is analysed rvith perspectir,e o1'changirrg current scenario :ipplicable

to tligital rvorlcl. To yield infonnation unstructuretl fbnn of method rvas adopted from the

rctailers in Mumbai. It conrprises of gold jeu,cllery retailers in Zaveli baz-aar of Mumbai. The

bazaiu is a rnajor hub donrinated by 328 or ts2C jervellery market. 1'he present study will

undertake a revierv of basic and corternporary literature explaining critical issues of holv the

olganised.jewellers hiurdle challenges tbr digital rvorid. Expert opinion flom the retajlers have

helped to generalize strategies hoiv golcl jewellery sector can prlbrm in digital platlbrn:. The

outcorne t-:f these strategies would help the retailers to apply decision nraking practices in their

business activity.

s
Analysi.s of Engel, Kollatt, and Blackrvcll (EKB) consumer decisiou-naking nrodel witft

adoption to digital ter:lnrology

iti
I'he model proposes series of decision nraking involving problem recognition, information

search, evahration of alternatives, purchase iurd post purchase evahrttion. There j.s a cultulal

shitt with adoption of digital frrcirnolog] as consumer enioys intbrmation and pou,er and

organisations and busincss totally rely upon. Digital world has brought likemindr;rd people

under one roof rvhere their knorvledge and opinkrns rire shured u'hic,h .leads to transptlrent

market envirenrnent. In the digitat nrnrketing cleirr:ain.tlecjsion is totally supportetl by rhe blend

of opinions of scrcial fiiends rvhich n:aking it pa-r'ticipatory cultlre unlike in traditional methods

of decision rnaking. 'llhe emerging e-comnlerce allows custonrers to stinlrrlate shopping

experience by providirg adequate feedtr.lck befbre the decision is taken to purchase.

Decision lnaking on the hesis in digital platform based on the EKB model

Stage ll Problern recoglition *organizations rnade hnge nrarkering efibris in showcasing their

products il tl,e tbrm of catalogue's, pronrotion*, coupens and enrrils. The jewellery stores

adopt various nleasures like fashion slrorvs, cclebrity endorsen:ents and r.r,ould also adonr their

retail ouflets rvith custornised themes hence arousing needs and interest in the rninds of



constllners. Gold jervellery occupies a slatus of llxury product. so traditionally no constlmeni

Ivtlttld ever dare to u,alk into the store unless lhere u,as an occasion in the fanril1.. Consumer's

interest in the jei,vellery used to be always stjmulated looking at the prorluct glearnilg on the

.iewellery storc H'indow, but revieu,s on the buying of product was lirnited. Adoption of
shopping onlinc. has tiven the cus{omers ler,erage rvith online intc.ractions so that decision

cotrld be easily ttrlien. Fitcebook friend can share the links of affordable jewellery with

competitive pricing stt that Iintutces do not stand as a constra"int in clecision n:aking. Collective

participaliotl ot public opinion h'igger:s and give rvider solutions to 1:roblem r:ecoguitipu.

Digital platfortn is ablcr to create tilter bubble which becornes a personalised search based on

the historical rvebsite clicks. This inftrrmation becomes an idealised iiame rvhere consumers

r.an do their assessmenl and more effective solution can be provided by the marketers.'l'oday's

cor1sul11els ilctuall\r knorv about thc product rvell lrc{ble thcy litep into thc buying prcrcess as

r'eviervs and recomurendation by dif l'erent usets are studied in detail

Stage 2 Inforntatktn search *Digital adoption has shorvn a paladigrn shift of reliability in

areas of custotner reviett's. search engines, blogs, sociai media pages and customer feedbacks.

Onl.ine inforrnation has boostetl the customer experience. Physical sxrres still enloy the toLrch

and feel n'ay of ins6rctins the product but rr':ultirnedia support on tlre rvei) has t'ucilitatcd visual

e fl'ett rvhiclr makes customer satistied. Clonsuners arc so u,ell inlormcd thnt they no longer

relY on the brand natnes or loynlty to make a decision. This rnight lead to devaluation of brands

in gaining prttduct iotlrrmirtiort during search lor on.line in rnration. C)nline culture translorms

every consul)'ler tqr be a personal counsellor to the next shol:1xr rvith usage experience of the

product. Cone ate the days nhen custonrers relied totaily on traditional jervellers. Custorner ol
the lookout tbr a niche design t.lf .jeu'ellery will be provided rvith lot of options. They zu'e able

to expose to locaaion based.jervellers u,ith their bnsinesses established for long yeus and rvho

lvi.ll be able to rleet theil needs.

Stage 3 Evaluation of alternatives - clecision n:irkel evaluates all the al.teraatj.ves rvhich are

Iinrited in nunrber and narows donm on the choice set, wheleas in digital numerous opfions

zrre at'ailabie but customer looks fbr only from known recornn:endation-s. Digital technology

has et'olved powerful tools thal allows selection of alternatives based on custornised shopping

eur,ironment- online tools helps to sort olrt choice pret'erences i:rs either b1, using active

chalncls likc Iive chat utindorvs, rarking tools and pa-ssive charnels like producf rcviervs, polls

or blogs. Online shopping tacilitates price comparison rvlrich gives the customer an updated



inlornraticxr if they rnake purchase decision t.hrough otfline channels. Consunrer metric scores

in the fbrrn of viels, likes, genrs. badges have brought a fundamental change in decision

nraking. Paradoxically high score nray cause tbr son:e products to lose it cachet. N,liuss adoption

of certuin producis dilutes the unitlueness of produc!. Cus:ornet beci:rnes highly conscious ancl

alert in selecting a piece of gotd iervellery as hidden nraking cos! c:rn be looked upon hecause

onlinr: retailers ure trying to bring traflsparency in the business. Alternatives can be selrrted

birsed on our suitable logistic:s and aifordability. Sorne online gold jervellers try to study the

constraints itt ctxsulners purchase intention and tly to provide solutit':ns so that custonter

converts iti.s purcirase intention lo re&l tilne purcliase. Tlansacli(:us ancl tielivery of produc.t has

bce n takcn priority for developing satbty and privacy. Certificati.on of hallmarked jewellely is

anolher f'eature ivhich gives custorners the confidence on quality olproduct and to understand

value propr-rsition in purchase.

Stage 4 Purch*se- in this stage Lronsurner selectirx trf the product aiter weighirrg doivn all

altelnittives. Tite online shopping behtl,iour is responsible lbrcreating valuc perceptions t'or

r'r4rich custonrer shorvs association ol dissonance rvith the product. Shopping of the ;rroduct as

specific to location'has diluted as consunlers have an option to broryse nlultiple rvebsites on a

tor.rch of & button. Consumer physical movelnent has been restricted as online intirrmation and

apps pror,ide convelience ol tinrely delivery. Basically, noiv social shopping tools are used b5,

consLrmers to have validation on procluc:[ c]ioir:es as these {ools provide recom:nendation and

conrparisou nratrix. Digital plattbrrn provides information in abundance tlrat consumers fiud

dilficulty in making a rational choice. 'I'oo rnany clicks trigger an enotional impulsive

behaviour on digital platlbnn. Consunrers nrake a decision of purchasing rhe.iervellery as they

are iblly rcquainted rvith plos ard cons of the business. Well-read intbrrnation builds up tlreir

intelligence levei and norv a digital corlsurner is more knorvledgeable in handling jeivellery and

they nraintain the accountability of their purchase.

Stage 5 : Post Purchase evaluation * i: gives lhe custorner a mind to rer,irluate md irssess the

perltrrruance ol'pruluct purchrsed and to understarrd the tuture levels ol'satistactkrn bnsecl on

its current 1lerli.lrn:ance. This phrse is ir:rportirnt as ithelps to build sociirl irnage iu the minds

oll cons u rrrers . Soc iul satisthct ion is rnau if'ested by virtu al satistirction o1' plodu ct in the f orrn ol

strong reconmelda{ions, blogs, likes and shares. These purchase expelience result in attention

of social tlaffic thereby qiving them a celebrity slatus where rnoments of farue are enjoS,ed in

shoiler span of tinre. Online lollorvers lead to a model tbrmution of revenue genelution. lf they



prove successful then socitll commitnity is rntrde where their discussions and opinions are

stlonuly lbllou,ed.

L)ieital consunrers cim easill, communicate tlieir post purchase behaviourin the lbrm oldelights

or griet'ances. llevieu's are strongly read and star ratings and t'eedback provided by consumen

gir,es the jen,ellers an updates ol custotners .satisfacfion

Statns of Goltl Jervellery indcstry

Jcrvellerl, inclustrv untblds a rmrltilaceted fulure rvorldwide. Consunrer's appetite is volarile

due tct glolral recession being hir. but intlLrstry is dynarnic u,ith expected gro\',th to reach up to

2-50 bitlion Euros by 2020. Ctobalisation ald strong bmntled jerretlery preseflce has created

grolvth plospects b), recouliguling the marketing channel so that it ntatches the changing trcnds

of fashion. 'l'he gold jewcllery industry is still unorganised and dominated by family rnanaged

bttsiness. where ef-torts are required to integrate them so that their business model matches with

i nternationa I standards.

Dit'letent tylxs of consumcrli have been iclentilied u,ho perceive gold .iet'eltery not

trlerely as an adotrlttettt but ir"lso as an inl'estr)1ellt. Young consumers rvho arc .i.r:flucncecl l:y

sr:cial stigrna and focus nlole on their image and reputation tend fo buy branded jervellery.

'l'here is a mattet for emerg.ing consumers who har.e a strong trust on established bralds and

tl.rus lbllorv an upt'lated lilesrirle.

\\iays hon social nredia is irnportant {br.ietlellery industry

SociaI meclia iras crc'atcd a revolution in consumer's behaviour their attitudes,pcrceptions and

u'illingness to inake a decision. 'lihey are sfrong inl'luencers in consumers rnind iiiving them

u'ide expositre so that they get a chtnce to rcvieiv their thought ptocess and are reacll, for a

chauge. Conipanies are readily involving in creation of imrotative methods in social nre<lia

around their products and services so that visibiliiy is created in digital platforrn.

Jclvellery companies need to tnake a rich conlent ivebsite shorvcasine range of all ncrv prnducts

and try to incorporate rich landing page contelts on Facebook. lnstagram, YouTube and

Pinterest as custolner engagement is mznimum. Interesting content is a key to every jewellery

brand rvhich invt)lves inlormative trtogs by exlxfts, info gmphics, videos arrrl glamolxrs

pictures so that viewers get hooked to the content and their nrind captures the inrages and

cQntent. Blogging will facilitate unique selling proposition enabling eogagetnent of traffic on



lhe rvebsite. Videos are grcaf lvay to creirte provoking snippets which will stir colsumers nr.ind

to draw wide attenlion. Jeivellery videos comes out with lot of creative frcedom to shou, cast

satisihction aspect of the prndnct. Optirnising the rvebsite in sucb a way that search engine

lindings rellect the pret'erence order in ranking r,is a vis to oiller produLrts rvhich will hetp to

increase the traffic. on tl:e rr,ebsite.

Intlnencer rnzrli.e{ing is I strong lvny to car:rpaign rvi{h rnotc cltances o.[ conversions.

Collabolation writh efTectir,c marketing platfornr rvhosc influcnce rvi1.l strongly resonate witi'r

the brand andreach fo target audience.l'hese nrarketingplatforms have apotential ro tap life

sryle inl'ltteucers rvhose strong word ol n:outh pLrhlicity about jer.vellery brands rvill have high

contribirtions iri reach und visibility.

Digirrl xlveitising ptays a r,ilal role in giving a strong push of jervellery bralxl cln a digitnl

platfbrrr. Pay perclick advertising helps to tap tle potential database rvbo are interested in any

types of campaigns launched by the jewellery brtrnd. With consumers increasing traf'fic per day

orrlirre. digitrl adr.ertising in lilrm of barrner advertising, geo marketing. ren"rarkeling and

anirnated display u,ill tblce consumer's eyeballs on the adr,erlisenrent rvhich will have a

strorlgel irrpuct on their pulchase decision.

Conclusion

lihe gottl jervellery iuclustry has a gli.ttery tirture. \Yith the paradigrn slritt torvards digital

platfbm:. gold jervellery industry is trying to cstablish its identity and beconre more organised.

Strategies are developed so that all r.veb related tools c,ul be used to studlr consumer behaviclrr.

Standardisirtiol of pmducts in temrs of quality is the need ns st^*ial ruedia invr:llves la1:id s1:reacl

of likes rnd recomurendations. Cold-ielvellels have to broadcast rnore intbrnrirtion and it u,ill

sive thern an cdge on plicing strirtegy so thaf custolners gain confidellce. Social imnge built-ling

is required as coasumers decision prirnnrily is iniluenced by shares,.likes, tbllor.l,ing blogs.
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