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This study investigates the level of awareness 
and perceptions surrounding Sovereign Gold 
Bonds (SGBs) among investors, emphasizing the 
relationship between age and investment 
attitudes. SGBs, introduced by the Government 
of India as an alternative to physical gold, offer 
unique advantages, including interest income, 
portfolio diversification, and security. The 
research employs a survey of 165 respondents to 
assess associations between age and key factors 
such as safety, convenience, awareness of 
features, and willingness to invest in SGBs. The 
analysis, conducted using chi-square tests, 
revealed statistically significant associations 
between age and perceptions of SGBs. However, 
the relationships were weak, suggesting that age 
alone is insufficient to predict investor behavior. 
The findings highlight a general lack of 
awareness about SGB features and persistent 
concerns regarding price volatility of gold, 
which act as barriers to adoption. Despite this, 
respondents acknowledged the potential of SGBs 
as a safe and convenient investment option. The 
study provides practical insights, recommending 
targeted financial literacy programs, 
personalized marketing campaigns, and the use 
of digital platforms to increase the accessibility 
and appeal of SGBs. Future research should 
focus on other demographic variables, 
behavioral factors, and comparative analyses 
with alternative gold investment options to 
provide a more comprehensive understanding of 
investor behavior. By addressing these 
challenges, SGBs can be positioned as a preferred 
investment avenue, contributing to economic 
growth and financial inclusion 
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INTRODUCTION 
The Sovereign gold bond is a government based scheme that provides 

investors to earn market linked returns along with interest at the rate of 2.5% 
without having gold in physical form. The Reserve Bank of Inida (RBI) issues 
gold bonds on behalf of government of India. The unit of each gold bond is 
equivalant to 1gm with 99.9% purity in value. The term of the maturity is an 8 
years with an option of withdrawal through RBI after 5 years. It is also listed and 
traded on stock exchanges by allowing investor to buy and sell through their 
demat accounts. The sovereign gold bond (SGBs) is  worth value of 1gm and the 
precious matter with the highest degree of purity. People who lives in India, is 
defined in the foreign exchange management Act 1999 are qualified to invest 
SGBs (Vidani & Solanki, 2015). 

The citizens who become non resident after buying SGBs can still hold it 
until to pre-mature and mature redemption. It includes individuals, Hindu 
Undivided Family, trust, welfare instituion and universities (Vidani, 2016). 
The Purpose behind SGBs 

The SGBs has brought down the demand of physical gold and it can also 
track the import and export of the same. Their is glassiness about this product 
and it comes under the RBIs view. There is no need to recruit any bank locker. 
We can buy SGBs through brokers or online through net banking and from 
designated offices the person who have tendency forinvestment in gold can 
consider Sovereign Gold Bond (SGBs). The charges of selling and buying is 
nominal in comparison to physical gold bond (Bhatt, Patel, & Vidani, 2017). 
Basic Features and benefits of sovereign gold bond schemes 

We know that what is gold bond scheme let’s have a look on the basic 
advantages and features of the scheme (Vidani, Chack, & Rathod, 2017). 
Investing is flexible in the gold bond you can choose amount as you wish to 
invest (Vidani, 2018). You can buy various weight denominations with minmum 
weight 1gm (Biharani & Vidani, 2018). You can also hold your gold bond in paper 
form and demat account whichever is convenient for you (Odedra, Rabadiya, & 
Vidani, 2018). You can earn interest on your gold bonds half-yearly (Vasveliya & 
Vidani, 2019). 

The SGBs scheme is based by the government, that investors doesn’t have 
to worry about the purity of the gold and it makes on of the safest scheme for the 
investors (Sachaniya, Vora, & Vidani, 2019). The investors doesn’t need to worry 
about storing it since it is issued on demat form or certificates and not in physical 
form (Vidani & Plaha, 2017). When the scheme matures after 8 years but you can 
prematurely withdraw it after the period of 5 years (Vidani J. N., 2018). 
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LITERATURE REVIEW 
(Sudindra & Naidu, 2019) - Is Sovereign Gold Bond Better Than Other Gold 

Investment? The main objective of the study is to find out how sovereign gold 
bond superior to other forms of gold investment the secondary used for 
methodology it included that SGBs is superior then other forms of gold 
investments as SGBs are standing clear winner in term of purchase benefits and 
price of no TDS and can be used as collateral / security for eligibilty criteria for 
loans (Vidani, 2015). 

(Shenoy & Ashwitha, 2019) - Investors Perception and Satisfaction Level on 
Sovereign Gold Bond Scheme a Study at Belthangady Taluk (D.K): The objectives of 
this research paper are to study the factors considered by investors on 
investments in SGBs and the perception and satisfaction level of investors. In this 
study it is limited to 30 respondent only this 67% of respondent were satisfied on 
their investment and 66% like to invest in this scheme in paper form and the rest 
34% prefers to invest in demat form. Scine the scheme is authorised it is better 
safe, secure and suitable for investors (Solanki & Vidani, 2016) 

(Ninan, 2018) - Sovereign Gold Bond Scheme - An Alternative to Physical Gold 
Investment in Kerala: This research focus on the objective about physical, paper 
and SGB and awareness. The research methodology used as explorative in nature 
and based on primary data. The majority that 90.7% have investments in physical 
bond and 75.3% have lack of awarness of SGBs. The conclusion explained SGBs 
much suitable option for investment (Bhatt, Patel, & Vidani, 2017). 

(Satijani & Gidwani, 2018) - Gold Saving Scheme: An unusual way of 
investing in Gold thrust on Sovereign Gold Bond Scheme (SGBs): The main objective 
is to study the SGB scheme and to differntiate the performance of Physical gold, 
Gold ETF and to provide an substitute for buying physical gold. The research 
methodology took for this study is secondary research. It purposed and endorsed 
that government should imply and prepare policies for the gold. The conclusion 
of the study has reveled that gold loans were majorly being used for meetup  the  
household expenses and for settlement of debts (Sukhanandi, Tank, & Vidani, 
2018). 

(Rathore, 2017) - Investor’s Attitude towards Physical Gold and Sovereign Gold 
Bonds: The objective is to study the impact of different factors while investing in 
physical gold and SGBs and to study the investor’s choice. Research 
methodology used is quantitative method and data is collected via primary 
sources. The discoveries shows that the investment in SGBs needs investors not 
to payant transaction cost which makes the scheme much preferable.  It shows 
and recomends to have awarnees workshops for SGBs. Conclusion shows that 
saftey, purity, liquidity are the biggest factors on which investors gives it much 
significance than others (Vidani, Jacob, & Patel, 2019). 
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Research Gap 
While Sovereign Gold Bonds (SGBs) have been upgrade as a feasible 

alternative to physical gold, existing literature mostly  focuses on their economic 
benefits, market performance, and policy impact. However, limited research has 
been conducted to  evaluate the awareness and understanding of SGBs among 
individual investors, particularly in the context of demographic and behavioral 
factors. Most studies highlights macroeconomic perspectives, such as their role 
in reducing gold imports and stabilizing the economy, leaving a gap in 
understanding the micro-level awareness and perceptions of investors. 
Moveover, there is lack of exploration of how factors like financial literacy, age, 
and risk perception influence the adoption of SGBs. This gap is particularly 
clearly in analyzing investor preferences compared to other gold investment 
options, such as physical gold, Gold ETFs, or digital gold. Additionally, little 
attention has been paid to the productiveness of government campaigns and 
digital platforms in promoting SGBs to a multiple audience. This research aims 
to fill these gaps by providing understanding into investor awareness and 
attitudes, focus on hurdles to adoption, and identifying practical solutions to 
increase the appeal of SGBs. 
Research Objectivies 

Sovereign Gold Bonds (SGBs) are RBI regulated investment opportunity 
that offers individuals a secure and effective way to invest in gold without the 
physical storage needs. The public level of awarness about SGBs is a necessary 
factor in their acceptance and success. This research is aim to gain the extent of 
awarness regarding SGBs, by analysing on individuals understanding of there 
feature, benefits and regarding risks. It aims to explore the role of social economic 
and demographic factors in shaping itslevel of  awarness, along with sources of 
information that passionate investment decision.   
Hypothesis  

1. Investors perceive SGBs as significantly safer and more secure than 
physical gold. 

2. SGBs are perceived as significantly more convenient to buy and manage 
compared to physical gold. 

3. Investors perceive SGBs as offering significantly higher returns than 
physical gold. 

4. SGBs are perceived to provide significantly better tax benefits than 
physical gold. 

5. SGBs are perceived as significantly more cost-efficient than physical gold. 
6. Physical gold is perceived as significantly more liquid than SGBs. 
7. SGBs are perceived as significantly more suitable for investment than 

physical gold. 
8. SGBs are perceived as significantly more environmentally and ethically 

favorable than physical gold. 
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Table 1. Validation of Questionaire 

Statements Citation from JV citation file (You 
can add more than 1 citation) 

How did you first learn about Sovereign 
Gold Bonds (SGBs) 
News/Media 
Social Media 
Friend/Family 
Financial Advisor 

(Vidani & Solanki, 2015) 

Do you know who issues Sovereign Gold 
Bonds in India?  

(Vidani, 2015) 

Are you aware that Sovereign gold Bonds 
are an alternative to physical gold ? 

(Solanki & Vidani, 2016) 

Do you think Sovereign Gold Bonds are 
safer than physical gold ? 

(Pradhan, Tshogay, & Vidani, 
2016) 

Are you aware that Sovereign Gold 
Bonds provide annual interest ? 

(Modi, Harkani, Radadiya, & 
Vidani, 2016) 

Are you aware that Sovereign Gold 
Bonds can be traded in the stock market ? 

(Singh, Vidani, & Nagoria, 2016) 

Do you know that Sovereign Gold Bonds 
are exempt from capital gains tax if held 
till maturity ? 

(Mala, Vidani, & Solanki, 2016) 

Have you ever invested in Sovereign 
Gold Bonds ? 

(Vidani & Plaha, 2016) 

What is your preferred method of 
investing in gold ?  

(Bhatt, Patel, & Vidani, 2017) 

I am aware of the features of  SGBs. (Vidani, Chack, & Rathod, 2017) 

SGBs are better alternative to physical 
gold. 

(Vidani & Singh, 2017) 

I think SGBs are safe investment option. (Sukhanandi, Tank, & Vidani, 
2018) 

SGBs are convinent to buy and manage. (Biharani & Vidani, 2018) 

I belive the inerest component adds value 
to SGBs. 

(Odedra, Rabadiya, & Vidani, 
2018) 

I would consider investing in SGBs in 
future. 

(Vidani J. N., 2018) 

SGBs are effective for portfolio 
diversification. 

(Sachaniya, Vora, & Vidani, 2019) 

I am concerned about the price volatility 
of gold affecting the SGBs. 

(Vidani & Dholakia, 2020) 

What is the best way to increase 
awareness of Sovereign Gold Bonds ? 
Social Media Campaigns 
TV and print advertisements 
Awareness  sessions at banks 

(Vidani & Das, 2021) 
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Financial education programs in school 
and colleges 

Source: Author’s compilation 
 

METHODOLOGY 
Table 2. Research Methodology 

Research Design Descriptive 

Sample Method Non-Probability - Convenient Sampling method 

Data Collection 
Method 

Primary method 

Data Collection 
Method 

Structured Questionnaire 

Type of Questions Close ended 

Data Collection 
mode 

Online through Google Form 

Data Analysis 
methods 

Tables 

Data Analysis Tools SPSS and Excel 

Sampling Size 165 

Survey Area Ahmedabad, Vapi, Mumbai, Vadodara 

Sampling Unit Students, Private and government Job employees, 
Businessmen, Home maker, Professionals like CA, 
Doctor etc. 

Source: Author’s compilation 
 
Demographic Summary 
 The demographic profile of the respondents (N=165) reveals that 69.1% 
are male and 30.9% are female. A significant majority (83.6%) fall within the 18–
25 age group, followed by 10.9% aged 26–32 and 5.5% aged 33–38. In terms of 
education, 53.9% hold a Bachelor's degree, 35.8% have a Master's degree, while 
6.1% completed high school, and 4.2% are professionals. Most respondents 
(59.4%) are students, with 25.5% employed, 7.9% in business, and smaller 
proportions as homemakers (1.2%) or professionals (6.1%). Regarding annual 
income, 69.1% earn less than 2 lakh INR, 18.8% fall in the 2–5 lakh range, 9.1% 
earn 5–10 lakh, and 3.0% exceed 10 lakh INR annually. 
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RESULTS 
Table 3. Cronbach Alpha 

Cronbach Alpha Value No. of items 

0.933 12 

Source: SPSS Software 
 

 The Cronbach's Alpha value for the 12 items in the scale is 0.933, indicating 
excellent internal consistency and reliability. A value above 0.9 is generally 
considered to demonstrate that the items are highly interrelated and measure the 
same construct effectively. This result suggests that the instrument used in the 
study is reliable and suitable for further analysis. 
 

Table 4. Results of Hypothsis Testing 
Sr. 
No 

Alternate 
Hypothesis 

Result 
p = 

>/< 
0.05 

Accept/ 
Reject 
Null 
hypothesis 

R 
value 

Relationship 

H1 Investors perceive 
SGBs as 
significantly safer 
and more secure 
than physical gold. 

0.500 > H01 
Accepted(
Null 
hypothesis 
Accepted) 

0.957 Weak 

 
H2 

SGBs are perceived 
as significantly 
more convenient to 
buy and manage 
compared to 
physical gold. 

<0.001 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

<0.00
1 

Weak 

H3 Investors perceive 
SGBs as offering 
significantly 
higher returns than 
physical gold. 

0.011 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

0.059 Weak 

H4 SGBs are perceived 
to provide 
significantly better 
tax benefits than 
physical gold. 

0.030 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

0.456 Weak 

H5 SGBs are perceived 
as significantly 
more cost-efficient 
than physical gold. 

<0.001 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

<0.00
1 

Weak 
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H6 Physical gold is 
perceived as 
significantly more 
liquid than SGBs. 

<0.001 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

<0.00
1 

Weak 

H7 SGBs are perceived 
as significantly 
more suitable for 
investment than 
physical gold. 

<0.001 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

<0.00
1 

Weak 

H8 SGBs are perceived 
as significantly 
more 
environmentally 
and ethically 
favorable than 
physical gold. 

<0.001 < H02 
Rejected 
(Null 
Hypothesi
s 
Accepted) 

0.002 Weak 

Source: Author’s compilation 
 

DISCUSSION 
In this study the findings of the level of awarness and ideas of investors 

for sovereign gold bonds (SGBs) compare to physical gold. Eight hypothesis were 
created to study different dimensions like convinence, saftey, return, cost 
efficiency, tax benefits, inevestment suitability, liquidity and environment 
consideratioins. The findings were detail stuided through statistical testing 
provides inmortant insights into investors preferences and prescriptions.  

For the saftey and security (H1), the null hypothesis was accepted 
(p=0.500>0.05p=0.500>0.05p=0.500>0.05), shows that no significant difference in 
investors perceive the saftey of SGBs is compared to physical gold. The weak 
correalation (R=0.957 R=0.957 R=0.957) ahead it supports this result, indicating 
that saftey concerns maybe not a strongly supports the prefernces for SGBs.  

Tax benefit (H4) were another focus area where the null hypothesis was 
rejected (p=0.030<0.05 p=0.030<0.05 p=0.030<0.05), shows the perception of 
SGBs as tax efficient. Till now, the weak correlation (R=0.456 R=0.456 R=0.456) 
shows that this advantage is not strongly correlated with investor decisions. Cost 
efficiency (H5) also return a significant result (p<0.001 p<0.001 p<0.001), the null 
hypothesis rejected. This aligns joints the view that SGBs, by removing making 
charges and storage cost and offers a cost effective and alternative to physical 
gold. The weak relationship (R<0.001 R<0.001 R<0.001), this suggest that the 
benefit single might not sufficient to influence decision conclusively. 

Liquidity (H6) emerged as a factor favoring physical gold, with the null 
hypothesis rejected (p<0.001p < 0.001p<0.001). Except the weak correlation 
(R<0.001 R<0.001 R<0.001), This studies highlights the determined perception of 
physical gold as a more liquid asset. Investment reliability (H7) and 
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environmental considerations (H8)  were both significant (P<0.001 P<0.001 
P<0.001) with null hypothesis rejected. While this results shows that SGBs are 
much suitable investments and environmentaly favourable, the weak correlation 
(R<0.001 R<0.001 R<0.001 and R=0.002 R=0.002 R=0.002, respectively) suggest 
that this perception may be not strongly decisive. 

In summary, the study shows that when investors invests in SGBs is 
advantages in terms of reliable, returns, tax benefits, cost efficiency and ehical 
consideration these perception shows weak correlation. Liquidity is a notable  
strenght of physical gold. It concludes the need for increased awarness campaign 
to address with perception and promote SGBs as a best alternative to physical 
gold leveraging their unique benefits. 

• Theoretical Implications 
The findings of this study gives a  theoretical understanding of investor 

behavior and demographic which influences on financial instruments like 
Sovereign Gold Bonds (SGBs). When age has been identified as a potential 
demographic factor promotes investment decisions, the study showed that its 
impact on awareness and perceptions of SGBs is weak, suggesting a need to again 
enter  existing theories that emphasize age as a critical hurdles in investment 
behavior. 

The acceptance of the null hypothesis for H1 (p=0.500, R=0.957) focus the 
limited role of age in making concerns about gold price changes. This finding 
challenges traditional behavioral finance theories, let’s take that demographic 
factors such as age necesserily put impact on  risk perception and investment 
preferences. Except, the study suggests that concerns about gold price fluctuation 
are shared among age groups, potentially pointing a more universal realisation 
detailed in market uncertainty other than demographic fluctuation. 

For hypotheses H2 to H12, the non acceptance of the null hypothesis with 
statistically necessary results (p < 0.05) but weak relationships (R < 0.1) 
recommends that when age does correlate with perceptions of SGBs, it is not a 
strong consideration. The theoretical perspectives in behavioral finance, which 
make that factors such as financial literacy, education, and psychological traits 
may dominate age in shaping investment attitudes. The weak associations call 
for a bigger, more multidimensional approach to studying investor behavior, 
where demographic variables are complemented by psychographic and 
analytical factors. 

The study also implements the importance of financial products, such as 
safety, convenience, and additional benefits (e.g., interest income in SGBs). 
Theoretical models of consumer decision-making, such as the Technology 
Acceptance Model (TAM) and the Theory of Planned Behavior (TPB), could be 
expanded to include these specific product features as consideration of financial 
instrument taking on. The belief that SGBs are safer and more reliable than 
physical gold may match with constructs like perceived usefulness and ease of 
use in TAM, focusing the role of product-specific attributes in influencing 
adoption overall demographics. 
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In addition, the findings underline the need for investor education to 
address common problem, such as price fluctuation and product difficulty, 
which may curb the adoption of innovative financial instruments. Behavioral 
economics theories that focus on making effects and information imbalance can 
be applied to design interventions that improve investor awareness and 
confidence in SGBs. For example,  government backing, and interest-earning 
potential of SGBs in investor communications could reduce perceived risks and 
increase their attractiveness. 

• Practical Implications 
The findings of this study have many important theoretical suggestion, 

contributing to the decision-making and understanding of investor behavior, in 
the context of alternative gold investment options, specially Sovereign Gold 
Bonds (SGBs) and physical gold. First, the lack of perceived difference in safety 
and security between SGBs and physical gold focus the psychological attachment 
with the investors have to tangible assets, even objective advantages may give 
importance to the intangible instruments like SGBs.  

The awaereness of good returns from SGBs shows the partial promotes of 
rational choice theory, where financial gains plays important role in decision-
making. The weak correlation between perceived returns and preferences advise 
that investors consider bunch of factors beyond returns, pointing a need for a 
broad understanding of investment behavior. The importance of tax benefits in 
driving preferences for SGBs implements the theoretical importance of fiscal 
considerations in financial planning and portfolio upgrading. Same as the 
confession of SGBs as cost-efficient supports rational cost-benefit analysis 
models, though the weak relationship highlights that cost efficiency alone is not 
a major factor in decision-making. 
 
CONCLUSIONS AND RECOMMENDATIONS 

This study shows that the investors awareness and perceptions of 
Sovereign Gold Bonds (SGBs) compared to physical gold across various extent, 
including safety, convenience, returns, tax benefits, cost efficiency, liquidity, 
investment suitability, and environmental cogitation. The findings provide 
precious insights into the factors determine investor likeness and the challenges 
in promoting SGBs as a feasible alternative to physical gold. 

The data indicates that while SGBs are recognized as good in terms of 
convenience, returns, tax benefits, cost efficiency, investment suitability, and 
environmental considerations, these perceptions shows weak correlations, 
suggesting that these factors alone may not strongly drive investor behavior. On 
the other hand, physical gold continues to dominate in terms of perceived 
liquidity and keep its psychological appeal due to its tangibility. The acceptance 
of the null hypothesis for safety focus on the need to address misunderstanding 
or biases that may lead investors to identify physical gold with greater security, 
ahead this SGBs being government-backed instruments. 
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The study emphasise the necessary of targeted awareness campaigns to 
address weak perceptions and educate investors about the special benefits of 
SGBs, such as their cost-efficiency, tax advantages, and sustainability. These 
campaigns should also aim to overcome traditional biases favoring physical gold 
by emphasizing the modern, convenient, and risk-free nature of SGBs. The try to 
change the liquidity of SGBs could further increase their appeal and bridge the 
gap between investor expectations and the product's characteristics. 
 
FURTHER STUDY 
 This study has highlighted several dimensions of investor awareness and 
perceptions regarding Sovereign Gold Bonds (SGBs) and physical gold. While it 
provides valuable insights, there are several areas that warrant further 
exploration to deepen understanding and address limitations: 

1. Demographic and Psychographic Influences 
Future research should explore the impact of demographic factors such as 

age, gender, income level, and education on investor perceptions and 
preferences. Psychographic variables, including risk tolerance, investment goals, 
and cultural attitudes toward gold, could provide deeper insights into the drivers 
of SGB adoption. 

2. Behavioral Factors and Decision-Making 
Investigating behavioral biases, such as the endowment effect and status 

quo bias, could help explain why some investors prefer physical gold despite the 
benefits of SGBs. Understanding these biases can inform strategies to encourage 
a shift toward SGBs. 

3. Comparative Analysis with Other Gold Investment Options 
Expanding the study to include other gold investment instruments such 

as Gold ETFs, Gold Mutual Funds, and digital gold could provide a broader 
perspective on how SGBs compare within the spectrum of gold-related 
investments. 

4. Longitudinal Studies on Awareness and Adoption 
Conducting longitudinal studies to track changes in awareness, 

perceptions, and adoption of SGBs over time would offer valuable insights into 
the effectiveness of awareness campaigns and policy interventions. 
Geographic and Cultural Variations 
Exploring regional differences in investor perceptions could uncover cultural 
and geographic factors that influence preferences for physical gold versus SGBs. 
This could be particularly relevant in a diverse country like India, where attitudes 
toward gold vary significantly across regions. 

5. Liquidity and Secondary Market Development 
Given the significant preference for physical gold due to its perceived 

liquidity, future research could investigate the role of secondary market 
development for SGBs. Studying the effectiveness of initiatives aimed at 
improving SGB liquidity could help policymakers address this concern. 
Impact of Awareness Campaigns and Policy Measures 
Research on the effectiveness of government and institutional awareness 
campaigns about SGBs, including the role of financial literacy, could provide 
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actionable insights. Analyzing the impact of policy measures, such as tax 
incentives or buyback schemes, on SGB adoption would also be valuable. 

6. Sustainability and Ethical Considerations 
With the growing importance of sustainable and ethical investing, future 

studies could delve deeper into how these factors influence investor preferences 
for SGBs. Assessing how well SGBs align with broader ESG (Environmental, 
Social, and Governance) criteria could attract a new segment of environmentally 
conscious investors. 

7. Technology and Digital Channels 
Exploring the role of digital platforms and technology in facilitating the 

purchase and management of SGBs could highlight ways to enhance their 
accessibility and convenience. This would be particularly relevant in engaging 
tech-savvy and younger investors. 

8. Global Perspectives and Comparisons 
Extending the study to include global markets where gold investments are 

popular could provide comparative insights. Understanding how SGB-like 
instruments perform in other countries might offer lessons for improving their 
adoption in India. 

By addressing these areas, future research can provide a more 
comprehensive understanding of investor behavior, the barriers to SGB 
adoption, and the opportunities to position SGBs as a preferred investment 
option in the gold market. This would support policymakers, financial 
institutions, and researchers in crafting effective strategies to enhance the reach 
and impact of SGBs. 
 
REFERENCES  
Bansal, A., Pophalkar, S., & Vidani, C. (2023). A Review of Ed-Tech Sector in 

India. International Journal of Management Analytics (IJMA), 1(1), 63-84. 
Bhatt, V., Patel, S., & Vidani, J. N. (2017, February). START-UP INDIA: A 

ROUGH DIAMOND TO BE POLISHED. National Conference on Startup 
India: Boosting Entrepreneurship (pp. 61-67). Pune: D.Y. Patil University 
Press. 

Biharani, S., & Vidani, J. N. (2018). ENTREPRENEURSHIP: CAREER 
OPPORTUNITY HAS NO GENDER DISCRIMINATION. Compendium 
of Research Papers of National Conference 2018 on Leadership, 
Governance and Strategic Management: Key to Success (pp. 101-104). 
Pune: D. Y Patil University Press. 

Chaudhary, N., Patel, V., & Vidani, C. J. (2023). A Review of Non-Technical 
Training Programmes Conducted by Corporate Trainers for IT 
Companies. International Journal of Management Analytics (IJMA), 1(1), 
85-110. 

Dhere, S., Vidani, J. N., & Solanki, H. V. (2016, November). A SURVEY ON THE 
TOWARDS SATISFATION LEVEL OF THE CUSTOMER SHOPPING 
MALL'S: AN ANALYTICAL STUDY. International Multidisciplinary 
Journal Think Different, 3(24), 45-50. 



International Journal of Sustainable Social Science (IJSSS) 
Vol.2, No.6, 2024: 371-386  

                                                                                           

  383 
 

Mahajan, H., & Vidani, J. (2023). Packaging strategies: Outlook on consumer 
buying behaviour for FMCG products. Journal of Management and 
Entrepreneurship, 17(4), October - December 2023. 

Mala, Vidani, J. N., & Solanki, H. V. (2016, November). GREEN MARKETING-A 
NEw WAY OF MARKETING: A REVIEW APPROACH. International 
Multidisciplinary Journal Think Different, 3(24), 40-44. 

Modi, R., Harkani, N., Radadiya, G., & Vidani, J. N. (2016, August). Startup India: 
Even Diamonds start as Coal. NTERNATIONAL JOURNAL FOR 
INNOVATIVE RESEARCH IN MULTIDISCIPLINARY FIELD, 2(8), 111-
116. 

Niyati, B., & Vidani, J. N. (2016, July). Next Generation Children: Smarter or 
Faster. NTERNATIONAL JOURNAL FOR INNOVATIVE RESEARCH IN 
MULTIDISCIPLINARY FIELD, 2(7), 110-114. 

Odedra, K., Rabadiya, B., & Vidani, J. (2018). AN ANALYSIS OF IDENTIFYING 
THE BUSINESS OPPORTUNITY IN AGRO and CHEMICAL SECTOR - 
WITH SPECIAL REFERENCE TO AFRICAN COUNTRY UGANDA. 
Compendium of Research Papers of National Conference 2018 on 
Leadership, Governance and Strategic Management: Key to Success (pp. 
96-100). Pune: D.Y Patil University Press. 

Patel, V., Chaudhary, N., & Vidani, C. J. (2023). A Study on Awareness of Various 
Non-Technical Training Programmes Conducted by Corporate Trainers 
for IT Companies in Ahmedabad. International Journal of Management 
Analytics (IJMA), 1(1), 111-132. 

Pathak, K. N., & Vidani, J. N. (2016). A SURVEY ON THE AWARENESS 
SATISFACTION AS WELL ASTO KNOW THE LEVELoF OF THE 
ONLINE SHOPPING AMONG THE PEOPLE OF AHMADABAD CITY. 
Governance in E-commerce: Contemporary Issues & Challenges (pp. 261-
275). Ahmedabad: GTU. 

Pradhan, U., Tshogay, C., & Vidani, J. N. (2016, July). Short Messages: Its Effect 
on Teenager's Literacy and Communication. NTERNATIONAL 
JOURNAL FOR INNOVATIVE RESEARCH IN MULTIDISCIPLINARY 
FIELD, 2(7), 115-120. 

Rathod, H. S., Meghrajani, D. I., & Vidani, J. (2022, December). Influencer 
Marketing: A New Marketing Communication Trend. Shodhsamhita, 
VIII(12(II)), 155-167. 

Sachaniya, C., Vora, H., & Vidani, J. (2019). A Study on Identifying the Gap 
between Expected service and Actual Service with Special Reference to 
Suk Sagar Gir Resort, Sasan. In P. Rijwani, S. Shome, & D. Danak (Ed.), 
BUSINESS, ECONOMY AND ENVIRONMENT: CORPORATE 
PERSPECTIVES (pp. 162-169). Ahmedabad: Himalaya Publishing House 
Pvt. Ltd. 

Saxena, M., & Vidani, J. (2023). MBA Chai Wala. In M. R. Dixit, S. Bist, & S. Shah, 
Searching Alternativies (pp. 22-32). Ahmedabad: Routledge - imprint of 
Taylor & Francis group. 



Dubey, Verma, Vidani 

384 
 

Saxena, M., & Vidani, J. N. (2023). MBA Chai Wala. In M. R. Dixit, S. Bist, & S. 
Shah, Searching Alternativies (pp. 22-32). Ahmedabad: Routledge - 
imprint of Taylor & Francis group. 

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer Attitude Towards 
Purchase Intention of Online Courses on Udemy Using Co-Relation with 
Reference to English Speaking and Excel Among Gen-Z in Ahmedabad. 
International Journal of Management Analytics (IJMA), 1(1), 193-212. 

Sharma, S., & Vidani, C. J. (2023). To Study the Consumer Attitude Towards 
Purchase Intention of Online Courses on Udemy Using Regression with 
Reference to English Speaking and Excel Among Gen-Z in Ahmedabad. 
International Journal of Management Analytics (IJMA), 1(2), 213-234. 

Singh, P. K., & Vidani, J. N. (2016, November). PROBLEMS AND PROSPECTS 
OF AGRICULTURE MARKETING IN INDIA. International 
Multidisciplinary Journal Think Different, 3(22), 9-16. 

Singh, P. K., Vidani, J. N., & Nagoria, V. S. ( 2016, July-September). Waste 
Management: Inspire Today for A Better Tomorrow. Journal of Basic and 
Applied Engineering Research, 3(10), 921-926. 

Solanki, H. V., & Vidani, J. N. (2016, November). A NEW ERA OF E-VYAPAR IN 
21ST CENTURY: A REVIEW APPROACH. INTERNATIONAL 
JOURNAL OF MULTIDISCIPLINARY EDUCATIONAL RESEARCH, 
5(11(2)), 61-77. 

Solanki, N., & Vidani, J. N. (2016, January). THE STUDY LEGAL ASPECTS OF 
TRADE IN ETHIOPIA. ZENITH International Journal of 
Multidisciplinary Research, 6(1), 226-284. 

Sukhanandi, S., Tank, D., & Vidani, J. N. (2018). ANALYSIS OF THE IMPACT 
OF WORK LIFE BALANCE ON WORKING WOMEN LEADER IN 
INDIA. National Conference 2018 on Leadership, Governance and 
Strategic Management: Key toSuccess (pp. 77-80). Pune: D.Y.Patil 
University Press. 

Vasveliya, M., & Vidani, J. (2019). A Study on Analyzing Gap between Expected 
and Actual Customer Satisfaction Regarding Royal Enfield's Features and 
Services. In P. Rijwani, S. Shome, & D. Danak (Ed.), BUSINESS, 
ECONOMY AND ENVIRONMENT: CORPORATE PERSPECTIVES (pp. 
79-85). Ahmedabad: Himalaya Publishing House Pvt. Ltd. 

Vidani, J. N. (2015, December ). THE STUDY OF INVESTMENT PATTERN OF 
THE PEOPLE OF BHAVNAGAR DISTRICT. The Indian Writer’s e – 
Journal, 1(1), 1-26. 

Vidani, J. N. (2015, December). “THE STUDY OF THE CONCEPTS OF 
PERSONALITY TRAITS, VALUES, SKILLS AND PERCEPTION OF 
DR.MANMOHANSINGH. The Indian Writer’ s e – Journal, 1(1), 1-14. 

Vidani, J. N. (2015, December). THE STUDY OF PESTLE ANALYSIS IN KERALA 
STATE. ZENITH International Journal of Multidisciplinary Research, 
5(12), 33-50. 

Vidani, J. N. (2015, Novemmber). Self Aid Group – A Preeminent way for Bucolic 
Female Empowerment. International Journal of Advance Engineering and 
Research Development, 2(11), 351-360. 



International Journal of Sustainable Social Science (IJSSS) 
Vol.2, No.6, 2024: 371-386  

                                                                                           

  385 
 

Vidani, J. N. (2016). IS ENTREPRENEURSHIP A GENDER BLIND (PART II). 
Indian Journal of Technical Education (IJTE) - Special Issue for 
ICWSTCSC-2016, 25-33. 

Vidani, J. N. (2016, December ). Roles of a Bhartiya Nari Vyapari: A Case study 
review Approach. International Journal of Management, IT & 
Engineering, 6(12), 328-341. 

Vidani, J. N. (2016, November). Fake Opportunities and Real Challenges of an 
Indian Women Entrepreneurs: A Review Approach. International Journal 
of Multidisciplinary Educational Research, 5(11(3)), 224-237. 

Vidani, J. N. (2016, September). Rural Women Entrepreneurship: "Nari Bani 
Vyapari". International Journal of Management and Research, 1, 208-213. 

Vidani, J. N. (2018). Export and Import Procedures (Vol. 1). Online: Educreation 
Publishing . 

Vidani, J. N. (2018). MERGER AND AQUIsITIONS: A CASE FROM INDIAN 
TELECOM SECTOR VODAFONE & IDEA. Compendium of Research 
Papers of National Conference 2018 on Leadership, Governance and 
Strategic Management: Key to Success (pp. 105-108). Pune: D.Y Patil 
University Press. 

Vidani, J. N. (2018). Overview of Opportunities and Challenges in Marketing 
Strategies of Ecopreneurs for their Eco-Prenrurial Products in the Markets 
of Saurahtra Region. In B. UNNY, D. N. BHATT, & D. S. BHATT (Ed.), 
Transformation Through Strategic and Technological Interventions (pp. 
159-167). Ahmedabad: McGraw Hill Education (India) Private Limited. 

Vidani, J. N. (2019). INFLUENCER MARKETING: A NEW TREND. Nafional 
Conferenee on "Multidisciplinary Research in Socelal Seienes & 
Management Studies. 6, pp. 344-353. Pune: D.Y Patil Institute of 
Management Studies. 

Vidani, J. N. (2020). ROLE OF WOMEN IN AGRICULTURE SECTOR OF INDIA. 
In P. (. Mateen, WOMEN EMPOWERMENT & ECONOMIC 
DEVELOPMENT (pp. 32-47). Kanpur: International Publications. 

Vidani, J. N. (2022). Digital Marketing for Business in #hashtag era (Vol. 1). Delhi, 
India: Publishing Expert. 

Vidani, J. N., & Das, D. S. (2021, August). A Review on Evolution of Social Media 
Influencer Marketing: Reflection on Consumer Behaviour and 
Consumer’s Decision-Making Process. Turkish Online Journal of 
Qualitative Inquiry (TOJQI). Retrieved from 
https://www.tojqi.net/index.php/journal/issue/view/51 

Vidani, J. N., & Dholakia, A. (2020). An Introspective Study on Retail Sector The 
Current Scenario in Gujarat and India. In R. B. Chauhan, Management and 
Innovation: Research Study (pp. 1-15). Kanyakumari: Cape Comorin 
Publisher. 

Vidani, J. N., & Pathak, K. N. (2016). A SURVEY ON AWARENESS AND 
SATISFACTION LEVEL OF THE CONSUMERS OF ONLINE GIFTING 
WITH SPECIAL REFERENCE T0 AHMADABAD CITY. Governance in E-
commerce: Contemporary Issues &Challenges (pp. 121-135). Ahmedabad: 
GTU. 



Dubey, Verma, Vidani 

386 
 

Vidani, J. N., & Plaha, N. G. (2016, November). SWACHH BHARAT: CSR 
INITIATIVE BY INDIAN CORPORATES. International Multidisciplinary 
Journal Think Different, 3(22), 44-50. 

Vidani, J. N., & Plaha, N. G. (2017). AGRIPRENEURSHIP: A REINCARNATION 
OF INDIAN AGRICULTURAL SECTOR. Proceedings of the International 
Conference on Enhancing Economic Productivity and Competitiveness 
through Financial and Monetary Reforms (pp. 154-159). Ahmedabad: 
GTU. 

Vidani, J. N., & Singh, P. K. (2017). To study the effect of marketing on awareness 
and the use of contraceptive pills in the rural areas with special Reference 
to Ahmedabad District. Services in Emerging Markets (pp. 254-265). 
Ahmedabad: Emerald. 

Vidani, J. N., & Solanki, N. (2015, December). THE STUDY OF FUNDAMENTAL 
CONCEPTS OF MANAGEMENT FOCUSING ON POSDCORB 
ANALYSIS - PARLE INDIA PVT. LTD. EXCEL International Journal of 
Multidisciplinary Management Studies, 5(12), 45-56. 

Vidani, J. N., Chack, P. K., & Rathod, D. N. (2017, February). STARTUP INDIA: 
A CHALLENGING WAY OF THRONES. National Conference on startup 
India: Boosting Entrepreneurship (pp. 111-118). Pune: D. Y. Patil 
University Press. 

Vidani, J. N., Das, S., Meghrajani, I., & Singh, G. (2023, August). Influencer 
Marketing and Gendered Consumer Behavior: An Analysis of Clothing 
Purchases across Different Fashion Categories. Sodhsamhita, 137-157. 

Vidani, J. N., Meghrajani, I., & Siddarth, D. (2023, May). Unleashing the Power of 
Influencer Marketing: A Study on Millennial Consumer Behaviour and its 
Key Antecedents. JOURNAL OF EDUCATION: RABINDRA BHARATI 
UNIVERSITY, XXV(6), 99-117. 

Vidani, J., Das, S., Meghrajani, I., & Chaudasi, C. (2023). Unveiling the Influencer 
Appeal: A Gender-Centric Exploration of Social Media Follower 
Motivations. Rabindra Bharati Journal of Philosophy, 182-203. 


