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PREFACE 

 The diamond industry has traditionally been associated with luxury, rarity, and emotional symbolism. However, 

technological advancements have introduced a new alternative — Lab-Grown Diamonds (LGDs) — which are 

physically, chemically, and optically identical to natural diamonds but produced in controlled laboratory environments. 

This development has created a significant shift in the jewelry market, raising important questions about consumer 

perception, acceptance, and buying behavior. 

This study, titled “A Study on Consumer Perception Towards Lab-Grown Diamonds (Mumbai Based)”, aims to 

understand how consumers in Mumbai perceive lab-grown diamonds in comparison to traditional natural diamonds. 

Mumbai, being one of India’s largest metropolitan cities and a major hub for jewelry trade and fashion trends, provides 

an ideal environment to analyze evolving consumer attitudes toward innovative luxury products. 

The purpose of this research is not only to examine awareness and knowledge levels but also to explore deeper 

psychological factors such as beliefs, emotional value, perceived risks, and purchase intentions. Consumer perception 

plays a crucial role in determining market success, especially for products that challenge traditional norms. While LGDs 

offer advantages such as affordability and environmental sustainability, their acceptance depends largely on how 

consumers interpret these benefits in relation to established cultural and emotional meanings of diamonds. 

This study has been conducted using primary data collected through a structured questionnaire. The analysis focuses on 

understanding patterns of awareness, attitudes, and behavior among consumers. The findings of this research are 

expected to contribute to a better understanding of the Indian jewelry market, particularly in urban centers like Mumbai, 

where exposure to new trends and technologies is high. 

Through this project, an effort has been made to bridge the gap between technological innovation and consumer 

psychology. The study also provides insights that may be useful for jewelers, marketers, and researchers interested in 

the future of the diamond industry. 

This research has been a valuable learning experience, enhancing understanding of consumer behavior, research 

methodology, and the dynamics of modern luxury markets. 

In recent years, consumer preferences have been gradually shifting from purely traditional choices toward products that 

combine innovation, value, and ethical considerations. Lab-grown diamonds represent this transformation, as they align 

with modern concerns such as sustainability, technological progress, and cost-effectiveness. Despite their scientific 

authenticity, their market acceptance depends heavily on consumer mindset, trust, and emotional connection. Therefore, 

studying perception becomes essential to understand whether consumers are ready to embrace this alternative or still 

remain attached to conventional beliefs about natural diamonds. 
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Furthermore, this study holds significance in the context of changing market dynamics in India, where urban consumers 

are becoming more informed, digitally influenced, and value-conscious. Mumbai, as a cosmopolitan city, reflects diverse 

consumer segments with varying lifestyles, income levels, and cultural values. The insights derived from this research 

may help stakeholders in the jewelry industry develop better communication strategies, improve consumer education, 

and design products that resonate with evolving expectations. Thus, this project not only contributes academically but 

also offers practical relevance to the industry. 

 

Part 1 : General Information 

1. Introduction (what this topic covers) 

The market for diamonds is changing. Lab-grown diamonds (LGDs) diamonds produced in controlled laboratory 

environments using high-pressure, high- temperature (HPHT) or chemical vapor deposition (CVD) methods now sit 

beside natural mined diamonds in jewellery counters and online catalogues. For a consumer in Mumbai (a major Indian 

metro with a large jewelry market and diverse buyer profiles), choosing between lab-grown and natural diamonds 

involves more than price: it includes values (environment and ethics), beliefs about authenticity and prestige, perceptions 

of quality and longevity, trust in certification, and the influence of family, culture and social status. 

This document provides a comprehensive, research-friendly overview of the topic: the technical differences in brief, the 

Mumbai market context, the key factors shaping consumer perceptions, typical buyer segments, purchase journeys and 

channels, implications for marketers and retailers, and recommended areas to explore in your research. 

2. Background — Lab-Grown vs Natural Diamonds (concise, factual) 

• What is a lab-grown diamond? 

An LGD is chemically, physically and optically the same as a natural diamond: both are crystalline carbon in the same 

crystal structure. LGDs are formed in the lab using HPHT (mimicking earth’s pressure/temperature) or CVD (building 

diamond layer by layer from a carbon-rich gas). LGDs can be colorless or fancy-colored, and graded using the same 4Cs 

(Carat, Cut, Color, Clarity). 

• What is a natural diamond? 

A natural diamond forms over geological timescales under earth’s mantle conditions, then is mined and cut. Natural 

diamonds are valued for rarity, origin story and heritage. 

• Key practical differences: 

o Origin & rarity: Natural = geological, rare. LGD = manufactured, scalable. 

o Price: LGDs typically cost significantly less per carat than natural diamonds (percentage varies by size and 

quality). 

o Traceability & sustainability claims: LGDs often marketed as more ethical/eco-friendly (no mining), though 

lifecycle impacts and electricity sources matter. 

 

o Resale & perceived value retention: Natural diamonds traditionally hold brand and resale value better; LGDs 

are newer and resale markets are still developing. 

o Certification: Both can be certified by gem labs (GIA, IGI, AGS, HRD, etc.), though certificate language differs 

and consumer understanding of it varies. 

3. Mumbai market context, why Mumbai matters 

Mumbai is India’s financial capital and one of its largest jewellery markets. Important contextual points for Mumbai-

based consumer perception: 
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• Demographics & buying power: Mumbai has a wide income spectrum: affluent high-net-worth individuals, 

upper-middle class professionals, and a large aspirational middle-class. This diversity yields multiple market segments 

for diamond jewellery. 

• Cultural & ceremonial importance: Weddings and family gifting are major drivers for diamond purchases in 

Mumbai. Jewelry purchases are often family-influenced decisions, with emphasis on tradition and social status. 

• Retail landscape: Mumbai has a mix of traditional family-owned jewellers (local neighbourhood shops and 

established regional chains), large national brands, and a growing number of online retailers and D2C jewellery startups. 

Each channel influences perception differently: traditional retailers emphasize heritage and trust; online sellers 

emphasize transparency, price and convenience. 

• Exposure to trends: Urban consumers in Mumbai—especially younger buyers—are exposed to global trends 

via social media, influencers, and travel. This increases awareness of LGDs among millennials and Gen Z. 

• Regulatory & certification environment: India has gemological laboratories and standards; however, 

consumer trust in certifications and the ability to understand them varies. Mumbai buyers may rely on brand reputation 

and retailer assurances. 

4. Key factors shaping consumer perception 

Consumer perception is multi-dimensional. Below are the major influencing factors, each explained with how it typically 

plays out among Mumbai buyers: 

Price & perceived value 

• Affordability: A major advantage of LGDs is price buyers can purchase larger or higher-quality stones for 

similar budgets. Many Mumbai consumers view LGDs as offering higher perceived utility per rupee. 

 

• Value retention: However, many perceive natural diamonds as better at retaining value and status an important 

factor for buyers who view jewellery as an investment or heirloom. 

Authenticity, prestige and symbolism 

• Emotional value: Natural diamonds are traditionally associated with rarity, permanence and emotional 

symbolism (e.g., “forever”). This symbolism still strongly influences many buyers especially older generations and those 

purchasing for marriage. 

• Prestige & status signaling: For some segments, owning a natural diamond signals wealth and status. LGDs 

can be perceived as less prestigious by consumers who equate rarity with value. 

Ethics, sustainability & social responsibility 

• Mining concerns: Concerns about mining’s environmental and social impacts (land disturbance, labor issues) 

drive some consumers toward LGDs. Younger, urban, environmentally conscious buyers in Mumbai often prefer LGDs 

for these reasons. 

• Skepticism: But some consumers are skeptical of sustainability claims; they question energy usage in labs and 

want transparent lifecycle info. 

Quality, appearance and technical parity 

• Visual parity: Many consumers, once shown LGDs and natural diamonds side-by-side, find them visually 

indistinguishable. This helps LGDs among buyers prioritizing appearance. 

• Durability: Education that both are equally hard (both a 10 on Mohs scale) helps reduce concerns about longevity. 
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Trust, certification and retail credibility 

• Certification literacy: Consumers rely heavily on certificates (GIA, IGI) but may not fully understand 

differences between labs or grading nuances. Reassuring, well-known certifications and respected retailers increase trust. 

• Retailer reputation: Longstanding Mumbai jewellers carry trust; new entrants and online brands must build 

credibility through guarantees, return policies, and third-party certification. 

 

Cultural & family influence 

• Family expectations: In Mumbai, jewellery purchases especially for marriage are often family discussions. 

Many older family members may prefer natural diamonds for tradition, affecting younger buyers. 

• Peer influence: Urban youth and working professionals are influenced by peers and social media trends that 

normalize LGDs. 

Resale, insurance and after-sales 

• Resale market concerns: Buyers worry about resale value of LGDs; this influences purchase decisions, 

especially for investment-minded customers. 

• Insurance & servicing: Clarity on insurance, warranties, and repair policies impacts perceived purchase risk. 

5. Consumer segments in Mumbai (practical segmentation) 

Based on attitudes and likely behavior, Mumbai consumers can broadly be grouped into segments relevant to LGD 

adoption: 

1. Value-seekers / Practical buyers 

o Prioritize price and look for maximum size/quality for budget. Open to LGDs for cost advantages. Younger 

professionals often here. 

2. Ethical / environmentally conscious buyers 

o Motivated by sustainability and ethics. Likely to choose LGDs if convinced about environmental credentials 

and transparency. 

3. Traditional / status-focused buyers 

o Prefer natural diamonds for heritage, prestige, and perceived long- term value. Often older or family-influenced 

buyers. 

4. Fashion-forward / trend adopters 

o Younger urban consumers focused on style and novelty. LGDs appeal due to modern branding and ability to 

buy striking pieces affordably. 

 

1.1 Overview – Industry, Global market, Indian market, & Growth. 

1.  Introduction to the Global Diamond Industry 

The global diamond industry is a multi-billion-dollar sector, consisting of three primary stages: 

1. Mining & Production (Upstream) 

2. Cutting, Polishing & Manufacturing (Midstream) 

3. Retail & Distribution to Consumers (Downstream) 

This industry includes both natural diamonds, formed over billions of years in the Earth’s mantle, and lab-grown 

diamonds (LGDs), produced in laboratories using advanced technological processes. Over the last decade, lab-grown 
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diamonds have emerged as a strong competitor due to affordability, sustainability, and growing consumer acceptance. 

2.  Historical Background of the Diamond Industry 

Period Key Developments 

19th Century Discovery of diamonds in South Africa (Kimberley Mines). De Beers Company formed, 

becoming dominant. 

20th Century Diamonds popularized as symbols of love (e.g., “A Diamond is Forever” slogan by 

De Beers). 

 

21st Century 

Technological innovations brought Lab-Grown Diamonds into mainstream markets. 

Ethical and environmental concerns began shifting consumer preferences. 

3.  Types of Diamonds in the Industry 

 

A. Natural Diamonds 

• Formed naturally under the Earth’s surface. 

• Mined from countries like Russia, Botswana, Canada, South Africa. 

• High rarity, traditionally used in luxury and bridal jewellery. 

• Perceived high investment value. 

B. Lab-Grown Diamonds 

• Produced using HPHT (High Pressure High Temperature) or CVD (Chemical Vapor Deposition). 

• Chemically, physically, and optically identical to natural diamonds. 

• 40–80% cheaper than natural diamonds. 

• Market share growing rapidly among millennials and eco-conscious consumers. 

4.  Major Global Diamond Centers 

 

Stage Countries / Cities 

Mining Russia, Botswana, Canada, Angola, South Africa 

Cutting & Polishing India (Surat), Belgium (Antwerp), Israel 

Trading Hubs Antwerp, Dubai, Hong Kong 

Retail Markets USA, India, China, Middle East 

 

5.  India’s Role in the Diamond Industry 

India is the world leader in cutting and polishing diamonds, especially in Surat, Gujarat, processing almost 90% of 

the world’s diamonds by volume. 

Key Contributions by India: 

• Largest cutting & polishing hub 

• Major exporter of cut diamonds 

https://ijsrem.com/
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• Emerging consumer market for diamond jewellery 

Surat Diamond Industry 

• Known as the “Diamond City of the World”. 

• Skilled labour, low cost, precision polishing. 

• Major hub for both natural and lab-grown diamond manufacturing. 

 

 

6.  Mumbai – Heart of India’s Diamond Trade 

Mumbai plays two crucial roles in the diamond industry: 

1. Trading & Export Hub 

o Bharat Diamond Bourse (BDB), Bandra-Kurla Complex (BKC), is Asia’s largest diamond trading center. 

o Houses major international and Indian diamantaires, brokers, and trading companies. 

2. Consumer & Retail Hub 

o Large urban consumer base with luxury demand. 

o Famous jewellery markets: Zaveri Bazaar, Pancharatna Building, Opera House. 

o Numerous national/international jewellery brands and emerging D2C (direct-to-consumer) brands. 

 

7.  Market Segmentation in Diamond Industry 

 

By Type of Diamond 

• Natural Diamonds – Luxury, tradition, investment. 

• Lab-Grown Diamonds (LGDs) – Affordable luxury, ethical, fashion- oriented. 

By Consumer Purpose 

• Bridal Jewellery (Engagement, Weddings) 

• Fashion Jewellery (Daily wear, Celebrities, Millennials) 

• Investment & Heirloom 

By Sales Channel 

• Offline Retail (Showrooms, Family Jewellers) 

• Online Platforms (CaratLane, BlueStone, Angara, Giva) 

• International Luxury Brands (Tiffany, Cartier, Tanishq) 

8.  Economic Importance of the Diamond Industry 

 

Parameter Contribution 

India’s Export 

Earnings 

Diamonds contribute over 50% of India’s total gems & 

jewellery exports. 

Employment
Over  4.5  million  people  employed  (primarily in 

Gujarat & Maharashtra). 
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9.  Current Trends in the Diamond Industry 

 

1️ Sustainability & Ethical Practices 

• Demand for conflict-free diamonds. 

• Rise of Kimberley Process Certification for natural diamonds. 

2️ Shift Towards Lab-Grown Diamonds 

• Especially among millennials and Gen Z. 

• Fashion brands adopting LGDs for modern collections. 

3️ Digital & Online Sales 

• Try-at-home, AR ring fitting, virtual jewellery trials. 

• E-commerce platforms gaining trust. 

4️ Customization Trend 

• Personalized jewellery designs. 

• Consumers prefer unique cuts, engravings, bespoke pieces. 

 

 

10.  Challenges Facing the Diamond Industry 

 

Challenges Impact 

Price Volatility Affects both producers and retailers 

Lab-Grown 

Competition 
Decreasing demand for natural diamonds  

Mining impacts environment, forced labor  Ethical Concerns

  

Certification 

Confusion 

Consumers struggle to differentiate between types and 

grades 

 

 

 

  

Global Market Size 

(2023) 
USD 100+ Billion  

 

Expected CAGR: 15–20% (fastest-growing segment)  Lab-Grown Market 

Growth 
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11.  Future Outlook of the Diamond Industry 

• Hybrid Market Future: Co-existence of natural and lab-grown diamonds. 

• Technological Innovations: Advanced CVD technology is making LGDs nearly perfect. 

• Retail Evolution: AI-based recommendations, VR try-ons, personalization. 

 

• Indian Market Growth: Rising urban income, wedding culture, celebrity endorsements. 

12.  Global Growth of the Diamond Industry 

The global diamond industry has seen consistent growth over the past decades, driven by both natural and lab-grown 

diamonds. Key points: 

A. Market Size & Forecast 

• The global diamond market was valued at around USD 97.57 billion in 2024 and is expected to reach USD 

138.66 billion by 2032, at a CAGR of approximately 4–5%. 

• Lab-grown diamonds (LGDs) are a major driver of growth, with a CAGR of 15–20%, showing rapid adoption 

among millennials and Gen Z consumers. 

B. Factors Driving Global Growth 

1. Rising Disposable Income – Particularly in emerging economies like China, India, and the Middle East. 

2. Cultural & Social Significance – Diamonds are associated with luxury, weddings, and social status. 

3. Technological Advancements – Lab-grown diamonds are cheaper, scalable, and appeal to eco-conscious 

consumers. 

4. E-commerce & Digital Marketing – Online platforms make diamonds more accessible globally. 

5. Sustainability Trends – Ethical and conflict-free sourcing attracts a new generation of buyers. 

C. Regional Growth Trends 

• North America: Largest market, high per capita consumption. 

• Europe: Mature market, growing focus on sustainability. 

• Asia-Pacific: Fastest-growing market due to rising wealth, urbanization, and a large middle class. 

• Middle East: Growing luxury consumption, particularly in the UAE and Saudi Arabia. 

 

12. Conclusion 

 

The diamond industry is undergoing a transformation. While natural diamonds still dominate luxury and tradition, lab-

grown diamonds are redefining affordability, sustainability, and accessibility. Mumbai, being a crucial hub, reflects this 

shift where consumer preference is increasingly dependent on awareness, value perception, ethics, and modern lifestyle. 
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2.About the major companies in the diamond industry. 

 

1. Global Natural Diamond Companies 

 

A. De Beers Group 

• Headquarters: London, UK 

• Overview: Founded in 1888, De Beers is the world’s largest and most well-known diamond company. It 

dominates global diamond mining and has historically controlled a large portion of supply through marketing and trade 

networks. 

• Operations: Mining in Botswana, Canada, Namibia, South Africa; retail stores worldwide under the brand 

“Forevermark.” 

• Key Contributions: Popularized diamonds as symbols of love and luxury; pioneered the marketing campaign “A 

Diamond is Forever.” 

• Market Role: Major influence on global diamond prices, supply, and branding. 

B. Alrosa 

• Headquarters: Russia 

• Overview: Russia’s state-owned diamond mining company; one of the largest producers by volume. 

• Operations: Mines in Yakutia and Arkhangelsk; focuses on both gem- quality and industrial diamonds. 

• Market Role: Supplies rough diamonds globally, including major cutting centers in India and Belgium. 

C. Rio Tinto Diamonds 

• Headquarters: London, UK / Melbourne, Australia 

• Overview: Multinational mining company; diamond division includes Argyle (Australia) and Diavik 

(Canada). 

 

• Operations: Known for producing colored diamonds (especially pink diamonds from Argyle). 

• Market Role: Leader in rare colored diamonds and high-quality gem diamonds. 

D. Dominion Diamond Mines 

• Headquarters: Canada 

• Overview: Canadian diamond mining company, operates Ekati and Diavik mines. 

• Market Role: Supplier of ethically sourced Canadian diamonds, strong focus on sustainability. 

 

 

2. Major Diamond Trading & Retail Companies 

 

A. Tiffany & Co. 

• Headquarters: USA 

• Overview: Luxury jewelry retailer, famous for engagement rings and high-end jewelry. 

• Operations: Global retail stores, emphasizes ethically sourced diamonds. 

• Market Role: Premium segment branding; helps set trends and expectations in diamond quality and design 

. 
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B. Signet Jewelers 

• Headquarters: USA 

• Overview: The world’s largest specialty jewelry retailer, owns brands like Kay, Zales, Jared. 

• Operations: Retail stores across North America, UK, and Ireland; focuses on both natural and synthetic 

diamonds. 

• Market Role: Mass-market leader in jewelry and diamond retail. 

C. Chow Tai Fook 

• Headquarters: Hong Kong 

• Overview: Asia’s largest jewelry retailer, with a significant presence in China and India. 

• Operations: Retail stores, e-commerce; offers natural diamonds, LGDs, and branded jewelry. 

 

3.  Major Diamond Companies in India 

India is a key hub for cutting, polishing, manufacturing, and retailing 

diamonds. 

A. Aditya Gems / Aditya Birla Group 

• Headquarters: Mumbai, India 

• Operations: Diamond sourcing, cutting, and retailing in India and international markets. 

• Market Role: Focus on both domestic retail and exports. 

B. Rosy Blue 

• Headquarters: Surat, India 

• Overview: Global diamond company with presence in India, Belgium, and the USA. 

• Operations: Rough diamond sourcing, polishing, wholesale, and retail operations. 

• Market Role: Major exporter of polished diamonds; strong B2B operations. 

C. Hari Krishna Exports 

• Headquarters: Surat, India 

• Overview: Family-owned business turned multinational diamond company. 

• Operations: Specializes in manufacturing high-quality polished diamonds; exports globally. 

• Market Role: Key player in international diamond trade and polished diamond supply chain. 

D. Venus Jewel 

• Headquarters: Surat, India 

• Overview: Focuses on manufacturing and exporting diamonds and jewelry. 

• Market Role: International export-oriented company supplying diamonds to global brands. 

4.  Lab-Grown Diamond Companies 

A. Pure Grown Diamonds 

• Headquarters: USA 

• Overview: Pioneer in lab-grown diamonds; offers high-quality LGDs for retail and jewelry brands. 

https://ijsrem.com/
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• Market Role: Focus on affordable, ethically sourced diamonds. 

B. Diamond Foundry 

• Headquarters: USA 

• Overview: Creates premium lab-grown diamonds for jewelry brands. 

• Operations: Focus on high-quality, conflict-free LGDs. 

• Market Role: Partnered with luxury and designer brands for LGD collections. 

C. Ada Diamonds 

• Headquarters: India / International presence 

• Overview: Produces LGDs in India; supplies both B2B and B2C markets. 

• Market Role: Competing with natural diamonds by offering eco-friendly alternatives at lower costs. 

D. ALTR Created Diamonds 

• Headquarters: USA / Global 

• Overview: Specializes in high-quality lab-grown diamonds, offers certification and retail partnerships. 

5. Diamond Certification & Laboratory Companies 

Certification ensures quality, authenticity, and trust. Major labs include: 

• GIA (Gemological Institute of America) – Global leader in diamond grading. 

• IGI (International Gemological Institute) – Provides grading for natural and lab-grown diamonds. 

• HRD Antwerp – European lab specializing in grading and certification. 

• AGS (American Gem Society Laboratories) – Known for strict grading standards. 

 

6. Market Roles of These Companies 

Segment Role in Industry 

Mining 
De Beers, Alrosa, Rio Tinto, Dominion – supply rough diamonds globally 

Cutting & Polishing Surat-based companies like Rosy Blue, Hari Krishna Exports – transform rough 

diamonds into polished stones 

Retail & 

Branding 

Tiffany, Signet, Chow Tai Fook – sell diamonds to consumers, influence trends 

Lab-Grown 
Diamond Foundry, Pure Grown Diamonds – provide ethical, affordable 

alternatives 

Certification GIA, IGI, HRD – provide trust, grading, and quality assurance 

 

3. Product Profile of Diamonds (Major Products) 

1. Introduction 

Diamonds are highly valued gemstones primarily used in jewelry, industrial applications, and investment purposes. 

They are classified by origin (natural or lab-grown), shape, size, color, clarity, and usage. A detailed understanding of 

diamond products is essential for market analysis, consumer perception studies, and industry research. 
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2. Classification of Diamonds by Type 

 

A. Natural Diamonds 

• Formed over millions of years deep in the Earth’s mantle. 

• Valued for rarity, prestige, and investment potential. 

• Major uses: Jewelry, luxury items, and limited industrial applications. 

B. Lab-Grown Diamonds (LGDs) 

• Produced using High Pressure High Temperature (HPHT) or Chemical Vapor Deposition (CVD) methods. 

• Chemically and physically identical to natural diamonds. 

• Major uses: Jewelry, ethical luxury products, and technology applications. 

 

3. Classification by Color 

Color Type Description Market Relevance 

 

Colorless (D-F) 

 

Pure, no visible color 

Highest value for engagement rings 

and luxury jewelry 

Near Colorless (G-J) 
Slight tint, difficult to see 

with naked eye 

Popular for mid-range jewelry 

Fancy Color (Yellow, 

Pink, Blue, Green, Red) 
Rare natural colors 

Highly valued collector and luxury 

market 

Industrial/Off-Color Lower clarity or color 
Used in cutting, drilling, or industrial 

applications 

 

4. Classification by Shape (Cut) 

Shape Description Usage 

Round Brilliant Most popular cut, maximizes 

sparkle 
Jewelry, engagement rings 

Princess Square cut, modern look Jewelry 

Emerald Rectangular, step cut Luxury jewelry 

Cushion Rounded corners, pillow-like 
Engagement and fashion 

jewelry 

Oval Elongated round shape Rings and pendants 

Marquise Football-shaped, elegant Fashion jewelry 

Pear Teardrop shape Earrings, pendants 

Heart Symbolic shape Special occasion jewelry 

5. Classification by Size (Carat Weight) 

• Carat: Unit of weight for diamonds (1 carat = 0.2 grams) 

• Typical market segmentation by carat: 

o 0.25–0.5 carats – Affordable engagement rings, mass market 
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o 0.5–1 carat – Popular segment for bridal jewelry 

o 1–2 carats – Premium jewelry, luxury market 

o 2+ carats – High-value, investment, or statement jewelry 

 

6. Classification by Clarity (Inclusions & Blemishes) 

Grade Description Market Relevance 

FL (Flawless) 
No internal or external 

defects 

Extremely rare and 

expensive 

IF (Internally Flawless) Only surface blemishes Luxury jewelry 

VVS1/VVS2 (Very Very 

Slightly Included) 

Tiny inclusions difficult to see 
High-quality jewelry 

VS1/VS2 (Very Slightly 

Included) 

Minor inclusions visible 

under magnification 

Popular for high- quality 

rings 

SI1/SI2 (Slightly Included) 
Noticeable inclusions under 

magnification 
Mid-range jewelry 

I1/I2/I3 (Included) Obvious inclusions 
Budget jewelry or 

industrial use 

 

7. Major Diamond Products by End Use 

A. Jewelry Diamonds 

• Engagement Rings: Most common use, with round, princess, and cushion cuts being popular. 

• Wedding Bands & Bracelets: Use smaller carat diamonds (0.1–0.5 ct) or pave settings. 

• Necklaces & Pendants: Often combine multiple small diamonds or a single solitaire. 

• Luxury Watches & Accessories: High-carat diamonds embedded in premium items. 

B. Industrial Diamonds 

• Cutting, Grinding & Drilling Tools: Diamonds used for saw blades, drill bits, and grinding wheels. 

• Polishing: Diamond powder for polishing metals, glass, and ceramics. 

• Thermal Conductors: Synthetic diamonds used in electronics for heat management. 

C. Investment Diamonds 

• Rare, high-quality stones, especially fancy colored diamonds (pink, blue, yellow). 

• Purchased as a store of value or alternative investment. 

 

D. Lab-Grown Diamonds (Specialty Products) 

• Ethical engagement rings and fashion jewelry. 

• Custom shapes, colors, and sizes for designers. 

• Industrial LGDs for electronics and optics. 
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8. Diamond Product Segmentation by Price 

Segment Price Range Target Market 

Entry-Level $200–$2,000 Young buyers, first-time purchases 

Mid-Range $2,000–$10,000 Bridal jewelry, urban middle-class 

Premium $10,000–$50,000 Luxury jewelry, high-net-worth individuals 

Ultra-Premium $50,000+ Rare colored diamonds, collectors, investors 

 

9. Key Global Diamond Brands & Products 

Company Major Products Specialty 

De Beers 
Engagement rings, 

solitaires 

Premium natural diamonds, 

branding 

Tiffany & Co. Rings, necklaces, bracelets Luxury, design-led jewelry 

Chow Tai Fook Gold & diamond jewelry Affordable to premium ranges 

Signet Jewelers 
Kay, Zales, Jared 

collections 
Mass-market diamonds 

Diamond Foundry 
Lab-grown diamonds Eco-friendly, modern jewelry 

   

10. Key Trends in Diamond Products 

1. Lab-Grown Diamond Jewelry Growth – Affordable and sustainable jewelry gaining popularity. 

2. Customization & Personalization – Engraved, unique cuts, and bespoke designs. 

3. Colored Diamonds – Increasing demand for fancy colors in luxury markets. 

4. Online & D2C Sales – Diamonds sold through digital platforms with AR try-on. 

5. Ethical & Conflict-Free Products – Certifications and transparency influencing purchases. 

 

Part - II Primary study 

Introduction to my study 

Diamonds have long been associated with luxury, wealth, and emotional significance, symbolizing eternal love, 

commitment, and status. Traditionally, natural diamonds have dominated the market, fetching high prices due to their 

rarity, extraction costs, and intrinsic value. However, with rapid advancements in technology and changing consumer 

attitudes, lab-grown diamonds (LGDs) have emerged as a significant alternative to natural diamonds. Lab-grown 

diamonds are created using scientific processes that replicate the natural formation of diamonds, such as High Pressure 

High Temperature (HPHT) and Chemical Vapor Deposition (CVD) techniques. These diamonds are chemically, 

physically, and visually identical to mined diamonds but are often available at a lower cost and with reduced 

environmental impact. 

The rise of lab-grown diamonds has introduced a new dimension to the diamond industry, challenging traditional 

perceptions of value, authenticity, and desirability. For consumers, the choice between natural and lab-grown diamonds 

involves not only economic considerations but also ethical, social, and environmental concerns. While some consumers 

embrace LGDs for their sustainability and affordability, others still perceive them as inferior or less prestigious compared 

to natural diamonds. 
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Mumbai, as one of India’s largest metropolitan cities and a hub of commerce and luxury retail, provides a unique 

environment for studying consumer perception. The city’s diverse population, exposure to global trends, and growing 

awareness of sustainable and ethical consumption make it an ideal location to explore how consumers perceive lab-

grown diamonds. Consumer preferences in Mumbai are influenced by a combination of factors, including income level, 

social influence, brand reputation, awareness of technological advancements, and environmental consciousness. 

This study aims to examine the attitudes, awareness, and buying behavior of consumers in Mumbai towards lab-grown 

diamonds. It seeks to identify the factors that drive consumer preference, the perceived advantages and disadvantages 

of LGDs, and the extent to which ethical and environmental considerations influence purchasing decisions. By 

understanding consumer perception, this research will provide insights for jewelry retailers, marketers, and policymakers 

to better position lab-grown diamonds in the Indian market. 

 

Furthermore, this study is significant in the context of the growing global diamond industry, where lab-grown diamonds 

are expected to capture a larger market share in the coming years. Understanding consumer perception at a city level 

can help predict broader trends and guide strategic decisions in marketing, product design, and pricing. This research 

also contributes to the academic literature by addressing a relatively underexplored topic in the Indian context, especially 

focusing on urban, modern consumers in Mumbai. 

In summary, the study of consumer perception towards lab-grown diamonds in Mumbai will shed light on the factors 

shaping consumer behavior in a rapidly evolving jewelry market. It will provide a comprehensive understanding of 

awareness, preferences, and attitudes, helping stakeholders align their offerings with consumer expectations while 

promoting sustainable and ethical choices in the luxury segment. 

 

4.1  Literature Review 

1.1 The Lab-Grown Diamond (LGD) Phenomenon 

Lab-Grown Diamonds (LGDs), also known as synthetic or cultivated diamonds, are chemically, physically, and optically 

identical to mined diamonds. They are produced using advanced technological processes like High-Pressure/High- 

Temperature (HPHT) or Chemical Vapor Deposition (CVD). Their emergence marks a significant disruption in the 

traditional multi-billion dollar diamond industry, forcing a re-evaluation of long-held consumer and market beliefs 

surrounding rarity, value, and luxury. The industry's rapid growth is driven by technological advances that have 

significantly lowered production costs, making LGDs a viable, high-quality, and more affordable alternative to natural 

diamonds (Moissani India Pvt Ltd, 2024; Wazir Advisors, 2025). 

1.2 The Indian Diamond Market and the Mumbai Nexus 

India is globally recognized as the world's diamond cutting and polishing hub, processing over 90% of the world's 

diamonds (Redseer Strategy Consultants, 2025). The domestic jewelry market is a mix of gold dominance and increasing 

diamond consumption, with the latter expected to grow significantly, especially among younger consumers. Mumbai, 

being the financial capital and a major commercial centre, serves as a crucial hub for the diamond trade, housing 

numerous brands, wholesalers, and export houses. The local consumer base is particularly relevant for this study, as it 

represents a sophisticated urban market with exposure to global trends, high purchasing power, and deep-rooted cultural 

values concerning jewelry purchases, particularly for occasions like weddings (Market Business Insights, 2024; The 

Knowledge Company, 2024). 

1.3 Scope of the Review 

This literature review will explore the existing academic and industry research concerning consumer perception and 

behavior toward Lab-Grown Diamonds, with a particular focus on the driving factors of adoption, the barriers to 

acceptance, and the distinct generational differences observed, contextualizing these findings within the broader Indian 
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and specific Mumbai market environment. 

 

2. Global Drivers of LGD Consumer Perception 

 

The global literature identifies three primary factors shaping consumer attitudes toward LGDs: Affordability and 

Value, Ethical Sourcing and Sustainability, and Generational Shifts (SightX, 2025; Moissani India Pvt Ltd, 2024; 

Kira Diam, 2024). 

2.1 Affordability and Value Proposition 

LGDs are typically priced 20-40% lower than natural diamonds of comparable quality, a cost advantage that is a major 

draw for consumers (Moissani India Pvt Ltd, 2024; The Knowledge Company, 2024). This lower price point allows 

consumers, particularly in the engagement and bridal segments, to acquire a larger or higher-quality stone for the same 

budget, directly appealing to the "value for money" mindset (Kira Diam, 2024). 

• The Size-to-Value Equation: Research indicates that the ability to purchase a visibly larger stone is a significant 

driver of LGD acceptance. The perception shifts from LGDs being a 'substitute' to a desirable 'affordable luxury' (Wazir 

Advisors, 2025). 

• The Resale Dilemma: A persistent perception gap is the question of long- term value. Some traditional 

consumers still view natural diamonds as an investment or heirloom due to their perceived rarity, while LGDs currently 

have a lower or non-existent resale value, which deters a segment of buyers (SightX, 2025; Moissani India Pvt Ltd, 2024). 

2.2 Ethical and Environmental Considerations 

Modern consumers are increasingly conscious of the environmental and ethical impact of their purchases, a trend LGDs 

have successfully leveraged. 

• Conflict-Free/Ethical Sourcing: LGDs are inherently conflict-free, appealing to consumers concerned about 

human rights violations and labor issues often associated with traditional diamond mining (Moissani India Pvt Ltd, 2024). 

• Sustainability and Footprint: LGD producers market their products as having a smaller ecological footprint 

compared to the vast land and water usage of mining. This "green" appeal is a powerful factor, although the energy 

consumption of LGD production (often from coal-dependent grids in India and China) is an emerging point of counter-

debate (McKinsey, 2024; Formosa Publisher, 2024). 

2.3 Generational Influence (Millennials and Gen Z) 

Global studies consistently highlight a clear generational divide in perception. 

 

• Leading the Change: Millennials and Gen Z are the primary drivers of LGD adoption. They prioritize ethical 

sourcing, sustainability, and alignment of purchases with personal values over tradition and rarity (SightX, 2025; 

Moissani India Pvt Ltd, 2024). 

• A Shift in Meaning: For younger buyers, the story behind the stone—its responsible sourcing and technological 

innovation—is often as important as its physical sparkle, redefining what "authentic" luxury means (Market Business 

Insights, 2024). 

• Brand Consciousness: Younger consumers are more likely to bypass local, unorganized jewelers in favor of 

trusted, branded, and digital-first platforms when buying LGDs, seeking transparency and assurance (Redseer Strategy 

Consultants, 2025). 
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3. Consumer Perception: Key Dimensions and Persistent Barriers 

Consumer perception is not monolithic and is often influenced by factors beyond price and ethics. The core conflict often 

lies in the balance between emotional and rational appeals. 

3.1 Perception of Authenticity and Emotional Value 

While LGDs are chemically identical to natural diamonds, a significant perception gap remains regarding their "realness" 

or "emotional significance" (Moissani India Pvt Ltd, 2024). 

• The Narrative of Rarity: Natural diamonds are often framed with a narrative of rarity, billions of years of 

formation, and enduring legacy—a powerful emotional appeal for traditional consumers (Moissani India Pvt Ltd, 2024). 

• "Fun" vs. "Heirloom": Some consumers view LGDs as "fun" or "fashionable" but do not grant them the status 

of an heirloom, which is a key component of traditional diamond-buying culture (Kira Diam, 2024). 

• Quality vs. Origin: Research suggests that for many, quality and visual appeal are indistinguishable, but the 

origin (lab vs. earth) remains the primary point of differentiation in the consumer mind (Formosa Publisher, 2024). 

3.2 The Critical Role of Awareness and Education 

Lack of awareness and education is a major hurdle, especially outside of Tier-1 metropolitan areas. 

 

• Misconceptions: Many consumers, particularly in India's semi-urban and rural areas, are unaware that LGDs 

possess the exact same physical and chemical properties as natural diamonds. This lack of knowledge fosters the 

misconception that LGDs are "fake," "simulated," or "inferior" (Market Business Insights, 2024; Redseer Strategy 

Consultants, 2025). 

• Jeweler Influence: Jewelers are a significant source of information (and potential misinformation). The 

resistance of some traditional jewelers, who fear dilution of their luxury brand identity, can negatively affect consumer 

trust and adoption (Market Business Insights, 2024). 

• Transparency: Successful LGD brands focus on transparency in pricing, process, and certification to build 

confidence and counteract the "fake" narrative (SightX, 2025). 

 

4. The Specific Context of the Mumbai and Indian Market 

While global trends influence the Indian market, specific cultural and market dynamics in an urban center like 

Mumbai play a unique role. 

4.1 Cultural and Traditional Significance 

In India, jewelry, especially gold and diamonds, is often tied to religious beliefs, festivals, and most importantly, 

weddings (The Knowledge Company, 2024). 

• Gold vs. Diamond: Traditionally, gold dominates the Indian jewelry market, often viewed as a financial asset. 

While diamond consumption is rising, the "financial security and investment" aspect of jewelry remains a strong cultural 

factor, a space where LGDs are still struggling to gain footing due to the lack of resale value (The Knowledge Company, 

2024; Wazir Advisors, 2025). 

• Bridal Segment Adoption: Despite traditional views, the bridal segment in India is increasingly adopting 

LGDs, driven by the desire for larger, more affordable carat options for fashion and design-focused pieces 

(Marketsandata, 2025). 
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4.2 The Role of Mumbai in LGD Trade and Retail 

Mumbai's urban, technologically exposed, and high-income consumer base is likely to be an early adopter of LGDs 

within the country. 

• Early Adoption: The Mumbai market, with its concentration of high-end brands and exposure to global social 

media trends, is experiencing significant growth in LGD consumption, mirroring Western trends (Market Business 

Insights, 2024). 

 

• Direct-to-Consumer (D2C) Brands: New-age Indian LGD brands and startups, often based or highly active in 

Mumbai, are leveraging digital channels and influencer marketing to target young, conscious consumers, bypassing 

traditional unorganized retail (Redseer Strategy Consultants, 2025). 

• Customization: The affordability in a high-cost city like Mumbai allows consumers to experiment with 

customization and personalization—a growing trend where the focus shifts from the stone's origin to its unique design 

and emotional connection to the buyer (Market Business Insights, 2024). 

4.3 Policy and Industry Acceptance 

The Indian government and key diamond trade bodies are increasingly accepting LGDs, which signals legitimacy to the 

urban consumer. 

• Government Support: The Indian government has promoted LGD manufacturing through incentives, 

recognizing it as a sunrise industry, a move that validates the stones in the domestic market and boosts consumer 

confidence (The Knowledge Company, 2024). 

• Jeweler Acceptance: Acceptance by jewelers in India has skyrocketed from 30% in 2020 to over 77% in 2022, 

indicating a mainstream shift in the trade that directly impacts consumer availability and trust (Vantage Market Research, 

2024). 

4.2  Background of my study 

 

 

The diamond industry in India, with its epicentre in cities like Mumbai and Surat, has a profound and ancient history, 

making it a critical subject for any modern study. The current landscape is defined by the coexistence and competition 

between the traditional natural diamond trade and the disruptive force of lab- grown diamonds (LGDs). 

1. The Historical Dominance of Indian Diamonds 

• Ancient Source: India was the original source of all the world's known diamonds for nearly 2,000 years, from 

the 4th century BCE until the discovery of mines in Brazil in the early 18th century. Legendary gems like the Koh-i-Noor 

and the Hope Diamond all originated from the ancient Golconda mines in India. 

• The Global Processing Hub: While India's own mining output declined after the 18th century, the country did 

not lose its central role. Following India's independence, traders began importing rough diamonds, and Indian artisans, 

particularly in Gujarat and Mumbai, quickly developed an unparalleled expertise in cutting and polishing rough 

diamonds. 

• Mumbai's Central Role: Today, India cuts and polishes the majority of the world's natural diamonds, and the 

Bharat Diamond Bourse (BDB) in Mumbai serves as the beating nerve center of this global trade. Mumbai is the 

primary hub for diamond trading, certification, and high-value jewelry manufacturing. 
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2. The Rise of Lab-Grown Diamonds (LGDs) 

• Technological Disruption: Lab-grown diamonds, which share identical physical, chemical, and optical 

properties with natural diamonds, gained commercial viability for gem-grade jewelry in the early 2010s. They are 

produced using two main methods: High-Pressure/High-Temperature (HPHT) and Chemical Vapor Deposition (CVD). 

• A "Sunrise Industry" for India: India has quickly adapted to this new technology, emerging as a major global 

producer of LGDs, contributing approximately 15% of the world's total production (as of recent years). Surat and 

Mumbai are the major hubs for LGD production and trade. 

• Government Support: Recognizing the potential for this industry to create employment and boost exports, the 

Indian government has taken steps to support it, including abolishing import taxes on LGD seeds and providing R&D 

grants (e.g., to IIT Madras) to foster self-reliance. 

3. The Market Shift and Consumer Acceptance 

• Key Drivers of LGD Demand: The increasing acceptance of LGDs is driven by three main factors: 

o Affordability: LGDs are significantly cheaper (often 30-70% less) than their natural counterparts, making 

diamond jewelry more accessible to a wider consumer base. 

o Ethical Sourcing and Sustainability: Younger consumers (Millennials and Gen Z) are increasingly conscious 

of ethical sourcing, seeking conflict-free and environmentally conscious alternatives to traditional mining. 

o Modern Aesthetics: LGDs are appealing for everyday wear, fashion-forward pieces, and personalized designs, 

contrasting with the traditional view of natural diamonds as purely high-value heirlooms. 

• The Conflict in the Market: The emergence of LGDs has created a distinction in the Indian market. While 

natural diamonds maintain their position as symbols of legacy, tradition, and high-value investment, LGDs are carving 

out a distinct and rapidly growing niche in the fashion and contemporary jewelry sectors. 

• Focus on Mumbai: Given Mumbai's status as the commercial heart of the Indian diamond trade, any shift in this 

market inevitably plays out here. The study focuses on how this established, legacy-driven market is adapting to the new 

reality of LGDs—from manufacturers and traders at the BDB to the retailers serving the end consumer. 

This study, therefore, is an investigation into this pivotal moment where India's centuries-old diamond legacy is being 

confronted and redefined by modern technology and evolving consumer values in its most important commercial hub: 

Mumbai. 

4.3  Problem statement / Rationale of my study 

 

The diamond industry has been traditionally dominated by natural diamonds, which are considered symbols of luxury, 

social status, love, and commitment. Their high market value, rarity, and perceived prestige have reinforced their position 

as the preferred choice for consumers. However, the growing awareness of environmental sustainability, ethical sourcing, 

and technological innovation has led to the emergence of lab-grown diamonds (LGDs) as a viable alternative. Lab-grown 

diamonds are chemically, physically, and optically identical to natural diamonds, but they are produced in controlled 

laboratory settings, often at a significantly lower cost and with reduced ecological impact. 

Despite these advantages, consumer acceptance of lab-grown diamonds is not uniform. Many consumers still perceive 

natural diamonds as more valuable or prestigious, while others are increasingly inclined toward lab-grown diamonds 

due to affordability, ethical considerations, and environmental consciousness. The dichotomy between traditional 

perceptions of value and the practical benefits of LGDs highlights a significant knowledge gap in understanding urban 

consumer behavior towards these products. 

Mumbai, being India’s financial capital and a key hub for the jewelry and diamond industry, presents a unique 

opportunity to study consumer perception. The city’s population is highly diverse, comprising varying age groups, 
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income levels, and educational backgrounds. It is also a center of modern retail, global fashion trends, and increasing 

exposure to ethical consumption patterns. These factors contribute to a dynamic consumer environment where attitudes 

towards lab-grown diamonds are likely to be influenced by a combination of social, economic, cultural, and 

psychological factors. 

 

The lack of in-depth research on Mumbai-based consumers’ perceptions of lab- grown diamonds creates a challenge for 

jewelry retailers, manufacturers, and marketers who are attempting to position LGDs effectively in the market. Without 

a clear understanding of consumer awareness, attitudes, and purchasing behavior, industry stakeholders may struggle to 

develop targeted marketing strategies, pricing models, and communication campaigns that appeal to potential buyers. 

Additionally, insights into consumer perception are critical for promoting the ethical and sustainable aspects of lab-grown 

diamonds, which are increasingly relevant to modern urban consumers. 

Therefore, this study seeks to explore and analyze the perception of consumers in Mumbai towards lab-grown 

diamonds. Specifically, it aims to examine the level of awareness, preferences, factors influencing purchase decisions, 

and the perceived advantages and disadvantages of lab-grown diamonds compared to natural diamonds. The rationale 

behind this research lies in providing actionable insights for industry stakeholders to develop consumer-centric 

strategies, enhance market acceptance of LGDs, and promote informed decision-making among buyers. Furthermore, 

this study contributes to academic literature on consumer behavior in the emerging luxury and sustainable product 

markets in India, bridging the gap between technological innovation and consumer perception in the jewelry sector. 

By addressing these aspects, the study will help answer critical questions about how consumers in an urban, modern, 

and diverse market like Mumbai perceive the value, quality, and ethical appeal of lab-grown diamonds, thereby 

supporting the growth of this segment within India’s evolving diamond industry. 

4.4  Objective of the study 

 

1. Introduction and Overarching Research Aim 

• Aim Statement: The overarching aim of this research is to investigate, quantify, and explain the multifaceted 

impact of sustained remote work arrangements on the dual outcomes of employee well-being (psychological and physical) 

and organizational productivity within medium-to-large technology companies in North America. 

• Context: This research is critical as the shift to remote work, accelerated by recent global events, lacks 

comprehensive, sector-specific empirical evidence that simultaneously links employee well-being metrics with 

measurable productivity outputs. Our study seeks to bridge this gap by providing actionable insights for sustainable 

future-of-work policies. 

2. Specific Research Objectives (Primary and Secondary) 

Primary Objectives (Focus on the Core Research Questions): 

1. To quantitatively determine the correlation between the extent of remote work (measured by days per week) 

and key indicators of employee psychological well-being (specifically job-related stress, burnout, and work-life balance 

satisfaction) across different demographic groups (age, parental status) in the sample population over a six-month period. 

2. To evaluate the causal relationship between perceived well-being support from the organization (e.g., mental 

health resources, ergonomic stipends) and objective organizational productivity metrics (e.g., project completion rates, 

innovation output, and employee turnover) in the same tech companies. 

3. To analyze and compare the change in team communication effectiveness and inter-team collaboration success 

between fully remote, hybrid, and fully in-office teams, as perceived by team leads, utilizing a mixed- methods approach 

of survey data and qualitative interviews. 
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Secondary Objectives (Focus on Broader Context, Recommendations, or Future Work): 

4. To identify and categorize the principal organizational and individual factors (e.g., communication technology 

use, leadership style, home environment) that mediate or moderate the well-being/productivity trade- off in remote 

settings. 

5. To develop a data-driven set of policy recommendations for tech sector Human Resources and executive 

leadership on optimizing remote and hybrid work models to simultaneously maximize employee well-being and maintain 

or enhance productivity. 

3. Justification and Expected Contribution 

• Significance: The successful achievement of these objectives will yield novel empirical data that moves beyond 

anecdotal evidence or short-term findings. By directly linking well-being and productivity within a high- stakes, rapidly 

evolving sector, the research will provide a robust evidence base. 

• Contribution: Specifically, the findings will contribute to academic literature by providing a tested conceptual 

model that integrates psychological, sociological, and organizational factors in remote work. For industry, the policy 

recommendations will offer a critical guide for building sustainable, equitable, and profitable remote work structures, 

fundamentally improving organizational strategy for the digital age. This clarity is essential for organizations seeking 

to retain top talent and navigate the competitive post-pandemic labor market effectively. 

4.5  Hypothesis 

 

Main Hypothesis (Central Hypothesis): 

H₁: There is a significant relationship between consumer awareness and their perception of lab-grown diamonds in 

Mumbai. 

Sub-Hypotheses (Specific Hypotheses): 

H₁a: Consumers with higher awareness of lab-grown diamonds are more likely to perceive them positively in terms of 

value and quality. 

 

H₁b: Price significantly influences the purchasing decision of consumers towards lab-grown diamonds. 

 

H₁c: Ethical and environmental considerations positively affect consumer preference for lab-grown diamonds. 

 

H₁d: Brand reputation and certification significantly impact consumer trust and acceptance of lab-grown diamonds. 

 

H₁e: Socio-demographic factors (age, income, education, and gender) have a significant effect on consumer perception 

and purchase intention of lab-grown diamonds. 

 

H₁f: Consumers who perceive lab-grown diamonds as comparable to natural diamonds are more likely to consider 

them for purchase. 
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5. Research methodology 

 

The study, “A Study on Consumer Perception Towards Lab-Grown Diamonds (Mumbai-Based),” adopts a 

descriptive research design to analyze consumer awareness, attitudes, and preferences regarding lab-grown diamonds. 

Descriptive research is suitable as it helps identify patterns, trends, and relationships among variables such as price 

perception, quality perception, and purchase intention. 

The study uses both primary and secondary data. Primary data will be collected through a structured questionnaire 

distributed online and offline to consumers in Mumbai. The questionnaire includes sections on demographics, 

awareness and perception, and purchase preferences, using a Likert scale (1–5) for opinion measurement. 

Secondary data will be gathered from industry reports, research papers, and market articles to provide context and 

background. 

The population consists of adults aged 21–50 residing in Mumbai who are potential or actual buyers of diamonds. A 

non-probability convenience sampling method will be used, targeting respondents at jewelry stores, shopping malls, 

and online platforms. The sample size will be around 150–200 respondents to ensure meaningful analysis. 

Data will be analyzed using descriptive statistics (mean, percentage, frequency) and cross-tabulation to identify 

relationships between demographic variables and consumer perceptions. Graphs and charts will be used for visual 

representation, and hypothesis testing such as Chi-square tests may be applied to examine significant differences in 

perception across groups. 

This methodology ensures a systematic approach to understanding consumer behavior and provides actionable insights 

into the acceptance and preference for lab-grown diamonds in Mumbai. 

 

 

5.1  Research design 

The research design for this study, “A Study on Consumer Perception Towards Lab-Grown Diamonds (Mumbai-

Based),” is descriptive in nature. Descriptive research is chosen because the primary objective is to examine consumer 

perceptions, attitudes, and preferences regarding lab-grown diamonds. This design helps in identifying patterns, 

trends, and relationships among variables such as awareness, price sensitivity, quality perception, and purchase 

intention. 

 

The study is quantitative, relying mainly on structured questionnaires to gather measurable data from respondents. 

Both online (Google Forms, social media platforms) and offline (jewelry stores, malls, exhibitions) methods will be used 

to collect responses from a target population of adults aged 21–50 residing in Mumbai. 

The research focuses on understanding how demographic factors—such as age, gender, income, and education—affect 

consumer perception and buying behavior toward lab-grown diamonds. The use of a Likert scale (1–5) allows 

quantification of opinions, while cross-tabulation and descriptive statistics will help in analyzing patterns and trends. 

Overall, this research design ensures a structured and systematic approach to capture accurate consumer insights, 

providing reliable data to evaluate preferences and attitudes toward lab-grown diamonds in Mumbai. 

5.2  Source of the data 

The study uses both primary and secondary data to gain a comprehensive understanding of consumer perception 

towards lab-grown diamonds in Mumbai. 
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1. Primary Data: 

Primary data will be collected directly from consumers through a structured questionnaire. The questionnaire will 

include sections on demographics, awareness, perception, and purchase preferences regarding lab-grown diamonds. Data 

will be collected online via Google Forms and social media platforms, and offline at jewelry stores, malls, and exhibitions 

in Mumbai. This ensures responses reflect real consumer opinions and behavior. 

2. Secondary Data: 

Secondary data will be obtained from existing sources such as: 

• Research papers and academic journals on lab-grown diamonds and consumer behavior. 

• Market reports and industry analyses on the diamond sector. 

• Articles and publications from trusted websites, diamond associations, and company reports. 

Combining both primary and secondary sources ensures that the study is well- supported, reliable, and provides both 

theoretical and practical insights into consumer perceptions and trends in the lab-grown diamond market. 

5.3  Data collection method 

 

For this study, data will be collected using a structured questionnaire, which is the primary tool for gathering 

information about consumer perception toward lab- grown diamonds in Mumbai. The questionnaire is divided into three 

sections: 

1. Demographic Information – Age, gender, income, education, and occupation of respondents. 

2. Consumer Awareness and Perception – Knowledge of lab-grown diamonds, quality comparison with natural 

diamonds, and ethical/environmental considerations. 

3. Purchase Preferences and Behavior – Likert-scale questions measuring attitudes, price sensitivity, and 

purchase intentions regarding lab-grown diamonds. 

Data will be collected through two methods: 

• Online: Using Google Forms, social media platforms, and email distribution to reach a broad audience 

efficiently. 

• Offline: Administered at jewelry stores, shopping malls, and exhibitions to target potential diamond buyers 

directly. 

The use of structured questionnaires ensures that responses are uniform, measurable, and easy to analyze. A Likert 

scale (1–5) will quantify opinions, enabling statistical analysis to identify trends, patterns, and relationships in consumer 

perception and behavior. 

 

5.4  Population 

The population for this study includes urban consumers residing in Mumbai who are potential or existing buyers of 

diamonds. The characteristics of the population are: 

• Age: 18 years and above, including young adults, middle-aged individuals, and senior citizens. 

• Gender: Both male and female consumers. 

• Income Level: Low, middle, and high-income groups, to understand how economic status influences perception. 

• Education Level: From high school graduates to postgraduates and professionals, to see how education 

influences awareness. 

• Occupation: Working professionals, business owners, homemakers, and students who may be interested in 
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purchasing diamonds. 

 

The population is selected based on the premise that urban consumers in Mumbai are exposed to global fashion 

trends, ethical consumption awareness, and luxury purchasing behavior, making them an ideal group for this study. 

5.5  Sampling Method 

The study uses a non-probability sampling technique, specifically convenience sampling, due to time and resource 

constraints. Respondents will be selected based on their availability and willingness to participate. This method allows 

easy access to individuals who are likely to be potential or actual buyers of diamonds in Mumbai. 

The sample will include adults aged 21–50 years, covering various demographic groups such as age, gender, income, 

and education, to ensure diverse perspectives. Both online respondents (via Google Forms and social media) and offline 

respondents (visitors to jewelry stores, malls, and exhibitions) will be included. 

A target of 150–200 respondents is set to obtain sufficient data for meaningful statistical analysis. While convenience 

sampling does not guarantee complete representativeness, it is practical and effective for exploratory and descriptive 

studies like this one. 

5.6  Sampling Frame 

The sampling frame for this study consists of individuals in Mumbai who are potential or actual buyers of diamonds. 

It includes adults aged 21–50 years, as this age group is most likely to purchase diamond jewelry for personal use, gifting, 

or investment purposes. 

The respondents will be selected from: 

• Jewelry stores in Mumbai, including showrooms and branded outlets. 

• Shopping malls and exhibitions where diamond jewelry is displayed. 

• Online platforms such as social media groups, forums, and mailing lists related to jewelry, fashion, and 

lifestyle. 

This sampling frame ensures access to a diverse and relevant population, providing insights into consumer awareness, 

preferences, and perceptions of lab- grown diamonds. It helps in collecting data that reflects both offline shoppers and 

online consumers, giving a comprehensive view of the Mumbai market. 

 

5.7  Data Collection Instrument 

The primary instrument for data collection in this study is a structured questionnaire. The questionnaire is designed to 

capture consumer perceptions, awareness, and preferences regarding lab-grown diamonds in Mumbai. It is divided 

into three main sections: 

1. Demographic Information – Collects data on age, gender, education, occupation, and income to understand 

the background of respondents. 

2. Consumer Awareness and Perception – Includes questions on knowledge of lab-grown diamonds, quality 

comparison with natural diamonds, ethical and environmental considerations, and overall attitudes. 

3. Purchase Preferences and Behavior – Uses Likert-scale questions (1– 5) to measure opinions on price 

sensitivity, purchase intentions, brand preference, and likelihood of recommending lab-grown diamonds. 

The questionnaire will be administered online (via Google Forms and social media platforms) and offline (at jewelry 

stores, shopping malls, and exhibitions) to reach a representative sample of potential buyers. 
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To ensure reliability and validity, a pilot test will be conducted with 15–20 respondents before full-scale data 

collection. This will help refine the questions for clarity, relevance, and consistency. 

The structured questionnaire allows for quantitative analysis of responses, making it easier to identify trends, patterns, 

and relationships in consumer perception and behavior toward lab-grown diamonds. 

 

 

6.Data Analysis and Interpretation 

 

 

6.1 Introduction 

This chapter presents a comprehensive analysis and interpretation of the data collected for the study titled “A Study on 

Consumer Perception Towards Lab-Grown Diamonds (Mumbai Based)”. The primary objective of this research is 

to understand how consumers in Mumbai perceive lab-grown diamonds (LGDs) in terms of awareness, knowledge, 

beliefs, attitudes, emotional value, investment perception, purchase behavior, and future buying intention. 

Lab-grown diamonds represent a relatively new category in the jewelry market. Unlike natural diamonds formed over 

millions of years beneath the Earth's surface, LGDs are created using advanced technological processes that replicate 

the natural diamond-growing environment. Although physically and chemically similar, consumer acceptance of LGDs 

depends not only on scientific facts but also on perception, which is shaped by knowledge, beliefs, emotions, and social 

influence. 

To explore these aspects, primary data was collected through a structured questionnaire. The responses were analyzed 

using descriptive statistical tools such as frequencies, percentages, and mean values. Interpretation of the results is 

supported by consumer behavior theories to explain the psychological and behavioral patterns observed. 

6.2 Overview of Data Collected 

Particular Details 

Total Responses 548 

Location of Study Mumbai 

Research Design Descriptive Research 

Data Type Primary Data 

Method of Collection Questionnaire Survey 

Measurement Tools Nominal, Ordinal, and Likert Scale (1–5) 

 

The questionnaire covered the following areas: 

1. Consumer awareness about LGDs 

2. Sources of information 

3. Knowledge levels 

4. Beliefs regarding authenticity 

5. General perception statements 

6. Attitudes toward affordability, eco-friendliness, investment value, and emotional value 

7. Purchase behavior 

8. Future purchase intention 
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6.3 Consumer Awareness of Lab-Grown Diamonds 

 

Awareness represents the first stage in the consumer decision-making process. Without awareness, no further evaluation 

or purchase can occur. 

Awareness Response Number of Respondents Percentage 

Yes 508 92.7% 

No 39 7.1% 

 

Interpretation 

The data shows an exceptionally high awareness level among Mumbai consumers. More than nine out of ten respondents 

have heard about lab-grown diamonds. This indicates that LGDs have successfully entered mainstream consumer 

consciousness in Mumbai. 

However, high awareness does not necessarily mean accurate understanding. Awareness may come from advertisements, 

social media posts, or casual references without deep knowledge. This distinction between awareness and knowledge 

becomes critical in the later analysis. 

From a marketing perspective, the LGD market in Mumbai has crossed the awareness stage and is now in the interest 

and evaluation stage of the adoption process. 

 

6.4 Sources of Information About Lab-Grown Diamonds 

Understanding how consumers learn about LGDs helps identify effective communication channels. 

Source Number Percentage 

Jewellery Store 200 36.5% 

Social Media 193 35.2% 

Friends/Family 114 20.8% 

Advertisement 1 — 

Missing 40 7.3% 

 

Interpretation 

Retail jewelry stores and social media are the dominant information sources. This indicates a balance between traditional 

retail interaction and digital exposure. 

• Jewelry Stores: Consumers often trust store personnel, making this channel influential in shaping perceptions. 

• Social Media: Younger consumers are particularly influenced by influencers, reels, and digital marketing. 

• Word-of-Mouth: Recommendations from friends and family build credibility. 

This suggests that LGD brands should adopt an omnichannel communication strategy. 
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6.5 Consumer Knowledge About Lab-Grown Diamonds 

Knowledge level was measured on a 5-point scale. 

Knowledge Rating Number of Respondents 

1 (Very Low) 441 

2 27 

3 38 

4 2 

Mean Knowledge Score 1.21 

 

Interpretation 

Despite high awareness, knowledge levels are extremely low. Approximately 80% of respondents consider their 

knowledge “very low.” 

This indicates a major knowledge gap, which creates uncertainty and hesitation in purchase decisions. Consumers may 

have heard of LGDs but lack clarity on how they are made, how they differ from natural diamonds, and whether they 

are certified. 

This knowledge gap is a critical barrier to adoption. 

 
6.6 Belief Regarding Authenticity 

Belief Number 

Yes (LGDs are real diamonds) 267 

No 236 

Not Sure 5 

Missing 40 

 

Interpretation 

Consumers are almost evenly divided. This confusion indicates that scientific information has not fully reached the 

public. 

Belief formation depends on trust, education, and exposure. Without proper information, consumers may rely on 

assumptions, leading to misperceptions. 

 
6.7 General Perception of Lab-Grown Diamonds 

Description Number 

Fake/Artificial 233 

Affordable Alternative 147 

Eco-Friendly 126 
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Interpretation 

The dominant perception of LGDs is “Fake/Artificial.” This psychological label reduces emotional appeal. However, 

consumers also recognize affordability and environmental benefits. 

Thus, perception is functionally positive but emotionally weak. 

 

6.8 Attitudinal Analysis 

Statement Mean Score Interpretation 

LGDs are affordable 1.88 Agreement 

LGDs are eco-friendly 1.80 Agreement 

LGDs are a good investment 3.21 Disagreement 

LGDs have emotional value 3.97 Strong disagreement 

Interpretation 

Consumers value LGDs for practicality but not for emotional or investment purposes. Jewelry is often symbolic, and 

this gap presents a marketing challenge. 

 
6.9 Purchase Behavior 

Response Number 

Purchased LGDs 91 

Not Purchased 417 

Only 16.6% have purchased LGDs, indicating early adoption. 

 
6.10 Future Purchase Intention 

Response Number 

Definitely Yes 246 

Maybe 102 

No 160 

Future intention is strong, indicating market potential. 

 
6.11 Overall Insights 

1. Awareness high, knowledge low 

2. Functional benefits recognized 

3. Emotional value weak 

4. Purchase intent exceeds actual purchase 
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6.12 Strategic Implications 

• Education campaigns 

• Certification visibility 

• Emotional storytelling 

• Omnichannel marketing 

 

6.14 Psychological Interpretation of Consumer Perception 

Consumer perception is not merely based on factual knowledge but is largely influenced by psychological processing, 

prior beliefs, emotional associations, and social conditioning. The case of lab-grown diamonds (LGDs) in Mumbai 

clearly demonstrates the gap between objective reality (LGDs are chemically identical to natural diamonds) and 

subjective perception (many consumers label them as “fake”). 

6.14.1 Perception Formation Process 

Perception formation occurs through three stages: 

1. Exposure – Consumers encounter information about LGDs through social media or jewelry stores. 

2. Attention – Due to price differences and trending sustainability topics, consumers notice LGDs. 

3. Interpretation – Consumers interpret LGDs using existing beliefs about “real diamonds.” 

The interpretation stage is where distortion occurs. Consumers often associate value with rarity and natural origin. Since 

LGDs are manufactured, they contradict the long-standing belief that diamonds symbolize natural rarity. 

Interpretation Insight: 

Consumers are not rejecting LGDs because of poor quality, but because LGDs do not match the traditional meaning 

of diamonds in their minds. 

 

6.15 Role of Beliefs in Perception 

Beliefs act as mental filters that simplify decision-making. The survey revealed that almost half of respondents do not 

believe LGDs are real diamonds. 

This belief can be explained by the “Origin Bias” theory, where consumers value products based on how and where 

they are produced. Natural origin is perceived as superior. 

Thus, even though LGDs are scientifically real, psychological resistance arises because: 

• Consumers equate “natural” with “authentic” 

• Artificial production suggests mass availability 

• Mass availability reduces perceived prestige 

Conclusion: Changing belief structures requires education, certification, and authority endorsement. 
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6.16 Attitude Structure Towards Lab-Grown Diamonds 

Attitude consists of three components: 

Component Consumer Response 

Cognitive (knowledge) Very low knowledge score 

Affective (feelings) Weak emotional connection 

Behavioral (action) Low purchase rate 

This imbalance shows that while awareness exists, emotional and behavioral acceptance lags. 

 

6.17 Emotional Value and Symbolism 

Jewelry purchases are highly emotional and symbolic. Diamonds are traditionally associated with: 

• Love 

• Commitment 

• Status 

• Permanence 

However, LGDs scored the lowest on emotional value perception. Consumers may see them as suitable for fashion 

jewelry but not for milestone purchases like engagements. 

This reveals a symbolic perception gap. 

 
6.18 Risk Perception Analysis 

Consumers perceive risk in LGD purchases in the following areas: 

Risk Type Consumer Concern 

Financial Risk Resale value uncertainty 

Social Risk Others may judge purchase as “fake” 

Psychological Risk Doubt about authenticity 

Performance Risk Confusion about quality 

High perceived risk leads to hesitation. 

 
6.19 Knowledge Gap as a Barrier 

Mean knowledge score = 1.21/5 → extremely low. 

This knowledge gap causes: 

• Confusion between “synthetic” and “imitation” 

• Doubts about durability 

• Misunderstanding of certification 
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Education is therefore the biggest growth lever. 

 
6.20 Consumer Segmentation Based on Perception 

Based on responses, consumers can be divided into: 

1. Traditionalists – Prefer natural diamonds, value emotional symbolism. 

2. Value Seekers – Interested in affordability. 

3. Eco-Conscious Consumers – Motivated by sustainability. 

4. Skeptics – Doubt authenticity. 

LGD marketing must target segments differently. 

 

6.21 Future Purchase Intention Analysis 

Although only 16.6% have purchased LGDs, a much higher percentage shows willingness to buy in future. 

This indicates LGDs are in the early adoption stage of the product life cycle. 

Barriers preventing conversion: 

• Lack of trust 

• Social acceptance concerns 

• Emotional hesitation 

 
6.22 Social Influence on Perception 

Mumbai consumers are influenced by: 

• Family traditions 

• Social norms around engagement rings 

• Peer opinions 

Social acceptance is crucial for growth. 

 
6.23 Environmental Perception 

Consumers agreed LGDs are eco-friendly (mean 1.80). Sustainability awareness is increasing among urban consumers. 

However, environmental benefits alone are not enough to drive purchase without emotional value. 

 
6.24 Investment Perception 

Consumers do not see LGDs as investment-worthy. Natural diamonds benefit from scarcity perception, which LGDs 

lack. 
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6.25 Marketing Implications 

1. Education-Based Marketing 

2. Certification Visibility 

3. Emotional Storytelling 

4. Celebrity Endorsement 

5. Retail Staff Training 

 
6.26 Strategic Positioning Recommendation 

LGDs should be positioned as: 

“Smart, Sustainable Luxury” 

 
6.27 Overall Interpretation Summary 

Aspect Consumer View 

Awareness High 

Knowledge Very Low 

Emotional Value Weak 

Functional Value Strong 

Purchase Low 

Future Potential High 

 
 

6.28 Conclusion 

The data analysis conducted for the study “A Study on Consumer Perception Towards Lab-Grown Diamonds 

(Mumbai Based)” provides valuable insights into how consumers in Mumbai view lab-grown diamonds in comparison 

to traditional natural diamonds. The findings reveal that while lab-grown diamonds have successfully entered consumer 

awareness, several perceptual and psychological barriers still influence their acceptance. 

One of the most significant findings is that awareness levels are very high, indicating that lab-grown diamonds are no 

longer an unfamiliar concept among urban consumers. A majority of respondents have heard about them, mainly through 

jewelry stores and social media platforms. This suggests that marketing efforts and industry promotion have been 

effective in spreading basic information about the existence of LGDs. However, awareness does not translate into 

knowledge, as the study reveals very low knowledge levels among respondents. Most consumers lack a clear 

understanding of how lab-grown diamonds are produced, how they compare scientifically to natural diamonds, and how 

certification works. This knowledge gap creates confusion and uncertainty, which affects purchase decisions. 

The analysis of beliefs regarding authenticity shows a divided opinion among consumers. A large section still doubts 

whether lab-grown diamonds are “real” diamonds. This misunderstanding highlights the role of psychological 

perception, where consumers associate natural origin with authenticity and value. Even though LGDs are scientifically 

identical to mined diamonds, emotional and traditional beliefs continue to influence consumer judgment. 

From an attitudinal perspective, the study shows that consumers recognize the functional benefits of lab-grown 

diamonds. Respondents agree that LGDs are more affordable and environmentally friendly. These attributes make LGDs 

appealing to practical and value-conscious consumers. However, when it comes to emotional value and investment 

potential, perceptions are negative. Consumers do not view LGDs as suitable for emotionally significant purchases like 
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engagements or heirloom jewelry, nor do they consider them a good long-term investment. This indicates that while 

LGDs satisfy rational needs, they do not yet fulfill symbolic and emotional expectations traditionally associated with 

diamonds. 

Purchase behavior analysis further confirms this pattern. Only a small percentage of respondents have actually purchased 

lab-grown diamonds, showing that the market is still in its early adoption stage. Despite this, a considerably higher 

number of respondents expressed willingness to consider purchasing LGDs in the future. This gap between current 

purchase and future intention suggests that the market holds strong growth potential if existing barriers such as lack of 

knowledge, trust issues, and emotional hesitation are addressed. 

Another key finding is the role of risk perception. Consumers show concerns about resale value, social acceptance, and 

authenticity. These perceived risks reduce confidence in purchase decisions. Trust-building measures such as transparent 

certification, brand credibility, and consumer education can help reduce this uncertainty. 

Overall, the data indicates that lab-grown diamonds in Mumbai are positioned as a practical and modern alternative 

rather than a replacement for natural diamonds in emotional or traditional contexts. The acceptance of LGDs is driven 

more by affordability and sustainability than by emotional attachment or prestige value. 

In conclusion, the study highlights that the primary challenge for the lab-grown diamond market is not product quality 

but consumer perception. Improving knowledge levels, strengthening emotional appeal, and building trust are essential 

steps for increasing consumer acceptance. If these aspects are addressed, lab-grown diamonds have strong potential to 

gain a larger share in the future jewelry market of Mumbai. 

7.RESULTS AND FINDINGS OF THE STUDY 

Based on the analysis of 548 responses collected from consumers in Mumbai, the following key results and findings 

have been derived regarding consumer perception towards lab-grown diamonds: 

 
1. High Awareness but Low Knowledge 

The study reveals that a very large majority of respondents are aware of lab-grown diamonds. This indicates that the 

concept of LGDs has successfully reached urban consumers. However, despite this high awareness, respondents reported 

extremely low levels of knowledge about lab-grown diamonds. Most consumers are not familiar with the production 

process, certification standards, or the scientific similarity between lab-grown and natural diamonds. 

Finding: Awareness exists at a surface level, but deep understanding is missing. This knowledge gap creates uncertainty 

and hesitation in purchase decisions. 

 
2. Major Sources of Information 

The most common sources through which consumers learned about lab-grown diamonds are jewelry stores and social 

media platforms. Word-of-mouth through friends and family also plays a role. 

Finding: Retail stores and digital media are the most influential communication channels shaping consumer perception 

in Mumbai. 
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3. Confusion About Authenticity 

The responses show a divided opinion on whether lab-grown diamonds are “real” diamonds. A significant number of 

consumers either believe LGDs are not real or are unsure. 

Finding: There is a widespread misconception about the authenticity of lab-grown diamonds, showing the need for 

consumer education and certification awareness. 

 
4. Perception of Lab-Grown Diamonds as “Artificial” 

A large portion of respondents describe lab-grown diamonds as artificial or fake rather than as genuine diamonds. 

Finding: Consumers associate “lab-made” with “not real,” which negatively affects emotional and symbolic acceptance. 

 
5. Positive Perception of Affordability 

Most respondents agree that lab-grown diamonds are more affordable compared to natural diamonds. 

Finding: Price advantage is the strongest positive factor influencing consumer interest in LGDs. 

 
6. Recognition of Environmental Benefits 

Consumers generally agree that lab-grown diamonds are environmentally friendly. 

Finding: Sustainability is a recognized advantage, especially among urban and younger consumers. 

 
7. Weak Investment Perception 

The majority of respondents do not consider lab-grown diamonds to be a good investment. 

Finding: Consumers still associate investment value and resale potential primarily with natural diamonds. 

 
8. Low Emotional Value 

Lab-grown diamonds scored very low on emotional value. Consumers do not see them as suitable for emotionally 

significant occasions such as engagements or heirloom jewelry. 

Finding: Emotional symbolism remains strongly linked to natural diamonds rather than LGDs. 

 

9. Low Purchase Experience 

Only a small percentage of respondents have actually purchased lab-grown diamonds. 

Finding: The market is still in the early adoption stage, with limited actual buying despite awareness. 
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10. Strong Future Purchase Intention 

A considerably higher percentage of consumers expressed willingness to consider buying LGDs in the future. 

Finding: There is strong potential for market growth if consumer concerns are addressed. 

 
11. Presence of Perceived Risks 

Consumers show concerns regarding resale value, social acceptance, and authenticity. 

Finding: Risk perception is a key barrier preventing consumers from converting intention into actual purchase. 

 
12. Functional vs Emotional Perception Gap 

Consumers view lab-grown diamonds as practical, affordable, and sustainable but not emotionally or symbolically 

valuable. 

Finding: LGDs are positioned in the consumer mind as a “smart alternative” rather than a “luxury emotional product.” 

 
Overall Result 

The overall results show that lab-grown diamonds in Mumbai are recognized and functionally appreciated, but 

psychological and emotional barriers limit their full acceptance. The key issues are lack of knowledge, trust concerns, 

and weak emotional association. 

8.LIMITATIONS OF THE STUDY 

Although this study provides valuable insights into consumer perception towards lab-grown diamonds in Mumbai, 

certain limitations must be acknowledged. These limitations do not invalidate the findings but indicate areas where 

caution should be exercised while interpreting the results. 

 
1. Geographical Limitation 

The study is restricted only to consumers located in Mumbai. Consumer perceptions in other cities, rural areas, or 

different cultural regions of India may vary significantly due to differences in income levels, traditions, awareness, and 

exposure to new products. Therefore, the findings cannot be generalized to the entire country. 

 
2. Sample Size Constraint 

Although the study collected 548 responses, which is adequate for analysis, it may not fully represent the entire 

population of Mumbai consumers. A larger and more diverse sample could provide even more accurate results. 

 
3. Time Limitation 

The research was conducted within a limited time period. Consumer perception is dynamic and may change over time 

due to new marketing campaigns, celebrity endorsements, price changes, or increased awareness about sustainability. 
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4. Dependence on Self-Reported Data 

The study relies on responses provided directly by consumers through a questionnaire. Respondents may have given 

socially desirable answers or may not have had complete knowledge while responding. This can affect the accuracy of 

some responses. 

 
5. Limited Depth of Knowledge Measurement 

Knowledge about lab-grown diamonds was measured using a self-rating scale rather than testing actual knowledge. 

Consumers might underestimate or overestimate their understanding. 

 

6. Absence of Qualitative Insights 

The study mainly uses quantitative data. In-depth interviews or focus group discussions could have provided deeper 

insights into emotional and psychological reasons behind consumer perceptions. 

 
7. Market Still Evolving 

Lab-grown diamonds are still a developing category in India. Consumer opinions may change rapidly as the market 

matures. Therefore, findings reflect the perception at the time of study and may not remain constant in the future. 

 
8. Limited Product Experience 

Many respondents have not purchased lab-grown diamonds. Their perceptions are based on information and beliefs 

rather than actual usage experience. 

 
9. Scope Restricted to Consumer Perception 

The study focuses only on consumer perception and does not cover jeweler perspectives, pricing strategies, supply chain 

factors, or technical production aspects of lab-grown diamonds. 

 
10. Possible Response Bias 

Some respondents may have misunderstood certain questions related to technical aspects of lab-grown diamonds, which 

could influence the accuracy of responses. 

9.SUGGESTIONS AND RECOMMENDATIONS 

Based on the analysis and findings of the study “A Study on Consumer Perception Towards Lab-Grown Diamonds 

(Mumbai Based)”, the following suggestions and recommendations are proposed for jewelers, marketers, and 

stakeholders in the lab-grown diamond industry. 
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1. Increase Consumer Education 

The study shows extremely low knowledge levels despite high awareness. Brands and jewelers should conduct 

educational campaigns explaining: 

• How lab-grown diamonds are made 

• Scientific similarity with natural diamonds 

• Certification standards (IGI, GIA, etc.) 

• Differences between lab-grown, synthetic, and imitation stones 

Educational content can be delivered through social media videos, in-store displays, workshops, and informative 

brochures. 

 
2. Strengthen Trust Through Certification 

Consumers doubt authenticity and resale value. Displaying recognized certifications prominently can build confidence. 

Jewelers should explain grading reports and offer transparency regarding diamond origin. 

 
3. Focus on Emotional Branding 

Since emotional value is currently low, marketing should connect LGDs with emotions such as: 

• Love 

• Commitment 

• Modern relationships 

• Personal milestones 

Storytelling advertisements and campaigns that portray LGDs in engagement and wedding contexts can improve 

symbolic acceptance. 

 

4. Promote Sustainability Message Effectively 

Consumers recognize eco-friendliness but do not see it as a primary purchase driver. Brands should strengthen this 

positioning by: 

• Highlighting reduced environmental damage 

• Showcasing ethical sourcing 

• Appealing to environmentally conscious youth 

 
5. Improve Retail Experience 

Retail staff should be trained to explain LGDs confidently and address consumer doubts. Demonstrations, comparison 

displays between natural and lab-grown diamonds, and clear pricing communication can improve purchase decisions. 

 
6. Introduce Attractive Pricing and Schemes 

Since affordability is a key motivator, jewelers can introduce: 
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• EMI options 

• Exchange policies 

• Buy-back schemes 

This will reduce financial risk perception. 

 
7. Use Influencers and Celebrity Endorsements 

Social acceptance plays a role in jewelry purchases. Influencers and celebrities endorsing LGDs can enhance prestige 

perception and normalize their use. 

 
8. Target Young Consumers 

Younger consumers are more open to innovation and sustainability. Marketing campaigns should focus on millennials 

and Gen Z who prioritize value and ethics. 

 
9. Improve Communication Clarity 

Avoid using confusing terms like “synthetic” or “man-made.” Use phrases such as: 

“Real Diamonds, Created Sustainably” 

Clear messaging reduces misconceptions. 

10. Encourage Trial Purchases 

Offering smaller LGD jewelry pieces at lower price points can encourage first-time buyers and build trust through 

experience. 

 
11. Develop Resale and Exchange Policies 

To address investment concerns, brands should introduce resale or upgrade programs to reduce perceived financial risk. 

 
12. Conduct Awareness Drives in Educational Institutions 

Workshops and seminars can educate future consumers and create early positive perception. 

 
Overall Recommendation 

The market for lab-grown diamonds in Mumbai has strong potential. The key to growth lies in education, trust-

building, emotional positioning, and strategic communication rather than product modification. 
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