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tax ranging from 1% to 5% of their turnover, and for service providers, where those with a turnover of up 
to Rs. 50 lakhs pay a tax equal to 6% of their turnover. Returns must be filed once a year, with payments 
made quarterly.

Potential ways to address the issues faced on the implementation of the GST
Rates should be rationalized and reduced to make India competitive and in interest of compliance and •	
economic growth. 
The highest rate should be kept at 18% and there can be only few items that fall in 28% .•	
Daily use items such as soaps, movie tickets, and electrical goods should not be taxed at 28%.•	
Modernizing the Input Tax Credit (ITC) system and unblocking working capital.•	
Simplifying and rationalizing of ITC provisions.•	
 Streamlining of audits, assessments, investigations etc. •	
Expansion of TAX network. •	
Allow longer period for filing of tax returns such as quarterly filing•	
Support taxpayer assistance like the Tax Return Preparer Scheme for Income Tax•	
Introduce a GST suspension regime for small exporters•	
Allow automatic refunds for certain categories of exporters using a risk based approach•	
Move to fewer tax rates to address the issue of classification and refunds•	
Postpone the introduction of the e-way bill until the system stabilizes•	
Clarify to taxpayers the administration of the GST by the dual Central and State Tax Administrations•	

•	
CONCLUSION 
	 GST would bring a new dimension to the Indian economy by reducing the cascading effect of tax 
on the cost of goods and services. The government must study all the aspects of positive as well as negative 
aspects of GST for the smooth economy. Ways have to be found for lowering the overall compliance cost, 
and necessary changes may have to be made for the good of the masses. GST can increase the government 
revenue but government should also give attention to the public and others. The only possible way is to 
make the transition to GST simpler. GST will become good and simple, only when the entire country works 
as a whole towards making it successful.

References:
GST – Handbook, Ms. Nithya ,Tax Associates•	
www.GST.gov.in•	
https://taxguru.in/goods-and-service-tax/gst-impact-service-sector.html•	
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ABSTRACT
	 The desire and demand for gold is likely to skyrocket in the next few years - with increasing 
income levels, ever-expanding wedding market and geo-political situation. However, on the 
other hand the ability to buy gold will continue to diminish owing to the ever-increasing gold 
rates that have grown 12X in the last 20 years. The present paper shows that the widen gap 
between demand and ability for gold purchase, creating a need for solutions like digital gold. 
The use of technology, ease of transaction, and safety of storage may attract new investors to 
digital gold. 
	 A sample of 125 respondents statistically analysed to study the awareness of the consumers 
towards digital gold and their desire to invest their money on it. 

Key words: Digital gold, gold rates, Technology use, Investment. 

INTRODUCTION
	 In recent years, the digital revolution has extended its reach to the gold market, giving rise to a new 
form of investment - digital gold.

	 Digital gold as an investment type has emerged as a result of the digital revolution in the gold 
market. With digital gold, investors may hold gold without the necessity for a physical safe or bank vault, 
as the name of the product indicates. One of the main benefits of buying digital gold is that it minimizes 
worries about purity, storage, and security because these aspects are assured. However, it also comes with 
potential risks including the possibility of fraud, market risk, expenses, limitations on redemption, and tax 
repercussions. 

	 Gold is a popular investment among Indians and is purchased to commemorate every auspicious 
occasion and even passed on to future generations. The purchase of physical or digital gold depends on the 
need of the customer.
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	 Digital gold has the potential to revolutionize the gold market in emerging economies. While gold 
is considered a valuable asset in many cultures, access to physical gold is often limited by issues such as 
high costs, limited supply, and security concerns. However, digital gold offers a promising alternative for 
individuals in emerging markets to invest in gold without the constraints of physical gold ownership. 

STATEMENT OF THE PROBLEM
	 People can choose physical gold only if he/she needs gold in the physical form at a future date. For 
eg, for making jewelry for marriage or occasions etc. While buying physical gold, the initial   cost would    
be higher as compared to digital form due to making and other handling charges. So, if the basic idea of 
holding gold is only for investment purposes, buying gold in digital form would be more suitable. This 
study is to analyse the awareness among the educated women and the desire to invest in   the Digital gold.

 OBJECTIVES OF THE STUDY 
The following are the objectives of the study 

•	 To study the demographic profile of consumers. 
•	 To study the Impact of digital gold on consumers behavior. 
•	 To offer suggestions based on the study.

 SIGNIFICANCE OF STUDY
The study is conducted to check the level of the awareness of the consumer on the •	
Digital Gold.•	
The study is also helpful for the companies to devise probable strategic plans to get their offerings •	
advertised.
This study will evaluate the customer’s response to online Digital gold The findings of study would •	
support the consumers for better decision making in investment opportunities.

LIMITAT ION OF THE STUDY
	 The constraints lie in the selection of the area which is restricted to Tirupattur district with the 
educated people only.

HYPOTHESES OF THE STUDY 
There is no significant relationship between age of the respondents and level of awareness of           digital •	
gold.  
There is a significant relationship between income of the respondent and the desire to invest in digital •	
gold.
There is no significant relationship between education level of the respondents and awareness about •	
Digital gold.

METHODOLOGY 
	 In the present study, primary data was collected through questionnaire from one twenty-five college 
teaching staff of Marudhar Kesari Jain College for Women, Vaniyambadi the data collected was analyzed. 
through statistical tools for fulfillment of the objective of the study. 
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SOURCES OF DATA 
• Primary Data 
• Secondary Data 

PRIMARY DATA 
The primary data is collected by preparing a questionnaire. A well framed questionnaire is used for collection 
of data. 

SECONDARY DATA 
Secondary data relevant to the study is gathered from published sources such as standard textbooks, 
magazines and internets. 

SAMPLE DESIGN 
• A convenient sampling was adopted to identify the sample respondents from a total population. Total of 
one twenty-five respondents were selected from various department of Teaching staff members.

TOOLS AND TECHNIQUES 
The following tools and techniques have been applied by the researcher to analysis the primary data. 
• Simple % analysis 
• Chi-Square test 
• Weighted Arithmetic Mean

REVIEW OF LITERATURE
	 Self and ideal self-image both impacts purchasing intention of consumers. Actual self-image is 
one’s perception of what he or she is like; while ideal self-image is the way that one would like to be 
perceived by others (Schenk, et al., 1980). Therefore, this creates the assumption of one has many selves 
that can be expressed through many situations depending on social role and social position. When an 
individual decides on a particular image to express for a social position, he/she uses a particular good or 
service to display this image (Ertimur, 2003). Gold ornaments always come to people’s attention when 
people evaluate each other. Moreover, gold ornaments are a tool to build and reflect self-image (Jokinen, 
2011).

	 Cheng Yin-Hui et al (2012) find that the impact of Purchase Quantity on the customer. It suggests 
that customer purchase and compromise effect has focused on single rather than multiple choices. Study 
investigates the possible effects of purchase quantity on the customer’s compromise effect. It suggests that 
the choice set decreases as the purchase quantity increases, because customer apply a balance investigation 
to distribute their various choices among options to reach a balanced state and to satisfy their variety-
seeking tendency.

	 Mahendra Luniya, (2021), Digital gold has the potential to revolutionize the financial landscape 
of emerging markets, offering a secure and accessible alternative to traditional gold investment options. 
The opportunities digital gold has to offer are tremendous to investors; who get better returns than physical 
gold investment; and governments; who would get economic support of liquidity in the economy. However, 
the adoption and integration of these technologies also present unique challenges.

	 Vijay Malhotra, (2020), In emerging markets, digital gold can offer several opportunities for 
investors, traders, and individuals looking to protect their wealth. Digital gold’s popularity skyrocketed 
during the COVID-19 pandemic when people looked for online avenues to purchase gold.
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	 Pawan Gupta, (2021), Digital gold offers a promising alternative for individuals in emerging 
markets to invest in gold without the constraints of physical gold ownership, NehaKhanna (2022). With the 
shift in purchasing power to the generation of 28-45 years, digital gold has become an asset class given the 
flexibility it provides on purchase value in a market where gold prices have been rising. 

	 Harfoushi and et al. said that Internet is becoming a new way to shop different products or services 
online. Although, it is a desire situation for everyone to touch the products that he/she wants to buy. 
However, Internet is playing a wider role in making the shopping more easily as it is never before. The web 
makes shopping much easier, and nowadays shopping is not more than away from a click. A latest term is 
introduced that is known as “Online Shopping”. Consumers can directly shop product or services from the 
sellers without any interaction of intermediate parties.

Table 1. SOCIO ECONOMIC PROFILE OF THE RESPONDENTS 
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	 The Table.2 conveys that 52.0% respondents are highly aware of Digital Gold, 38.4% respondents 
are having moderate awareness, and 9.6% respondents are not aware. 

Table 3. Influence of Digital Gold Over Physical Gold

 

 

	 From table 3 it is clear that influence of digital gold is less over physical gold, some are interested 
in online but still prefer for physical gold to buy, gift, financial asset.

	 Level of Awareness will differ from person to person. The below table explains the ranking towards 
level of awareness of respondents by using weighted average method. The researcher has assigned the 
following ranking proposal. 

•	 Agree (A) - 5 Marks 
•	 Strongly Agree (SA) - 4 Marks 
•	 No Opinion (NO) - 3 Marks 
•	 Disagree (D) - 2 Marks 
•	 Strongly Disagree (SDA) - 1 Mark

Table 4.  Level of Awareness and knowledge about Digital gold
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	 From Table 5 it is clear that aware about the digital gold got the first rank, knowledge about the safety 
in online purchasing gold got second rank, aware about the risk involved got the third rank, knowledge 
about the usage of online gold got the fourth rank, aware about the terms and regulations got the fifth rank, 
convenience got the sixth rank, better option for gifting got the seventh rank.

CHI-SQUARE TEST 
	 Chi square test is applied in Statistics to test the goodness of fit to verify the distribution of observed 
data with assumed theoretical distribution. Therefore, it is a measure to study the divergence of actual and 
expected frequencies. 

Hypothesis I: There is no significant relationship between age of the respondents and level of awareness of 
Digital gold.
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Table 6. Relationship Between age of the respondents and level of awareness of digital gold

From the Table.9 it is found that the p-value (0.152) is greater than the Pearson`s chi-square value at 5% 
level. Hence the null hypothesis is accepted. So, it is concluded that there is no relationship between age of 
the respondents and level of Awareness of Digital gold.

Hypothesis II: There is no significant relationship between income of the respondent and desire to invest 
in initial gold.

Table 8. Relationship between income of the respondents and desire to invest in digital gold 
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	 From the above chi-square analysis, it is found that p-value (0.211) is greater than Pearson`s 
chi-square value at 5% level. Hence the null hypothesis is accepted. So, it is concluded that there is no 
relationship between income and level of awareness and desire to invest...

Hypothesis III: “There is no significant relationship between education level of the respondents and opinion 
Digital gold”.

Table 9 Relationship between income of the respondents and desire to invest in 
digital gold using chi-square test
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	 The Table.10 explains that the p-value (0.304) is greater than the Pearson`s chi-square value at 5% 
level. Hence the null hypothesis is accepted. It is conveyed that there is no significant association between 
education level and opinion about Digital gold.

FINDINGS OF THE STUDY
From above study, it is found that maximum of respondents is aware of Digital gold.•	
Maximum consumers are in favour of buying physical gold and Discouraging Indian consumers to buy •	
physical gold will be a challenge.
Irrespective of the awareness of digital gold maximum consumers unwilling to invest their money on •	
Digital gold.
According to study consumers feels less reliable for digital gold as the lack of tangibility and the fact •	
that digital gold is still a nascent concept.

CONCLUSION
	 The present era witnesses the revolutionary change in the trend of marketing. Online marketing is 
the source which saves us time and cost and another reason is availability of variety of products. Digital 
gold combines the convenience and speed of the internet with the safety and security of traditional gold 
purchases. As an investment option, digital gold is considered to be safer and cost-effective. In short, if 
you’re sure of the jewellery you want, buy physical gold. If you want to accumulate gold and have complete 
flexibility over how to use this gold in the future – jewellery, gifting, investment, or collateral for a loan 
- then digital gold is a great option but also the love and affection for physical gold cannot be neglected. 
Discouraging Indian consumers to buy physical gold will be a challenge.
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