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A Study on Marketing Strategies According to Changes
in Domestic Fashion Jewelry Consumption Trends
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Abstract This study seeks to expand the jewelry market and overall development of the industry by
understanding the fashion jewelry market and researching marketing strategies based on changes in market
consumption. Looking at recent changes in the jewelry market, the number of new consumers (fashion jewelry
buyers) has increased since 2014, leading to a recovery in purchases and strong sales. However, the decline in
costs is prolonged, the focus on purchasing low-priced products is increasing, and there is a growing trend of
purchasing products other than rings. Items are becoming more diverse, including bracelets and necklaces, and
the popularity of imported products and brands is intensifying. Ultimately, the penetration of fashion jewelry and
the growth of imported brands are expected to continue for a long time. The fashion jewelry market is a
market that appears to have ample potential to grow into a larger market, filling the structural limitations of the
jewelry market and providing consumer satisfaction in line with recent consumption trends. If so, We need to
think about how to grow and develop this market, and We need to view it as a jewelry market in a broad
sense, and it is a market that can serve as a bridgehead for the precious metal jewelry market to expand into
the accessory market in the future. Therefore, it is necessary to create a jewelry market by utilizing the
advantages of fashion jewelry, such as diversity of materials and expressions, price competitiveness, wide
distribution channels and consumer accessibility, reflection of trends, and consumer awareness.

Key words : Fashion Jewelry, Consumption Changes, Marketing

#7459, et FAYTARRIY ug (FHEA A Received: May 25, 2024 / Revised: July 2, 2024
e 20243 5¢ 259, %R 20249 7€ 2 Accepted: September 1, 2024
AR 2024F 99 19 «Corresponding Author: jin0420@jangan.ac.kr

Dept. of Jewelry Design, Jangan Univ, Korea

- 331 -



A study on marketing strategies according to changes in domestic fashion jewelry consumption trends

.M &2 11.3% #Aagla, veE AL faFde]e] o]
d drtt gy 7hed), dndert A% ZrheEA
1 aA754 9 €284 4% 27859 o= FAHT)

199 FdE A FRE 5% 49329 dow F 201613 % FElEAE A 75 divkch A4l
AEch A o] dEAS 12 219799 Ad a1 BAR Age] wEA HF He
die] -11.3% 7adh Wi vldEAGS 42 2759 AL B 4 ged, F714e AA|E mAE S}
o= Hd oy 11% F7HaA AA APEE FE mrhs HellA A 7)) B MsE A e A
Rgolrh apAIRE 201397HA Al ZAaAZE ALE Folth wlE o]jdl o]f = dAdl HAA Y FAE
IR Sl A A Aok tEA APES] §HE 71E3E 20189 IR 2019992 WH5Ehe ErolA|nt
gk A GA olsisly] FE Ao ARdelth AR 1 BobAw A1) Yol 3] dolglar, Al 917
SollA A7 the Avkd ARt go] Stk & S5 v 3 gETE FeEH] e " A
I A WAe AEE 2HAEe] Sl e sy EY RS FAH R dus)e ogda st
= A FAERE gl FlE ke Aol o] SHH, aAlel upebA] sjAFA e dwEde] A
3 st Fde] Pojdee AnAEe] AW oz % LR 717 62889 ¢ 3% 64979 Yo
35 B8l AT 4 ik 2EEE olYd Anwisl 2 e
oF AAIS FLE nA" ] HEAIA B} $d A
ola FulE Fde AFS Astaa} st E 134 el AlERe

Table 1. Domestic jewelry market size
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Table 2. Changes in the size of the domestic jewelry market
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Table 3. Changes in general jewelry purchase rates
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Table 4. Average number of general jewelry purchases
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Table 5. General jewelry purchase items
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Table 6. Distribution of prices for general jewelry purchases
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Table 7. General jewelry purchasing brands
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Table 8. Fashion Jewelry Definition
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Table 9. Global fashion jewelry market size
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Table 10. Domestic fashion jewelry market size
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Table 11. Fashion Jewelry Market Purchasing Experience
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Table 13. Fashion jewelry market average purchase price and
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Table 12. Number of purchases in the fashion jewelry market
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