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Introduction and Methodology
Introduction

The Jewelry Consumer Opinion Council (JCOC) is an Internet-based, market research service for
the worldwide gem, jewelry and watch industries. Consumers throughout the USA and Canada join
JCOC and answer research questions in exchange for the opportunity to win free jewelry. JCOC
can quickly access consumers via e-mail for fast and efficient research studies in real time.

Methodology

The Jewelry Consumer Opinion Council (JCOC) conducted this study between the dates of April 16,
2010 and April 21, 2010. The survey was completed by 788 JCOC Panel Members. In exchange for
completing this survey, each participating panel member received one entry into the current JCOC
sweepstakes.
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Cutting Back

Have you significantly cut back on your purchasing of non essential products and services?

96%

— 4%
0%

B Yes
®E No
B Not sure

n =787
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What is the one main reason why have you significantly cut back on your purchasing of non
essential products and services? (select one only)

20%
17%

® | or my spouse lost job ® Worried about losing my job

@ Lost my house O Real estate values going down

@ Worried about losing my house B Worried about the economy

@ High unemployment ® Bank failures

@ Stock market declines O Retirement savings shrinking

B Too much debt ® Kids going to college

@ My business is bad O Nobody is spending now

@ |t feels wrong to spend now m | feel guilty spending money now

@ Running out of savings B | have uncertain cash flow right now

n =787
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Start Purchasing Again

What is the one main reason that would get you to start purchasing non essential products
and services again? (select one only)

24%
19%
11% 12% 10%
6%
- 4% 39
o 0
1% 1% Jo 1% 1%

® Find a new job ® Find a better job
® Find a new place to live O Real estate values start going up
@ Economy gets better B Unemployment goes down
O Banks start lending money easily again B Stock market goes up
@ Retirement savings start growing again O | pay off my debt
m | get scholarship or financial aid for my kid's college B | can put money into savings again
E My business gets better O Other people start spending again
I It doesn't feel wrong to spend ® | don't feel guilty about spending money
@ Cost of living goes down

nh =787
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When do you expect to start purchasing of non essential products and services again?
(select one only)

57%
9% 9% 522

1% 1% 3% 2% 0% 1% 1% 1% 1% 0%
®m Within 1 month ® Within 2 months
B Within 3 months @ Within 4 months
@ Within 5 months B Within 6 months
@ Within 7 months  ® Within 8 months
B Within 9 months  © Within 10 months
B Within 11 months & Within 12 months
B More that one year O | have no idea

n =787
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What Will You Purchase?

When you begin purchasing non essential products and services again what is the first
product or service you will buy? (select one only)

E Designer clothing E Fashion accessories

E Fashion jewelry O Fine jewelry

@ Fashion watch ® Fine watch

@ Designer shoes B New car

E Used car O Vacation/personal travel

B Spa treatments ® Home furnishings

@ New computer O New mobile phone

@ New high definition television B New video games or video game player
@ Go out to the movies again B Tickets to a professional sporting event
E Tickets to a college sporting event O Tickets to a concert

B Go out to dinner at a nice restaurant @ New handbag

® Things for our kids O Make donations or loans to others

nh =787
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Demographics

What is your gender?

E Male
B Female

n =787
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What is your age group?

23%

® 18 to 20 years old
m 21 to 24 years old
m 25 to 29 years old
O 30 to 34 years old
@ 35 to 39 years old
® 40 to 44 years old
O 45 to 49 years old
m 50 to 54 years old
@ 55 to 59 years old
O 60 to 64 years old
® 65 years old and over

h =787
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What is your level of education?

35%

B Less than 9th Grade
® High School - No Diploma

® High School Graduate or equivalent
O Some College (no degree)

@ Associate Degree

B Bachelor's Degree

@ Graduate or Professional Degree
BOther

h =787
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Demographics

What is your current marital status?

61%

® Never married
® Now married - spouse present

® Now married - separated

O Now married - other
O Widowed

® Divorced

OOther

n =787
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What is your race/ethnicity?

87 %

5% 1% 29, 2% 2% 1% 0%

B White (non-Hispanic or Latino)

B Black or African American alone

@ American Indian or Alaska Native alone
O Asian or Pacific Islander alone

@ Hispanic or Latino

@ Two or More Races

O Other Race alone
BmOther

h =787
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What is your annual household income range before taxes?

13% 150—"’0 14%

® $24,999 or less

B $25,000 - $29,999

= $30,000 - $34,999

O $35,000 - $39,999

O $40,000 - $44,999

® $45,000 - $49,999

O $50,000 - $59,999

B $60,000 - $74,999

@ $75,000 - $99,999

0O $100,000 - $124,999
@ $125,000 - $149,999
@ $150,000 - $199,000
= $200,000 or more

O Decline to Answer

h =787
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About JCOC

The Jewelry Consumer Opinion Council (JCOC) was founded in 2001 with the mission of providing
the gem, jewelry and watch industries with efficient and effective market intelligence about jewelry
products and the end consumers who buy and wear them.

If you would like to learn more about JCOC, please contact Marty Hurwitz
mhurwitz@mvimarketing.com

(805) 769-8684

JCOC is the consumer research division of MVI Marketing Ltd. www.mvimarketing.com
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Report Disclaimer

The publisher hereby disclaims all warranties related to this report. Specifically, this report is
provided "as is" and "as available." To the maximum extent permitted by law, publisher expressly
disclaims any and all warranties, express or implied, regarding this report, including, but not limited
to, any implied warranties of merchantability, fitness for a particular purpose, or non-infringement.
Publisher does not warrant that the report will meet your requirements or that the report will be
complete and error-free. Publisher periodically adds, changes, improves or updates the materials in
reports without notice, and as a result, publisher does not make any warranties or representations
as to the accuracy or completeness of any such materials in reports. The information in reports may
contain errors, omissions, problems or other limitations. We and our affiliated parties have no
liability whatsoever for your use of any information in reports.
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