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Summary of Findings 

 Pandora A/S’ (CPH:PNDORA) sales growth was evident among 

established retailers for the brand. It has shown its ability to stay 

on trend, and will benefit from such partnerships as with Walt 

Disney Co. (DIS). However, Pandora is threatened by lower-priced 

competitors and by the possibility of charm jewelry losing its luster. 

 Ten of 14 sources who have sold Pandora jewelry for more than a 

year have seen sales increase. Eight of those 10 said their Pandora 

sales grew more than 5% year to year, including four who reported 

growth of 20%. 

 Pandora’s partnership with Disney is likely to lead to sales growth, 

according to three industry specialists, a supplier, and a store 

source already has experienced demand for the charms and has 

ordered three times the usual launch amount. Partnerships with 

the MLB and NFL also have helped sales. Pandora must continue 

to introduce such timely products to ward off becoming passé. 

 Pandora’s competition includes lower-priced, lesser-quality charms, 

but these are not a new threat. Some sources view Alex & Ani as a 

Pandora competitor. 

 Suppliers and industry specialists said Japan and China are 

potential growth areas for Pandora. 

 Three retailers—two who sell Pandora and one who does not—said 

summer sales were off around 5% year to year, but they added that 

sales have picked up this fall. 

 In an online survey of 126 U.S. female consumers, 88% said 

Pandora is as popular as or more popular than other brands in the 

same price range. Also, 76% believe Pandora’s popularity will be 

stable or grow during the next 12 months. 
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N/A 
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N/A 
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Industry Specialists 
  

Research Question: 

Are Pandora’s new stores driving all of the company’s growth? 

Silo Summaries 

1) Pandora Sellers 
These 14 sources (six Pandora stores and eight jewelry 

stores that sell multiple brands, including Pandora) 

were positive on Pandora’s popularity, saying it appeals 

to all ages and income levels. All but one store have 

sold Pandora for more than a year. Pandora sales are 

up year to year for 10 sources, including four who 

reported at least 20% growth and four whose sales rose 

5% to 15%. Two said Pandora sales have fallen slightly, 

one said sales were stable, while the remaining source 

was unable to offer a year-to-year comparison. 

Pandora’s promotions have increased for four of the 

eight sources who commented. One source said the 

recently added Disney charms are selling very well.  

 

2) Competitors 
These seven sources said their charm jewelry appeals 

to a lower-income consumer than Pandora.  

 

3) Suppliers 
These four sources who supply beads and charms to 

retailers said Pandora appeals to higher-income 

women, but one added that price declines for Pandora 

beads have made the brand more attractive to those 

outside of this income bracket. One source said 

Pandora sales have plummeted with the increase in 

knockoffs, one said jewelry sales in general are flat year 

to year, and one said new stores are only partially 

accountable for Pandora’s sales growth. One source 

said the Disney beads are a positive for Pandora, while 

two sources have observed more advertising from 

Pandora year to year. All four sources see competitive 

threats for Pandora from knockoffs and brands like 

Trollbeads and Chamilia. 

 

4) Industry Specialists 
Of these four sources, one said Pandora is trying to 

appeal to a younger demographic while two others said 

the brand attracts an older demographic. The remaining 

source said Pandora is scrambling to battle revenue 

losses. The company’s promotions have been stable 

year to year for two sources, but have declined 

according to the other two. All four sources cited 

competition for Pandora.  

 

5) Online Survey of U.S. Female Consumers 
58.3% (126 women) of respondents knew about 

Pandora and took our survey. Among these women, 

Pandora is on par with or more popular than other 

brands in the same price category, and is expected to 

rise on the back of charm bracelets’ continuing 

popularity. 

mailto:sjk@blueshiftideas.com
http://www.pandora.net/en-us
http://www.pandora.net/en-us/explore/collections/disneycollection
http://www.pandora.net/en-us/explore/collections/disneycollection
http://www.pandora.net/en-us/explore/collections/majorleaguebaseballcharms
http://www.pandora.net/en-us/explore/collections/nfl
http://www.alexandani.com/
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Pandora A/S 

Background 

Pandora’s longevity has been a surprise, and even an anti-fad blogger now believes its charms are here to stay. Pandora has 

benefited from a strategic shift to less-expensive jewelry and has seen its share price rise nearly 60% year to date. The 

company has introduced several promotions and lower-priced products such as MLB charms, stackable rings of the month, 

free-bracelet promotions, and the new Disney line. New products from the last 12 months made up 50% of Pandora’s second-

quarter sales. 

 

In August, Pandora beat analysts’ net income estimates by 15%, reporting 662 million kroner for the quarter. Pandora raised 

its 2014 revenue forecast to 11 billion kroner up from 10.5 billion kroner, marking the second upward revision of the year. 

The company upped the number of new concept stores opening to 275 by the end of 2014, a giant leap from its initial goal of 

175. 

 

Although revenue jumped 65% from a year earlier in Europe, it only increased 5% in the Americas. To combat sluggish sales in 

the Northeast, the region with the longest-tenured Pandora stores, the company acquired 27 concept stores from Hannoush. 

Still, concept stores’ same-store sales growth throughout the United States increased only 1.7%, less than Pandora’s 3% total 

growth rate nationwide. This could challenge Pandora’s Disney products, which target a typically fickle younger audience. 

Also, some suburban, middle-aged women have complained that Pandora’s designs have become more expensive and now 

contain less silver. Meanwhile, Pandora’s chairman, CFO and CEO will leave the company this fall and next spring. 

 

Charm fanatics familiar with both Pandora and Alex & Ani have said Pandora charm bracelets better express remembrance, 

personality and individuality. Still, Alex & Ani’s product lines are growing in popularity among urbanites, college students and 

millennials. Thomas Sabo is an increasing threat; the company’s Karma charm line has even intrigued some loyal Pandora 

followers. 

 

Sources for Blueshift Research’s July 21, 2011, report had predicted a decline for Pandora in light of a possibly fading charm 

trend. Competitors, especially those producing knockoffs, were expected to eat away at Pandora’s market share. Meanwhile, 

Pandora’s customers and sellers said its non-charm jewelry, such as rings and watches, likely would not become popular. 

Higher material costs were expected to lead to margin pressure for Pandora. 

 

 

Current Research 
In this next study, Blueshift Research assessed Pandora’s same-store sales and if the company was experiencing growth 

solely from new stores. We also checked on Pandora’s near-term competitive threats. We employed our pattern mining 

approach to establish six independent silos, comprising 29 primary sources (including four repeat sources), an online survey 

of 126 U.S. female consumers familiar with Pandora, and five relevant secondary sources focused on Pandora’s new deal 

with Disney and its other recent partnerships: 

1) Pandora sellers (14) 

2) Competitors (7) 

3) Suppliers (4) 

4) Industry specialists (4) 

5) Online consumer survey (126 U.S. women) 

6) Secondary sources (5) 

 

 

Next Steps 

Blueshift Research will continue to monitor Pandora’s promotions, particularly during the holidays. We also will assess sales 

of the Disney charms. Finally, we will follow Pandora’s efforts to expand into the Japanese and Chinese markets. 

 

 

http://forgetfadfitness.com/2014/09/giving-in/
http://morapandora.wordpress.com/2014/09/18/free-bracelet-promotion-for-north-america-starts-today/
http://www.bloomberg.com/news/2014-08-12/pandora-boosts-guidance-as-second-quarter-profit-beats-estimates.html?cmpid=yhoo
http://www.bloomberg.com/news/2014-08-12/pandora-boosts-guidance-as-second-quarter-profit-beats-estimates.html?cmpid=yhoo
http://www.bloomberg.com/news/2014-08-12/pandora-boosts-guidance-as-second-quarter-profit-beats-estimates.html?cmpid=yhoo
http://www.jckonline.com/2014/08/12/pandora-buys-boutiques-from-hannoush-makes-deal-disney
http://www.nationaljeweler.com/majors/market-developments/Pandora-Sales-in-th-5104.shtml
http://www.nationaljeweler.com/majors/market-developments/Pandora-Sales-in-th-5104.shtml
http://www.forbes.com/sites/anthonydemarco/2014/09/01/pandora-jewelry-names-new-ceo-and-board-chairman/
http://www.pandoratowson.com/news/need-a-gift-for-a-special-woman-in-your-life-try-pandora-jewelry/
http://www.pandoratowson.com/news/need-a-gift-for-a-special-woman-in-your-life-try-pandora-jewelry/
http://www.thomassabo.com/US/en_US/start
http://www.charmsaddict.com/2014/02/my-first-thomas-sabo-karma-bracelet/
http://www.charmsaddict.com/2014/02/my-first-thomas-sabo-karma-bracelet/
http://blueshiftideas.com/reports/071108CharmTrendHittingaPlateauPandorasNoncharmsaNonstarter.pdf
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Pandora A/S 

Silos 

 

1) Pandora Sellers 
These 14 sources (six Pandora stores and eight jewelry stores that sell multiple brands, including Pandora) were positive on 

Pandora’s popularity, saying it appeals to all ages and income levels. All but one store have sold Pandora for more than a 

year. Pandora sales are up year to year for 10 sources, including four who reported at least 20% growth and four whose sales 

rose 5% to 15%. Two said Pandora sales have fallen slightly, one said sales were stable, while the remaining source was 

unable to offer a year-to-year comparison. Pandora’s promotions have increased for four of the eight sources who 

commented. One source said the recently added Disney charms are selling very well. Another said Pandora bead prices have 

fallen by $5 to $10 during the past few years. Two sources said summer sales were weak but have since recovered. Alex & 

Ani is a competitor among younger consumers or those seeking less expensive jewelry. 

 

 

KEY SILO FINDINGS 
Background 

- 13 sources have sold Pandora for over a year.  

- 1 has been selling Pandora for less than a year. 

Popularity 

- Pandora appeals to a wide variety of ages and income levels. 

Sales 

- 10 sources said sales are up year to year. 

o 4 said sales are up around 20%. 

o 3 said sales are up 10% to 15%. 

o 1 said sales are up 5% to 10%. 

o 2 did not specify; 1 said sales were weak during the summer. 

- 1 said sales are stable year to year but were weaker during the summer year to year. 

- 2 said sales are down slightly year to year. 

- 1 was unable to offer a year-to-year comparison. 

Promotions 

- Half of the 8 sources who commented said the number of Pandora promotions has increased year to year. 

- 4 said promotions have been stable. 

- 1 was unsure whether the number of promos had changed. 

Competition 

- Alex & Ani is a competitor but only among younger consumers or those seeking lower-price jewelry. 

- Signet Jewelers Ltd.’s (SIG) Kay Jewelers and Chamilia were each mentioned once as a competitor. 

- No competitor can match Pandora’s quality. 

Other 

- 1 said sales for the recently added Disney charms have been robust. 

- 1 said Pandora bead prices have been lowered by $5 to $10 in the past 2 to 3 years. 

 

 

1) Pandora store sales manager, New York 

This particular store has been open for less than two years. Pandora sales are up 20% year to year. Promotions and new 

product launches have built stronger brand loyalty and appeal to newer demographics. The most recent bracelet 

promotion was this year’s most popular. Business has remained strong despite nearby competition from another 

Pandora store. 

Background 

 “This store has been here for about a year and a half.” 

Popularity 

http://www.kay.com/en/kaystore
http://www.chamilia.com/
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 “Pandora is really a brand that is higher end but accessible. We had a lot of younger girls around six or seven coming 

in to buy bracelets. We’re also getting more women in their 30s who are interested in our bracelets. We’re higher 

end but not as expensive as Tiffany’s [Tiffany & Co./TIF]. Really, we appeal to everyone.” 

 “There haven’t been too many major changes in customer demographics over the last year, but we’re getting more 

men. Since we started the Major League Baseball and National Football League bracelets, we do get more men 

coming in asking about those. I even have some bracelets myself. … Our bracelets have really wide appeal.” 

Sales 

 “We’re just shooting sales out of the water compared to last year. There’s 

been a 20% increase in sales.” 

 “[Another Pandora store nearby] opened a few months ago. We felt it a bit 

when they first opened because they got more traffic. We had more traffic 

before they opened, but a lot of people still prefer to come to us because of 

our great customer service and the fact that we have a wider selection.” 

 “Sales are growing because we’re offering more products. The MLB and NFL 

specials have attracted more people and made a difference. The variety of 

what we offer is helping bring in new customers.” 

 “Doing more product launches is actually helping to solidify our brand. … 

Having more product launches is turning the Pandora products into 

collectibles where people can trade with each other and constantly update 

their collections. There are new Disney pieces coming out soon, and there’s 

a lot of excitement around that. We’re really building up our social media 

with Facebook and Instagram.” 

Promotions 

 “We really just time our promotions according to the time of the year. For example, we do one in January or February 

since it’s our slowest months after the holidays. This is really helpful for sales.” 

 “The most recent bracelet sale we had is our most popular of the year. It’s like Black Friday but for five days straight. 

We were running a special where you could get a two-tone bracelet for free if you spent over $500. The bracelet itself 

is worth $325. We had a lot of people lined up in the store for that. Our salespeople were working really hard around 

that time.” 

Competition 

 “I haven’t really heard much about Alex & Ani. A customer and a her husband came in a few months ago asking if we 

sold any Alex & Ani, but that was about it. We really don’t know much about it.” 

 “We’re not feeling much of a threat from other retailers in terms of bead competition. There aren’t other stores as 

big as ours. Bloomingdale’s sells some Pandora jewelry, but we have a bigger selection.” 

Other 

 “Our promotions have a good long-term impact. We’re offering good customer service, and our products are selling 

well.” 

 

Reporter Observations: On a Tuesday afternoon store traffic was fairly high. Many of the sales associates were engaged 

with shoppers. We noted a ring promotion of buy two, get one free. 

 

 

2. Pandora manager in the Midwest 

New stores in South America, China and the United States are contributing to Pandora’s company growth, but other 

factors are also helping, including increased advertising and a higher level of brand recognition. Generational appeal and 

teen trends also drive store traffic. This three-year-old franchise store has seen sales increase 20% since last fall, 

primarily because of new management’s marketing efforts. The October ring promotion proved successful; ring sales 

grew from 4% to 17% of total sales during the month. The store marketed the Disney charms for six weeks prior to launch 

to build customer excitement; as a result, 70 to 75 Disney charms were sold in the first four days of availability. The 

source is pressing corporate to do an event and/or promotion for the new Essence collection. 

Background 

 “Our store has been open for three years.” 

Sales are growing because 

we’re offering more products. 

The MLB and NFL specials 

have attracted more people 

and made a difference. The 

variety of what we offer is 

helping bring in new customers. 

customers. 

Pandora Store Sales Manager 

New York 

http://www.tiffany.com/default.aspx?SiteID=1
http://estore-uk.pandora.net/categories/essence-collection/
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 “Another store just moved into the area, but we do not own that one. We were offered it. I advised the owner that 

both the Coach and Swarovski crystal stores have closed at that mall. I did not think we would make it, since we are 

in the same category … with regards to our customer demographics.” 

Popularity 

 “Pandora appeals to all age groups because it is very diverse. There is 

something for everyone.” 

 “Typically a customer gets started by buying a bracelet, and at the same 

time they get another for their sister, mom or daughter. Our product is very 

generational.” 

 “We also see trends with the teens. We see certain charms that sell to them, 

and it comes in spurts.” 

 “We have a very diverse price range so we attract people of all incomes.” 

 “People from all walks of life shops at Pandora, especially at our store. You 

get a touch of everything.” 

 “Customers like that we are price-fixed. They can go to any store in the 

country and prices are the same, no matter what location.” 

 “The name now sells itself. We also have a great product that is consistent and guaranteed.” 

Sales 

 “Our sales are up 20% since this time last year; which is when I started here. Our location is doing great.” 

 “I have put a lot of time and effort into new marketing programs like special events and fashion shows, and it has 

been paying off in terms of increased sales.” 

 “The newest store in the area has not affected our business at all. This is a more popular mall, and the other one is 

too far to really compete with us.” 

 “Our ring sales are up this month 13% due to our promotion of buy two, get one free. 

 “Rings typically account for 4% of our sales each month, and this October they accounted for 17% of our total sales.” 

Promotions 

 “Pandora is doing much more advertising—media, print, online, billboards, any platform available—and it is working.” 

 “We did only have two promotions a year, and now I have several more. They are OK.” 

 “With the exception of our recent ring promotion, they typically do not impact sales that much.” 

 “I am pushing to have a promotion for our new Essence line. We need to get the word out. Thus far, customers like 

the line.” 

Competition 

 “I see the ads for Alex & Ani, but that is the extent of it.” 

 “We don’t have customers coming in asking about or comparing us to Alex & 

Ani. They are not on our radar here.” 

 “We have much more to offer than the store in stores—jewelry stores that 

carry our product. We don’t necessarily view them as big competitors. Their 

selection is very limited compared to what we have or can get a customer 

from our line.” 

 “A few years ago there was an upsurge in competition for our charms; lots of 

people were making them. But consumers have figured out Pandora charms 

are much better quality and better designed. Our enameling is done by 

hand. Crystals are individually placed by hand into our charms. You can’t 

beat the artistry of our line.” 

Other 

 “We just got Disney charms in four days ago, and they are selling very well. I knew they would be huge.” 

 “We have sold at least 70 to 75 Disney charms in the four days we have had them.” 

 “We’ve been promoting the Disney line by calling and emailing our customers for the last six weeks.” 

 “People have been coming in every day asking for the Disney charms since we got them. I told our vendor to send me 

three times the normal amount they send for a launch as I know they will sell.” 

 “I read the Pandora blogs. I knew the Disney would sell like crazy. People on the blogs were saying Disney and 

Pandora together are a marriage made in heaven.” 

 “Ninety percent of our business is charms and bracelets, with 5% being rings and the other 5% all our other jewelry—

earrings, necklaces, etc.” 

We did only have two 

promotions a year, and now I 

have several more. They are 

OK. … With the exception of our 

recent ring promotion, they 

typically do not impact sales 

that much. 

Pandora Manager, Midwest 

People have been coming in 

every day asking for the Disney 

charms since we got them. I 

told our vendor to send me 

three times the normal amount 

they send for a launch as I 

know they will sell. 

Pandora Manager, Midwest 
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 “We expect to have a huge holiday season. People have already started buying for Christmas because they know if 

they wait until after Thanksgiving, it might not be available, especially if it’s a holiday-related charm.” 

 

Reporter Observations: A floor sign near the entrance advertised the ring sale. The store was clean, well lit and organized, 

and the staff was friendly and helpful. Store traffic was slow yet typical for a Friday afternoon. One middle-aged customer 

purchased a charm; another woman in her 20s looked at several items but did not make a purchase. We noted a 

freestanding display for the Essence collection. 

 

 

3. Pandora store manager in Florida 

Sales grew by at least 20% during January through October year to year. Pandora is not yet a fad and continues to 

expand. Alex & Ani are not a threat. Pandora has launched an average of four products annually since 2012. Stores are 

guaranteed at least two special promotions per year, but Pandora sometimes offers more. 

Background 

 “We opened September of 2012.” 

Popularity 

 “We have a variety with our demographic with college students, but it is geared more toward the 30- to 60-year-old 

range. For us … it’s more in a college-age range.” 

 “It hasn’t even hit the level of a fad yet. We’re still growing.” 

Sales 

 “Sales are up from last year by [around 20%] from January to this month.” 

 “No other Pandora stores have opened here since we opened. There are some smaller, privately owned jewelers who 

carry some Pandora items.” 

 “It’s growing in popularity. Pandora is on the same level now as Tiffany’s. Word of mouth and marketing are really 

catching on.” 

 “We have about the same amount of product launches—about four a year.” 

Promotions 

 “We are guaranteed at least two a year. Sometimes Pandora will roll out a few more.” 

 “September was great. It was our best promotion month so far.” 

Competition 

 “Alex & Ani are not much of a competition. It’s a fashion statement rather than choosing one over the other.” 

 “There’s no threat to us at this time.” 

 

 

4. Sales associate with a jewelry boutique that sells Pandora jewelry, Georgia 

Pandora sales have increased 20% year to year, thanks to product launches and the popular free-bracelet promotions. 

Although women 30 years and older are the primary Pandora demographic, men constitute a large portion of individual 

charm buyers. Alex & Ani does not have a presence in the area. Pandora offers higher quality than its competitors. The 

company ran one more promotion than in 2013, with five to six annual promotions being the norm. 

Background 

 “We’ve been selling Pandora about three years now.” 

Popularity 

 “A lot of our customers are women, of course. They range in age from about 30 on up.” 

 “We’re selling many, many bracelets and the separate charms, so we get a lot of repeat business. Boyfriends and 

husbands really like it because they know just what to get.” 

 “We sell Pandora almost daily. We just started carry pendants and earrings to meet demand.” 

Sales 

 “Pandora sales are a lot higher this year, about 20%.” 

 “We haven’t had any new stores opening in our area.” 

 “I think sales are growing because they keep coming out with new products, new charms, and people like them.” 
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 “As far as we know, Pandora plans to keep doing seven new product launches every year. It keeps customers 

interested.” 

Promotions 

 “We’re getting five or six promotions a year.” 

 “I think we had one more promotion this year than last. The free bracelet is very popular.” 

 “September is always good. We have a lot of customers come in and spend $100 on charms just to get a free 

bracelet.” 

Competition 

 “No one carries Alex & Ani around here that I know of. They aren’t any competition.” 

 “There’s really no other jewelry in our area that has comparable quality in the same price range.” 

 

 

5. Department manager for Jared Galleria of Jewelry (Signet), which sells Pandora, Georgia 

Pandora sales have risen 10% to 15% year to year because of the brand’s new products and styles. No Pandora stores 

are nearby. Alex & Ani and other bead competitors cannot really compete given Pandora’s superior quality. The typical 

Pandora customer is 20 to 40 years old and in the middle-income bracket. 

Background 

 “We’ve been selling Pandora since March of 2009.” 

Popularity 

 “No changes in [the typical Pandora customer’s] age or income level 

compared with last year.” 

Sales 

 “Sales year to date over last year are up 10% to 15%.” 

 “We don’t have a Pandora store close to us, and none of the other Pandora 

sellers have affected our sales.” 

 “Sales are growing because Pandora consistently comes out with new styles 

and products. They research their target market and time their styles to 

come out when they are trending.” 

 “Pandora will be able to sustain the sales improvements because they 

launch product according to trends.” 

Promotions 

 “The free-bracelet promotion is the same as it was last year, and it happens twice a year.” 

 “We always have a lot of traffic around the bracelet event because we advertise it heavily. The traffic was the same 

as last year.” 

Competition 

 “We’ve only had one person ask about Alex & Ani. They aren’t really competition because the styles are different.” 

 “The other bead competition won’t really affect Pandora. Most of the beads are glued together, whereas Pandora is 

all handcrafted and the diamonds, etc. are handset.” 

 

 

6. Jewelry store owner, Georgia 

Pandora sales have risen 10% to 15% year to year, thanks to the brand’s products and styles. Alex & Ani and other bead 

competitors cannot compete in terms of quality. Pandora appeals primarily to women ages 20 to 40 and in the middle-

income bracket. 

Background 

 “There are a couple stores around the area that sell Pandora, but I’m not sure how long they have been around. The 

closest Pandora store is 35 minutes from us.” 

Popularity 

 “Pandora appeals to all ages, 18 to 80. Really, the beads are priced so that pretty much any income level could 

afford them.” 

Sales are growing because 

Pandora consistently comes 

out with new styles and 

products. They research their 

target market and time their 

styles to come out when they 

are trending. 

Department Manager 

Jared Galleria of Jewelry, Georgia 
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 “Pandora keeps their appeal year to year.” 

Sales 

 “Our sales are up 18% to 20%, but that’s because we have a wide selection of jewelry.” 

Promotions 

 “I think their promotions are more frequent than a year ago.” 

Competition 

 “No new [Pandora] stores have opened in the area.” 

 “I have no idea about the threat from Alex & Ani.” 

 “I don’t think there is much of a threat from other bead competition. From what I hear, people want Pandora.” 

 

 

7. Assistant manager of a jewelry boutique in Florida 

Pandora sales have increased 15% to 20% year to year. The Pandora customer primarily is a woman 35 years or older. 

No standalone Pandora stores have opened since the first one in 2012. Pandora and Alex & Ani differ in their 

merchandise lines. Pandora has been running three to four promotions annually for several years. 

Background 

 “One Pandora store opened at the mall to years ago. There are a number of local jewelers who carry the Pandora 

line.” 

Popularity 

 “Most of our customers are about 35 and up—middle-class and wealthier 

ladies mostly. We do get some men coming in to buy a gift for their wife or 

girlfriend.” 

 “We haven’t seen a demographic change in customers in the last year.” 

Sales 

 “Our Pandora sales are up about 15%, maybe 20% since last year.” 

Promotions 

 “They run three to four promotions a year in our area. That’s about the same 

as it has been for a while now.” 

Competition 

 “There haven’t been any new store openings.” 

 “I don’t think Pandora and Alex & Ani really compete that much. The styles are different.” 

 “I don’t see a threat. Our city probably has enough jewelers or jewelry stores to meet the demand.” 

 

 

8. Assistant manager for a jewelry retailer, Georgia 

Pandora sales have risen 10% to 15% year to year based on the brand’s new products and styles. The company attracts 

middle-income women 20 to 40 years old. Alex & Ani and other bead competitors lack Pandora’s quality.  

Background 

 “We’ve been selling Pandora since 2010.” 

Popularity 

 “Pandora appeals to all age ranges. Because of the price of the jewelry, I’d say middle- to high-income levels.” 

 “There have been no changes in age or income level compared with last year.” 

Sales 

 “Compared to this time last year, sales are up by 5% to 10%.” 

 “Our sales are up because of Pandora’s promotions.” 

 “By increasing the product launches, Pandora will sustain sales improvements.” 

Promotions 

 “The free-bracelet promotions haven’t increased.” 

 “We had a lot of traffic for the bracelet event, and everyone that came in the store bought a bracelet.” 

Competition 

I don’t think Pandora and Alex 

& Ani really compete that 

much. The styles are different. 

Assistant Manager  

Jewelry Boutique, Florida 
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 “No new stores have opened around us.” 

 “I’ve never heard of Alex & Ani.” 

 “I really don’t know of any bead competition to Pandora.” 

 

 

9. Sales associate of a women’s accessories store, Missouri 

Pandora sales continue to improve. The product quality and warranty appeal to a wide age range of customers, which has 

helped Pandora fend off competition. Alex & Ani is also sold in the source’s store, but is not a major competitor. 

Background 

 “This store opened about three years ago and has carried Pandora for over a year. It has carried Alex & Ani for less 

than a year.” 

Popularity 

 “Pandora is very popular at this store. Customers like the quality and that we have a one-year warranty on the 

products. We really cater to an age range of about 30 to 70. The younger buyers are more into the flashy beads, and 

the older people like the memory beads.” 

 “The buyers tend to be from various income levels. … The charms range in price from about $25 to $60, so they 

have a lot of choice. Also, if people can’t afford much, they buy gradually.” 

Sales 

 “We have only carried Pandora for a little over a year so I can’t compare 

sales this year to last year, but they have been steadily getting better as 

people hear about us.” 

 “Our promotions really help sales. … Plus, we get all the Pandora shoppers.” 

 “Nobody in this part of town besides us sells Pandora. The closest Pandora 

store is [about 20 miles away].” 

 “The launching of seven new products instead of two each year is a good 

thing. People appreciate these happening often instead of just once in a 

while. It should continue to improve sales.” 

Promotions 

 “We are seeing more promotions. The offer of a free bracelet if you spend 

$100 was very popular, and now until Oct. 31 if you buy two rings, you get 

one free.” 

 “I have been told there will no Black Friday sales in this shopping center this year because they were not that 

successful last year.” 

Competition 

 “We got Alex & Ani a few months after Pandora. I don’t think they compete that directly. They cost a little less. They 

have charm bracelets but you can’t really add on to them like you can with Pandora.” 

 “Pandora has a strong following, but others do compete. Kay Jewelers down the street is selling a lot of charms. I can 

see that if you were a long-time Kay Jewelers customer you might buy charms from them. But if you want Pandora, 

this is where you have to come in this area.” 

 
Reporter Observations: This store is in a high-end shopping district with several jewelry stores. On a weekday afternoon 

the store had a large Pandora sign on the outside wall. Pandora products were in a prominent spot to the left of the front 

door in glass cases. Alex & Ani was a little further back and was displayed on three round tables. Nobody was shopping in 

the store on during our early afternoon visit on a Monday. 

 

 

10. Pandora store assistant manager, New York 

This Pandora store has been in the area for three years. New Pandora stores in the area have only boosted brand 

awareness, and other jewelry companies have not presented serious competition. The demographic for Pandora buyers 

has changed somewhat and now includes younger girls and even men. 

The launching of seven new 

products instead of two each 

year is a good thing. People 

appreciate these happening 

often instead of just once in a 

while. It should continue to 

improve sales. 

Sales Associate  

Women’s Accessories Store, Missouri 

http://www.pandora.net/en-us/consumer/pandora-company/productuseandcare/warranty


 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 

10 

Pandora A/S 

Background 

 “This store has been around for three years. We’re a corporate location. We opened on Black Friday.” 

Popularity 

 “Pandora appeals to a wide range of people. We have younger girls coming in, and also older women. Because our 

products range in price, we have both items that are more affordable and luxury items.” 

 “Three years ago the demographics were probably more older women. Now we have younger girls buying our 

products, and men also. Income level is hard for me to say, but I don’t think it’s really changed.” 

Sales 

 “I can’t speak to sales numbers, but we get a lot more foot traffic now.” 

 “The product launches are useful for bringing in new customers and also 

creating more collectibles. When we release special charms they become 

retired collectors’ items. People like that. We also have the Major League 

Baseball and National Football League charms.” 

Promotions 

 “There’s definitely an increase in promotions. We now have about one a 

month. For the first time ever we’re having two promotions at once; we’re 

selling the rings and the leather bracelet.” 

 “Our most recent bracelet event was the most popular of the year. The 

bracelet promotion happens twice a year. Normally we don’t do as many 

promotions with the metal bracelets as the leather ones, because the metal 

bracelets are a big seller. There were lines out the door for that one.” 

Competition 

 “The [Pandora] store [nearby] opened a few months ago. … Overall it’s good, because it’s creating more brand 

awareness for Pandora.” 

 “I don’t know much about Alex & Ani. I see people wearing them. I don’t really know about what kind of awareness 

they have though.” 

 “There isn’t really much bead competition from other retailers.” 

 

Reporter Observations: This Pandora store was located across from Alex & Ani. Two men entered to purchase bracelets 

during our weekday afternoon visit, while a few other shoppers were browsing the products. 

 

 

11. Pandora store sales associate, California 

Sales were down about 5% in August and September but have since picked up. The typical customer is a woman age 24 

to 40, but older women and some men also are regular customers. The store offers a very wide range of charms and 

other pieces as well as free cleaning for life for every Pandora purchase, and appears to have a loyal customer base. 

Promotions are not driving sales but do help to attract new collectors. The source had no knowledge of new, nearby 

Pandora stores, but said these and other competitors would not affect this store’s sales. 

Background 

 “We moved … to this location a year ago. It’s doing much better here … because we are not on the corner like we 

were before.” 

Popularity 

 “Customers are mostly women between 24 and 40, but we actually do have customers of all ages.” 

 “We have a lot of younger customers who are college students, but we also have the moms who bring babies in for 

little bracelets and charms, and we have older women as customers as well. I think it’s really all over the map.” 

 “We also sell to some men. They like the plain silver chains, but also they shop for their wives, girlfriends and family 

members.” 

Sales 

 “Sales were down roughly 5% or so in August and September. I think it could have been a combination of the heat 

and the back-to-school season. But we are picking up again. This month we are exceeding sales expectations and 

are up a little from where we were a year ago this time. … We are starting to move in to the holiday shopping season, 

so I expect sales to stay strong. Customers are asking for the seasonal charms now for the holidays.” 

There’s definitely an increase in 

promotions. We now have 

about one a month. For the first 

time ever we’re having two 

promotions at once; we’re 

selling the rings and the leather 

bracelet. 

Pandora Store Assistant Manager 

New York 
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Promotions 

 “The bracelet promotion is not as popular as it was when we first offered it. Right now it is not a promotion for the 

sterling silver bracelet. It’s for the leather bracelet, so it could be that. But I wouldn’t say that the promotions are 

behind our sales increase. I think it’s more about introducing new customers to Pandora and getting them started on 

their own collections.” 

 “Right now we do have two promotions going: the free bracelet with every $100 purchase, and the buy two rings, get 

one free promotion, which is good through Oct. 31. I don’t think these are driving sales that much. The promotions 

always change, and we don’t really know when they are going to change next. I can say that even with promotions, 

we never see price increases in the store. They are the same.” 

Competition 

 “I have not heard anything about new Pandora stores opening in the area. I don’t think new stores could hurt our 

business. … One of the things we offer is product knowledge and a very wide selection of charms, which are still our 

most popular selling item. Also, we provide free cleaning for life for with any Pandora purchase.” 

 “I don’t think Alex & Ani are a threat. They are completely different from our charms and not anywhere close to the 

same quality. I think they offer more of an inspirational charm line that seems to cater to a much younger 

demographic.” 

 “We know Kay Jewelry and some of the other stores have their own charm lines, but they do not seem to be taking 

business from us. I have heard customers talk about finding cheaper charms to add to their collections at other 

stores.” 

 

Reporter Observations: On a Saturday afternoon we noted prominent promotional signage for the bracelet and ring sales 

but only one customer despite busy foot traffic outside of the store. Five associates were working in this clean, well-

positioned location. 

 

 

12. Pandora coordinator for a family-owned jewelry business, California 

Sales for Pandora are on par with 2013’s levels but did hit a lull during the summer. This store has been a gold-level 

dealer for Pandora since 2006 but has seen Pandora representatives come and go largely because of a lack of support 

and marketing from Pandora corporate. The source had no knowledge of Pandora stores opening nearby, but has heard 

of local retailers upgrading their existing Pandora displays to a shop-in-shop, which this store is considering. 

Background 

 “We’ve been selling Pandora since I got here in 2006, and it’s probably one of our best-selling lines.” 

Popularity 

 “The demographic is often a younger set, but many women in their late to upper 60s love it. The quality is 

outstanding. There is nothing being skimped on here. Even the beaded charms are hand-done. Those little beads are 

all individually set, one by one.” 

 “I don’t think the prices for Pandora are that high. And they don’t really increase, so you’re getting the same high-

quality jewelry pieces now for the same prices they were selling at a few years ago. This makes it possible for 

younger customers to buy Pandora. It’s not exclusive at the pricing level, but it looks exclusive.” 

Sales 

 “Sales were a little slow over the summer, but overall Pandora is one of our best sellers. It has been for most of the 

time we’ve carried it, but it did suffer a little with the lack of support from corporate. We had a revolving door of 

Pandora sales reps for a while, which made it difficult to get the kind of support we needed here in our store. They 

were always leaving because they couldn’t sell enough product to make their numbers. They just weren’t getting the 

marketing support the stores out on the East Coast were getting.” 

 “About a year ago we got a new representative, and she seems to be sticking around. I am certain that Pandora’s 

putting more effort into marketing here on the West Coast and it is helping.” 

 “I don’t think Pandora is a fad. The products are really well crafted and contemporary. They appeal to a wide age 

bracket, not just young girls who are going to grow out of them.” 

Promotions 

 “As a gold-level Pandora retailer we try to participate in most of the promotions, but they are optional. The bracelet 

promotion did well but not as well as it did in the spring.” 
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 “The company does too many promotions, frankly, and it’s a lot of work for me. We do them because it does help 

business, but we don’t make anything off of the promotions. It’s really more about getting people in the door for 

Pandora than anything else.” 

Competition 

 “I haven’t heard about new [Pandora] stores coming in near us. There are a 

few smaller jewelry retailers with white-level Pandora displays or gold or 

silver level, and I’ve also heard about [two] who are upgrading to shop-in-

shops. We may do that as well. It means expanding our inventory a little bit 

but not much because we already are a gold level. We have a large 

inventory considering we are not a Pandora standalone. Also, we’d have to 

put in the wood flooring and other things and probably do a lot more 

Pandora promotions.” 

 “I don’t think Alex & Ani can be put anywhere close to this category of charm 

line. I think of their products as being really cheap. They are not sterling, 

and the charms are not anywhere near the quality of Pandora.” 

 “I would say the same for competitors. … What happens is customers don’t 

always know what they’re buying. We’ll get customers here with Pandora 

and Brighton [Collectibles LLC] charms on their bracelets and ask us to 

clean them because some of the plated charms they get that aren’t Pandora 

are wearing down to copper. They’re often surprised to find out what they 

bought isn’t solid sterling.” 

 “Even though Kay Jewelers has their own charm line, I’ve seen it and it’s not the same quality. The pieces are not as 

contemporary, and they don’t have the same level of sophistication as Pandora.” 

 

Reporter Observations: This family-owned jewelry store is in an affluent area. Business was steady during our interview 

during the middle of a weekday, but no one was looking at Pandora. The Pandora section was large considering the size 

of the shop, and the inventory was extensive. We noted no signage for the ring promotion. 

 

 

13. Department store sales associate, New York 

This department store has been selling Pandora jewelry for at least two years. However, the jewelry’s popularity and sales 

are fairly low, and mostly stem from middle-aged women. The source said having a Pandora section is unnecessary given 

that a large Pandora store is just down the street. Alex & Ani has stronger sales and popularity. During the most recent 

Pandora bracelet event, shoppers were largely interested in the silver bracelet version. 

Background 

 “We’ve been selling Pandora jewelry for at least two years.” 

Popularity 

 “Pandora appeals more to older, middle-aged women. We most commonly get tourists coming to purchase Pandora 

products, especially tourists from Australia. I wouldn’t say Pandora is as high end as other jewelry companies, but it’s 

not cheap either. It’s got a wide variety of people who are interested in it.” 

 “There’s no noticeable trend in terms of who purchases Pandora.” 

Sales 

 “Sales aren’t that great. I haven’t been selling jewelry for a full year yet, so I can’t speak to how sales compare to last 

year. I don’t even know why we have Pandora here. We’re just too small, and there’s a larger location just down the 

street so people probably go there.” 

 “Selling Pandora jewelry is really time-consuming. The women who come in to purchase Pandora want to spend 

hours being helped, because they want to carefully customize their bracelets and pick their charms. It’s hard to do 

that in a department store setting because there are other shoppers waiting to be helped with other brands. It’s a lot 

of work.” 

 “Pandora is doing more product launches, but I don’t really notice much. We just got the gingerbread man charm. I 

don’t really see a lot of excitement for the new products though. Sometimes we get a few pieces, but we really just 

don’t have the space to display it.” 

The company does too many 

promotions, frankly, and it’s a 

lot of work for me. We do them 

because it does help business, 

but we don’t make anything off 

of the promotions. It’s really 

more about getting people in 

the door for Pandora than 

anything else. 

Pandora Coordinator  

Family-owned Jewelry Business, CA 

http://www.brighton.com/
http://www.pandora.net/en-us/explore/products/charms/790997en29
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Promotions 

 “It’s hard to say if there’s been an increase in promotions, but we offer the same promotions at the same time as the 

Pandora store down the street.” 

 “During the most recent bracelet event, we had more people come in for the silver bracelet. If you spend $100, you 

get a silver bracelet for free. The two-tone bracelet was another special, but that was less popular. I can’t recall the 

details for that.” 

Competition 

 “The [Pandora] store down the street that opened after us gets most of the traffic.” 

 “Alex & Ani is doing way better as a brand. They’re a part of a huge trend, and they sell more pieces for a better 

price.” 

 “Bead competitors like [LVMH Moët Hennessy Louis Vuitton S.A.’s/LVMUY] Marc Jacobs are selling much better than 

Pandora.” 

 

Reporter Observations: On a Tuesday afternoon we noted advertisements for a promotion in which shoppers could buy 

two rings and get another ring free. Store traffic was fairly low, and no shoppers inquired specifically about Pandora. 

 

 

14. Pandora store assistant manager, Missouri 

Sales are lagging slightly behind last year as more non-jewelry stores are adding beads, bracelets and other casual 

jewelry to their shopping choices. 

Background 

 This franchise store opened about four years ago in the trendy district that has several other jewelry stores. 

Popularity 

 “We appeal to women over 30 and into their 60s and 70s. They sell well for sentimental value among the older 

customers. Shoppers are of all incomes. People who don’t have a lot of money save up to buy the charms. But there 

are a lot of high-income people, too, who spend $1,000 on a bracelet.” 

 “I don’t think the age range and income level of customers have changed 

much.” 

Sales 

 “I’ve seen the numbers. We have not made quite what we did last year at 

this time, but we are almost there.” 

 “Our customers are sort of like investors. They buy because of the quality 

and because they can start a bracelet and add to it. They look for something 

lasting.” 

 “The extra product launches are successful because people come in looking 

for something new.” 

 “Pandora pays attention to what is selling and what is not. They phase out 

one item that is not doing well and replace it with something new.” 

 “The jewelry business is getting harder because right now people are not spending as much money on it, especially 

younger people. They have other expenses, like iPhones.” 

 “Pandora has lowered its prices in the past two or three years. Beads have come down $5 to $10. That may be due 

to the competition or to try to get more people to buy jewelry.” 

Promotions 

 “The free bracelets brought in a lot of business, though I am not sure how it compared with last year. Now we have 

the promotion of buy two rings, get one free. That is over at the end of the month, and it’s bringing in some people.” 

 “With the holidays coming up, we are going to offer free ornaments if the customer spends a certain amount on 

jewelry.” 

Competition 

 “There is also more competition. Jewelry is being sold in other stores more often now. People can go to a one-stop 

shop and get a few things and also buy jewelry. It may not be of the quality of a jewelry store, but people think, ‘If I 

break it, I will just buy another one.’ It’s just a different generation now.” 

Pandora has lowered its prices 

in the past two or three years. 

Beads have come down $5 to 

$10. That may be due to the 

competition or to try to get 

more people to buy jewelry. 

Pandora Store Assistant Manager 

Missouri 
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 “It’s a much younger group that buys Alex & Ani, grade-school girls even. It’s cheaper. They can’t add beads to the 

Alex & Ani bracelet.” 

 “We see Chamilia as maybe the biggest competitor for charms and bracelets. There are quite a few retail and jewelry 

stores in the area that also sell Pandora, but they wouldn’t have the complete selection of rings and everything else 

we have.” 

 
Reporter Observations: During our weekday afternoon visit, we noted a sign near the entrance promoting the buy two, get 

one free ring sale. We also saw two salespeople but no customers. 

 

 

 

2) Competitors 
These seven sources said their charm jewelry appeals to a lower-income consumer than Pandora. Three sources commented 

on their own sales, which they described as mixed. Pandora’s competitors are less-expensive charm and bead sellers, 

including Brighton. 

 

 

KEY SILO FINDINGS 
Background 

- These 7 retailers carry charm jewelry or sell Alex & Ani. 

Popularity 

- Pandora appeals to a wide range of women, but 3 sources said the income level for Pandora customers is generally 

higher. 

Sales 

- 3 sources commented on their own sales direction. 

o 2 said sales were down slightly. 

o 1 said sales were stable. 

Competition 

- Pandora’s competitors sell less-expensive charms and beads, and include Brighton. 

 

 

1 Sales associate at an upscale jewelry store, Missouri 

This full-service jewelry store sells beads and bracelets at lower prices than Pandora. If customers do not find what they 

want, they are sent to Pandora. Sales overall are steady this year. 

Background 

 A Pandora store is two blocks from this source, and has been open for four years. 

Popularity 

 “Pandora would appeal to a wide range of shoppers, just like us. They specialize in beads, whereas we do not.” 

 “I don’t think the income and age level of buyers have changed in recent years.” 

Sales 

 “Our sales are about the same as last year.” 

Competition 

 “I am not sure of any more stores in the area that offer Pandora compared to years past.” 

 “Alex & Ani wouldn’t be a big competitor for us.” 

 “Our beads are very affordable. You can get bracelets starting at $29.99 and beads for around $40.” 

 “If we don’t have the beads or bracelets customers want, we tell them there is a Pandora store just down the street.” 
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2. Kay Jewelers sales associate, Missouri 

A Pandora retailer opened two blocks from this Kay Jewelers, which sells beads. The source’s sales overall were down 

this summer but seem to be rebounding. 

Background 

 “Pandora has been sold … two blocks away for a little more than a year. It is the only place within 12 miles that sells 

Pandora.” 

Popularity 

 “I can’t speak to the demographic or income level of Pandora customers.” 

 “The Pandora retailer here is mainly a beads shop. People can build a 

bracelet that only works with Pandora beads, so that helps their sales.” 

Sales 

 “Sales have picked up this fall. Summer was slow. That just happens 

sometime, and we don’t always know why.” 

 “We have started to offer more beads in competition with Pandora. We’ve 

got charms starting at $20. We call them Charmed Memories, and they are 

popular. We’ve also just added the Disney line of charms, and they are 

coming out with charms from the Frozen movie.” 

 “Charms are nice, easy gifts and they are going to create memories.” 

Competition 

 “I am sure the Pandora retailer here in the shopping center takes some 

market share from other jewelers as far as beads and bracelets go.” 

 “There are only two Pandora stores in our city, and they have been around 

for a few years.” 

 “The Pandora retailer competes in a limited way. We are a regular jeweler, whereas they deal more in nonprecious 

metals.” 

 

 

3. Brighton Collectibles assistant manager, Georgia 

Pandora appeals to women 35 and older and in middle- to upper-income levels. Pandora is not a competitor for the 

source’s company, which has a broad range of beads and at considerably lower prices. She was not familiar with 

frequency of Pandora promotions. Her store’s sales are down approximately 3% year to year, but are expected to pick up 

during the holidays. 

Popularity 

 “I’d say the age range that Pandora appeals to is 35-plus and middle to upper income. They are very expensive.” 

 “There has been no change in age or income level.” 

Sales 

 “Our sales compared with last year are a little down—maybe 3%. But it will pick up over the holidays.” 

Competition 

 “There aren’t any Pandora stores in the area that would have taken our market share.” 

 “There is a Pandora store within 25 miles of us, and it’s been there over five years.” 

 “Alex & Ani are big out west. They are good competition in that they give customers another option, and they are 

similar price range to Brighton.” 

 “We do great with charms and have a great selection, so there isn’t a threat from potential bead competition.” 

Promotions 

 “We haven’t hear anything about the frequency of Pandora’s promotions.” 

 “Pandora is very expensive. Out most expensive charm is $48 where Pandora’s are $300 and up.” 

 

 

 

We have started to offer more 

beads in competition with 

Pandora. We’ve got charms 

starting at $20. We call them 

Charmed Memories, and they 

are popular. We’ve also just 

added the Disney line of 

charms, and they are coming 

out with charms from the 

Frozen movie. 

Kay Jewelers Sales Associate, Missouri 

http://www.kay.com/en/kaystore/charmed-memories%C2%AE/1000820000/100063/1/0/0/0/100063.100066.100082
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4. Brighton Collectible sales associate, California 

The Brighton charm collection is exceeding sales expectations by 5%. The store is having a charm-off contest among 

employees, and customers are being asked to fill out a style quiz in exchange for entrance into a weekly drawing for a 

free bracelet with seven charms. Many customers have Pandora bracelets with charms already on them, but will 

supplement their collections with Brighton charms and spacers because of the lower price points. The most popular are 

the travel charms. Alex & Ani is not a threat. 

Background 

 “We just moved into this mall in August, and I know Pandora has been here for several years. They sell Pandora here 

at one of the department stores I think, so it was here before we were.” 

Popularity 

 “The demographic for Pandora is very similar to ours. It’s mostly women, but the ages range from 20 and up. I know 

their price points are a little too high for many younger customers, so we see a lot of them come in with Pandora 

bracelets, for example, and they’ll supplement their charm collection with our charms and spacers because the price 

points are pretty affordable.” 

 “If Pandora’s demographic is shifting, it’s more about economy, not age. The price points are not for everyone.” 

 “I don’t know what people are discussing with respect to Pandora, but I do know that we have customers who think 

their product line is wonderful but a little out of their range price-wise.” 

Sales 

 “We’ve only been here since August in this location, but our sales are exceeding our goals by 5%. We just had a big 

sales meeting to talk about that. We are also doing a sales contest right now with prizes for the sales associates who 

sell the most charms, and it’s doing very well. The charms are extremely popular. I don’t think it’s a fad. Charms have 

been around for many, many years. My grandmother collected the real sterling-silver charms from her travels and on 

cruise lines, and nothing has changed. People still really love them because they are so much fun to collect.” 

Competition 

 “I don’t think Alex & Ani are that big of a threat. They are doing a few of the inspirational charms, but it’s a different 

product than ours or Pandora’s. It seems to me that it is more of the kind of thing you might buy for someone as a 

gift or a recognition piece, not so much for yourself as a collection.” 

 

Reporter Observations: This busy store had a very small but well-displayed charm collection. It also sold other jewelry 

pieces, handbags, scarves, shoes, travel pieces, bookmarks, wallets and more, all of which can be “charmed.” We noted 

no special signage or promotions for the charms. 

 

 

5. Lord & Taylor sales associate in the Alex & Ani section, New York 

Pandora appeals to an older and wealthier demographic. The source had not heard much in terms of promotions and 

competition, nor did she believe that Pandora was taking away share from Alex & Ani. The section has been in Lord & 

Taylor for only four months, but sales have been good. 

Background 

 “I’m not sure how long there’s been a Pandora retailer. There isn’t one in Lord & Taylor, but I’ve heard of one in the 

area.” 

Popularity 

 “Pandora appeals to an older demographic. They tend to be women in their 50s, 60s or even 70s. They’re also much 

wealthier. I get a lot of older women coming in to ask me about the charms and bracelets. Some of the Pandora 

bracelets are too heavy for their wrists because they’re older.” 

 “I haven’t seen a major shift in Pandora’s demographic appeal over the last year. There are maybe younger 

customers now. My roommate is 21, and she wears both Pandora and Alex & Ani bracelets. Mothers might come in 

to buy bracelets for their daughters also, so there’s a bit more of an appeal to younger women.” 

 “Pandora will always be around, but they appeal largely to an older and wealthier crowd. I think people who are 

purchasing Pandora are people making $100,000 a year and up.” 

Sales 
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 “We’ve been here for four months. A lot of people are still pretty surprised to see it, because they didn’t even know 

we’re here. Sales have been pretty good so far. We definitely have rush periods where a lot of people are interested 

in our products.” 

 “I’ve heard of some Pandora stores opening in the area, but I haven’t really noticed them.” 

Competition 

 “Alex & Ani is based in Rhode Island. We have a store in North Carolina and even Los Angeles now. We’re expanding 

more, and there’s a growing awareness of our brand. We’re younger, and the concept of what we offer is different 

from Pandora. You can get stackable bracelets instead of just one bracelet to add charms to. People really like it 

because it’s a wider look.” 

 “I don’t know of any bead competition from other retailers. That isn’t something I’ve noticed much of.” 

Promotions 

 “I’m not really hearing anything about Pandora promotions.” 

 

 

6. Bloomindale’s sales associate for the Alex & Ani section, New York 

The source has been with Alex & Ani for just a few months. She said customers for both Pandora and Alex & Ani are 

women at least 20 years old. However, the two companies hold a different appeal. Shoppers sometimes visit Alex & Ani 

and ask about Pandora products. 

Background 

 “I’m not sure how long there’s been a Pandora retailer. They’ve been around 

for a while though.” 

Popularity 

 “Pandora appeals to a similar demographic as Alex & Ani, which is women in 

their 20s and up. It’s generally more classic and maybe slightly more 

expensive. Alex & Ani has more symbolism and is a little bit more modern. 

Pandora is generally pretty wide in terms of income and the type of people 

they appeal to.” 

 “I haven’t noticed any changes in terms of the demographic that Pandora 

appeals to.” 

Sales 

 “There is a Pandora store that opened right across from our Alex & Ani 

flagship store. While we appeal to a similar demographic of people, I think 

that we’re more customizable and offer something different from Pandora. I 

get people coming in to ask about Pandora, but I’m sure Pandora also gets 

people asking about Alex & Ani products.” 

 “Our products are doing well. I’m not sure of exact sales numbers, but I 

don’t think a Pandora store being close by is taking away from our 

business.” 

Competition 

 “Alex & Ani is just newer and more modern than Pandora. I’m not sure about our presence outside of the Northeast 

and how much of a threat we actually are to Pandora, but I see people wearing Alex & Ani everywhere now.” 

 “Chan Luu’s beads might be our biggest competition. I can’t think of any others.” 

Promotions 

 “I’m not sure about Pandora promotions. I don’t feel like I see advertisements for Pandora very often, nor do I notice 

a presence from them. I haven’t heard an of my peers talk about it either.” 

 

 

7. Associate for a Nordstrom jewelry section, California 

This store stopped carrying Pandora about one year ago. It was a limited collection and not a good seller. Pandora is still 

available through Nordstrom’s website. The store does have an Alex & Ani line, which also is not selling well and seems to 

be focused on a younger consumer. This source was unaware of new Pandora stores opening in the immediate area. 

Pandora appeals to a similar 

demographic as Alex & Ani, 

which is women in their 20s 

and up. It’s generally more 

classic and maybe slightly more 

expensive. Alex & Ani has more 

symbolism and is a little bit 

more modern. Pandora is 

generally pretty wide in terms 

of income and the type of 

people they appeal to. 

Bloomindale’s Sales Associate  

Alex & Ani section, New York 

http://www.chanluu.com/
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Background 

 “We don’t carry Pandora anymore; however, customers can buy it online. It just wasn’t doing so hot. I know the 

Pandora store in the mall does very well, but I don’t exactly track sales.” 

 “We’ve carried Alex & Ani for about a year. 

Popularity 

 “Pandora seems to cater to a wider demographic than Alex & Ani. Alex & Ani is probably geared more toward 18- to 

25-year-old women.” 

 “I know prices for Pandora do tend to eliminate many younger customers because they are expensive.” 

Sales 

 “Alex & Ani isn’t selling that well. The display is small. Like I said, it caters to a very specific demographic, which isn’t 

the bulk of our customer base.” 

 “I’ve ordered a few Pandora charms online in the store here over the last year, but sales for Pandora for us are 

nearly nonexistent. I think people want to see the charms and mix-and-match them, so it’s more practical to just walk 

over to the Pandora store.” 

 “Customers do ask for Pandora. It’s definitely selling, just not here. I suppose it might do just as well as Alex & Ani if 

not better if we carried it.” 

Competition 

 “Alex & Ani is a very different product from Pandora. I don’t see the threat from them. If anything, the charm lines 

from Kay Jewelers might be more of a direct competitor.” 

 

Reporter Observations: The Alex & Ani display was essentially three turning jewelry stands on two columns. It was 

prominently placed in the center of the store’s busy jewelry section, but foot traffic was just passing it by. We noted no 

sales or special signage for it. Pieces were already priced, which made the display appear self-serve. 

 

 

 

3) Suppliers 
These four sources who supply beads and charms to retailers said Pandora appeals to higher-income women, but one added 

that price declines for Pandora beads have made the brand more attractive to those outside of this income bracket. One 

source said Pandora sales have plummeted with the increase in knockoffs, one said jewelry sales in general are flat year to 

year, and one said new stores are only partially accountable for Pandora’s sales growth. One source said the Disney beads 

are a positive for Pandora, while two sources have observed more advertising from Pandora year to year. All four sources see 

competitive threats for Pandora from knockoffs and brands like Trollbeads and Chamilia. Japan and China are large growth 

markets for the company and its competitors. 

 

 

KEY SILO FINDINGS 
Background 

- These 4 sources are charm/bead suppliers but not to Pandora. 

Popularity 

- Pandora appeals to higher-income women. 

- 1 said the Pandora charm price drop has allowed the brand to appeal to lower-income consumers. 

Sales 

- 1 said Pandora jewelry sales have plummeted with the increase in knockoffs. 

- 1 sees jewelry sales as flat year to year. 

- 1 said new stores are only partially accountable for Pandora’s growth. 

- 1 had no comment. 

Promotions 

- 2 reported increased advertising from Pandora. 

- 1 said Pandora’s advertising has been stable. 

- 1 doesn’t see much advertising from Pandora. 

Competition 

- All 4 sources see competition for Pandora. 

http://www.trollbeads.com/united-states/en-us
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- 1 said Troll and Chamilia are threats. 

- 1 Australia-based sourced said knockoffs are a threat. 

Other 

- 3 view China and Japan as big growth opportunities. 

- 1 said the Disney beads are a positive for the company. 

- 1 said the brand is passé. 

 

 

1. Co-owner of an import company sourcing glass beads and buttons from the Czech Republic 

Pandora’s beads “passé and not cutting edge.” Although Pandora now attracts lower- to middle-income consumers, it 

must work to appeal also to a younger generation. Bead prices have dropped, and Chinese knockoffs have surfaced. 

Pandora’s promotions frequency has remained the same year to year. 

Background 

 “I do not supply beads to Pandora retail stores. We do not supply beaded 

jewelry to retailers. We supply beads and bead components.” 

Popularity 

 “Pandora beads are passé and not cutting edge. Pandora needs to get 

original and exciting, and lower prices to attract a younger generation.” 

 “Pandora appeals to Caucasian women in their late 30s or early 40s, upper 

middle class.” 

 “As the price of Pandora beads and Chinese copies have decreased, the 

customers Pandora attracts are in the lower-middle-class economic level.” 

Sales 

 N/A 

Promotions 

 “Pandora’s frequency of its promotions has remained the same year to year.” 

Competition 

 “Other retailers pose a large threat to Pandora.” 

Other 

 “There is a huge potential for growth for the bead industry in China and Japan—mostly in copying of original beads.” 

 

 

2. Owner of a wholesale beads and bead string supplies business in Arizona 

This source supplies Pandora to some custom-design customers, but said sales of this style of beads have plummeted so 

far this year compared with the first 10 months of 2013, largely because of cheaper Chinese knockoffs. Pandora is on its 

way out because it is overpriced. It started out appealing to a younger crowd but now attracts upscale clients ages 30 to 

76. The Disney deal is a positive for Pandora because of Disney’s global reach. China and Japan offer huge potential 

growth for the bead industry. 

Background 

 “I have been supplying Pandora to a few custom-design customers for about 

five years now.” 

 “Of course we supply other retailers’ beads.” 

Popularity 

 “Pandora appeals to the upscale, older persons ages 30 to 76 in the over 

$100,000 range of income.” 

 “Initially Pandora’s demographic was a much younger group, but that has 

changed with their marketing focused on a more upscale clientele.” 

Sales 

 “Sales on the Pandora style of beads have plummeted this year compared 

with last year. It has been very slow over the last few years, and I know that I 

Pandora beads are passé and 

not cutting edge. Pandora 

needs to get original and 

exciting, and lower prices to 

attract a younger generation. 

Co-owner, Import Company  

Czech Republic 

There is huge potential growth 

in China and Japan for the 

bead industry. … Disney is a 

great marketing tool for 

Pandora since Disney is very 

global and can help them. 

Owner, Wholesale Beads & Supplies  

Arizona 
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have lost customers of Pandora to the Chinese factory knockoffs, which are a tenth of the price.” 

 “No new Pandora stores have opened here in our area that I know of.” 

Promotions 

 “I do not really see many promotions and/or marketing from Pandora.” 

Competition 

 “Pandora is more than likely on its way out. Pandora is way overpriced, and it was only a matter of time before other 

companies started making the same beads more cost-effective.” 

Other 

 “There is huge potential growth in China and Japan for the bead industry.” 

 “Disney is a great marketing tool for Pandora since Disney is very global and can help them.” 

 

 

3. Owner of a Michigan-based wholesale bead supply business specializing in semi-precious stones 

This company once carried the Pandora line and sold the products to jewelry retailers and end users, but no more. 

Pandora’s beads became too costly. Despite this, no competitor is much of a threat to the company. Pandora has 

increased the frequency of its promotions and continues with its aggressive advertising strategies. It now appeals to a 

more affluent crowd and has reduced the number of items in its inexpensive line. Thus, the Disney licensing deal is 

“inconsequential” since Disney appeals to the wrong demographic for Pandora. 

Background 

 “We absolutely carried the Pandora line at one time. We wanted to be one of the first to carry the product, and 

wanted to be the best. Anytime a new product came out that was worthwhile, we absolutely brought it in. But then 

Pandora became so expensive, and overseas suppliers started knocking off Pandora. And with the lower price point, 

we could not say no to these new products. At that same point the economy crashed, so many of my end users could 

no longer afford the real Pandora.” 

 “We sold Pandora when it was new and sold Chinese knockoffs for a while, 

but our primary focus has been semi-precious stones, crystal and glass, with 

some precious metals.” 

 “We also did Chamilia and Troll, but they did not stand a chance. They came 

out too little too late after Pandora. We do not carry them any longer.” 

 “I supply my beads to other retail beads stores [but not Pandora], but I also 

supply to end users who are weaving, etc. I supply beads to other bead 

makers, to other jewelry makers and crafts people.” 

Popularity 

 “Pandora has done nothing but increase in size and popularity. Now they 

offer emeralds and rubies.” 

 “Pandora did an excellent job with its ad campaign. They are recognizable 

worldwide.” 

 “Pandora appeals to the 25- to 45-year-old woman, in the $60,000 to 

$250,000-a-year income range.” 

 “While Pandora is not adding new items to its inexpensive product line, the company is adding expensive products to 

its expensive line. It is quite a change, and Pandora is now trying to appeal to a more affluent crowd.” 

Sales 

 “Pandora’s new stores may be driving better than half of the company’s growth, but they are not driving all of the 

new growth for Pandora.” 

Promotions 

 “Pandora was one of the first to accompany its product with an aggressive ad campaign. The only time in my history 

that I have seen that kind of drive for demand was with Swarovski.” 

 “Pandora has increased the frequency of its advertising promotions.” 

Competition 

 “Alex & Ani is posing little or no threat to Pandora. Alex & Ani is too little, too late again. Troll and Chamilia offered 

more of a threat.” 

Between Pandora’s ad 

campaign and its product and 

product quality, other 

competitors are not much of a 

threat. Pandora is a big fish in 

a little pond, and the company 

has open territory. 

Owner 

Wholesale Bead Supply Business  

Michigan-based 

http://www.swarovski.com/Web_US/en/index
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 “Between Pandora’s ad campaign and its product and product quality, other competitors are not much of a threat. 

Pandora is a big fish in a little pond, and the company has open territory. I thought Troll would have given them a run 

for their money.” 

Other 

 “China is the bead capital of the world. It does not matter if a stone is mined in America; it is sent to China to be 

polished, cut and drilled. Absolutely you cannot beat the labor there. … They do some mining in China, but that is not 

what gives China the presence they have in the bead world.” 

 “Japan’s glass beads are highly rated in the world—the highest in the market—over the Czech Republic and India and 

any of the glass makers. The Japanese have it down.” 

 “The Disney licensing deal is inconsequential to Pandora, in my opinion. It is the wrong demographic, wrong age 

group—unless Pandora is going for parents, which would make it an excellent idea.” 

 

 

4. Managing director of a wholesale bead supply company in Melbourne, Australia 

This company has never sold Pandora products because they are expensive and because Pandora has a weak supply line 

and a limited market. Pandora was popular in Australia for about four years, but the company angered resellers and 

customers when it made its products available only in its own stores. Alex & Ani does not have a presence in Australia. 

China is getting an education in branding, but has a heavy anti-USA identity propaganda. Still, Disney is big in China and 

could be a popular option for Pandora. 

Background 

 “We sell wholesale and retail beads to online and in-store shoppers. We do a large amount of repairs, and we 

manufacture wholesale jewelry in China. I have seen drastic changes in beads, jewelry and accessories, and in 

marketing and selling.” 

 “We were approached around 2000 to 2002 by a Czech woman who had the Australian license for Pandora. We 

rejected the offer to sell Pandora on the following grounds: expensive first-time buy; expensive products; expensive in 

selling—i.e., buy the bracelet and then the beads. The supply line was weak; there was nothing else like it—too risky. 

It was a limited market and flash-in-the-pan-type of product style.” 

 “We do not supply any other retailers’ beaded jewelry.” 

Popularity 

 “In Australia, Pandora pulled back all of its products to sell in their own 

stores. This enraged the resellers and the customers as they could not just 

pop in and buy it at the favorite bead store or accessory store. The retailers 

(my customers) were furious, as they helped grow the brand and then it was 

snatched away. It was very bad for public relations and was talked about for 

some time.” 

 “In Australia, Pandora flooded the market with the original ranges and it was 

a thing for about four years, and then it just dropped off and lost favor. 

Originally Pandora appealed to professional women and largely aspiration 

shoppers buying one bead at a time. Now Pandora appeals to the over-50s 

age group.” 

 “Pandora is relying on past glory. A few people I know have received Pandora as gifts but have not worn it or have 

taken it back. They are thinking about selling it on eBay. I have seen the new ranges, only in advertisements or in-

store—not on people. So, yes, Pandora’s growth can only be coming from their own stores.” 

Sales 

 “Jewelry branding has a three- or four-year cycle: Growing—the groovy-edge people get onto it, and it is 3% of the 

target market; Fashion—the followers of the early adopters, 25% of the target market; High Fashion—then blanket 

coverage, 80% of the market; Tail Enders—15% of the people who missed the original and like it because of what it 

is, not because it is fashion. This cycle has shortened because of social media. ‘Growing’ to ‘High Fashion’ can now 

be weeks, not years. The fall-off is dramatic. … Now it is about two or three years from birth to living death.” 

 “At the moment we are in a very flat spot on jewelry sales, and I am not sure we have seen the bottom of the curve. I 

have seen three jewelry booms since 1987.” 

Promotions 

Pandora has increased the 

frequency of its promotions, 

with lots of self-advertising in 

jewelry magazines, which is too 

much. 

Managing Director  

Wholesale Bead Supply Company  

Melbourne, Australia 
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 “Pandora has increased the frequency of its promotions, with lots of self-advertising in jewelry magazines, which is 

too much, gloating about growth and turnover when they are your own stores.” 

Competition 

 “I had never heard of Alex & Ani. However, having looked at their website, I would say that in Australia they and 

Pandora have very different appeals. Alex & Ani appears fashion-forward; plus, they have a spiritual selling point that 

is different and affordable. There is more depth in the variety of the products, and a low-cost entry point. Pandora—

same old product. I would see Swarovski [pavé products] have more competition with Pandora than Alex & Ani.” 

 “Swarovski has been slowing releasing and increasing the pavé products, and I am not really sure that is going well. 

In Australia that ‘Pandora’ large-hole bead was done to death. We were flooded with cheap Chinese copies after that, 

and the bead-buying public is over it.” 

Other 

 “China’s taste is changing, and understanding ‘the famous brand’ has been a big lesson in China. I travel there every 

two or three months. Brand exhaustion is something I have discussed with a few people within their own markets. … 

China has brand envy with the United States; they love the quality but hate the USA identity on products. There is 

heavy propaganda against the USA in China.” 

 “Chinese … like European products, and an education campaign must also go with the advertising. However, with a 

flagship store and 1% of the market, you would have very good sales in China. Men in China wear more beads than 

women [excluding pearls].” 

 “Japan loves high-quality, branded products, and the packaging is almost as important as the product. Carrying the 

parcel around and then unpacking it at home is the whole experience over again. It is being a model in the 

advertisements. The style of products that Japanese women buy must be cute, coquettish.” 

 “Mickey Mouse is king to Hong Kong Chinese and is very popular below 22 years of age in the Mainland Chinese 

general market. For the Japanese this comes under Kawaii, and I guess would be very popular. Australians are not 

big respecters of Disney-branded products, and adults would never wear jewelry licensed with Disney on beads.” 

 

 

 

4) Industry Specialists 
Of these four sources, one said Pandora is trying to appeal to a younger demographic while two others said the brand attracts 

an older demographic. The remaining source said Pandora is scrambling to battle revenue losses. The company’s promotions 

have been stable year to year for two sources, but have declined according to the other two. All four sources cited competition 

for Pandora. Three sources expect the Disney deal to be a sales boost for Pandora. The same three also see growth potential 

for the company in China and Japan. 

 

 

KEY SILO FINDINGS 
Popularity 

- 1 said Pandora is trying to reach a younger crowd and currently attracts those 25 to 55 years old. 

- 2 said the brand appeals to older women. 

- 1 see Alex & Ani as a big competitor and said Pandora is scrambling to figure out how to address its decline in 

popularity. 

Sales 

- 1 said Pandora’s sales growth depends on its ability to continually bring new, popular products to market. 

- 1 said Pandora sales growth is from new stores. 

- 1 said Pandora sales are up 10% to 15% year to year. 

- 1 had no comment. 

Promotions 

- 2 said Pandora’s number of promotions is the same year to year. 

- 2 said Pandora’s number of promotions is lower year to year. 

Competition 

- 3 see threats from competitors. 

- 2 do not see Alex & Ani as a threat, but 1 does. 

- 1 said Alex & Ani’s threat depends on location proximity. 

http://en.wikipedia.org/wiki/Kawaii
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Other 

- 3 expect the Disney products to be huge sellers. 

- 3 see growth potential in China and Japan. 

 

 

1. Beading artist and author of four books in the DIY beading market; repeat source 

Pandora is so established in the marketplace that other retailers—including Alex & Ani—pose little threat to the company. 

Pandora appeals to people ages 25 to 55 and to those earning $30,000 or more annually, but the company now is 

attempting to reach a younger crowd. The source said Pandora sales will depend on the company’s margins and product 

launches, but the Disney licensing deal should be a plus. 

Background 

 “There is a Pandora retailer in our area, in operation for 10 years.” 

 “Pandora has not opened any new stores in my area.” 

Popularity 

 “Pandora appeals to people between the ages of 25 and 55, and who have 

an income level of $30,000 and up.” 

 “Pandora seems to be attempting to reach a younger crowd.” 

Sales 

 “Pandora’s ability to sustain its sales improvement depends on its margins, 

and if it can continue to release that many new products consistently.” 

Promotions 

 “I have not noticed an increase in the frequency of Pandora’s promotions.” 

 “There has not been an increasing frequency of ‘free bracelet promotions’ at Pandora year to year.” 

Competition 

 “Alex & Ani does not pose much of a threat to Pandora, as it covers different merchandise and has a different 

ambiance.” 

 “Other retailers do not pose much of a threat to Pandora. Pandora is so established in the marketplace with their 

superior quality and product offerings.” 

Other 

 “I am not sure Pandora could sustain the quality and margins in China and Japan.” 

 “The Disney licensing deal is important to Pandora. I suspect the Disney products are huge sellers.” 

 

 

2. Independent market research and retail analyst; repeat source 

Pandora will always be the one to chase as it was the first in this market. The company appeals to middle- and upper-

class women, but it could reach a younger consumer through the Disney licensing deal. Pandora’s sales boost is 

temporary and is being driven by new stores. Pandora and its rivals have an opportunity in China and Japan. 

Popularity 

 “Pandora appeals to middle- to upper-class customers, women from their 30s to their 60s. Pandora markets to men 

too, but their ultimate goal is to sell it to the woman of that demographic.” 

 “I have not seen a change in Pandora’s demographic, though it may be a bit younger. I have a 9-year-old daughter, 

and she is into Pandora stuff for her birthday.” 

Sales 

 “I do not know of any new Pandora stores that have opened in my area.” 

 “I think Pandora’s new stores are driving all of the company’s growth.” 

 “Pandora’s sales improvement has got to be temporary when they are launching seven new products a year. It will 

start to cannibalize.” 

Promotions 

 “Pandora’s frequency of promotions has remained the same as a year ago—with a caveat of the holidays coming up. 

You will also see a push around Valentine’s Day and Mother’s Day.” 

Pandora’s ability to sustain its 

sales improvement depends on 

its margins, and if it can 

continue to release that many 

new products consistently. 

Beading Artist & Author, 

In the DIY beading market 
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 “I do not know if there has been a rise in the frequency of the free-bracelet promotions, but there may have been a 

rise in the advertising of them—at least with some of the jewelers who sell it. I have seen a couple ads here and there 

in different magazines. Pandora may be pushing the advertising more but not necessarily the number of 

promotions.” 

Competition 

 “I do not see Alex & Ani as a threat to Pandora right now, but that does not mean they will not be a threat, especially 

with the holidays coming up. They could really ramp up their advertising as well.” 

 “There is a threat to Pandora from other retailers. I do not know that it is an overwhelming threat, though, because 

Pandora was the first. Pandora will always be the company that others are chasing.” 

Other 

 “Obviously there is potential for Pandora in China and Japan, just with the population numbers, but I do not know if it 

is a huge potential. I do not know how well this stuff will sell overseas for Pandora or its competitors.” 

 “I can see the Disney licensing deal as being important. If Pandora tries to get a younger group, it could be big. That 

may help spike Pandora’s sales.” 

 

 

3. Master gemologist, designer, manufacturer and owner of a fine jewelry store in New York; repeat source 

Pandora has tough times ahead. The company skyrocketed during the recession when people were looking for ways to 

cut costs and its bracelets appeared inexpensive compared with other jewelry. Now Pandora faces a plethora of 

competitors, including Alex & Ani. The company is doing fewer promotions year to year, but it also is pushing to make 

sure its stores are well stocked. China could be a significant market for Pandora and its rivals. 

Popularity 

 “Pandora is scrambling. There may be parts of the country where they are still growing, and there are areas outside 

of the country or in Europe or Japan where they still have potential. But from what I see, Pandora is on the down side 

of the bell curve and slowing down.” 

 “Pandora is scrambling to figure out what they are going to do. They are not going to go away, but I have never seen 

anything like it in my 33 years in the business—the convergence of everything. Pandora got really big right at the 

perfect time, meaning the recession, and it appeared to be inexpensive. I would have customer come in routinely 

who would look at a single piece of jewelry, a necklace in my case, and it was silver and about $600, and the 

customer would remark, ‘I cannot spend that.’ Then the customer would go 

to the bead counter and, $1,000 later, would leave with a bracelet. They just 

spent $400 more than they could ‘not’ spend, but got a bracelet loaded up 

with different beads that had certain meaning. People loved the idea. … But 

the ship has sailed. It was trendy. It was a great idea. But enough of that, 

and on to the next thing, which is Alex & Ani, which has even a lower price 

point than Pandora.” 

 “I am not sure what is driving Pandora’s growth. A lot of the designer lines … 

are pushing their growth by pushing requirements onto the retailers to make 

minimum purchases a year. I have heard plenty of complaints from my 

friends about this. I got out of the bead business because I was being asked 

consistently to stock more and more. My sales were slipping, yet I was 

required to carry more.” 

 “My experience with the beads was they crossed all lines in terms of 

demographics.” 

Sales 

 “My year-to-date [jewelry] sales are up over last year—probably 10% to 15%—but last year was a train wreck.” 

 “There are a pile of Pandora retailers in our area. There is one independent store … trying to segue into being a 

jewelry store. The idea was they were going to sell high-end local crafts, and then they got into Pandora fairly early 

and have been quite successful with it.” 

 “We have hit the peak and are on the long slide down, at least in the markets where there are a lot of beads. There is 

at least one Pandora store in one of the malls here, and other retailers in the area carry it. Then there are all the 

other competing beads that are in the market.” 

Pandora is scrambling to figure 

out what they are going to do. 

… It was a great idea. But 

enough of that, and on to the 

next thing, which is Alex & Ani, 

which has even a lower price 

point than Pandora. 

Master Gemologist, Designer, 

Manufacturer & Owner of Jewelry Store  

New York 
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 “The stores that carry Pandora have all been here awhile; it is a pretty stable market. They are not new to the market 

and have been around for many, many years.” 

 “New Pandora stores will probably take market share from competitors. Pandora pushes heavily to make sure they 

have a lot of inventory, so the company will take market share from someone else, especially if they are carrying a 

much broader selection.” 

Promotions 

 “Pandora is doing promotions less often than a year ago.” 

 “There is less of a frequency in the free-bracelet promotions. The only time I see some sort of promotion is at 

Valentine’s Day, Mother’s Day and Christmas; what that means is nobody is shopping for them in between. Over the 

holidays men will be coming in looking for a cheap way out. If you have a guy whose wife wants a $1,000 necklace or 

a couple more beads, I can guarantee you he will go for a couple of beads.” 

Competition 

 “Alex & Ani is a huge threat to Pandora, at least for a while and at least around here. … Pandora has gone by the 

wayside a little bit … whereas Alex & Ani is very hot.” 

 “Pandora has a lot of competitors, and my experience is that most customers do not care about the brand. It is not 

as much of a brand-driven purchase as much as Pandora would like it to be.” 

Other 

 “If the reaction of the consumer in China and Japan is like it was in the U.S., the potential for growth for Pandora and 

its competitors is huge.” 

 “China is pushing the prices up of diamonds because consumers are buying so many. They tend to buy nice 

diamonds. As the Chinese become wealthier and have more disposable income, everyone is eyeing that market. … 

Japan’s economy is pretty stagnant.” 

 “The Disney licensing deal was probably a big deal for Pandora. There is a lot of revenue there.” 

 

 

4. Author of a beaded jewelry blog and a book on beading; repeat source 

Pandora attracts middle-aged and middle- to upper-class women, but its demographic is getting older. The company 

needs to focus on its brand and target customers who want labels. The source is seeing fewer Pandora promotions than 

a year ago and believes the company should be advertise on TV. 

Popularity 

 “Pandora appeals to middle-aged, middle- to upper-class women and their 

husbands and family members who always look for gifts to buy her. They 

must also travel in some social circles or be employed because these 

women want Pandora to show off to their women friends.” 

 “Women often want Pandora to show off to other women.” 

 “Pandora might be going just a little older in demographic these days. If 

women see it as an older woman’s fad, they might not be as enamored. 

Pandora really needs to push the status thing.” 

 “Pandora’s new stores are possibly driving all of the company’s growth, 

especially for gift-giving occasions.” 

Sales 

 N/A 

Promotions 

 “It seems as though Pandora’s promotions are being offered less than a year ago.” 

 “Where is Pandora advertising? It does not get to me easily. Pandora’s ads need to be on TV more. All other 

mediums are too inconsistent as far as who is seeing it at a given time. I am on social media, but I do not see what I 

do not want to see. It has to really grab me.” 

Competition 

 “Alex & Ani’s threat to Pandora depends on the proximity of stores and location.” 

Other 

 “In China and Japan, Pandora needs the right hook specific to Pandora, like Swarovski. It is OK to have imitators, but 

this is the real thing and it shows. Pandora needs that appeal.” 

Pandora might be going just a 

little older in demographic 

these days. If women see it as 

an older woman’s fad, they 

might not be as enamored. 

Pandora really needs to push 

the status thing. 

Author, Beaded Jewelry Blog &  

Book on Beading 
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5) Online Survey of U.S. Female Consumers 
58.3% (126 women) of respondents knew about Pandora and took our survey. Among these women, Pandora is on par with 

or more popular than other brands in the same price category, and is expected to rise on the back of charm bracelets’ 

continuing popularity. Pandora’s non-charm jewelry is moderately popular, but has escalated in popularity compared with last 

year. Women ages 18 to 29 and those with household incomes of $25,000 to $100,000 are the two groups pushing 

Pandora’s success in both charm and non-charm jewelry. Kay Jewelers, Tiffany’s and Signet’s Jared’s and Zale’s are viewed 

as Pandora’s biggest competition. 

 

 

Respondents, particularly those ages 18 to 29, believe Pandora’s popularity is on par with or more popular than other brands 

in the same price range. 

 Women said Pandora’s popularity is on par with or more popular than other brands in the same price range. 

o 41.1% believe Pandora’s popularity is on par with other brands. (Q2) 

o 46.8% believe Pandora is more popular than other brands. (Q2) 

o 12.1% believe Pandora is less popular than other brands. (Q2) 

 

 Pandora is more popular than other brands among respondents ages 18 to 29. (Q2, age filtered) 

o 59.3% of women ages 18 to 29 feel Pandora is more popular than other brands. (Q2, age filtered) 

o 41.7% of women ages 30 to 44 feel Pandora is more popular than other brands. (Q2, age filtered) 

o 42.6% of women ages 45 to 60 feel Pandora is more popular than other brands. (Q2, age filtered) 

o 50% of women 60 or older feel Pandora is more popular than other brands. (Q2, age filtered) 

 

 

Respondents expect Pandora’s popularity to stay the same or grow slightly in the next 12 months. Those ages 18 to 29 are 

enthusiastic about the brand for the next 12 months, while those with incomes above $100,000 are the least optimistic 

about the brand. 

 Women expect Pandora’s popularity to stay the same or rise slightly in the next 12 months. 

o 38.5% expect Pandora’s popularity to stay the same in the next 12 months. (Q7) 

o 37.7% expect Pandora to become more popular in the next 12 months. (Q7) 

o 23.7 expect Pandora to become less popular in the next 12 months. (Q7) 

 Younger women expect Pandora’s popularity to rise over the next 12 months, while older respondents were divided on 

the company’s popularity for this time period. 

o 48.1% of women ages 18 to 29 expect Pandora’s popularity to rise in the next 12 months, compared with 14.8% 

who believe it will decrease over that time. (Q7, age filtered) 

o 38.9% of women ages 30 to 44 expect Pandora’s popularity to rise in the next 12 months, compared with 22.2% 

who believe it will decrease over that time. (Q7, age filtered) 

o 36.9% of women ages 45 to 60 expect Pandora’s popularity to rise in the next 12 months, compared with 31.9% 

who believe it will decrease over that time. (Q7, age filtered) 

o 16.7% of women 60 or older expect Pandora’s popularity to rise in the next 12 months, compared with 16.7% who 

believe it will decrease over that time. (Q7, age filtered) 

 All respondents in household income levels less than $100,000 believe Pandora will increase in popularity during the 

next year. 

o 41.2% of women with a household income of $0 to $24,999 expect Pandora’s popularity to rise in the next 12 

months, compared with 20.6% who believe it will decrease over that time. (Q7, income filtered) 

o 40.9% of women with a household income of $25,000 to $49,999 expect Pandora’s popularity to rise in the next 12 

months, compared with 22.8% who believe it will decrease over that time. (Q7, income filtered) 

o 37% of women with a household income of $50,000 to $99,999 expect Pandora’s popularity to rise in the next 12 

months, compared with 21.7% who believe it will decrease over that time. (Q7, income filtered) 

o 30% of women with a household income of $100,000 or more expect Pandora’s popularity to rise in the next 12 

months, compared with 35% who believe it will decrease over that time. (Q7, income filtered) 

http://www.jared.com/en/jaredstore
http://www.signetjewelers.com/stores/zale-division/default.aspx
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Charm bracelets still are gaining in popularity year to year, mostly among women ages 18 to 29 and those with household 

incomes of $25,000 to $49,999. 

 Respondents believe charm bracelets have gained in popularity compared with last year. 

o 28.2% believe charm bracelets have been stable in their popularity compared with last year. (Q3) 

o 44.3% believe charm bracelets are gaining in popularity compared with last year, with 16.9% believing the jewelry 

has made moderate gains. 

o 27.4% believe charm bracelets are losing in popularity compared with last year, with 21.8% believing the loss is 

slight. 

o Younger women believe charm bracelets are gaining in popularity compared with last year. (Q3, age filtered) 

 62.96% of women ages 18 to 29 believe charm bracelets are gaining in popularity compared with last year. (Q3, 

age filtered) 

 50% of women ages 30 to 44 believe charm bracelets are gaining in popularity compared with last year. (Q3, 

age filtered) 

 31.9% of women ages 45 to 60 believe charm bracelets are gaining in popularity compared with last year. (Q3, 

age filtered) 

 33.3% of women 60 or older believe charm bracelets are gaining in popularity compared with last year. (Q3, age 

filtered) 

 Women 45 to 60 years old were the only age group who believe charm bracelets are losing in popularity compared with 

last year. (Q3, age filtered) 

o 36.2% of women ages 45 to 60 believe charm bracelets are losing in popularity year to year, compared with 

31.9% who believe the jewelry is gaining in popularity. (Q3, age filtered) 

 Women with household incomes of $25,000 to $49,000 were the most likely to believe charm bracelets are gaining in 

popularity. 

o 44.1% of women with household incomes of $0 to $24,999 believe charm bracelets are gaining in popularity 

compared with last year. (Q3, income filtered) 

o 63.6% of women with household incomes of $25,000 to $49,000 believe charm bracelets are gaining in 

popularity compared with last year. (Q3, income filtered) 

o 34.8% of women with household incomes of $50,000 to $100,000 believe charm bracelets are gaining 

popularity compared with last year. (Q3, income filtered) 

o 45% of women with household incomes of $100,000 or more believe charm bracelets are gaining in popularity 

compared with last year. (Q3, income filtered) 

 

 

Pandora’s non-charm jewelry was moderately appealing to respondents, representing an improvement from last year, 

specifically among those ages 18 to 29 and those with household incomes of $25,000 to $100,000. 

 Pandora’s non-charm jewelry is moderately or slightly appealing to women, primarily among those 18 to 29 years old. 

o 31.7% find Pandora’s non-charm jewelry moderately appealing. (Q4) 

o 24.4% find Pandora’s non-charm jewelry slightly appealing. (Q4) 

o Pandora’s non-charm jewelry appeals more to younger rather than older respondents. (Q4, age filtered) 

 44.5% of women ages 18 to 29 find Pandora’s non-charm jewelry very or extremely appealing. (Q4, age filtered) 

 31.6% of women ages 30 to 44 find Pandora’s non-charm jewelry very or extremely appealing. (Q4, age filtered) 

 23.4% of women ages 45 to 60 find Pandora’s non-charm jewelry very or extremely appealing. (Q4, age filtered) 

 8.3% of women 60 or older find Pandora’s non-charm jewelry very or extremely appealing. (Q4, age filtered) 

o Pandora’s non-charm jewelry is very or extremely appealing to roughly 30% of women in each income level. (Q4, 

income filtered) 

 30.1% of women found Pandora’s non-charm jewelry has more appeal than last year, compared with 13% who felt the 

jewelry was less appealing than last year. (Q5) 

o 13.8% said Pandora’s non-charm jewelry has slightly more appeal than last year. (Q5) 

o 7.3% said Pandora’s non-charm jewelry has slightly less appeal than last year. (Q5) 

 Younger women were more likely to believe Pandora’s non-charm jewelry was more appealing this year. (Q5, age filtered) 
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o 51.9% of women ages 18 to 29 find Pandora’s non-charm jewelry has more appeal this year. 

o 38.9% of women ages 30 to 44 find Pandora’s non-charm jewelry has more appeal this year. 

o 14.9% of women ages 45 to 60 find Pandora’s non-charm jewelry has more appeal this year. 

o 16.7% of women 60 or older find Pandora’s non-charm jewelry has more appeal this year. 

 Women with household incomes of $25,000 to $100,00 said Pandora’s non-charm jewelry is more appealing this year 

than last year. 

o 20.6% of women with household incomes of $0 to $24,999 find Pandora’s non-charm jewelry more appealing year 

to year, while 17.6% find it holds less appeal. (Q5, income filtered) 

o 41% of women with household incomes of $25,000 to $49,999 find Pandora’s non-charm jewelry more appealing 

year to year, while 18.2% find it holds less appeal. (Q5, income filtered) 

o 34.8% of women with household incomes of $50,000 to $100,000 find Pandora’s non-charm jewelry more 

appealing year to year, while 8.7% find it holds less appeal. (Q5, income filtered) 

o 25% of women with household incomes above $150,000 find Pandora’s non-charm jewelry more appealing year to 

year, while 5% find it holds less appeal. (Q5, income filtered) 

 

 

Kay Jewelers, Tiffany’s, Jared’s and Zale’s are viewed as Pandora’s biggest competition. (Q6) 

 Different age groups cited different companies as Pandora’s biggest competition. Younger respondents believe Tiffany’s 

and Alex & Ann are its biggest threats, while Kay Jewelers, Tiffany’s and Jared were mentioned by those at least 30 years 

old. (Q6, age filtered) 

o Women ages 18 to 29 find Tiffany’s and Alex & Ani to be Pandora’s biggest threats. (Q6, age filtered) 

o Women ages 30 to 44 believe Kay Jewelers and Tiffany’s are Pandora’s biggest threats. (Q6, age filtered) 

o Women ages 45 to 60 said Kay Jewelers and Jared are Pandora’s biggest threats. (Q6, age filtered) 

o Women 60 or older find Kay Jewelers to be Pandora’s biggest threat. (Q6, age filtered) 

o Different income levels found different companies to be Pandora’s most significant competitors, with Kay Jewelers 

and Tiffany’s being the most common. 

 Women with household incomes of $0 to $24,999 believe Kay Jewelers and Tiffany’s are Pandora’s strongest 

competitors. (Q6, income filtered) 

 Women with household incomes of $25,000 to $49,999 believe Jared, Kay Jewelers, local jewelry shops, and 

Zale’s are Pandora’s strongest competitors. (Q6, income filtered) 

 Women with household incomes of $50,000 to $100,000 believe Kay Jewelers and Tiffany’s are Pandora’s 

strongest competitors. (Q6, income filtered) 

 Women with household incomes above $150,000 believe Kay Jewelers and Alex & Ani are Pandora’s strongest 

competitors. (Q6, income filtered) 

 

 

1. Are you familiar with Pandora? 
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2. How do you view Pandora’s popularity during 2014? 

 
 

 

3. How would you rate the popularity of charm bracelets compared with a year ago? 

 
 

 

4. How appealing are Pandora’s non-charm products (earrings, rings, etc.) to you? 
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5. How has the appeal of Pandora’s non-charm products to you changed compared with a year ago? 

 
 

 

6. Who is Pandora’s biggest competitor? 

 
 

 

7. How do you see Pandora’s popularity changing in the next 12 months? 
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8. What is your age? 

 
 

 

9. What is your household income? 

 
 

 

 

 

Secondary Sources 

The following five secondary sources discussed Pandora’s new deal with Disney and its other recent partnerships. 

 

 

Disney Alliance 
Pandora and Disney formed an alliance that allows the former to create a Disney line of charms and jewelry and to have a 

presence at Disney theme parks. So far reception to the slightly more expensive line has been positive. 

 

Aug 12. Rapaport Diamonds.Net article  

http://www.diamonds.net/news/NewsItem.aspx?ArticleID=47697
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Pandora teamed up with Disney to offer the former’s jewelry at theme parks and to establish a Disney line within 

Pandora’s portfolio. The line will be released in November in time for Christmas. 

 “Pandora Jewelry and The Walt Disney Company entered a new alliance that provides the jeweler with a presence in 

Walt Disney World Resort and Disneyland Resort. In addition, Pandora, in collaboration with Disney consumer 

products division, is creating an original collection of Disney-themed jewelry to be offered at retail locations in the 

third quarter.” 

 “Pandora’s new charm collection featuring Disney’s characters will all be hand finished sterling-silver and 14-karat 

gold. The jeweler will initially roll out the collection in time for Christmas come November 2014 with 25 different 

styles; an additional 16 styles will be sold at Disney merchandise locations, including the Walt Disney World Resort 

and Disneyland Resort.” 

 

Oct. 19 Charms Addict article  

The cost of Pandora’s new Disney line is slightly higher than its other collections. Disney charms can be found only at 

concept stores, while Disney theme parks will carry an exclusive line. Only Mickey and Minnie Mouse will be featured in 

the line this season. 

 “The cost is rather comparable to their regular line, maybe $5-10 higher to account for the licensing fee. I am 

struggling a bit to budget this collection with the Pandora holiday charms coming out soon too, as well as all the 

other winter releases from other brands that I follow. I suppose there’s no hurry to get these since they’re not limited 

edition but I just love these designs a lot since I have had such wonderful experiences from visiting Disney.” 

 “The Pandora store Disney charms can only be found at Concept Stores until probably spring next year, at which time 

shop-in-shops can carry them too. Pandora Disney Parks exclusive designs will only be sold on park properties but 

some will be available online at the Disney Store and I’m anxious to see which ones. The Parks exclusive are not 

available for preorder.” 

 “I’m not enough into Mickey and Minnie that I would want an entire bracelet centered around them but when I 

watched a sales girl put them all together it did make for a really cute design. The quality looked really nice which 

makes me super excited for their future releases. In the meantime though my daughter and I decided that the 

Mickey snowflake (and a few others) are definite must haves and that we will need to make a trip to Downtown 

Disney soon for the park exclusive Mickey and Minnie ear dangles.” 

 “Just Mickey and Minnie Mouse will be released this season.” 

 

 

Pandora 
Pandora is promoting on all cylinders. It has sponsored a running festival in Baltimore, has partnered with the National Breast 

Cancer Foundation, and has teamed up with three renowned fashion bloggers. 

 

Oct. 17 Business Journal Baltimore article  

Pandora is sponsoring a running festival in Baltimore to introduce the brand to its new HQ location. 

 “A couple of big companies are using this weekend’s Baltimore Running Festival to get their foot in the door with 

race participants.” 

 “Pandora Jewelry LLC, which is moving to a new Baltimore headquarters, is a sponsor for the Oct. 18 race.” 

 “Pandora Jewelry, meanwhile, is sponsoring race-timing clocks. It also plans to give a ‘happy crab bracelet’ to the top 

25 women in each race.” 

 “Pandora Jewelry LLC is a new sponsor for the running festival this year. It signed on along with Maryland Live! 

Casino and Software AG, which is sponsoring runner tracking.” 

 

Oct. 16 News-Medical article  

Pandora partnered with the National Breast Cancer Foundation to feature three charms that will help fund free 

mammograms and early detection services for women in all 50 states. 

 “In support of the fight against breast cancer, PANDORA Jewelry announced a partnership with the National Breast 

Cancer Foundation, Inc.® (NBCF). As part of the new partnership, the sale of existing pink ribbon charms will directly 

benefit the organization. This marks the first year of their partnership.” 

http://www.charmsaddict.com/2014/10/pandora-disney-collection-2014-prices/
http://www.bizjournals.com/baltimore/news/2014/10/17/under-armour-pandora-use-baltimore-running.html
http://www.news-medical.net/news/20141016/PANDORA-Jewelry-NBCF-partner-to-fight-against-breast-cancer.aspx
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 “The three PANDORA charms that feature the pink ribbon include:” 

 “Pink Ribbon, Pink Enamel Sterling Silver Charm, Item: 790755EN24 ($45 USD)” 

 “Pink Ribbon, Murano Charm, Item: 790928 ($35 USD)” 

 “Pink Ribbon, Sterling Silver Dangle Charm, Item: 790314PCZ ($45 USD)” 

 “‘This October, PANDORA is using their distinctive brand to inspire women to make a difference in the lives of those 

affected by breast cancer,’ said Janelle Hail, Co-Founder and CEO, NBCF. ‘The funds they raise will help us provide 

free mammograms and early detection services for women in need in all 50 states.’” 

 “The PANDORA Pink Ribbon charms are now available at all authorized PANDORA retailers.” 

 

Oct. 20 PR Newswire article  

Pandora partnered with three renowned fashion bloggers to promote its charm and non-charm bracelets. 

 “PANDORA Jewelry embraced fall trends this year by partnering with renowned fashion bloggers Chriselle Lim of The 

Chriselle Factor, Tanesha Awasthi of Girl with Curves and Karen Blanchard of Where Did U Get That to kick off the 

release of their Autumn Collection. The new collection features golden hues and elegant shimmering leaves 

reminiscent of the falling autumn foliage. As part of the partnership with PANDORA, the fashion influencers were able 

to pick out pieces from the Autumn Collection that align with their individual personalities, style them with the 

season’s hottest looks, and share with their fans and followers.” 

 “Chriselle loved the trend of back necklaces as seen on the runway this year. The two-toned combination of sterling 

silver and 14k gold chains layer down the back for an elegant autumn look. ‘I love the gold and silver necklaces 

layered with charms and pendants for a stylish, feminine way to accessorize a backless dress or sweater,’ said 

Chriselle. PANDORA’s two-toned chains and pendants come in a variety of styles that can be mixed and matched to 

complement any outfit.” 

 “Tanesha is all about making bold statements with pops of color. She combined multiple PANDORA bracelets, styled 

with a variety of sterling silver and gold charms. ‘The different textures and colors added to a bracelet stack can 

really bring together an entire look,’ said Tanesha. PANDORA introduced new Murano glass and sparkling pavé 

charms in warm golden hues this fall, reflecting the yellow tones of the falling leaves.” 

 “Karen’s favorite pieces this season incorporated dark floral and pearls stacked and layered for a vintage touch to 

an everyday look. She stacked four or five rings together, mixing the textures and stones of each band to 

complement her unique style. ‘They look like delicate fairytale-like pieces you collect over the years at various 

vintage spots minus the hunt,’ said Karen on her blog Where Did U Get That. PANDORA rings are designed for 

stacking and styling to create a look of your own. Ring stacks are the perfect addition to those neutral fall colors for a 

hint of on-hand glamour.” 

 “PANDORA’s vast ring assortment ranges from traditional elegance to on-trend chic and everything in between. 

Women can mix and match textures, colors and metals to construct a ring stack that is personalized, fashionable 

and attainable. Stop by a PANDORA store this month to enjoy the buy two, get one free ring promotion happening 

now through October 31. Check out some jewelry styling tips on the blogs The Chriselle Factor, Girl with Curves and 

Where Did U Get That. Sterling silver rings start at $25.” 

 

 

 

Additional research by Cheryl Meyer, Steve Evans, Kevin Murphy, Eugenia Lee, Tina Strasser, Jacqueline Fox and Cindy Elsberry. 
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