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WATCHES, ACTIVITY TRACKERS, AND INTERNET CONNECTED WATCHES ARE ALL MORE IMPORTANT TO 25-34 YEAR-

OLDS COMPARED TO OTHER DEMOGRAPHICS. THEY ARE ALSO ALL MORE IMPORTANT TO MALES THAN THEY ARE TO 

FEMALES.

IMPORTANCE OF WATCHES TO CONSUMERS

This question was posed to all respondents.
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IMPORTANCE OF WATCHES TO CONSUMERS – WEIGHTED AVERAGES BY DEMOGRAPHICS

This question was posed to all respondents.
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18-24 YEAR-OLDS ARE LEAST LIKELY TO RESPOND THAT THEY WEAR A WATCH EVERY DAY.

WEARS A WATCH EVERY DAY, BY DEMOGRAPHIC

This question was posed to all respondents.

IN GENERAL, HOW OFTEN DO YOU WEAR A WATCH?
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This question was posed to all respondents.
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25-34 YEAR-OLDS ARE MOST LIKELY TO OWN AN INTERNET CONNECTED WATCH. MALES ARE MUCH MORE LIKELY 

THAN FEMALES TO OWN AN INTERNET CONNECTED WATCH.

OWNS AN INTERNET CONNECTED WATCH

This question was posed to all respondents.
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FITBIT IS THE MOST POPULAR BRAND OUT OF THOSE TESTED IN OUR SURVEY, FOLLOWED BY APPLE.

OWNS WATCHES OR FITNESS TRACKERS FROM THE FOLLOWING BRANDS

This question was posed to all respondents.

PLANS TO PURCHASE WATCHES OR FITNESS TRACKERS FROM THE 

FOLLOWING BRANDS

This question was posed to all respondents.

BROKEN DOWN BY DEMOGRAPHICS BROKEN DOWN BY DEMOGRAPHICS
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OUT OF THE THREE FOSSIL PRODUCT OPTIONS DISPLAYED TO CONSUMERS, THE NON-DISPLAY SMARTWATCHES WERE 

THE MOST COMMONLY OWNED.

OWNS THE FOSSIL WATCH LIKE THE ONE PICTURED (RESPONDENTS WERE SHOWN THE 

IMAGES DISPLAYED TO THE LEFT) 
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OUT OF THE THREE FOSSIL PRODUCT OPTIONS SHOWN TO RESPONDENTS, THE DISPLAY WATCH WAS MOST 

APPEALING, ON AVERAGE, FOLLOWED CLOSELY BY THE NON-DISPLAY SMARTWATCH. 

HOW APPEALING DO YOU FIND THE PRODUCTS PICTURED? (RESPONDENTS WERE SHOWN 

THE IMAGES DISPLAYED TO THE LEFT) 
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A PLURALITY OF CONSUMERS WERE DRAWN TO THE DISPLAY WHEN FORCED TO CHOOSE.  YOUNGER RESPONDENTS 

WERE MORE LIKELY TO BE INTERESTED IN THESE FOSSIL PRODUCTS AND WOMEN GRAVITATED MORE TOWARD THE 

ACTIVITY TRACKER.

IF YOU HAD TO CHOOSE TO GET ONE OF THE THREE OPTIONS PICTURED IN THE ANSWER 

CHOICES, WHICH WOULD YOU PICK?
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