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BELINDA MORRIS, EDITOR

ISSU E 
HIGHLIGHTS

FROM
the Editor

“The way diamonds 
capture, refract and play 
with light is incredible – 
this is what we should  
be celebrating on the  
shop floor…”
 p.24

“Resourceful, a lateral 
thinker and quite definitely 
in a class of his own…
Hatton Garden will not 
be the same without 
this treasure…”
 p.47

“What an immense 
contribution the Alabaster 
family has made to our 
industry – a shining 
example…”
 p.52

As is always the case with the March/April issue, 
I’m writing my editor’s page at the last possible 
moment having only just helped to celebrate the 
achievements of the NAJ’s JET students. Held 
in the gloriously opulent Goldsmiths’ Hall, the 
ceremony that sees certificates being presented 
to so many hard-working people determined to 
improve their knowledge and understanding of 
our industry, is as uplifting as it’s humbling. 
Congratulations to all of you. (See p14 for our 
report on the night).

Just a couple of weeks earlier the same 
hall was filled with another throng from the 
trade – this time for the extremely prestigious 
Goldsmiths’ Craft & Design Council Awards, as 
comprehensive a celebration of craftsmanship that 
takes place anywhere globally I would imagine.

So much talent 
in one room… cue 

more reasons to feel 
humble and uplifted.
Turn to p36 to see some of the winning pieces 
from across the 24 categories, including the 
NAJ Award, which was presented by NAJ CEO  
Simon Forrester.

Talking of whom, on p16 he talks to chairman 
Simon Johnson about his time as chairman, the 
journey within the NAJ that took him to this 
position and the important role that the National 
Committee and Steering Groups play in delivering 
an Association that best serves the membership. 
It took another group of equally committed 
people to form the Women’s Jewellery Network, 
which is now up and running with ambassadors 
around the country. With apt timing they held 
panel discussions on International Women’s Day 
– the sell-out inaugural events taking place in the 
Birmingham Jewellery Quarter and London. (p38)

If you happen to find yourself in the Jewellery 
Quarter and in need of sustenance, I suggest you 
make your way to Vittoria Street and check out 
The Hive. It’s a café run by students at Argent 
College and they make a pretty mean Americano 
and the largely organic menu looked really 
tempting too. I was actually there to check out 
this amazing, recently established charity-run 
college, so read all about it on p62. Another trip 
to the Quarter was to bid farewell to Alabaster 
& Wilson, a jewel of a business that has been 
a much-loved stalwart of the Trade for several 
generations. We also pay fond tribute to Robert 
Acker Holt, who very sadly passed away earlier 
this year – the end of an era for Hatton Garden.

Elsewhere in this issue you’ll find reports 
on the very many trade shows that have taken 
place at home and abroad, business advice, news 
and views. Oh, and a pretty hefty feature on the 
diamond and diamond jewellery market (a kiss 
on the hand may be quite continental…) 

Enjoy.
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Human rights activist Malcolm X 
said: “Education is the passport to the 
future, for tomorrow belongs to those 
who prepare for it today”. I am proud 
to say that the NAJ is helping more 
and more people prepare through our 
JET courses, and by the time you read 
this the NAJ Awards will have taken 
place in Goldsmiths’ Hall – a fantastic 
location to honour those who have 
committed to develop their careers, 
and acknowledge the support of their 
employers too. These graduates are 
the leaders of tomorrow. Their future 
career may change the way we work one 
day – a potential Elon Musk or Mark 
Zuckerberg could be sitting there in 
those hallowed halls.

Someone who has had a massive 
positive impact on education for our 
sector is, I am sad to say, about to leave 
us. Kate Madelin, NAJ’s director of 
education has given so much to advance 
both craft and retail training, including 
most recently pulling together a 
wholesale re-write of the JET Diploma 
(JET2 in old money). Kate will be sorely 
missed, and is replaced in mid-April 
by Stephen Wright the former CEO of 
the Federation of Awarding Bodies, 
another professional educationalist. 

Jumping back to the start of 
February, I attended my first Spring 
Fair (Jewellery & Watch) exhibition. 
While it is fair to say the snowy weather 
did not help attendances, it is clear there 
is a lot to do to turn the show around. 
Many exhibitors I spoke to at the show 
were disillusioned with exhibitions in 
general – the pattern of reduced visitor 
numbers seems to be universal across 

European shows. Clearly the NAJ will 
work closely with the organisers to try 
to re-engage with visitors – the show 
must offer more in order to attract them 
out of their shops. Watch this space 
to see how we did. Rest assured we 
will not allow our members to go into 
2019 without a decent exhibition for 
the Midlands and North. 

And finally on events, I was 
very pleased to be invited to attend 
the Birmingham launch of the 
Women’s Jewellery Network (WJN) 
on International Women’s Day (8th 
March). In the words of Victoria 
McKay, co-founder of WJN and COO 
of the London Diamond Bourse, WJN 
is currently provoking a positively 
disruptive conversation which is needed 
across many sectors. And don’t forget, 
this timely initiative started well before 
Harvey Weinstein and the #metoo / 
#timesup campaigns hit headlines. 

As an industry 
forged many 

centuries ago, 
ours is strong 

on tradition and 
it’s important to 
maintain that. 
However, we must also acknowledge 

and embrace change, whether in 
customer trends, supply chain 
management or in this case, working 
practices. At the WJN event I heard 

some fascinating and moving stories 
from women in senior roles, who had 
achieved greatness despite suffering 
everyday sexism or even direct attacks 
because their gender challenged the 
norm. This cannot stand. Society has 
moved on.

As I said at the meeting, we need to 
nurture our leaders of tomorrow and 
help everyone achieve their potential. 
It’s clear that the NAJ has been slow to 
respond – something I intend to address 
with immediate effect. The Women’s 
Jewellery Network is a worthy 
organisation, and the NAJ is committed 
to supporting its development, and the 
development of all who want to join 
or move up in this amazing industry.

We are starting with an open 
invitation to people to get involved with 
the Association (see my article with 
NAJ chairman Simon Johnson on p16) 
and help us steer the direction of the UK 
jewellery industry. The NAJ committee 
network, which I urge you to join, can 
also offer support and assistance in 
identifying and developing mentors. 
We all want to give something back to 
the sector that’s given us a livelihood 
– in the coming months we will be 
exploring this further, hopefully with 
your support and active involvement.

Simon Forrester CEO 
National Association of Jewellers
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KICKSTART 
This long-running mentoring, advice 

and exhibition platform – created and 
managed by IJL and the NAJ – is a unique 
industry path that guides design talent from 
final year student to successful consumer-
facing brands.

In a change for 2018, KickStart will 
accept just six applicants from UK-based 
designers. The chosen designers will 
have access to the many career-boosting 
benefits, including a mentoring package, 
workshop days, ongoing pricing, branding 
and marketing support, introductions to 
key industry figures and the opportunity to 
win a free stand at IJL 2019 in the special 
‘Industry’s Choice’ award.

In addition, to provide extra support, 
each UK-based winner will receive a 
bursary funded directly by the Benevolent 
Society, to assist with London transport and 
accommodation costs.

All of which will help ensure that each 
KickStarter has the opportunity to excel 
and maximise their experience at the 
show, where they will have access to IJL’s 
9000-strong jewellery audience of key 
buyers, leading influencers, international 
brands and consultants.

NAJ jewellery industry promotions 
ambassador, Lindsey Straughton, 
says: “Those chosen for KickStart are 
immediately highlighted as the ‘stars of 
tomorrow’, which creates an important 
media and brand awareness opportunity. 
Retailers will look to you as trend-setters 
and future collaborators, so you can’t afford 
to miss out!”

IJL event manager, Sarah Kitley-
Spencer, comments: “KickStart nurtures 
ambition, determination and talent, giving 
up-and-coming designers the chance to get 
their collections seen. We balance practical 
advice with design inspiration, so that you 
can become a better jewellery entrepreneur 
in today’s digital world.”

Previous 2017 KickStart winner, Farrah 
Al-Dujaili from Oddical, adds: “KickStart 
gave me the perfect platform to launch new 
additions to my collection and get in touch 
with stockists that I wanted to work with; 
it gave me more confidence and helped me 
secure multiple stockists, and created great 
PR for Oddical.”

Visit: jewellerylondon.com/kickstart to 
apply online. Only those who have been 
trading for more than 12 months will be 
considered. The deadline is 10th April.

BRIGHT YOUNG GEMS

The ‘IJL journey’ begins with the final 
year student and graduate-focused Bright 
Young Gems initiative. Alumni of this 
scheme and emerging designer brands can 
then apply for KickStart.

Two new judges have been appointed 
to join the panel for Bright Young Gems 
2018 – Liza Urla (top left), influencer and 
founder of Gemologue and, for the first 
time representing retailers, guest judge 
Henry Graham (bottom left), creative 
director and co-founder of Wolf & Badger. 
They join long standing panellists Hilary 
Alexander OBE, editor-at-large Hello 
Fashion Monthly; Annabel Davidson, 
editor of Vanity Fair on Jewellery and Alice 
Edwards, jewellery editor for Sunday Times 
Style and The Times LUXX magazine.

Bright Young Gems has evolved over 
the past 13 years to become the foremost 
industry-recognised platform for new 
talent. The four winning designers, final 
year students at UK colleges/universities 
or recent graduates, will win the chance 
to exhibit at IJL in September, as well as 
attend a one-day mentoring workshop with 
leading jewellery experts in June. This 
workshop will help the winners maximise 
their IJL experience.

Liza Urla said: “I am always on the 
lookout for exciting and innovative 
emerging designers for Gemologue. Bright 
Young Gems is an important initiative for 
young and up-and-coming designers who 
are about to dazzle the jewellery world with 
their exceptional talent and creativity. I am 
excited to help handpick the best of the new 
crop of talented designers that jewellery 
lovers need to know about!”

 Henry Graham added: “The opportunity 
to be part of a great initiative like Bright 
Young Gems that so closely complements 
what we do at Wolf & Badger by also 
supporting independent brands was one 
we couldn’t easily pass up. Like all of 
the brands we choose to work with, I 
will be looking for superlative quality of 
craftsmanship, differentiation in design 
approach and an element of commerciality.”

 Bright Young Gems winner in 2017, 
Kristina Ferenchuk, concluded: “Bright 
Young Gems was a great opportunity for me 
to present my work in a very professional 
setting and get invaluable feedback on my 
work from the industry. The mentoring day 
that was organised prior to the show was 
incredibly useful, and during IJL I felt more 
confident and prepared, as well as making 
meaningful contacts.”

Applications are now open for Bright 
Young Gems 2018. Final year UK college/
university students and graduates who 
are one to two years out of college can 
apply. The closing date is 9th May. Visit: 
jewellerylondon.com/brightyounggems

DESIGN 
TALENT

Emerging up-and-coming 
UK jewellery designers 

with their sights set 
on success are invited 

to battle it out for 
KickStart and  

Bright Young Gem  
places at International 

Jewellery London 
(Olympia London, 

2nd – 4th September).
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Digital currency, Dash, has released the results of a survey showing 
considerable interest in the cryptocurrency uptake by UK jewellers.

DEPLOYING THE  
DASH SURVEY

In November 2017 the NAJ issued the 
survey on behalf of Dash, presenting a 
unique opportunity to secure an early 
view on cryptocurrencies. The team says 
working with the NAJ allowed them to 
engage with the best of the sector and they 
are clear they chose the right merchants 
to start their engagement with.

DASH DELIGHT

Ten NAJ members had a happy 
surprise as randomly selected winners 
from participants in the survey. First prize 
winner, Phil Sylvester, of Sylvesters the 
Jewellers, Kenilworth commented:

“I’m absolutely thrilled and may 
consider accepting Dash in the future. 
I know from talking with Stuart 
that Dash wants to do further work 
around the public’s perception about 
cryptocurrencies so they become less 
mysterious and more mainstream. This 
will help businesses in the UK wanting 
to adopt this new digital cash”.

DEVELOPING  
DASH AWARENESS

The survey shows there is growing 
awareness of cryptocurrencies and an 
appetite for ongoing information and 
engagement. Some NAJ members are 
happy to be early adopters, recognising 

that the use of crypto could open up new 
markets, and new customer opportunities. 

Frustration with the costs and 
settlement speed of traditional banks came 
through loudly, and the speed of money 
transfer is a key attraction.

But the survey also revealed there are 
perceived reputational concerns of using 
cryptocurrencies and merchants want 
to see Anti Money Laundering (AML) 
regulations extended to cover crypto 
transactions. The price volatility of the 
currency also needs to be handled in 
practical day-to-day trading solutions.

Stuart Bean, the Dash proposal owner 
leading this project, comments:

“Since issuing the survey the 
UK Government announced that 
cryptocurrencies like Dash will be 
covered by the same laws as Sterling 
transactions. Regulation was supported 
by the majority of companies surveyed. 
While no one wants to see unnecessary 
red tape, a light touch approach with 
sensible regulation could helpfully 
address concerns raised and encourage 
increased adoption of Dash.”

DIVIDED DASH OPINION
Overall the results demonstrated a 

positive interest by the sector, particularly 
given this is a new technology. The survey 
highlighted the strength and polarity of 
member views, with the project team 
acknowledging cryptocurrencies have 
some way to go to appeal to everyone at 
this time.  

DASH INTEGRATION
While it is early days and some are 

reluctant to be first movers, team member 
Paul Tanner is leading work with NAJ 
members keen to be early adopters, 
identifying issues that need addressing 

to help smoothly integrate Dash into UK 
businesses. He comments:

“Thanks to the survey we identified 
merchants who were happy to discuss 
integration. Inspired by the project, most 
were thinking about adapting their online 
presences to include Dash as an optional 
payment method. Initial integration 
studies have identified important areas 
including encouraging development of 
UK exchanges that will give more options 
to exchange Dash to sterling.”

Kerstin of Kerstin Haigh Jewellery is 
looking forward to working with Dash:

“I was thrilled to win two Dash just 
before Christmas. I think there is a lot 
of potential in alternative currency and 
have decided to integrate Dash merchant 
services into my jewellery sales. I am 
excited to collaborate with Dash and 
look forward to my first jewellery sale 
with Dash.”

DEFINING DASH  
NEXT STEPS

The team believes the results from 
the survey of NAJ members give good 
reason for optimism, with challenges 
identified that can be tackled, and they 
are planning work around AML, ongoing 
communication and progressing work on 
integration of Dash into business.

In 2018 Dash will launch Dash 
Evolution with a mission to make 
digital cash easier to use and accessible 
for all users, even for those who aren’t 
technologically savvy.

For further information please contact 
stuart.bean@simplyassociations.co.uk

Phil Sylvester
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Craftsmanship insights, 
insider revelations and (very 
discreet) gossip kept an 
audience spellbound when 
jewellery specialist Joanna 
Hardy took to the f loor 
with luxury goods house 
Cartier recently. Hosted 
by the Goldsmiths’ Centre 
and the Goldsmiths’ Craft & 
Design Council (GC&DC), 
the exclusive, sell-out event, 
offered the rare opportunity to hear from head of 
Cartier’s London workshops Neil Battes and retail 
director Vincenzo Marsico.

Laurent Feniou, Cartier UK MD commented: 
“Cartier UK are thrilled to support the ‘In 
Conversation’ event hosted by our friends the 
Goldsmiths’ Craft & Design Council and The 
Goldsmiths’ Centre. Since 1847, the Maison Cartier 
has been synonymous with beauty, excellence, 
creativity and a unique savoir-faire, and the Maison 
has blossomed into the inventor of an iconic and 
universal style while constantly pioneering new 
ground. We are delighted to share our values at 
such an engaging exchange with its very passionate 
audience.”

The evening celebrated the 60 years of partnership 
between GC&DC and Maison Cartier, its Principal 
Patron – the highly prized Jacques Cartier Memorial 
Award, available since 1958, is bestowed on those 
setting the highest benchmark standards for 
outstanding and exceptional craftsmanship. As 
Hardy reminded the audience (many of them past 
recipients of GC&DC Awards) the standards for this 
prize are so incredibly high that in 60 years only 38 
have been given, and of those only three have been 
for jewellery. As Hardy pointed out, Cartier itself 
is the epitome of excellence.

So, how did Battes find 
himself in the enviable 
position of heading up the 
house’s London workshop? 
What was his journey? It 
turns out that the 15-year 
old boy from Hackney (with, 
he admits, little in the way 
of academic qualifications) 
received an apprenticeship 
at a Clerkenwell jewellery 

workshop making signet and wedding rings. And 
then “a light came on” for him. “I was there for six 
years and loved it,” he explained. “But I wanted 
to be a diamond mounter.” So he took himself off 
to John Cass School where he was under an ex-
Cartier craftsman. By 23 he was a mounter in Hatton 
Garden, until a position came up at Cartier. And 18 
years later… “I have loved every moment; it’s such 
a great company – I have been so blessed.”

Italy-born Marsico arrived at Cartier via a slightly 
different route – having come to the UK in 1989 to 
learn English, his good luck landed him a junior 
salesman job at Cartier in Harrods. A “very small 
counter” then led to a move into the Fine Jewellery 
Room… he had joined ‘the big boys’ and that’s 
when he “really discovered jewellery”. Finally, with 
Cartier firmly in his DNA, Marsico arrived at the 
New Bond Street store.

What, Hardy wanted to know, was the most 
memorable piece of jewellery that he had sold in 
his time? “Occasionally you have the opportunity to 
handle, to offer, exquisite vintage pieces that you’ve 
only seen in an archive, in a book. They’re works 
of art; the craftsmanship gives you goosebumps,” 
he said. “And what we make today are works of art 
to last generations.”

Up 
close 
and 
personal 
with

Ahead of the Goldsmiths’ Craft & Design Council Awards, Joanna Hardy 
leads a fascinating ‘in conversation’ with Principal Patron Maison Cartier.

Paul Jones’ 
Revolving Dial 
Clock, winner 
of the Jacques 
Cartier Memorial 
Award 2017

Cartier UK’s Vincenzo Marsico and 
Neil Battes with Joanna Hardy.



F L A W L E S S  C R E A T E D  J E W E L S

TREASURE HOUSE COMPANY   2 0207 400 0000

B J A  M E M B E R S H I P  2 3 9 3 5
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THE LIVERY HALL IN GOLDSMITHS’  HALL, WAS, ONCE AGAIN, THE 
APPROPRIATELY OPULENT SETTING FOR THE NATIONAL ASSOCIATION’S 
PRESENTATION OF AWARDS.

The magnificent hall, with its gold leaf moulded ceiling and 
enormous crystal chandelier, was positively thrumming with a 
low-level buzz of excitement, as the huge industry throng prepared 
itself to acknowledge and celebrate the achievements of the NAJ’s 
JET students.

In his welcome speech, the NAJ’s chairman Simon Johnson 
thanked business owners, family, friends, tutors, industry figures… 
and of course the students themselves for being at what he described 
as his favourite event of the year. 

And while commending the hardworking graduates for their 
achievements, he hoped that many would go on to study further 
with JET Business Development and JET Management Diploma. 
He reminded everyone that the NAJ’s education Trust can provide 
scholarships and assistance towards training. “Learners are 
earners” he added.

Alongside Simon on the top table of the Awards was NAJ CEO 
Simon Forrester, NAJ vice chairman Harriet Kelsall, head of the 
education committee Heather Calloway and Kate Madelin, the 
NAJ’s head of education. Heather took the opportunity of the 
occasion to say a heartfelt farewell to Kate, for whom the Awards 
marked her last day in her role. She thanked her for her invaluable 
contribution, while highlighting her many achievements. 

The CEO also thanked the whole of the education team – Mandy 
Kelly and Anne-Marie Reeves in particular for their tireless work 
in preparing for the Awards over the preceding months and also 
praised the tutors, moderators and CAT advisors for their huge 
help and unstinting support of students.

And so to the presentations themselves. Chris Garland of 
Bransom Retail Systems set the wheels in motion by presenting 
awards to the dozen students of 2017 who had received the Bransom 
Award for the best JET Certificate project. It was then the turn 
of CEO Simon and chairman Simon to read out the names of the 
many graduates of the Professional Jewellers’ Diploma. They 
came from across the country, representing proud independent 
and multiple retailers. As ever, an impressive total of 13 graduates 
were from various Beaverbrooks stores, with F Hinds, Fraser Hart, 
Harrington & Hallworth and Allum & Sidaway not too far behind.

The 2017 JET graduates

NAJ
EDUCATION AWARDS

2018
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Every student in the room was beaming with pride and nervous 
excitement as they stepped onto the stage to collect their certificates. 
But every year there is always one individual in particular who 
can be excused for having the broadest smile – the recipient of the 
Greenough Trophy. This mark of recognition for skill, dedication 
and hard work is presented to the student who achieves the highest 
aggregate marks, having completed the most outstanding project 
in the Professional Jewellers’ Diploma.

This year it was Amanda Williams, who works for Mappin & 
Webb in Chester, who was able to take the coveted award home with 
her. Her name joins all previous recipients engraved upon the trophy 
that was first bestowed in 1946. “This hand-written project exudes 
perfection,” enthused the moderator, “and the work that’s gone 
into this far exceeded expectation… nothing short of exquisite.” 
When pushed to let us in on her secret, Amanda admitted: “what 
you read in my assignments is me having a conversation with 
you. I wanted to include my humour, enthusiasm, passion and 
personality into my writing. I wanted my assessor to enjoy reading 
it! I put blood sweat and tears into my final project and I think 
that may have shown.”

So that’s what makes a winner! The trophy aside (“a great 
honour and one of my proudest moments”), taking the JET course 
has had a hugely beneficial effect on Amanda’s working life. 
“The subjects are interesting and relate to what you encounter 
on a day-to-day basis,” she explained. “Plus, one of my biggest 
hang-ups is my lack of confidence. This course has gone to great 
lengths to help me with that.”

The CAT advisors and examiners

Anne-Marie Reeves and Mandy Kelly from the Education teamSimon Johnson with one 
of the graduates

Heather Calloway and 
Kate Madelin

Chris Garland with the Bransom Award winners

THE GREENOUGH TROPHY

“A great honour and one of 
my proudest moments” Amanda Williams – Greenough trophy winner
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SF: So how did you first get involved 
in Association life?

SJ: Marmalade Jewellery had been a 
member of the NAG since 2005, and I’d 
been considering it for a while. I was first 
encouraged to join a committee by Pravin 
Pattni of Minar Jewellers. I came along 
to a council meeting on HMS Belfast and 
was invited from there to join the original 
membership committee. Since Marmalade 
joined NAG several industry ‘characters’ 
told me “it’s an old boys’ club, a closed shop 
of duffers who think they’re better than 
others”. That’s not what I’m seeing now. I 
see a range of committed individuals with 
different experience and age, from right 
across our trade, all working together to 
make a better industry. And how about you?

SF: I’d been working in the NHS 
in London for a few years and fancied 
a change of career. I was friends with 
the chief dietitian at the hospital, who 
mentioned his professional association had 
a job going. Once he explained what an 
association actually was, I was intrigued. 
An organisation that’s there to help people, 
represents an entire industry, and does a 

huge range of things – I was hooked, and 
the rest is history. Anyway, I’m supposed 
to be asking you questions… Did your 
impressions of the Association change 
when you first got involved?

SJ: Yes, in some respects it was still an 
old boys’ club. That has really changed in 
the seven years since I was first involved. 
I’m really proud that our current National 
Committee is so heavily female oriented 
and people relatively new to committee life.

SF: And our next chairman is Harriet 
Kelsall and the National Committee is about 
60 per cent female.

SF: What made you choose to take on 
the chairmanship of NAJ?

SJ: I was approached by a board member 
on a one-to-one basis, who explained that he 
and several others felt I could add a lot of 
energy and new ideas into the Association. 
He explained the sort of work that was 
involved and also the incredible honour 
of being asked. There was a ‘bedding-in’

period of two years as vice chair before 
being thrown in at the deep end at the AGM.

SF: What’s been the benefit to  
you personally?

SJ: It’s massive. I feel a completely 
different person to who I was four years ago. 
There’s a lot of responsibility. Ultimately as 
chairman I am responsible for the country’s 
leading jewellery trade association, not just 
for now but for future generations. I’ve had 
to chair some really interesting meetings 
and been invited to some really interesting 
events and occasions. I was asked to 
officially open Jewellery & Watch last year; 
I’ve been to the Trial of the Pyx, GC&DC 
Awards, black tie dinners. I’ve presented 
awards, sponsored awards and invented 
awards. I’ve been responsible for strategy 
for Association work, situations in and for 
the trade, the Federation and beyond…

We get to decide on consumer and 
member disputes, how we see our education 
offering expanding and how things like 
‘Made in Britain’ can make an impact on 
people’s business lives.

Simon Johnson was the first chairman of the newly-formed National Association of 
Jewellers in June 2016. He caught up with CEO Simon Forrester, to discuss the value 

of volunteering and where the NAJ is headed.
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Do you have a passion for our 
sector? Want to join a range of 
committed individuals with different 
experience and age from right across 
the jewellery industry? Then you 
should consider joining an NAJ 
Committee.

The National Committee (NatCom) 
is the governing body of NAJ, made up 
of around 12 people from across our 
industry. Whilst not company directors 
of NAJ, NatCom members have a 
duty of care to both the membership 
and employees. With their industry 
knowledge and experience, their focus 
is on strategy and performance so they 
set targets for the staff team to deliver. 
The team does the day-today work, 
the NatCom ensures NAJ is being run 
properly. 

Time commitment is around 12 days 
a year, with vacancies to be decided 
at the AGM being held at Goldsmith’s 
Hall on 14th June. If you’d like to be 
nominated, come and see us on 24th 
April, or contact the NAJ office.  
The industry needs people who can  
give something back – in the words 
of Lord Kitchener, “Your Association 
Needs You”!

The NatCom is supported by 
Steering Groups:
• Better Business Group
• Education
• Institute of Registered Valuers
• Marketing
• Technical Standards

What does being on a committee 
involve?

There are usually four meetings each 
year, held mid-week either in London 

or Birmingham. Committee members 
receive all paperwork in advance, gather 
opinions before attending meetings, and 
come along ready to give their views 
and those of their peers.

What is needed from committee 
members?
• Passion for the sector, competency 

and commitment
• Honesty, trustworthiness and 

integrity
• Responsible decision-making
• Transparency and accountability
• Respect ing the r ights and 

expectations of members
• Willingness to put forward a point 

of view
• Ability to respect the three Cs:

1. Confidentiality: what is said in 
meetings remains confidential 
unless otherwise stated

2. Conflict of interest: members will 
raise any potential conflict of interest 
that may arise, in the interests of 
transparency and fairness

3. Competition Law: members 
avoid falling foul of competition 
regulations
Those who need not apply: 
‘Yes’ (wo)men; those ‘only there for 

the sandwiches’; those who can’t put 
the Association and the sector above 
their own interests; those with a single-
issue axe to grind and those who aren’t 
prepared to spend time outside meetings 
on the role. Not reading the paperwork 
and just turning up is not acceptable.

It’s a really important role and ultimately 
I find it very rewarding – there are and have 
been some sleepless nights and fraught 
moments, but I wouldn’t change it for  
the world.

SF: How has your business benefited?

SJ: Marmalade has boomed as a result 
of my role; not only am I more skilled at 
debating, talking and listening, I’m a much 
better coach and more patient with my team  
and clients.

I’ve been encouraged, supported and 
coached by people who might not otherwise 
have noticed little old me. My team hold 
their heads higher, they are more confident 
with clients and my clients like the fact that 
they are purchasing from the ‘mayor of 
jewellery’! People are naturally more trusting 
of the chairman of the NAJ – customers and  
tradies alike.

SF: What have you been most proud of?

SJ: Quite a lot actually…. In the last two 
years we’ve merged two associations, moved 
offices, changed senior management with a 
six months hiatus, re-written and re-launched 
both our major education offerings, stuck 
with and made progress on ‘Made in Britain’, 
had our most successful trade show ever last 
year, increased our offering and scope at the 
Loughborough Conference and held two 
very successful network conferences. We’ve 
introduced a major initiative – the TH March 
Club, with our preferred insurance partners 
at TH March. We’re now going to the nation 
with our ‘Live’ roadshows, and are about to 
start work on our new website.

Just yesterday at the National Committee 
meeting we started work on several new 
initiatives that will change the face of the 
Trade in a very short space of time. It’s 
amazing fun actually.

SF: What would you say to someone 
considering getting involved in the 
Association?

SJ: Do it. No question. Being at the 
centre of the momentum for our industry is 
brilliant. I love seeing how decisions made 
at the National Committee ripple through 
the sector, and improve the lives of members 
and the industry beyond. We are leading the 
jewellery industry alongside some key partner 
organisations. In your experience, how do 
other associations find leaders of the future?

SF: Various routes, but the best one is 
definitely to bring people up ‘through the 
ranks’ so to speak – to encourage them to 
be involved in an area where they have a 
particular interest, and then to develop that 
into something bigger.

SJ: As a newcomer to the sector, what do 
you think are the key issues?

SF: A bit early to tell, but Brexit, security, 
responsible supply chains, and technological 
innovation are all ones that keep getting 
mentioned.

SJ: So that’s where we can find that spark 
of interest. We can discuss that with potential 
future leaders at our april event, and I’d like 
to extend a warm welcome to all – come and 
find out what it’s all about.

 YOUR Industry NEEDS YOU! 

• Excellent experience as a non-executive director
• Profile and kudos of being an active member of an internationally- recognised 

association
• Networking opportunities
• Transferable skills (budgeting, strategic planning, project management)
• Fun! (and hard work too).

 So, if you think you can make your industry better, get nominated or join 
a committee. The industry needs people who can give something back – in the 
words of Lord Kitchener, Your Association Needs You!

Would you like to know more? Meet the NAJ team at our open 
event, 24th April at our London office: 45 Britton Street, EC1M 
5NA. Time slots: 9.30 – 11.30AM and 2 – 4PM. All are welcome. 
Register your attendance by emailing: maddy.richards@naj.co.uk

WHAT is on OFFER:

17
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SAVE the DATE

NBJ
The combined sales of the JET 

Business Network members exceeded 
£33 million in 2017 and reflected a like-
for-like growth on 2016 sales of over 7 
per cent. This was mainly driven by store 
investment, diamond rings and bespoke 
work. Christmas sales reported in the 
month of December were once again 
down on the previous December and 

accounted for approximately 13.5 per 
cent of annual sales, compared to 17 per 
cent just three years ago.

Sales growth on 2016 was reported 
by 69 per cent of the stores and there 
was a small increase in gross margin 
and sales per square foot. Behind these 
positive headlines are some challenging 
individual stories with the closure of 

four retail stores for reasons of early 
retirement, brand loss and the difficulties 
of trading in a shopping centre with 70 
per cent vacancy rates. Early indications 
from JBN members regarding 2018: “We 
are in for another difficult year” with 
concerns expressed over political and 
economic uncertainty, rising costs and 
falling consumer confidence.

R E P O R T S  7 . 3 %  A N N U A L  S A L E S  I N C R E A S E

For an annual subscription 
of £850, you and your business 
will benefit from the shared 
knowledge, experience and 
expertise of the JBN via:

• Monthly Performance Reports 
– enabling you to benchmark 
your business against other  
retail jewellers.

• Online Q&A Forum – whether 
you have a business issue or 
just seek guidance. You ask the 
question and the members answer.

• Educational Store Visits – allow 
you to see and hear what other 
jewellers are doing.

• Regional Group Meetings 
– to discuss the issues and 
opportunities they face, as well 
as develop new business skills.

• New Flash Service – receive 
relevant business and industry 
articles straight to your inbox.

• Member Business Surveys – on 
topics identified by the members.

• Plus the opportunity to influence 
and shape the content of the 
Annual Oxford Congress.

• For f u r ther in for mat ion 
Visit the NAJ website or 
Call Michael Donaldson on 
07817 305 122 or email him at 
michael@thevalueinnovator.co.uk

At the JBN we passionately believe that 
the key to success in any industry sector 
is the sharing of knowledge, expertise 
and experience with other like-minded 
industry professionals. The fact is, no 
successful business or business owner  
can afford to be an island because the  
more we share and learn, the more our 
business will grow and, most importantly, 
grow profitably.

“It’s great to meet other similar retailers who are happy to share 
their knowledge and experiences.” Aaron Temprell – Temprells

“The key benefit to me (of being an NAJ member), even though it costs extra, 
is the JBN. Networking, sharing best practice, getting advice and information 
are exceptionally useful. Some of the tips received have helped saved us enough 
money to more than justify the fee. I’d encourage and recommend it highly”. 
Adam Jacobs – Jacobs the Jewellers

HOW TO sell more JEWELLERY

10th ANNUAL OXFORD CONGRESS
Tuesday 5th June, 2018

NAJ Members £225 + VAT
Non NAJ Members £250 + VAT
Tickets available from 5th April



Member of The National Association of Jewellers  •  Registered in England No. 2747708

Authorised and regulated by the Financial Conduct Authority (No. 306522)

Telephone: 0121 478 5100   Fax: 0121 478 5115   Email: insure@nicholsonwhite.com   Web: www.nicholsonwhite.com

Nicholson White & Co Ltd, St Mary’s House, 68 Harborne Park Road, Harborne, Birmingham, B17 0DH
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A ‘quiet’ show – whether in terms of 
visitor numbers or high-profile exhibitors – 
is not just a local issue… witness BaselWorld 
if you need evidence of a general malaise. 
But, by anyone’s standards, Jewellery & 
Watch was… well… disappointingly quiet. 

Addressing trade fair fatigue (if that’s 
what’s going on) is clearly vital and 
pressing, but meanwhile the exhibitors 
who did pull out all the stops at J&W (and 
they were there) deserve recognition. And 
buyers who took the time to really work the 
aisles will have found plenty to make the 
trip to Birmingham a positive one.

It’s always worth, for instance, checking 
out the Weston Beamor stand when the 
winners of the Group’s annual competition 
with BCU School of Jewellery students, 
are revealed. Many past victors have gone 
on to be successful jewellery designers, so 
remember the name Kai-Blu Triassi – his 
contemporary, geometric engagement and 
wedding ring set impressed the judges for 
its “commercial focus, unique design and 
understanding of thickness and tolerances, 
demonstrated through his strong CAD 
modelling skills”.

Lapidary London was one stand that 
caught the eye… even before moving in to 
get a closer look. The chic chocolate brown 

interior, with picture frames highlighting 
the jewellery, was the perfect backdrop 
for this new collection from diamond 
jewellery supplier Treasure House 
Company. Building on the success of its 
recently launched Silver & Co, designer 
Fleur Worters has taken inspiration from 
the workmanship of high-end jewellery, 
to create classic pieces in platinum-plated 
sterling silver set with top quality Swiss-
made CZs – from clear and yellow, to bright 
green nano.

Not just inspiration, but authenticity 
was on offer at wholesaler Marjo, which 
unveiled the Timeless Classics collection. 
Created by Dutch jewellery manufacturer 
GL Nederland, the line of late Victorian, 
Art Nouveau and Art Deco style pieces 
was made possible when the company 
bought a business and found boxes of old, 
original models and designs when clearing 
the attic! In sterling silver, hand-set with 
Swarovski crystals (plus onyx in some 
cases), for high-quality brooches, earrings, 
bracelets, pendants and rings, this was 
identifiable style history resurrected for 
today’s jewellery market.

While it made its debut at Vicenza in 
January, the brand new Ania Haie made 
a significant impact at J&W, with buyers 
and press alike loving the delicate layered 

look in sterling silver and 18ct rose gold 
plating… as well as the pretty dusty pink 
packaging, strong marketing push, free 
luxe-look displays and affordable price 
points. With nine collections Ania Haie is 
“on-trend and an easy sell” says director 
Andy Maine.

Distributed in the UK and Ireland by 
Jos Von Arx, the New Zealand-based 
Astra also enjoyed a buoyant show with 
its rhodium plated, CZ-set sterling silver 
collections. New designs were added to the 
Freedom range – simple pendants featuring 
a single charm surrounded by CZ crystals. 
Available in multiple sizes and in a variety 
of colours – silver, silver and rose gold, and 
silver and yellow gold – with matching stud 
earrings, they’re perfect for layering. 

Tapping into the ever-growing number 
of silver brands at J&W, Hockley Mint 
drew attention to its extensive collection of 
charms… for traditional charm bracelets. 
Demonstrated on a new spinner holding 
126 charms, the sterling silver pieces (from 
a range of over 2,000, with seven styles 
of bracelet available and gold an option) 
covered themes from wedding, birthday 
and love motifs, to anchors, tools and  
the alphabet.

While no-one  
could accuse  
J&W Birmingham  
of having a buzz 
about it this year, 
seeking out the 
bold, bright and 
beautiful was 
not a fruitless 
exercise, we say.
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Ania Haie

Astra

Clogau

Les Georgettes

Ravn
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Among the very many looks and themes 
at Gecko – which was benefiting from 
the ease with which giftwear buyers from 
the other Spring Fair halls could access 
fine jewellery aisles – were graphic and 
minimalist designs at Fiorelli. Sleek linear 
profiles, mixed materials (including stones 
and pearl) and oversizing were attracting 
attention, along with the more traditional 
Beginnings, Elements Silver and Elements 
Gold, Fred Bennett, D for Diamond and 
Orla Kiely.

Also making beautifully effective use 
of pearls was Clogau, which unveiled new 
delicate openwork ‘Tree of Life’ pieces 
enhanced with freshwater pearls. While 
the new Kensington collection – inspired 
by the fine scrollwork of Kensington Palace 
Gate – combines sterling silver and 9ct rose 
gold filigree pieces and the very sparkly 
Ar Dan (‘ablaze’) makes great use of white 
topaz for bold, feminine earrings.

For Unique & Co the growth area 
for the past three years has been silver 
ladies jewellery – from the delicate, heart 
and nature-inspired pieces, to edgier ID 
bracelets with slider clasps, higher-priced 
CZ micro-pavé set pendants, the very 
giftable, beaten silver zodiac line and the 
always popular leather wrap bracelets.

Meanwhile Unique & Co’s men’s line 
is always expanding “and selling itself” 
in what might still be a niche market, but 
one that continues to grow. To complement 
the popular double-wrap plaited leather 
bracelets, rings have been re-introduced 
– in carbon fibre and blue and black IP 
plating and tungsten with wood many 
are sold as wedding rings. Engraveable 
small pendants, crosses and curb chain 
bracelets and heavy steel chains of 
different lengths underline the strong, 
urban feel of the collection. Highlighting 
the fact that men’s jewellery is buoyant, Les 
Georgettes, which is extending its reach 
with handbags and children’s jewellery, 
has launched a collection of men’s narrow 
cuff bracelets and rings in stainless steel 
with interchangeable bands of leather, or 
fluid Perspex.

BaselWorld it wasn’t, but J&W’s watch 
offering was worth investigation for a 
number of brands new to the UK market. 
Arguably the most unexpected among 
these was Ravn (pronounced rawn), the 
first watch brand to emerge from the Faroe 
Islands (established in 2016). Created by 
Niels Lassen Arge, optician-trained but 
from a watchmaking family, the five-
theme collection comprises 26 designs. 
Behind Ravn’s aesthetic is a desire to 
project the history and tradition of the 

Faroe Islands, with churches being a key 
source of inspiration. Meanwhile quality 
is paramount, so Swiss-made movements 
and sapphire glass feature.

At Bezel, the UK distributor for Roberto 
Cavalli and Just Cavalli timepieces, the 
focus was on the introduction of watches 
by French designer Jean-Paul Gaultier and 
San Francisco fashion brand Esprit. With 
a laid-back, minimal, ath-leisure aesthetic 
Esprit included great ‘70s retro styles in the 
collection, while JPG watches channelled 
the playful motifs of fashion’s bad boy – 
like sailor stripes and tattoos – but in a 
nuanced, wearable way.

As well as introducing TrueLove 
Diamonds – statement jewellery using 
white and natural, heat-treated intensely-
hued coloured diamonds – Mode9 offered 
a broad selection of timepieces. These 
included the commercially-priced, fashion 
forward Spanish Nowley line and Oxygen 
which has expanded beyond the nato strap 
styles to offer a more urban look. At the 
higher end was Emile Chauret – with a 
strong female angle – and dramatically 
different Epos, with its intriguing, 
beautifully-crafted pocket watch that fits 
into a case to become a wristwatch. Worth 
a close look in anyone’s book… you had 
to be there.

Hockley Mint

Jean Paul G
aultier

Nowley

Timeless 
Classics

Lapidary 
London

UniqueFiorelli
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DO MY 2018/19 TAX 
RETURN EARLY
If you are employed you may 
need to wait for your P60 or 

P11D or if you are self-employed, for 
your accountant, but once you have got 
the info get your tax return done. For one 
reason or another for the 2016/17 tax year 
745,488 people missed the 31st January 
2018 deadline completely.

1,290,948 returns were filed in the last 
two days of which 758,707 people left it 
to the last day, of which 30,348 people got 
done in the last hour! 

2 MAKE MY ISA 
CONTRIBUTION 
EARLY
Why wait to the end of the 

tax year to do an ISA? An ISA isn’t for 
everyone, now you can have some or all 
of your interest tax free, but if you are 
going to take out a cash ISA, or a Stocks 
and Shares ISA, why wait until the end 
of the tax year when you are up against 
it and might miss the deadline?

3 MAKE A PENSION 
CONTRIBUTION 
EARLY
Why wait until the end of the 

tax year to either pay into your pension, 
or set your pension up, when you  
will be worried about the timing? Pension 
input periods are now aligned to the tax 
year. Talk to your financial planner 
and accountant early on in the year;  
you may have to wait and see what 
earnings you will have or how much 
money your business will make, but you 
can plan in advance.

4 THE BIG 4–0 
COMING UP 
THIS YEAR?
Get your Lifetime Individual 

Savings Account (LISA) set up now or it 
will be too late. 

Still fortunate enough to be under 40? You 
have to set it up before you are 40 but you 
can then contribute until you are 50 and 
get a government bonus on your savings 
of 25 per cent! Each year you delay setting 
it up is a year of a lost bonus.

5 IT’S A TAX TRAP 
AND YOU’VE BEEN 
CAUGHT. DON’T 
GET CAUGHT

Sing to the Boomtown Rats tune to remind 
you not to get caught. Here are some tax 
traps:

• Pension Tax Trap One – Life Time 
Allowance

• Pension Tax Trap Two – Annual 
Allowance for high earners

• Pension Tax Trap Three – Reduced 
Money Purchase Annual Allowance 
for taking a pension

• Child Benefit Tax Trap
• Personal Allowance Tax Trap.
For fact sheet:  
thmarch.co.uk/about-us/publications

6 MAKE GIFTS 
TO REDUCE MY 
INHERITANCE 
TAX LIABILITY

Why wait until the end of the tax year? 
Make use of every allowance you can to 
reduce your estate (as long as you can 
afford to), after all Inheritance Tax is a 
voluntary tax.
gov.uk/topic/personal-tax/inheritance-tax

7 WRITE MY WILL
Make this a priority, you 

can decide who you want it all 
to go to, but more importantly 

if you have children you can decide who 
will look after them. If you have a share 
in a business decide what will happen to 
your share. My advice is to use a solicitor.
(Not really a tax year thing but important).

8 MAKE IT A 
RELEVANT LIFE

Own or control a Limited 
Company then get your life 

cover paid for by your company, for the 
benefit of your dependants, but not a P11D 
to you and it should be a trading expense 
for your business. Beats paying for it out 
of your own after tax and after NI income.
For fact sheet:  
thmarch.co.uk/about-us/publications

9 GIFT AID IT
If there is a choice to gift 

aid it then gift aid it and make 
a note for when you do your 

tax return. The charity can claim back 
the basic rate tax and if you are a higher 
rate tax payer you can claim back the 
additional amount on your tax return 
reducing your tax bill tax.
gov.uk/donating-to-charity/gift-aid

10 CLAIM 
HIGHER 
RATE TAX 
RELIEF ON MY 

PENSION CONTRIBUTIONS
Lots of higher rate tax payers don’t bother 
and pay more tax than they have to.  
Doing your tax return on line is no longer 
hard work.

NEW TAX YEAR RESOLUTIONS

Steve Clemence, chartered financial planner at TH March, with many years of experience as 
well as academic achievement, offers invaluable advice on staying on track with finances.
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Up a bit? Down a bit? Stable?

Not much to write home about, when looking at the price 
of the material, is the general thinking. “Diamond prices have 
been fairly stable since the dollar fluctuations that we saw in 
the middle part of last year,” says Hockley Mint’s Gary Wroe. 
“With the dollar hovering around £1 = $1.4 diamond prices are 
lowering – the Trump effect maybe?” adds Jonathan Ratner 
of Henig Diamonds. “Generally speaking prices are pretty 
stable right now in US$, however the weak pound has meant 
some significant rises post Brexit vote,” adds Ed Adams of 
EW Adams.

Keep stepping back along the supply chain and the 
views come with extra detail and perspective. “The Indian 
diamond dealers dominate the diamond industry,” says 
Andy Bass of Bass Premier. “In fact, Mumbai’s diamond 
bourse consists over 2,500 offices in nine tower blocks. 
It demonstrates a massive growth in the diamond trade 
across Asia. If they’re doing well the prices are high, but 
if trade is difficult then the prices tend to be negotiable. 
The Indian banks have always been supportive of their 
country’s diamond industry and so the manufacturers 
and dealers could, with confidence, invest in their 
future. Currently, even in the post Christmas lull, 
prices have been rising but we believe they will 
stabilise again by the end of March,” he adds.

“Prices of polished diamonds, having been 
fairly weak for quite a while, have stabilised since 
the New Year, to the extent that for certain shape/
size/qualities they’re experiencing a resurgence, 
primarily in round goods,” says Neil Holness 
of Monnickendam Diamonds, which supplies 
loose polished diamonds as well as offering 
services including cutting and polishing. 
“This is often the situation at the beginning 
of the year, with major producers taking 
the post-holiday season as an opportunity 
to gauge the strength of the market, with 
some success this time around as demand 
for polished goods remaining buoyant for 
the moment.”

From prices and shape 
shifts, to influences and 

imminent issues – Belinda 
Morris talks to key diamond 

and diamond jewellery 
players, to gauge what’s 

making the market sparkle.
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“As always, price is super important,” Ratner 
says. “Certified diamonds are a commodity market 
with uncertified goods providing the best value. One 

carat rounds are always in demand, with those priced 
at a wholesale £2k per carat proving to be market  
gloom-resistant.”

“In the last two months polished diamond prices have 
seen an increase of two-to-six per cent, depending on 
size, quality and colour,” says Ehud Laniado chairman 

of Cora International. 

“Meanwhile, rough diamonds have increased six-
to-10 per cent – rough prices have been stronger than 
polished for years. This is very unhealthy for the 
diamond industry and if the pressure on the midstream 

is strong it might cause polished diamonds to go down 
in price in the long run because manufacturers will 
have to sell.”

Wendy van Loock of Windiam in Antwerp reports 
that aside from some ‘minimal exceptions’ there have 
been no major changes overall. “Over the last two 
years general polished diamond prices have reached a 
fairly stable level,” she says. “But for the near future we 

expect prices to rise slightly. On one hand, rough supply 
of better quality goods is not getting easier because the 
goods that are coming out of the mining industry tend to 
be of lower quality, and our rough department sees on each 

new transaction stronger competition... At the same time 
demand for the polished product is slowly growing in the 
mainstream range.”

Lita Asscher of Royal Asscher adds that: “due to a lack of 
liquidity in the market, prices of certified stones offered vary 
widely. For those who need cash flow, the asking prices are low, 
the discounts high. Fancy colours are doing better than ever. 
Prices are high; the nice goods scarce.”

GEMEX

EW Adams

25
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When consumers choose diamonds, are optimum clarity and colour the most important 
considerations, or might those two Cs be sacrificed for more carats? It depends who you 
ask. Tankel, for instance, has built its reputation on being able to provide good value, large 
stones. “And there’s even more demand now for scale over quality,” says Tony Tankel. 

“At the moment, the solitaire market is tending towards higher carat weight and lower 
quality,” agrees Bass. “When the diamond is set in yellow gold, the lower colour and clarity 
are less obvious. But, if the diamond is set in white gold or platinum, then the lower colour 
and clarity become more prominent. We offer our customers a choice of diamonds for the 
same price – a 1ct. diamond that is F-G/SI is equivalent in price to H/I/VS for instance. So 
the customer can decide whether to sacrifice colour or clarity to keep the weight.”

It can also depend on the market. According to Asscher, the Japanese prefer smaller 
stones with higher colours and clarities “while in the US we sell more medium colours 
and clarities – consumers do not like the heavily included stones,” she adds. It’s Tresor 
Paris’ experience too. “People tend to go for quality over quantity and it’s what I always 
recommend,” says director and diamond specialist Salim Hasbani. Lee Ruben at Gemex 
also describes his customers as quality conscious – “they’re not asking for lower grade 
diamonds,” he says.

For those with a broad range of customers, it’s harder 
to generalise on this subject. “Our clients are diverse – 
some want maximum size for budget while for others it’s 
about quality,” says Tobias Kormind of 77Diamonds. 
“In general, UK customers favour quality over size, most 
often going for the F/G and VS1/VS2 combination.” It’s 
a similar story at Windiam. “We have customers in every 
segment of the business and ‘quality versus size’ relates 
more to their brand DNA,” says Van Loock. “The 
jewellery industry today has a tendency to focus on three 
main groups of polished diamonds: FGH VS, GHI SI2 
and GHIJ I1.”

Laniardo notes that the most popular diamonds are of the 0.25ct to 3 carats and mainly in 
the VS Sl qualities. “I can see clearly that the most spending goes on mid to low price tickets 
because most of the polished diamonds sold today are three carats and lower. Today, as over 
the past few years, the purity of the popular diamonds that are sold today is very average.”

But it’s not all about colour and clarity of course. Forevermark diamonds are marketed 
particularly on their cut, with its “supreme symmetry… to maximise the brilliance”. Taking 
this into account, the brand is finding increasingly that “consumers are shifting to lower 
colours and clarities, especially the case when you see an increase in carat weight,” says 
Daniel White, head of licensee markets. “The most popular in the UK now is G/H with 
VS/SI clarity and we expect this to continue this year.”

“Hans D Krieger are diamond cutters and we have the ability to re-cut what historically 
are undesirable stones – J,K,Ls and even Ns and Os,” says UK agent David Fell. For us, 
and our customers, the principal thing is the cut – the fire and liveliness – then clarity, 
then colour. With certification we’ve made a rod for our own back,” he adds. “While it’s 
good to have a guarantee, no-one is wearing a piece of paper. Jewellery is purely personal.”

This would be the view of those jewellery designers who actively prefer diamonds of 
‘dubious’ colour or clarity; therein lies their character and beauty. Teri Howes, for instance 
opts for hand-faceted diamond beads in black, grey, cognac and champagne to give colour 
combination options for her ‘off-piste crochet’ pieces.

T
H

E
 M

A
R

K
 O

F
 I

N
D

U
ST

R
Y

 I
N

SP
IR

A
T

IO
N

 A
N

D
 I

N
F

O
R

M
A

T
IO

N

26

D
ia

m
on

d 
JE

W
E

L
L

E
R

Y

Samuel Jones Pearls

Royal Asscher

Size or 
quality matters?

Bass Premier



27
E or quality?

Al
es

sa
 A

m
ar

a

Olivia Grace

Protea

Stephen Webster

Clogau

Hockley Mint

Teri Howes

Tresor Paris

RINGL



28

The Shape of Things
Round stones (more expensive due to the low yield) have held the 
top spot shape-wise since most can remember (tradition-meets-
great light reflection)… but are things shifting? Yes, but only a 
tad is the consensus – brilliants rule, but cushions and princesses 
are hot on their heels. “As a result of Meghan’s ring we may see 
a surge in popularity of the cushion cut,” says Hasbani, “as well 
as gold rings with white diamonds.” At Treasure House Danny 
Cohen feels that the British mind is more open to different shapes, 
such as cushion, oval and pear, with sales steadiest in mounts and 
diamond-set wedding bands in general.

“Round stones remain popular, but increasingly sophisticated 
customers are looking for something different,” says Asscher. 
“We’re introducing the new patented Royal Asscher cushions in 
2018.” Forevermark’s Black Label collection is available in oval, 
cushion, square and heart… as well as round. “Using state-of-the-
art technology and studying how light travels within a diamond, 
fancy shape diamonds can exhibit the extraordinary brilliance, 
fire and scintillation that until now belonged to round brilliant 
cuts,” says White. “So in the majority of our stores across the UK 
and Ireland there has been a substantial shift.”

For Ntinga’s rings the more unusual pear and marquise shapes 
are proving popular, particularly set with diamond shoulders. At 
TrueLove brilliants are being caught up (a little) by cushions, 
followed by emerald, princess and pear shapes. Meanwhile Henig 
reports a shortage of princesses in the market – the case for the 
past six months or so – with square cushions and ovals (without 
bow-tie shadows) stepping up to the plate. And Hans D Krieger 
is promoting its point of difference with pear shapes – a new, 
all-pear line bracelet being a perfect example.

Still Playing Solitaire
For engagement rings single stone settings are always in 

demand, but might that change with royal influences? A wait 
and see thing maybe? “There was certainly interest in the royal 
engagement three-stone ring, however we’ve yet to see this fully 
trickle down to a consumer level, and we’ve seen a large increase 
in sales of our Centre of My Universe [halo] collection.” says 
Forevermark’s White. “No specific shift into trilogies,” agrees 
Van Loock, “but we do notice a bigger interest in halos.” As 
has Ntinga, where a diamond-set shoulder adds further to the 
impressive look of a ring.

No waiting though at 77Diamonds where demand for trilogies 
has definitely increased due to the Meghan effect. And Clogau 
has introduced a trilogy ring into its Compose line this season – 
a decision made before the royal engagement, but still… “It’s a 
lovely sentiment,” says Sonia Menezes, “the stones representing 
the past, present and future.”

EW Adams was also ahead of the game. “We’ve noticed for 
some time now that the consumer is searching for something a 
little different and more interesting than a solitaire,” says Adams. 
“We already stocked the pattern pre-Meghan, and yes, we are 
selling more now!” Three-stone rings tend to appeal to second-
marriage brides, observes Bass.

At British-made Wedds & Co they have the millennial customer 
firmly in their sights with a new collection of solitaires, trilogies, 
halos and clusters – along with matching wed-fit bands, aimed to 
achieve realistic price points without impacting on the retailer’s 
profit margins. At Gemex however, which has invested heavily 
into engagement ring mounts and just enjoyed one of its best ever 
years, solitaires are still the best sellers.
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Roseberry

Stephanie Cachard

Domino

Verifine

GFG Jewellery



because women love full eternities...

18CT GOLD DIAMOND AND COLOURED-STONE 
SKINNY FULL ETERNITY RINGS

We stock sizes from J to O       
5 year guarantee

RSP from £350 to £795

www.verifine.london   neil@verifine.london   0207 603 5688

The AnchorCert Group provides a diverse range of high quality services. 
We test and hallmark silver, gold, palladium and platinum jewellery, 
grade diamonds and identify coloured gems, value jewellery, watches 
and silverware, analyse precious metal compounds and powders, test for 
harmful substances like nickel, lead and cadmium, as well as providing 
consultancy and retail-focused training.  
Much, much more than hallmarking. It’s what we do.

#itswhatwedo  #anchorcertified  #morethanhallmarking

T: +44 (0)121 236 6951  anchorcertgroup.com

YOU’LL BE AMAZED AT WHAT WE DO.
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While commitment/eternity rings, engagement rings and, increasingly, wedding 
bands, are the most frequently bought diamond-set items, other diamond jewellery is 
faring okay, often when set with other gems, such as coloured stones or pearls. More 
women buying for themselves is one reason, says White, who reports that Forevermark 
classic studs and solitaire pendants are currently popular, with diamonds being bought 
“as symbols of pride, joy and optimism” as much as love. 

At Picciotti, the Xpandable™ line is enjoying most success with the diamond-set 
bands and bracelets. And Ruppenthal reports that after its interchangeable pavé clasps, 
the memory rings, pavé earrings and pendants and diamond bead necklaces are all 
doing very well. The most popular line at Ntinga last year was ‘Lustre’, the laser-drilled 
diamonds collection, with round, pear and marquise shaped diamonds suspended 
from at 18ct wire for earrings and a necklace. “Our best selling Flexi-Link bracelets, 
necklaces and earrings is proving enormously popular,” says Bass. “We now offer over 
120 bracelets and over 50 necklaces including ones that feature graduated brilliant or 
princess-cut diamonds, plus three different styles of matching drop earrings.” 

“We sell a broad range of diamond jewellery; each collection has its own distinct 
characteristics and therefore has its own place within the fine jewellery market,” says 
Domino’s Andrew Morton. “Our recently launched Anthology collection, which is made 
up of diamond and gemstone jewellery across earrings, neckwear, bracelets and dress 
rings, was very successful in the lead up to Christmas, but is still proving popular as 
we enter into the bridal season – showing it has its place in the market all year round.”

Jewellery designer Natalie Ball, of Natalie Perry, opts for diamonds in her delicate, 
gold filigree jewellery, which is inspired by the faded murals in Indian palaces. “I like 
the idea that a diamond is forever, which fits my design inspiration of ancient palaces 
standing the test of time,” she explains.

Just a Love thing
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New certification players; supply chain and squeezed profits; synthetic/lab-grown 
diamonds; retail environment changes; responsible sourcing; consumer tastes shifting… it’s 
all going on, says diamond commentator and specialist Eric Emms: “With ethical supply of 
diamonds for instance, how do UK retailers respond to this? Do they all understand about 
such things as the Kimberley Process for instance? How do you explain to consumers about 
the new players in certification? Then, with lab-grown diamonds (I call them synthetics, but 
what should they be called?) there’s the ‘three Ds’ – description, detection and disclosure.”

Monnickendam’s Holness is pretty clear here: “Synthetic diamonds have no place in our 
business; no soul, call it what you will. Nor have they the kudos of a natural diamond…” 
he says. “To call them fakes is perhaps over stressing the point, but synthetics are still 
synthetics and must be stated as such. To ensure the purity of supply of natural diamonds to 
our clients, we’ve invested in several diagnostic machines, including the new SYNTHdetect 
developed by IIDGR (De Beers), all capable of distinguishing between natural diamond 
and synthetic HPHT, CVD (and simulants). We have a strictly enforced protocol requiring 
ALL diamonds entering our offices are tested; a simple but effective procedure ensuring 
all our stock is entirely natural in origin.”

Not all regard ‘non-natural’ diamonds as evil. “We believe that synthetic gemstones are 
not a problem providing they are certificated or labelled as such,” says Bass. “We have had 
some success with laboratory-grown and treated pink and some fancy coloured diamonds; the 
thorny question of demand exceeding the supply of 
natural stones led us to try them out.” Kormind offers 
his own optimistic view: “Man-made will open 
up a whole new group of consumers who will begin a 
relationship with diamonds that might not otherwise 
have been possible,” he says. “Millennials will 
aspire to own the natural version and will do so when 
they can afford it.” And even if they’re marrying 
later (and fewer doing it) he still regards getting 
engaged as being one of the “ultimate experiences, 
and they aspire to own diamonds as much as 
previous generations”. Maria Carola of Picchiotti 
feels that “innovations are positive and bring about 
new openings” but at the same time does not believe 
“that lab-grown diamonds will out-rule centuries of 
love and appreciation of real diamonds”.

“Synthetic diamonds are a product like any other product,” says Laniardo. “That product 
will attract some market share… but a different kind of client. As players in the world of 
natural diamonds, we should focus on our product and not devote energy and creativity to 
downgrading synthetic diamonds, but rather use it to upgrade our product. This will create 
a win for our clients and a win for ourselves.” 

And for those who consider lab-grown diamonds to be more ‘ethical’ he offers this view: 
“their production is causing more harm to the environment than natural diamonds because 
of the need for high electrical energy”, and for good measure, throws in: “millennials and 
others will soon realise that synthetic diamonds do not have a secondary value.” Ouch. 

“Ethical sourcing of diamonds remains a topic of great interest, and quite rightly so,” says 
Holness. “The Kimberley Process was a starting point in resolving a few well-publicised, 
unpleasant incidents associated with the production of rough diamonds, generally achieving 
those goals it targeted. As a continuation of this progression, Monnickendam Diamonds is 
a member of the Responsible Jewellery Council, whose aims stretch far beyond the remit 
of the KP and are far more encompassing.”

“Change is coming and it is up to us as an industry to ensure we take all the measures 
we can to ensure traceability and responsible sourcing,” says Wroe. “In this modern day it 
seems strange that with all the technology and tracking that can be done, we cannot have a 
fully transparent supply chain. Lab-grown is becoming more and more popular and with the 
marketing and understanding of what lab-grown is, will continue to expand into the market.”
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So... Let’s talk 
about Blockchain

About what?! Blockchain for diamonds is an important 
subject, but is not widely understood. So what’s it all about?

Blockchain technology (‘the new black’ says Ratner), in 
any industry, seeks to ensure a fully traceable supply chain. 
Currently De Beers is “progessing development of the first 
blockchain technology initiative to span the diamond value chain 
and provide a single, tamper-proof and permanent digital record 
for every diamond registered on the platform”. White explains 
that: “the initiative will underpin confidence in diamonds and 
the diamond industry by ensuring that all registered diamonds 
are conflict-free and natural, while also enhancing efficiency 
across the sector.”

The pilot, now underway with a small number of participants, 
aims to identify “key insights and opportunities for enhancement 
and assess how the platform can be integrated with existing 
systems and processes, in advance of a full launch later this 
year”. During the development phase, De Beers is addressing 
key considerations, including the protection of commercially 
sensitive data, streamlining processes and providing assurance 
for those that finance the industry. 

“Once established, it’s anticipated that the blockchain will 
operate as an open, inclusive platform, on top of which a range of 
applications that benefit the industry can be built,” adds White. 
“It will ultimately be governed by an independent foundation 
that will represent the interest of all users.”

So, a good idea then?

Definitely, according to Amit Mahboobani of TrueLove 
Diamonds. “Anything and everything that aids in reducing the 
trade in conflict diamonds is a step in the right direction, not 
just to increase sales to ethically-minded customers, but because 
it’s the right thing to do,” he claims.

“We feel that as long as all records are correct and from a 
trustworthy source, then this will prove to be a clever tool in 
the industry and a lot of people will be interested and want to 
invest in it,” says Ntinga’s Stephanie Lee. “It’s a great idea,” 
adds Menezes. “It certainly makes the diamond supply chain
transparent and more efficient – authenticating  
diamond transactions through leading-
edge technology.”

“It’s very interesting and significant for the diamond industry,” 
agrees Delyth Du Plooy at Ruppenthal UK, “and certainly 
helpful to create confidence where the consumer is looking for 
guarantees that their diamond is ethically sourced. It’s probably 
more relevant to investment stones used as a commodity, than 
for the jewellery trade at this stage, but time will tell.”

“The technology attracted a lot of interest when it was 
launched a few weeks back at the Israel Diamond Exchange, 
says Laniardo. “It might avoid fraud and hopefully help us 
gain another layer of rarity and tighter control on our natural 
product, which will lead to increased trust from our clients and 
result in more sales. Diamond demand might soar along with 
prices. [But] I believe it still has a long way to go in terms of 
regulations and legitimacy and it might add another element of 
instability and volatility.”

Salim Hasbani takes the same ‘wait and see’ view. 
“Blockchain, [like] cryptocurrency, is still in its infancy and very 
volatile. We’re keeping an open mind on using such technology 
and may introduce once stable. For now I would approach with 
caution.”

Meanwhile, back at the sharp end… it’s all about selling 
a luxury product. “Diamonds do still have potential – but the 
industry must be creative in how we mount them and market 
them,” says designer Andrew Geoghegan. “Selling them based 
merely on the four Cs is relevant, but tired. The way forward is 
to wax lyrical about the look and fire of a diamond and create 
an emotive story about the design. The way diamonds capture, 
refract and play with light is incredible – this is what we should 
be celebrating on the shop floor, on the designer’s drawing board 
and in the marketing meetings!”

“There are huge challenges for retailers selling diamonds, “ 
says Tankel. “Many are beginning to realize that they can’t rely 
on multiple brands; that the shop itself has to be the brand. Those 
promoting by service or price will emerge far stronger. They have 
to think outside the box. And the focus needs to be on pushing 
the fact that a natural diamond – a beautiful stone produced by  
nature – is the real deal.”

Diamonds
An Early History of the King of Gems

If you work with diamonds and diamond 
jewellery, in whatever sector of the market and in 
whatever capacity, you will know your stuff. The 
four Cs will obviously be deeply familiar, as will 
be the science, sourcing, certification and selling a 
dream. But how did we get to this point in the story 
of diamonds? Where and when did it all begin?

In this fascinating, in-depth study, Jack Ogden – 
jewellery historian specialising in ancient gems and gemmologist, 
as well as an elected Fellow of Gem-A – takes us back to the 
origins of diamonds. The story goes back more than 2000 years 
when diamonds (‘adamas’ meaning unconquerable because of 
their hardness) were transported from India to the Mediterranean 
world for initial use as sharp chips for drilling or engraving 
other gems. The earliest use of diamonds in jewellery, he says, 
appear to be in Northern India and Afghanistan.

Diamonds as they appeared then are nothing like 
the clear, sparkling stones we recognise now. As a 
single chemical element – carbon – in a compact 
crystalline form, its text-book shape is octahedral 
– like two square-based pyramids, base-to-base. 
Diamonds were often set on their side, with a flat 
side up and pre-faceting and polishing, the stones 
were often murky. (Colour was often referred to 
as ‘water’, with colourless being ‘the best water’).

Scholarly this book may be – with, ahem, 
no stone unturned – but it’s been presented by 
a storyteller. Ogden combines science, history, 
fable and fiction. Drawing in such characters as 
Alexander the Great and East India Company 

adventurers, he brings us to the 1700s, by which time we 
understand the ‘dawn of diamond cutting’ (‘cleaving, bruting and 
polishing’), early explanations of diamond grading for valuing 
(‘weight, extent, colour and clearness’), how London became 
a major cutting centre in the 18th century, the discovery of 
diamonds in Brazil stole India’s diamond supplier crown… until 
South Africa changed things again. And so, so much more. A 
‘must-read’ for anyone working with diamonds today.
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Windiam



www.ringl.at

Ringl UK Ltd. 54 – 58 Tanner Place, 
The Brandenburg Suite, 
SE 13 PH London, United Kingdom
office@ringl.at
www.cardissimo.at

Sales partner wanted

Ring Cavalieri
Apricot - Gold 750/000
Diamond raw 1,67 ct
Diamond 0,20 ct G/vsi
Carbon

Ring Boulevard
White-Gold 750/000
Diamonds 0,17 ct G/vsi
Carbon

Interchangeable pavé clasps in 18k YG, RG or WG with 
different colours of diamonds.

Ruppenthal UK Ltd
7th Floor, 63-66 Hatton Garden

London EC1N 8LE
+44 (0) 208 777 4443 • london@ruppenthal.com

WE MAKE
WE PRINT
WE DRAW
WE ARE...

T 0207 608 0058
E admin@cad-man.co.uk
 

7 DAY 

EXPRESS SERVICE

Computer Aided Design and Manufacture
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The second CARAT+ diamond and diamond jewellery show at Antwerp Expo (6th-8th May) is hosting 
a special buyer programme for NAJ members. Event director Filip Van Laere offers more details.

What makes CARAT+ different from 
other diamond shows?

The diamond business has experienced 
many challenges and changes in the last two 
decades. When we first began visualising 
CARAT+ in 2016, I strongly believed that 
our sector needed a new focal point and 
destination to assert and express itself with 
confidence. This idea lent itself to creating 
both an opportunity for business, buying 
and networking, but also entertainment 
and glamour. 

We also noticed that, at traditional 
trade events, diamonds can be an ‘add-
on’ category, side-lined to halls that are 
further away and given little attention. 
At CARAT+ loose diamonds, diamond 
jewellery and diamond services are a 
priority and focus. I’m pleased to say that 
this focus has already attracted leading 
international diamond businesses. 

Our spotlight on diamonds means 
we can tailor-make a show that suits our 
industry. We’re not standing still though – 
we’re launching the Coloured Gemstones 
Sector at CARAT+ 2018. This curated 
selection of exhibitors is in response to 
visitor feedback – buyers would like high-
quality coloured gemstones to complement 
their diamond buying. 

We also have an emphasis on fun and 
glamour, as we want our visitors to enjoy 
their time with us – we focus on making 
the experience as interesting and engaging 
as possible. This includes CARAT+ Night, 
an evening party and networking event that 
welcomed 1,800 people in 2017, and a range 
of seminars and show features. 

Is this year's show bigger than 2017’s?
As a thank you to our first-time 
exhibitors, our goal is not to rapidly 

expand our exhibitor base. For 
2018 our first and foremost 

goal is to bring more 
visitors to CARAT+ 

to support exhibitors 
who took the 

plunge with us back in 2017 and have 
returned for 2018. That said, we foresee 
a marginal expansion to accommodate 
coloured gems suppliers, but we will not 
exceed 150 exhibitors this year. 

What is the split between loose diamonds 
and diamond jewellery? 

The name CARAT+ obviously speaks 
for itself, and therefore the split will be 
dominantly skewed towards diamonds in 
all categories and shapes. However, we 
expect diamond jewellery and coloured 
gemstones to account for roughly 40 per 
cent of the total product-mix.

Where are most of the exhibitors from?
They are from across the globe. The 

debut CARAT+ welcomed 130 exhibitors 
from 13 countries, all specialising in loose 
diamonds, finished and branded diamond 
jewellery and diamond manufacturing or 
technologies. We attracted 3,000 visitors 
from 33 countries, so it’s clear we have 
an international reach and influence. This 
year, exhibitors will be joining us from 
India, China, Hong Kong, Germany, 
Belgium, Israel and Italy. 

How are you attracting visitors?
We have created our inaugural 

CARAT+ Club to entice VIP buyers and 
retailers from key global markets. The 
most prominent and influential buyers, 
retailers and diamond professionals will 
receive a number of show perks, including 
accommodation, transportation and 
guest-list access to our CARAT+ Night 
event and VIP show area. Not only will 
this aide their attendance, but it will also 
ensure that our leading exhibitors get 
access to these decision-makers on the 
show floor. So far, we have had a number 
of key applications, and we’re confident 
about establishing a strong community of 
diamond professionals. Although numbers 
are currently limited to 200, we will be 
looking at expanding the scheme to 500 
individuals over the next three years. 

The ideal CARAT+ Club candidate 
purchases loose diamonds, diamond 
jewellery or diamond related services, or 
has influence over the buying process. 
They would also be an e-tail or retail 

business owner with one or more stores. 
We’re also interested to hear from thought 
leaders and inf luencers, including 
diamond industry analysts, fine jewellery 
directors at international auction houses 
and technology innovators. It’s all about 
building a community of professionals 
who can network and fuel interesting 
conversations. We invite everyone to apply 
for the scheme, as it will be a fantastic 
opportunity to get to know more in  
our field. 

What is the criteria for accepting 
exhibitors? 

We aim for the leading companies in 
each segment to create excellence and the 
best offer possible. Therefore, in diamonds 
we are proud to have top-companies like 
Rosy Blue, Messika, Pluczenik, Taché 
Diamonds, Venus Jewel, Kiran Gems and 
many others from different horizons and 
countries. In the jewellery section, Roberto 
Coin, Italy’s leading jewellery company 
is heading this segment, and Paul Wild 
from Germany is our leading coloured 
gemstones company. 

Exhibitors aside, what else will CARAT+ 
offer visitors?

As well as the new Coloured Gemstones 
Sector, we are thrilled to host a dedicated 
China ‘Guest Land’ with key players from 
the Chinese market and the Shanghai 
Diamond Exchange. This will culminate 
in CARAT+ China Night on 8th May, to 
celebrate their presence in Antwerp. We 
have also increased our show content, 
which will now include more speakers, 
more ‘added extras’ and some interesting 
trade show firsts. 

NAJ members interested in visiting as 
part of the VIP CARAT+ Club, including 
Sunday night party and accommodation, 
and chance to visit diamond labs and 
cutting facilities on Monday, please contact 
Lindsey Straughton: lindsey.straughton@
naj.co.uk

CARAT+ 20
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With a cutting facility in London able to cut, 
polish, trim and repair your diamonds.

Monnickendam Diamonds Ltd
9 Ely Place, London, EC1N 6RY

Tel: 020 7242 2333
Fax: 020 7404 0223
Email: info@monnickendam.co.uk



36

T
H

E
 M

A
R

K
 O

F
 I

N
D

U
ST

R
Y

 I
N

SP
IR

A
T

IO
N

 A
N

D
 I

N
F

O
R

M
A

T
IO

N Simply  the best
It was a night of celebration as designer Theo Fennell hosted the Goldsmiths’ 
Craft & Design Council Awards at the prestigious Goldsmiths’ Hall in London.

On 26th February, this important 
annual Awards Ceremony – known as 
the Jewellery Oscars – welcomed over 
300 guests, including world-renowned 
jewellery houses, notable sponsors, 
industry associations, leading designers 
and the UK jewellery press. The unique, 
highly-respected annual competition 
rewards excellence in technical skills 
and creative design in precious metals 
and related materials. The Goldsmiths’ 
Craft & Design Council (GC&DC) 
which operates the competition, actively 
encourages craftspersons and designers 
in the industry, apprentices and students 
to enter their work.

As an indication of how comprehensive 
the Awards are, a total of 135 winners 
were honoured in 24 categories, with 
32 Gold Awards, 40 silver Awards and 
51 Bronze Awards. There were over 
500 single entries, which increased to 
930 from multiple entries. The College 
Trophy, awarded annually to the college 
or university that has achieved the highest 
total of points accumulated from any gold, 
silver and bronze prizes in the competition, 
was won this year by Birmingham City 
University, the second consecutive year 
that it has taken the trophy.

Each year, the GC&DC honours a 
member of the UK industry with its 
Lifetime Achievement Award. This year 
it was presented to husband-and-wife 
team, Patrick and Vivian Fuller who have 
together built one of the largest and most 
successful UK jewellery businesses, with a 
strong reputation for design and innovation. 
The couple were presented with the silver 
medal by The Goldsmiths’ Company Prime 
Warden, Judith Cobham-Lowe, and Tom 
Fattorini, sponsor of this award.

Notable Patron Awards are also given 
each year and among the main highlights 
for 2018 were: 

NAJ CEO Simon Forrester presenting 
the NAJ Award to Claire Price

Patrick and Vivian with Tom 
Fattorini and Judith Cobham-Lowe

Claire Price – 3D Printed 
Ceramic & Gold Heart 
Shaped Pendants

Oliver Davies – 
Butterfly Brooch

In
du

st
ry

 N
E

W
S



37

T
H

E
 M

A
R

K
 O

F
 I

N
D

U
ST

R
Y

 I
N

SP
IR

A
T

IO
N

 A
N

D
 I

N
F

O
R

M
A

T
IO

NSimply  the best
• Miriam Hanid – The Goldsmiths’ 

Company Award for her Chased 
Radiance Centrepiece

• Simon Coldicott – The Baird & Co. 
Award for his Locomotive Model

• James Kydd – The Podolsky Award 
went to James Kydd for his Gentleman’s 
Dress Suite Box

• Susan Blackler – The new Ingle & 
Rhode Award for Fairtrade Jewellery 
Design for her ‘Cracked’ Texture Ring

•  Sonia Cheadle – The International 
Jewellery London (IJL) Award for her 
‘Four Seasons’ Brooches

• Sam Hunter – The Brown & Newirth 
Award for his Dragonfly Brooch

• Tim Eidi Tio – The Vipa Designs 
Award for his 3D Printed Bracelets 
and complimentary boxes 

• Matthew Hart – The Theo Fennell 
Apprentice and Master Award for his 
Samurai Desk Seal. Matthew’s master 
is Emmet Smith of Rebus.

Among the Special Awards given was 
the National Association of Jewellers 
Creative Jewellery Award, which NAJ 
CEO Simon Forrester presented to Claire 
Price for her 3D printed gold and ceramic 
heart-shaped pendants, which met the 
brief by being distinctive and creative… 
but at the same time commercially viable. 

Entries to the GC&DC Awards are 
invited and actively encouraged in all 
aspects of the trade, from new entrants 
to skilled craftspersons, apprentices 
and those in education. The competition 
accommodates all craft and design 
activities in the profession, including 
specialist sections such as diamond 
mounting, setting, silversmithing, chasing, 
enamelling, 2D design – including: 

CAD, jewellery, smallwork, technology 
and many more. Alongside 80 industry 
supporters of the Awards, 100 industry 
judges, experts in their respective fields, 
assessed the entries.

GC&DC Chairman, Andrew Putand, 
said: “Congratulations to all of this year’s 
Award winners, who have again impressed 
the Council and our judges, with fine 
examples of craft and design skills across 
many specialist sections. Our expert 
industry judges frequently commented 
on the exceptionally high standard of 
entries this year, and we are pleased with 
the number of entries that met Council’s 
benchmark for Gold Awards in 2018. The 
Awards mark a positive start to the year 
for our junior and senior entrants, and 
the Council was pleased to celebrate and 
enjoy their success.”

Jacqueline Cullen –  
Whitby Jet & Diamond 
Sphere Earrings

Robin Girling – Titanium 
and Sapphire Cuff

Sam Hunter – 
Dragonfly Brooch Pin

James Kydd – 
Gentleman’s Dress 
Suite Box
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Ahead of the WJN’s panel discussion, Facet PR’s 
Women in Jewellery exhibition offered a diverse 
selection of jewellery collections from women designers 
– from around the world as well as the UK. Some, like 
Sif Jakobs and Alexis Dove needed no introduction, 
while others, such as Satta Matturi from Botswana and 
Senin’s Hulya Cincik, were less familiar names.

In keeping with the zeitgeist, all 11 women offered their 
own stories, many having arrived at jewellery via circuitous 
routes (finance, law, fashion, PR, rough diamond dealing, 
farming…). The most impassioned introduction came 
from Jennifer Ewah of Eden Diodati, whose day job 
is a lawyer at the BBC. Her ethical brand – design-
led, sustainable luxury – harnesses centuries old 
artisanal heritage and craftsmanship, manufactured 
ethically by a cooperative of women who survived 
the genocide in Rwanda. Wearable philanthropy, 
beauty through compassion and challenging pre-
conceptions of ‘Made in Africa’.

Working ethically was a common thread with 
some designers, like Natalie Ball (of fine jewellery 
brand Natalie Perry), Hargreaves Stockholm, and 
Alexis Dove, working with Fair Trade gold, while 
Elina Faurschou of Phine explained that profits from 
her ‘Fierce & Feminist’ collection go to Girls Network, 
a new charity inspiring and empowering girls from the 
least advantageous communities via mentoring.

Empowerment and inspiration were among the themes of 
the WJN panel discussions, held simultaneously in Birmingham and 
London later that evening. At the Goldsmiths’ Centre, the opportunities for women in the UK 
industry (from graduates to those looking to return to work) and how employers and industry 
bodies must better meet their needs were discussed. Insights included the advice that women 
can offer other women in industry, how to overcome and grow among peer competition, 
flexibility for new parents becoming the norm for creative companies, and how equality is 
changing the way brands design and market themselves as women become empowered to 
buy their own jewellery.

Kathryn Bishop, WJN co-founder says: “The panel provided honest and open commentary 
on both the good and challenging aspects of the industry, but with a positive and progressive 
mindset throughout of how the industry can work to advance equality and opportunities for 
all in the jewellery industry.”

Meanwhile, in Birmingham… “I found the discussions enlightening and thought-provoking; 
I could have listened all night!” says Nyasha Pitt, WJN Midlands ambassador. “Topics included 
mentoring, networking and company culture. Everyone was very engaged and we were all able 
to have a respectful and stimulating debate. It’s really encouraging that we had senior female 
and male jewellery industry leaders taking part in the debate also. As stated by speakers, 
panelists and audience members several times during the evening, together we are all stronger.”

“It was extremely interesting to hear the panellists discuss such things as ‘glass ceilings’ 
and who had influenced and supported them in their careers – helping them to become the 
successful women that they are now,” adds the NAJ’s Lindsey Straughton. “It made me think 
about my own glass ceiling! The WJN will help women to challenge themselves, to be reflective, 
as well as be supportive of others.”

Jewellery
To mark International Women’s Day on 8th 
March, the Women’s Jewellery Network (WJN) 
held two sell-out industry events – one at 
Birmingham’s AnchorCert Academy, the other 
at the Goldsmiths’ Centre in London, while 
a Women in Jewellery press show added 
an extra touch of sparkle to the day.

Women In

Alexis Dove
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IT REALLY IS THIS SIMPLE… so call or email us now
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CLIENT’S LUXURY WATCHES

FREE Valuation - No minimum order

Free registration, no subscription fees
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up to £15,000)

Advert_TheJeweller_HP_MAR18.indd   1 26/02/2018   16:26:23

3-8 VYSE STREET
BIRMINGHAM

B18 6LT

T:    0121 678 4131    
E:    INFO@WESTONBEAMOR.CO.UK    
W:   WESTONBEAMOR.CO.UK



40

T
H

E
 M

A
R

K
 O

F
 I

N
D

U
ST

R
Y

 I
N

SP
IR

A
T

IO
N

 A
N

D
 I

N
F

O
R

M
A

T
IO

N

40

AMBER
Now spring has 
sprung, the sap 
must surely be 
rising… which 
makes the sunny, 
glowing amber a 
most appropriate 
gem for Taurians, 
says Gem-A’s 
senior tutor 
Rona Bierrum 
FGA DGA.

Amber ranges from between 15 and 130 million years of age, making it 
one of our most ancient organic gem materials. One of the oldest localities 
for amber is the Isle of Wight, although this material rarely appears in the 
jewellery market. Most of the amber used in jewellery is much younger than 
this, comes from the Baltic region and is between 15 and 40 million years old.

One of the loveliest aspects of amber is its range of colours, from creamy 
white tones all the way through the tints of yellow into reddish material. 
While some freshly mined material may appear to be greenish-blue, this 
is due to surface fluorescence which will fade in time. True green amber 
is still a rarity, but may be found in one specific locality in Ethiopia. 
There is a type of resin which may be treated to become green, but this 
is much younger than amber at a mere two million years old, and has not 
been fossilised.

Amber has a lower melting point than most gem materials, and as 
such, care must be taken in the workshop to avoid any damage to the 
material. It will also burn at a relatively low temperature. Much of the 
Baltic amber on the market has been clarified from a translucent material, 
which is full of tiny bubbles, to become transparent. This process may 
be identified by the observation of ‘sun spangles’ – often considered 
an attractive feature. Amber is also extremely soft, only slightly harder 
than talc, which means that care must be taken to protect it from any 
harder objects which might damage its surface. To clean this delicate 
material, wash it with a mild soap and dry it carefully.

The Ancient Greeks believed that amber was formed as a result of 
the death of Phaëton – the son of Apollo and a river nymph. Phaëton 
had asked his father if he might drive the sun chariot for a day, but his 
reckless path through the heavens led to the earth becoming scorched, 
creating the deserts of the equator. In fear of any further damage, Zeus 
struck Phaëton down with a thunderbolt. Phaëton’s sisters were so 
distraught by this that the gods took pity on them and turned them 
into poplar trees growing at the bank of their river, and their tears 
formed as amber droplets which were carried away by the water.

This legend comes closest to the true origin of amber, being the 
fossilised sap of prehistoric trees – bygone relatives of our pines. 
These ancient forests were in existence when dinosaurs roamed 
the globe, and so amber may provide us with a time-capsule from 
that era, containing information on the flora and fauna extant at 
the time. Often, these golden-hued stones are the only document 
we have on the world back then, so amber specimens with animal, 
insect or plant inclusions are of great interest to palaeontologists. 
One of the best places to study amber is in the extensive collection 
at the Natural History Museum. 

To dream of amber is supposed to foretell a voyage – perhaps 
related to the finding of amber on the shores of seas. Amber 
has the lowest relative density of all gem materials, and will 
float in salt water, whereas most of its imitations will sink. It is 
also triboelectric – becoming electrically charged when rubbed 
vigorously, enabling it to pick up small pieces of paper.

One seldom referenced meaning of the Greek word for amber 
(‘elektron’) was ‘I protect’ – perhaps where the tradition of 
gifting infants with amber has stemmed from. Historically, it 
has been used as talismans, amulets, protection from the evil 
eye and from malign fairy influence on children. It’s even been 
used medicinally to treat a wide range of illnesses including 
fevers, sore throats, dental problems, earache and even the 
Black Death. Amber teething necklaces for babies are a recent 
trend, but there’s no medical evidence that this is effective. 

Best to leave the sunny stone for jewellery lovers.
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decision to cut its 
2018 show back by a 

day, BaselWorld listened to 
its exhibitors who questioned 

the return on their investment for 
such a long exhibition. Hence, this 

year, the Swiss watch and jewellery 
behemoth was spun over six, rather than 

eight days, and extended over fewer halls. 
A relief to many it’s imagined, although the 
rearrangement of certain halls led to a number 
of Basel stalwarts pulling out of the show 
altogether, choosing to present their new 
collections at other global trade fairs, such 
as Doha and VicenzaOro.

No matter – BaselWorld is still the daddy, 
and still a must-attend show for those looking 
for the latest horology innovations and 
developments in particular… and just enough 
quality bling to keep jewellery buffs, buyers 
and bloggers fulfilled. Here’s a fraction of 
what was unveiled: 

HERMES
The new, limited edition palladium Slim 

d’Hermes GMT combines slender elegance 
with a slate grey dial, with ultra-light font 
revealed through smoked glass. In addition 
to the hours, minutes and date function, the 
mechanical self-winding composition with 
a micro-rotor, drives a dual-time reading 
complete with two day/night indicators.

MAURICE LACROIX
In a reshaped case, Maurice Lacroix 

introduced the openworked Aikon Automatic 
Skeleton, with its new manufacture and 
automatic calibre. And in line with its 
affordable watchmaking brand guidelines of 
offering top quality/finishings/price ratio, this 
timepiece delivers a high perceived value.

NOMOS
The German brand has collaborated with 

product designer Werner Aisslinger, to launch 
Autobahn, a sporty new automatic watch with 
a 41mm diameter and water-resistant to 100m. 
The curve of the dial’s rehaut, inspired by 
legendary race tracks, is particularly striking, 
while the elongated date window is three lanes 
– or numerals – wide.

YOKO 
LONDON

The Br it ish 
royal family has 

provided the inspiration 
for its latest collection of 

show-stopping pearl designs 
– elegant, regal pieces including 

South Sea pearl choker necklaces 
and heavily embellished bangles, all 

sprinkled with diamonds. The finest, largest 
and rarest pearls star in Yoko’s collection, 
including Tahitian pearls in dove greys, petrol 
blues and deep purples.

FOPE
The Italian brand’s slimmest, yet incredibly 

resistant, gold chain is now available as a 
Flex’it mesh chain –the ideal entry price, 
and the natural complement to all Fope’s 
‘Eka’ pieces. The new Eka Tiny Flex’it 
contemporary jewellery features both the 
signature gold rondels with diamonds and new 
pavé set round elements, which can be paired 
with matching necklets, rings and earrings.

CZAPEK & CIE
Created in 1845 by Czech-born Polish 

watchmaker Francois Czapek, the brand was 
revived three years ago, taking inspiration 
from original 1850s timepieces. This year 
bold new colours have been introduced for the 
distinctive engine-turned dial pattern, which 
was introduced last year. The Aqua Blue and 
Slate Grey models are available in 42.5mm 
and 38.5mm cases, with black and brown also 
in the line.

MEISTERSINGER
The stainless steel Urban is the latest model 

in the collection that typically features one 
single hour hand with a fine needlepoint 
that indicates the time. This variation, with 
Japanese-made automatic movement, has 
particularly large digits placed at 12, 03, 
06, and 09 o’clock and comes in four colour 
combinations including tobacco coloured with 
black type. 

DE GRISOGONO
The new Allegra 25 jewellery watch 

features a woven gold ribbon with delicately 
interlacing circles, creating a flowing visual 
effect and providing glimmers of light 
through tiny gaps. A subtle play on volume, 
contrast and perspectives reveals 29 polished 
or diamond-set rings entwined around the 
mother-of-pearl or diamond-pavé dial, in its 
rose gold case with 4.80ct of snow-set and 
bezel-set gems set on de Grisogono’s signature 
galuchat strap.

GRAHAM
The new Chronofighter Superlight Carbon 

watches integrate the inspiration of dynamic 
coloured Formula One tyres, fusing superlight 
carbon technology with supercharged looks, 
for the brand that ‘has petrol in its veins’. The 
sporty timepieces, with their iconic trigger 
design weigh less than 100g each and come 
in orange and purple as well as bright green.

TAG HEUER
Marking the 55th anniversary of the 

Heuer Carrera, the avante-garde chronograph 
features a new Heuer 02 Calibre manufacture 
movement, a 43 mm modular case, a tachymeter 
bezel, a skeleton dial with 3-6-9 counters and a 
state-of-the-art engine. Dedicated to designing 
‘watches of the future’, it was decided to design 
a modern reworking of the original.

WOLF
Where classic meets contemporary and 

function meets fashion, the new Sophia 
collection is the clever solution for keeping 
bead and charm collections secure. The 
collection comprises four designs in 
handcrafted leather in a choice of classic 
rose quartz, ivory or mink. As with all Wolf 
jewellery boxes and accessories, the Sophia 
collection is lined with patented anti-tarnish 
Luster Loc™, keeping jewellery tarnish free 
for up to 35 years.

KARL LAGERFELD
The Fall/Winter 2018 jewellery collection, 

reinterprets classic designs with Karl’s 
contemporary, creative vision. The pieces 
combine some of the brand’s most iconic 
motifs — including Chopuette, the letter ‘K’ 
and Karl’s handwritten signature — with 
diverse embellishments like crystals, studs, 
chains and pearls.

ADORE
The Swarovski Group, Adore Jewellery 

introduced its Fall/Winter 2018 Collection, 
featuring an array of mixed metals and 
colourful crystals ranging from soft shades 
in blues and greens to bolder deep reds and 
berry. The collection includes statement pieces 
perfect for layering.

VERSUS VERSACE
‘Fire Island Bicolour’s’ eccentric new style 

plays with contrasting colours on both internal 
and external surfaces. The ‘Florida Keys’ 
colourway fuses electric blue with green to 
create a new, fun look, while other variations 
include a graphic black/white combination, 
subtle fuchsia/grey, or hot blue/orange for the 
soft, lightweight silicone watches.

TIMEX
TIMEX’s update of iconic Marlin watch 

(named after the fish for its durability 
underwater) follows the mid-century design, 
with materials upgraded to modern standards. 
Where the original was constructed with a 
base metal and chrome plating, the new version 
uses an even sturdier stainless steel case, with 
a lizard pattern leather strap that evokes men’s 
dress watches of the 1950s and 1960s.

BREITLING
The Swiss watch brand announced a 

partnership with Ocean Conservancy (OC), 
a non-governmental organisation dedicated to 
leading the global fight for a healthy ocean and 
clean beaches. Breitling will play an active role 
in some of OC’S initiatives, such as organising 
beach cleanups around the globe. It will work 
in close cooperation with experts to recycle 
the collected trash in the most effective and 
ecologically responsible ways.
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While there was no British pavilion this 
year, the show attracted a clutch of UK 
designers eager to take advantage of the 
visitors from across Europe.

After checking out the show last year, 
Birmingham-based Fei Liu took the plunge 
for the first time. “I’m very encouraged 
as the show was really good for us – lots 
of interest and good orders… so we’ll 
definitely be back!” he says. “We introduced 
our new mother-of-pearl ‘Nova’ collection 
– people were attracted by the kite-shape, 
representing freedom. Also popular were 
the 18ct gold and gemstone ‘Whispering’ 
pendants and the new ‘Pirouette’ earrings 
with CZ and freshwater pearls, that can 
be worn in different ways. German buyers 
loved the ‘Cascade’ collection, particularly 
the black rhodium-plated pieces.”

“The show was a great success with lots 
of new stockists placing orders, as well as 
repeat customers,” reports Kate Wood. 
“Most of my orders came from Germany, 
with others from Austria, Italy, France, 
Canada and Spain. The ombré emerald, 
pink tourmaline and sapphire pieces 
were very popular and I had a really good 
response to the sapphire and gold vermeil 
‘V’ Tassel Necklace and earrings too.” 
Also enjoying a good show with plenty 

of serious enquiries (particularly on new, 
higher-priced pieces) from European and 
American buyers was Anchor & Crew. 
But, as MD Andrew Warner comments: “As 
trade shows have evolved over the years, 
it’s no longer important to judge a show by 
what happens just on those three or four 
days, but by the responses received over 
the coming months.”

The multi award-winning jewellery 
designer/artist Isabella Liu showed a 
strong cross-section of her work. Among 
the pieces that proved popular were the 
new ‘Sea Rhymes Changeable Earrings’ 
featuring drop pearls, rhombus and spheres 
in gold, rose gold, silver and black rhodium, 
which can be mixed and matched to create 
different looks. Multi-function was a theme 
– the ‘Sea Rhymes Changeable Necklace’ 
can be worn in either a round or adjustable 
V shape. While the ‘Scar is No More a Scar’ 
velvet bracelet, can now be extended to 
create a choker.

Italian gold jewellery brand Nanis had a 
particularly successful Inhorgenta debut – it 
scooped the show’s Fine Jewellery of the 
Year Award for the ingenious ‘Trasformista’ 
diamond-set bracelet, which unfolds in a 
second to become a necklace. Playful, 
multi-functioning, accessorising, different, 

contemporary and clever sum up this 
brand, with highlights including rings and 
pendants that with the twist of a stone are 
reversible, pull-through chain earrings with 
gold ‘pebble’ ends that can also link up with 
a necklace and lariat-style necklaces that 
can be worn in different ways.

Versatile jewellery – a global trend – was 
well-represented at the show, in particular 
with two key German pearl brands. Gellner 
(another Inhorgenta Award winner) was 
promoting its new steel link necklace that 
can link with an existing pearl necklace to 
create a longer piece. Yana Nesper’s wire 
and pearl necklaces (with matching wrap 
rings and wristwear) can be wrapped round 
more than once and fastened at different 
points. And Sif Jakobs enjoyed a very 
successful show, with many major new 
accounts opened, particularly with versatile 
pieces in the sparkly Novara collection.

Playfulness was a theme at Hans D 
Krieger for ‘symmetrically asymmetric’ 
rings and pendants (“randomness but 
within a framework”), dramatic stacking 
ring effects with white and coloured 
diamonds and (very fine) rub-over settings 
resurging… used together with claw 
settings, for balance and strength.

While rumblings from some quarters declared the Munich show “a little quieter than 
usual”, Inhorgenta still delivered when it came to innovation, design and craftsmanship.

Brigitte Adolphe

Isabella Liu 

Anchor & Crew

Nanis
Gellner
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Those 
looking for fashion 

directions were spoilt for choice, 
but among some of the strong looks were: 
oversized and often natural-looking link 
chains (Georg Spreng), fine chain details 
(Claudia Milic), sculptural forms (Tanya 
Zessell), multiple discs (Cara Tonkin’s 
‘paillettes’) and fine openwork – especially 
the feminine, Nottingham lace-inspired 
filigree pieces in yellow gold, by Brigitte 
Adolphe, who is looking ahead to showing 
at UK fairs in the near future.

…AND THE VISITORS’ VIEW:
“Inhorgenta is brilliant, I love it. It’s 

organised, efficient, has great products and 
the international buyers programme makes 
it so easy. There’s products for every store, 
at every level so I can’t really think why 
you wouldn’t go. We went specifically to 
source some unusual gemstones for our 
stock range. The selection and quality 
from around the world – but especially 
Idar Oberstein – is amazing.

“Did we buy? Yes, gems – way too 
much! We went slightly over budget… but 
found a couple of great little fine ranges at a 

good price point, and we’re delighted with 
new packaging from Italy – it’s as camp 
as Christmas… but then we love that!” 
Simon Johnson, Marmalade, London

“Inhorgenta is the must-see show 
for me – unmissable. Whether it’s 

exceptionally cut stones in exactly the 
colours needed for our newest designs, 
elegant, eye-catching window display props 
or the latest pieces from some of the German 
designers we see only once a year, there 
are always some OMG moments. Design 
meets craft meets engineering meets colour 
meets the confidence to experiment...” 
Vanessa Burkitt, Catherine Jones, 
Cambridge

“I was very impressed with the show. 
Everything from transport, layout and 
content made it a really nice experience. 
There was a good mix of brands that 
we’re already familiar with and European 
brands I was seeing for the first time. 
Bridal was represented really well, 
particularly men’s. Continental Europe 
is relatively new territory for Clogau so 
Inhorgenta was well worth the visit to gauge 
potential opportunity. We’ve discussed 
ways of perhaps including our retailers if 
we decide to exhibit there in the future.” 
Sonia Menezes, Clogau

“I went to the show to find new suppliers, 
mainly of precious metal components, as 
well as to meet existing suppliers. The 
emphasis was very much on stones and 

I found some good new gemstone people 
and bought some sapphires at a great price.” 
Victoria Brown, The Curious Gem, 
Edinburgh

“I love this show. It’s so well set up 
and well-organised, with an ideal balance 
of exhibitors. And Munich is a fun and 
affordable place to visit. I predominantly 
source gemstones at Inhorgenta, but I also 
like to check out tools and packaging – 
there was a really cool modular lathe that 
I fancied and I bought some great hand 
tools that are hard to find in the UK.” 
Alexander Davis, London

“The show is, on the whole, well-
organised and the layout very clear. I 
went with the intention to see what’s new 
in terms of tools/production technology, 
stones and of course to see jewellery trends. 
I bought stones, jewellery from designers 
I stock in the gallery, and tools. There’s 
lots of potential for some new designer/
makers I might stock in the future.” 
Josef Koppmann, London

Yana Nesper

Sif Jakobs 

Kate Wood

Georg Spreng

Fei Liu

Cara Tonkin
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The Beast from the East might have scuppered the travel plans 
of some, making for a quieter-than-usual show, but business 
was still brisk for most at the CMJ Spring Trade Event. First 
on the agenda was a pep talk to calm any concerns over the 
company’s future.

In their presentations to suppliers and 
members, Aldridge and CEO Terry Boot, 
outlined plans for taking the group “back to its 
roots” and “from strength to strength” for the 
benefit of all. Admitting that the CMJ “didn’t 
always have the right relationships with all its 
members and suppliers”, Aldridge said that this 
had already changed and he was also happy to 
confirm the group’s “financial stability”. The 
review of contracts with suppliers is ongoing, 
with the need to “ensure that CMJ members’ 
rates are simply the best and stop our suppliers 
doing separate deals outside of the group.”

Plans are also in place to improve its services 
to members and suppliers – once the needs and 
wants have been identified. “All businesses go 
through rocky periods and we’re no different, it’s 
all about how you manage the situation and I’m 
confident we’re now back on track,” he added. 

Meanwhile, Boot explained how measures like 
downsizing, staff reductions and getting rid of 
subsidiaries that “caused distraction and loss of 
focus”, meant that there’s now a sense of optimism 
for the future among the “galvanised” team.

Giving an overview 
of the market, Lucy 

Reece-Raybould, 
executive director  
 of  business 

development and 
marketing, outlined 

challenges (like the shift 
to digital) as well as positive influences (high 
employment rates, steady demand for bridal 
jewellery, the prospects of a recovering pound). 
She also highlighted key jewellery trends, from 
self-purchasing women and pearl revival, to the 
growing insistence on ethically-sourced jewellery.

Once again the NAJ hosted a 
group of designer members – 
including first-time exhibitors, 
like DeGrey & Mason, 

which offers 
“ a f f o r d a b l e , 
luxurious, personal 
investment jewellery”, 
born out of “a passion for 
gemstones”. “Every single DeGrey 
& Mason gemstone is cut by hand from carefully 
selected, ethically-sourced rough material and 
hand-set in silver or gold vermeil,” explains 
founder Ben Dixon.

Following the success of its mixed metal 
pieces, silversmith John Garland-Taylor 
launched ‘Louisa’, ‘Pencil Twist’ and ‘Molly’ 
collections in yellow gold, plus stone-set rings. 
Also using hand-cut coloured stones Xtra Star 
offered a vibrant, glamorous collection in 18ct 
white, yellow and rose gold vermeil. Ian Bone’s 
Jewels of Queensland took the opportunity 

to receive feedback from buyers on the potential 
for specially designed collections using ethically-
sourced stones such as opals.

Lucinda King added 20 new designs to her 
contemporary, minimalist collection, including 
two new collections – ‘Faith’ and ‘Eve’. Yulan 
introduced ‘Volu’ – heavy, sterling silver, open 
rings made from a single folded wire with a two-
tone effect, while Anchor & Crew launched its 
first 9ct gold collection. 

Elsewhere at the show, Sarah Jordan, launched 
‘Jazz’, the silver pieces influenced by her love of 
music and dance and interpreted in her signature free-
flowing shapes. The intricate weaving of organic 
forms provided the inspiration for ‘Entwined Forever’, 
a new line of engagement, wedding, eternity and dress 
rings by Brown & Newirth.

C M J  S P R I N G  E V E N T 

 Going 
back to 

After months of upheaval, the Company of Master Jewellers can now report  
that “the ship is in good hands, with a strong purpose and direction…” 
said chairman Michael Aldridge at the buying group’s trade event last month.

Charlotte Lowe

Sarah Jordan 

Lucinda King

John Garland-Taylor

DeGrey & Mason

Yulan 

Vixi  
Jewellery
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Robert Holt was a pioneer. 
Resourceful, a lateral thinker and 
quite definitely in a class of his own 
– he followed nobody and lived on his 
wits from an early age.

Born in Vienna in 1923 into a 
poor family, his father ‘toughened 
him up’ by making him walk up 
and down a mountain. When they 
reached the bottom, exhausted, his 
father made him do it over again, until 
he sometimes cried. But tough, he 
became. He was bullied because he 
was small and Jewish. His father made 
him fight the biggest, most aggressive 
boy, who later became his best friend. 

Robert’s main pleasure was going 
to the library and reading the classics, 
acquiring a fund of knowledge 
beyond his years. He had little formal 
education as he was expelled from 
school at 13 (because he was Jewish 
and the entire school was forbidden 
to speak to him). He nevertheless took 
every opportunity to learn.

A passionate traveller, Robert 
was in India just after partition in 
1947, travelled to Kabul and looked 
for gemstones in Afghanistan and 
India. He went to China shortly 
after the Cultural Revolution, after 
writing many letters to the DPR before 
being invited as an honoured guest. 
No tourists or contemporaries were 
there at that time – just one hotel for 
foreigners and another for Japanese. 
In those early days, as they were 
beginning to trade with the west, the 
Government rolled out the red carpet, 
met him at the plane by car. Banquets 
were given in his honour. 

Many items salvaged 
from the excesses of the 
Ming Dynasty found 
their way into vast 
warehouses. Robert was 
there at the beginning, 
buying precious stone 
carvings, jewellery and 
artifacts. The Japanese 
bought all ancient jade 

items they saw – hesitate, and the 
next morning the warehouse would 
be empty. However, Robert imported 
thousands of bicycle bells, bicycles 
being the only mode of transport 
at that time! He was proactive; 
always looking for new business 
opportunities. He imported crystal 
chandelier drops in exchange for 
diamond dust for cutting tools.

He wasn’t afraid to take chances; 
he had courage and was daring. For 
instance, he went alone to Angola 
and Sierra Leone, where he had 
extraordinary close encounters with 
crime and corruption. His stories and 
escapades were fascinating… he grew 
a moustache to cheer himself up!

He also had foresight and was 
innovative. Seeing there were 
no, or few facilities for gemstone 
cutting in London, he set up his first 
workshop in 1972 in a small, freezing 
basement with only basic equipment. 
In 1974 Michael Walford joined the 
company to become the first lapidary 
apprentice. All of the apprentices said 
that working for Robert was like being 
part of a family. He instinctively 
drew loyalty from his customers and 
staff. He cared about their lives and 
welfare, and reacted positively when 
someone needed help – emotionally 
or financially. 

Seeing and satisfying a gap in the 
market, Holts was the only shop on 
Hatton Garden with a shop front full 
of both stones and minerals – very

unusual in those days. Downstairs 
was a gallery with shelves stacked 
with minerals and fossils. 

Robert laid the foundation for 
his son Jason to bring his ideas to a 
much wider audience. One will have 
a far-reaching impact – giving young 
people new opportunities in life. 
Jason has just been appointed (March 
2018) the Chair of the Government’s 
Apprenticeship Ambassador Network 
– a huge honour and responsibility. 
What greater tribute to a father can 
one have? 

Since his demise people have 
shared heartwarming reminiscences. 
One Hatton Garden stalwart said that 
Robert had taught him all he knew 
about how to sell: “Don’t put too much 
stock in front of the customer” and 
“keep it simple”. 

A larger than life character with 
a naughty sense of humour and 
adventurous spirit, Robert took life, 
its trials and tribulations with a lateral 
slant and equilibrium. He’d sing songs 
from his youth in the morning; he 
yodelled when he came home; until 
he was 94 he walked five miles to take 
his grandchild to school; he painted; 
he exercised and loved Hatton Garden 
and his place in it for over 70 years.

He was an inspiring father to his 
sons Jason and Stuart, grandfather 
to his f ive grandchildren and 
extraordinary companion, friend and 
husband to his wife Dorothy. 

Hatton Garden will not be the same 
without this treasure; a man with a 
smile for everyone. The sad end of 
an era.

In memory of Robert Holt, his 
family is raising money for the Anne 
Frank Trust UK, a charity that was 
close to his heart: justgiving.com/
fundraising/robert-acker-holt

Robert  
Acker Holt  
(1923 – 2018)
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Exhibit at NY NOW within the British 
pavilions.

Twice a year, an outstanding array 
of the world’s best jewellery, home, gift 
and lifestyle suppliers converge in New 
York at NY NOW. It offers an incredible 
selection of exceptional merchandise in one 
convenient, well-organised marketplace.

Brit ish Jewellery & Gif tware 
International (BJGI) in conjunction with 
the Department for International Trade 
(DIT) is organising British pavilions in 
the Lifestyle and Handmade areas at this 
extremely popular event. Over 24,000 
attendees from all 50 states, and more than 
80 countries worldwide, are expected to 
attend NY NOW this summer. BJGI is 
now gathering interest for this extremely 
popular event; a DIT grant of £2,000

may be available for eligible companies. 
(The UK pavilions at the 2018 winter 
edition of the show featured 24 British 
jewellery brands.)

To register your interest in 
participating at the forthcoming NY 
NOW within the British pavilion, 
please contact Rebecca Gough: 
R e b e c c a . g o u g h @ b a t f . u k . c o m  
or call 0121 237 1119.

The General Data Protection 
Regulations (GDPR), which were 
approved by the EU Parliament on 14th 
April 2016, comes into force on 25th 
May 2018. Organisations that do not 
comply with the regulations may face 
fines. The new regulations replace the 
Data Protection Directive 95/46/EC and 
is designed to protect and empower all 
EU citizens. GDPR will affect the way 
organisations across the UK approach 
data privacy. If you collect customer 
details, if you employ staff or if you 
record CCTV, the new regulations will 
affect you.

The Information Commissioner’s 
Office is a public body and reports 
directly to Parliament, its website 
www.ico.org.uk is an official source 
of information for GDPR. Members can 
also access a white paper and step-by-
step guide within the Members Area 
of the NAJ website.

The NAJ has also secured 
preferential rates with REDBLOK.

REDBLOK is the brainchild of 
industry stalwart Daren Daniels, based 

on experience gained over more than 25 
years in the jewellery trade. A passion 
for cloud technology and marketing 
has led to the creation of a company 
that helps the trade engage with their 
customers in a relevant and meaningful 
way that complies with GDPR.

The Understanding GDPR 
package includes:

• Half day on-site visit to help 
understand GDPR

• The discussion and review of your 
current data situation

• 20-minute staff t raining to 
understand customers’ new rights

• The discussion of REDBLOK’s 
11-step guide to achieving GDPR 
compliance

• A preferential rate: £295 + travel

The Understanding GDPR 
and sign up to REDBLOK email 
automation package is as above, plus:

• Data transfer from your system or 
systems to REDBLOK’s marketing 
module

• The set up of up to 22 email templates

• The set up of email automations

• The creation and set up of a landing 
page for the shop floor to capture 
customer email addresses

• The creation and set up of a landing 
page to capture customer details via 
your website

• A preferential rate £795 + travel

The automated email service starts 
from as little as £49.50 per month and 
helps with GDPR compliance going 
forward

To find out more about these services 
visit: redblok.co.uk/gdpr

Call Daren Daniels on 01525 574025 or 
email: daren.daniels@redblok.co.uk  
On contacting please quote your 
membership number. 

CLASSIFIED 
ADVERTISING  
now available

As well as being able to advertise a job 
vacancy free of charge, NAJ members can 
now advertise equipment, businesses and 
more, at naj.co.uk

Head of marketing, Holly Burnett 
commented: “Recently, we have received 
several requests from members in regards 
to classified advertising. Therefore we 
have decided to build a section on our 
website to accommodate unwanted items 
or businesses for sale. It’s great to be able to 
give members something that they need and 
better still, include it within their current 
membership package.”

To advertise or view the classified 
section visit: naj.co.uk/classified

Interested in entering the US MARKET?

Association
MEMBERSHIP 
 advantages

Last-minute GDPR help, 
reaching the US market 
and selling via naj.co.uk 

– just a few advantages of 
Association membership. 

GDPR: Advice & Information



Members of The National Association of Jewellers
Members of the Association of Art & Antiques Dealers

Founder Members of The Gem Testing Laboratory 
of Great Britain

28 Beauchamp Place, Knightsbridge, London sw3 1nj
Tel: 020 7584 1966 Fax: 020 7225 2893

www.mckennajewels.com email: info@mckennajewels.com

Dealers in 
Fine Antique & Period

Jewellery...
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Rising production and consumption 
of gold jewellery signalled a favourable 
outlook for the sector, said Lorenzo 
Cagnoni, president of organiser Italian 
Exhibition Group (IEG), in his opening 
address.

“VicenzaOro January opens in a 
highly positive context, both in terms of 

confirmations coming in of a recovery in 
demand for gold, and of the significant 
results that our group is proving to obtain 
at this and at the other 60 shows in our 
company’s portfolio,” he said.

“VicenzaOro is a fantastic show – 
inspirational, with an incredible vibe and 

vital for trends,” says the NAJ’s Lindsey 
Straughton. “It was great to see UK 
designers in the Design Room, including 
award-winning London-based Fernando 
Jorge. I also looked at the show’s hosted 
buyer programme which is amazing and 
we’re very keen to be involved with that 
for future shows.”

KICKS OFF TRADE FAIR SEASON

A STRONG

Turnout was high at VicenzaOro, 2018’s first major international trade show (19th-24th January), 
with digital culture dictating jewellery design trends for the new year, reports David Brough.

Roberto 
Coin 

Classique 
Parisienne

Noor Fares 
Rainbow 16
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TRENDS
VicenzaOro is also a barometer for 

jewellery design directions for the coming 
year. For instance...

GENDER NEUTRALITY
The role of gender is more flexible, 

especially among Millennials. Global 
society is shifting towards greater 
individualism, with trends for more 
asymmetry, and mixing and matching  
of materials. 

A new wave of feminism seeing 
Millennials becoming more equal, is 
directing purchase choices. “Consumers 
are becoming more empowered by what 
makes them different,” said Paola De Luca 
of the fair's Forecasting unit.

TRENDVISION
More fluid and soft forms in jewellery 

designs, and clean lines and delicate 
open silhouettes, emphasises hyper-
individualism (e.g. earrings by Roberto 
Coin; Mattia Cielo; Noor Fares.)

ETHICAL MODERNIST
Another emerging trend is a growing 

insistence by Millennials for ethically 
sourced jewellery. Their new luxury 
contributes to the sustained well-being of 
communities in under-developed regions – 
they don’t wish to buy luxury tainted with 
suffering, exploitation or toxic damage to 
the environment.

One designer trying to make a 
difference on an ethical and sustainable 
level is London-based Jennifer Ewah – 
cooperatives supporting vulnerable women   

in Rwanda make beads for her brand, Eden 
Diodati. “Millennials take more of an active 
role in terms of citizenship, and believe that 
consumption has to be done responsibly,” 
she explained.

RETRO FUTURIST/
EMOTIONAL TECHNOLOGY

A third trend was driven by consumers 
embracing ‘emotional technology’ – 
state-of-the-art designs with a feeling of 
emotional engagement and warmth.

Coloured metals (eg, Glenn Spiro; 
Wallace Chan) and clusters of diamonds, 
are part of this new ‘Retro Futurist’ focus. 
Think using technology that’s becoming 
more spiritual – a need for quietness and 
a new minimalism.

Infusions of Art Deco inf luences, 
combined with the latest technologies, 
are popular. “Many styles are geometric, 
partly due to Deco style being strong,”  
De Luca said.

THE NEW MAN
A new generation of forward-looking 

men is emerging.

Manufacturers need to create jewellery 
for the more sensitive ‘new man’ – a  
‘male fashionista’ – in an increasingly 
unisex world where traditional concepts 
of masculinity are being challenged.

The Precious Frog, is a London-based 
brand whose range reflects the trends for 
both gender neutrality and rising demand 
by men and women for commitment rings 
in same-sex relationships. “Commitment 
rings are a valuable way of overcoming 
fear of rejection, and helping to solidify 
a relationship,” said Dimitris Karavasilis, 
marketing head. 

Men are wearing more diamonds… 
even pearls. Popular themes include ‘sins’, 
mythological creatures and insignia rings.

COLOUR
A profusion of colours across a range of 

materials was another key theme.

“I haven't attended VicenzaOro since 
2015, so this was a welcome return to the 
show following greater attention to the 
ambience, layout and brands featured,” said 
Kathryn Bishop, jewellery writer and co-
founder of the Women’s Jewellery Network.

“Among the trends that stood out 
this year was the playful application of 
colour beyond gemstones, be it through  
nano-ceramic plating as seen at Noor  
Fares, enamelling or even hand-painted 
creations, exemplified by Bea Bongiasca 
and Amlé respectively.”

Eden Diodati  
Kalifa Bangle
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CELEBRATING 
A PIECE OF 
JEWELLERY 
QUARTER 
HISTORY
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How do you begin to dismantle and pack away 
four-generation’s worth of a manufacturing business? 
Unhurriedly and thoughtfully is my observation after 
spending an afternoon with Stephen Alabaster and his 
sister Wendy Alabaster. Following their decision to 
retire from the trade, the company that was founded by 
their great-grandfather Arthur in 1887, and has served 
the trade without a break, is now no more.

The purpose-built premises in the Jewellery 
Quarter’s Legge Lane has been sold, the staff have 
moved on (or retired too) and the task now for Wendy 
and Stephen is to leave a myriad of high-ceilinged, 
empty spaces for the new owner, a developer.

Sounds like the end of the story? Well, yes… and no. 
Memories aside (and there are enough to fill a book), 
there’s no doubting that the legacy of this remarkable 
business will endure. Not just through the numerous 
pieces of fine jewellery out there (many for royalty 
and celebrities) a number of which return – via image, 
anecdote or auction lot – to Alabaster & Wilson, and 
not just thanks to the amazing archive of hand-drawn 
designs, sales ledgers and specification notes, but also 
because the company’s body of work is not retiring with 
Wendy and Stephen. 

Rachel Byrne, A&W’s current designer, will 
carry the spirit of the business forward, thanks to the 
generosity and pragmatism of the Alabasters. She is 
establishing her own business armed with the collection 
of dies and master models – stretching way back – 
and A&W’s not inconsiderable contact book. Clients 
who have relied on the craftsmanship and service of 
Alabaster & Wilson for decades, are delighted that their 
supply of cufflinks, gem-set jewellery, medallions and 
signet rings, will continue unbroken.

It’s the end of an era… and the dawning of 
a new one, as Birmingham fine jewellery 
manufacturer Alabaster & Wilson closes 
its doors after 130 years of exemplary 
service. Belinda Morris learns more.
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THE INDUSTRY PAYS TRIBUTE: 

“Closing this long-established, family 
business is a momentous and, in my view, 
brave decision. The name of Alabaster & 
Wilson has long been a bastion of fair-trading, 
honesty, high standards and a personal 
manner with its customers that is second to 
none. It has been my privilege to have worked 
with three generations of the Alabaster family 
during the 62 years I’ve been in the trade.

“A&W has a unique place in the 
Birmingham trade’s history, if only because 
its meticulous records are such an archive 
of historic interest. What an immense 
contribution the Alabaster family has made 
to our industry – a shining example. The A&W 
hallmark represents the highest quality of the 
product… and so much more in the personal 
service and loyalty to their customers. Our 
trade owes them a great debt of gratitude.” 
David Callaghan, FGA, retired senior 
director Hancocks & Co.

“I’ve known Stephen and Wendy (and Paul) 
for over 40 years and am very sad that they’re 
retiring from the trade. Searle & Co has been 
dealing with Alabaster & Wilson since the 
1890s, proof of which Stephen found recently 
in their meticulous archive records. Long 
standing within our trade and Birmingham’s 
Jewellery Quarter, in my opinion they are 
true icons. Over the years they’ve created 
many fine designs for our customers – 
livery and private companies alike. Their 
expertise has always shone through, 
especially in their enamel work. It’s the end 
of an era and they will be sorely missed.” 
Steve Carson, director Searle & Co.

“I was lucky enough to recently see A&W’s 
hugely inspiring jewellery design catalogues 
and sketches – time-travelling through all the 
eras of popular jewellery style. Many of their 
designs are as strong now as they would have 
been then. It’s empowering, as a designer, to 
examine their exquisitely well-kept records 
and realise how one business can have an 
important impact on style and the industry.” 
Harriet Kelsall

“I’ve had the privilege of dealing with 
Stephen, Wendy and Paul, over the last 38 
years – a unique experience. They’re a family 
with values worth their weight in the gold 
they have fashioned. In the future we’ll look 
back and wonder how we allowed this great 
company, and others like it, to be superseded 
by imports with much less integrity. Is the 
current jewellery market aware of the passing 
of true craftsmanship?

“I was valuing an A&W spray brooch a 
few years ago, sold by us to a client in 1965, 
and was thrilled when Stephen showed me the 
original design of the piece in their ledger, 
costed out with TA Henn as the recipient! Many 
will be sad to see the closure of this standard 
bearer of British craftsmanship. Those of you 
still in the game at this level, keep flying the 
flag, while the rest of us play catch-up. I wish 
them all a long and happy future, after all the 
love they have spread it is well deserved.” 
John Henn, TA Henn

“Of all the staff that we had to make 
redundant – and we have been fortunate 
to have some exceptional craftsmen 
and women, designers and office staff 
working for us during our lifetimes – 
I was probably most concerned about 
Rachel,” says Stephen. “We’re very 
pleased that she’s risen to the challenge 
of continuing our work having formed 
her own new company, Rachel Byrne 
Jewellery. We’ve chosen this route 
rather than sell the business, as we know 
that Rachel will continue to work to the 
high standards that we have always set 
for ourselves. 

“She joined us as in-house designer 
nearly 10 years ago and worked for the 
best part of seven years alongside my 
brother Paul, helping him to manage 
design and production. This gave her 
a deeper insight into many skills, as 
she was able to oversee the complete 
process, in close co-operation with 
our craftsmen, and the outworkers on 
whom we relied for particular specialist 
skills. When Paul retired she was well-
positioned to fill his role as works 
manager with confidence.”

“It’s been a pleasure working for 
Alabaster & Wilson; being part of a 
workshop where exquisite design and 
craftsmanship were of the utmost 
importance… invaluable experience,” 
says Byrne. “To be given the chance to 
continue the designs of A&W, is a huge 
privilege and I’m extremely thankful to 
Wendy and Stephen for allowing me to 
be custodian of their dies and master 
models. I wish them the long and happy 
retirement that they both deserve.”

The story of Alabaster & Wilson 
will also endure thanks to the factory. 
Described by English Heritage as the 
best-preserved, purpose-built premises 
in the Jewellery Quarter, it contains 
fixtures and fittings that they insist 
must remain. It will be interesting to 
see what the developer does with the 
row of well-worn workbenches upstairs, 
or the beautiful wooden-topped, office 
bench desks (with iron racks above for 
stacking the huge ledgers once finished 
with). And how about the speaking 
tubes?! The vast roll-top desk, that 
Stephen remembers his grandfather 
sitting at is also staying put – possibly 
because it’s hard to see how it might be 
removed intact.

Naturally A&W’s archive material 
will endure. Many have, unsurprisingly, 
expressed enthusiastic interest in it. It 
would certainly be a criminal act if such 
treasure was allowed to be jettisoned! 
Open one tome at random, select one 
intricate design (a floral spray brooch 
perhaps), note its model number, open 
another ledger and cross-reference data 
to find – hey presto – who it was made 
for and the cost. Another book itemises 
every single component. Fascinating 
and totally absorbing stuff – and 
priceless joy for the jewellery lover 
who buys a bygone piece, identifies it 
as Alabaster & Wilson and would love 
to know its story. This happens.

Hardly surprising then that Stephen, 
far from planning a relaxing retirement, 
is set on searching for archive Alabaster 
& Wilson jewellery. I feel a retrospective 
exhibition coming on… please Stephen!
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1887 – Arthur Alabaster founds A&W, with Joshua Cartwright, 
then Thomas Wilson

1890 – A&W factory built in Legge Lane

1900/01 – Arthur’s sons Arthur Stanley and Clifford join A&W

1905 – Wilson dies. Cartwright leaves partnership

1916 – Clifford dies at the Somme

1946 – Post-WWll Arthur Stanley’s sons Peter and Deryck re-join A&W

1965 – Peter’s son Paul joins: gemmologist, designer and 
workshop manager

1968 – Daughter, Wendy, joins: gemmologist and administration

1975 – Post-university, son, Stephen, joins: gemmologist, 
diamond grader, bench-worker, salesman

1985 – The siblings become co-directors

1991 – Sculptor/medallist Paul Vincze gives A&W dies for his Zodiac, 
Madonna and St Christopher medallions

1992 – Stephen made a Guardian at Birmingham Assay Office

2015 – Paul retires

2016 – A&W creates racehorse brooch as a gift for the Queen’s 
90th birthday

ALABASTER & WILSON:  
a brief history
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FERN LOCKLEY,  
F HINDS

“I’ve been working in the industry for just over three 
years. It’s such an interesting trade to work in – there’s 
so much to learn. I’m surrounded by a great team, who’ve 
taught, and continue to teach, me new things every day. 

“I’m a sales advisor, so taking JET has helped improve 
the service I can offer my customers. When I began at 
F Hinds, my product knowledge was very limited. I was 
particularly intimidated when it came to selling the more 
sporty, technical watch styles. To combat this fear, I eagerly 
took over the watch window display – an opportunity to 
learn how to set models and explore their features. JET 
further helped to expand my knowledge of their mechanics 
and history, all very interesting. So, I’ve replaced the fear 
with a new-found love and fascination for watches. I’m 
now known for fuelling both passion and commitment 
into my window.

“When first pushed to do JET, I was a little hesitant, 
doubting whether I had the skills to succeed. However, my 
partner encouraged me to have more faith in my abilities 
– self-confidence was definitely the area I struggled with 
the most. When I began my first assignment I admit that 
I felt somewhat daunted and inadequate. However, my tutor 
was incredibly supportive and gave me lots of positive 
feedback, which helped to build my confidence. This, 
in turn, helped me begin to really enjoy my studies. The 
NAJ training website and the reading materials were all 
very useful research tools. 

“I thoroughly enjoyed taking this course, particularly 
my final assignment, which involved a lot more personal 
research. A lot of time, detail and creativity went into it – 
I wanted to give my very best. Taking JET has had a great 
impact on both my self-confidence and my workplace 
skills. To receive such high grades and positive feedback 
was a huge boost, and this award on top of all that... 
I cannot begin to describe how thrilled I am! I’m so glad 
I had the opportunity to take this course, and so grateful 
for all the support and encouragement I received from 
those around me.”

GEORGIA CRANE,  
GOLDSMITHS, COLCHESTER

“My foundation diploma in art and design led to a 
degree in jewellery design and I was keen to work in a 
jewellers, to continue my learning. I worked for a couple 
of family-owned jewellers in Colchester, then joined 
Goldsmiths about five months ago. It gives me great 
satisfaction to please customers by finding the perfect item 
for them, or seeing how happy they are with their repairs.

“I was very excited to start the JET course as I’ve 
always wanted to further my knowledge. It has really 
helped with my jewellery knowledge, from the different 
types of metals and gemstones, to what each hallmark 
means, allowing me to talk confidently to customers about 
jewellery and repairs. The course also teaches you sales 
skills, which you don’t even realise you use. 

“I enjoyed writing about repairs because I was involved 
in this in all three jewellers that I’ve worked in. Each 
jeweller who undertook the repairs helped me gain a lot 
of experience because they all worked slightly differently, 
giving me a broader understanding of the options. You 
have to be very understanding when it comes to customer 
repairs – these items can be very sentimental to them. 

“I really enjoyed the four Cs grading section of the 
course – the work that goes into creating the perfect 
diamond is fascinating. There’s so much to learn about 
what looks like a simple stone – something you don’t realise 
or think about when looking at diamond-set jewellery. 
I found this section very beneficial – I can now easily 
explain the four Cs to a customer.

“I found doing JET has helped a lot with my confidence 
when serving; I’ve furthered my knowledge on stones and 
the different proprieties of the metals. The course really 
gives you an in-depth understanding of everything. I would 
definitely recommend anyone to take the JET course and 
I would love to do JET Diploma, if possible. What I love 
about working in jewellery is that no day is the same; there 
is always something different to learn. Doing JET was a 
big step in that learning.”

Bransom
A W A R D  S T A R S

DECEMBER AND JANUARY ’S



Celebrating 70 years
of British craftsmanship in our own London workshops
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Held at the Mandalay Bay 
Convention Center, JCK Las Vegas is 
the USA jewellery industry’s leading 
annual trade event. Attracting over 
20,000 retailers from 94 countries, it 
presents more than 2,100 exhibiting 
brands and manufacturers… and 
has offered the NAJ a special (first-
come, first-served) programme for 
its retail members.

T he  I n t e r na t iona l  V I P 
Hosted Buyer Package (one per 
company) provides a hotel room, 
accommodating two guests, for four 
nights. Additional rooms or nights 

may be booked at JCK’s negotiated 
rates. In addition, the group of 
delegates will receive pre-approved 
badges for the show; access to the 
JCK Loyalist Lounge; airport transfer 
(organised in advance); invitation 
to JCK-organised education talks 
and special events and a dedicated 
retail account manager to assist 
the group with pre-show planning 
and exhibitor recommendations 
as needed.

JCK is divided into 23 curated 
‘Neighbourhoods’ – each with its 
own story – making it easy for 
visitors to home in on product 
or service categories that they’re 
looking for. This year there will 
be four new areas: ‘Luxury’, the 
high-end jewellery sector, now 
includes ‘Design Luxury’… to sit 
close by the exclusive ‘Prestige’ 
area; ‘Estate Jewellery & Watch’ 
for antique and pre-owned pieces; 
‘Jewellers Security Alliance (USA)’ 
for security services and ‘Retail 
Experience’ for service providers. 
Add to this the likes of VicenzaOro 
(130+ ‘Made in Italy’ collections), 
Bridal, The Bridge (global fashion 
brands), Swiss Watch, Diamond 
Plaza and AGTA Gemfair and it’s 
no wonder that buyers need at least 
three days to ‘do’ the show!

And, as might be hoped and 
expected, it’s not all business… 
there’s also networking to be done. 
The show organisers offer daily 
happy hours, there’s an evening 
Design Award Ceremony and Las 
Vegas Jewellery Week culminates 
with an evening bash – this year at 
the new Brooklyn Bowl supervenue – 

food, cocktails, music and surprises 
are promised.

One of the US’s largest supplier 
of gold jewellery is third-generation, 
family-owned Royal Chain. What 
started as a basic chain company 
with humble beginnings in 1978, 
has grown to become one with 
an in-depth selection of gold and 
sterling silver, a diverse offering 
of basic and fashion jewellery, 
and a strong, coordinated branded 
jewellery programme. Royal Chain 
was recently approved as an active 
member of the Responsible Jewellery 
Council.

Worth checking out in the Design 
Center is Pyrrha. Danielle and Wade 
Papin have been creating jewellery 
in their Vancouver studio since 1995. 
Handcrafted using authentic wax 
seals and imagery from the Victorian 
era, each talisman is designed to 
inspire the wearer with its symbolic 
meaning culled from heraldry. The 
line encompasses necklaces, rings, 
bracelets, earrings and charms, each 
piece cast in reclaimed precious 
metals using time honoured, old 
world techniques. As a certified 
carbon neutral B Corporation, Pyrrha 
is committed to environmental 
responsibility, accountability and 
leadership.

For full details of the show and 
JCK’s conditions of acceptance 
contact the NAJ’s Industry 
Ambassador Lindsey Straughton 
on 0121 237 1112 or email  
Lindsey.straughton@naj.co.uk

Retail members of the 
NAJ are invited to attend 
JCK Las Vegas (1st – 4th 
June, 2018) as part of a 
special International VIP 
Hosted Buyer Package.

Ania Haie

Royal Chain

Pyrrha

JCK 2017 exhibitor
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Just a few days later at the 
Bangkok Gems & Jewelry Fair, 
Jewellery Outlook editor David 
Brough moderated a presentation 
by Nilufer Kizilkaya, owner and 
creative director of GFG Jewellery, 
on key design themes and trends in 
UK and overseas markets.

GFG (‘Gift From God’) is a colour 
gemstone brand stocked online by Harvey 
Nichols, and in high-end showrooms including 
Kabiri and To The Nine, in London. The designs 
incorporate an array of responsibly sourced gemstones, including 
emeralds, rubies and amethysts, as well as diamonds. Light, 
feminine and elegant, they encapsulate timeless beauty that appeals 
to her female clientele. 

During the seminar, attended by members of the Thai trade, 
Nilufer said unisex designs were likely to become increasingly 
popular globally, as part of a ‘gender-neutral’ trend that has crossed 
into jewellery from fashion. She also mentioned that royalty 
and celebrity could influence trends in colour gemstones, citing 
Princess Eugenie’s pink Padparadscha sapphire engagement ring, 
which was likely to boost interest in pink sapphires.

The Bangkok fair, staged in 
February and September, is a 
leading gateway for exports of 
Thai-manufactured gold, silver 
and colour gemstone jewellery. 
Thailand has a long tradition 

of manufacturing and exporting 
colour gemstones and jewellery, 

using a highly skilled workforce and 
cutting-edge technology, backed by tax 

exemptions. 

Gems and jewellery are Thailand’s third largest 
export earner after the automotive and computing sectors. 

Expectations for brisk economic growth in China and for continued 
recovery in the US, the world’s biggest economy, represent strong 
growth signals for Thai gem and jewellery exports this year. Thai 
gem and jewellery exports, excluding gold, were up 2.25 per cent 
in value terms year-on-year to nearly 13bn dollars in 2017.

“The key driver is the improving world economy,” Chantira 
Jimreivat Vivatrat, director general of the state-backed Department 
of International Trade Promotion, the organiser of the fair, told 
a news conference. “We have been helping Thai companies with 
their marketing and have provided a favourable tax regime for 
manufacturing.”

David Brough reports high turnout and strong export outlook at Mumbai IIJS Signature and 
takes to the stage with London-based jeweller Nilufer Kizilkaya at Bangkok Gems & Jewelry
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Birdhichand 
Ghanshyamdas 

Jewellers 

KP Sanghvi

Nilufer from GFG 

India’s gem and jewellery exports will 
grow by 15-20 per cent in 2018, powered 
by high quality Indian manufacturing, US 
economic recovery and firm European 
markets, Pramod Agrawal, the newly 
elected chairman of the Gem & Jewellery 
Export Promotion Council (GJEPC), said.

He was speaking at the IIJS Signature 
trade fair in Mumbai, India’s first major 
trade event of the year, which saw brisk 
footfall with attendance estimated at a 
record 11,000 visitors.

Signature is the smaller of two GJEPC-
organised trade shows held in Mumbai 
every year. It is a magnet for retailers 
seeking the latest Indian fine jewellery 
designs and gemstones. A UK trade 
delegation met with the GJEPC and 
discussed a possible roadshow later in 
the year in London and Birmingham 
to promote Indian gem and jewellery 
exports. 

Agrawal urged the Indian 
government to cancel a doubling 
of the import duty on polished 
diamonds to five per cent, 
announced by Finance Minister 
Arun Jaitley on 1st February. 
The GJEPC was urging the 
government to revert to 

the previous duty of 2.5 per cent, he said.

Agrawal has said the duty increase 
would hamper India’s chances of becoming 
an international diamond trading hub as it 
doesn’t provide a level playing field vis-à-
vis rival centres such as Belgium, Dubai 
and Israel.

He welcomed a decision to cut the 
Goods and Services Tax (GST) for 
diamonds to 0.25 per cent from three per 
cent from late January, saying it would 
encourage trading in diamonds in the 
domestic market.

Majestic opulence was a key design 
theme at IIJS Signature, incorporating 
bold pieces in 22ct yellow gold with colour 
gemstones and diamonds. Birdhichand 

Ghanshyamdas Jewellers from Jaipur 
presented a graceful, multi-layered 
necklace, inspired by royal women 
in India, adorned in floral motifs 
set with diamonds, emeralds and 
rubies.

The collect ion by KP 
Sanghvi revealed a modern 
edge, showcasing rings in three 
shades of German alloyed rose, 

white and yellow gold, set with 
diamonds using the latest 

machine technology.

PROMISE
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The Aminoff family has always been 
in the business of luxury. Back in the day 
– David Aminoff’s grandfather’s day – it 
was all about fur; today it’s pearl jewellery, 
crafted using Japanese Akoya, South Sea 
and Tahitian pearls. And, for an added touch 
of luxe, there are diamonds – generous 
sprinklings of them on clasps, ring mounts 
and earring rods, hugging pearl pendants 
and providing detail on otherwise classic 
pearl necklaces. 

“I would say that our retail customers 
have success with our products, largely 
because of the diamond content,” says 
David’s son, Ari Aminoff, who joined 
the Hatton Garden-based company two 
years ago and is co-director. “A very large 
proportion of our business is repeat orders 
and around 70 per cent of what we sell is 
manufactured in the UK, and the diamond 
content is substantial. But what we produce 
is always centred around a well-made, 
classic, wearable style of generic items – 
it’s what our customers expect from us.” 

They also expect – and receive – great 
service. Matt Aminoff’s customers are mid-
to-top end independent and small group 
jewellery retailers. “We’re dealing with 
higher quality goods and retailers,” says 
David, “and our service has to be good; it’s 
what sets us apart.” Central to that service, 
the new website – as elegant and sumptuous 
as the jewellery – has been designed to 
help trade customers fulfil enquiries, with 
prices hidden from the consumer… “We’d 
never cross the line and become retailers 
ourselves,” David adds.

In particular, the company regularly 
undertakes special commissions for 
retailers. While I’m there, a double row, 
white pearl necklace is completed – it 

features a flower clasp created in perfectly 
matching pearls, a detail that the retailer’s 
customer specifically requested. “Finding 
those smaller pearls – all the same size and 
in exactly the same tone as the necklace, 
wasn’t easy,” explains David. He’s clearly 
delighted with the result.

Other commissions might involve new 
designs in pearls – a task involving input 
from all in the office, including David’s 
wife, Rebecca, the brand’s PR manager – 
as well as mounting, assembly, stringing, 
re-stringing, grading and adjustments. In 
addition to employing a full-time stringer, 
Matt Aminoff also outsources. “We take full 
advantage of the Hatton Garden facilities,” 
explains David. “Many of the small 
workshops rely on us. And there will never 
be a possibility that we would move out of 
Hatton Garden – goods have to be made 
here; we have a lot of West End London 
business. Most people here are happy to 
pay the rents, because it pays dividends.”

What also pays dividends, for Matt 
Aminoff, is travelling regularly to Japan 
for pearls. “It’s easy doing business with 
the Chinese, but with the Japanese you 
have to prove yourself,” explains David. 
“They repay you with loyalty, service and 
the best goods available straight from the 
farms. You have to spend a decent amount 
of money and be consistent – there are no 
short cuts. The Japanese are very honourable 
people; you can’t play games with them. 
We’ve been working with the same farms 
for three generations – it’s a strong bond.”

The benefits of such bonds between 
Matt Aminoff, its suppliers and, in turn, 
retail customers, is a pearl market that Ari 
describes as “steady and stronger now than 
it ever has been”.

DIAMONDS 
and PEARLS

Third-generation family-run pearl jewellery business 
Matt Aminoff has launched its most interactive website to date. 
Belinda Morris discovers the luxury brand behind the PR push.

MATT AMINOFF – 
A HISTORY

1960s – the late Matt Aminoff, 
founds a business selling precious 
gemstones and diamonds. By the 
early `70s the emphasis shifts to 
pearls, thanks to a unique contact 
in Japan. Matt’s cousin, disillusioned 
with working in the fur trade, goes to 
Japan in the early `60s – on a hunch 
that cultured pearls would take off. 

It’s a good stepping stone into 
the trade for the family business, 
which began by selling loose 
strands to wholesalers and pearls 
to manufacturers. They begin 
forging relationships with major 
pearl cultivators and suppliers and 
through these relationships focus on 
procuring the finest quality pearls 
of each harvest, and supplying 
some of the most prestigious  
and well-established UK and 
European retailers.

1972 – Matt Aminoff & Co, is 
established and Matt joined soon by 
sons David and Gabriel. With the 
knowledge that their pearls comprise 
some the rarest and finest quality in 
the market, the company introduces 
diamonds into their manufacturing, 
sourcing directly from Tel Aviv and 
Antwerp. Today, as much as 80 per 
cent of Matt Aminoff’s jewellery 
production consists of gem-quality 
cultured pearls, combined with top 
grade (G VVS and GVS) diamonds. 
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One valuable NAJ service involves 
The Worshipful Company of Goldsmiths 
examining jewellery subject to customer 
complaint – not performing to expectations 
or defective somehow. An expert provides 
an opinion on the problem and its cause… 
perhaps even indicating where the blame 
lies – with the customer or the manufacturer.

I’ve analysed these complaints over 
the last three years, involving about 120 
jewellery and silverware items. What 
types of product, problem and precious 
metal were most frequently involved? Was 
it always the customer’s fault or was the 
manufacturer primarily to blame – some 
jewellery being not ‘fit-for-purpose’ from 
an engineering standpoint? 

Type of product: Almost all jewellery 
items were rings. Of these, most were 
gemset, the rest plain, typically wedding 
bands. So, why do gemset rings present the 
major problem?

Type of precious metal: Just over half 
the rings were in gold followed by 950 
platinum. Palladium and sterling silver 
were a small proportion. Of the gold rings, 
just over three-quarters were in white gold, 
split evenly between 18ct and 9ct white 
gold.

Type of problem: There were many. 
Some occur together – missing stones 
and heavy scratches and dents, and even 
misshapen shanks often found together. 

Misshapen rings (deformed while being 
worn) occurred mostly with platinum rings, 
the rest being gold, particularly white 
gold. In contrast, cracks and fractures 
(to shank or mounting heads/settings) 
were predominantly seen with gold rings. 
Missing gemstones were seen mostly in 
gold rings, with platinum a large proportion.

Heavy wear, usually typified by 
scratches, gouges and dents to the shank, 
was frequently seen, particularly with 
platinum rings. 

Colour change was primarily attributed 
to the yellowing of white gold and is due 
to rhodium-plating wearing off, exposing 
the underlying off-white (yellowish) gold 
beneath. 

Tarnishing occurred on sterling silver 
rings, including one that had been gold-
plated – attributed to pinholes in the gold-
plating from where corrosion/tarnish 
emanated and grew outwards. The poor 
finish was mainly due to small porosity 
on the surface, originating from casting.

Whose fault – customer or manufacturer? 

‘Often it’s heavy wear 
– scratches, gouges 

and dents – primarily 
caused by the customer.’ 

It tends to occur at the back of the shank 
in gemset rings – on the hand’s palm side. 
It’s important to recognise that modern 
lifestyles are quite different to that of some 
30-50 years ago, when jewellery was often 
worn only on special occasions. Nowadays, 
jewellery tends to be worn much of the time 
and the lifestyle is more active and physical. 
This can also lead to shanks distorting to 
an oval shape, which in turn can lead to 
gemstones loosening and falling out… 
often seen in eternity rings. The sharper 
bend caused by the deformation to an oval 
shape opens up the gem setting locally.

However, the fault may not always lie 
solely with customers. It may be inherent, 
casting porosity in, for example, the prongs 
of a setting that weaken the prong, resulting 
in gemstones falling out… clearly the 
manufacturer’s fault. 

Alloy choices can also contribute – 
one that is inherently soft in the annealed 
condition may favour manufacturing and 
ease gemsetting, but is not optimum for 

the ring’s performance. In some cases, 
the ring has a slender shank and so has 
lower mechanical strength. With gemset 
rings in particular, the ring is often made 
by investment casting, and so the metal 
tends to be in the soft condition as cast. 

Most complaints were with platinum 
and white gold gemset rings – usually 
produced by investment casting – and 
relate to inherently soft alloys. It’s generally 
accepted that alloys for jewellery should 
have a hardness of at least HV120. 

The problem of cracks and fractures 
was usually attributed to heavy knocks 
– falling to the customer rather than the 
manufacturer, although there were some 
examples of brittle alloys.

Colour change of white golds are 
also frequent problems – due to rhodium-
plating wearing off, revealing the off-white 
colour of the underlying white gold alloy. 
Sometimes the rhodium wears away quite 
quickly after purchase, suggesting poor 
quality plating, possibly applied very thinly. 
An optimum plating thickness is about 2-3 
microns, lasting about one-to-two years of 
normal wear. In such cases, it’s difficult 
to be certain whether the customer or 
manufacturer is at fault; but the customer 
must bear some blame as often the rhodium-
plating on the shank’s inner surface is intact 
as it’s not subject to much wear. 

Often the customer doesn’t know their 
white gold ring has been rhodium-plated. 
My advice to retailers is to state on the sales 
receipt that this is the case.

To conclude: some instances the 
manufacturer is at fault, but often it’s 
down to the customer. A poor choice of 
alloy, the manufacturer must be responsible 
for. Perhaps retailers should specify their 
requirements when ordering jewellery – a 
minimum hardness value would be a good 
starting point!
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Is it always 
the customer or is it 

down to the manufacturer? 
Asks Chris Corti, technical consultant 

to the Worshipful Company of Goldsmiths.

?
CUSTOMER 

COMPLAINTS
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TRADE 
WAR 
Risks

Risks of a trade war triggered by President Donald Trump’s plans to slap hefty 
import tariffs on steel and aluminium, risk denting the dollar and adding further 
upside to gold prices.

President Trump’s announcement surprised financial markets and contributed 
to a spike in gold prices in early March as the dollar weakened. Bullion was 
up 0.3 per cent at $1,326.41 per ounce on 5th March.

President Trump announced intentions to set a 25 per cent import duty 
on steel and a 10 per cent tariff on aluminium, sparking anger among the 
United States’ trade partners and fears of retaliatory action in a potential 
tit-for-tat trade war.

The International Monetary Fund (IMF) added its voice to the international 
complaints, saying Trump’s decision could hurt the US and other countries.

The announcement intensified a mood of uncertainty gripping financial 
markets, boosting the appeal of gold as a safe-haven investment as it was unclear 
how trade relations between the US and its main partners would play out.

Concerns over the negative impact on the US economy would drag on 
the dollar and make dollar-denominated gold cheaper in terms of other 
currencies, encouraging more buying of the precious metal.

“Assuming the tariffs are made official, it is bad for the 
global economy, and it is bad for the U.S. economy,” 
Jeffrey Christian, managing partner of New York-
based precious metals consultancy CPM Group, 
told The Jeweller.

A combination of deteriorating relations 
between the United States and its main trade 
partners, and other geopolitical factors, such 
as increased belligerence from Russia, and the 
rise of extreme right-wing movements in some 
parts of the world, could spark increased 
demand for gold.

“At some point the level of demand 
rises above a trigger point relative to 
available bullion supply, and prices will 
ratchet sharply higher,” Christian said.

However, the upside in gold prices 
could be capped by expectations of 
a more aggressive round of US 
interest rate rises this year.

Many financial analysts 
believe that the United States 
will raise interest rates faster 
than initially thought, in order to 
contain inflation as the recovery 
of the world’s biggest economy 
gathers pace.

A climate of rising US interest rates 
should drag on gold prices as the yellow 
metal bears no interest, making alternative, 
interest-bearing assets relatively more appealing 
to investors than bullion.

UK jewellers and manufacturers will need to track 
the international trade frictions closely.

If the increasingly strained atmosphere degenerates 
into a full-fledged trade war, the prices of gold could rally 
as its safe-haven status comes to the fore.

The other key focus for UK jewellers will be the sterling-
dollar exchange rate impact on costs of restocking gold.

Jitters over Brexit negotiations can weigh on the pound, 
potentially pushing up the costs for the UK jewellery sector of 
acquiring the precious metal.

Prospects for rising interest rates, with a May hike by the Bank of 
England largely anticipated by financial markets, may underpin the 
pound, but any unexpected weakness in UK economic data or renewed 
obstacles over the Brexit talks, could soften sterling and even derail any 
expected rate hikes.

Trump’s tariffs plan can hurt UK–US trade relations just at a time when 
Britain needs to strengthen its ties with America as it prepares to exit the EU.

Disclaimer: 
this column should 

not be seen as advice 
or a recommendation 

for investment. Any 
opinions expressed are 

those of the author.

David Brough is IJL’s 
Precious Metals & Gems editor. 

He previously covered commodity 
markets, including precious metals, 

for Reuters and is editor and  
co-founder of JewelleryOutlook.com

says David Brough

UNDERPIN 
Gold PRICES
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ARGENT 
C O L L E G E

As regeneration of 
Birmingham’s Jewellery 
Quarter gathers 
momentum, one project 
at the community’s heart 
is proving to be both 
inspiring and uplifting. 
Belinda Morris checks 
out Argent College. 

re-imagining potential

Just across the road (and down a 
bit) from the Birmingham School of 
Jewellery on Vittoria Street stands 
an imposing corner building that was 
once a silversmithing business. Today 
it is the spacious home of a remarkable 
centre of learning for young people 
with Specialist Educational Needs and 
Disabilities (SEND). And in celebration 
of the Quarter’s rich history and industrial 
heritage, its major emphasis is on 
jewellery-making.

Established very recently, Argent is 
the latest college/specialist school to be 
established by the Ruskin Mill Trust, 
a charitable organisation committed 
to enabling young adults with SEND 
(typically, those on the autism spectrum) 
to ‘reach their potential and achieve 
independence’. Argent College’s 
‘Cornerstone Project’ not only focuses 
on work skills, work readiness and 
advice, but also aims to create jobs for 
students through its own social enterprise 
activities. 

It’s early days yet and parts of the 
building (which itself has amazing 
potential) are still to be developed, but 
workshops are already established so that 
the students (currently 23, although this 
will grow) can receive one-on-one bench 
training. And by September this year it 
is anticipated that a Social Enterprise –
retail outlet – will be up and running to 
sell the students’ craft products (candles 
and leather goods as well as jewellery). 
As a not-for-profit charity, sales from the 
shop “will be reinvested in resources and 
materials to support student progress and 
achievement,” explains deputy principal 
Alex Griffin.

In fact Argent can already boast 
consumer-facing activity – just along from 
the main entrance is The Hive – a thriving 
(and very enticing) café – with bakery – 
that prepares its own wholesome food 
made with fresh produce, from its own 
impressive bio-dynamic rooftop garden. 
Both café and garden offer students 
opportunities to develop employment 
skills. (And I can personally vouch for the 
Americano). Meanwhile, the planned live 

music venue in the cavernous basement 
will provide an exciting hub for students 
and Jewellery Quarter folk in general. 
Being an active part of – and serving – the 
local community is a key aspect of the 
college and, in turn, support from the trade 
is invaluable to promoting the work that 
it does. “This may include partnership, 
charitable donations to Argent College, 
providing work experience opportunities 
for our students or supporting the 
programme with expertise, tools or 
materials,” explains Griffin.

A comprehensive inventory of tools 
and equipment that the Project needs 
has been drawn-up by designer 
maker Paul Spurgeon, Argent’s 
Social Enterprise jeweller. As well 
as tutoring, sourcing outreach work 
and work-experience opportunities 
for students, he will be developing 
their jewellery line for sale. The 
shopping list is too long to itemise 
in full here, but extends from 
steam cleaners (x1), oxygen 
and propane torch systems 
(x7), jump ring maker (x1) and 
double polishing motor (x1), pendant 
drills (x7), polishing benches (x2) and 
rolling mill (x1) to loupes, leather aprons 
and soldering sheets and probes, bench 
skins, triblets and India oil 
stones. The college can provide 
the full list and of course would 
be delighted if anyone in the 
trade is able to donate in the 
way of equipment, funds… or 
expert help.

Bespoke jeweller and NAJ 
vice chairman Harriet Kelsall has 
donated several display cabinets 
following a visit to Argent College 
with Gary Wroe of Hockley Mint and 
Andrew Hinds of F Hinds. “We were 
very impressed,” she says. “It’s a very 
inspiring, wonderful project and so 
worthy of the trade’s support.” 

To offer support and learn more 
about Argent College, contact:  
alex.griffin@argent.rmt.org or visit:  
rmt.org/argent/



SELL MORE 
JEWELLERY
with... sales boosting 
tips and advice from 
expert speakers

When: 5th June 2018

Where: De Vere Oxford 
Thames, Sandford on Thames 
0X4 4GX

Cost: NAJ Members 
£225+VAT / Non NAJ 
Members £250+VAT

The JET Business Network is hosting its 10th 

congress on 5th June and with this year’s focus 
purely on your bottom line, it’s expected to be the 
best one yet. 

This all you need to know event will focus on everything 
from video, photography and social media, to your own 
shop floor – with visual merchandising, product ranging, 
staff sales skills and exceptional customer service all on 
offer to help better your business and boost its sales.

And if all that wasn’t enough, expect invaluable 
networking opportunities with other members.

Find out more about the speakers 
and book online at: 
naj.co.uk/congress

                “Brilliant speakers – lots of stuff to bring 
home and act on.”

“A very informative and enlightening day. 
I really enjoyed it.”

“Great to hear awesome speakers, meet other 
members and share our experiences.”

“Fantastic value and a great opportunity to meet 
like-minded and helpful people.”

“Congress is a great opportunity to experience the 
JBN before becoming a member.”

at the 10th JBN Congress
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COMPETITION TIME
Entries are now open for the NAJ’s Retail Experience 

Award. Organised in partnership with International 
Jewellery London (‘Experience is everything’ is IJL’s 
new strapline) this award recognises that satisfying 
customers’ needs is no longer enough. Retailers need 
to exceed customers expectations by creating a great, 
unique customer experience.

So, tell us what changes you’ve made in the last 
two years that enable you to exceed your customers’ 
expectations. 

Perhaps you have:

• Re-designed your store and created an oasis for 
customers

• Introduced a loyalty reward scheme 
• Invested in staff training
• Held trunk shows to introduce new brands or 

designers
• Hosted special customer events 
• Introduced a new concept, such as welcoming 

customers with a glass of bubbly.

Whatever you do to deliver a memorable experience, 
let us know and you could be in with a chance of 
winning the Retail Experience of the Year Award. 

Three retailers will be shortlisted, 
and each will compete to win the title by 
encouraging their customers to vote for 
them. Entries will close on 30th April and 
the winner will be announced on Monday 
3rd September at IJL. 

Enter now at naj.co.uk/retailexperience

GOBLET DESIGN 
COMPETITION

Norwegian-born Kine Guvag has won a special 
competition sponsored by the British Allied Trades 
Federation (BATF) to design and manufacture two 
sterling silver goblets, which will be presented to its 
presidents in 2018. It’s the first time that the Federation 
has initiated a competition for the creation of goblets, 
since they were first introduced (purchased off the 
shelf) in 1954. 

Open to students and artists in residence at the School 
of Jewellery, Birmingham City University, the brief 
asked that the goblet (which will be used at formal 
BATF dinners) should incorporate the Federation’s 
crest and be engraved with the presidents’ names 
and years of office. Kine’s design – clean-lined, 
asymmetrical and with geometric details, will be made 
at Vipa Designs where she now works.

BENEVOLENT 
SOCIETY DINNER

The Benevolent Society (charity of the British Allied 
Trades Federation, the NAJ’s parent company) is 
delighted to offer NAJ members the opportunity to 
buy tickets to a wonderful dinner by candlelight at 
Goldsmiths’ Hall. Taking place on Thursday 14th 
June the evening will include drinks reception, 
entertainment, three-course dine and wine. 

We would like to thank the following sponsors: Hockley 
Mint, Jewellery Solutions, Charles Green and Facets PR. 

Tickets are only £95 + VAT for the first ticket and 
£145 +VAT for the second ticket. The dinner will be 
preceded by the NAJ AGM at 3pm and the BATF AGM 
at 4.30pm. Contact: gill.price@batf.uk.com

NOT TO BE 
MISSED: IRV 

LOUGHBOROUGH 
CONFERENCE

A date for your diary: the 2018 NAJ IRV 
Loughborough Conference takes place from Saturday 
15th to Monday 17th September. 

The Institute of Registered Valuers has announced 
its call for nominations for the 24th annual David 
Wilkins Award, which is given in recognition of 
exceptional skill, dedication and service in the field 
of jewellery appraisal and valuation. An IRV may 
nominate himself/herself or any other IRV they feel 
merits it. A nomination may also be made by an NAJ 
member. Completed nominations must be sent to the 
NAJ Cardiff office to be received no later than 30th 
April 2018.

Forms can be obtained from Sandra Page. Call 
029 2081 3615 or email irv@naj.co.uk. You can also 
download a form from the David Wilkins Award page 
on the IRV website at jewelleryvaluers.org which also 
outlines the criteria for nomination.



Career Opportunities,  
Trends and Networking

Monday 23 April 2018
1:00 to 4:00 p.m.

The Goldsmiths’ Centre
London, UK

Free for Job Seekers and the Public

Reserve your spot to attend or recruit 
careerfair.GIA.edu

 GIA England  104 Great Russell Street  
London WC1B 3LA  United Kingdom  

T +44 (0) 20 7813 4321    E gialondon@gia.edu  
London.GIA.edu  

Registered Charity No: 1101116    

Michael Wainwright
Managing Director

Boodles 

Nadja Swarovski
Executive Board Member

Swarovski

Mike Asscher
Vice President
Royal Asscher

Opening Panel Speakers 
“Job Success in Today’s Market”

GIA® is a registered trademark of Gemological Institute of America, Inc.

CF180001_Jeweller_ad_v12.indd   1 3/6/18   8:01 AM
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In January Anna Blackburn 
was promoted to the board 
of directors at Beaverbrooks, 
assuming the role of managing 
director. Having begun her 
career on the shop floor in 
the Manchester store, she 
rose through the ranks to 
become the company’s CEO 
in 2013 – the first non-
family member to do so.

Who has been the biggest influence on 
your life? 
My family. My dad for his work ethic and 
determination to treat people fairly at all 
times and my mum for the confidence 
and belief she always had in me. Now, my 
husband, who is my complete rock and my 
kids who bring endless joy to our lives.

What drew you to work in jewellery 
retail? And what has kept you loyal to 
Beaverbrooks throughout your career?

I always loved retail – the pace and the 
people. As a graduate I was looking for the 
right company rather than the jewellery 
industry. I fell in love with the ethos of 
the business at my interview, and here I 
am 20 years on. The two key things were 
the internal promotion opportunities and 
the focus on charity. I had just spent a 
year travelling and working in Africa and 
found the approach to giving something 
back really refreshing. What’s kept me 
here? Well that’s easy: being able to make 
a positive difference everyday, the people 
I work with (I work with a lot of amazing 
people) and the product – I absolutely love 
the jewellery and watches that we sell.

What three words describe you best.... 
in your view AND according to others?

Energetic, focused and determined.

Looking back at your career, what one 
thing would you do differently if you had 
your time over? 

Nothing. I believe that everything I 
have experienced has made me stronger 
and helped me to grow as a person. I learnt 
very early on to listen to feedback from 
those around me and take it on board.

What in your view is the single  
biggest challenge facing jewellery 
retailers today?

I think there are many challenges but 
the biggest is staying relevant in a highly 
and increasingly competitive market. You 
need to stand out in the customers’ eyes.

If you could go back in time, what era or 
moment would you choose? Why?

In 2019 we’re celebrating our centenary 
at Beaverbrooks. We are extremely proud 
of our heritage and family values, which 
are a big part of our ethos today. It would 
be amazing to go back to 1919 and meet 
the three Adlestone brothers – Isaac, Harry 
and Maurice – and experience what life 
was like then. 

 How will your job at Beaverbrooks 
change now that you have been promoted 
to the Board and have taken on the new 
role of MD?

The truth is it will continue in the main 
as when I was CEO. We have had four very 
successful years and the plan is to keep that 
going. I have more legal responsibilities and 
feel an even higher level of responsibility 
to our people. Mark Adlestone and I make 
a very strong team and I felt extremely 
honoured when he asked me to become a 
director. We are both very excited about 
the future.

Tell us something not many people 
know about you....

I had many part time jobs when I was 
younger: I worked on a market stall, drove 
an ice cream van and spent a summer doing 
bar work in Faliraki.

Favourite shopping destination and why?
Having two young kids I love the Trafford 

Centre. It’s less than an hour from where I 
live, it has some great stores, is open late and 
the leisure facilities are varied which means 
there is something for us all. When the kids 
were younger they loved the creche but now 
they are showing an interest in clothes 
shopping trips are definitely more costly.

What was the last film you saw?  
Any good?

‘The Darkest Hour’ last week. I thought 
that the acting was superb however I was 
expecting it to be a bit more gritty – 7/10.

Do you Tweet/Instagram/FB? 
 I do FB (on a small scale) and we have 

an internal FB called yammer – I like to 
see what’s going on across the company and 
see our people sharing their success stories.

What keeps you awake at night?
My husband snoring which is why I 

sleep with earplugs! Seriously – I sleep 
pretty well.

The 
LAST 
WORD...
goes to Anna Blackburn
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QUICK FIRE

Diamonds or coloured stones? 
Diamonds

Fish ‘n’ chips or fruits de mer?  
Fish and chips (in Cornwall)

Two wheels or four wheels?  
Four

Delegator or control freak?  
Delegator

Wild night out or cosy night in? 
Cosy night in (family film 
nights are a favourite)

Paperback or e-reader?  
Paperback
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+44(0)1279 417640  |  INFO@ELELOCK.COM  |  WWW.ELELOCK.COM

DISCREET, SECURE, RELIABLE ELECTRONIC LOCKING SOLUTIONS

FOCUS ON A SUPERIOR 
BUYING EXPERIENCE

GEMiSYS2

There are certain products that consumers will want to 
hold in their hands and experience before purchasing. 
High value items such as jewellery and watches fall 
into this category.

A retail consumer study conducted by the UCLA 
Anderson School of Management, revealed that 46% 
of consumers feel that the retail process takes too long 
and 32% dislike waiting for a display cabinet to be 
unlocked. This can lead to a negative buying experience 
and crucially, a lost sale. ELELOCK’S electronic access 
systems are designed specifically for the luxury goods 
retail market. With our locking solutions, retail team 
members can access and demonstrate jewellery and 
watches efficiently and effectively, so the buying 
experience is enhanced.

Combine this level of convenience with other additional 
benefits, such as, enhanced loss prevention, simpler 
and more cost effective key management and a more 
discreet lock design and it is easy to see why jewellery 
stores around the world are migrating to electronic 
locking solutions. After all, great products deserve 
great presentation and superior protection.

To discuss the many advantages our solutions deliver, 
contact Elelock Systems at www.elelock.com
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