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“The jewellery and watches market in 2016 has been
boosted by an increase in spend from overseas visitors

taking advantage of the favourable exchange rates. There
have been continued strong sales of watches and resilient

demand for precious metal jewellery, yet the costume
jewellery segment remains weak.”
– Alice Goody, Retail Analyst

This report looks at the following areas:

• How has the jewellery and watches market fared?
• How is the smartwatches market developing?
• How might Brexit have an impact on the jewellery and watches market?

Value sales in the jewellery and watches market have been driven by continued strong growth in the
watches segment and resilient demand for precious metal jewellery. Growth in the costume jewellery
segment remains weak.

As the smartwatches market develops, there has been a considerable increase in the proportion of
consumers that are interested in buying one over the past year. Young affluent men show the most
interest in these devices and as many as 17% of men aged 16-44 have already bought one for
themselves in the last five years.

Pandora has been the fastest growing jewellery retailer in the UK over the last five years and some
19% of jewellery shoppers have purchased there during this time. Argos is an important player in the
watches market, attracting 26% of watch buyers, compared to 29% for the high street jewellery
chains.

Looking ahead we forecast that the market will continue to perform well as gifting drives demand for
jewellery and watches, along with self-purchases among young consumers. While the fashion watches
category may suffer as a result of the rising demand for smartwatches among the young, weddings and
engagements will continue to be a reliable source of sales in the precious metal jewellery segment.
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Harrods’ caters for bespoke jewellery demand
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Online service improved by video chat function…
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Online watch retailers tap into pre-owned watch demand
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Retail offering

Signet Group (UK)

What we think

Background
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Figure 72: Signet Group (UK): Group financial performance, 2011/12-2015/16

Figure 73: Signet Group (UK): Outlet data, 2011/12-2015/16

Retail offering

Swarovski UK Ltd

What we think

Background

Company performance

Retail offering

The Swatch Group (UK) Ltd

What we think

Background

Company performance

Retail offering

Tiffany & Co Ltd

What we think

Background

Company performance
Figure 74: Tiffany & Co Ltd: Group financial performance, 2010/11-2014/15

Figure 75: Tiffany & Co Ltd: Outlet data, 2010/11-2014/15

Retail offering

Links of London Ltd

What we think

Reinforcing its British brand positioning

Boutique.Goldsmith deal offers more options for customers to shop Links of London

Expanding the breadth of category offering

Building its presence in Asia through travel retail outlets

Company background

Company performance
Figure 76: Links (London) Ltd: Group financial performance, 2010/11-2014/15

Figure 77: Links (London) Ltd: Outlet data, 2010/11-2014/15

Retail offering

Pandora Jewellery UK Ltd

What we think

Slowly moving away from just charm bracelets
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Capitalising on the gift market

Concept stores

Maximising online presence

Building close relationships with its customers

Customised jewellery

Company background

Company performance
Figure 78: Pandora Group: Group financial performance, 2011-2015

Figure 79: Pandora Jewellery UK Ltd: Outlet data, 2011-2015

Retail offering

Abbreviations

Consumer research methodology

Forecast methodology

Methodology
Figure 80: Correspondence analysis, July 2016

Figure 81: Jewellery & watches, July 2016
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