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Introduction & Methodology

The Jewelry Consumer Opinion Council (JCOC) offers an Internet-based, niche market research
service exclusive to the gem and jewelry industries. Made up of a sampling panel of consumers
throughout North America, JCOC represents all ages, genders, income levels, buying categories,
and geographic regions. JCOC is able to quickly access our consumer panels via e-mail for fast and
efficient survey deployment and analy sis of quantitative market perspectives in real time.

Each month, the JCOC asks our consumers a variety of questions to gather information about their
shopping habits, preferences, and likely future purchasing behavior. In addition to the standard set
of questions, the JCOC presents a monthly Omnibus Study that focuses on a topic of special
interest to the gem and jewelry industries.

In August, the JCOC Omnibus Study focused on Internet Jewelry Shopping. This report represents
the results of that study.

Methodology

The Jewelry Consumer Opinion Council (JCOC) conducted its August 2008 Omnibus study
between the dates of August 28, 2008 and September 5, 2008. The survey was completed by 2,096
JCOC Panel Members.

In exchange for completing this survey, each participating panel member received one entry into the
current JCOC sweepstakes.

Page 1

Copyright & Jewelny Consumer Opinion Council




/ % N\ Jewelry Consumer

Opinion Council.

Executive Summary
Exactly 70 percent of panel members use the Internet several times per day or more. In 2008, two
percent more panel members utilize the Internet several times a day or more compared to 2006.

Google is the most commonly used search engine by 27 percent of panelists when searching for
fine jewelry. Another 11 percent of panelists stated they use multiple search engines when
searching for fine jewelry online.

Slightly over one-third (36 percent) of panel members have purchased fine jewelry online with
Internet auction sites the most common for online shoppers. In both 2008 studies, 4 percent more
panelists purchased fine jewelry online compared to 2006.

Over one-third (37 percent) of respondents have purchased fine jewelry from eBay.com and one-
guarter have purchased from Bidz.com.

More than half of the respondents have spent between $101 and $500 on a single style of fine
jewelry online.

Exactly half of the respondents are extremely satisfied with their online purchases while only 12
percent were either extremely or very dissatisfied.

When asked to rate the importance of the following aspects of their shopping experience when
visiting a fine jewelry website this year, consumers ranked the attributes exactly the same as they
did in February 2006 and February 2008. The most important attributes of a fine jewelry website are
the description of the product and the quality of photos.

When asked to rate the importance of the following aspects of their shopping experience when
visiting a fine jewelry website, consumers selected the attributes in the following order of importance:

- Description of product

- Quality of photos

- Ease of use

- Familiarity with store or website name

- Perks or special offers (free shipping, gift wrapping, etc.)

- Overall design of site

When respondents were asked about improving their online shopping experience the three most
adamant responses were more affordable prices, free shipping, and more detailed jewelry images.

Of those that have purchased fine jewelry online, just over two-thirds (69 percent) prefer shopping at
a well known fine jewelry retailer while only 31 percent prefer shopping for fine jewelry online. In
February 2006, more than half (56 percent) of respondents preferred to shop for fine jewelry online
while only 44 percent preferred to shop for fine jewelry at the retail store.

76 percent of panelists said they believe when shopping at a well-known fine jewelry retailer, online

has better prices and 80 percent believe that shopping online is more convenient than shopping at
the retail store.
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Internet Usage

How often do you use the Internet?

3%

0% 0% 1%
B Several times per day or more
I At least once per day

@ Once every two to three days
O Once every four to six days

O Once per week

B Less than once per week

n = 2,096

What search engine do you most commonly use?

B Google

B Yahoo

= MSN

O Ask Jeeves

@ AOL Search

B Netscape Search

@ | use multiple search engines
B | do not use search engines
@ Don't know

OOther

n = 2,096
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When searching for fine jewelry, which search engine do you most commonly use?

35%

B Google

B Yahoo

= MSN

O Ask Jeeves

2 AOL Search

B Netscape Search

O | use multiple search engines

B | do not use search engines

= | do not search for fine jewelry online

O Don't know
BOther

n =2,096

Page 4

right & Jevwelny Consumer Opinion Council




% Jewelry Consumer

Opinion Council.

Past Online Purchases

Have you ever purchased fine jewelry online?

36%

1%

63%

B Yes
E No
® Don't know

n = 2,096

Have you purchased from a well-known fine jewelry retailer with retail stores (Zales, Tiffany,
etc.)?

® No

Base: Respondents who have purchased fine jewelry on the Internet.
n =748
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Have you purchased from an auction site (eBay.com, Bidz.com, etc.)?

57%

43%
H No

Base: Respondents who have purchased fine jewelry on the Internet.
n =748

Have you purchased from an online fine jewelry store (Bluenile.com, Amazon.com,
Diamond.com, etc.)?

42%

58%
H No

Base: Respondents who have purchased fine jewelry on the Internet.
n =748
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Have you purchased from an other type of website?

45%

55%
H No

Base: Respondents who have purchased fine jewelry on the Internet.
n =748

What online retailer have you purchased fine jewelry from? Select all that apply.

B eBay.com B Amazon.com B BlueNile.com
O Zales.com @ Kay.com B Diamond.com

O Bidz.com ® Ashford.com B Overstock.com
O Tiffany.com BOther

Base: Respondents who have purchased fine jewelry online.
n =748
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What is the most you have ever spent on fine jewelry purchased online?

B Less than $50 & $50-$100

B $101-$250 © $251-$500

= $501-$1000 ® $1001-$2500

T $2501-$5000 B More than $5000

Base: Respondents who have purchased fine jewelry online.
n =748

Page 8

2 Jewelny Consumer Opinion Counil




% Jewelry Consumer

Opinion Council.

Online Purchasing Experience

How satisfied are you with the quality of fine jewelry you have purchased online?

50%

B Extremely dissatisfied

B Somewhat dissatisfied

B Neither satisfied nor dissatisfied
0 Somewhat satisfied

O Extremely satisfied

Base: Respondents who have purchased fine jewelry online.
n =748

When you visit a website selling fine jewelry, how important are each of the following
aspects of the shopping experience.

B The overall design of the site

B The quality of the photos

B The descriptions of the product

O The perks or special offers (free shipping, gift wrapping, etc.)

O Ease of use .
B Familiarity with the store or website name

Note: The higher the mean rating, the more important each aspect is to respondents.
n = 2,096
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Which of the following would improve your online jewelry shopping experience? Select yes
or no for each.

Answers for Row "More secured transactions"

Base: Respondents who have purchased fine jewelry online.
n =748

Which of the following would improve your online jewelry shopping experience? Select yes

or no for each.
91%
9%

Answers for Row "More detailed images of jewelry"

Base: Respondents who have purchased fine jewelry online.
n =748
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Which of the following would improve your online jewelry shopping experience? Select yes
or no for each.

88%

12%

Answers for Row "More detailed descriptions of jewelry"

Base: Respondents who have purchased fine jewelry online.
n =748

Which of the following would improve your online jewelry shopping experience? Select yes

or no for each.
95%
5%

Answers for Row "More affordable prices”

Base: Respondents who have purchased fine jewelry online.
n =748
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Which of the following would improve your online jewelry shopping experience? Select yes
or no for each.

94%

6%

Answers for Row "Free shipping"
Base: Respondents who have purchased fine jewelry online.

n =748

Which of the following would improve your online jewelry shopping experience? Select yes
or no for each.

Answers for Row "Better return or exchange policy"

Base: Respondents who have purchased fine jewelry online.
n =748
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Which of the following would improve your online jewelry shopping experience? Select yes
or no for each.

Answers for Row "Better customer service"
Base: Respondents who have purchased fine jewelry online.

n =748

Which of the following would improve your online jewelry shopping experience? Select yes
or no for each.

Answers for Row "Faster shipping”

Base: Respondents who have purchased fine jewelry online.
n =748
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