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How do people think and feel about gold, and why?

What motivates them to buy it and what are the obstacles they may need to overcome?

All these questions are answered in new research from the World Gold Council encompassing consumers in India,
China, United States, Germany, Russia and Canada.

This gold market survey uncovered insights into what, how, why and where people buy gold. It put these findings into
the wider context of retail investment and luxury goods, in general.

So, what is the state of the gold market?

Globally, there are clear perceptions of gold as a safe, durable, traditional store of value, the research found.

As an investment, it plays to these strengths retail investors buy it to protect wealth and create long-term returns.
Jewelry buyers treasure it for sentimental reasons and as a reward for success.

Gold is mainstream, according to the research.

The precious metal has a strong global presence. This is true for both retail investment and jewelry. Worldwide,
almost half of retail investors and fashion and lifestyle consumers have bought gold at one time or another.

Gold is trusted, as the research showed.

Gold creates a feeling of safety and security, many survey respondents said.

The majority of retail investors and fashion and lifestyle consumers trust gold more than the currencies of
countries.

In India, 75 percent of investors trust gold more than currencies. The comparable numbers for China, U.S. and
Germany are 69 percent, 60 percent and 57 percent, respectively.

https://www.luxurydaily.com/category/sectors/jewelry/
https://www.luxurydaily.com/golds-investment-potential-limited-by-lack-of-awareness-education/
file:///author/mickey
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://www.gold.org/


Gold has an emotional connection, as the survey confirmed. It is  prized for more than just its  inherent value.

Retail investors and jewelry buyers alike feel that gold recalls happy memories and can bring good luck.

Per the study, 51 percent of retail investors globally agreed that gold got them luck.

Attitudes towards gold are also mostly stable across generations.

Consumers often ask whether the younger generations feel the same way about gold. Survey data suggests that, for
retail investment, they mostly do.

Per the research, 61 percent of retail investors said they trust gold more than currencies of countries.

This, of course, translates into their buying decisions.

Thirty-four percent of consumers ages 18 to 38 worldwide had invested in gold in the past year.

Almost half -- 46 percent of that age group stated that they would definitely invest in gold in the future.

Interestingly, younger investors tend to be less risk-averse and less likely to adopt a long-term approach to investing,
the council's research found.

The situation changes for Gen Z consumers falling between 18 and 24 years.

Gold jewelry resonates less well with younger consumers, most notably in the 18-22 band.

Worldwide, 26 percent of Gen Z consumers bought gold jewelry in the last year, with only 18 percent in China.

The connection to gold's emotional heritage is weaker among this group, the council research found. They tend to
approach luxury buying with a view to meeting functional, ethical and experiential needs.

This is particularly true of young Chinese jewelry buyers. Not only did they buy less gold jewelry than their Gen Z
counterparts elsewhere, only 31 percent of them agree that wearing gold helps them to fit in with their friends,
compared with 46 percent at a global level.

What, then, are the drivers of demand for gold?

Why do consumers buy gold? The answer is that it depends on a whole host of different factors, including people's
attitudes and their motives at the time of purchases, according to the council.

But, at a high level, a few factors stand out.

It may seem obvious, but consumers' demand for gold increases with their income, the survey confirmed. This is
true of retail investors and fashion and lifestyle consumers across all markets.

Also, macro risks and price trends are triggers for gold investment.

Three factors typically prompt retail investors to buy gold.

Forty-four percent bought gold to manage risk, either to diversify their risk or move from high- to low-risk
investments.

Thirty-one percent bought gold either on the recommendation of a financial advisor or a friend, highlighting the
importance of marketing and communications.

Twenty-nine percent bought gold because the price was low or on an upwards trend.

Jewelry purchases are firmly embedded in emotional moments, the survey found.

The emotional moments include personal celebrations of life's key milestones such as anniversaries, Valentine's
Day and religious festivals all occasions where gold jewelry has a strong foothold.

That said, there are nuances, with the relative importance of each occasion varying by market.

The research showed that anniversaries top the list in China, while in India they are matched by weddings. In the
U.S., gold jewelry is most often bought for a birthday.

What there is doubt of is the loyalty of gold investors.

Per the survey, gold buyers are more loyal than investors in other asset classes.

Sixty-four percent of consumers who have invested in gold in the past whether in jewelry, bars and coins, or ETFs



 

would definitely buy again in the future, they said in the survey.

So, what is the market potential?

The council found there is a significant opportunity to grow the gold market.

"We have identified a group of people who have never bought gold in the past but would consider buying it in the
future we call these people gold considerers," the council said in its research.

Thirty-eight percent of those surveyed had never bought gold, but were open to doing so in the future, according to
the research.

In the retail investment category, the opportunity in mature gold markets such as India and China is smaller than
Russia, for example, where retail investment market development has been stymied by a high rate of VAT, the
council said.

In the jewelry and luxury goods category, the opportunity in mature gold markets such as India and China is smaller
than in the U.S., which does not have as strong a cultural affinity with gold.

The survey found that 45 percent of consumers have invested in the past and would consider investing in the future,
while 38 percent have never invested before but would consider investing in the future and 17 percent would not
consider investing in gold.

Unlocking the opportunity is key.

Knowing there is a sizable opportunity is just half the battle, the council said. How can the gold industry convert this
potential demand?

The council's survey highlighted two key barriers that must be addressed to unlock market growth.

In the retail investment category, 48 percent of gold considerers cited lack of trust as a barrier to making an
investment. Twenty-eight percent were worried about buying fake gold, 21 percent concerned about the purity and 14
percent do not trust the businesses selling gold.

Raising awareness is another issue.

Sixty-six percent of potential new gold investors do not know enough about gold, do not know how to buy it, or think
it is  not affordable for them, the research showed.

Fifty-two percent of gold jewelry considerers said they could buy cheaper jewelry, it was too difficult to purchase, or
that they did not know anyone who wore gold jewelry.

Awareness and education, therefore, were key.

WHAT NEXT for the World Gold Council?

The organization interviewed 18,000 consumers worldwide, from established markets such as India and China, to
smaller markets that have potential to grow, such as Russia.

"This report is  a thematic analysis at an overarching global level," the council said in its report.

"In the coming months, we will be delving into more detail to better understand the individual markets, and the
mindsets of people who currently buy gold as well as those who could be persuaded to buy gold in the future," the
report concluded.

"We will be crunching the data to understand the threats and opportunities by category and market. And we will
engage with the market, with the aim of educating, informing and collaborating to address the barriers we've
identified and convert opportunities to grow the gold market."

Please click here to download the World Gold Council's Retail Gold Insights 2019 report
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