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In today’s increasingly digital world, it has 
become easier for brands to increase 
consumers’ awareness. However, this is useless 
without loyal customers.

Understanding brand loyalty and the 
consumer mindset is vital in helping brands 
manage and grow in today’s ever-changing 
markets.

Provoke Insights, a full-service market research 
firm specializing in branding, advertising, and 
content marketing initiatives, launched a new 
bi-annual trends study to answer these 
pressing questions.

The goal of this research is to gain a national 
perspective on the mindset of consumers and 
their loyalty to brands. The study covers 
multiple industries, including jewelry/watches.

Background & 
Objectives
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Provoke Insights conducted a 15-minute 
survey among 1,500 Americans between 
the ages of 21 and 65. The study was in-field 
from March 1st – 10th, 2022.

A random stratified sample methodology 
was used to ensure a high degree of 
representation of the U.S. population 
(household income, age, gender, 
geography, ethnicity, and children in the 
household).1

Results based on this sample have a 
maximum margin of sampling error of ±2.5% 
at a 95% confidence level.

Statistical differences between subgroups 
indicated in this report were tested at a 95% 
confidence level.

Methodology

https://data.census.gov/cedsci/table?q=general%20population&tid=ACSDP1Y2018.DP05&vintage=2018 3

https://data.census.gov/cedsci/table?q=general%20population&tid=ACSDP1Y2018.DP05&vintage=2018


Overview
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Who is Purchasing Jewelry/Watches?
Jewelry and watch purchasers are more likely to be 
optimistic about the future, but still have many concerns 
due to the COVID pandemic. They are more often parents, 
Democrats and living in urban areas.  In addition, they are 
purchasing other products such as electronics and skincare. 

Where are Consumers Purchasing Jewelry/Watches?
Most consumers are purchasing jewelry and watches online. 
However, they are more satisfied than non-purchasers with 
the in-person shopping experience. They had higher ratings 
for cleanliness, customer service, and product availability.

Brand Loyalty in the Jewelry/Watch Category
Less than half of jewelry and watch purchasers are loyal to 
a brand. This places them in the middle compared to the 
other industries surveyed. 



Q. Which of the following have you personally bought in the last month? (Select all that apply) 5

8% of Americans purchased 
jewelry/watches in the last month

Base: All Qualified Respondents (N=1,500)



Base: Purchased Jewelry/Watches in the Last Month (n=124)Q. Which of the following have you personally bought in the last month? (Select all that apply) 6

The Jewelry Shopper
is Significantly More Likely to Be

81% optimistic about the future vs. 71%

56% concerned about their health due to 
COVID vs. 40%

52% concerned about their job due to 
COVID vs. 28%

52% have kids vs. 35%

45% Democrat vs. 34%

44% line in urban areas vs. 25%



Q. How would you rate the following aspects of the in-store experience? (Select one per statement) 7

Cleanliness of Stores

Customer Service

Product Availability

Jewelry and watch shoppers have seen improvement in the in-person shopping experience.

How is In-Person Shopping?

The In-Store Experience

20%

26%

32%

39%

42%

42%

-44%

-27%

-20%

-27%

-22%

-20%

Poor/Fair Very Good/Excellent

Bottom 2/Top 2 on a 5-point agree scale

Purchased 
Jewelry/Watches

(n=124)

Did not purchase 
Jewelry/Watches

(n=1,376)

Base: All Qualified Respondents (N=1,500)



These consumers are also purchasing many other products.

Jewelry/Watch Purchasers are Big Spenders

Q. Which of the following will you personally experience in the next 3 months? (Select all that apply) 8

Purchased Skincare

70% vs. 41% 

Purchased Streaming 
Service Subscriptions

52% vs. 26% 

Purchased Electronics

51% vs. 18% 

Base: Purchased Jewelry/Watches in the Last Month (n=124)



In-Store e-Commerce Site

53% 

45% 

*2% other method

31% 

Brand’s Website

22% 

Q. Thinking of the most recent product you bought in each category, where did you purchase the 
item? (Select one per category) Base: Purchased Jewelry/Watches in the Last Month (n=124) 9

Once predominately in-store, purchases have now 
moved online. 



19%

25%

49%

6%

Only purchase this brand Mostly purchase this brand Purchase this brand along
with other brands

Mostly purchase other
brands

Q. Thinking again of the most recent product you bought in each category, how loyal are you to each 
brand? I will…

44%

Base: Purchased Jewelry/Watches in the Last Month (n=124) 10

Less than half of these consumers are loyal to a specific brand.

Brand Loyalty in the Jewelry/Watch Industry



Industry Loyalty 
Score

1 Automobiles   14.31

2 Major appliances 12.61

3 Airline 11.11

4 Cruise line 9.01

5 Power tools 7.71

6 Skincare 6.11

7 Electronics 6.01

8 Fine jewelry/watches 2.41

9 Beauty supplies 2.51

10 Hotel -7.19

11 Fitness gear -8.39

12 Furniture -9.39

13 Outdoor gear -11.89

14 Apparel -15.99

15 Toys -19.99

Compared to 
other 
industries, 
loyalty is mixed 
for the jewelry 
and watch 
industry.

The loyalty score is calculated by 
the mean overall industry score 
minus the individual category 
score. 

11Q. Thinking of the most recent product you bought in each category, where did you purchase the item? 
(Select one per category)



Jewelry and watch buyers are willing to pay more for sustainably sourced items, and half prefer to 
purchase at a small business. 

Jewelry/Watch Purchaser Shopping Habits

Q. How much do you agree or disagree with the following statements? (Select one for each statement)

55%

49%

34%

42%

52%

32%

Pay more for items that are
sustainably sourced

Prefer to purchase from small
businesses

Look for the cheapest brand
possible
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Purchased 
Jewelry/Watches

(n=124)

Did not purchase 
Jewelry/Watches

(n=1,376)

Shopping Attributes
Top 3 on a 7-point agree scale

Base: All Qualified Respondents (N=1,500)



Respondent Overview 

Gender Generation Parental Status

Ethnicity Household Income

53%
Female

47%
Male

38% Millennials

34% Gen X

21% Baby 
Boomers

7% Gen Z

44 years old
Average Age

36%
Have children
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M B
XZ

75%

14%
10%

7%
4% 5%

White Hispanic Black Asian Mixed
ethnicity

Other/Prefer
not to say

30%

21%

16% 16%

9% 8%

Less than
$49K

$50K to $74K$75K to $99K $100K to
$149K

$150K to
$199K

$200K+



Founded on the premise that research 
should better align with marketers' needs, 
Provoke Insights empowers brands to 
navigate through today's cluttered 
advertising space. This full-service market 
research firm solely focuses on research 
for branding, advertising, and content 
marketing initiatives.

At Provoke Insights, you work with a 
research expert who is also a seasoned 
brand strategist; this ensures that questions 
are deeply explored, and insights are 
cultivated and capitalized. We develop 
insights from the data to help guide 
growth for your company's vision.

For more information or press inquiries, 
reach out to 
breeda@provokeinsights.com.

About 
Provoke 
Insights
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