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How the pandemic is ringing the 
changes for the jewellery industry

*Source: Barclays Partner Finance consumer research based on the responses of 1,006 UK consumers, June 2021

It goes without saying that things 
have changed for all of us over 
the past couple of years. And 
even though life is getting back to 
something resembling normal for 
most of us, it’s important to reiterate 
that the effects of the pandemic are 
going to be felt throughout the retail 
sector for many months – if not 
years – to come.

But after much doom and gloom, there 
does finally seem to be lots to be optimistic 
about, with 78% of consumers saying the 
roll out of vaccines has made them feel 
more confident to go out to shop.* 

And for the sectors that adapted their 
strategies during the pandemic, they also 
have plenty to be positive about. In this 
report, we look at how the jewellery market 
had been affected specifically, and how it’s 
adapted to survive and continue growing.

“78% of consumers say 
the roll out of vaccines has made 
them feel more confident to go 
out to shop.   *”
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There have been some fundamental shifts 
in the way we’re all parting with our money. 
Research reveals how local communities are 
pulling together in these challenging times, 
prioritising health and safety, the welfare of 
friends, family and neighbours, and thinking 
more consciously about where and how to 
buy essentials.

While stores were closed, the opportunity 
for consumers to pick up and try out 
products simply wasn’t feasible. So retailers 
have had to innovate to attract customers 
and move them to the point of purchase 
– making the overall buying experience as 
comfortable and smooth as possible.

That’s when contactless payment options 
really win – including our retail finance 
application process, where customers can 
complete and sign their finance application 
all directly on their own device. Some 
of our newer capabilities like Remote 
Document Verification (RDV) have meant 
that customers can also verify their identity 
online, enabling features like Click & Collect 
and shipping to alternative addresses for 
customers using finance to purchase.

For some of our partners, this technology 
meant they could keep their businesses 
operating throughout the disruption 
over the last couple of years, where 
otherwise they’d have had to potentially 
turn away sales.

Big changes for buyers of bling
 
Let’s look now at how the jewellery market 
has been affected specifically – and how 
it’s adapted as it identified emerging trends 
that helped retailers continue to survive 
and continue to grow. 

The value of the global jewellery market is 
expected to increase from about $230bn 
in 2020 to about $292bn by 2025.**

New ways of shopping, 
new ways of selling

*Source: https://home.barclaycard/press-releases/2020/5/consumer-spending-declined-36-5-per-cent-in-april
The consumer confidence survey in this press release was carried out between 24th April and 27th April 2020 by 
Longitude Research on behalf of Barclaycard. There were 2,000 respondents, providing a representative sample 
of UK consumers by age, gender, region, and income group.
**Source: https://www.statista.com/topics/5163/jewelry-market-worldwide

“55% of consumers want 
to show their support for nearby 
businesses during lockdown.   *”
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Consumers who buy online

64% 69% 74%

All respondents Gen Z Millenials

The jewellery businesses that look to have 
thrived – and could be in the best position to 
continue to do so – are those that have:
• diversified their business strategy – offering 

their customers an omni-channel experience
• invested in the digital aspects of their 

business – to meet the consumers’ 
growing move to online shopping

• invested in the in-store experience – 
customers still like to visit bricks and 
mortar businesses

• expanded the ways their customers can 
choose to pay them

Resilience has been essential for us all 
during the pandemic – and it’s been no 
different for jewellery businesses, which 
have had to use a number of strategies to 
maintain their position in the market. 

E-commerce enables resilience
 
While their physical stores were closed, 
having an e-commerce offering appears to 
have been a lifeline for many retailers. In fact, 

it seems that a number even experienced a 
surge in online sales that propped up their 
business during the pandemic.

The proportion of sales spent online soared to 
35.2% in January 2021, the highest on record.*

This new way of selling means that retailers 
looking to the future are likely to want to 
keep e-commerce as a core part of their 
strategy, post-pandemic.

Figures that add up
• More than three-fifths (64%) of respondents 

now prefer to make their purchases online. 
Particularly Gen Z (69%) and Millennials 
(74%), who value the convenience of online 
over shopping in-store**

• Consumers have been receiving an 
average of two extra deliveries per month 
since March 2020. This equates to over 
86 packages in total over the course of a 
year. This growth in deliveries is here to 
stay, with over half of people expecting to 
receive either the same amount (47%) or 
more (10%) in the future†

How the jewellery industry 
continues to sparkle

*Source:https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/retailsales/january2021
**Source: Barclays Partner Finance consumer research based on the responses of 1,006 UK consumers, June 2021
Consumer research in this press release was carried out between 5th and 9th March 2021 by Opinium Research on behalf of 
Barclaycard Payments. There were 2,000 respondents, providing a representative sample of UK consumers by age, gender, and region.
†Source: https://home.barclaycard/press-releases/2021/03/Lockdown-legacies
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Considering the growing awareness around 
ethics and sustainability – plus an appetite 
for affordable luxury – how might consumer 
expectations reshape the jewellery 
spending habits of tomorrow? 

With each passing year, consumers appear 
to be showing more awareness and interest 
in ethical products – items produced with no 
negative impact on the people who make 
them, or the environment they’re produced 
in. Many businesses are looking to do what 
they know to be the right thing whilst still 
being successful. But pushing for a fairer, 
cleaner and more sustainable trading space 
for all takes vision, commitment and hard 
work. And this trend is also being embraced 
by the jewellery sector. By 2025, 20-30% of 
fine jewellery purchases will be influenced by 
sustainability considerations.*

In the jewellery market, this could mean 
choosing synthetic or conflict-free 
diamonds, recycled metals and gemstones, 
and avoiding companies that engage in 
questionable practices. 

As a result, the need for retailers to take an 
active stance on social issues and satisfy 
consumer demands for transparency 
and sustainability seems to be increasing. 
As we move towards zero-emissions 
vehicles to supporting values of buying 
more mindfully and the increasing rejection 
of throwaway culture.

As customer demand changes and 
competition heightens, USPs like 
sustainability could give brands a 
competitive edge over others, with 
the potential to increase sales among 
conscious consumers.

Get a share of the sharing economy

The sharing economy – the growing trend 
for people to rent or share everything from 
clothes to lifts – continues to expand.

Following this development, some jewellery 
retailers have started to offer ‘jewels to rent’. 
This has been seen on the arms and necks 
of the famous on red carpets for many 
years – it’s now a ‘thing’ for non-celebs. 
Offering shoppers this experience could 
mean they fall in love with an item 
– and often results in a purchase.

When looking at ways to increase sales, 
it’s always important to understand 
how consumer behaviour and purchase 
decisions are changing. Embracing new 
opportunities could benefit your business 
in remarkable ways. Rental jewellery 
could attract new customers as well as 
providing you with opportunities to upsell 
other items, once they’re in the purchase 
journey – creating a circular flow that could 
encourage footfall.

Catering to changing customer 
expectations and demands

*Source: https://www.mckinsey.com/industries/retail/our-insights/state-of-fashion-watches-and-jewellery
**Source: https://home.barclaycard/press-releases/2021/08/Subscription-Society-surges
Consumer figures are taken from a survey conducted from 13 – 16 July 2021 by One Poll 
on behalf of Barclaycard Payments, of over 2,000 UK nationally representative adults in the UK.

“81% of UK households 
have signed up to at least 
one subscription.   **”
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With a rise in online sales as a result of the 
pandemic, retailers have had to adapt to the 
new shopping trends and deliver an omni-
channel experience – maintaining a balance 
between physical and digital offerings. Could 
this create new opportunities for jewellers 
too? From July to August 2021, online sales 
rose a healthy 27.7%, substantially higher 
than the 19.7% in February 2020 before 
the pandemic.*

Our research shows that 51% of people 
said they were planning a major purchase 
(£500+) in the next six months, as lockdown 
restrictions are lifted, with more than a 
third (36%) choosing to make the 
purchase in-store.†

However, for some (47%), the place where 
they buy their jewellery has changed 
since the pandemic – and in a bid to draw 
customers back, some jewellers are 
reimagining the in-store experience.
Jewellers have traditionally welcomed 
customers for face-to-face shopping 

experiences, enabling them to see and feel 
the jewellery, and try it on before making a 
buying decision.
 
For customers to want to return to the 
High Street, retailers should think about 
offering new experiences and concepts. 
Jewellers are offering new experiences 
and concepts including workshops where 
customers can meet the watchmakers, or 
where they offer a fully dedicated wedding 
bar within their stores.

The good news for High Street stores is that 
more than three-fifths (62%) of consumers 
have some confidence in shopping in-store, 
up from 55% in July 2020. And of those 
respondents, nearly a quarter (23%) feel 
very confident about going back to the 
High Street. Only 15% say they’re feeling 
unconfident – again, there’s the possibility 
this could change as the rollout of vaccines 
and booster jabs develops.

Balancing physical and digital 
retail strategies

*Source:https://www.ons.gov.uk/businessindustryandtrade/retailindustry/bulletins/retailsales/august2021#toc
†Source: Barclays Partner Finance consumer research based on the responses of 1,006 UK consumers, June 2021

Some 
confidence

(62%)

Unconfident
(15%)

Very 
confident 

(23%)

How consumers feel when shopping instore
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The omni-channel experience appears 
to have been an area of focus for many 
suppliers – perhaps unsurprisingly – due to 
the uncertainty around physical stores as 
a result of the pandemic. Services such as 
Click & Collect, remote shopping assistants 
and virtual meetings appear to have all 
contributed to the success of retailers 
during the pandemic. 

In particular, shoppers now use Click & Collect 
three times per month compared to twice a 
month in 2019. And almost all (90%) of those 
who have been using the service more often 
since the start of the pandemic will keep this 
up once all restrictions have been lifted.*

Going beyond digital to aid market 
recovery: innovative solutions and 
financing options

While digital e-commerce may have been 
the lifeline for many jewellers during the 
pandemic, there’s been a number of other 
strategies to help retailers recover from the 
impact of COVID-19. Government-backed 
loans, new governance and additional 
payment methods are just a few of the 
ways companies are adapting to the new 
retail environment.

However, wherever customers prefer to 
shop – in-store or online – there are now a 
whole host of alternatives available to them. 
And similarly, there’s a number of payment 
options too – such as rental, subscriptions 
and retail finance.

Delivering a full omni-channel 
experience to cater to a wider 
range of customer preferences

*Source: https://home.barclaycard/press-releases/2021/03/Lockdown-legacies
Consumer research in this press release was carried out between 5th and 9th March 2021 by Opinium 
Research on behalf of Barclaycard Payments. There were 2,000 respondents, providing a representative 
sample of UK consumers by age, gender, and region.

“Almost all (90%) of those who have been 
using Click & Collect more often since the 
start of the pandemic will keep this up 
once all restrictions have been lifted.”

90%
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said being able to spread the cost into 
fixed monthly payments when buying 
a high-value item (£500+) would make 
them more able to buy, while 61% said 
having 0% interest would make them 
more able to buy.**

41%

of respondents who were deciding 
to buy a high-value item (£500+) in 
the future said the option to spread 
the cost into fixed monthly payments 
would make them more likely to buy.**

41%

Being able to offer retail finance at the 
point of sale could help to close the sale on 
something that would otherwise be beyond 
the buyer’s budget.

Whether shopping online or in-store, 
customers want a range of ways to pay 
securely for their purchases. Having tight 
security at the checkout could help answer 
these needs. Our retail finance application, 
for example, comes with RDV built in and is 
also flexible when it comes to integration 
with our partners.

You can control your application journeys 
and build in your own brand look-and-feel, 
or adopt our pre-built Barclays branded 
platform. The same build journey is used 
for online, in-store and telesales options 
to seamlessly connect these together.

We work with businesses across a range 
of sectors to deliver a great retail finance 
experience, from user-friendly applications 
integrated into your processes, to 
innovative capabilities like Eligibility Checker 
and Remote Doc Verification to help you 
attract new customers and keep them in 
the purchase journey.

How retail finance can help put 
that special buy within reach

*Source: Truth. research for Barclays Partner Finance - based on the responses of 1,207 UK consumers December 2020 
**Source: Barclays Partner Finance consumer research based on the responses of 1,006 UK consumers, June 2021

of consumers who are thinking of 
spending £1,200 on a piece of jewellery 
would consider spending more (or buy 
additional items) if interest-free credit 
was available.*

54%
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Closing comment

The retail market has evolved over the past 
few years, and the jewellery sector has 
adapted to meet today’s consumer needs.

Buying a piece of jewellery is not as it once 
was. Yes, there are shoppers who still desire 
to go in store to buy their jewellery, but now 
expect more of an experience. And due to 
the impact of lockdowns many people 
have reverted to buying online.

However, for some the consideration is 
not just about whether to buy an item of 
jewellery online or in store, its more about 
the materials that the items are made from, 
and buying more mindfully.

Today’s shoppers appear to value more 
than just price and as the market continually 
changes, it would be beneficial for today’s 
retailers/ jewellers to be prepared and 
respond to emerging developments. It’s 
all about starting small and making little 
changes where possible to meet these 
growing needs.

And retailers mustn’t forget that once 
customers make that decision to purchase, 
offering them the most convenient way to 
pay is another way to set yourself apart 
from the competition.
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