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KEY TAKEAWAYS:

JEWELRY PURCHASE
RECENCY THROUGH ALL
RETAILERS IN OUR SURVEY
WORSENED Q/Q AND Y/Y.
THE DATA IS CURRENTLY AT
SERIES LOWS.

CONSUMER PREFERENCES
FOR BRANDED JEWELRY
OVER NON-BRANDED HAVE
GROWN OVER THE PAST
YEAR.

AN INCREASING PERCENTAGE
OF PANDORA CHARM
OWNERS SAID THEY WOULD
BUY THEM MORE OFTEN IF
THEY HAD A REWARDS
PROGRAM.

AUGUST 2019
JEWELRY VOLUME 15

Audience: 1,450+ US Consumers Balanced To Census

DESPITE RECENT
ENGAGEMENT BEING AT
SERIES LOWS, CONSUMER
SENTIMENT TOWARD
JEWELRS HAS HELD UP
OVER-TIME.

A DECLINING PERCENTAGE
OF PANDORA PURCHASERS
REPORTED BUYING ON
PROMOTION Q/Q.

ENGAGEMENT RING
PURCHASERS HAVE BEEN
SHIFTING AWAY FROM THE
LOCAL JEWELER.
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Consumer Sentiment and Financing Dynamics

WHEN IS THE LAST TIME THAT YOU PURCHASED JEWELRY?

Posed to all US consumers.

Aug (19) 3.49

May (19) 3.51

Feb (19) 343

Nov (18)

Aug (18) 3.49

May (18)

Feb (18)

Oct (17)

Aug (17) 3.58

May (17) 3.48

Feb (17) 371

Oct (16)

Aug (16)

May (16) 3.56

Feb (16) 3.58
Within the 1-3 months ago  4-6 months ago 7-9 months 10-12 months More than a Never
past month ago ago year ago
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ENGAGEMENT
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Consumer Sentiment and Financing Dynamics

DO YOU PREFER BRANDED OR NON-BRANDED JEWELRY

Posed to all US consumers who purchased jewelry in the past year.

Aug (19
W May (19
" Feb (19)
H Nov (18)
H Aug (18
H May (18
" Feb (18)
B Oct (17)
m Aug (17)
H May (17)
B Feb (17)
® Oct (16)
M Aug (16
B May (16
" Feb (16)

| prefer non-branded

62.0%

| prefer branded

0% 20% 40% 60% 80% 100%
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PURCHASE FREQUENCY BY JEWELER
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Consumer Sentiment and Financing Dynamics

WHEN IS THE LAST TIME YOU PURCHASED JEWELRY FROM JARED?

Posed to all US consumers who purchased jewelry in the past year.

Aug (19)
May (19)
Feb (19)
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)
Aug (17)
May (17)
Feb (17)
Oct (16)
Aug (16)
May (16)
Feb (16) 2.44

Within the 1-3 months ago  4-6 months ago 7-9 months 10-12 months More than a Never
past month ago ago year ago
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WHEN IS THE LAST TIME YOU PURCHASED JEWELRY FROM KAY JEWELERS?

Posed to all US consumers who purchased jewelry in the past year.

Aug (19) 312

May (19) .87
Feb (19) 305
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)
Aug (17)
May (17) .85
Feb (17) 182
Oct (16)
Aug (16)
May (16)

Feb (16)

Within the 1-3 months 4-6 months 7-9 months 10-12 months More than a Never
past month ago ago ago ago year ago
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Consumer Sentiment and Financing Dynamics

WHEN IS THE LAST TIME YOU PURCHASED JEWELRY FROM ZALES?

Posed to all US consumers who purchased jewelry in the past year.

Aug (19)
May (19)
Feb (19)
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)
Aug (17)
May (17)
Feb (17)
Oct (16)
Aug (16)
May (16)

Feb (16)

Within the 1-3 months ago  4-6 months ago 7-9 months 10-12 months More than a Never
past month ago ago year ago
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WHEN IS THE LAST TIME YOU PURCHASED JEWELRY FROM TIFFANY?

Posed to all US consumers who purchased jewelry in the past year.

Aug (19) 272
May (19) 2.55
Feb (19) 263
Nov (18)
Aug (18)
May (18) 2.47
Feb (18)
Oct (17)
Aug (17)
May (17)
Feb (17)
Oct (16)
Aug (16)

May (16)

Feb (16) 178

Within the 1-3 months 4-6 months 7-9 months 10-12 months More than a Never
past month ago ago ago ago year ago
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Consumer Sentiment and Financing Dynamics

WHEN IS THE LAST TIME THAT YOU PURCHASED AN ITEM FROM PANDORA?

Posed to all US consumers who purchased jewelry in the past year.

Aug (19)
May (19)
Feb (19)
Nov (18)
Aug (18)
May (18)
Feb (18)
Oct (17)
Aug (17)
May (17)

Feb (17)

Within the 1-3 months ago  4-6 months ago 7-9 months 10-12 months More than a Never
past month ago ago year ago
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RETAILER SPECIFIC FEEDBACK: PANDORA
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Consumer Sentiment and Financing Dynamics

WHICH OF THE FOLLOWING TYPES OF ITEMS HAVE YOU PURCHASED THROUGH
PANDORA IN THE PAST YEAR?

Posed to all US consumers who purchased jewelry from Pandora in the past year.

411%
Bracelet
38.9%
Earrings = Aug (19)
37.5% = May (19)
Ring Feb (19)
35.4% = Nov (18)
Necklace = Aug (18)
Derdant 2.5% ® May (18)
endan = m Feb (18)
Charms
W Aug (17)
17.9%
|
Watch May (17)
w Feb (17)
0%
Cufflinks
0% 20% 40% 60% 80% 100%
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HAVE YOU PURCHASED JEWELRY FROM ANY OF THE FOLLOWING PANDORA
COLLECTIONS? (SELECT ALL THAT APPLY)

Posed to all US consumers who purchased jewelry from Pandora in the past year.

Mother's Day 21.4%
14K Gold 20.4%
Disney 19.6%
Pandora Lockets 18.6%
Valentine's Day 17.9%
Summer 16.1%
Pandora Wish 16.1%
Pandora Signature 15.4%
Winter 15.0%
Pandora Rose 14.3%
PANDORA ESSENCE 14.3% o A 5
Pearl Jewelry 13.2% ug (19)
Spring 12.9% = May (19)
Pandora Shine 10.7%
Pandora Reflexions 0.4%
Collegiate 10.4%
Autumn 10.0%
Timeless Elegance 6%
Modern LovePods 9.3%
None of the above 71%
Pre-Autumn Collection 6.8%

0% 20% 40% 60% 80% 100%
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WILL YOU PURCHASE FROM ANY OF THE FOLLOWING COLLECTIONS IN THE NEXT
YEAR? (SELECT ALL THAT APPLY)

Posed to all US consumers who purchased jewelry from Pandora in the past year.

Disney

Valentine's Day
Pandora Rose
Pandora Wish
Mother's Day

14K Gold

Pandora Lockets
Pandora Shine
Pearl Jewelry
Pandora Reflexions

Summer A 19
Spring ug (19)
Winter ¥ May (19)

Pre-Autumn Collection
Pandora Signature
Timeless Elegance

PANDORA ESSENCE
Collegiate

Modern LovePods
None of the above
Autumn

0% 20% 40% 60% 80%  100%
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Consumer Sentiment and Financing Dynamics

WOULD YOU CHARACTERIZE YOURSELF AS GETTING...

Posed to all US consumers who purchased jewelry from Pandora in the past year.

Aug (19)
May (19)
Less Excited About No Change More Excited About
Pandora Jewelry Pandora Jewelry
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WOULD YOU SIGN UP FOR A PANDORA JEWELRY REWARDS PROGRAM?

Posed to all US consumers who purchased jewelry from Pandora in the past year.

38.9%
Definitely WOULD
37.2%
35.4%
Probably WOULD
35.5%
EAug (19)
Probably NOT May (19)

3.2%
5.8%

Definitely NOT

0% 20% 40% 60% 80% 100%
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Consumer Sentiment and Financing Dynamics

WHAT PERCENTAGE OF YOUR PANDORA JEWELRY PURCHASES DO YOU MAKE
ON DISCOUNT/PROMOTION?

Posed to all US consumers who purchased jewelry from Pandora in the past year.

Aug (19)

May (19)
None - Never Buy  Under 25% 26%-50% Of 51%-75% Of 76%-99% Of All Of My
On Discount Of Purchases Purchases Purchases Purchases Purchases
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Consumer Sentiment and Financing Dynamics

HAVE YOU EVER PURCHASED OR RECEIVED ANY PANDORA CHARM JEWELRY?

Posed to all US consumers who purchased jewelry from Pandora in the past year.

No
m Aug (19)
W May (19)
69.6%
Yes
64.5%
0% 20% 40% 60% 80% 100%
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Consumer Sentiment and Financing Dynamics

DO YOU STILL WEAR YOUR PANDORA CHARM JEWELRY?

Posed to all US consumers who own Pandora charm jewelry.

| wear it regularly

50.3%
| wear it occasionally

455% = May (19

N

| have stopped wearing it

0% 20% 40% ©60% 80% 100%
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WHEN IS THE LAST TIME YOU BOUGHT OR RECEIVED PANDORA CHARM

JEWELRY?

Posed to all US consumers who own Pandora charm jewelry.

More than a year ago / | don't remember

B Aug (19)
m May (19)

In the past year

In the past three months
9%

0% 20%  40% 60% 80% 100%
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PLEASE RATE HOW MUCH YOU AGREE WITH THE FOLLOWING STATEMENTS:

Posed to all US consumers who own Pandora charm jewelry.

"l am buying Pandora
Charm Jewelry less often
than | used to"

B Aug (19)
E May (19)
"Pandora Charm Jewelry
is getting more popular"
Strongly ) Neither Agree Strongly
Disagree Disagree or Disagree Agree Agree

FOR PERSONAL USE ONLY—DO NOT FORWARD OR REDISTRIBUTE PAGE 21


http://www.bespokeintel.com

BESPOKE MARKET INTELLIGENCE www.bespokeintel.com

Consumer Sentiment and Financing Dynamics

DO YOU COLLECT PANDORA JEWELRY CHARMS?

Posed to all US consumers who own Pandora charm jewelry.

()

>4.9%
Yes, | collect charms

55.8%

| used to, but | don't any more

:Aug (19)
May (19)

| never have

0% 20% 40% 60% 80% 100%
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WOULD YOU BUY CHARMS MORE OFTEN THAN YOU DO NOW IF PANDORA HAD A

REWARDS PROGRAM?

Posed to all US consumers who own Pandora charm jewelry.

44 6%
Yes, alot more
46.2%

. 44 1% Aug (19)
Yes, a little more E

5.3% May (19)

No, | would not

0% 20% 40% 60% 80% 100%
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PLEASE RATE HOW MUCH YOU AGREE WITH THE FOLLOWING STATEMENTS:

Posed to all US consumers who purchased jewelry from Pandora in the past year.

3.77‘
They offer unique
products that are hard
to find elsewhere
H/Aug (19)
HMay (19)
Feb (19)
H|Nov (18)
They offer products B Aug (18)
that | desire = May (18)
HFeb (18)
B |Oct (17)
HAug (17)
H May (17)
HiFeb (17)
They offer products
that are worth the price
they charge for them
Strongly Disagree Disagree  Neither Agree nor Disagree Agree Strongly Agree
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ENGAGEMENT RINGS
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HAVE YOU PURCHASED AN ENGAGEMENT RING IN THE PAST TWO YEARS?

Posed to all respondents.

| have never purchased an engagement ring

| have purchased an engagement ring in the
past, but not in the pasttwo years

Yes, within the past two years

® May (17)
: : : ®Feb (17)
56% " Oct (16) |

5 5 5 ® Aug (16)
® May (16)

Yes, within the past year

Yes, within the past six months

0% 20% 40% 60% 80% 100%
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WHERE RESPONDENTS BOUGHT ENGAGEMENT RINGS

Posed to respondents who have EVER PURCHASED an engagement ring.

271% 5

Local Jeweler

19.3%

- Aug (19)
= May (19)
B Feb (19)
= Nov (18)
- Aug (18)
= May (18)
B Feb (18)
= Oct (17)
- Aug (17)
B May (17)
® Feb (17)
= Oct (16)
- Aug (16)
= May (16)

Kay

Other (please specify)

Jared

Zales

Tiffany

0% 5% 10% 15% 20% 25% 30% 35% 40%

32.6%
Jared :
Kay
Zales " Past ‘;Year
B Past Two Years
Tiffany ;

u MoreéThan Two Years Aigo

Local Jeweler
36.0%

Other

0% 20% 40% 60% 80%
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HOW DID YOU PURCHASE THE RING?

Posed to respondents who have EVER PURCHASED an engagement ring.
: : : 73.3%

Paid in full up front

™ Aug (19)
= May (19)
W Feb (19)
M Nov (18)
= Aug (18)
" May (18)
W Feb (18)
= Oct (17)

™ Aug (17)
| May (17)
= Feb (17)
™ Oct(16)

= Aug (16)
= May (16)

0%  20% 40% 60% 80% 100%
Posed to respondents who have EVER PURCHASED an engagement ring.

Financed the ring through the jeweler

Other (please specify)

72.7%

Paid in Full Upfront 70.9%
74.4%
Financed the ring through jeweler
0.8% 1 Past Year
Other 1.7% B Past Two Years
3.0% ¥ More Than Two Years Ago
0% 100%
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MINDSHARE
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WHERE CONSUMERS PREFER TO SHOP FOR JEWELRY (SELECT UP TO TWO
CHOICES)

Posed to all respondents.

Other / Not Applicable
Independent Jewelry (Local Jewelry Store)
Aug (19)
1 May (19)
Specialty Stores (Zales, Jared, Kay, Helzberq) " Feb (19)
H Nov (18)
N Aug (18)
Department Store (Macy's, Neiman Marcus, etc) ¥ May (18)
f Feb (18)
B Oct (17)
Discount Stores (TJ Maxx) W Aug (17)
H May (17)
N Feb (17)
Online Stores (Blue Nile, Ice.com, Ruelala.com, Gilt.com) W Oct(16)
 Aug (16)
H May (16)
Brand's Store (David Yurman, Tiffany, etc) H Feb (16)
Home Shopping Networks (QVC, HSN)
0% 10% 20% 30% 40% 50%
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CHANGES IN OPINION OF JEWELERS OVER TIME

Posed to respondents who have bought jewelry in the past year.

319
Kay Jewelers
317
Pandora Jewelry
317 B Aug (19)
I May (19)
Tiffany Feb (19)
H Nov (18)
[
315 Aug (18)
H May (18)
Jared B Feb (18)
B Oct (17)
¥ Aug (17)
314
B May (17)
Zales 5 Feb (17)
Fossil
| don't like it as much as | used to No Change / No Opinion | like it more than | used to
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DO YOU THINK THE FOLLOWING JEWELERS ARE BECOMING MORE OR LESS
POPULAR?

Posed to respondents who have bought jewelry in the past year.

3.22
Pandora Jewelry
316
Kay Jewelers
315 " Aug (19)
I May (19)
Jared Feb (19)
H Nov (18)
B Aug (18)
H May (18)
H Feb (18)
Tiffany
B Oct (17)
= Aug (17)
B May (17)
B Feb (17)
Zales
Fossil
Less Popular Same/No Change More Popular
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