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"Mintel predicts temperate growth for the watches and
jewelry market in 2017 and beyond. Since the last issuance

of this Report, jewelry stores have slipped behind jewelry
departments in terms of where people buy items, while

Amazon has risen to the top, and the percentage of
smartwatch owners has more than doubled."

- Diana Smith, Associate Director - Retail &
Apparel

This report looks at the following areas:

• YOY total growth expected while annual pace of growth to decelerate
• Many aren’t buying
• Jewelry stores face tough competition
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