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PERSONAL ACCESSORIES IN 
SWEDEN - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Personal accessories in 2023: The big picture 

Sales of personal accessories in Sweden continued to expand in current value terms in 2023, 

although the rate of growth was more modest compared to the previous year. Performance was 

boosted by a return to pre-pandemic lifestyles, including increased levels of international travel, 

which a welcome to boost to luggage in particular. Luxury handbags and high-end watches also 

fared relatively well, in keeping with the premiumisation trend. However, it should be noted that 

current value growth was mainly driven by price increases, with high inflation persisting in 2023. 

This put a considerable strain on household budgets, and led Swedes to become more cautious 

when it came to when spending money on personal accessories.  

 

2023 key trends 

The premiumisation trend was evident within all categories in 2023, despite the rising cost of 

living. A growing number of Swedish consumers preferred to purchase high-value products as 

long-term investment pieces, with fine watches, luxury handbags and fine jewellery being the 

key beneficiaries of this trend. favouring these above non-luxury and fast fashion items. Rising 

levels of inbound tourism also benefitted the luxury segment, especially as larger cities like 

Stockholm, where companies competed to attract potential customers to their physical stores. 

While affluent consumers spent more on luxury items, pre-owned or vintage items provided a 

more affordable entry point into the luxury segment for those who could not afford the hefty price 

tag associated with these designer items. 

Sustainability remained a key focus for retailers in 2023, with players shifting to 

environmentally friendly materials and recycled or compostable packaging, in order to align 

themselves with a growing demand for circularity and transparency. Jewellery players had a 

particularly strong emphasis on sustainable alternatives, with players such as Schalins and 

Ernst Forrsell offering lab grown diamonds in their collections. 

 

Competitive landscape 

The competitive landscape for personal accessories remained highly fragmented in 2023, with 

affordable brands retaining a strong presence. Iduna, the largest player, which operates several 

well-known jewellery chains across the country, including Albrekts Guld and Guldfynd, primarily 

offers financially accessible, simple designs that appeal to the majority of Swedish consumers. 

Similarly, in writing instruments, Bic Nordic AB, which offers affordable high-quality ballpoint 

pens, leads sales. Luxury brands such as Louis Vuitton and Rolex also hold significant shares, 

thanks to the consumer preference for purchasing high-value products as long-term investment 

pieces. Within bags and luggage, Samonsite AB performed well in 2023, thanks to the revival of 

domestic and international travel, which led to a growing demand for higher quality brands  

 

Retailing developments 

The most important channel for personal accessories in Sweden remained non-grocery 

retailers, which included bags and luggage specialists, jewellery and watch specialist and 

department stores. However, the channel’s share of current value sales declined steadily during 
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the first three years of the review period, owing to the gradual encroachment of e-commerce. 

The pandemic accelerated the dynamic development of e-commerce in the country, with the 

frequency of online purchases increasing considerably. Nevertheless, the channel saw lost 

ground in 2022 and 2023, as consumers returned to shopping at brick-and-mortar retail outlets. 

Swedes prefer to visit retail stores when purchasing luxury items, such as fine jewellery and 

high mechanical watches and designer handbags, due to the high level of investment 

associated with these purchases and the design to experience the products in person before 

buying. Lower-priced items, on the other hand, have a stronger e-commerce presence 

compared to luxury brands, which trade on highly personalised in-store service. 

Despite a positive performance from physical retailers, most personal accessory players 

adopted an omnichannel approach where a store-based presence was supported by an online 

experience . To reach out to younger, digital savvy consumers, brands also employed the power 

of social media and personalised product recommendations to showcase their offerings, a 

strategy that was evident across all price segments.  

 

What next for personal accessories? 

Retail sales of personal accessories are expected to see an improved performance over the 

forecast period, with constant value sales (at 2023 prices) expected to exceed pre-pandemic 

levels by 2025. Growth will be driven by a combination of rising prices and an increasing 

preference for more premium alternatives. However. Swedish consumers overall will continue to 

prefer simple, timeless or minimalistic options, with extravagant alternatives generally avoided, 

which will mean that more significant value growth opportunities will be limited. 

Overall, traditional and connected watches will see the most dynamic performance, with 

affluent customers, investment-seekers, and those with active lifestyles boosting current value 

sales within the category. Bags and luggage meanwhile, will benefit from the revival of travel 

and tourism, with luxury offerings growing faster than their non-luxury counterparts. By contrast, 

writing instruments will see minimal growth, with the general shift towards digital devices, 

notably laptops, in many scenarios will acting as an inhibitor. On a more general levels, 

sustainability will become more important, with players offering more environmentally friendly, or 

ethically sourced items as part of their product assortments. 

While the pandemic gave a significant boost in the growth of e-commerce, many players in 

personal accessories will continue to remain dependent on traditional retailing. However, 

companies will also increase their investment in digital channels, in order to develop a more 

enhanced omnichannel model.  

 

 

MARKET DATA 
 

Table 1 Sales of Personal Accessories by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
Bags and Luggage 4,944.2 4,862.9 3,874.8 3,932.0 4,224.8 4,211.1 
Writing Instruments 35,157.9 33,713.9 29,735.8 30,445.5 30,517.8 30,271.5 
Jewellery 4,715.3 4,661.0 4,010.3 4,092.8 4,163.5 4,153.8 
Traditional and 1,953.1 1,929.7 1,670.2 1,751.1 1,883.9 1,889.1 
    Connected Watches       
Personal Accessories 46,770.4 45,167.6 39,291.2 40,221.4 40,789.9 40,525.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 2 Sales of Personal Accessories by Category: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
Bags and Luggage 3,310.0 3,329.4 2,611.1 2,779.8 3,235.3 3,469.1 
Writing Instruments 360.0 354.9 322.9 340.9 368.0 388.8 
Jewellery 4,833.7 4,930.7 4,503.3 4,836.6 5,290.5 5,563.1 
Traditional and 4,192.0 4,336.5 3,930.3 4,295.6 4,744.2 4,901.9 
    Connected Watches       
Personal Accessories 12,695.7 12,951.4 11,367.6 12,252.9 13,638.0 14,322.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Personal Accessories by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Bags and Luggage -0.3 -3.2 -14.8 
Writing Instruments -0.8 -2.9 -13.9 
Jewellery -0.2 -2.5 -11.9 
Traditional and Connected Watches 0.3 -0.7 -3.3 
Personal Accessories -0.6 -2.8 -13.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 Sales of Personal Accessories by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Bags and Luggage 7.2 0.9 4.8 
Writing Instruments 5.7 1.5 8.0 
Jewellery 5.2 2.9 15.1 
Traditional and Connected Watches 3.3 3.2 16.9 
Personal Accessories 5.0 2.4 12.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 NBO Company Shares of Personal Accessories: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Iduna AB 6.9 7.6 7.9 7.6 7.5 
Apple AB 5.0 5.5 5.2 4.9 5.2 
Garmin Nordic Sweden AB 3.8 4.8 4.8 4.3 4.2 
Swatch Group (Nordic) AB, 3.2 2.8 3.2 3.4 3.6 
    The      
Schalins Ringar AB 2.7 2.8 2.4 2.3 2.3 
Louis Vuitton AB 1.6 2.0 2.0 2.0 2.1 
Samsonite AB 2.7 1.2 1.2 1.9 2.0 
Ur & Penn AB 2.3 2.1 1.9 1.9 2.0 
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Svenska Glitter AB 1.8 1.7 1.7 1.7 1.9 
H&M Hennes & Mauritz 2.6 2.3 2.0 1.8 1.8 
    Sverige AB      
Efva Attling Stockholm AB 1.4 1.8 1.8 1.6 1.6 
Edblad & Co AB 1.0 1.1 1.2 1.5 1.5 
Richemont SA, Cie 1.5 1.5 1.5 1.5 1.5 
    Financière      
Fjällräven Sverige AB 1.0 1.3 1.2 1.4 1.3 
Samsung Electronics 1.7 1.8 1.8 1.3 1.3 
    Nordic AB      
Rolex SA 1.0 0.9 1.0 1.1 1.1 
Daniel Wellington AB 0.5 0.3 0.2 0.8 0.9 
Seiko Holdings Corp 0.8 0.7 0.7 0.8 0.8 
Michael Kors (Sweden) AB 0.7 0.6 0.7 0.8 0.8 
Fitbit Inc 0.5 0.8 0.8 0.8 0.7 
adidas Sverige AB 0.7 0.8 0.8 0.7 0.7 
Chanel Sweden AB 0.5 0.5 0.6 0.7 0.7 
Thomas Sabo AB 0.7 0.7 0.7 0.7 0.7 
Invicta Watch Group 0.8 0.7 0.8 0.7 0.7 
ITX Sverige AB 0.4 0.4 0.6 0.6 0.7 
Hermès Sweden AB - 0.1 0.4 0.5 0.6 
Citizen Watch Co Ltd 0.6 0.6 0.7 0.7 0.6 
Rizzo Group AB - 1.1 0.8 0.7 0.6 
All Tomorrows Parties AB 0.5 0.6 0.7 0.6 0.6 
Sjöö Sandström Sweden AB 0.4 0.4 0.4 0.5 0.6 
Venue Retail Group AB 1.7 - - - - 
Others 50.7 50.4 50.4 50.1 49.4 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 LBN Brand Shares of Personal Accessories: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Apple Watch (Apple Inc) Apple AB 5.5 5.2 4.9 5.2 
Garmin (Garmin Ltd) Garmin Nordic Sweden AB 4.8 4.8 4.3 4.2 
Albrekts Guld (Golden Iduna AB 2.5 2.6 2.5 2.5 
    Heights AB)      
Schalins Ringar Schalins Ringar AB 2.8 2.4 2.3 2.3 
Louis Vuitton (LVMH Louis Vuitton AB 2.0 2.0 2.0 2.1 
    Moët Hennessy Louis      
    Vuitton SA)      
Glitter (Bergendahl & Svenska Glitter AB 1.7 1.7 1.7 1.9 
    Son AB)      
H&M (H&M Hennes & H&M Hennes & Mauritz 2.3 2.0 1.8 1.8 
    Mauritz AB) Sverige AB     
Efva Attling Efva Attling Stockholm AB 1.8 1.8 1.6 1.6 
Posh (Golden Heights Iduna AB 1.6 1.7 1.6 1.6 
    AB)      
Edblad Edblad & Co AB 1.1 1.2 1.5 1.5 
Omega (Swatch Group Swatch Group (Nordic) AB, 1.1 1.3 1.4 1.5 
    Ltd, The) The     
Q Från Guldfynd Iduna AB 1.4 1.5 1.5 1.4 
    (Golden Heights AB)      
Samsonite (Samsonite Samsonite AB 0.7 0.7 1.2 1.3 
    International SA)      
Samsung (Samsung Corp) Samsung Electronics 1.8 1.8 1.3 1.3 
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 Nordic AB     
Rolex Rolex SA 0.9 1.0 1.1 1.1 
Ur & Penn Ur & Penn AB 1.2 1.1 1.1 1.1 
    (Klockgrossisten i      
    Norden AB)      
Fjällräven Kanken Fjällräven Sverige AB 1.0 0.9 1.0 1.0 
    (Fenix Outdoor      
    International AG)      
Cartier Richemont SA, Cie Financière 1.0 1.1 1.0 1.0 
Daniel Wellington Daniel Wellington AB 0.3 0.2 0.8 0.9 
Seiko Seiko Holdings Corp 0.7 0.7 0.8 0.8 
Michael Kors (Capri Michael Kors (Sweden) AB 0.6 0.7 0.8 0.8 
    Holdings Ltd)      
American Tourister Samsonite AB 0.5 0.4 0.7 0.7 
    (Samsonite      
    International SA)      
Mood (Golden Heights Iduna AB 0.7 0.8 0.8 0.7 
    AB)      
Fitbit (Alphabet Inc) Fitbit Inc - 0.8 0.8 0.7 
adidas (adidas Group) adidas Sverige AB 0.8 0.8 0.7 0.7 
Chanel (Chanel SA) Chanel Sweden AB 0.5 0.6 0.7 0.7 
Thomas Sabo (Thomas Thomas Sabo AB 0.7 0.7 0.7 0.7 
    Sabo GmbH & Co      
    Schmuckhandel KG)      
Invicta Invicta Watch Group 0.7 0.8 0.7 0.7 
Zara (Inditex, ITX Sverige AB 0.4 0.6 0.6 0.7 
    Industria de Diseño      
    Textil SA)      
Hermès (Hermès Hermès Sweden AB 0.1 0.4 0.5 0.6 
    International SCA)      
Fitbit Fitbit Inc 0.8 - - - 
Others Others 57.9 57.9 57.6 56.9 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Distribution of Personal Accessories by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 83.9 82.4 78.6 77.1 77.9 78.1 
-- Grocery Retailers 3.0 2.9 2.7 2.5 2.4 2.4 
--- Supermarkets 0.2 0.2 0.1 0.2 0.2 0.2 
--- Hypermarkets 2.9 2.8 2.6 2.4 2.3 2.2 
-- Non-Grocery Retailers 80.9 79.4 75.9 74.6 75.5 75.7 
--- General Merchandise 7.3 7.2 6.5 6.4 6.3 6.7 
    Stores       
---- Department Stores 7.1 7.0 6.3 6.2 6.2 6.5 
---- Variety Stores 0.2 0.2 0.2 0.2 0.2 0.2 
--- Apparel and 8.1 8.1 7.8 7.6 7.4 7.4 
    Footwear Specialists       
--- Appliances and 7.9 8.0 8.9 8.0 7.4 6.7 
    Electronics Specialists       
--- Leisure and 55.8 54.4 50.7 50.9 52.8 53.3 
    Personal Goods       
    Specialists       
---- Bags and Luggage 12.1 11.7 9.9 9.5 10.6 10.8 
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    Specialists       
---- Jewellery and 43.6 42.7 40.8 41.5 42.2 42.5 
    Watch Specialists       
--- Other Non-Grocery 1.8 1.8 1.9 1.7 1.6 1.5 
    Retailers       
- Retail E-Commerce 16.1 17.6 21.4 22.9 22.1 21.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Forecast Sales of Personal Accessories by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Bags and Luggage 4,211.1 4,261.6 4,305.9 4,337.6 4,360.5 4,381.2 
Writing Instruments 30,271.5 30,584.1 30,745.4 30,743.1 30,570.0 30,418.4 
Jewellery 4,153.8 4,178.7 4,197.4 4,214.1 4,230.9 4,247.1 
Traditional and 1,889.1 1,915.3 1,938.9 1,964.9 1,994.4 2,025.5 
    Connected Watches       
Personal Accessories 40,525.4 40,939.6 41,187.7 41,259.7 41,155.7 41,072.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 9 Forecast Sales of Personal Accessories by Category: Value 2023-2028 

 

SEK million 
 2023 2024 2025 2026 2027 2028 
 
Bags and Luggage 3,469.1 3,570.2 3,663.1 3,745.1 3,812.7 3,875.5 
Writing Instruments 388.8 396.3 401.8 405.1 406.5 408.2 
Jewellery 5,563.1 5,716.4 5,857.1 5,980.2 6,083.7 6,193.8 
Traditional and 4,901.9 5,041.3 5,190.5 5,340.5 5,499.1 5,660.9 
    Connected Watches       
Personal Accessories 14,322.9 14,724.2 15,112.4 15,470.8 15,802.0 16,138.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 10 Forecast Sales of Personal Accessories by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Bags and Luggage 1.2 0.8 4.0 
Writing Instruments 1.0 0.1 0.5 
Jewellery 0.6 0.4 2.2 
Traditional and Connected Watches 1.4 1.4 7.2 
Personal Accessories 1.0 0.3 1.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 11 Forecast Sales of Personal Accessories by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Bags and Luggage 2.9 2.2 11.7 
Writing Instruments 1.9 1.0 5.0 
Jewellery 2.8 2.2 11.3 
Traditional and Connected Watches 2.8 2.9 15.5 
Personal Accessories 2.8 2.4 12.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast and scenario closing date: 11 December 2023 

Report closing date: 11 January 2024 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research include the following: 

 

Summary 1 Research Sources 

Official Sources Eurostat 

 National Institute of Economic Research 

 Statistics Sweden 

 Statistiska Centralbyrån, SCB 

 Thorsten Holzer 

Trade Associations Association of Swedish Fashion Brands 

 Guldsmedsbranschens Leverantörsförening 

 KEPA 

 Modebranschen i Sverige 

 Smycken & Klockor 

Trade Press Allt om Resor 

 Business of Fashion 

 Café 

 E-barometern 

 Elle 
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 Handelsfakta 

 Issuu 

 King 

 Nordisk Papper & Massa 

 Råd & Rön 

 Solo Magazine 

 TheLocal 

 Tid & Smycken 

 Vagabond 

 Veckorevyn 

Source: Euromonitor International 
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BAGS AND LUGGAGE IN SWEDEN - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 7% in current terms in 2023 to SEK3.5 billion  

▪ Luggage is the best performing category in 2023, with retail value sales increasing by 12% in 

current terms to SEK465 million 

▪ Samsonite AB is the leading player in 2023, with a retail value share of 8% 

▪ Retail sales are set to rise at a current value CAGR of 4% (2023 constant value CAGR of 2%) 

over the forecast period to SEK4.3 billion 

 

 

2023 DEVELOPMENTS 
 

Slowdown in growth for bags and luggage in 2023 

Bags and luggage displayed a positive performance in current value terms in 2023, Besides 

inflationary pressures, coupled with rising unit prices, growth was driven primarily by the revival 

of outbound travel, coupled with a continued premiumisation trend. This boosted consumer 

spending on luggage, as well as high-end luxury handbags, primarily purchased by international 

customers wanting exclusive buying experiences. However, the rate of growth was notably 

slower than in 2022, with demand remaining static in volume terms. This was largely due to the 

normalisation of purchasing patterns, following the release of pent-up demand, especially in 

travel-related categories, following the pandemic.  

 

Revival of travel industry boosts sales of luggage, especially premium 
brands 

Despite the cost of living crisis, the travel sector continued to rebound in 2023, thanks to the 

pent-up demand for outbound tourism that was still present following the pandemic. As a result, 

luggage represented the most dynamic category within bags and luggage in current value 

terms. Premium-oriented luggage brands, such as Samsonite, which lost share during the 

pandemic, registered the strongest performances, as was the case in the previous year. Indeed, 

the premiumisation trend within luggage was apparent even before the pandemic, as Swedes, 

travelling with increasing frequency, demanded high-quality items. Companies focusing on 

backpacks, on the other hand, failed to grow their share to the same extent in 2023, although 

Fjällräven saw a strong performance in 2022, due to increased participation in outdoor activities. 

However, the company struggled to maintain its share in 2023.  

 

Premiumisation trend remains strong, as consumers invest in high-end 
items 

The aforementioned premiumisation trend remained strong within bags and luggage in 

Sweden in 2023, with luxury handbags outperforming their non-luxury counterparts. Indeed, 

apart from a relatively modest decline in retail value in 2020, luxury handbags performed well 

throughout the pandemic as relatively affluent Swedish consumers, forced to postpone spending 

on services such as travel, opted to spend more on more tangible high-end items, which were 
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also seen as a form of investment. However, with spending on services returning to pre-

pandemic levels in 2023, luxury bags and luggage registered more modest growth in current 

value terms. However, luxury handbags still represented the second most dynamic category 

after luggage, driven by consumers increasing willingness to spend more on high-quality status 

symbols, such as designer bags.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sustainable offerings will likely see higher demand 

Bags and luggage is expected to see an improved performance over the forecast period. 

Growth will be driven by the continued revival of in travel and tourism and a strong interest in 

outdoor activities, which will drive demand for items such as backpacks and luggage. There will 

also an increasing preference for better quality, higher-priced, sustainable items, which are 

expected to add value to the category. Sweden is widely considered to be one of the most 

sustainability-aware countries in Europe, and while fast fashion remain popular, a significant 

proportion of the population try to avoid mass produced items if possible. 

Luxury bags, with their greater durability, are seen as more environmentally-friendly than 

standard non-luxury bags that are often made from poor quality materials . As such, a growing 

number of consumers will likely demand sustainable leather substitutes and greater 

transparency from fashion retailers that will continue to shift towards more authentic, eco-

friendly items. A growing consumer interest in purchasing luxury goods as a form of investment 

is also expected to continue driving sales, particularly through second-hand e-commerce, which 

has surged in recent years, and is expected to grow further during the forecast period. 

 

Lifestyle changes will have negative impact on business bags and wallet 
and coin pouches 

While retail sales of bags and luggage are expected to display a generally positive 

performance in current value terms, certain subcategories, such as business bags and coin and 

wallet and coin pouches, are expected to be negatively impacted by lifestyle changes. Following 

the pandemic, flexible or remote working is the new normal for many, which in the long-term, is 

expected to have a negative impact on business bags. Additionally, the use of digital wallets, 

primarily on smartphones, will continue to undermine the performance of wallet and coin 

pouches, which is already under pressure due to the almost non-existent use of cash in 

Sweden, resulting in more scaled down versions being preferred.  

 

Consumers will continue to trade up to premium brands 

Swedish consumers are relatively conservative when it comes to clothing or accessories, but 

designer bags are, in general, considered an exemption. Furthermore, due to the relatively 

strong purchasing power of Swedish consumers, premium-positioned bags from the likes of 

Michael Kors are relatively affordable for a large section of the population. As such, the trading 

up to more premium alternatives will be visible within all price , with both established 

international brands, such as Louis Vuitton, Gucci, and Hermes, and lesser-known labels, 

expected to perform well, especially in cities such as Stockholm (and to a certain extent 

Gothenburg and Malmö) , which are becoming popular destinations for luxury shopping, with 

more store openings being expected.  
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CATEGORY DATA 
 

Table 12 Sales of Bags and Luggage by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
Bags and Luggage 4,944.2 4,862.9 3,874.8 3,932.0 4,224.8 4,211.1 
Luggage 367.4 339.7 175.5 186.4 243.9 256.1 
Bags 4,576.8 4,523.2 3,699.3 3,745.6 3,980.8 3,955.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 Sales of Bags and Luggage by Category: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
Bags and Luggage 3,310.0 3,329.4 2,611.1 2,779.8 3,235.3 3,469.1 
Luggage 572.4 539.1 272.1 296.7 416.0 465.4 
Bags 2,737.7 2,790.2 2,339.1 2,483.1 2,819.3 3,003.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 Sales of Bags and Luggage by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Bags and Luggage -0.3 -3.2 -14.8 
Luggage 5.0 -7.0 -30.3 
Bags -0.6 -2.9 -13.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Sales of Bags and Luggage by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Bags and Luggage 7.2 0.9 4.8 
Luggage 11.9 -4.1 -18.7 
Bags 6.5 1.9 9.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 Sales of Luggage by Type: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Hard Case 33.7 33.8 34.0 34.0 34.1 34.2 
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Soft Case 66.3 66.2 66.0 66.0 65.9 65.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 NBO Company Shares of Bags and Luggage: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Samsonite AB 10.6 5.1 5.1 8.0 8.4 
Louis Vuitton AB 5.9 8.0 8.0 8.0 8.2 
Fjällräven Sverige AB 4.0 5.5 5.1 5.7 5.6 
Michael Kors (Sweden) AB 2.7 2.7 3.1 3.3 3.2 
adidas Sverige AB 2.7 3.3 3.4 3.1 3.0 
Rizzo Group AB - 5.0 3.4 2.8 2.5 
All Tomorrows Parties AB 1.9 2.8 2.9 2.6 2.4 
Scandinavian Travel 3.1 1.7 1.5 2.0 2.0 
    Innovation AB      
Hermès Sweden AB - 0.5 1.4 1.8 2.0 
Gucci Sweden AB - - - 1.8 1.9 
VF Sweden AB 1.9 2.0 2.0 1.8 1.8 
Sandqvist Bags & Items AB 2.7 2.3 1.7 1.6 1.6 
ITX Sverige AB 1.0 1.1 1.4 1.4 1.4 
Prada Sweden AB 1.2 0.9 1.4 1.3 1.4 
Titan Kofferwerk GmbH 1.2 1.1 1.3 1.3 1.4 
Delsey SA 1.2 1.2 1.3 1.3 1.3 
H&M Hennes & Mauritz 1.7 1.6 1.4 1.2 1.2 
    Sverige AB      
Mulberry Sweden AB - - - 1.1 1.2 
GSL Gustafsson's Sport & 1.2 1.3 1.3 1.2 1.2 
    Leisure Konfektion AB      
Chanel Sweden AB 0.7 0.9 1.0 1.1 1.1 
Nike Sweden AB 1.1 1.3 1.2 1.1 1.1 
Björn Borg AB 0.9 1.0 1.0 0.9 0.9 
Group88 AB 0.4 0.8 0.9 0.8 0.8 
By Malene Birger AB 0.8 0.9 0.9 0.8 0.8 
Tiger Of Sweden AB 0.8 0.9 0.9 0.8 0.8 
Haglöfs AB 0.7 0.9 0.8 0.7 0.7 
Stadium Sweden AB 0.6 0.7 0.7 0.7 0.7 
Rimowa GmbH 0.5 0.5 0.5 0.5 0.6 
Bottega Veneta Sweden AB - - - - 0.5 
Marc Jacobs International 0.6 0.6 0.6 0.5 0.5 
    LLC      
Image Group AB 1.6 2.1 1.9 0.6 - 
Group 88 Stockholm AB 1.0 1.2 1.5 - - 
Venue Retail Group AB 6.5 - - - - 
Others 40.9 42.4 42.3 40.3 39.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 LBN Brand Shares of Bags and Luggage: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
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Louis Vuitton (LVMH Louis Vuitton AB 8.0 8.0 8.0 8.2 
    Moët Hennessy Louis      
    Vuitton SA)      
Samsonite (Samsonite Samsonite AB 3.1 3.2 5.1 5.3 
    International SA)      
Fjällräven Kanken Fjällräven Sverige AB 4.2 3.9 4.4 4.2 
    (Fenix Outdoor      
    International AG)      
Michael Kors (Capri Michael Kors (Sweden) AB 2.7 3.1 3.3 3.2 
    Holdings Ltd)      
American Tourister Samsonite AB 2.0 1.9 2.9 3.1 
    (Samsonite      
    International SA)      
adidas (adidas Group) adidas Sverige AB 3.3 3.4 3.1 3.0 
Rizzo Rizzo Group AB 5.0 3.4 2.8 2.5 
ATP Atelier All Tomorrows Parties AB 2.8 2.9 2.6 2.4 
Epic Scandinavian Travel 1.7 1.5 2.0 2.0 
 Innovation AB     
Hermès (Hermès Hermès Sweden AB 0.5 1.4 1.8 2.0 
    International SCA)      
Gucci (Kering SA) Gucci Sweden AB - - 1.8 1.9 
Sandqvist Sandqvist Bags & Items AB 2.3 1.7 1.6 1.6 
Zara (Inditex, ITX Sverige AB 1.1 1.4 1.4 1.4 
    Industria de Diseño      
    Textil SA)      
Prada (Prada SpA) Prada Sweden AB 0.9 1.4 1.3 1.4 
Titan Titan Kofferwerk GmbH 1.1 1.3 1.3 1.4 
Delsey Delsey SA 1.2 1.3 1.3 1.3 
H&M (H&M Hennes & H&M Hennes & Mauritz 1.6 1.4 1.2 1.2 
    Mauritz AB) Sverige AB     
The North Face (VF VF Sweden AB 1.4 1.4 1.3 1.2 
    Corp)      
Mulberry (Mulberry Mulberry Sweden AB - - 1.1 1.2 
    Group Plc)      
Fred Perry (Fred GSL Gustafsson's Sport & 1.3 1.3 1.2 1.2 
    Perry Ltd) Leisure Konfektion AB     
Chanel (Chanel SA) Chanel Sweden AB 0.9 1.0 1.1 1.1 
Nike (Nike Inc) Nike Sweden AB 1.3 1.2 1.1 1.1 
Björn Borg Björn Borg AB 1.0 1.0 0.9 0.9 
Burberry (Burberry Group88 AB 0.8 0.9 0.8 0.8 
    Group Plc)      
By Malene Birger (IC By Malene Birger AB 0.9 0.9 0.8 0.8 
    Group A/S)      
Tiger of Sweden (IC Tiger Of Sweden AB 0.9 0.9 0.8 0.8 
    Group A/S)      
Haglöfs (Asics Corp) Haglöfs AB 0.9 0.8 0.7 0.7 
Rimowa (LVMH Moët Rimowa GmbH 0.5 0.5 0.5 0.6 
    Hennessy Louis      
    Vuitton SA)      
Bottega Veneta Bottega Veneta Sweden AB - - - 0.5 
    (Kering SA)      
Marc Jacobs (LVMH Marc Jacobs International 0.6 0.6 0.5 0.5 
    Moët Hennessy Louis LLC     
    Vuitton SA)      
Bottega Veneta Image Group AB 0.9 0.7 0.6 - 
    (Kering SA)      
Gucci (Kering SA) Group 88 Stockholm AB 1.2 1.5 - - 
Mulberry (Mulberry Image Group AB 1.2 1.2 - - 
    Group Plc)      
Others Others 45.0 44.8 42.9 42.5 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 19 Distribution of Bags and Luggage by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 80.2 79.4 76.5 75.5 77.1 77.1 
-- Grocery Retailers 3.9 3.9 3.7 3.7 3.5 3.1 
--- Hypermarkets 3.9 3.9 3.7 3.7 3.5 3.1 
-- Non-Grocery Retailers 76.3 75.5 72.7 71.9 73.6 73.9 
--- General Merchandise 12.2 12.1 10.7 11.2 11.0 11.9 
    Stores       
---- Department Stores 12.2 12.1 10.7 11.2 11.0 11.9 
--- Apparel and 18.2 18.1 19.3 19.4 18.3 17.8 
    Footwear Specialists       
--- Leisure and 46.0 45.3 42.8 41.3 44.3 44.2 
    Personal Goods       
    Specialists       
---- Bags and Luggage 46.0 45.3 42.8 41.3 44.3 44.2 
    Specialists       
- Retail E-Commerce 19.8 20.6 23.5 24.5 22.9 22.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 20 Forecast Sales of Bags and Luggage by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Bags and Luggage 4,211.1 4,261.6 4,305.9 4,337.6 4,360.5 4,381.2 
Luggage 256.1 261.8 266.0 267.8 269.2 270.8 
Bags 3,955.0 3,999.8 4,039.9 4,069.8 4,091.3 4,110.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 21 Forecast Sales of Bags and Luggage by Category: Value 2023-2028 

 

SEK million 
 2023 2024 2025 2026 2027 2028 
 
Bags and Luggage 3,469.1 3,570.2 3,663.1 3,745.1 3,812.7 3,875.5 
Luggage 465.4 481.7 496.0 505.3 513.3 521.1 
Bags 3,003.7 3,088.5 3,167.1 3,239.7 3,299.4 3,354.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 22 Forecast Sales of Bags and Luggage by Category: % Volume Growth 2023-
2028 

 

% volume growth 
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 2023/24 2023-28 CAGR 2023/28 Total 
 
Bags and Luggage 1.2 0.8 4.0 
Luggage 2.2 1.1 5.7 
Bags 1.1 0.8 3.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 23 Forecast Sales of Bags and Luggage by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Bags and Luggage 2.9 2.2 11.7 
Luggage 3.5 2.3 12.0 
Bags 2.8 2.2 11.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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JEWELLERY IN SWEDEN - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 5% in current terms in 2023 to SEK5.6 billion  

▪ Costume jewellery is the best performing category in 2023, with retail value sales rising by 6% 

in current terms to SEK1.1 billion 

▪ Iduna AB is the leading player in 2023, with a retail value share of 19% 

▪ Retail sales are set to rise at a current value CAGR of 4% (2023 constant value CAGR of 2%) 

over the forecast period to SEK6.9 billion 

 

 

2023 DEVELOPMENTS 
 

Cost of living crisis curtails spending on jewellery 

Retail sales of jewellery continued to expand in current value terms in 2023, although the rate 

of growth was slower than the previous year. Following the resurgence of family events, such as 

weddings, in 2022, following enforced delays due to the pandemic, consumers were once again, 

compelled to postpone these celebrations, due to the cost of living crisis, which placed a 

considerable strain on household budgets. While Swedish weddings tend to be relatively 

modest in from an international perspective, they are still considered prohibitively expensive for 

many. As a result, value growth was largely driven by inflationary pressures and rising unit 

prices. However, the volume decline in 2023 was relatively modest, with physical stores seeing 

footfall returning to normal, in line with increased levels of consumer mobility. 

 

Sustainable offerings grow in prominence 

While still accounting for a modest share of overall jewellery sales in Sweden, sustainable 

offerings continued to grow in importance in 2023, with the majority of domestic players offering 

recycled, environmentally friendly, or ethically sourced metals and gemstones as part of their 

respective portfolios. Retailer Guldfynd, for example, offered the Guldfynd Recycled range, 

which included earrings, bracelets and necklaces made from recycled metals, while Albrekts 

Guld and Schalins both offered lab-grown diamonds. Ernst Forrsell also placed a strong 

emphasis on sustainable alternatives, offering recycled gold made in Sweden in addition to a 

lab-grown diamond range . The company also allowed the option of renting an engagement ring 

to be used during a proposal, which could be exchanged for another model at a later date. 

Larger players, especially international companies, are increasingly focussing on providing 

greater transparency when it comes to sourcing and production practices. This trend is expected 

to gain traction, going forward, being particularly appealing to younger generations. 

 

Domestic brands cater to local preferences 

The competitive landscape for jewellery is dominated by domestic players, which continued to 

gain in share at the expense of international companies in 2023. In general, Swedes employ a 

minimalistic style when it comes to jewellery, and local companies like Iduna, Schalins and Efva 

Attling, have successfully tailored their offerings to local styles and preferences. In addition, 
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these local brands also have a stronger e-commerce presence compared to their international 

counterparts, an attribute that was particularly beneficial during the pandemic. The scaled down 

and minimalistic style of Swedish jewellery has also gained popularity from an international 

perspective, with the resurgence of inbound tourism also benefitting these brands in 2023  

 

 

PROSPECTS AND OPPORTUNITIES 
 

High-quality, sustainable jewellery will see an increased demand 

Jewellery in Sweden is expected to display an improved performance in both volume and 

constant value terms (2023 prices) during the forecast period. Jewellery preferences will 

continue to focus on classic and minimalistic designs, with consumers unlikely to adopt the 

extravagant designs of engagement rings and other items, as seen in countries such as the US. 

However, the premiumisation trend is expected to become more pronounced, with consumers 

placing a greater emphasis on higher-quality, time-resilient investment jewellery pieces 

designed by proficient artisans. Many consumers will prefer these above supporting fast-fashion 

retailers who have constantly shifting fashion trends and offer less sustainable, ethical 

consumption. As such, fine jewellery is forecasted to record more significant growth compared 

to costume jewellery, with Swedish consumers strengthening their sustainability credentials, 

with simple and elegant designs crafted from environmentally friendly and ethically sourced 

metals and gemstones playing a key role.  

During the forecast period, the popularity of diamonds is expected to shrink further as the 

presence of other precious materials – primarily diamond alternatives such as lab-grown 

gemstones – rises, driving current value sales on the fine jewellery landscape. As consumer 

awareness of the jewellery industry’s negative impact and environmental damage continues to 

grow, retailers will increasingly make use of fair trade, recycled or lab-created materials, 

investing in craftsmanship while being transparent about their sustainable sourcing and 

production practices. 

 

Retailers will focus on enhancing the digital customer experience 

The pandemic served to highlight jewellery retailers’ reliance on physical stores, with many 

experiencing a significant dip in sales due to enforced closures. However, this period also saw a 

rise in e-commerce sales, prompting players such as Thomas Sabo and Engelbert to enhance 

their digital capabilities. Indeed, the share of retail value sales accounted for by e-commerce is 

set to increase during the five years to 2028, albeit at a more modest pace than during the 

review period. Growth will be driven the innovative efforts of domestic and regional players, 

which will look to improve their respective digital customer experiences through features such as 

live assistance, digital consultations, easy returns and exchanges, amongst others, which will 

create a more all-round omnichannel experience, especially for younger consumers. Brands 

such as Maria Nilsdotter, Cornelia Webb, and Schalins Ringar are adapting by offering 

personalised online consultations, aligning their digital experiences with their physical stores.  

 

Minimalist scandi-influenced designs will dominate sales 

Minimalist Scandinavian designs with a modern twist will continue to dominate jewellery 

styles, particularly in earrings, rings, and necklaces. This style often features high-quality gold 

and silver with classic gemstone elements, catering to a preference for understated elegance. 

The popularity of multiple piercings, including hooks, studs, and ear cuffs, in contemporary 

shapes, is expected to continue, while the trend of layering necklaces, combining gold or silver 

chains and double necklaces, aligns with the simplistic Scandinavian fashion style. Smaller, 
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specialised jewellery brands like Maria Nilsdotter, which are known for their blend of classic and 

bold designs, are gaining share, having made use of online platforms to connect with 

consumers and capitalise on these trends. 

 

 

CATEGORY DATA 
 

Table 24 Sales of Jewellery by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
Fine Jewellery 1,158.1 1,178.8 1,080.1 1,120.8 1,145.3 1,129.4 
Costume Jewellery 3,557.2 3,482.2 2,930.2 2,972.1 3,018.1 3,024.4 
Jewellery 4,715.3 4,661.0 4,010.3 4,092.8 4,163.5 4,153.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 25 Sales of Jewellery by Category: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
Fine Jewellery 3,664.4 3,773.8 3,555.7 3,865.0 4,233.4 4,439.6 
Costume Jewellery 1,169.3 1,156.9 947.6 971.6 1,057.1 1,123.6 
Jewellery 4,833.7 4,930.7 4,503.3 4,836.6 5,290.5 5,563.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 26 Sales of Jewellery by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fine Jewellery -1.4 -0.5 -2.5 
Costume Jewellery 0.2 -3.2 -15.0 
Jewellery -0.2 -2.5 -11.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 27 Sales of Jewellery by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fine Jewellery 4.9 3.9 21.2 
Costume Jewellery 6.3 -0.8 -3.9 
Jewellery 5.2 2.9 15.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 28 Sales of Costume Jewellery by Type: % Value 2018-2023 
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% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Earrings 20.1 20.2 20.4 20.4 20.6 20.6 
Neckwear 30.7 30.9 31.0 31.0 31.1 31.1 
Rings 32.3 32.3 32.0 32.0 32.0 32.0 
Wristwear 15.2 15.1 15.0 15.1 14.7 14.6 
Other 1.7 1.6 1.6 1.6 1.6 1.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 29 Sales of Fine Jewellery by Type: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Earrings 22.9 22.9 22.9 23.0 23.1 23.1 
Neckwear 23.0 23.0 23.1 23.7 23.6 23.5 
Rings 38.9 39.0 39.1 38.5 38.5 38.5 
Wristwear 13.9 13.9 13.9 13.8 13.8 13.9 
Other 1.3 1.3 1.0 1.1 1.1 1.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 30 Sales of Fine Jewellery by Collection: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Diamond 17.1 17.4 16.8 16.5 16.3 16.3 
Non-Diamond 82.9 82.6 83.2 83.5 83.7 83.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 31 Sales of Fine Jewellery by Metal: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Gold 42.4 42.5 41.0 40.7 40.4 40.3 
Platinum 7.3 7.2 7.2 7.1 7.0 7.0 
Metal Combination 9.3 9.2 9.2 9.2 9.2 9.3 
Silver 35.2 35.3 36.7 37.0 37.2 37.3 
Other 5.8 5.7 6.0 6.0 6.1 6.1 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 32 NBO Company Shares of Jewellery: % Value 2019-2023 
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% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Iduna AB 18.2 19.2 20.1 19.6 19.3 
Schalins Ringar AB 7.1 7.1 6.0 5.8 5.8 
Svenska Glitter AB 4.8 4.2 4.2 4.5 4.8 
Efva Attling Stockholm AB 3.7 4.6 4.5 4.2 4.2 
H&M Hennes & Mauritz 5.8 4.9 4.3 4.0 3.9 
    Sverige AB      
Edblad & Co AB 2.7 2.7 3.0 3.8 3.8 
Ur & Penn AB 3.9 3.5 3.1 3.2 3.3 
Thomas Sabo AB 1.8 1.8 1.8 1.7 1.8 
AB Heribert Engelbert 1.5 1.5 1.5 1.5 1.5 
Pandora A/S 1.6 1.5 1.5 1.4 1.4 
Näslund & Jonsson Import AB 1.8 1.4 1.4 1.3 1.3 
Bulgari SpA 1.1 1.2 1.2 1.1 1.1 
Richemont SA, Cie 1.0 1.0 1.0 1.0 1.0 
    Financière      
Georg Jensen Silver AB 0.9 0.8 0.9 0.9 0.9 
ITX Sverige AB 0.5 0.5 0.7 0.8 0.8 
Maria Nilsdotter AB 0.5 0.5 0.6 0.6 0.7 
All Blues AB 0.6 0.7 0.8 0.7 0.7 
Källedals 0.3 0.3 0.5 0.6 0.6 
    Företagsutveckling AB      
Flemming Uziel AB 0.6 0.6 0.6 0.6 0.6 
Cavaxo Design AB 0.5 0.5 0.5 0.5 0.5 
Indiska Magasinet AB 0.5 0.5 0.5 0.5 0.5 
Chanel Sweden AB 0.3 0.3 0.4 0.4 0.4 
Sophie by Sophie Sales AB 0.4 0.4 0.4 0.4 0.4 
Louis Vuitton AB 0.2 0.2 0.2 0.2 0.3 
Lotta Djossou Design AB 0.2 0.2 0.2 0.2 0.2 
Fossil Sweden AB 0.3 0.3 0.2 0.2 0.2 
Swarovski Sweden AB 0.2 0.2 0.2 0.2 0.2 
Ioaku AB 0.2 0.2 0.2 0.2 0.2 
Lyxxa i Helsingborg AB 0.1 0.1 0.1 0.2 0.2 
Zanzlöza Zmycken AB 0.1 0.1 0.1 0.1 0.1 
Robert Friman & Co AB 0.2 - - - - 
Others 38.5 38.7 39.2 39.6 39.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 33 LBN Brand Shares of Jewellery: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Albrekts Guld (Golden Iduna AB 6.3 6.6 6.4 6.4 
    Heights AB)      
Schalins Ringar Schalins Ringar AB 7.1 6.0 5.8 5.8 
Glitter (Bergendahl & Svenska Glitter AB 4.2 4.2 4.5 4.8 
    Son AB)      
Efva Attling Efva Attling Stockholm AB 4.6 4.5 4.2 4.2 
Posh (Golden Heights Iduna AB 4.0 4.2 4.1 4.1 
    AB)      
H&M (H&M Hennes & H&M Hennes & Mauritz 4.9 4.3 3.9 3.9 
    Mauritz AB) Sverige AB     
Edblad Edblad & Co AB 2.7 3.0 3.8 3.8 
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Q Från Guldfynd Iduna AB 3.6 3.8 3.7 3.7 
    (Golden Heights AB)      
Ur & Penn Ur & Penn AB 3.0 2.7 2.7 2.8 
    (Klockgrossisten i      
    Norden AB)      
Mood (Golden Heights Iduna AB 1.9 2.0 1.9 1.9 
    AB)      
Thomas Sabo (Thomas Thomas Sabo AB 1.8 1.8 1.7 1.8 
    Sabo GmbH & Co      
    Schmuckhandel KG)      
Engelbert Stockholm AB Heribert Engelbert 1.5 1.5 1.5 1.5 
Pandora Pandora A/S 1.5 1.5 1.4 1.4 
Hallbergs Collection Iduna AB 1.4 1.5 1.5 1.4 
    (Golden Heights AB)      
Snö of Sweden Näslund & Jonsson Import AB 1.4 1.4 1.3 1.3 
Bvlgari (LVMH Moët Bulgari SpA 1.2 1.2 1.1 1.1 
    Hennessy Louis      
    Vuitton SA)      
Guldfynd (Golden Iduna AB 1.0 1.1 1.0 1.0 
    Heights AB)      
Cartier Richemont SA, Cie Financière 1.0 1.0 1.0 1.0 
Georg Jensen (Georg Georg Jensen Silver AB 0.8 0.9 0.9 0.9 
    Jensen A/S)      
Zara (Inditex, ITX Sverige AB 0.5 0.7 0.8 0.8 
    Industria de Diseño      
    Textil SA)      
Iduna (Golden Heights Iduna AB 0.9 0.9 0.8 0.8 
    AB)      
Maria Nilsdotter Maria Nilsdotter AB 0.5 0.6 0.6 0.7 
All Blues All Blues AB 0.7 0.8 0.7 0.7 
Catwalk Källedals 0.3 0.5 0.6 0.6 
 Företagsutveckling AB     
TCOL Flemming Uziel AB 0.6 0.6 0.6 0.6 
Indiska Indiska Magasinet AB 0.5 0.5 0.5 0.5 
Montini Ur & Penn AB 0.5 0.4 0.4 0.5 
    (Klockgrossisten i      
    Norden AB)      
Chanel (Chanel SA) Chanel Sweden AB 0.3 0.4 0.4 0.4 
Sophie by Sophie Sophie by Sophie Sales AB 0.4 0.4 0.4 0.4 
Louis Vuitton (LVMH Louis Vuitton AB 0.2 0.2 0.2 0.3 
    Moët Hennessy Louis      
    Vuitton SA)      
Others Others 40.4 40.9 41.1 41.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 34 Distribution of Jewellery by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 90.0 88.7 86.0 85.2 85.1 85.3 
-- Grocery Retailers 2.7 2.6 2.8 2.3 2.0 2.0 
--- Hypermarkets 2.7 2.6 2.8 2.3 2.0 2.0 
-- Non-Grocery Retailers 87.3 86.1 83.3 82.9 83.1 83.3 
--- General Merchandise 7.0 6.8 7.0 6.5 6.3 6.5 
    Stores       
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---- Department Stores 7.0 6.8 7.0 6.5 6.3 6.5 
--- Apparel and 8.2 8.4 8.0 7.4 7.3 7.4 
    Footwear Specialists       
--- Leisure and 72.1 70.9 68.2 69.0 69.4 69.4 
    Personal Goods       
    Specialists       
---- Bags and Luggage 0.2 0.2 0.2 0.2 0.2 0.2 
    Specialists       
---- Jewellery and 71.9 70.6 68.0 68.8 69.3 69.2 
    Watch Specialists       
- Retail E-Commerce 10.0 11.3 14.0 14.8 14.9 14.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 35 Forecast Sales of Jewellery by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Fine Jewellery 1,129.4 1,144.7 1,158.4 1,171.1 1,183.1 1,193.9 
Costume Jewellery 3,024.4 3,034.0 3,039.1 3,043.0 3,047.8 3,053.2 
Jewellery 4,153.8 4,178.7 4,197.4 4,214.1 4,230.9 4,247.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 36 Forecast Sales of Jewellery by Category: Value 2023-2028 

 

SEK million 
 2023 2024 2025 2026 2027 2028 
 
Fine Jewellery 4,439.6 4,577.8 4,705.4 4,817.3 4,912.2 5,012.3 
Costume Jewellery 1,123.6 1,138.6 1,151.6 1,162.9 1,171.5 1,181.5 
Jewellery 5,563.1 5,716.4 5,857.1 5,980.2 6,083.7 6,193.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 37 Forecast Sales of Jewellery by Category: % Volume Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Fine Jewellery 1.4 1.1 5.7 
Costume Jewellery 0.3 0.2 1.0 
Jewellery 0.6 0.4 2.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 38 Forecast Sales of Jewellery by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
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Fine Jewellery 3.1 2.5 12.9 
Costume Jewellery 1.3 1.0 5.2 
Jewellery 2.8 2.2 11.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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TRADITIONAL AND CONNECTED 
WATCHES IN SWEDEN - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 3% in current terms in 2023 to SEK4.9 billion  

▪ Traditional watches is the best performing category in 2023, with retail value sales growing by 

7% in current terms to SEK2.8 billion 

▪ Apple AB is the leading player in 2023, with a retail value share of 15% 

▪ Retail sales are set to increase at a current value CAGR of 5% (2023 constant value CAGR of 

3%) over the forecast period to SEK6.3 billion 

 

 

2023 DEVELOPMENTS 
 

Luxury watches fare better than their lower-priced counterparts, due to 
their status as statement pieces 

Traditional and connected watches registered a marked slowdown in growth in current value 

terms in 2023, when set against the previous two years, which saw sales bounce back from the 

COVID-19 pandemic. Value growth was driven largely by inflation and rising unit prices 

alongside a continued gradual shift towards more premium or luxury offerings, with high 

mechanical and quartz watches having performed better than their lower-priced (basic and mid) 

counterparts throughout much of the review period. Lower priced alternatives compete to a 

larger degree with smartwatches , with younger generations of consumers, in particular, often 

forgoing using a watch altogether, simply using a smartphone for similar purposes. Luxury or 

high watches, on the other hand, are often seen as fashionable statement pieces, rather than 

purely functional products, and as such, are not as impacted by these trends. Indeed, high 

mechanical and high quartz analogue watches remained by best performing subcategories in 

2023, with well-known brands including Rolex, Omega, and Cartier. These products also 

benefitted the most from the return of inbound tourism and increasing footfall within luxury 

department stores , such as NK, as well as high-end bricks-and-mortar watch stores. 

 

Smart wearables continue to pose a challenge to traditional watches 

Smart wearables continue to be the main challenger to traditional watches. Moreover, the 

former were not as impacted by the pandemic, due to their ability to provide health and fitness 

tracking . While activity watches (primarily digital) were popular when launched, most 

consumers have since switched over to the more advanced smart wearables. Analogue activity 

watches never really took off in Sweden, while quartz digital watches remain a niche segment. 

In terms of style, the latter are closer to connected watches than traditional (mechanical and 

quartz analogue) watches, and as such, are more susceptible to the rising demand for smart 

wearables.  

 

 
 
 

Content removed from sample 
 

 
 
 
 
 
 

Content removed from sample 
 

 
 
 

Content removed from sample 
 



P E R S O N A L  A C C E S S O R I E S  I N  S W E D E N  P a s s p o r t  25 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Retailers continue to invest in e-commerce solutions 

Jewellery and watch specialists remained the most important retail channel for traditional and 

connected watches In 2023. However, the channel’s share of retail value sales fell over the 

review period, in the face of the rapid growth of e-commerce. As a result, retailers continued to 

enhance their online presence and digital marketing strategies to try and reduce their 

dependency on physical stores. Luxury brands, in particular, have traditionally been very reliant 

on physical retail, and as such, suffered significant losses during the pandemic. Luxury 

department store NK, for example, does not sell watches online, despite most other products 

being available through its digital store. Luxury watch brands wish to retain their exclusivity and 

personal customer service, but at the same time, need to balance this with a consumer need for 

greater convenience. Well-known watch retailers like Rybergs Ur have introduced e-commerce 

solutions, while others like Bergströms Ur have introduced hybrid solutions, selling some watch 

brands like Baume & Mercier, Tudor, and Breitling online, although this does not apply to others, 

like Rolex. Lower-priced and connected watches like the Apple Watch are more dominant in the 

online channel, appealing to younger tech-savvy generations. Connected watches, favoured for 

their advanced technical features and alignment with active lifestyle trends, show a stronger 

independence from offline retailing, with a consistently strong online sales performance. 

Similarly, lower to mid-priced watches are purchased in a similar way to apparel accessories, 

where consumers simply return an item if it does not meet their needs. Retailers like 

Sjärnurmakarna with brands like Certina, Seiko, and Tissot offer home delivery and the option to 

reserve in store. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Luxury watches will lead growth, with focus on omnichannel strategies 

Traditional watches is expected to display an improved performance in current value terms 

over the forecast period. While Swedish consumers use jewellery and watches sparingly, 

especially the younger generation, they also demand increasingly high quality products. Luxury 

watches will continue to appeal to a relatively small but loyal consumer base, which will look to 

enhance their portfolios. In addition, the rising popularity of pre-owned watches is creating an 

entry point into luxury watches for new consumers. At the same time, connected watches are 

appealing to younger consumers, who do not typically wear watches.  

In turn, watchmakers will increasingly focus on direct to consumer (DTC) strategies, which 

bypass traditional distribution channels. Luxury brands are likely to enhance their on social 

media efforts and make use of digital marketing to connect with consumers. However, most 

luxury brands will adopt an omnichannel approach, with a strong presence in luxury department 

stores, primarily NK. Basic to mid-priced options, on the other hand, have a stronger e-

commerce presence, which is expected to increase further, moving forward. 

 

Growing popularity of vintage watches could hinder sales of new 
offerings 

The pre-owned watch market, particularly in the mid-to-high-end segment, will continue to 

gain in popularity over the forecast period. This trend goes in line with the vintage trend seen in 

many industries like apparel, with Swedish consumers seeking out higher quality items but for 

lower prices. Additionally, the rising popularity of e-commerce and social media means that it is 

becoming easier to compare prices of vintage, primarily mechanical and quartz analogue, 

models. This shift will continue to function as a restraint to the more dynamic growth of new 

watch sales, with pre-owned watches becoming an entry point into luxury brands.  
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The popularity of pre-owned watches is also evident from the wide range of players taking an 

interest in this segment, including traditional auction houses like Kaplans and Bukowskis, 

apparel e-commerce platforms such as CareOfCarl, physical watch chains like Stjärnurmakarna 

and watch e-commerce companies like Scandinavian Luxury, amongst others. This variety of 

sellers will continue to contribute to the dynamic and competitive landscape of the pre-owned 

watch market, catering to a broad range of consumer preferences and shopping habits. 

 

Swedish watch brands will seek to capitalise upon their local heritage 

Swedish watch brands are expected to remain prominent, moving forward. Aside from the 

internationally renowned Daniel Wellington brand, several other Swedish players, such as 

Mockberg, Kronaby, Karl Gustaf, and Carl Edmond, have managed to establish themselves in 

the competitive landscape, primarily through offering affordable basic to mid-priced watches in 

simple designs that appeal to the minimalistic design preferences of Swedish consumers. In 

addition, the luxury Swedish watch brand Sjöö Sandström increased its share of retail value 

sales between 2021-2023. These brands highlight their Swedish heritage or the use of local 

materials and styles, which appeal to domestic consumers. For instance, Carl Edmond purports 

to combine “Scandinavian design with Swiss craftmanship” with watch straps made by Tärnsjö 

Garveri, a Swedish company dating its origins back to 1873. The use of eco-friendly materials is 

further boosting the appeal of Swedish or Nordic brands. At the same time, Mockberg is trading 

on geographical connection with Dalarna, an area of Sweden known for jewellery making.  

 

 

CATEGORY DATA 
 

Table 39 Sales of Traditional and Connected Watches by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
Connected Watches 561.0 606.2 624.0 643.5 642.8 646.0 
Traditional and 1,953.1 1,929.7 1,670.2 1,751.1 1,883.9 1,889.1 
    Connected Watches       
Traditional Watches 1,392.1 1,323.5 1,046.2 1,107.6 1,241.1 1,243.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 40 Sales of Traditional and Connected Watches by Category: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
Connected Watches 1,684.4 1,814.4 1,950.3 2,052.3 2,116.0 2,095.0 
Traditional and 4,192.0 4,336.5 3,930.3 4,295.6 4,744.2 4,901.9 
    Connected Watches       
Traditional Watches 2,507.5 2,522.0 1,980.0 2,243.2 2,628.2 2,806.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 41 Sales of Traditional and Connected Watches by Category: % Volume Growth 
2018-2023 
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% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Connected Watches 0.5 2.9 15.2 
Traditional and Connected Watches 0.3 -0.7 -3.3 
Traditional Watches 0.2 -2.2 -10.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 42 Sales of Traditional and Connected Watches by Category: % Value Growth 
2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Connected Watches -1.0 4.5 24.4 
Traditional and Connected Watches 3.3 3.2 16.9 
Traditional Watches 6.8 2.3 11.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 43 Sales of Traditional Watches by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
-- Mechanical Watches 143.8 141.6 114.2 126.6 130.5 128.2 
-- Quartz Analogue 1,076.1 1,003.1 768.7 801.5 930.1 930.7 
    Watches       
-- Quartz Digital Watches 172.2 178.8 163.3 179.6 180.4 184.2 
--- Basic Mechanical 13.1 13.0 11.7 13.3 13.4 13.6 
    Watches       
--- Mid Mechanical 118.0 115.5 91.5 100.3 103.0 100.3 
    Watches       
--- High Mechanical 12.7 13.1 11.0 12.9 14.1 14.3 
    Watches       
--- Basic Quartz 893.5 830.9 637.4 659.4 774.7 776.3 
    Analogue Watches       
--- Mid Quartz Analogue 163.3 152.7 114.8 122.8 133.7 132.2 
    Watches       
--- High Quartz 19.3 19.5 16.5 19.4 21.7 22.3 
    Analogue Watches       
--- Basic Quartz 154.1 160.7 149.0 163.9 164.0 167.8 
    Digital Watches       
--- Mid Quartz Digital 18.0 18.0 14.2 15.6 16.3 16.3 
    Watches       
--- High Quartz Digital 0.1 0.1 0.1 0.1 0.1 0.1 
    Watches       
- Traditional Watches 1,392.1 1,323.5 1,046.2 1,107.6 1,241.1 1,243.1 
    by Type       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 44 Sales of Traditional Watches by Category: Value 2018-2023 
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SEK million 
 2018 2019 2020 2021 2022 2023 
 
-- Mechanical Watches 1,195.0 1,248.3 998.4 1,160.4 1,324.6 1,415.1 
-- Quartz Analogue 1,217.9 1,174.2 895.4 986.1 1,198.6 1,279.4 
    Watches       
-- Quartz Digital Watches 94.6 99.5 86.2 96.7 105.0 112.4 
--- Basic Mechanical 7.9 8.0 7.1 8.2 8.8 9.5 
    Watches       
--- Mid Mechanical 472.2 476.1 366.7 410.4 451.3 469.6 
    Watches       
--- High Mechanical 714.9 764.1 624.6 741.9 864.4 935.9 
    Watches       
--- Basic Quartz 571.4 539.3 404.4 425.2 534.5 569.0 
    Analogue Watches       
--- Mid Quartz Analogue 368.6 348.7 258.3 280.1 326.4 343.5 
    Watches       
--- High Quartz 277.9 286.2 232.7 280.8 337.6 366.9 
    Analogue Watches       
--- Basic Quartz 64.6 68.6 62.3 69.6 74.6 80.2 
    Digital Watches       
--- Mid Quartz Digital 29.3 30.2 23.3 26.4 29.6 31.3 
    Watches       
--- High Quartz Digital 0.7 0.7 0.6 0.7 0.8 0.9 
    Watches       
- Traditional Watches 2,507.5 2,522.0 1,980.0 2,243.2 2,628.2 2,806.9 
    by Type       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 45 Sales of Traditional Watches by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
-- Mechanical Watches -1.8 -2.3 -10.8 
-- Quartz Analogue Watches 0.1 -2.9 -13.5 
-- Quartz Digital Watches 2.1 1.3 6.9 
--- Basic Mechanical Watches 1.2 0.7 3.4 
--- Mid Mechanical Watches -2.6 -3.2 -14.9 
--- High Mechanical Watches 1.8 2.5 13.0 
--- Basic Quartz Analogue Watches 0.2 -2.8 -13.1 
--- Mid Quartz Analogue Watches -1.1 -4.1 -19.1 
--- High Quartz Analogue Watches 2.4 2.9 15.2 
--- Basic Quartz Digital Watches 2.3 1.7 8.9 
--- Mid Quartz Digital Watches -0.3 -2.1 -9.9 
--- High Quartz Digital Watches 0.9 2.1 10.9 
- Traditional Watches by Type 0.2 -2.2 -10.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 46 Sales of Traditional Watches by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
-- Mechanical Watches 6.8 3.4 18.4 
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-- Quartz Analogue Watches 6.7 1.0 5.0 
-- Quartz Digital Watches 7.1 3.5 18.9 
--- Basic Mechanical Watches 7.8 3.8 20.5 
--- Mid Mechanical Watches 4.1 -0.1 -0.6 
--- High Mechanical Watches 8.3 5.5 30.9 
--- Basic Quartz Analogue Watches 6.4 -0.1 -0.4 
--- Mid Quartz Analogue Watches 5.2 -1.4 -6.8 
--- High Quartz Analogue Watches 8.7 5.7 32.0 
--- Basic Quartz Digital Watches 7.5 4.4 24.2 
--- Mid Quartz Digital Watches 6.0 1.3 6.9 
--- High Quartz Digital Watches 7.3 5.2 29.1 
- Traditional Watches by Type 6.8 2.3 11.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 47 Sales of Traditional Watches by Price Band: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
- Traditional Watches 1,392.1 1,323.5 1,046.2 1,107.6 1,241.1 1,243.1 
    by Price Band       
-- Basic Watches 1,060.7 1,004.6 798.1 836.6 952.2 957.7 
--- Basic Quartz 893.5 830.9 637.4 659.4 774.7 776.3 
    Analogue Watches       
--- Basic Quartz 154.1 160.7 149.0 163.9 164.0 167.8 
    Digital Watches       
--- Basic Mechanical 13.1 13.0 11.7 13.3 13.4 13.6 
    Watches       
-- Mid Watches 299.3 286.2 220.6 238.7 253.0 248.7 
--- Mid Quartz Analogue 163.3 152.7 114.8 122.8 133.7 132.2 
    Watches       
--- Mid Quartz Digital 18.0 18.0 14.2 15.6 16.3 16.3 
    Watches       
--- Mid Mechanical 118.0 115.5 91.5 100.3 103.0 100.3 
    Watches       
-- High Watches 32.0 32.7 27.5 32.3 35.9 36.6 
--- High Quartz 19.3 19.5 16.5 19.4 21.7 22.3 
    Analogue Watches       
--- High Quartz Digital 0.1 0.1 0.1 0.1 0.1 0.1 
    Watches       
--- High Mechanical 12.7 13.1 11.0 12.9 14.1 14.3 
    Watches       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 48 Sales of Traditional Watches by Price Band: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
- Traditional Watches 2,507.5 2,522.0 1,980.0 2,243.2 2,628.2 2,806.9 
    by Price Band       
-- Basic Watches 643.9 616.0 473.8 503.0 618.0 658.7 
--- Basic Quartz 571.4 539.3 404.4 425.2 534.5 569.0 
    Analogue Watches       
--- Basic Quartz 64.6 68.6 62.3 69.6 74.6 80.2 
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    Digital Watches       
--- Basic Mechanical 7.9 8.0 7.1 8.2 8.8 9.5 
    Watches       
-- Mid Watches 870.1 855.0 648.2 716.9 807.3 844.4 
--- Mid Quartz Analogue 368.6 348.7 258.3 280.1 326.4 343.5 
    Watches       
--- Mid Quartz Digital 29.3 30.2 23.3 26.4 29.6 31.3 
    Watches       
--- Mid Mechanical 472.2 476.1 366.7 410.4 451.3 469.6 
    Watches       
-- High Watches 993.5 1,051.0 857.9 1,023.4 1,202.9 1,303.7 
--- High Quartz 277.9 286.2 232.7 280.8 337.6 366.9 
    Analogue Watches       
--- High Quartz Digital 0.7 0.7 0.6 0.7 0.8 0.9 
    Watches       
--- High Mechanical 714.9 764.1 624.6 741.9 864.4 935.9 
    Watches       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 49 Sales of Traditional Watches by Price Band: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Traditional Watches by Price Band 0.2 -2.2 -10.7 
-- Basic Watches 0.6 -2.0 -9.7 
--- Basic Quartz Analogue Watches 0.2 -2.8 -13.1 
--- Basic Quartz Digital Watches 2.3 1.7 8.9 
--- Basic Mechanical Watches 1.2 0.7 3.4 
-- Mid Watches -1.7 -3.6 -16.9 
--- Mid Quartz Analogue Watches -1.1 -4.1 -19.1 
--- Mid Quartz Digital Watches -0.3 -2.1 -9.9 
--- Mid Mechanical Watches -2.6 -3.2 -14.9 
-- High Watches 2.2 2.7 14.3 
--- High Quartz Analogue Watches 2.4 2.9 15.2 
--- High Quartz Digital Watches 0.9 2.1 10.9 
--- High Mechanical Watches 1.8 2.5 13.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 50 Sales of Traditional Watches by Price Band: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
- Traditional Watches by Price Band 6.8 2.3 11.9 
-- Basic Watches 6.6 0.5 2.3 
--- Basic Quartz Analogue Watches 6.4 -0.1 -0.4 
--- Basic Quartz Digital Watches 7.5 4.4 24.2 
--- Basic Mechanical Watches 7.8 3.8 20.5 
-- Mid Watches 4.6 -0.6 -3.0 
--- Mid Quartz Analogue Watches 5.2 -1.4 -6.8 
--- Mid Quartz Digital Watches 6.0 1.3 6.9 
--- Mid Mechanical Watches 4.1 -0.1 -0.6 
-- High Watches 8.4 5.6 31.2 
--- High Quartz Analogue Watches 8.7 5.7 32.0 
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--- High Quartz Digital Watches 7.3 5.2 29.1 
--- High Mechanical Watches 8.3 5.5 30.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 51 Sales of Connected Watches by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
 
-- Smart Wearables 325.0 350.0 380.0 402.0 414.0 428.0 
-- Activity Watch 24.1 46.0 47.0 47.2 43.8 46.0 
    (Analogue)       
-- Activity Watch 211.9 210.2 197.0 194.3 185.0 172.0 
    (Digital)       
--- Basic Activity 7.8 16.0 21.0 20.4 17.4 13.8 
    Watch (Analogue)       
--- Mid Activity Watch 11.9 10.5 10.0 9.4 8.5 7.3 
    (Analogue)       
--- High Activity Watch - - - - - - 
    (Analogue)       
--- Basic Activity 83.7 93.9 88.1 84.4 101.5 92.9 
    Watch (Digital)       
--- Mid Activity Watch 119.7 109.5 107.3 108.5 86.6 79.1 
    (Digital)       
--- High Activity Watch - - - - - - 
    (Digital)       
--- Basic Smart Wearables 2.4 - 4.0 8.0 9.9 10.7 
--- Mid Smart Wearables 305.5 332.7 343.3 355.5 367.6 368.7 
--- High Smart Wearables - - 0.8 1.4 1.6 1.1 
- Connected Watches by 561.0 606.2 624.0 643.5 642.8 646.0 
    Type       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 52 Sales of Connected Watches by Category: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
-- Smart Wearables 1,135.0 1,210.0 1,350.0 1,448.2 1,555.0 1,565.0 
-- Activity Watch 52.1 108.2 113.7 119.2 116.0 127.0 
    (Analogue)       
-- Activity Watch 497.4 496.3 486.6 484.9 445.0 403.0 
    (Digital)       
--- Basic Activity 7.5 16.8 22.7 23.0 20.7 18.0 
    Watch (Analogue)       
--- Mid Activity Watch 34.5 36.8 35.7 34.7 26.7 19.5 
    (Analogue)       
--- High Activity Watch - - - - - - 
    (Analogue)       
--- Basic Activity 73.5 83.8 84.9 89.0 124.1 111.8 
    Watch (Digital)       
--- Mid Activity Watch 421.7 389.1 370.9 374.6 295.4 273.4 
    (Digital)       
--- High Activity Watch - - - - - - 
    (Digital)       
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--- Basic Smart Wearables 2.1 - 3.5 7.1 8.9 13.2 
--- Mid Smart Wearables 1,073.0 1,152.1 1,202.8 1,260.9 1,318.2 1,396.7 
--- High Smart Wearables - - 11.6 19.3 22.1 15.2 
- Connected Watches by 1,684.4 1,814.4 1,950.3 2,052.3 2,116.0 2,095.0 
    Type       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 53 Sales of Connected Watches by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
-- Smart Wearables 3.4 5.7 31.7 
-- Activity Watch (Analogue) 5.0 13.8 91.3 
-- Activity Watch (Digital) -7.0 -4.1 -18.8 
--- Basic Activity Watch (Analogue) -20.6 12.1 77.3 
--- Mid Activity Watch (Analogue) -13.9 -9.4 -38.8 
--- High Activity Watch (Analogue) -  - - 
--- Basic Activity Watch (Digital) -8.5 2.1 11.0 
--- Mid Activity Watch (Digital) -8.6 -7.9 -33.9 
--- High Activity Watch (Digital) - - - 
--- Basic Smart Wearables 7.7 34.8 344.4 
--- Mid Smart Wearables 0.3 3.8 20.7 
--- High Smart Wearables -34.4 - - 
- Connected Watches by Type 0.5 2.9 15.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 54 Sales of Connected Watches by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
-- Smart Wearables 0.6 6.6 37.9 
-- Activity Watch (Analogue) 9.5 19.5 144.0 
-- Activity Watch (Digital) -9.4 -4.1 -19.0 
--- Basic Activity Watch (Analogue) -13.2 18.9 138.1 
--- Mid Activity Watch (Analogue) -26.7 -10.8 -43.4 
--- High Activity Watch (Analogue) - - - 
--- Basic Activity Watch (Digital) -9.9 8.8 52.1 
--- Mid Activity Watch (Digital) -7.4 -8.3 -35.2 
--- High Activity Watch (Digital) - - - 
--- Basic Smart Wearables 47.6 44.9 538.6 
--- Mid Smart Wearables 5.9 5.4 30.2 
--- High Smart Wearables -31.4 - - 
- Connected Watches by Type -1.0 4.5 24.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 55 NBO Company Shares of Traditional Watches: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
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Swatch Group (Nordic) AB, 16.5 15.8 17.7 17.8 18.3 
    The      
Rolex SA 4.9 5.1 5.5 5.9 5.8 
Richemont SA, Cie 5.0 5.2 5.1 4.6 4.6 
    Financière      
Daniel Wellington AB 2.6 2.0 1.1 4.4 4.3 
Seiko Holdings Corp 4.1 4.0 4.0 4.2 4.2 
Ur & Penn AB 4.5 4.3 3.8 3.6 3.7 
Invicta Watch Group 4.2 4.1 4.1 3.6 3.5 
Sjöö Sandström Sweden AB 2.3 2.1 2.3 2.8 3.0 
Citizen Watch Co Ltd 3.0 3.1 3.2 2.7 2.7 
Casio Scandinavia AS 1.8 2.1 2.1 1.9 2.0 
Gant Sweden AB 1.9 2.4 2.2 1.9 1.8 
Audemars Piguet & Cie 1.6 1.6 1.7 1.5 1.5 
Chanel Sweden AB 1.1 1.1 1.4 1.4 1.4 
Epoch Stockholm AB 0.8 1.3 1.3 1.4 1.4 
TAG Heuer International SA 1.5 1.5 1.5 1.4 1.4 
Breitling SA 1.0 1.0 1.1 1.0 1.0 
Hublot SA 0.7 0.7 0.8 0.7 0.7 
Bulgari SpA 0.7 0.8 0.7 0.6 0.6 
Fossil Sweden AB 0.6 0.6 0.6 0.5 0.5 
GoS Watches AB 0.5 0.6 0.5 0.5 0.5 
Hermès Sweden AB - 0.1 0.3 0.4 0.4 
Festina Lotus SA 0.5 0.5 0.5 0.4 0.4 
Triwa AB 0.6 0.5 0.5 0.4 0.4 
Oris SA Hölstein 0.4 0.4 0.4 0.4 0.3 
Patek Philippe SA 0.3 0.4 0.4 0.3 0.3 
Sowind Group 0.3 0.3 0.3 0.3 0.2 
TID Stockholm AB 0.2 0.2 0.2 0.2 0.2 
Theorema Watches 0.2 0.2 0.2 0.2 0.2 
Louis Vuitton AB 0.1 0.2 0.1 0.1 0.1 
Nixon Inc 0.1 0.1 0.1 0.1 0.1 
Others 38.1 37.7 36.6 34.8 34.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 56 LBN Brand Shares of Traditional Watches: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Omega (Swatch Group Swatch Group (Nordic) AB, 6.1 6.9 7.2 7.5 
    Ltd, The) The     
Rolex Rolex SA 5.1 5.5 5.9 5.8 
Daniel Wellington Daniel Wellington AB 2.0 1.1 4.4 4.3 
Seiko Seiko Holdings Corp 4.0 4.0 4.2 4.2 
Invicta Invicta Watch Group 4.1 4.1 3.6 3.5 
Longines (Swatch Swatch Group (Nordic) AB, 2.6 2.9 3.0 3.1 
    Group Ltd, The) The     
Cartier Richemont SA, Cie Financière 3.4 3.4 3.0 3.0 
Sjöö Sandström Sjöö Sandström Sweden AB 2.1 2.3 2.8 3.0 
Swatch (Swatch Group Swatch Group (Nordic) AB, 1.9 2.1 2.1 2.2 
    Ltd, The) The     
Citizen Citizen Watch Co Ltd 2.4 2.4 2.1 2.0 
Casio (Casio Computer Casio Scandinavia AS 2.1 2.1 1.9 2.0 
    Co Ltd)      
Gant (MF Brands Group) Gant Sweden AB 2.4 2.2 1.9 1.8 
Tissot (Swatch Group Swatch Group (Nordic) AB, 1.7 1.9 1.9 1.7 
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    Ltd, The) The     
Audemars Piguet Audemars Piguet & Cie 1.6 1.7 1.5 1.5 
Chanel (Chanel SA) Chanel Sweden AB 1.1 1.4 1.4 1.4 
Epoch Epoch Stockholm AB 1.3 1.3 1.4 1.4 
TAG Heuer (LVMH Moët TAG Heuer International SA 1.5 1.5 1.4 1.4 
    Hennessy Louis      
    Vuitton SA)      
Breguet (Swatch Group Swatch Group (Nordic) AB, 1.1 1.2 1.2 1.3 
    Ltd, The) The     
Certina (Swatch Group Swatch Group (Nordic) AB, 1.0 1.1 1.1 1.2 
    Ltd, The) The     
Champion Ur & Penn AB 1.2 1.0 1.0 1.0 
    (Klockgrossisten i      
    Norden AB)      
Rado (Swatch Group Swatch Group (Nordic) AB, 0.9 1.0 1.0 1.0 
    Ltd, The) The     
Moretime Ur & Penn AB 1.2 1.0 1.0 1.0 
    (Klockgrossisten i      
    Norden AB)      
Breitling Breitling SA 1.0 1.1 1.0 1.0 
Axcent of Scandinavia Ur & Penn AB 1.2 1.0 1.0 1.0 
    (Klockgrossisten i      
    Norden AB)      
IWC Richemont SA, Cie Financière 1.0 0.9 0.9 0.8 
Hublot (LVMH Moët Hublot SA 0.7 0.8 0.7 0.7 
    Hennessy Louis      
    Vuitton SA)      
Bvlgari (LVMH Moët Bulgari SpA 0.8 0.7 0.6 0.6 
    Hennessy Louis      
    Vuitton SA)      
Bulova Citizen Watch Co Ltd 0.7 0.7 0.6 0.6 
Jaeger-LeCoultre Richemont SA, Cie Financière 0.6 0.6 0.5 0.5 
G&S GoS Watches AB 0.6 0.5 0.5 0.5 
Others Others 42.7 41.7 39.3 38.7 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 57 NBO Company Shares of Connected Watches: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Apple AB 35.8 31.8 31.0 31.4 35.5 
Garmin Nordic Sweden AB 27.3 28.2 28.8 27.7 28.6 
Samsung Electronics 11.8 10.4 10.9 8.2 8.7 
    Nordic AB      
Fitbit Inc 3.8 4.7 4.8 5.0 5.0 
XPLORA Mobile AB 0.7 1.1 1.6 3.3 3.0 
Polar Electro Sverige AB 4.5 3.7 3.2 2.7 2.5 
Fossil Sweden AB 3.3 3.8 3.8 3.6 2.5 
East & West Distribution AB 0.7 1.1 1.2 1.2 1.4 
Citizen Watch Co Ltd - 0.4 0.7 0.8 0.5 
TAG Heuer International SA - 0.2 0.2 0.2 0.2 
Festina Lotus SA 0.7 0.5 0.4 0.3 0.2 
Huawei Technologies 2.8 2.7 1.6 1.3 0.0 
    Sweden AB      
Sony Nordic A/S 1.0 0.2 0.0 0.0 - 
LG Electronics Nordic AB - - - - - 
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Anima AB - - - - - 
Others 7.5 11.2 11.9 14.2 11.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 58 LBN Brand Shares of Connected Watches: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Apple Watch (Apple Inc) Apple AB 31.8 31.0 31.4 35.5 
Garmin (Garmin Ltd) Garmin Nordic Sweden AB 28.2 28.8 27.7 28.6 
Samsung (Samsung Corp) Samsung Electronics 10.4 10.9 8.2 8.7 
 Nordic AB     
Fitbit (Alphabet Inc) Fitbit Inc - 4.8 5.0 5.0 
Xplora (XPLORA Mobile XPLORA Mobile AB 1.1 1.6 3.3 3.0 
    AS)      
Polar (Polar Electro Polar Electro Sverige AB 3.7 3.2 2.7 2.5 
    Oy)      
Fossil (Fossil Group Fossil Sweden AB 2.4 2.4 2.2 1.5 
    Inc)      
Xiaomi (Xiaomi Corp) East & West Distribution AB 1.1 1.2 1.2 1.4 
Michael Kors (Fossil Fossil Sweden AB 1.4 1.4 1.3 0.9 
    Group Inc)      
Frederique Constant Citizen Watch Co Ltd 0.4 0.7 0.8 0.5 
TAG Heuer (LVMH Moët TAG Heuer International SA 0.2 0.2 0.2 0.2 
    Hennessy Louis      
    Vuitton SA)      
Kronaby Festina Lotus SA 0.5 0.4 0.3 0.2 
Huawei (Huawei Huawei Technologies 2.7 1.6 1.3 0.0 
    Technologies Co Ltd) Sweden AB     
Sony (Sony Corp) Sony Nordic A/S 0.2 0.0 0.0 - 
Fitbit Fitbit Inc 4.7 - - - 
Kronaby Anima AB - - - - 
LG (LG Corp) LG Electronics Nordic AB - - - - 
Others Others 11.2 11.9 14.2 11.8 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 59 Forecast Sales of Traditional and Connected Watches by Category: Volume 
2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Connected Watches 646.0 663.7 683.8 706.9 732.6 761.2 
Traditional and 1,889.1 1,915.3 1,938.9 1,964.9 1,994.4 2,025.5 
    Connected Watches       
Traditional Watches 1,243.1 1,251.6 1,255.1 1,258.0 1,261.8 1,264.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 60 Forecast Sales of Traditional and Connected Watches by Category: Value 
2023-2028 

 

SEK million 
 2023 2024 2025 2026 2027 2028 
 
Connected Watches 2,095.0 2,165.9 2,245.6 2,334.9 2,432.5 2,538.5 
Traditional and 4,901.9 5,041.3 5,190.5 5,340.5 5,499.1 5,660.9 
    Connected Watches       
Traditional Watches 2,806.9 2,875.4 2,944.9 3,005.6 3,066.6 3,122.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 61 Forecast Sales of Traditional and Connected Watches by Category: % Volume 
Growth 2023-2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Connected Watches 2.7 3.3 17.8 
Traditional and Connected Watches 1.4 1.4 7.2 
Traditional Watches 0.7 0.3 1.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 62 Forecast Sales of Traditional and Connected Watches by Category: % Value 
Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Connected Watches 3.4 3.9 21.2 
Traditional and Connected Watches 2.8 2.9 15.5 
Traditional Watches 2.4 2.2 11.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 63 Forecast Sales of Traditional Watches by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
- Traditional Watches 1,243.1 1,251.6 1,255.1 1,258.0 1,261.8 1,264.2 
    by Price Band       
- Traditional Watches 1,243.1 1,251.6 1,255.1 1,258.0 1,261.8 1,264.2 
    by Type       
Traditional Watches 1,243.1 1,251.6 1,255.1 1,258.0 1,261.8 1,264.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 64 Forecast Sales of Traditional Watches by Category: Value 2023-2028 

 

SEK million 
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 2023 2024 2025 2026 2027 2028 
 
- Traditional Watches 2,806.9 2,875.4 2,944.9 3,005.6 3,066.6 3,122.4 
    by Price Band       
- Traditional Watches 2,806.9 2,875.4 2,944.9 3,005.6 3,066.6 3,122.4 
    by Type       
Traditional Watches 2,806.9 2,875.4 2,944.9 3,005.6 3,066.6 3,122.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 65 Forecast Sales of Traditional Watches by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
- Traditional Watches by Price Band 0.7 0.3 1.7 
- Traditional Watches by Type 0.7 0.3 1.7 
Traditional Watches 0.7 0.3 1.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 66 Forecast Sales of Traditional Watches by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
- Traditional Watches by Price Band 2.4 2.2 11.2 
- Traditional Watches by Type 2.4 2.2 11.2 
Traditional Watches 2.4 2.2 11.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 67 Forecast Sales of Connected Watches by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Connected Watches 646.0 663.7 683.8 706.9 732.6 761.2 
- Connected Watches by 646.0 663.7 683.8 706.9 732.6 761.2 
    Type       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 68 Forecast Sales of Connected Watches by Category: Value 2023-2028 

 

SEK million 
 2023 2024 2025 2026 2027 2028 
 
Connected Watches 2,095.0 2,165.9 2,245.6 2,334.9 2,432.5 2,538.5 
- Connected Watches by 2,095.0 2,165.9 2,245.6 2,334.9 2,432.5 2,538.5 
    Type       
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 69 Forecast Sales of Connected Watches by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Connected Watches 2.7 3.3 17.8 
- Connected Watches by Type 2.7 3.3 17.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 70 Forecast Sales of Connected Watches by Category: % Value Growth 2023-
2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Connected Watches 3.4 3.9 21.2 
- Connected Watches by Type 3.4 3.9 21.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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WRITING INSTRUMENTS IN SWEDEN 
- CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 6% in current terms in 2023 to SEK389 million  

▪ Colouring is the best performing category in 2023, with retail value sales rising by 6% in 

current terms to SEK44 million 

▪ Bic Nordic AB is the leading player in 2023, with a retail value share of 18% 

▪ Retail sales are set to rise at a current value CAGR of 3% (2023 constant value CAGR of 1%) 

over the forecast period to SEK453 million 

 

 

2023 DEVELOPMENTS 
 

Sales continue to suffer from rise of paperless office 

Writing instruments saw a decline in volume terms in 2023, following the sluggish 

performance of the previous year. While writing instruments remain essential in schools, they 

are less used in offices and universities. As technology involves, consumers are increasingly 

using their laptops, tablets and smartphones for written communication, which offer greater 

speed and convenience. By contrast, current value growth remained fairly dynamic, driven by 

inflation and rising unit prices, and to a certain extent, the tendency to seek out more premium 

alternatives. Indeed, there is a growing niche of consumers, including younger Swedes, who are 

increasingly appreciative of traditional writing instruments, and who are willing to spend more on 

quality items. 

 

Writing instruments remains a commodified category 

Writing instruments remained a fairly commodified category, with a relatively large share of 

sales taking place through grocery retailers, where pencils, pens, markers, and other items were 

purchased with little concern for brand name or quality. This continued to be the main inhibitor to 

more dynamic value growth, as also observed in apparel categories, such as hosiery, where 

products are bought on a “wear-and-tear” basis. Brands benefitting from sales through grocery 

channels include affordable offerings, such as Bic, alongside private label. 

 

Luxury segment finds its niche 

At the other end of the spectrum was a rising demand for luxury writing instruments. While the 

majority of Swedes opted for affordable offerings, a small, but significant proportion were willing 

to spend considerably more on their writing instruments, resulting in a robust performance by 

retailers such as Brobergs Tobakshandel for much of the review period. The luxury segment is 

more dependent on bricks-and-mortar retail, although most players providing luxury writing 

instruments also have their own e-commerce sites, as is the case with the aforementioned 

Brobergs Tobakshandel. E-commerce platforms including Pen Shop and OnlinePenShop also 

offer a range of premium alternatives. While some consumers buying luxury writing instruments 

prefer to try out these products in person, they often make use of e-commerce sites’ return 

policies. In addition, this niche of consumers is typically very brand loyal, typically opting for the 
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same products, or premium options within the same range. That said, physical retail continued 

to account for the bulk of sales, with popular stores like NK Fine Writing having no e-commerce 

presence. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sluggish performance expected 

Writing instruments is expected to display only modest growth in constant value terms (2023 

prices) during the forecast period, coupled with a stagnant volume performance. The 

commodified nature of the category, with such products regarded as “throwaway” items by a 

large share of consumers will continue to limit the potential for more dynamic growth. The rising 

popularity of e-commerce, and its often lower unit prices, and the general shift towards digital 

devices in many scenarios will also function as growth inhibitors. While high-end products will 

add a certain degree of value, non-luxury items will still account for the majority of sales.  

 

Rise of digital communication methods will lead to continued demise of 
pen and paper 

The aforementioned preference for digital devices, primarily laptops, for everyday work and 

study, will result in writing instruments exhibiting the weakest performance within personal 

accessories in both volume and constant value (2023 prices) terms over the forecast period. 

With sustainability and conscious consumption being highly important to Swedes, the use of pen 

and paper is in many cases considered unnecessary. In addition, many workplaces are actively 

trying to reduce the use of paper and writing instruments for environmental and financial 

reasons. For instance, it is considered wasteful to print a large document and annotate it with 

handwritten notes, unless absolutely necessary. As the dynamics of modern workplaces and 

continue to evolve, demand for traditional writing instruments will gradually decrease, with the 

luxury segment being the core driver of value growth. Schools, on the other hand, will remain 

the main drivers of volume, as traditional writing instruments are considered better for learning 

than digital devices. Indeed, many schools that introduced digital devices have reverted back to 

traditional writing instruments. 

 

Ongoing preference for cheap alternatives, as well as refillable options, 
will inhibit value growth 

Well-known brands such as Bic and Pilot, with their extensive distribution networks, are 

present in all types of stores, including grocery retailers, and will therefore continue to account 

for the majority of sales. These brands are affordable and also benefit from a certain degree of 

recognition, meaning they often get chosen at the expense of cheaper alternatives. As such, the 

strong position of these brands will continue inhibit the entry of new players. These brands also 

offer a wide range of refillable options, a strategy which fulfils the demand among Swedish 

consumers for more sustainable alternatives. 

 

 

CATEGORY DATA 
 

Table 71 Sales of Writing Instruments by Category: Volume 2018-2023 

 

'000 units 
 2018 2019 2020 2021 2022 2023 
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Writing Instruments 35,157.9 33,713.9 29,735.8 30,445.5 30,517.8 30,271.5 
Pens 10,272.4 9,898.8 8,768.7 9,198.0 9,349.5 9,286.0 
Markers and Highlighters 2,487.8 2,455.4 2,209.1 2,257.8 2,284.8 2,273.6 
Pencils 2,602.3 2,454.7 2,243.3 2,313.6 2,236.5 2,194.6 
Writing Accessories 7,930.3 7,270.1 6,543.4 6,541.8 6,457.8 6,380.6 
Colouring 11,865.2 11,634.8 9,971.4 10,134.4 10,189.3 10,136.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 72 Sales of Writing Instruments by Category: Value 2018-2023 

 

SEK million 
 2018 2019 2020 2021 2022 2023 
 
Writing Instruments 360.0 354.9 322.9 340.9 368.0 388.8 
Pens 184.4 183.0 166.7 178.4 194.5 206.0 
Markers and Highlighters 50.4 50.8 46.4 49.0 53.1 56.1 
Pencils 32.9 31.5 29.2 30.2 31.3 32.7 
Writing Accessories 49.8 47.1 43.8 44.7 47.5 49.9 
Colouring 42.5 42.5 36.8 38.6 41.5 44.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 73 Sales of Writing Instruments by Category: % Volume Growth 2018-2023 

 

% volume growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Writing Instruments -0.8 -2.9 -13.9 
Pens -0.7 -2.0 -9.6 
Markers and Highlighters -0.5 -1.8 -8.6 
Pencils -1.9 -3.4 -15.7 
Writing Accessories -1.2 -4.3 -19.5 
Colouring -0.5 -3.1 -14.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 74 Sales of Writing Instruments by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Writing Instruments 5.7 1.5 8.0 
Pens 5.9 2.2 11.7 
Markers and Highlighters 5.7 2.2 11.4 
Pencils 4.4 -0.1 -0.4 
Writing Accessories 5.2 0.0 0.2 
Colouring 6.0 0.7 3.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 75 NBO Company Shares of Writing Instruments: % Value 2019-2023 
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% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Bic Nordic AB 16.8 17.8 18.0 17.7 17.5 
Pilot Nordic AB 14.7 15.0 15.3 15.2 15.6 
Faber-Castell AG 11.1 11.1 10.8 11.0 11.0 
Richemont SA, Cie 7.1 7.2 7.2 7.4 7.4 
    Financière      
Ballograf AB 6.6 6.9 6.0 5.7 5.7 
Staedtler (Nordic) A/S 4.7 4.8 4.7 4.8 4.8 
Newell Rubbermaid Sweden AB 4.2 4.2 4.4 4.6 4.6 
Pelikan Holding AG 3.1 2.9 3.1 3.1 3.1 
Schwanhäußer Industrie 2.5 2.5 2.5 2.6 2.6 
    Holding GmbH & Co KG      
Hermès Sweden AB - 0.3 0.9 1.2 1.4 
Caran d'Ache SA 1.4 1.4 1.4 1.4 1.4 
Schneider Schreibgeräte 1.2 1.2 1.2 1.2 1.2 
    GmbH      
Lamy GmbH, C Josef 1.1 1.1 1.1 1.1 1.1 
Office Depot Svenska AB 0.8 0.9 0.9 0.9 0.9 
Koh-i-noor Hardtmuth as 0.7 0.7 0.7 0.7 0.7 
Zig Kuretake Corp 0.6 0.6 0.6 0.6 0.6 
Sailor Pen Co Ltd 0.6 0.6 0.6 0.6 0.6 
Aurora Srl 0.5 0.5 0.5 0.5 0.5 
Louis Vuitton AB 0.5 0.5 0.4 0.5 0.5 
Pentel Co Ltd 0.5 0.5 0.5 0.5 0.5 
Pelikan Nordic AB - - - - - 
Others 21.4 19.5 19.2 18.6 18.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 76 LBN Brand Shares of Writing Instruments: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Bic (Société Bic SA) Bic Nordic AB 17.1 17.2 16.9 16.8 
Pilot (Pilot Corp) Pilot Nordic AB 15.0 15.3 15.2 15.6 
Faber-Castell Faber-Castell AG 10.3 10.1 10.3 10.2 
Montblanc Richemont SA, Cie Financière 5.7 5.7 5.9 5.9 
Staedtler (Staedtler Staedtler (Nordic) A/S 4.8 4.7 4.8 4.8 
    Mars GmbH & Co KG)      
Ballograf Ballograf AB 4.9 4.3 4.1 4.1 
Parker (Newell Brands Newell Rubbermaid Sweden AB 3.1 3.3 3.4 3.4 
    Inc)      
Pelikan (Pelikan Pelikan Holding AG 2.9 3.1 3.1 3.1 
    International Corp Bhd)      
Stabilo Schwanhäußer Industrie 2.5 2.5 2.6 2.6 
 Holding GmbH & Co KG     
Cross (A T Cross Co) Ballograf AB 2.0 1.7 1.6 1.6 
Cartier Richemont SA, Cie Financière 1.4 1.5 1.5 1.5 
Hermès (Hermès Hermès Sweden AB 0.3 0.9 1.2 1.4 
    International SCA)      
Caran d'Ache Caran d'Ache SA 1.4 1.4 1.4 1.4 
Schneider Schneider Schreibgeräte GmbH 1.2 1.2 1.2 1.2 
Paper Mate (Newell Newell Rubbermaid Sweden AB 1.1 1.1 1.2 1.2 
    Brands Inc)      
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Lamy Lamy GmbH, C Josef 1.1 1.1 1.1 1.1 
Office Depot (Office Office Depot Svenska AB 0.9 0.9 0.9 0.9 
    Depot Europe BV)      
Bic Kids (Société Bic Bic Nordic AB 0.8 0.8 0.8 0.8 
    SA)      
Graf von Faber-Castell Faber-Castell AG 0.8 0.7 0.8 0.8 
Koh-i-noor Koh-i-noor Hardtmuth as 0.7 0.7 0.7 0.7 
Zig Kuretake Zig Kuretake Corp 0.6 0.6 0.6 0.6 
Sailor Sailor Pen Co Ltd 0.6 0.6 0.6 0.6 
Aurora Aurora Srl 0.5 0.5 0.5 0.5 
Louis Vuitton (LVMH Louis Vuitton AB 0.5 0.4 0.5 0.5 
    Moët Hennessy Louis      
    Vuitton SA)      
Pentel Pentel Co Ltd 0.5 0.5 0.5 0.5 
Paper Mate (Newell Newell Rubbermaid Sweden AB - - - - 
    Rubbermaid Inc)      
Parker (Newell Newell Rubbermaid Sweden AB - - - - 
    Rubbermaid Inc)      
Office Depot (Office Office Depot Svenska AB - - - - 
    Depot Inc)      
Pelikan (Pelikan Pelikan Nordic AB - - - - 
    International Corp Bhd)      
Others Others 19.5 19.2 18.6 18.3 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 77 Distribution of Writing Instruments by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 95.4 94.9 90.7 89.9 90.4 89.4 
-- Grocery Retailers 29.5 29.5 22.9 25.9 26.8 28.7 
--- Supermarkets 6.6 6.6 5.2 5.9 6.0 6.6 
--- Hypermarkets 23.0 22.9 17.7 19.9 20.8 22.1 
-- Non-Grocery Retailers 65.9 65.4 67.8 64.0 63.6 60.7 
--- General Merchandise 13.4 13.4 11.2 12.0 12.3 12.7 
    Stores       
---- Department Stores 10.5 10.4 8.0 9.0 9.3 9.5 
---- Variety Stores 2.9 2.9 3.2 3.0 3.0 3.1 
--- Other Non-Grocery 52.4 52.0 56.6 52.0 51.3 48.1 
    Retailers       
- Retail E-Commerce 4.6 5.1 9.3 10.1 9.6 10.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 78 Forecast Sales of Writing Instruments by Category: Volume 2023-2028 

 

'000 units 
 2023 2024 2025 2026 2027 2028 
 
Writing Instruments 30,271.5 30,584.1 30,745.4 30,743.1 30,570.0 30,418.4 
Pens 9,286.0 9,371.0 9,443.8 9,481.5 9,444.6 9,407.5 
Markers and Highlighters 2,273.6 2,296.6 2,308.4 2,315.5 2,318.1 2,315.8 
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Pencils 2,194.6 2,202.1 2,193.2 2,182.8 2,161.1 2,139.3 
Writing Accessories 6,380.6 6,452.8 6,502.5 6,514.0 6,464.0 6,418.5 
Colouring 10,136.6 10,261.7 10,297.5 10,249.3 10,182.1 10,137.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 79 Forecast Sales of Writing Instruments by Category: Value 2023-2028 

 

SEK million 
 2023 2024 2025 2026 2027 2028 
 
Writing Instruments 388.8 396.3 401.8 405.1 406.5 408.2 
Pens 206.0 210.2 213.6 215.8 217.0 218.3 
Markers and Highlighters 56.1 57.2 58.0 58.5 58.9 59.1 
Pencils 32.7 33.2 33.3 33.4 33.3 33.2 
Writing Accessories 49.9 51.0 51.8 52.3 52.5 52.6 
Colouring 44.0 44.8 45.1 45.1 44.9 44.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 80 Forecast Sales of Writing Instruments by Category: % Volume Growth 2023-
2028 

 

% volume growth 
 2023/24 2023-28 CAGR 2023/28 Total 
 
Writing Instruments 1.0 0.1 0.5 
Pens 0.9 0.3 1.3 
Markers and Highlighters 1.0 0.4 1.9 
Pencils 0.3 -0.5 -2.5 
Writing Accessories 1.1 0.1 0.6 
Colouring 1.2 0.0 0.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 81 Forecast Sales of Writing Instruments by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Writing Instruments 1.9 1.0 5.0 
Pens 2.0 1.2 6.0 
Markers and Highlighters 1.9 1.0 5.3 
Pencils 1.4 0.3 1.4 
Writing Accessories 2.1 1.1 5.4 
Colouring 1.8 0.4 2.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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