PRODUCT LISTING WHITESPACE BRIEF

Where The
Opening Is In
Personalized
Jewelry

This is the biggest, most proven demand of every niche we've
scanned — but that’s the trap. Personalized jewelry is a large, busy
market. You don’t win by selling all of it. You win by owning one
clear corner — birthstone pieces, or keepsake and photo lockets —
where buyers feel the most and price matters the least.

PRODUCT

Personalized jewelry (names, birthstones, keepsakes)

MARKETPLACES WINDOW
Amazon -+ Walmart - eBay - Etsy Snapshot - Jun 2026
FOR

A new or expanding seller in this category

THE BOTTOM LINE




Personalized jewelry has the largest, most proven demand
we’ve seen — which is exactly why you shouldn’t try to sell
all of it. Pick one sub-niche and own it. The strongest corners
are birthstone pieces and memorial or photo keepsakes.

Almost 177,000 people a month search in the US for personalized jewelry — more than two-and-a-half
times the next niche we looked at. All four big marketplaces already carry real, active listings, so this is a
proven market, not a hunch. But a big, proven market is also a competitive one. The good news is that this
category naturally splits into clear, separate corners — name pendants, birthstone pieces, keepsake
lockets, memorial jewelry, engraved bracelets — and each corner is its own opening. Your win is to plant a
flag in one of them and become the obvious choice there, instead of being one more generic “personalized
jewelry” shop.

a The demand is huge and proven. About 177,000 searches a month across the main phrases,
and every one of the four marketplaces has real listings selling right now. This is the largest, best-
proven demand of any niche in this series. That's the opportunity — and the reason it's crowded.

a The market splits into clear corners — that’s your way in. Between what people search for and
how sellers group their listings, the category divides into distinct sub-niches — name pendants,
keepsake and photo lockets, memorial pieces, birthstone jewelry, engraved dog tags. Each is a
smaller, winnable shelf. Owning one corner beats competing across the whole thing.

e The best corners are birthstone and keepsake pieces. Birthstone buyers are worth the most —
advertisers pay the highest price to reach them. Memorial and photo keepsakes are deeply
emotional purchases, so buyers care about meaning far more than price. Both are strong places to
start.

The one move: Don’t open a general “personalized jewelry” store. Pick one high-feeling

corner — birthstone pieces (highest buyer value) or memorial and photo keepsakes
(least price-sensitive) — and become the go-to name there. Expand only after you own it.




How to read this report. A Strong signal tag means we saw clear, consistent evidence across many
listings. An Early read tag means the signal is promising but based on a smaller look — worth a
closer dive before you bet big on it. We looked at what is publicly listed and reviewed on each
marketplace, plus how many people search for these pieces and how much advertisers pay to reach
them. That tells you where the crowds and the gaps are. It is a fast, directional read to point your next
move — not a full business plan.

01 WHAT WE LOOKED AT

The four biggest marketplaces

We read the top listings for personalized jewelry on the four largest places people shop online: Amazon,
Walmart, eBay, and Etsy. Unlike some niches where only one or two marketplaces have a real presence,
all four are active here — which is itself a sign of proven, broad demand. Each one tells a different part of
the story. Here is the one-line verdict for each, before the detail:

AMAZON WALMART EBAY

Design & options win Value shelf, flat Splits into sub-niches
EARLY READ EARLY READ STRONG SIGNAL

ETSY

Native home, crowded

STRONG SIGNAL



WHAT BUYERS PAY — WHERE WE COULD SEE PRICES

Walmart - $8-15

Amazon $10-16+
$10 $20 $30

Walmart, Amazon, and eBay each publish a price on their listings, so these bands are solid. Etsy does not show
prices we can read, so we read Etsy by its listings and demand instead. Prices here are lower than some categories
— most pieces sell for $10 to $25 — but the search demand is far higher, so the math can still work at volume.

02 AMAZON

Win on design and personalization options, not on materials  earcy reno

The finding: Amazon has a real, active set of personalized jewelry, mostly priced from $9.99 to $15.99 and
up. The sellers here don’'t compete on fancier metals — they compete on how it looks and how many
ways you can personalize it (fonts, colors, chain styles). That's an opening for a seller who offers better
design and more choices.

The evidence: Across the top listings, the pieces are similar in material and price, but the ones that stand
out give the buyer more control — different fonts, different chain lengths and finishes, color options. It's a

guality-and-choice game, not a materials game. That means you don’t need a costly product to win here;

you need a better-looking one with more ways to make it personal.

What to do: If you sell on Amazon, don’t just match the going product — out-design it. Offer more
font choices, more chain and finish options, and clear photos of each. Make the “make it yours” step
easy and obvious. That’s where the current listings are thin.



03 WALMART

A value shelf with steady, flat demand EARLY READ

The finding: Walmart has real personalized-jewelry listings in a $8 to $15 value band, but demand here
looks flat — steady, not growing. It's a fine place to pick up value-minded buyers, but it isn’t where the
momentum is.

The evidence: The listings cluster at the low end of the price range, aimed at shoppers looking for an
affordable personalized gift. The demand pattern is steady rather than rising, so treat Walmart as a
supporting channel — a way to reach the budget buyer — rather than the place you build your brand.

What to do: Use Walmart to reach the value shopper with a simple, affordable named piece — but
don’'t make it your main stage. Build your brand and your best margins in the higher-feeling corners
(birthstone, keepsakes) and let Walmart mop up the price-driven gift buyer.



04 EBAY — THE CATEGORY SPLITS INTO CORNERS

“Personalized jewelry” isn’t one shelf — it’s several  strone szenaL

The finding: This is the most useful thing we found. eBay makes it clearest: “personalized jewelry” isn’t
one shelf — sellers naturally group into distinct corners, each with its own buyer. On eBay we saw name
and initial pendants; photo, keepsake and dog-tag pieces; memaorial and cremation keepsakes;
relationship-and-occasion gifts; and a novelty tail. Prices run about $9 to $25. Each corner is a smaller,
winnable market, which is exactly how a newcomer beats a big, crowded category.

Put together with what people search for, the sub-niches worth owning are:

* Name and initial pendants — the everyday entry point; the biggest, most competitive corner.
* Photo and keepsake lockets — emotional, gift-driven, and less about price.
* Memorial and cremation keepsakes — deeply personal; buyers care about meaning, not cost.

« Birthstone pieces — one of the most-searched terms in the whole category and the highest-value
buyer (see the next section); a top corner to own, driven by search demand rather than any one
marketplace.

* Engraved dog tags — a distinct, simpler niche with its own steady following.

What to do: Use this map to choose. Don'’t spread across all five — pick the one corner that fits
your taste and supplier, and go deep. The two we’'d start with are birthstone (worth the most per
buyer) and memorial or photo keepsakes (buyers least driven by price). Own one, then add a

second.




05 ETSY

The native home — proven demand, but a crowded, discount-heavy shelf
STRONG SIGNAL

The finding: Etsy is the natural home for personalized jewelry — it's where buyers expect to find it. That’s
proof the demand is real. The catch: it's crowded, and listings are heavily discounted, often marked 50%
to 75% off. Steady demand plus deep discounts is the classic sign of intense competition.

The evidence: Across the top listings, marked-down prices were the norm rather than the exception — a
shelf where many sellers are fighting for the same steady stream of buyers by cutting prices. That tells you
two things: the demand is dependable, and going head-to-head on price here is a losing game. Your edge
has to come from a clear corner and a reason to trust you, not from being the cheapest.

Where the opening is — and how to take it

The opening isn’t “sell personalized jewelry on Etsy.” Everyone does that, and they’re
discounting to survive. The opening is to own one clear corner so well that buyers pick you
on purpose — not on price.

What to make:

« Atight, focused line in one corner — birthstone pieces, or memorial and photo keepsakes —
not a bit of everything.

» A simple set of options done really well: clear fonts, clean finishes, easy “make it yours”
choices.

Who to sell to:

« Gift buyers with a reason — birthdays and family milestones (birthstone), remembrance
(memorial), and sentiment (photo lockets). These buyers care about meaning, so they don’t
shop on price alone.

* Your own store — build a brand and a repeat following off Etsy too, so you're not trapped in

its price fight.

How to stand out: Lead with feeling and finished examples, make personalizing easy and
the preview clear, and give buyers a reason to trust you (real reviews, fast turnaround,
thoughtful packaging). In a corner built on emotion, that beats a lower price.



06 HOwW BIG IS IT — AND HOW CROWDED?

The largest, most proven demand we’ve seen — and a contested one
STRONG SIGNAL

The finding: This niche is big. Almost 177,000 people a month search for these phrases in the US —
roughly two-and-a-half times the next niche we studied. It's also easy to be found in search. But “big and
proven” also means “busy,” so the win is a single corner, not the whole market.

MONTHLY US SEARCHES, BY PHRASE

personalized jewelry 60,500

custom jewelry 40,500

birthstone necklace 33,100
custom name necklace 18,100
personalized necklace 14,800
engraved bracelet 9,900
20k 40k 60k

Together these phrases pull about 177,000 searches a month — the largest demand of any niche in this series,
roughly 2.5 times the next one. The demand is steady and proven. (We treat these as leading signals of interest, not a
count of sales — see the honest note at the end.)

How crowded is it? Two things help you. First, it's easy to be found — these search terms aren’t locked
up by big, hard-to-outrank websites, so a new listing has a genuine shot at showing up. Second, some
corners are worth much more than others: advertisers pay from about $3.73 up to $7.48 per click to reach
these buyers, and birthstone buyers command the top of that range — a sign those searches turn into real
sales. The one softer corner is the broad phrase “personalized jewelry” itself, where competition to reach
buyers is only medium. The hard truth: this is a big, proven market, so real sellers are already here —
especially on Etsy. You win by owning one corner, not by fighting across all of it.

What to do: Start where value and feeling are highest. Birthstone buyers are worth the most, and
memorial and photo keepsakes are the least price-driven. Because it's easy to be found but
buyers are worth bidding for, lead with strong everyday listings first, then use paid ads carefully —
only on the specific corner and phrases that turn into orders.




07 QUICK WINS

Where to start this week STRONG SIGNAL

« Pick one corner — don’t sell “personalized jewelry.” Choose a single sub-niche (birthstone,
memorial/photo keepsakes, name pendants, or engraved dog tags) and become the obvious choice
there. A focused shop beats a general one in a crowded market.

« Start with birthstone or keepsakes. Birthstone buyers are worth the most, and keepsake buyers care
about meaning over price — both are easier to win on than the price-driven name-pendant corner.

» On Amazon, out-design the field. Sellers there compete on options, not materials. More fonts, chain
styles, and colors — with clear photos — is a cheap way to stand out.

« Don’t win Etsy on price. The heavy discounting there is a race to the bottom. Lead with a clear corner,
real reviews, and fast, thoughtful service instead.

 Build your own store too. Use the marketplaces to get found, but grow a brand and repeat buyers off
them so you're not stuck in the discount fight.

08 WHAT THIS IS — AND ISN'T

An honest note before you act

This is a read of what'’s publicly listed on the four biggest marketplaces, plus how many people search for
these pieces and how much advertisers pay to reach them. It's a way to see where the crowds are, where
the corners are, and which ones are worth the most. It's a strong starting point, not a guarantee.

A few things to keep in mind. This is a big market with real competition — it is not empty space, so plan
to win a corner, not to walk into an open field. The search numbers (how many people look for these
pieces) and the click prices (how much advertisers pay) are solid, measured signals of demand — but they
are leading indicators, not sales. High interest and high click-value point toward money, but they don’t
prove units sold, so confirm your own numbers before you scale. We could also read Etsy’s listings but not
its prices or sellers, so treat the Etsy read as directional. And remember the trade-off: prices here are
lower than some categories, but the demand is far higher — the model works on volume and repeat buyers,
so keep your costs tight. What's left for you is to choose your one corner, line up a supplier, and make the
margins work.
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