



Original Research Article
A Study on Consumer Awareness of Goods and Services Tax (GST) and Its Influence on Jewellery Purchasing Behaviour

Abstract 

The level of consumer awareness on GST is critical in perception building on value of products, fairness in taxation, and in making purchase decisions. The implementation of the Goods and Services Tax (GST) in India that took place on July 1, 2017, was an important change in the taxation system of the country that would consolidate various levels of taxation into one national system. The paper aims to assess the awareness level of consumers regarding GST applied to jewellery. The present study adopts a descriptive research design to analyze the level of awareness, perception, and influence of the Goods and Services Tax (GST) on consumer purchasing behavior toward jewellery products. The study is based on primary data collected from jewellery consumers through a structured questionnaire. A total of 100 respondents were selected using the convenience sampling method.  The collected data were coded and analyzed using Statistical Package for the Social Sciences (SPSS). The discussion of the data gathered concerning 100 respondents gives some valuable conclusions concerning the consumer awareness and behaviour regarding the Goods and Services Tax (GST) on jewellery products. The demographic profile revealed the respondents were mostly young adults aged between 18 and 35 years and most of them were employed people with moderate income levels between 25,000 to 50,000, on an average monthly. The research has established that the average score of awareness about GST on jewellery was 2.66, which is way lower as compared to the neutral mid (3) (p < 0.001). This finding shows that consumers have a very low degree of knowledge when it comes to GST and its effects on jewellery prices. It was found that there is a statistically significant difference (p < 0.001) with a mean score of 1.56 and this indicates that the people still prefer unorganized jewellery vendors to more organized retailers. The research concludes that GST has played a major role in consumer behaviour and taste in the jewellery industry. Despite the fact that GST was implemented to streamline the taxation system in India and bring about transparency in the system, consumer awareness as far as its application to jewellery is concerned is still average. 
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1. INTRODUCTIONs
The implementation of the Goods and Services Tax (GST) in India that took place on July 1, 2017, was an important change in the taxation system of the country that would consolidate various levels of taxation into one national system. The main aim of GST was to increase transparency, remove cascading impact of tax and owing to ease of compliance to consumers and companies (Chitra, 2019). Though these are the planned advantages, the degree of consumer awareness on GST and the effect it has on various industries- particularly, the luxury or semi-luxury businesses such as jewellery industry is not consistent. Jewellery in India is a significant business with both cultural and economic values as it has contributed greatly to the national GDP and labour (Bhattacharyya and Karmakar, 2024). Nevertheless, GST has changed the price frameworks, buying habits, and consumer tastes thereby necessitating the further investigation of its impacts. The level of consumer awareness on GST is critical in perception building on value of products, fairness in taxation, and in making purchase decisions. It has been reported that, though overall awareness about GST has improved over the years, consumers tend not to have specific knowledge of tax slabs, input credits and its practical aspects (Talawar and Sachindra, 2025; Sharma and Sharma, 2024). The lack of this awareness in the jewellery market can affect the levels of trust, preference between organised and unorganised sellers and the number of purchases that buyers will have. With such dynamics, the paper is aimed at investigating the degree of GST knowledge among jewellery consumers and examining how such knowledge influences the purchasing behaviours and purchase rate in the post-GST period.

1.1 Objectives of the Study
1. To assess the awareness level of consumers regarding GST applied to jewellery.

2. To study consumer preferences between organized and unorganized jewellery sectors.

3. To examine the influence of GST on the purchasing frequency of jewellery products.

1.2 Research Problem
The introduction of the Goods and Services Tax (GST) was supposed to facilitate the indirect tax system of India, increase transparency, and provide consistency in the prices. Nevertheless, even now, after a few years of its implementation, a significant number of consumers do not have sufficient knowledge about the structure of GST, whether it applies and whether it can influence their purchasing behavior (Sharma and Sharma, 2024; Talawar and Sachindra, 2025). Such low level of awareness may also twist the values of products, raise past the perception of billing transparency, and affect consumer behaviour, especially in high-priced categories like jewellery. Being a traditional and aspirational market, the jewellery industry has experienced tremendous changes in the GST regime. The consumers tend to be confused with respect to tax slabs, charges, and differences in prices involving organized and unorganized jewellery traders (Bhattacharyya & Karmakar, 2024). This kind of ambiguity can deter purchases or cheat the purchasing habits to informal markets. Although there are previous researches on GST awareness and consumer behaviour respectively, there are minimal to no tests that have been done empirically on how GST awareness may affect jewellery-buying decisions, preferences and the frequency of purchase. Thus, the fundamental research question of the research is to determine the level of consumer awareness on GST on jewellery products and how the level of consumer awareness is affecting consumer preferences and buying behaviour.

1.3 Research Questions
To address the above research problem, the following research questions are formulated:

1. What is the level of consumer awareness regarding the Goods and Services Tax (GST) applied to jewellery products?
2. How does GST awareness influence consumer preference between organized and unorganized jewellery sectors?
3. Does the implementation of GST affect the purchasing frequency of jewellery among consumers?
4. What demographic factors (such as age, gender, occupation, and income) are associated with variations in GST awareness and purchasing behaviour?

1.4 Significance of the Study
This research is important in a number of ways. To begin with, it fills a key research gap, linking GST awareness with consumer behaviour in the jewellery industry in particular- a field that has not been a significant concern in previous research. Although previous studies focused on the overall effect of GST on consumer spending (Chitra, 2019; Kanaujiya and Singh, 2024) and the determinants of jewellery shopping (Bhattacharyya and Karmakar, 2024; Soni et al., 2023), the connection between tax awareness and jewellery purchasing is a little understood topic. Second, policymakers, retailers, and financial educators can use the findings to come up with important insights. The awareness about how consumers view GST and how these attitudes affect their preference among the organized and unorganized jewellery sellers can be used to design awareness interventions and control measures. Improved GST literacy has the potential to boost transparency, alleviate evasion of tax and fortify existing formal retail sector, which is attuned to national objectives of formalizing the economy (Santhiya Savithri & Samundeswari, 2024). Third, the research is useful to jewellery dealers as it gives them factual data of the effects of GST on the purchase rate and preference of an industry. This can be used to inform marketing strategies, pricing policies and consumer communication in order to meet customer expectations in a more appropriate manner. Lastly, academically, this study will add to the emerging body of literature on tax reforms and consumer psychology in developing economies, and thus become a part of the larger discussion on behavioural economics and public policy.

2. LITERATURE REVIEW

An increasing literature has examined the introduction of the Goods and Services Tax (GST) in India and its effects on the consumer awareness and behaviour. Indicatively, a quantitative case study carried out by Talawar and Sachindra G R (2025) in Belagavi established that although most consumers knew that GST substituted various indirect taxes, their knowledge in important elements, including tax slabs, input tax credit and compliance procedures were still low. In Bengaluru city, Sahoo and Sharmila (2023) noticed that the attitude and purchasing preferences of consumers under GST depended greatly on demographic and cultural aspects, which implies that the impact of the GST on consumer behaviour is more nuanced and context-specific. Chitra (2019) studied the GST effect on spending behaviour, in a broader sense, and found that GST had material effect on the expenditure on essential goods of people compared to comfort or non-essential goods. All these studies suggest that consumer response and GST awareness are significant aspects when it comes to post-tax-reform behaviour in India. Simultaneously, the studies related to the jewellery industry and consumer tastes in this field offer more information. As an example, Bhattacharyya and Karmakar (2024) researched jewellery purchase behaviour in Kolkata and discovered the preferences were strongly influenced by such demographic factors as gender, age, and income and that the perceptions between consumers and jewellers were at times inconsistent. On a larger scale, Soni et al. (2023) researched the consumer purchasing behaviour in the traditional versus branded jewellery market in Gujarat and found that the major effect was on price sensitivity, making charges, trust in purity/hallmarking, and brand reputation. Although these contributions have been made, nonetheless, there is little research which specifically attributes GST awareness and associated perceptions of tax burden or transparency to jewellery specific consumer preference.

2.1 Research Gap

Based on the synthesising of the literature, it is evident that although the issue of GST awareness has been researched in the general consumer sense and the issue of jewellery buying behaviour has been performed in isolation, the issue of interplay, that is, how awareness of GST affects jewellery purchase preference (between organised and unorganised segments, making charges, carat selection, frequency of purchase) has not been tackled in a systematic manner. This gap implies that we have no empirical data on whether increased GST awareness is also associated with shifts in jewellery consumer behaviour in particular, e.g. a shift to organized jeweller, lighter jewellery or lower carat, or changes in purchase frequency because of perceived tax effect. The objective of the present research is to fill this gap by researching on the relationship existing between consumer awareness of GST within jewellery setting and consumer preference pattern and buying behaviour.

3. RESEARCH METHODOLOGY
3.1 Research Design
The present study adopts a descriptive research design to analyze the level of awareness, perception, and influence of the Goods and Services Tax (GST) on consumer purchasing behavior toward jewellery products. The study focuses on identifying consumers’ awareness regarding GST on jewellery, their preference toward organized and unorganized jewellery sectors, and the effect of GST on purchasing frequency.

3.2 Sampling Design
The study is based on primary data collected from jewellery consumers through a structured questionnaire. A total of 100 respondents were selected using the convenience sampling method. The respondents include both male and female consumers belonging to different age groups, occupations, and income levels.

3.3 Data Collection
Primary Data: The data will be gathered by using a well-organized questionnaire with the closed-ended and Likert-scale questions concerning GST awareness, consumer preferences, and purchasing behavior. Secondary Data: Collected by use of journals, research articles, reports, websites and newspaper to help on the theoretical framework and to understand the implications of GST on jewellery industry.

3.4 Tools for Data Analysis

The collected data were coded and analyzed using Statistical Package for the Social Sciences (SPSS). Various statistical tools were used for data analysis, including:

Descriptive Statistics (Mean, Median, Mode, Standard Deviation, and Frequency Distribution) to describe the demographic characteristics of respondents.

One-Sample t-test to test the hypotheses and examine whether there were significant differences in awareness, preferences, and influence of GST on consumer behavior.

1. 3.5 Hypotheses of the Study
2. H₀₁: The average awareness score of GST applied to jewellery is equal to the neutral midpoint.
H₁₁: The average awareness score of GST applied to jewellery significantly differs from the neutral midpoint.

3. H₀₂: There is no significant difference in consumer preferences for jewellery products between organized and unorganized sectors.
H₁₂: There is a significant difference in consumer preferences for jewellery products between organized and unorganized sectors.

4. H₀₃: There is no significant influence of GST on the purchasing frequency of jewellery products.
H₁₃: There is a significant influence of GST on the purchasing frequency of jewellery products.

3.6  Statistical Analysis
Descriptive statistics were first used to summarize demographic details such as age, gender, occupation, and monthly income. The One-Sample t-test was applied to test the formulated hypotheses at a 5% level of significance. Interpretation of results was made based on p-values and confidence intervals.

3.7 Scope and Limitations
The study is limited to 100 respondents, and the findings are based on consumer responses within a specific geographical area. Thus, results may not be generalized to a larger population. However, the study provides useful insights into GST awareness and its effect on jewellery purchasing behavior.

5. RESULT AND DISCUSSION
Table 1 Descriptive Statistics:

	
	Age
	Gender
	Occupation
	Monthly income

	N
	Valid
	100
	100
	100
	100

	
	Missing
	0
	0
	0
	0

	Mean
	2.2000
	1.6400
	1.6400
	2.1800

	Median
	2.0000
	2.0000
	1.0000
	2.0000

	Mode
	1.00
	2.00
	1.00
	2.00

	Std. Deviation
	1.22268
	.48242
	1.15049
	.93614

	Range
	4.00
	1.00
	4.00
	3.00

	Minimum
	1.00
	1.00
	1.00
	1.00

	Maximum
	5.00
	2.00
	5.00
	4.00

	Sum
	220.00
	164.00
	164.00
	218.00


Table 2 Frequency Table

	Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-25
	36
	36.0
	36.0
	36.0

	
	26-35
	32
	32.0
	32.0
	68.0

	
	36-45
	14
	14.0
	14.0
	82.0

	
	46-55
	12
	12.0
	12.0
	94.0

	
	55 above
	6
	6.0
	6.0
	100.0

	
	Total
	100
	100.0
	100.0
	


	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	36
	36.0
	36.0
	36.0

	
	Female
	64
	64.0
	64.0
	100.0

	
	Total
	100
	100.0
	100.0
	


	Occupation

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Employed
	70
	70.0
	70.0
	70.0

	
	Self employed
	10
	10.0
	10.0
	80.0

	
	Home maker
	12
	12.0
	12.0
	92.0

	
	Retired
	2
	2.0
	2.0
	94.0

	
	Others
	6
	6.0
	6.0
	100.0

	
	Total
	100
	100.0
	100.0
	


	Monthly income

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	below 25,000
	22
	22.0
	22.0
	22.0

	
	above 25,000 up to 50,000
	52
	52.0
	52.0
	74.0

	
	above 50,000 to 75,000
	12
	12.0
	12.0
	86.0

	
	above 75,000
	14
	14.0
	14.0
	100.0

	
	Total
	100
	100.0
	100.0
	


INTERPRETATION:

The data consists of 100 respondents, with no missing values. The mean age is 2.20, indicating that the majority of respondents are likely young adults. The mean monthly income is 2.18, suggesting that the respondents have a moderate-income level. The occupation distribution shows that 70% of respondents are employed, followed by homemakers (12%), and self-employed (10%).

HYPOTHESIS TEST: 01
Hypothesis:

Null (H0): The average awareness score of GST is equal to the neutral midpoint (e.g., 3 on a 5-point scale).
Alternative (H1): The average awareness score of GST is significantly different from the neutral midpoint.

Table 3 Awareness of Goods and Services Tax (GST) Applied to Jewellery
	One-Sample Statistics

	
	N
	Mean
	Std. Deviation
	Std. Error Mean

	Are you aware of the Goods and Services Tax (GST) applied to jewellery?
	100
	2.6600
	.76831
	.07683


	One-Sample Test

	
	Test Value = 3

	
	T
	df
	Significance
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	One-Sided p
	Two-Sided p
	
	Lower
	Upper

	Are you aware of the GST applied to jewellery?
	-4.425
	99
	<.001
	<.001
	-.34000
	-.4924
	-.1876


	One-Sample Effect Sizes

	
	Standardizera
	Point Estimate
	95% Confidence Interval

	
	
	
	Lower
	Upper

	Are you aware of the GST applied to jewellery?
	Cohen's d
	.76831
	-.443
	-.647
	-.236

	
	Hedges' correction
	.77419
	-.439
	-.642
	-.234


INTERPRETATION:

Result: The one-sample t-test reveals a significant difference (p < 0.001) between the average awareness score (2.66) and the neutral midpoint (3). The mean difference is -0.34, indicating that respondents are less aware of GST applied on jewellery than the neutral midpoint.

Conclusion: The null hypothesis is rejected, suggesting that respondents have a lower awareness of GST applied on jewellery than expected.

HYPOTHESIS TEST: 02
Null Hypothesis (H0​): There is no significant difference in consumer preferences for jewellery products between the organized and unorganized sectors.
Alternative Hypothesis (H1​): There is a significant difference in consumer preferences for jewellery products between the organized and unorganized sectors.

Table 4 Consumer Preference Toward Organized and Unorganized Retail Formats
	One-Sample Statistics

	
	N
	Mean
	Std. Deviation
	Std. Error Mean

	consumer preference toward organized and un organized
	100
	1.5600
	.49889
	.04989


	One-Sample Test

	
	Test Value = 1

	
	T
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	consumer preference toward organized and un organized
	11.225
	99
	.000
	.56000
	.4610
	.6590


Result: Reject the null hypothesis (H0) and accept the alternative hypothesis (H1): There is a significant difference in consumer preferences for jewellery products between the organized and unorganized sectors.

Interpretation: The one-sample t-test is used to determine if there is a significant difference between the sample mean and a known population mean (in this case, the test value is 1). The test is used to compare the consumer preferences for jewellery products between the organized and unorganized sectors.

Conclusion: Based on the results, we can reject the null hypothesis (H0) that there is no significant difference in consumer preferences for jewellery products between the organized and unorganized sectors. The p-value is extremely low (0.000), indicating that the observed difference is statistically significant. The mean difference of 0.5600 suggests that, on average, consumers prefer jewellery products from the unorganized sector more than the organized sector.

HYPOTHESIS TEST: 03
 Null Hypothesis (H0): There is no significant influence of GST on the purchasing frequency of jewellery products.
Alternative Hypothesis (H1): There is a significant influence of GST on the purchasing frequency of jewellery products.
	One-Sample Statistics

Table 5 Influence of GST on Jewellery Purchasing Frequency

	
	N
	Mean
	Std. Deviation
	Std. Error Mean

	GST Influence Purchasing Frequency
	100
	2.2400
	.84232
	.08423


	One-Sample Test

	
	Test Value = 3

	
	t
	df
	Sig. (2-tailed)
	Mean Difference
	95% Confidence Interval of the Difference

	
	
	
	
	
	Lower
	Upper

	GST Influence Purchasing Frequency
	-9.023
	99
	.000
	-.76000
	-.9271
	-.5929


Interpretation: The one-sample t-test is used to determine if there is a significant difference between the sample mean and a known population mean (in this case, the test value is 3). The test is used to compare the influence of GST on the purchasing frequency of jewellery products.

Conclusion: Based on the results, we can reject the null hypothesis (H0) that there is no significant influence of GST on the purchasing frequency of jewellery products. The p-value is extremely low (0.000), indicating that the observed difference is statistically significant. The mean difference of -0.76000 suggests that GST has a significant negative influence on the purchasing frequency of jewellery products.

Result: Reject the null hypothesis (H0) and accept the alternative hypothesis (H1): There is a significant influence of GST on the purchasing frequency of jewellery products.

The discussion of the data gathered concerning 100 respondents gives some valuable conclusions concerning the consumer awareness and behaviour regarding the Goods and Services Tax (GST) on jewellery products. The demographic profile revealed the respondents were mostly young adults aged between 18 and 35 years and most of them were employed people with moderate income levels between 25,000 to 50,000, on an average monthly. This piece of writing demonstrates that the working-class youth are the most active group of jewellery consumers in the study area. The research has established that the average score of awareness about GST on jewellery was 2.66, which is way lower as compared to the neutral mid (3) (p < 0.001). This finding shows that consumers have a very low degree of knowledge when it comes to GST and its effects on jewellery prices. The same has been reported by Talawar and Sachindra (2025) and Sharma and Sharma (2024), who found that consumers are familiar with the concept of the GST, but their level of understanding of particular tax slabs, the transparency of billing, and the need to comply is still low. The second hypothesis was the alternative in consumer preferences existing in organized and non-organized jewellery industries. It was found that there is a statistically significant difference (p < 0.001) with a mean score of 1.56 and this indicates that the people still prefer unorganized jewellery vendors to more organized retailers. Such factors as personal trust, traditional purchasing preferences, flexible prices, and convenience tend to have an impact on this preference. This can be corroborated with the findings of Bhattacharyya and Karmakar (2024) and Xavier and Kamalam (2016), who have also found that personal relationships and perceived authenticity are also key drivers of jewellery purchase in India. The third hypothesis was the role played by GST in the frequency of purchasing jewellery products. The evaluation revealed a mean of 2.24, which means that there was a significant negative value concerning the relationship between GST and purchase frequency (p < 0.001). This means that GST has resulted in low rate of jewellery purchase amongst consumers. Most of the respondents felt that jewellery has been costly in the GST regime which has inhibited regular purchasing. These results are consistent with the existing studies that have emphasized the sensitivity of consumers towards perceived price increases in the post-GST period (Kanaujiya and Singh, 2024; Chitra, 2019). On the whole, the results prove that despite the fact that GST has provided the formalization of jewellery trade, the consumer awareness about the operation and the benefit of GST is low. In addition, the conventional buying behaviour and tax attitudes still influence the consumer preferences and purchasing frequency in jewellery market.

6. CONCLUSION AND FUTURE SCOPE

The research concludes that GST has played a major role in consumer behaviour and taste in the jewellery industry. Despite the fact that GST was implemented to streamline the taxation system in India and bring about transparency in the system, consumer awareness as far as its application to jewellery is concerned is still average. The results indicate that a lot of consumers do not have a clear picture of the advantages of GST and still use old fashioned and disorganized jewellery traders because they feel trusted and able to negotiate prices. Moreover, buying jewellery has become less frequent since the introduction of GST, which is mostly caused by the misunderstanding of increased prices and the lack of understanding of tax schemes. As a solution to the above problems, they need to be tackled with constant consumer education, clear pricing mechanisms, as well as policy support. The retailers, government institutions, and financial educators should work to enhance GST literacy and build confidence in organized retailing. These measures in the long term will help not only to increase the consumer satisfaction and compliance, but also lead to the formal development of the jewellery industry in India in the single GST regime. 

7. RECOMMENDATION

The findings of the research reveal the necessity of more efforts to enrich the consumer awareness and to boost the organization of jewellery market. The current situation requires an immediate improvement of the general knowledge of GST and its role in enhancing pricing transparency because many consumers continue to think of GST as a rise in cost and not in better regulation. This knowledge gap can be easily addressed by conducting awareness programs both in the city and in rural areas as postulated by Santhiya Savithri and Samundeswari (2024). The trade associations and jewellery retailers are expected to work with the government authorities to carry out educational campaigns and training on the structure of GST, tax rates, and the advantages of buying jewellery at registered retailers. These would assist in creating consumer confidence to organize jewellery stores, and minimize reliance on the unorganized sellers. Also the jewellers are expected to put the GST elements and hallmarking information on the bills so that prices are clear and customer confidence enhanced. Interventions at the policy level would also be relevant towards increasing consumer confidence. The government can also think of offering temporary tax breaks or festival rebates to promote more jewellery buying in great purchasing periods. In addition, incorporating GST education into more comprehensive financial literacy strategies and digital outreach efforts can be used to have a beneficial impact on younger consumers, a significant portion of which are jewellery purchasers. In general, tax literacy, transparency, and compliance rewarding are essential measures that would enhance the effectiveness and reliability of the jewellery sector with the GST framework.
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