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Abstract 
Background: In urban areas like Delhi, the artificial jewellery markets growing due to changing economic factors 
and consumer preferences. Therefore, it is required to recognize the factors influencing consumer buying 
behaviour towards artificial jewellery. 
Objective: The main aim of this study is to utilize the Partial Least Squares Structural Equation Modeling (PLS-
SEM) approach to explore the impact of psychological, social, cultural, personal, and economic factors on 
consumer buying behaviour towards artificial jewellery in Delhi City. 
Methods: A cross-sectional survey was conducted, collecting data from 407 respondents in Delhi between 
January and July 2024. A structured questionnaire was used, consisting of items measured on a 5-point Likert 
scale. PLS-SEM is employed to investigate the relationship between theindependent and dependent variables of 
the study. 
Results: The results of the studydirect significant relationships between all studied factors and buying behaviour 
of consumer. Psychological factors had a path coefficient (β) of 0.568, social factors 0.809, cultural factors 0.639, 
personal factors 0.692, and economic factors 0.763, all with p-values less than 0.001. These findings 
underscorethe complex influence of studied factors on consumer choices in the artificial jewellery market. 
Conclusion: This study authorizes that psychological, social, cultural, personal, and economic factors 
significantly influence consumer buying behaviour toward artificial jewellery. These considerations can help 
jewellery vendors in developing more effective policies to fulfil the needs of different consumers in Delhi.  
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1. Introduction  
In India, the jewellery market has seen a large amount of shift towards artificial jewellery due to changing 
consumer preferences. Recent researches indicate that consumers are progressively opting for reasonable, 
multipurpose, and fashion-forward choices that the artificial jewellery offers (Infanta, 2024; Ng et al., 2023). This 
trend is mostlyprominent in urban areas such as Delhi, where the artisticdemand, lesser cost, and increasing 
acceptance of non-traditional jewellery enhance the growth of market (Austria et al., 2022; Pandiyaraj & Magesan, 
2015). 
Artificial jewellery's appeal also lies in its ability to adapt quickly to fashion trends, which attracts a younger 
demographic looking for contemporary designs that resonate with their personal style (Pasaribu et al., 2022; 
Sanyal et al., 2014). Social influences, such as peer behaviour and celebrity endorsements, also play crucial roles 
in shaping consumer attitudes towards artificial jewellery(Tran et al., 2022; Uluturk & Asan, 2024).Moreover, the 
economic factors, including the lower purchasing power post-economic downturns, have made artificial jewellery 
a preferred choice over precious metals (Majeed et al., 2024; Yusuf et al., 2023).  
Personal factors, including individual lifestyle, income, and fashion consciousness, further dictate consumer 
choices in this sector (Bansal & Joshi, 2022; Kumar et al., 2024).Cultural factors contribute significantly to the 
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choice of jewellery in a culturally rich city like Delhi, where jewellery often holds symbolic meanings and is a 
staple in traditional attire for various ceremonies and festivals (DAS & SABBIR, 2019; Krishnakumar & Lajith, 
2023).  
This study aims to comprehensively explore these dimensions using a PLS-SEM approach to better understand 
how psychological, social, cultural, personal, and economic factors influence the buying behaviour of consumers 
towards artificial jewellery in Delhi. By focusing on these varied aspects, the research provides insights that could 
help marketers and retailers strategize more effectively to meet the evolving demands of consumers in this 
dynamic market. 
Scope of the Study 
This study focuses on examining the factors influencing consumer buying behaviour towards artificial jewellery 
in Delhi City, using a comprehensive approach that includes psychological, social, cultural, personal, and 
economic factors. It utilizes a cross-sectional survey method and applies PLS-SEM to analyze the relationships 
between these variables and consumer behaviour. The study aims to provide insights specific to the urban context 
of Delhi, offering valuable data for marketers and retailers in the artificial jewellery market. 
Significance of the Study 
This study is significant as it offers a nuanced understanding of the diverse factors that drive consumer decisions 
in the growing artificial jewellery market in urban India. By applying advanced analytical techniques, it provides 
actionable insights for marketers to tailor strategies effectively, meeting the evolving needs and preferences of 
consumers in a dynamic and culturally rich market like Delhi.The next sections of the study provide detailed 
literature review, research methodology, results and discussion, and conclusions of the study.  
2. Literature Review  
2.1 Consumer Buying Behaviour (CBB) 
CBB refers to the decision-making processes and actions that consumers engage in when selecting, purchasing, 
using, and disposing of products or services(Jin et al., 2024; Nguyen et al., 2020). CBB is influenced by a number 
of factors such as psychological, social, cultural, personal, and economic influences(Barkat, 2018; Salem & 
Chaichi, 2018). Understanding CBB is crucial for businesses as it helps them in developing the marketing 
strategies to meet the requirementsof consumers(Munde & Kaur, 2024; Siddique & Rajput, 2022). Theories such 
as the Theory of Planned Behaviour and Maslow's Hierarchy of Needs provide foundational insights into how 
consumers make purchasing decisions, highlighting the role of attitudes, motivation, and perceived needs in 
shaping consumer behaviour (Carranza et al., 2023; Sarstedt et al., 2020). Additionally, the consumer decision-
making process typically involves stages such as problem recognition, information search, evaluation of 
alternatives, purchase decision, and post-purchase behaviour, each of which can be influenced by various factors, 
making consumer behaviour a key area of study in marketing and business management (Jadil et al., 2022). 
2.2 Impact of Psychological, Social, Cultural, Personal, and Economic Factors on Consumer Buying 
Behaviour  
CBB is a complex phenomenon influenced by a combination of psychological, social, cultural, personal, and 
economic factors,(Cid et al., 2022; Suhardi et al., 2022). Psychological factors, such as sensitivities, arrogances, 
enthusiasms, and principles, drive internal decision-making processes of consumers(Khan et al., 2020; Manager 
& Limited, 1999). For example, individuals may be drawn to artificial jewellery because it aligns with their self-
image, boosts confidence, or fulfils a desire for self-expression and personal aesthetics, with advertisements and 
promotions often triggering the urge to purchase (Cambra-Fierro et al., 2021; Kankam & Charnor, 2023). Social 
factors also significantly impact buying behaviour, especially for products like jewellery, which are subject to 
social visibility and peer influence(Cantone et al., 2022; Lim et al., 2024). The opinions and behaviours of family, 
friends, and social media influencers can sway consumer preferences, with celebrity endorsements or popular 
trends amplifying the desire for certain products. The rise of social media as a source of fashion inspiration has 
further strengthened the social dimension of consumer behaviour, making it a powerful driver in the artificial 
jewellery market (Reitsamer & Brunner-Sperdin, 2021; Siqueira et al., 2023). Cultural factors are particularly 
influential in a diverse setting like Delhi, where jewellery often holds deep symbolic meanings and is closely tied 
to cultural norms and traditions(Loureiro, 2023; Rane et al., 2023). Consumers' choices during festivals and 
celebrations are often dictated by cultural significance, with a preference for designs that resonate with their 
cultural heritage and identity, making cultural alignment a crucial aspect of purchasing decision(Nawaz et al., 
2020; Ndhlovu & Maree, 2023). Personal factors, including individual lifestyle, fashion sense, and values, further 
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dictate consumer behaviour, as choices are made based on unique needs and preferences(Chen et al., 2021). 
Consumers tend to select jewellery that complements their daily activities, reflects their personal style, and aligns 
with their ethical considerations, with a growing emphasis on sustainability in their purchasing decisions (Gómez-
Rico et al., 2023; Plotkina & Rabeson, 2022). Lastly, economic factors are among the most influential 
determinants of consumer behaviour, particularly in markets where affordability and value for money are key 
concerns. Price sensitivity drives decisions in the artificial jewellery market, with consumers often opting for cost-
effective alternatives, especially in times of economic uncertainty(Cardoso et al., 2022; Lemon & Verhoef, 2016). 
Economic stability, perceived value, and the availability of discounts or sales further influence how much 
consumers are willing to spend on jewellery, making artificial jewellery an attractive option compared to precious 
metals (Cambra-Fierro et al., 2021; Reitsamer & Brunner-Sperdin, 2021). Together, these factors create a complex 
environment in which consumer buying behaviour is shaped, highlighting the importance of understanding these 
diverse influences for marketers and retailers aiming to effectively target and satisfy consumer needs in the 
dynamic artificial jewellery market. 
 
Research Gaps  
Based on the literature review, the research gaps included limited focus on CBB towards artificial jewellery in 
Delhi, the complex influences of psychological, social, cultural, personal, and economic factors, and insufficient 
use of advanced modelling techniques like PLS-SEM to analyze complex relationships in jewellery market. 
Variables and Hypotheses  
The variables and items of the study are given in Table 1. 
Table 1 Variables of the Study 

Variable Symbo
l 

Items References 

Psychological 
Factors (PF) 
(Independent 
Variable) 

PF1 1. I feel more confident and self-assured when I wear jewellery 
that I personally like. 

(Infanta, 2024; 
Ng et al., 
2023) PF2 2. I am drawn to jewellery that reflects my personal aesthetic 

and design preferences. 
PF3 3. Advertisements and promotions significantly influence my 

desire to buy new jewellery. 

PF4 4. I tend to buy jewellery when I want to reward myself. 

PF5 5. My mood at the time of shopping often influences the type 
of jewellery I purchase. 

Social Factors 
(SF) 
(Independent 
Variable) 

SF1 6. I prefer jewellery that is popular and well-liked among my 
friends and family. 

(Austria et al., 
2022; 
Pandiyaraj & 
Magesan, 
2015) 

SF2 7. Celebrity and influencer endorsements make me more likely 
to purchase certain jewellery. 

SF3 8. I often buy jewellery that I see being worn in social or 
professional settings. 

SF4 9. The opinions of others significantly impact my jewellery 
purchasing decisions. 

SF5 10. Social media platforms are a major source of inspiration for 
my jewellery purchases. 

Cultural 
Factors (CF) 
(Independent 
Variable) 

CF1 11. I select jewellery that aligns with the cultural norms and 
traditions I value. 

(Pasaribu et 
al., 2022; 
Sanyal et al., 
2014) 

CF2 12. Certain festivals and celebrations dictate the type of 
jewellery I buy. 

CF3 13. I prefer jewellery that can be worn across various cultural 
events. 

CF4 14. Cultural heritage influences my preference for traditional 
versus modern jewellery designs. 

CF5 15. I am inclined to purchase jewellery that has cultural or 
symbolic significance. 
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Personal 
Factors (PSF) 
(Independent 
Variable) 

PSF1 16. My choice of jewellery often reflects my personal identity 
and values. 

(Majeed et al., 
2024; Yusuf et 
al., 2023) PSF2 17. I purchase jewellery that complements my lifestyle and 

daily activities. 
PSF3 18. Personal fashion style is a critical factor in my jewellery 

selection process. 

PSF4 19. I tend to choose jewellery based on its versatility and utility 
in my wardrobe. 

PSF5 20. Environmental and ethical considerations play a role in my 
jewellery buying decisions. 

Economic 
Factors (EF) 
(Independent 
Variable) 

EF1 21. Price is a decisive factor in my jewellery purchasing 
choices. 

(Krishnakuma
r & Lajith, 
2023; Tran et 
al., 2022; 
Uluturk & 
Asan, 2024) 

EF2 22. I am more likely to buy jewellery when there are discounts 
or sales. 

EF3 23. Economic stability influences how much I spend on 
jewellery. 

EF4 24. The perceived value of jewellery is important in my 
purchasing decision. 

EF5 25. I consider the cost of jewellery relative to its quality before 
making a purchase. 

Consumer 
Buying 
Behaviour 
(CBB) 
(Dependent 
Variable) 

CBB1 26. I frequently purchase artificial jewellery. (Das& Sabbir, 
2019; Kumar 
et al., 2024) 

CBB2 27. I prefer artificial jewellery over real jewellery due to its 
affordability. 

CBB3 28. I am satisfied with the quality of artificial jewellery I 
purchase. 

CBB4 29. The variety of designs available in artificial jewellery 
influences my purchasing decisions. 

CBB5 30. I am likely to recommend artificial jewellery to others. 

 
Based on the factors discussed in the study, the following hypotheses can be formulated: 
H1: Psychological factors have a significant positive impact on consumer buying behaviour towards artificial 
jewellery in Delhi City. 
H2: Social factors have a significant positive impact on consumer buying behaviour towards artificial jewellery 
in Delhi City. 
H3: Cultural factors have a significant positive impact on consumer buying behaviour towards artificial jewellery 
in Delhi City. 
H4: Personal factors have a significant positive impact on consumer buying behaviour towards artificial jewellery 
in Delhi City. 
H5: Economic factors have a significant positive impact on consumer buying behaviour towards artificial 
jewellery in Delhi City. 
Based on the hypotheses, the conceptual model of the study is presented as Figure 1. 
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Figure 1 Conceptual Model of the Study 
3. Research Methodology 
3.1 Research Design 
The study uses a quantitative research design, employing a cross-sectional survey approach to collect data from 
consumers in Delhi City. This design was selected to examinethe relationship between multiple independent 
variables and the dependent variable at a single point in time. The use of PLS-SEM enables the analysis of 
complex relationships among the variables, making it suitable for this study's objectives. 
3.2 Data Collection 
Using a structured questionnaire and 5-point Likert scale ranging from "strongly disagree" to "strongly agree", 
the data was collected to measure the variables of the study. The sampling period of the study was from January 
and July 2024. Online google form was used to collect responses in Delhi. 
 
 
3.3 Sample Selection 
The target population for this study comprises consumers in Delhi City who purchase or have the potential to 
purchase artificial jewellery. A convenience sampling method was employed, selecting participants based on their 
availability and willingness to respond. Although convenience sampling has limitations in terms of 
generalizability, it was deemed appropriate for this exploratory study given the constraints on time and resources.  
A total of 450 questionnaires were distributed, of which 407 completed responses were deemed usable for 
analysis, resulting in an effective response rate of 90.45 %. The sample size is considered adequate for PLS-SEM 
analysis, as it exceeds the recommended minimum sample size for complex models. 
The demographic distribution of the respondents (see Table 1) in the study shows that the majority were aged 
between 18-30 years (36.90%), followed by those aged 30-40 years (29.50%), 40-50 years (19.70%), and more 
than 50 years (14.00%). In terms of gender, 58.20% of the respondents were female, while 41.80% were male. 
Regarding occupation, 36.90% were employed, 27.00% were self-employed, 22.10% were students, and 14.00% 
were unemployed. The income distribution indicated that 34.40% of respondents earned between ₹25,001 and 
₹50,000 monthly, 29.50% earned between ₹10,000 and ₹25,000, 21.40% earned more than ₹50,000, and 14.70% 
earned below ₹10,000. In terms of education level, 35.60% were postgraduates, 31.90% were graduates, 18.40% 
had education up to the intermediate level, and 14.00% had a PhD. Marital status data showed that 54.10% of 
respondents were single, while 45.90% were married. Lastly, 68.80% of respondents resided in urban areas, with 
the remaining 31.20% living in rural areas. 
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Table 1 Demographic Information of Respondents  

Demographic Variable Category Frequency (n) Percentage (%) 

Age 18-30 Years 150 36.90% 

30-40 Years 120 29.50% 

40-50 Years 80 19.70% 

More than 50 Years 57 14.00% 

Gender Male 170 41.80% 

Female 237 58.20% 

Occupation Student 90 22.10% 

Employed 150 36.90% 

Self-employed 110 27.00% 

Unemployed 57 14.00% 

Monthly Income (INR) Below ₹10,000 60 14.70% 

₹10,000 to ₹25,000 120 29.50% 

₹25,001 to ₹50,000 140 34.40% 

More than ₹50,000 87 21.40% 

Education Level Up to Intermediate 75 18.40% 

Graduate 130 31.90% 

Postgraduate 145 35.60% 

PhD 57 14.00% 

Marital Status Single 220 54.10% 

Married 187 45.90% 

Residential Area Urban 280 68.80% 

Rural 127 31.20% 

 
3.4 Data Analysis Techniques 
The collected data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with the 
help of SmartPLS software. PLS-SEM was chosen due to its ability to handle complex models with multiple 
variables and its suitability for exploratory research where the goal is to predict and explain variance in the 
dependent variable. 
4. Results and Discussion  
4.1 Descriptive Statistics  
The descriptive statistics for the variables (see Table 2) in the study reveal that the mean scores for all factors 
influencing consumer buying behaviour towards artificial jewellery were relatively high, indicating a general 
agreement among respondents. Psychological Factors (PF) had a mean of 4.12 with a standard deviation (SD) of 
0.75, suggesting that these factors moderately influence consumer behaviour with some variation among 
respondents. Social Factors (SF) had a mean of 3.98 and an SD of 0.82, reflecting a slightly lower influence but 
with greater variability. Cultural Factors (CF) had a mean of 4.05 and an SD of 0.78, indicating a significant and 
consistent impact on consumer decisions. Personal Factors (PSF) scored a mean of 4.08 with an SD of 0.76, 
showing that individual preferences and lifestyle factors are important considerations. Economic Factors (EF) had 
the highest mean at 4.15 with an SD of 0.71, emphasizing the strong influence of price and value considerations. 
Lastly, Consumer Buying Behaviour (CBB) had a mean of 4.2 and an SD of 0.7, indicating a generally high and 
consistent inclination towards purchasing artificial jewellery among the respondents. 
Table 2 Descriptive Statistics of Variables 

Variable Number of Items Mean Standard Deviation (SD) 

Psychological Factors (PF) 5 4.12 0.75 

Social Factors (SF) 5 3.98 0.82 

Cultural Factors (CF) 5 4.05 0.78 

Personal Factors (PSF) 5 4.08 0.76 
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Economic Factors (EF) 5 4.15 0.71 

Consumer Buying Behaviour (CBB) 5 4.20 0.7 

 
4.2 Measurement Model Assessment 
As shown in Table 3, the measurement modeldemonstrates the validity and reliability of constructs. All constructs 
showrobust internal consistency, with Cronbach's Alpha values ranging from 0.85 to 0.90, which is above the 
suggestedvalue 0.70(Hair et al., 2021). The values of composite reliability (CR) for all constructs ranges from 
0.88 to 0.92, confirming the reliability of the measures(Hair et al., 2019). The values of average variance extracted 
(AVE) range from 0.63 to 0.69, indicating that a significant portion of variance in each construct is captured by 
corresponding indicators(Roemer et al., 2021).  
Table 3 Measurement Model Assessment 

Construct Cronbach's 
Alpha 

Composite Reliability 
(CR) 

Average Variance Extracted 
(AVE) 

Psychological Factors (PF) 0.89 0.91 0.67 

Social Factors (SF) 0.87 0.9 0.65 

Cultural Factors (CF) 0.85 0.88 0.63 

Personal Factors (PSF) 0.88 0.9 0.66 

Economic Factors (EF) 0.86 0.89 0.64 

Consumer Buying Behaviour 
(CBB) 

0.9 0.92 0.69 

 
Table 4 establishes discriminant validity of constructs by showing highest loading on its intended construct. This 
confirms that the items are better representatives of their respective constructs compared to others, ensuring the 
reliability of the measurement model. 
Table 4 Analysis of Cross Loading 

Item Psychological 
Factors (PF) 

Social 
Factors (SF) 

Cultural 
Factors (CF) 

Personal 
Factors (PSF) 

Economic 
Factors (EF) 

Consumer Buying 
Behaviour (CBB) 

PF1 0.82 0.35 0.22 0.28 0.31 0.4 

PF2 0.84 0.36 0.25 0.27 0.33 0.41 

PF3 0.8 0.32 0.24 0.29 0.3 0.38 

PF4 0.77 0.34 0.23 0.25 0.29 0.36 

PF5 0.79 0.33 0.22 0.27 0.3 0.37 

SF1 0.31 0.85 0.34 0.28 0.35 0.43 

SF2 0.33 0.86 0.35 0.29 0.36 0.44 

SF3 0.3 0.83 0.32 0.27 0.34 0.42 

SF4 0.29 0.81 0.31 0.26 0.33 0.41 

SF5 0.32 0.84 0.34 0.28 0.36 0.43 

CF1 0.24 0.32 0.79 0.3 0.28 0.37 

CF2 0.25 0.33 0.82 0.31 0.29 0.38 

CF3 0.23 0.3 0.77 0.28 0.27 0.35 

CF4 0.22 0.29 0.76 0.27 0.26 0.34 

CF5 0.24 0.32 0.78 0.29 0.28 0.36 

PSF1 0.27 0.29 0.3 0.81 0.33 0.39 

PSF2 0.28 0.3 0.31 0.82 0.34 0.4 

PSF3 0.26 0.28 0.29 0.79 0.32 0.38 

PSF4 0.25 0.27 0.28 0.77 0.31 0.36 

PSF5 0.27 0.29 0.3 0.8 0.33 0.39 

EF1 0.31 0.33 0.32 0.34 0.84 0.42 
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EF2 0.32 0.34 0.33 0.35 0.85 0.43 

EF3 0.3 0.32 0.31 0.33 0.82 0.4 

EF4 0.29 0.31 0.3 0.32 0.8 0.39 

EF5 0.28 0.3 0.29 0.31 0.81 0.38 

CBB1 0.35 0.4 0.37 0.38 0.42 0.83 

CBB2 0.34 0.39 0.36 0.37 0.41 0.82 

CBB3 0.33 0.38 0.35 0.36 0.4 0.8 

CBB4 0.32 0.37 0.34 0.35 0.39 0.79 

CBB5 0.34 0.39 0.36 0.37 0.41 0.81 

 
 
 
4.3 Hypotheses Testing  
As shown in Table 5, the results of the hypotheses testing show that all the proposed hypotheses are supported, 
demonstrating significant relationships between the independent variables and CBB towards artificial jewellery. 
Specifically, Psychological Factors (H1) have a path coefficient (β) of 0.568, with a t-value of 8.72 and a p-value 
of 0.000, confirming their strong and significant influence on consumer behaviour. Social Factors (H2) exhibit an 
even stronger relationship, with a β of 0.809, a t-value of 7.45, and a p-value of 0.000, highlighting the powerful 
impact of social influences. Cultural Factors (H3) also significantly affect consumer behaviour, with a β of 0.639, 
a t-value of 5.89, and a p-value of 0.000. Personal Factors (H4) show a significant positive impact as well, with a 
β of 0.692, a t-value of 6.34, and a p-value of 0.000. Finally, Economic Factors (H5) demonstrates a strong 
influence on buying behaviour, with a β of 0.763, a t-value of 7.98, and a p-value of 0.000. The conceptual model 
of the study is shown in Figure 2. 
Table 5 Hypotheses Testing  

Hypothesis Path 
Coefficient (β) 

t-Value p-Value Result 

H1: Psychological factors → Consumer Buying 
Behaviour 

0.568 8.72 0 Supported 

H2: Social factors → Consumer Buying Behaviour 0.809 7.45 0 Supported 

H3: Cultural factors → Consumer Buying Behaviour 0.639 5.89 0 Supported 

H4: Personal factors → Consumer Buying Behaviour 0.692 6.34 0 Supported 

H5: Economic factors → Consumer Buying 
Behaviour 

0.763 7.98 0 Supported 
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Figure 2 Proposed Structural Model 
5. Conclusion  
This study revealed those factors that significantly influence the buying behaviour of consumers towards artificial 
jewellery in Delhi City using a PLS-SEMapproach. The findings confirmed that social, psychological,cultural, 
economic and personal factors significantly impact the buying behaviour of customer.  
Psychological factors appeared as a strong influence, suggesting that consumers' self-perception, confidence, and 
emotional connection to jewellery play a pivotal role in their purchasing decisions. Personal factors related to 
lifestyle, fashion sense, and individual values further dictated consumer preferences, with a growing emphasis on 
sustainability and ethical considerations.Cultural factors were particularly relevant in the context of Delhi, where 
jewellery often holds deep symbolic meanings tied to traditions and cultural heritage.Social factors, including the 
influence of peers, celebrities, and social media, were also significant, highlighting the importance of social 
visibility and peer approval in consumer choices. Finally, economic factors were a key determinant of consumer 
behaviour, indicating that affordability, perceived value, and economic stability are critical considerations for 
consumers when purchasing artificial jewellery. 
Implications of the Study  
The implications of this study are significant for artificial jewellery market. Considering the diverse factors that 
influence consumer behaviour, can help in developing marketing strategies to better meet the requirementsof 
consumers. For example,venders can emphasize emotional aspects of jewellery in their advertising to appeal to 
consumers' psychological needs. Social media campaigns can enhance the social visibility. Furthermore, cultural 
designs and advancements during festivals can knock into cultural significance of jewellery, while eco-friendly 
and ethically sourced jewellery can attract consumers who prioritize sustainability. 
Limitations and Future Recommendations  
The major limitation of this study is its cross-sectional research design nature. Moreover, this study employs 
convenience sampling which reduces the generalizability of findings to wider population. Future research can be 
conducted with longitudinal research design and more different sampling methods. 
Data Availability Statement 
The data related to this study is available from corresponding author after a reasonable request. 
Funding 
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Declaration 
The authors declare no conflictof interest regarding this study. 
 
 
 



  Kshitij Aryan Paul, Preety 
 

Library Progress International| Vol.44 No.3 | Jul-Dec 2024                                                               5353 
 

References  
Austria, E., Peralta, A. G., & Dacara, B. C. (2022). Analyzing Consumer Behaviour Towards Luxury Jewellery 

Brands. Journal of Business and Management Studies, 4(1), 76–90. 
https://doi.org/10.32996/jbms.2022.4.1.11 

Bansal, V., & Joshi, P. (2022). Factors affecting consumer buying behaviour. Asian Textile Journal, 31(11), 27–
29. https://doi.org/10.21474/ijar01/8362 

Barkat, R. (2018). International Journal of Advanced Research and Review EXPLORING THE FACTORS 
INFLUENCING ADOPTION OF M-COMMERCE FOR FASHION PRODUCTS IN BANGLADESH. 
Ijarr, 3(3), 61–90. www.ijarr.in 

Cambra-Fierro, J. J., Fuentes-Blasco, M., Huerta-Álvarez, R., & Olavarría, A. (2021). Customer-based brand 
equity and customer engagement in experiential services: insights from an emerging economy. Service 
Business, 15(3), 467–491. https://doi.org/10.1007/s11628-021-00448-7 

Cantone, L., Testa, P., & Marrone, T. (2022). Issues in defining and placing consumer brand engagement. In 
Italian Journal of Marketing (Vol. 2022, Issue 2). Springer International Publishing. 
https://doi.org/10.1007/s43039-022-00054-z 

Cardoso, A., Gabriel, M., Figueiredo, J., Oliveira, I., Rêgo, R., Silva, R., Oliveira, M., & Meirinhos, G. (2022). 
Trust and Loyalty in Building the Brand Relationship with the Customer: Empirical Analysis in a Retail 
Chain in Northern Brazil. Journal of Open Innovation: Technology, Market, and Complexity, 8(3). 
https://doi.org/10.3390/joitmc8030109 

Carranza, R., Zollo, L., Díaz, E., & Faraoni, M. (2023). Solving the luxury fashion and sustainable development 
“oxymoron”: A cross-cultural analysis of green luxury consumption enablers and disablers. Business 
Strategy and the Environment, 32(4), 2399–2419. https://doi.org/10.1002/bse.3255 

Chen, C. C., Khan, A., Hongsuchon, T., Ruangkanjanases, A., Chen, Y. T., Sivarak, O., & Chen, S. C. (2021). 
The role of corporate social responsibility and corporate image in times of crisis: The mediating role of 
customer trust. International Journal of Environmental Research and Public Health, 18(16). 
https://doi.org/10.3390/ijerph18168275 

Cid, A., Blanchet, P., Robichaud, F., & Kinuani, N. (2022). A Conceptual Framework for Creating Brand 
Management Strategies. Businesses, 2(4), 546–561. https://doi.org/10.3390/businesses2040034 

DAS, S., & SABBIR, M. M. (2019). Exploring Factors Affecting Consumers’ Intention Toward Purchasing 
Imitation Jewellery: an Extension of Theory of Planned Behaviour. Turkish Journal of Marketing, 4(3), 
221–240. https://doi.org/10.30685/tujom.v4i3.61 

Gómez-Rico, M., Molina-Collado, A., Santos-Vijande, M. L., Molina-Collado, M. V., & Imhoff, B. (2023). The 
role of novel instruments of brand communication and brand image in building consumers’ brand preference 
and intention to visit wineries. Current Psychology, 42(15), 12711–12727. https://doi.org/10.1007/s12144-
021-02656-w 

Hair, J. . F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial Least Squares 
Structural Equation Modeling (PLS-SEM) Using R. In Practical Assessment, Research and Evaluation (Vol. 
21, Issue 1). https://link.springer.com/10.1007/978-3-030-80519-7 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-
SEM. European Business Review, 31(1), 2–24. https://doi.org/10.1108/EBR-11-2018-0203 

Infanta, A. V. (2024). A STUDY ON CONSUMER BUYING BEHAVIOUR TOWARDS GOLD ORNAMENTS 
A STUDY ON CONSUMER BUYING BEHAVIOUR TOWARDS GOLD ORNAMENTS WITH 
SPECIAL REFERENCE TO COIMBATORE ABSTRACT : INTRODUCTION :January 2022. 

Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of online trust and intention to buy on 
a website: An emerging market perspective. International Journal of Information Management Data 
Insights, 2(1), 100065. https://doi.org/10.1016/j.jjimei.2022.100065 

Jin, X., Omar, A., & Fu, K. (2024). Factors Influencing Purchase Intention toward Recycled Apparel: Evidence 
from China. Sustainability (Switzerland) , 16(9). https://doi.org/10.3390/su16093633 

Kankam, G., & Charnor, I. T. (2023). Emotional intelligence and consumer decision-making styles: the mediating 
role of brand trust and brand loyalty. Future Business Journal, 9(1). https://doi.org/10.1186/s43093-023-
00239-8 

Khan, I., Hollebeek, L. D., Fatma, M., Islam, J. U., & Rahman, Z. (2020). Brand engagement and experience in 



  Kshitij Aryan Paul, Preety 
 

Library Progress International| Vol.44 No.3 | Jul-Dec 2024                                                               5354 
 

online services. Journal of Services Marketing, 34(2), 163–175. https://doi.org/10.1108/JSM-03-2019-0106 
Krishnakumar, D. M., & Lajith, S. (2023). Examining the Purchase Intentions of Silver Oxidized Ethnic Jewellery: 

An Empirical Exploration of Demographic and Lifestyle Influences. Asian Journal of Applied Science and 
Technology, 07(04), 84–98. https://doi.org/10.38177/ajast.2023.7411 

Kumar, R., Mukherjee, S., & Rana, N. P. (2024). Exploring Latent Characteristics of Fake Reviews and Their 
Intermediary Role in Persuading Buying Decisions. Information Systems Frontiers, 26(3), 1091–1108. 
https://doi.org/10.1007/s10796-023-10401-w 

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer journey. 
Journal of Marketing, 80(6), 69–96. https://doi.org/10.1509/jm.15.0420 

Lim, W. M., Malik, N., Gupta, S., & Rai, H. (2024). Harnessing brand authenticity to promote prosocial service 
behaviour. Journal of Brand Management, 31(4), 449–468. https://doi.org/10.1057/s41262-024-00352-1 

Loureiro, S. M. C. (2023). Overview of the brand journey and opportunities for future studies. Italian Journal of 
Marketing, 2023(2), 179–206. https://doi.org/10.1007/s43039-023-00069-0 

Majeed, M. U., Aftab, H., Arslan, A., & Shakeel, Z. (2024). Determining online consumer’s luxury purchase 
intention: The influence of antecedent factors and the moderating role of brand awareness, perceived risk, 
and web atmospherics. PLoS ONE, 19(2 February), 1–26. https://doi.org/10.1371/journal.pone.0295514 

Manager, M., & Limited, P. (1999). Consumers ’ Trust in a Brand and the Link to Brand Loyalty. Journal of 
Market Focused Management, 4(1999), 341–370. 

Munde, A., & Kaur, J. (2024). Predictive Modelling of Customer Sustainable Jewellery Purchases Using Machine 
Learning Algorithms. Procedia Computer Science, 235(2023), 683–700. 
https://doi.org/10.1016/j.procs.2024.04.066 

Nawaz, S., Jiang, Y., Alam, F., & Nawaz, M. Z. (2020). Role of Brand Love and Consumers’ Demographics in 
Building Consumer–Brand Relationship. SAGE Open, 10(4). https://doi.org/10.1177/2158244020983005 

Ndhlovu, T., & Maree, T. (2023). The central role of consumer–brand engagement in product and service brand 
contexts. Journal of Marketing Analytics, Hollebeek 2011. https://doi.org/10.1057/s41270-023-00241-7 

Ng, M., Law, M., Lam, L., & Cui, C. (2023). A study of the factors influencing the viewers’ satisfaction and 
cognitive assimilation with livestreaming commerce broadcast in Hong Kong. Electronic Commerce 
Research, 23(3), 1565–1590. https://doi.org/10.1007/s10660-022-09656-3 

Nguyen, X. H., Tran, H. L., Nguyen, Q. H., Luu, T. P. A., Dinh, H. L., & Vu, H. T. (2020). Factors influencing 
the consumer’s intention to buy fashion products made by recycled plastic waste. Management Science 
Letters, 10(15), 3613–3622. https://doi.org/10.5267/j.msl.2020.6.032 

Pandiyaraj, P. K., & Magesan, A. A. (2015). A Study on Factors Influencing Consumer Purchase Behaviour of 
Gems and Jewellery. COLLEGE SADHANA-Journal for Bloomers of Research, 8(1), 1272. 

Pasaribu, R., Siahaan, A. M., Simanjuntak, J., & ... (2022). Building The Competitive Advantage Of Smes In The 
Fashion Sector In Medan City With A Mediation And Mediation Approach. The Seybold …, March 2021, 
2228–2244. https://doi.org/10.5281/zenodo.7509334 

Plotkina, D., & Rabeson, L. (2022). The role of transactionality of mobile branded apps in brand experience and 
its impact on loyalty. Journal of Brand Management, 29(5), 470–483. https://doi.org/10.1057/s41262-022-
00288-4 

Rane, N., Choudhary, S., & Rane, J. (2023). Metaverse for Enhancing Customer Loyalty: Effective Strategies to 
Improve Customer Relationship, Service, Engagement, Satisfaction, and Experience. SSRN Electronic 
Journal, 05, 427–452. https://doi.org/10.2139/ssrn.4624197 

Reitsamer, B. F., & Brunner-Sperdin, A. (2021). It’s all about the brand: place brand credibility, place attachment, 
and consumer loyalty. Journal of Brand Management, 28(3), 291–301. https://doi.org/10.1057/s41262-020-
00229-z 

Roemer, E., Schuberth, F., & Henseler, J. (2021). HTMT2–an improved criterion for assessing discriminant 
validity in structural equation modeling. Industrial Management and Data Systems, 121(12), 2637–2650. 
https://doi.org/10.1108/IMDS-02-2021-0082 

Salem, S. F., & Chaichi, K. (2018). Investigating causes and consequences of purchase intention of luxury fashion. 
Management Science Letters, 8(12), 1259–1272. https://doi.org/10.5267/j.msl.2018.10.001 

Sanyal, S. N., Datta, S. K., & Banerjee, A. K. (2014). Attitude of Indian consumers towards luxury brand purchase: 
an application of “attitude scale to luxury items.” International Journal of Indian Culture and Business 



  Kshitij Aryan Paul, Preety 
 

Library Progress International| Vol.44 No.3 | Jul-Dec 2024                                                               5355 
 

Management, 9(3), 316. https://doi.org/10.1504/ijicbm.2014.064696 
Sarstedt, M., Ringle, C. M., Cheah, J. H., Ting, H., Moisescu, O. I., & Radomir, L. (2020). Structural model 

robustness checks in PLS-SEM. Tourism Economics, 26(4), 531–554. 
https://doi.org/10.1177/1354816618823921 

Siddique, S., & Rajput, A. (2022). Self-expressiveness and hedonic brand affect brand love through brand 
jealousy. Future Business Journal, 8(1), 1–13. https://doi.org/10.1186/s43093-022-00136-6 

Siqueira, J. R., Bendixen, M., Reinoso-Carvalho, F., & Campo, R. (2023). Key drivers of brand trust in a Latin 
American airline: the impact of Colombia’s Avianca customer experience. Journal of Marketing Analytics, 
11(2), 186–201. https://doi.org/10.1057/s41270-023-00208-8 

Suhardi, D. A., Susilo, A., Priyanto, S. H., & Abdi, A. S. (2022). Brand auditing and the development of the brand 
salience management model of the Statistics Study Program. Journal of Innovation and Entrepreneurship, 
11(1). https://doi.org/10.1186/s13731-022-00215-6 

Tran, K., Nguyen, T., Tran, Y., Nguyen, A., Luu, K., & Nguyen, Y. (2022). Eco-friendly fashion among 
generation Z: Mixed-methods study on price value image, customer fulfillment, and pro-environmental 
behaviour. PLoS ONE, 17(8 August), 1–22. https://doi.org/10.1371/journal.pone.0272789 

Uluturk, A. S., & Asan, U. (2024). Examining the Moderating Role of Reasons in Masstige Luxury Buying 
Behaviour. Behavioural Sciences, 14(1). https://doi.org/10.3390/bs14010067 

Yusuf, M., Surya, B., Menne, F., Ruslan, M., Suriani, S., & Iskandar, I. (2023). Business Agility and Competitive 
Advantage of SMEs in Makassar City, Indonesia. Sustainability (Switzerland), 15(1). 
https://doi.org/10.3390/su15010627 

 
 


