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ABSTRACT 

Facebook with 1.28 billion users is too massive for jewellery & imitation jewellery to ignore 

it. It is the most preferred medium for advertisement to get potential customers by having 

exceptional and amazing targeting options. It is highly imperative to know whether Facebook ads 

are beneficial for them and their customer’s perception on Facebook advertisement. Despite the fact 

that measuring ROI on social media is difficult. By tracking your Facebook Ad Campaigns, It’s 

can be easy to measure the number of leads and sales that the Facebook ads were generated.The 

research paper uses a descriptive and analytical research design. The data was collected using an 

undisguised structured questionnaire from selected 8 jewellers in real & imitation jewellery of 

trichy using convenience sampling. The analytical tools were Percentage Analysis, Inferential 

Statistics and Multiple Regression 

The aspects such us increased retention of customers, increased brand awareness, increased 

conversion numbers, increased revenue generation are significant other monetary calculation for 

the estimation of facebook’s return on investment for real jewellers & imitation jewellers. There 

is a significant relationship between Age, Qualification and Marital status with Factors influencing 

buying decision for both imitation jewellery customers. & real jewellery customers. 

1. INTRODUCTION ABOUT FACEBOOK 

Facebook is a free social networking website first developed by Mark Zuckerberg while he was 

a student at Harvard in 2004.It allows users to create profiles, upload photos and video, send 

messages and keep in touch with friends, family and colleagues. This site is available in 37 different 

languages. This includes following features 
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 Marketplace - allows members to post, read and respond to classified ads. 

 Groups - allows members who have common interests to find each other and interact. 

 Events - allows members to publicize an event, invite guests and track who plans to attend. 

 Pages - allows members to create and promote a public page built around a specific topic. 

 Presence technology - allows members to see which contacts are online and chat. 

 Customized profile, privacy and security 

2. INTRODUCTION ABOUT FACEBOOK ADVERTISING 

Most of Facebook’s revenue comes from advertising. According to BusinessWeek.com, 

banner advertisements on Facebook have generally received one-fifth the number of clicks 

compared to those on the Web as   a whole.                                                                                                                            

            In February 2015, Facebook announced that it had reached two million active advertisers 

with most of the gain coming from small businesses. An active advertiser is an advertiser that has 

advertised on the Facebook platform in the last 28 days. 

             In March 2016, Facebook announced that it reached three million active advertisers with 

more than 70% outside us. 

3. INTRODUCTION ON RETURN ON INVESTMENT 

The definition will depend on what your organization’s objectives are brand awareness, 

revenue,etc, But generally, Facebook ROI is the sum of all Facebook promotional actions that create 

value. If you were measuring ROI by revenue, for example, a simple formula to do that looks like 

this: 

Social Media ROI (as a percentage) =
������

���������������
 X 100  

Total investment = People hours, Ad budget, etc.  
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But that’s not a catch-all formula for proving social ROI. Not every organization will be able 

to attribute revenue directly to social media. Value isn’t always measured in dollars and cents. 

Tethering the ROI of social media to such a narrowly defined objective prevents you from 

identifying the many other ways your investment in social is paying off.If your goal is to drive 

brand awareness, you would measure success against metrics such as audience reach and 

engagement, not profit. 

3. REVIEW OF LITERATURE 

The purpose of this study is to increase the understanding of Facebook marketing within 

the environment of social media. This study attempts to answer the question: “Why is it necessary 

for marketers to establish a presence in social media especially on Facebook? What strategies can 

be developed for Facebook marketing?” The study is based on the following two ideas: marketers 

are hesitant to establish a presence in social media and/or marketers that have a Facebook site find 

it contributes little to their marketing. 

Tapscott (1998) described that, children grew in digital environment and digital literacy 

gave liberty to children in relation with adolescent in the world. Children had confidence on 

internet. Digital media had provided opportunities to contribute with those countries that have ICT  

According to Livingstone and Bober (2003), social media was the main cause of generation 

gap in several ways like lack of awareness, recognition of domestic rules, and in what kids were 

really acting and what were parents’ opinion about their children’s doing. People forgot their 

rituals and traditions because of social media. 

Berson and Berson (2005) stated that high use of internet linked high risks, and there had 

no risk of simple use of internet. In early childhood, they did not know about risks, and they need 

guider. In teenage, they had not developed abilities to make life’s choices 

Elola and Oskoz (2008) said, Social media was very helpful in developing business 

relationship with other states and social media had positive effect in developing and understanding 

cultural relationships 

4. NEED FOR THE STUDY 

Facebook with 1.28 billion users is too massive for jewellery& imitation jewellery to ignore 

it. It is the most preferred medium for advertisement to get potential customers by having 
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exceptional and amazing targeting options. It is highly imperative to know whether Facebook ads 

are beneficial for them and their customer’s perception on Facebook advertisement. 

Despite the fact that measuring ROI on social media is difficult. By tracking your Facebook 

Ad Campaigns, It’s can be easy to measure the number of leads and sales that the Facebook ads 

were generated. 

5. OBJECTIVES  

Objectives were as follows: 

1. To study the return on investment on Facebook advertisement 

2. To examine the experience of Facebook advertisement 

3. To analyze the beneficial level towards the Facebook advertisement 

4. To study the factors influencing buying decision 

6. SCOPE OF THE STUDY 

The Scope of the study belongs to following area 

1. This study tries to analyze the efficiency of Facebook advertisement in paying out expected 

ROI for the jewelers & imitation jewelers  

2. This study paves way for examining the ROI on other social media networking sites 

3. This study belongs to the functional area of marketing management with the exclusive 

focus on Facebook 

7. LIMITATIONS OF THE STUDY 

The study has following limitations 

1. The Findings and suggestion related to study is applicable to FB ad only 

2. Some of the findings applicable to the selected respondents only 

3. The study applicable only to the selected study period  

4. The study has covered the opinion of jewelers & imitation jewelers locating trichy 

alone. So it has location constraints 

8. RESEARCH METHODOLOGY 
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            The process used to collect information and data for the purpose of making business 

decisions. The methodology may include publication research, interviews, surveys and 

other research techniques, and could include both present and historical information. 

9. BENEFICIAL LEVEL OF FACEBOOK ADVERTISING 

9.1. Multiple regression for the estimation of Facebook beneficial level for Real jewellers 

 The overall beneficial agreement towards facebook benefits of selected real jewellers was 

constructed from the independent predictors namely Facebook helps to increase brand awareness, 

Facebook increases website traffic Facebook increases revenue, sales, leads. Facebook increases 

customer attribution, Facebook decreases acquisition costs, Facebook gives budget-friendly 

advertisement , Facebook drives off-line sales, Facebook builds engagement, Facebook spreads 

word of mouth, Facebook builds email contacts lists, Facebook increases blog traffic, Facebook 

increases your SEO ranking, Facebook helps market expansion, Facebook promotes flexible real-

time campaigns, Facebook helps to meet out competition, Facebook serves as the wisely used 

mobile app, Facebook gives extensive analysis, Facebook gives upward tending click through rate, 

Facebook acts as an social login for online stores, Facebook gathers people’s interest& 

preferences, Facebook matches the motivation of shoppers, Facebook increases brand credibility, 

Facebook acts as an perfect medium of communication, Facebook increases referrals. 

Table 1. 

Model summary for Facebook advertising beneficial level (Real jewellers) 

 

 

 

 

 

 

 

 

(Source: Primary Data) 

R 

Square 

Source of 

variation 

Sum of 

Squares Df Mean Square F Sig. 

.931 Regression 40.048 24 2.356 12.293 .000a 

Residual 6.132 32 .192   

Total 46.180 49    
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[Table 1] shows that R square value is 0.931, this shows that the independent variables are 

able to explain 93.1% of the variance on the estimate or dependent variable and the significance 

of F being less than 0.05 signify that the model is a good fit. 

Facebook beneficial level = a+b1x1+ b2x2+…….. + b24x24 

Table2.Predictor Coefficients for Facebook beneficial level 

Predictors 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
T Sig. 

B 
Std. 

Error 
Beta 

(Constant) -0.62 0.632   -0.98 0.336 

Facebook increases website traffic 0.068 0.121 0.063 0.56 0.578 

Facebook increases revenue, sales, leads 0.157 0.108 0.114 1.46 0.001* 

Facebook decreases customer attribution 0.246 0.091 0.262 2.72 0.011 

Facebook decreases acquisition costs 0.016 0.011 0.098 1.45 0.156 

Facebook gives budget-friendly advertisement 0.036 0.098 0.036 0.37 0.713 

Facebook drives off-line sales 0.307 0.094 0.375 3.27 0.003* 

Facebook builds engagement 0.115 0.107 0.136 1.07 0.294 

Facebook spreads word of mouth  -0.37 0.138 -0.403 -2.67 0.012 

Facebook builds email contacts lists 0.313 0.101 0.375 3.11 0.049 

Facebook increases blog traffic -0.16 0.13 -0.133 -1.23 0.229 

Facebook increases your SEO ranking 0.209 0.109 0.192 1.92 0.064 

Facebook helps market expansion -0.15 0.11 -0.19 -1.36 0.183 

Facebook promotes flexible real-time campaigns 0.339 0.166 0.382 2.05 0.002* 

Facebook helps to meet out competition -0.12 0.121 -0.128 -0.97 0.341 

Facebook serves as the wisely used mobile app 0.042 0.202 0.045 0.21 0.838 

Facebook gives extensive analysis 0.036 0.098 0.036 0.37 0.713 

Facebook gives upward trending click through rate 0.308 0.094 0.375 3.27 0.105 

Facebook acts as an social login for online stores 0.115 0.107 0.136 1.07 0.294 

* Significant at 5% level 
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The table above shows that, ‘Facebook promotes flexible real-time campaigns(0.002)’, ‘Facebook 

drives off-line sales(0.03)’, ‘Facebook increases revenue, sales, leads(0.001)’ are significant 

whereas ‘Facebook increases website traffic(0.578)’, ‘Facebook decreases customer 

attribution(0.011)’, ‘Facebook decreases acquisition costs(0.156)’, ‘Facebook gives budget-

friendly advertisement(0.713)’, ‘Facebook spreads word of mouth(0.012), ‘Facebook builds email 

contacts lists(0.049)’, ‘Facebook increases blog traffic(0.229)’, ‘Facebook increases your SEO 

ranking(0.064)’, ‘Facebook helps market expansion(0.183)’, ‘Facebook helps to meet out 

competition(0.341)’, Facebook serves as the wisely used mobile app(0.838)’, ‘Facebook gives 

extensive analysis(0.713)’, Facebook acts as an social login for online stores(0.294)’, ‘Facebook 

gives upward trending click through rate(0.105)’ are insignificant in the estimation of Facebook 

beneficial level.  

Facebook gives upward tending click through rate, ‘Facebook promotes flexible real-time 

campaigns’, ‘Facebook drives off-line sales’, ‘Facebook increases revenue, sales, leads’ updates’ 

are directly proportional in varying degrees with the estimation of Facebook awareness level. 

whereas ‘Facebook increases website traffic’, ‘Facebook decreases customer attribution’, 

’Facebook decreases acquisition costs’, ‘Facebook gives budget-friendly advertisement’, 

‘Facebook spreads word of mouth, ‘Facebook builds email contacts lists’, ‘Facebook increases 

blog traffic’, ‘Facebook increases your SEO ranking’, ‘Facebook helps market expansion’, 

‘Facebook helps to meet out competition’, Facebook serves as the wisely used mobile app’,’ 

Facebook gives extensive analysis‘, ’Facebook acts as an social login for online stores’ are 

inversely proportional in varying degrees with the estimation of beneficial level for real jewellers. 

9.2. Multiple regression for the estimation of Facebook beneficial level for imitation jewellers 

The overall beneficial agreement towards Facebook benefits of selected imitation jewellers 

was constructed from the independent predictors namely Facebook helps to increase brand 

awareness, Facebook increases website traffic , Facebook increases revenue, sales, leads, 

Facebook increases customer attribution, Facebook decreases acquisition costs, Facebook gives 

budget-friendly advertisement , Facebook drives off-line sales, Facebook builds engagement, 

Facebook spreads word of mouth, Facebook builds email contacts lists, Facebook increases blog 

traffic, Facebook increases your SEO ranking, Facebook helps market expansion, Facebook 

promotes flexible real-time campaigns, Facebook helps to meet out competition, Facebook serves 

as the wisely used mobile app, Facebook gives extensive analysis, Facebook gives upward tending 
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click through rate, Facebook acts as an social login for online stores, Facebook gathers people’s 

interest& preferences, Facebook matches the motivation of shoppers, Facebook increases brand 

credibility, Facebook acts as an perfect medium of communication, Facebook increases referrals 

Table 3.Model summary for Facebook advertising beneficial level (Imitation jewellers) 

 

 

 

 

 

 

 

 

(Source: Primary Data) 

The table above shows that R square value is 0.951, this shows that the independent 

variables are able to explain 95.1% of the variance on the estimate or dependent variable and the 

significance of F being less than 0.05 signify that the model is a good fit. 

Beneficial level = a+b1x1+ b2x2+…….. + b24x24 

Table 4.Predictor Coefficients for Facebook beneficial level 

Predictors 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

B 
Std. 

Error 
Beta 

(Constant) -0.62 0.632   -0.98 0.336 

Facebook increases website traffic 0.068 0.121 0.063 0.56 0.578 

Facebook increases revenue, sales, leads 0.157 0.108 0.114 1.46 0.713 

Facebook decreases customer attribution 0.246 0.091 0.262 2.72 0.111 

Facebook decreases acquisition costs 0.016 0.011 0.098 1.45 0.156 

Facebook gives budget-friendly advertisement 0.036 0.098 0.036 0.37 0.001* 

Facebook drives off-line sales 0.307 0.094 0.375 3.27 0.294 

Facebook builds engagement 0.115 0.107 0.136 1.07 0.004* 

R 

Square 

Source of 

variation 

Sum of 

Squares Df Mean Square F Sig. 

.951 Regression 40.048 24 2.356 12.293 .000a 

Residual 6.132 32 .192   

Total 46.180 49    
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Facebook spreads word of mouth  -0.37 0.138 -0.403 -2.67 0.012* 

Facebook builds email contacts lists 0.313 0.101 0.375 3.11 0.049 

Facebook increases blog traffic -0.16 0.13 -0.133 -1.23 0.229 

Facebook increases your SEO ranking 0.209 0.109 0.192 1.92 0.064 

Facebook helps market expansion -0.15 0.11 -0.19 -1.36 0.183 

Facebook promotes flexible real-time campaigns 0.339 0.166 0.382 2.05 0.002* 

Facebook helps to meet out competition -0.12 0.121 -0.128 -0.97 0.341 

Facebook serves as the wisely used mobile app 0.042 0.202 0.045 0.21 0.003* 

Facebook gives extensive analysis 0.036 0.098 0.036 0.37 0.005* 

Facebook gives upward tending click through rate 0.308 0.094 0.375 3.27 0.713 

Facebook acts as an social login for online stores 0.115 0.107 0.136 1.07 0.294 

* Significant at 5% level 

The table above shows that ‘Facebook gives extensive analysis (0.005)’, ‘Facebook 

promotes flexible real-time campaigns(0.002)’, ‘Facebook spreads word of mouth(0.012)’, 

‘Facebook serves as the wisely used mobile app(0.003)’, ‘Facebook builds engagement(0.004)’  

are significant whereas ‘Facebook gives upward tending click through rate(0.713)’, ‘Facebook 

increases revenue, sales, leads(0.713)’, ‘Facebook decreases customer attribution(0.111)’,  

‘Facebook builds email contacts lists(0.049)’, ‘Facebook increases blog traffic(0.229)’, ‘Facebook 

increases your SEO ranking(0.064)’, ‘Facebook helps market expansion(0.183)’, ‘Facebook helps 

to meet out competition(0.183)’, ‘Facebook acts as an social login for online stores(0.294)’ are 

insignificant in the estimation of Facebook beneficial level for imitation jewellers. 

The table above shows that ‘Facebook gives extensive analysis’, ‘Facebook promotes 

flexible real-time campaigns’, ‘Facebook spreads word of mouth’,  ‘Facebook serves as the wisely 

used mobile app’, ‘Facebook builds engagement’ are directly proportional in varying degrees with 

the estimation of Facebook awareness level whereas ‘Facebook gives upward tending click 

through rate, ‘Facebook increases revenue, sales, leads’, ‘Facebook decreases customer 

attribution’,  ‘Facebook builds email contacts lists’, ‘Facebook increases blog traffic’, ‘Facebook 

increases your SEO ranking’, ‘Facebook helps market expansion’, ‘Facebook helps to meet out 

competition’, ‘Facebook acts as an social login for online stores’ are inversely proportional in 

varying degrees with the estimation of Facebook beneficial level for imitation jewellers 
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10. Measure of Return on investment 

10.1. Multiple regression model model for the measure of ROI on facebook advertisement 

for selected real jewellers 

The overall important aspects of return on investment in Facebook advertisement of 

selected real jewellers was constructed from the independent predictors namely Increased revenue 

generation,  Newly acquired leads , Increased brand value , Increased page likes ,Increased page 

reach, Increased customer loyalty, Increased page engagement, Increased retention of customers, 

Increased brand awareness, Increased conversion numbers , Increased site traffic, Increased 

signups. 

Table 5.Model summary for return on investment (Real jewellers) 

(Source: Primary Data) 

The table above shows that R square value is .987, this shows that the independent variables 

are able to explain 98.7% of the variance on the estimate of dependent variable and the significance 

of F being less than 0.05 signify that the model is a good fit. 

Facebook ROI = a+b1x1+ b2x2+…….. + b24x24 

Table 6.Predictor Coefficients for return on investment 

Predictors 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
T Sig. 

B 
Std. 

Error 
Beta 

(Constant) .445 .094  4.724 .000 

R Square Source of variation Sum of Squares Df Mean Square F Sig. 

.987 Regression 33.426 12 3.343 151.675 .000a 

Residual .859 39 .022   

Total 34.285 49    
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Increased revenue generation  

 
.047 .022 .069 2.177 .000* 

Newly acquired leads  

 
.105 .046 .191 2.270 .029 

Increased brand value  

 
.017 .035 .025 .474 .638 

Increased page likes  

 
.148 .027 .267 5.579 .036 

Increased page reach  

  
.068 .043 .113 1.558 .127 

Increased customer loyalty  

 
.058 .027 .086 2.152 .038 

Increased page engagement  

 
.001 .031 .002 .031 .976 

Increased retention of customers  

 
.136 .038 .246 3.625 .001* 

Increased brand awareness  

 
.111 .040 .190 2.814 .008* 

Increased conversion numbers  

 
.160 .044 .269 3.594 .001* 

Increased site traffic  

 
.017 .035 .025 .474 .638 

Increased signups  

 
.047 .022 .069 2.177 .036 

* Significant at 5% level 

[Table 6]shows that Increased retention of customers(.001), Increased brand 

awareness(008), Increased conversion numbers(.001), Increased revenue generation(.000) are 

significant for the estimation of facebook’s return on investment whereas Newly acquired 

leads(.029), Increased brand value(.638) , Increased page likes(.036) ,Increased page reach(.127), 
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Increased customer loyalty(.038), Increased page engagement(.976), Increased site traffic(.638), 

Increased signups (.036) are insignificant for the estimation of facebook’s return on investment. 

Increased retention of customers, Increased brand awareness, increased conversion 

numbers, Increased revenue generation are directly proportional in varying degrees with the 

estimation of facebook’s return on investment. Whereas Newly acquired leads , Increased brand 

value , Increased page likes ,Increased page reach, Increased customer loyalty, Increased page 

engagement,Increased site traffic are inversely proportional in varying degrees with the estimation 

of facebook’s return on investment 

10.2. Multiple regression model model for the measure of ROI on facebook advertisement 

for selected Imitation jewellers 

The overall important aspects of return on investment in Facebook advertisement of 

selected Imitation jewellers was constructed from the independent predictors namely Increased 

revenue generation,  Newly acquired leads , Increased brand value , Increased page likes ,Increased 

page reach, Increased customer loyalty, Increased page engagement, Increased retention of 

customers, Increased brand awareness, Increased conversion numbers , Increased site traffic, 

Increased signups. 

Table 7.Model summary for return on investment (Imitation jewellers) 

 

 

 

  

 

 

 

 

(Source: Primary Data) 

[Table 7] shows that R square value is .980, this shows that the independent variables are 

able to explain 98% of the variance on the estimate of dependent variable and the significance of 

F being less than 0.05 signify that the model is a good fit. 

Facebook ROI = a+b1x1+ b2x2+…….. + b24x24 

R 

Square 

Source of 

variation 

Sum of 

Squares Df Mean Square F Sig. 

.980 Regression 33.426 12 3.343 151.675 .000a 

Residual .859 39 .022   

Total 34.285 49    
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Table 8.Predictor Coefficients for return on investment 

Predictors 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

B Std. Error Beta 

(Constant) .445 .094  4.724 .000 

Increased revenue generation  

 
.047 .022 .069 2.177 .000* 

Newly acquired leads  

 
.105 .046 .191 2.270 .029 

Increased brand value  

 
.017 .035 .025 .474 .638 

Increased page likes  

 
.148 .027 .267 5.579 .036 

Increased page reach  

 
.068 .043 .113 1.558 .127 

Increased customer loyalty  

 
.058 .027 .086 2.152 .038 

Increased page engagement  

 
.001 .031 .002 .031 .976 

Increased retention of customers  

 
.136 .038 .246 3.625 .001* 

Increased brand awareness  

 
.111 .040 .190 2.814 .008 

Increased conversion numbers  

 
.160 .044 .269 3.594 .002* 

Increased site traffic  

 
.017 .035 .025 .474 .638 

Increased signups  

 
.047 .022 .069 2.177 .036 

* Significant at 5% level 
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[Table8] shows that Increased retention of customers (.001), Increased conversion numbers 

(.001), Increased revenue generation (.000) are significant for the estimation of facebook’s return 

on investment whereas Newly acquired leads (.029), Increased brand value (.638), Increased page 

likes (.036), Increased page reach (.127), Increased customer loyalty (.038), Increased page 

engagement(.976), Increased site traffic(.638), Increased signups(.036) are insignificant  for the 

estimation of facebook’s return on investment. 

Increased retention of customers, increased conversion numbers, increased revenue 

generation are directly proportional in varying degrees with the estimation of facebook’s return on 

investment. Whereas Newly acquired leads , Increased brand value , Increased page likes 

,Increased page reach, Increased customer loyalty, Increased page engagement, Increased site 

traffic are inversely proportional in varying degrees with the estimation of facebook’s return on 

investment 

11. Factors influencing buying decision 

11.1. Factors influencing buying decision of imitation jewelry customer 

The research has been carried out by using the following set of hypothesis for determining 

the extent to which demographic factors of the consumers’ influences buying decision, which have 

been presented below.  

Ho1: There is no relationship between age of the respondent and opinion about Overall factors 

influencing buying decision 

Ho2: There is no relationship between gender of the respondent and opinion about Overall factors 

influencing buying decision  

Ho3: There is no relationship between qualification of the respondent and opinion Overall factors 

influencing buying decision  

Ho4: There is no relationship between Occupation of the respondent and opinion about Overall 

factors influencing buying decision  

Ho5: There is no relationship between marital status of the respondent and opinion about Overall 

factors influencing buying decision 
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Table 9 Chi Square analysis – Demographic variables and Overall factors influencing 

buying decision 

Source: Primary Data 

[Table9] The p-value for gender is 0.802 which is greater than the significance level (0.05), 

so the hypothesis is accepted. Hence there is no relationship between gender of the respondent and 

opinion about Overall factors influencing buying decision. Since P-value is lesser than significance 

level of 0.05 for other variables, there is a significant relationship between Age, Qualification and 

Marital status with overall influencing factors buying decision. 

11.2. Extent of using Facebook influences buying decision of imitation jewelry customer 

The research has framed the following set of hypothesis for determining the extent to which 

Facebook usages influences buying decisions, The hypothesis have been presented below.  

 

Sl.no Demographic variables Overall factors influencing buying 

decision 

1 Age Sig 
0.00 

Result 
Rejected 

2 Gender Sig 
0.802 

Result 
Accepted 

3 Qualification Sig 
0.010 

Result 
Rejected 

4 Occupation Sig 
0.000 

Result 
Rejected 

5 Marital Status Sig 
0.001 

Result 
Rejected 
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Interpretation between Demographic variables and Extent of using facebook 

Ho1: There is no relationship between age of the respondent and Extent of using facebook 

Ho2: There is no relationship between gender of the respondent and Extent of using facebook 

usages. 

Ho3: There is no relationship between qualification of the respondent and Extent of using facebook 

Ho4: There is no relationship between Occupation of the respondent and Extent of using facebook 

Ho5: There is no relationship between Marital status of the respondent and Extent of using 

facebook 

Table 10 Chi Square analysis – Demographic variables and Extent of using facebook 
Source: Primary Data 

[Table10] The p-value for occupation is 0.201 which is greater than the significance level 

(0.05), so the hypothesis is accepted. Hence there is no relationship between occupation of the 

respondent and Time spend for facebook. Since P-value is lesser than significance level of 0.05 

for other variables, there is a significant relationship between Age, Qualification status with Time 

spend for facebook , browsing on internet & device used for browsing. 

Sl.no Demographic variables Device 
used 

Time 
spend in 
Internet 

Time spending for 
facebook 

1 Age Sig 0.000 .004 0.005 

Result Rejected Rejected Rejected 

2 Gender Sig 0.007 .008 0.007 

Result Rejected Rejected Rejected 

3 Qualification Sig 0.006 .003 0.000 

Result Rejected Rejected Rejected 

4 Occupation Sig 0.010 .020 0.201 

Result Accepted Accepted Accepted 
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11.3. Factors influencing buying decision for real jewellers customers 

The study was carried out using the following set of hypothesis to determine the extent to 

which demographic factors of the Customers influences buying decision, which have been 

presented below.  

Interpretation between demographic variables and overall rank of factors influencing 

Ho1: There is no relationship between age of the respondent and opinion about Overall dimension. 

Ho2: There is no relationship between gender of the respondent and opinion about Overall 

dimension. 

Ho3: There is no relationship between qualification of the respondent and opinion about Overall 

dimension. 

Ho4: There is no relationship between Occupation of the respondent and opinion about Overall 

dimension. 

Ho5: There is no relationship between marital status of the respondent and opinion about Overall 
dimension. 

Table 11 Chi Square analysis – Demographic variables and Overall factors influencing 
buying decision  

 

Source: Primary Data 

Sl.no Demographic variables Overall factors 
influencing buying 
decision 

 

1 Age Sig 0.496 

Result Rejected 

2 Gender Sig 0.508 

Result Accepted 

3 Qualification Sig 0.036 
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[Table 11]The p-value for gender & marital status is 0.508 &0.526 which is greater than 

the significance level (0.05), so the hypothesis is accepted. Hence there is no relationship between 

gender & marital status with the Overall factors influencing buying decision. Since P-value is 

lesser than significance level of 0.05 for other variables, there is a significant relationship between 

Age, Qualification with overall influencing factors buying decision. 

11.4. Extent of using Facebook influences buying decision real jewellers customers 

The study was carried out using the following set of hypothesis to determine the extent of 

Facebook usages influences buying decisions, which have been presented below.  

Interpretation between Demographic variables and Extent of social media usages. 

Ho1: There is no relationship between age of the respondent and Extent of using facebook 

Ho2: There is no relationship between gender of the respondent and Extent of using facebook 

Ho3: There is no relationship between qualification of the respondent and Extent of using facebook 

Ho4: There is no relationship between Occupation of the respondent and Extent of using facebook 

Ho5: There is no relationship between Marital status of the respondent and Extent of using 

facebook 

Table 12 Chi Square analysis – Demographic variables and Extent of using facebook. 

 

Result Rejected 

4 Occupation Sig 0.048 

Result Rejected 

Sl.no Demographic variables Device 

used 

Time 

spend in 

Internet 

Time spending for 

social media 

platforms 

1 Age Sig .078 .014 .075 

Result Rejected Rejected Rejected 
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[Table 12]Since P-value is lesser than significance level of 0.05 for all variables, there is a 

significant relationship between Age, Qualification, Occupation, Marital status with Time spend 

for facebook , browsing on internet & device used for browsing. 

12. Findings of the study 

12.1. Findings from the benefits of facebook advertisement 

 The study reveals that real jewellers are highly benefited with Facebook increasing 

revenue, sales, leads & flexible real time campaign for building brand 

communication, and also they believes that Facebook drives off-line sales for 

buying jewelry with utmost quality assurance. 

 The study also reveals that imitation jewellers are highly benefited with Facebook’s 

extensive analysis and by its flexible real-time campaigns, since imitation jewelry 

is readily available in low cost & in different varieties facebook acts an perfect 

medium to spread word of mouth & helps to build engagement as it is an Facebook 

serves as the wisely used mobile app for the imitation jewellers,  

12.2. Findings from the important aspects of Return on investment 

Customers are the real asset for any brands. The real jewellers & imitation jewellers 

focuses on retaining customer & they are looking out for the way of providing value 

to them and for attending their own brand identity. The study infers that aspects 

2 Gender Sig .051 .042 .090 

Result Rejected Rejected Rejected 

3 Qualification Sig .086 .067 .049 

Result Rejected Rejected Rejected 

4 Occupation Sig .019 .028 .077 

Result Rejected Rejected Rejected 

5 Marital 

status 

Sig .005 .044 .032 

Result Rejected Rejected Rejected 
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like increased retention of customers, increased brand awareness, increased 

conversion numbers, increased revenue generation are significant other monetary 

calculation for the estimation of facebook’s return on investment for real jewellers 

& imitation jewellers. 

12. Findings of the study 

12.1. Findings from the benefits of facebook advertisement 

 The study reveals that real jewellers are highly benefited with Facebook increasing 

revenue, sales, leads & flexible real time campaign for building brand 

communication, and also they believes that Facebook drives off-line sales for 

buying jewelry with utmost quality assurance. 

 The study also reveals that imitation jewellers are highly benefited with Facebook’s 

extensive analysis and by its flexible real-time campaigns, since imitation jewelry 

is readily available in low cost & in different varieties facebook acts an perfect 

medium to spread word of mouth & helps to build engagement as it is an Facebook 

serves as the wisely used mobile app for the imitation jewellers,  

12.2. Findings from the important aspects of Return on investment 

Customers are the real asset for any brands. The real jewellers & imitation 

jewellers focuses on retaining customer & they are looking out for the way of 

providing value to them and for attending their own brand identity.  

The study infers that aspects like increased retention of customers, 

increased brand awareness, increased conversion numbers, increased revenue 

generation are significant other monetary calculation for the estimation of 

facebook’s return on investment for real jewellers & imitation jewellers. 

12.3. Factors influencing buying decision 

 In this study it has been confirmed that there is a significant relationship between 

Age, Qualification and Marital status with Factors influencing buying decision for 

for both imitation jewellery customers.& real jewellery customers 
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 It is also inferred that the Age & Qualification are significant variable for choosing 

their Time spend for facebook, browsing on internet & device used for browsing 

for both imitation jewellery customers.& real jewellery customers 

13. CONCLUSION 

  Facebook being an emerging trustable medium of advertisement for the customers 

to purchase the jewelry. It’s highly vital for the real jewellers to analyse their performance with 

real jewelery competitors also with the imitation jewelry since it’s an substitute product. Also 

facebook is the one medium which allows any brand to grow faster. It’s  in the hand of marketers 

to use it wisely for their business growth understanding their customers decision 
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