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BELINDA MORRIS, EDITOR

ISSU E 
HIGHLIGHTS

FROM
the Editor

“with the actual aesthetics 
of a watch, there is a sense 
that choice and knowing 
your customer are the key 
components…”
 p.24

“if you have the ability to 
draw or paint then you’ll 
love what CAD can do in 
3D. The best approach is 
to try…”
 p.44

“It’s not just about coming 
up with a product, but 
about telling a story, and 
it’s so much easier to do 
this through images…”
 p.56

I love my job. One of the best things about it 
(apart from the fact that I’m paid to get up close 
and personal with beautiful jewellery… whenever 
I like) is the opportunity to learn. While taking 
a gemmology course and tackling JET is still on 
my bucket list, every new issue of The Jeweller 
sees me increasing my knowledge, often across 
a wide range of subjects.

The CAD feature on p44 is a case in point, 
involving a trip out of my comfort zone, as well 
as a great deal of welcomed education. But if 
new technology once brought out the contrary 
Luddite in me, I can take some solace from the 
fact that I wasn’t alone – for some jewellers CAD 
was a dirty word. But no more… as I discovered.

Crime against jewellers, of course, takes 
everyone out their comfort zone – with the 
possible exception of those who are tasked with 
helping us tackle it. In our extended Security 
feature (beginning on p34 with an overview by 
TH March, followed by a SaferGems update) we 
call on experts in the field to outline the services 
they offer and the latest weapons in our armoury 
for fighting back. 

The NAJ’s Technology & 
Security Showcase, taking 
place on 15th June at the 

Goldsmiths’ Centre in 
London EC1, will offer 

even more information on 
both of these subjects.

 
Knowledge being power, our Watch Report 
(p24) by Laura McCreddie-Doak looks at key 
market developments and aesthetic trends; 
Geoff Whitehead explains why not every Rolex 
is definitely a Rolex; Miranda Raw brings us the 
latest news from the world of pearls and we remind 
you that the IRV’s Loughborough Conference 
(where you can learn about everything!) should 
really be on your to-do list. Further important 
education comes courtesy of several industry 
associations (including the NAJ) with new 
Diamond Terminology Guidelines (p62).

Should all the above seem rather serious, even 
heavy, rest assured that beautiful jewellery still 
figures in the melee. We mark the centenary of 
women getting the vote with Suffragette-inspired 
gem-set pieces, celebrate our industry’s unsung 
craftspeople in Hidden Treasures, highlight new 
and established designers at two trade fairs and 
introduce a children’s jewellery brand with a flair 
for fresh fashion imagery.

Told you it was a great job.
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THE FIRST 
HUNDRED DAYS

On my travels around the industry 
some have said the task we face at the 
NAJ is impossible, others jokingly 
said they wouldn’t do the job I have 
chosen to take on for all the tea in 
China. Luckily I’m not the sort to get 
downhearted – I rally to the cause.

Nine out of 101 senior managers 
agree with the statement “Transitions 
into significant new roles are the most 
challenging times in the professional 
lives of managers”. Taking on the CEO 
role at the NAJ has certainly been a 
challenge so far; but one I relish. As 
I’ve just passed the milestone of my 
first hundred days in the CEO job at 
the Association, I wanted to take stock 
and consider where we’ve got to and 
where we are heading.

Why use a hundred days as a 
milestone? There are some historical 
precedents. The milestone of the 
first hundred days in a job originated 
from measuring the effectiveness of 
US presidents. Some, such as Ronald 
Reagan achieved a lot in the first few 
months, while others bedded in, made 
an assessment of the challenges they 
faced and got their heads around what 
must be the most difficult job in the 
world before they took any major 
decisions. 

Looking at my own experience as 
a newcomer to the jewellery industry, 

and someone who has inherited a 
challenging role in a challenging time, 
I have definitely not been a ‘Ronnie’. 
The job clearly requires a structured 
approach to a complex situation; 
we have an industry suffering from 
repeated legislative and economic body 
blows, a relatively new organisation 
in a very fragmented industry. All of 
these factors lead me and the National 
Committee to agree that now is the time 
to take stock, build bridges and plot a 
course that we hope others will take 
too. After all, a key role for the NAJ is 
to bring parties to the table and, backed 
by the British Allied Trades Federation, 
we have the financial support and 
political muscle to help deliver on our 
strategy – more on that in future issues.

I hope the sector will 
continue to support 
the NAJ’s work... 

and also give me time to learn, so our 
long-term vision is clearer and easier 
to deliver. However, we’re not just 
contemplating our collective navels 
this Spring and Summer. We are 
reconnecting with the membership, 
developing new education products and 
benefits and building a new website.

A period of transition is the time to 
build new momentum, and what greater 
transition than a new CEO, a new chair 
and a new president. Alongside these 
changes, we will have a new strategic 

plan, which will in turn create change 
in our committee structure. We have 
begun a search for new ideas, new 
volunteers, and new ways of working. 
If you’d like to get involved at any 
level, please attend one of our Leaders 
Forums, our AGM on 14th June in 
London, or just get in touch.

After escaping from Elba, in March 
1815 Napoleon marched into Paris 
with his supporters. His leadership 
of a ‘Hundred Days’ was brought to 
an end by the battle of Waterloo that 
June. As I write I’m now at day 105, 
and I’m pleased to report that there’s 
no ‘Waterloo’ in sight!

The first hundred days marks the 
end of the opening chapter of what will 
be an exciting saga. So in summary, 
don’t judge our progress against what 
has or hasn’t happened so far, but mark 
this as a point to look back on when 
you have seen the long-term impact of 
the changes our National Committee 
and staff team are making, and the 
opportunities that lie ahead to resolve 
the issues facing your business. 

Simon Forrester CEO 
National Association of Jewellers

1 Harvard Business Review, January 2009
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HARRIET KELSALL – CHAIR
What has prompted you to get so actively involved in the 
Association and how do you feel about your new role?

When I first joined the BJA and NAG (as they were then) I had 
been building my business successfully for a few years but felt as 
though I was working in a vacuum. But once I became a member 
all that changed – I made contacts, got ideas and met people in 
the same situation as me. It was a breath of fresh air and I loved 
it; I wished I’d joined sooner!

Becoming more involved was a gradual thing. I was asked to 
join a committee and I was initially terrified – important people 
sitting round a big shiny boardroom table! But I realised that part 
of our job is to give something back, help people to build better 
businesses – younger people in particular.

When Gary Wroe asked me to become vice-chair, which is a 
position that works towards becoming chair after two years, I was 
excited. But there was a lot to learn and it’s a big responsibility. 
Being a designer, manufacturer and retailer is an advantage, but 
it’s a very big industry and I’m not prepared for all of it, so I 
have spent the last two years getting to know and understand the 
various segments.

What has that entailed?
I began by setting up the Education Steering Group – which 

I have now passed on to Heather Callaway – as I wanted the JET 
courses to benefit the whole of the newly merged association. And 
I’ve established the Better Business Group, looking at issues like 
legal compliance and finance as well as responsible sourcing and 
sustainability… all aiming to enable designers, manufacturers, 
retailers and other jewellery professionals to live up to our core 
values of honesty, integrity and professionalism.

I also want to help foster an environment of collaboration across 
the industry and have been working with [outgoing chairman] 
Simon Johnson to do this.

I’ve got to know the IRVs and been to Loughborough (something 
else I should have done ages ago; it’s amazing – everyone should 
go!) and I’ve been to the JET Business Network Congress, which 
is also brilliant, and has helped me to better understand retailers.

Now you’re in this role, what are your priorities for the future?
Together with CEO Simon Forrester I want to work towards 

improving the governance of the NAJ. We’ll bring together high 
quality, expert volunteers in a way that gets the best out of them 
– for the industry and themselves – so that we are well equipped 
to steer the direction of the Association… furthering our mission 
to increase consumer confidence in buying jewellery. 

So, what’s on the immediate agenda?
Top of the list is to deliver a brilliant new NAJ website. We aim 

to provide members with the tools they need to run their businesses 
better, so that will be at its core – lots of links, signposts and helpful 
information, which we’ll deliver in stages. The website will also 
be more customer-facing.

We’ll also be looking at industry skills, including our education 
offering. The Association will be committed to being at the 
forefront of retail and manufacturing apprenticeships, so we’re 
looking to add value here. We should be even more able to help 
start-ups – the industry needs fresh creativity; these are the 
people who’ll be showing us the way in the future, so we need 
a membership structure in place that helps budding businesses. 
We’ll be continuing with our mentoring programme, making 
improvements where needed.

June marks another new era for the Association – we welcome our new chair, 
Harriet Kelsall, and new president, David Doyle. Belinda Morris asks them what 

the road ahead has in store for them, the NAJ and the industry as a whole.

TAKE IT FROM
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What other aims do you have for the next few years…?
The NAJ must be relevant to all its members. And because I 

have benefitted so much from this, I want to make sure that we 
offer lots of networking opportunities – for inspiration, for doing 
business and for friendship. I also want to help make sure that 
the UK still leads the way in jewellery responsibility and ethics. 
We’ve made a lot of progress in the last 20 years, but there’s still 
a long way to go and the NAJ should signpost the way.

And what’s in it for you?!
The same as it would be for anyone who decides to get involved 

with the Association – helping people feels good! But beyond 
thinking altruistically, I’ve benefitted from the advice of friends 
and contacts who I’ve met by sitting on the commitees and steering 
group; now whenever I have a question or need a contact, I know 
exactly which friend to ask. Being part of such an amazing 
network has helped my business, naturally. After a few years I now 
understand the shape of things and if I can help others, I want to 
do that. I just hope that I can now live up to people’s expectations!

DAVID DOYLE – PRESIDENT

After deciding to step back a little from official association 
roles (ex-chairman of the BJA and previous president of the 
Federation), you’ve now leapt back into the fray… what has 
prompted this?

It was a huge honour to be asked. To be honest I was shocked – 
presidents need to be bigger industry hitters than me! But, in a year 
when we have a new chair and a new CEO for a new association 
that is settling into the Federation, I feel that I can add value. I 
was one of the architects of the merger – together with Rosina 
Singleton I rearranged the Federation articles that allowed it to 
happen. So I have a sense of ownership; I want to make sure that 
it works. Plus I have experience and I can speak for my peers. 
Patrick Fuller is a very hard act to follow, but actually I’m in this 
position now because of Patrick – he suggested to me years ago 
that I should get involved in extra curricular activities.

How do you intend to fulfil your role?

If I do something I need to do it properly. I like to get involved, 
so it won’t just be about glad-handing! I have asked Harriet, and 
board members Andrew Hinds and Gary Wroe, to tell me what 
they expect from me, and my motivation will be to progress that. 
But I will clearly want to chip in; if there’s something I believe 
strongly about I will make a fuss! For instance, I would like to 
see more networking with other industry associations. Things like 
this, that I have an interest in, I would like to help drive forward. 

I’m delighted to say that Harriet and I have already started the 
process of working together and we speak quite regularly. I’m very 
much looking forward to working with her and assisting wherever 
I can to enable her to achieve her wish list as chair.

What do you feel that you bring to the position?
Ultimately I think they want an ‘old boy’ who knows the 

working of the industry, who knows lots of people and who knows 
how to speak to people. The commercial arena has changed; half 
my business [Birmingham-based Jewellery Brokers] is now done 
with members of the public, so I straddle two sides of the industry. 
[“David has a huge amount of experience and is a font of expertise 
and contacts – he’s always ready and happy to help. I think we’ll 
be a great balance together.” Harriet Kelsall]

Will you still remain involved in your other committees and 
retain other roles? I’m thinking of the Benevolent Society.

Yes. I’m treasurer and vice chairman of the Benevolent Society, 
it gives me the opportunity to organise charity events, which I 
enjoy. The role has actually grown as we have two events a year 
now. With an enthusiastic team working alongside me we have 
really grown the Benevolent Society – profits have soared and 
so we are able to donate more to good causes and worthy people. 

I’m also delighted to be a warden of the Assay Office 
Birmingham and director of the AnchorCert Group. All of the 
interactions involved in these roles help keep me involved in the 
trade at every level. I would say that these positions will be part 
and parcel of assisting in my role as president as they are a constant 
source of topical and pertinent feedback.
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Trade shows across Europe and Asia have made a surprising 
number of headlines in 2018, with commentators asking how they 
can continue to stay relevant in an age of social media, Instagram 
shopping and omnichannel buying. 

Fortunately, International Jewellery London (IJL) has been 
testing the edges of the trade show concept in recent years; 
continually adding new features, sectors and seminar spaces that 
make IJL a key buying destination, but also a place for networking, 
education, entertainment and trend forecasting. 

In 2017, IJL welcomed 520 exhibitors from 43 countries – 
among them fine jewellery suppliers, fashion and fine jewellery 
brands, retail service providers, watch brands, gem dealers, 
diamond manufacturers, packaging experts, retail experience 
insiders and silverware purveyors. This mix was well-received 
by 9,000 trade-verified visitors from 71 countries, more than 83 
per cent of whom had buying responsibility for their organisation 
or business. 

Fotoulla Michael, IJL’s head of sales, says: “We understand 
that in order to best serve the needs of the UK and international 
jewellery industry, we need to create a not-to-be-missed experience. 
Just as jewellery retailers are focusing on their omnichannel 
presence and in-store customer experience, IJL is developing 
new and innovative ways to promote our shared industry and 
grow business, both B2B and B2C.”

IJL 2018 follows through on this promise with an expanded 
Retail Experience Area. First launched in 2017, it highlights 
businesses aiming to bring the retail environment to life with 
augmented reality, digital technology, visual merchandising and 
innovative in-store design. 

This year also sees the Inspire Seminar Programme come 
to life in newly-designed spaces on the show floor. In a twist for 
2018, IJL welcomes Seminar Submissions for the first time, 
allowing anyone interested in sharing their insights or words 
of wisdom the chance to get noticed and be heard. Visit the IJL 
website to apply for a seminar slot. 

Exhibitors will also be pleased to hear that, following the 
success of its 2017 debut event, the IJL Summer Masterclass 
is returning. With support from the NAJ, the returning free-to-
attend scheme has days scheduled at the Goldsmiths’ Centre in 
London, plus the NAJ headquarters on Vyse Street in Birmingham. 
Requests to attend can be made via the IJL website. 

IJL also continues to expand its international reach with a group 
of first-time exhibitors from Thailand, including Purity Jewelry, 
Creation Bijoux, SWD Import-Export and Essel International. 
Plus, exhibitors have already been confirmed from Dubai, Peru, 
Poland, India, United States, Germany and Italy. 

A TRADE 
SHOW...
and more 

This year, IJL introduces 
Uniquely UK – a campaign 
highlighting the skills of UK 
silversmiths, goldsmiths, 
jewellery designers and 
industry professionals. 
IJL will also focus its 
attention on the UK’s 
inspiring and historic 
centres of jewellery 
excellence: Birmingham’s 
Jewellery Quarter and London’s 
Hatton Garden. 

As the landscape changes for trade events, 
International Jewellery London (2nd – 4th 
September 2018) continues to complement 
UK-buying opportunities with special 
features, experiences and events.

Meanwhile the Bright Young Gems and KickStart IJL/NAJ 
initiatives always secure some of the most promising future talent. 
While judging continues for 2018’s Bright Young Gems, we can 
announce the accomplished six chosen for this year’s KickStart 
scheme: Helen Mangral of jewellery brand Helen Rankin; Natalie 
Ball of Natalie Perry Jewellery; Ruth Chipperfield of Ruth Mary 
Jewellery; Aishleen Lester of Le Ster Jewellery; eponymous 
jewellery brand Elisavet Messi; and Karina Fagras of Blush  
& Bashful. 

For more IJL information visit: jewellerylondon.com
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Ruth Mary Natalie Perry

Blush and Bashful

Helen Rankin Elisavet Messi

Le Ster
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Among the artisan suppliers and 
craftspeople – showing hand-made products 
across categories ranging from glassware and 
home fragrances to ceramics and textiles – 
were 125 designers offering jewellery, many 
of them NAJ members.

All items displayed at BCTF are UK-
made, assuring sound provenance with 
strong sustainable credentials. Pieces have 
been created using non-industrial, specialist 
crafting techniques, often with interesting 
back-stories and heritage. Many also offer 
contemporary ‘upcycled’ items made partially 
or exclusively from reclaimed materials.

As ever during BCTF, awards are 
presented to outstanding craftspeople 
across a number of categories. The 
NAJ’s Award for Excellence 
in Jewellery was given to 
Ellen Monaghan, while 
Caroline Finlay was highly 
commended. The NAJ’s 
Lindsey Straughton, 
with fellow judge Gay 
Penfold, ex-manager of 
the Jewellery Innovation 
Centre, chose Ellen’s 
“interesting, thoughtful 
work” for the excellence of the 
goldsmithing that it demonstrated. 

Stacey Foster, from the NAJ membership 
team, also attended the show to meet 
established, new and prospective members… 
Kathryn Williamson being one designer 
who signed up there and then! This was her 
third time at BCTF: “It’s a truly wonderful 
show which always has a lovely, friendly 
atmosphere. I love that everybody is a maker 
and individual, unlike the big shows,” she 
said. The inspiration for her jewellery came 
from inheriting ceramics, textiles and bits 
and pieces from her late grandparents. “I can 
use anything for inspiration, like a fragment 
from a cushion that I bought with my granny 
when I was a little girl.” 

Already an NAJ member, Ruth 
Chipperfield of Ruth Mary Jewellery, has 
been a full-time jeweller for two years. Her 
first time at BCTF, she was in the show’s 
Newcomers area. “There’s a great sense 
of community at the show, which is great 
for initial contacts and I’m hoping to build 
relationships afterwards – the real hard work 
starts after the show,” she told Stacey. Ruth 
Mary Jewellery, which has won a number 
of awards, including Theo Paphitis’ Small 
Business Sunday, recreates hand-stitched lace 
in silver and gold.

Another member, Contrary Mary Designs, 
founded by Mary Duggan – was a third year 
exhibitor. “What’s not to like about BCTF? It’s 

in a beautiful setting, really well-organised, 
you feel very well looked after and 

the marketing is really good… 
which makes it all really 

easy. The show represents 
really good value as well,”  
she explained.

“Also, BCTF is one of 
the only places, certainly 
in England, where you 

see your ideal customers. 
I’ve shown at both IJL and 

J&W and feel they’re pitching 
to a different audience; BCTF 

is specifically for those who stock 
only handmade items.” Contrary Mary 

brought new collections to the show – the 
Pebble collection in argentum silver, 22ct 
yellow gold and 18ct red gold, playing with 
different finishes to gauge the response 
(which proved to be very positive!).

“Creative talent has always thrived in the 
UK,” said BCTF organiser, Margaret Bunn, 
“and the show provides both a fantastic 
launch pad for emerging designer-makers 
and a wealth of inspiration for retailers in 
search of something truly special.”

NAJ members can save approximately 
10% on their stand space if they exhibit 
outside of the newcomers area.
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designer-makers, were out in force 
last April at the British Craft 
Trade Fair at the Great Yorkshire 
Showground, Harrogate.

TRADE FAIR

Ellen Monaghan

Ruth Mary Jewellery

Contrary Mary

Kathryn 
Williamson



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
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This show really sparkled from the off with amazing 
diamonds and jewels, and then there was the added 
touch of luxury with Bentleys and Porsches on view and 
driving guests around. As if all that were not glamorous 
enough, the organisers then sprang their big surprise 
– while Champagne-quaffing guests were mingling, a 
fleet of classic cars was driven into the exhibition hall 
and between the stands, which were adorned by models 
wearing fantastic pieces. And to top off the high-octane 
atmosphere, there was Liz Hurley, dropping in on stands 
and inspecting diamonds… in her astonishing real gold 
dress courtesy of fine jeweller Roberto Coin.

The Antwerp World Diamond Centre and leading 
testing and technology companies were on hand to 
demonstrate and educate the visitors with the latest 
developments and plenty of relevant speakers encouraged 
debate around issues such as chain of custody, ethics 
and diamond marketing, as well as future social trends. 

“Carat+ was grander compared to the previous year 
and it is a great place to meet our diamond suppliers. At 
GFG Jewellery we are a big fan of traceability and natural 
(that is, none man-made) diamonds and Antwerp does 
provide the information chain of origin and the necessary 
tests before export. This is a great plus that we would 
highly recommend. We look forward to their next edition,” 
commented London-based designer Nilufer Kizilkaya, 
GFG Jewellery.

“I’d like to say a huge ‘thank you’ to the NAJ for 
organising the trip to CARAT+,” said Margaret Rennie 
at Meg Rome Pure Brilliant Diamonds. “The contacts 

that I made while I was there have been invaluable – 
both the exhibitors at the show and the other visiting 
members. Special thanks to Lindsey for all her energy 
and enthusiasm!”

“CARAT+ 201 was most enjoyable and rewarding. 
We met existing suppliers and new suppliers and it 
was very good networking in a safe and professional 
environment. The VIP treatment was outstanding as 
we do attend others fairs with VIP status, but this 
wins it hands down,” said Bradley Phillips of Bradley  
Jewellers, Jersey.

Founder of CARAT+, Filip Van Laere, acknowledged 
the success of the show: “We achieved a number of 
significant objectives during our second edition and 
successfully scaled our programme of content and 
special features,” he said. “We are focused on furthering 
the reputation of CARAT+ as the central event in shaping 
the diamond business, and we believe we have taken 
another positive step forward in achieving this goal. 
Next year, we aspire to build 
on the Coloured Gemstone 
Sector, expand our CARAT+ 
Conference concept, and 
introduce an innovative format 
that will shake-up the show.  
I would like to personally 
thank the exhibitors, visitors 
and special guests who 
made the second edition of 
CARAT+ such an enjoyable 
and worthwhile experience.”

It was a trade show, but arguably unlike any other – the second 
CARAT+ was every bit as glamorous as it promised it would 
be. The NAJ’s industry ambassador Lindsey Straughton, 
together with a group of NAJ members, witnessed the glitz.

CARAT+ 2018
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The Association’s AGM takes place on 14th June 2018 

at Goldsmiths’ Hall, London (3 – 4pm). All members are 
welcome to attend. The meeting will include a look back at 
2017, a strategic summary and the announcement of the NAJ’s 
new chair, vice-chair and president.

CEO Simon Forrester will present a summary of proposed 
changes to the NAJ byelaws – the documents that govern 
how the NAJ operates. As part of the British Allied Trades 
Federation, it is required to set down how it conducts its 
affairs, and make sure these fit with the Federation’s Articles 
of Association (its governing documents).

The National Committee has looked at the byelaws in 
the light of the changing structure of the industry, and the 
demands on NAJ staff and volunteers’ time. Members can 
vote for the adoption of these new byelaws, either in person 
at the AGM, or by proxy for the vote to be lodged on the day.

Visit: naj.co.uk/agm

SECURITY & TECHNOLOGY SHOWCASE
On 15th June discover the latest jewellery business solutions 

by joining the NAJ and partners at the 2018 Technology & 
Security Showcase at The Goldsmiths’ Centre, London EC1. 

Drop in between 9.30am and 4.30pm to see machinery 
in action and meet industry-leading providers to find out 
how the latest innovations can protect you, streamline your 
manufacturing processes and add value to your jewellery 
business.

The Showcase will feature businesses across the technology 
and security sectors, including: BanditUK, Betts Metals, 
Cadfolio, Coherent-Rofin, EnvisionTEC, Gemvision, 
Goldmark UK, GRS, GVUK Design, IIDGR, Lampert PUK, 
SaferGems, StoneHawk, TH March, NAJ, Warrior Doors 
and Windiam.

For free admission register at: najshowcase.eventbrite.co.uk

RETAIL EXPERIENCE AWARD 
SHORTLIST

In April, in partnership with IJL, the NAJ launched a 
new competition to recognise retailers that deliver great in-
store experiences. While customer service is a priority, this 
competition goes a step further by identifying retailers that 
have made innovative changes to their offering – changes 
that have delighted customers and given them an edge over 
the competition. It may be technology helping to deliver a 
seamless customer journey, it could be a store re-fit wowing 
customers or live demonstrations bringing stock to life.

Now we’re delighted to reveal the four short-listed retailers: 
Anja Potze Fine Jewellery, Worcester; Bond Jewellery 
& Diamonds, Birmingham; Jeremy France Jewellers,  
Winchester and W&W Jewellery, Wandsworth, London.

GEM TRIP OF A LIFETIME
Following the success of the NAJ/Gem-A 2017 trip to 

Sri Lanka, plans are underway for this year’s Far Eastern 
excursion. Members of both associations are invited to join 
a two-week escorted tour, with exclusive opportunities to 
buy gems, visit mines, see gem cutters in action and take in 
a world heritage site. The trip will take place from 1st – 16th 
October 2018.

The price of £2,350+VAT is inclusive of economy class 
flights from London Heathrow and accommodation. Travellers 
pay for their own meals (very reasonable) and, of course, any 
gems that are purchased! They will also need travel insurance 
and visa for Sri Lanka, with at least six months left on their 
passport. We will need insurance details eight weeks prior 
to departure.

For details or to book email: lindsey.straughton@naj.co.uk

IJL MASTERCLASSES
IJL, with support from the NAJ, is providing a 

complementary Exhibitor Masterclass, designed to ensure 
a successful and enjoyable show experience. Whether new 
to IJL, or a repeat exhibitor, the Masterclass will help to 
maximise your IJL investment and help to ensure a return on 
exhibitor objectives, by giving tips on PR opportunities, how to 
use the show website portal and engage in buyer matchmaking. 
The IJL team and industry consultants Jo Henderson and 
Aldyth Crowther, alongside Lindsey Straughton NAJ industry 
ambassador, will guide you through this training day.

Exhibitor Masterclasses for all exhibitors: 
13th June 2018, NAJ Head Office, Birmingham. 1.15pm – 4pm
OR
21st June 2018, Goldsmiths’ Centre, London. 1.15pm – 4pm
Additional morning sessions for designers: 9.30am – 12.30pm

Visit: naj.co.uk/masterclass

SILVER COMPETITION
To commemorate the end of the First World War, the BATF 
have launched a silver design competition with the help of the 
NAJ. Open to all silversmiths, the task is to create a piece, of 
your choosing, taking that ceasefire as inspiration.

A sum of £8,500 will be given for the creation of the winning 
work. The closing date for design-to-scale entries is 22nd 
June and the final piece to be delivered by 31st October 2018.

For full details of the competition visit: naj.co.uk/silver

Sri Lanka 2017
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 The  

trip allowed 
unparal leled 

access through the 
very tightly guarded 

office fronts, to an amazing world of diamonds. I made some great contacts and the diamonds I bought arrived 
into my workshop the next day. The Belgian beer was pretty good too.” 

*“Diamonds and Antwerp, It’s in our DnA!” AWDC’s marketing campaign

“The dynamic of the group of members, plus the strong connection 
that we now have with the Antwerp World Diamond Centre (AWDC), 
contributed to making this trip so valuable, so special,” explains 
the NAJ’s industry ambassador Lindsey Straughton. “We were 
able to bounce ideas off each other and share knowledge… which 
was so useful. 

“As well as a tour of the AWDC’s testing lab and gaining and 
understanding from its import/export department on how to 

trade effectively in Antwerp, we also learned about the AWDC’s 
marketing campaign – which was very interesting, particularly 

in light of trading in 2020 and beyond. At the end of the tour 
we were all made ‘DnA Ambassadors’*! 

“We were able to watch famous diamond cutter Pieter Bombeke in 
his workshop, showing both standard and unique bespoke diamond 

cuts; it was absolutely fascinating. We also met business owners and 
diamond traders hoping to do business with us. The ‘speed-dating’ 

style introductions were somewhat daunting, but a very effective 
way to cut straight to what you needed. The following day we visited 

the offices of the traders selected, quietly browsed the extensive 
loose stone stock and had the chance to haggle and purchase. 

“This 
is just the 

beginning of 
the NAJ’s great 

working relationship 
with the AWDC and we look forward to many more projects aimed at introducing members 

to the AWDC’s lab… as well as Antwerp itself,” Straughton added. 

Harriet Kelsall of Harriet Kelsall Bespoke Jewellery was among the NAJ 
party. “I really want to thank the AWDC who were impeccable hosts. We 

had a wonderful tour of the beautiful city, were shown around the HRD 
lab, visited the Bourse and learned some of it’s amazing history and 

heard about how rough diamonds are traded there,” she said. 

“We also met some very 
interesting diamond dealers, 

cutters and diamond experts and 
learned about the latest technology 

being used to accurately screen for synthetic 
diamonds. We were entertained with beautiful 

dinners in stunning venues and felt like royalty! It was 
also a great opportunity to meet other NAJ members of 

course and to reconnect with industry friends. My colleague 
and I found the trip really inspiring and relevant and came back 

buzzing with new information and contacts; it was such a valuable 
trip to us.”

“The Antwerp trip was fantastic,” agreed Marianne Pughe of Saunders & 
Pughe, Corbridge “It was a short intensive tour, with many beneficial opportunities. 

Comparing notes and exchanging information with a group of delegates from all areas of 
the jewellery industry was so interesting. At the HRD grading labs there was an opportunity 

to ask lots of questions and to see the latest technological developments in screening and grading. 

ANTWERP trip
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In April the Association hosted 
an exclusive members’ trip to 
Antwerp’s diamond district, 
courtesy of the Antwerp 
World Diamond Centre.
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Please tells us about the International Department – how it works and who can benefit from it.

We are a stand-alone, self-financing division of the British Allied Trades Federation (BATF) and have our own membership. 
This is something that not everyone is aware of. 

The function of our department is to help members to export. On a day-to-day basis we deal with a number of common issues 
and queries such as duties, export/import customs clearance procedures and, of course, international trade 
shows. We’re a small team – just two full-time members of staff – but we make sure that we’re 
fully up-to-speed to answer most problems… or we will have contacts for more technical 
enquiries. We can get very specific questions from members.

How do you help those who want to exhibit at international trade shows?
It starts with offering advice on which trade fairs would be best for a 

designer or brand. We’re industry-led, which means that we are guided 
by what our members want, and we feed this back to the Department 
for International Trade (DIT), which is the government department 
set up to promote British businesses abroad. We work closely 
with the DIT to obtain funding for trade shows. There may be 
other funding streams for companies, for instance for trade 
missions, showcases and meet-buyer events.

What were the last jewellery trade shows that included 
a British pavilion organised by your department? 
And how much funding can exhibitors receive?

In February we funded a group of British designers 
to exhibit at NY NOW (in New York). We’ve organised 
a Lifestyle pavilion at the show since 2006 but last 
year we had our first Handmade pavilion. Today we 
are the only DIT-appointed delivery partner for NY 
NOW. This was a successful show for us, with lots 
of positive stories feeding back to us. 

The funding is £2,000 to cover the cost of the 
exhibition stand and that sum must be spent, as a 
minimum, by the member. 

We also had a successful British pavilion at the 
Hong Kong International Jewellery Show, which 
was in March. We don’t know yet about funding 
for this show next year, but we would support any 
UK member exhibitors with UK banners, group 
marketing, project management and securing of 
good locations in the hall.

What plans have you for future programme 
funding?

We are currently looking at a Best of British 
trade mission and showcase in Shanghai, China, 
at the end of the year. And we’re also looking to 
explore something similar in Japan. Although 
we didn’t have a British pavilion at Inhorgenta, 
Munich, this year, it’s certainly something that we 
will be organising for 2019. Set in the Designer 
Hall of the show, the members who have taken 
part have really enjoyed the community spirit 
that comes with exhibiting together – especially 
if they’re relatively new to the industry and trade 
fairs.

Trade fairs aside, how does the DIT work with you to help 
UK businesses build brand awareness abroad?

We have very strong links with the many DIT overseas 
offices, which are based in embassies and consulates. We work 
with the on-ground staff there to liaise with the best media 
outlets in different countries for particular brands. They have 
a good knowledge base and direct relationships with online 
stores, department stores, trade press, bloggers etc.

For those who are not too familiar with the help offered by 
the International department, how can they learn more?

Being an NAJ member alone does not entitle you to receive 
help. For NAJ members there is a flat rate yearly subscription: 
£85+VAT for designers and £180+VAT for full members.

The BATF website and membership packs offer information 
on joining, events and exhibitions and DIT funding 
opportunities. And we walk the trade shows, talking to people 
about member benefits and our links with the DIT. We also 
give a lot of talks and seminars to potential exhibitors. 

batf.uk.com/en/international/index.cfm
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Reaching 
out to international 
markets is on the wish list 

of many suppliers – 
but are you aware 

that NAJ members 
can get a helping 

hand with this? 
We speak to 
Rebecca Gough, 
who heads the 
British Jewellery 
& Giftware 
International 
department, to 
learn more.

Taking a 
WORLD 
view
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Purple (or violet) was used alongside green and 
white as the colours of the National Society 
for Women’s Suffrage, the organisation, 
formed in 1872, that led Britain’s 
women’s movement for the right to 
vote. ‘Suffragette jewellery’, of 
all types, from that period, was 
either commissioned for, or worn 
by, supporters of the Suffragette 
movement. The distinctive colour 
scheme – green, white and violet 
(‘Give Women the Vote’) – allowed 
supporters to align themselves with 
the movement, but in a subtle way 
(possibly important for those whose 
husbands were against their support).

For suffragettes purple represented “the 
royal blood that flows in the veins of every 

suffragette – the instinct of freedom and dignity”, while 
white represented purity and green represented 

hope. In 1918, Parliament passed an act 
granting the vote to women over the age 

of 30 who were householders, wives of 
householders, occupiers of property 
with an annual rent of £5, and 
graduates of British universities. 
About 8.4m women gained the vote.

For jewellery retailers today, 
modern, vintage or antique pieces 
with gemstones combining all three 
colours might take some finding. But 

gather together emerald, tsavorite, 
green tourmaline, jade, peridot, 

amethyst, tanzanite, purple garnet, iolite, 
diamond, pearl… and you’ve got yourself a 

visually arresting, topical display.

SUFFRAGETTE 
Jewellery

‘Ultra-violet’ – Pantone’s Colour of the Year, communicates “originality, ingenuity and 
visionary thinking…” It’s also, together with green and white, synonymous with the 
Suffragette movement. We celebrate the centenary of the 1918 act that gave women the 

vote, with contemporary gem-set pieces.

Alexander Davis
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Sheldon Bloomfield

Tivon Fine Jewellery

Van Cleef & Arpels
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KIn April, JET Business Network groups 
visited member retail stores as part of  
their annual Educational Store Visits 
programme. It once again proved to be 
a great opportunity to see and hear what  
other members are doing in their stores, 
as well as providing the store hosts with 
invaluable feedback. 

One of the key benefits of JBN 
membership is that somewhere in the 
group there is another retailer who has 
faced the situation you are about to face, 
and is willing to share their knowledge, 
experience, and expertise with you.

“I doubt the level of expertise, comment 
and recommendations for business 
improvement would be available anywhere 
else in the UK – no matter how much money 
one may be tempted to throw at business 
advisors. The educational store visit was 
priceless for me and I hope all who came got 
something back as well,” says Mark Welch. 

This isn’t just an excuse to escape the 
shop, though the opportunity to network 
always makes it worthwhile; it is a 
structured and focused day with a very 
clear reason for the group to visit. 

In one location the visiting retailers 
were invited to review the host member’s 
refurbishment plans and we’re not  
just talking about a colour scheme  
makeover – it was a walls, floors, doors 
and windows refurb! 

To help understand how to get the best 
from the investment, members shopped 
the high street before viewing the plans, 
and so brought with them the additional 
knowledge of what other jewellery 
retailers were doing in the locality and 

how the host could possibly enhance 
their business, whether that was through 
increased pavement power, clearer sight 
lines, product positioning or easing the 
customers browsing flow.

Elsewhere, members enjoyed visiting an 
award-winning retailer and hearing about 
the tangible benefits that had been gained 
from their marketing, local networking 
and charity association. It’s surprising 
how supporting local good causes increases 
the staff feel good factor and as we know, 
“happy staff sell”. Discussions during the 
day included lighting improvements, how to 
get a better spread of stock in the window, 
the excellent use of merchandising props 
and a gem of a promotional idea shared by 
a member who gave away £50 vouchers and 
increased net sales by over £11,000. (It’s not 
what you do but how you do it.)

Another group met to assist their 
host by offering a combined 24-hour 
free consultation in the form of “fresh-
but-experienced-eyes” on 70 plus years 
of retailing, which was not just part of 
the family but in many cases part of the 
furniture. In consultant speak there were 
too many sacred cows and some things just 
had to go for the benefit of the business. 
This was feedback that can be shared and 
received only where relationships are 
established, strong and respectful – another 
tangible benefit of a good network.

All three visited stores had workshops 
for creating beautiful bespoke commissions 
and making basic repairs and all three 
were upstairs out of sight. Only one of 
the workshops encouraged customers to 
watch the goldsmiths at work. In 2015 a 
JBN member survey revealed that 61 per 
cent of members had on-site workshops, 

but only 18 per cent were visible and 
accessible to customers. In these extremely 
difficult retail times, perhaps the theatre 
and experience of seeing jewellery being 
made at the bench by a skilled craftsman 
will help improve your jewellery sales.

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 faced, 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 inf luence  
and shape the content of the Annual 
Oxford Congress.

• For further information visit the NAJ 
website or call Michael Donaldson  
on 07817 305 122 or email him at  
michael@thevalueinnovator.co.uk

PEER TO PEER APPRAISING
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“JET Diploma was more difficult, 
but not enough to make you tear your 
hair out and cry! Throughout the final 
stages of my course I was diagnosed 
with depression and anxiety, and 
I still managed to complete all my 
assignments with A grades, which I 
am incredibly proud of. 

“Collecting my Diploma at the 
Goldsmiths Hall and using P.J. Dip. 
after my name are particular highlights! 
I now feel I’m taken a lot more seriously 
by those in and out of the industry. In 

retail, explaining to customers that you 
have a job-specific qualification is a 
great way of instilling trust and building 
good client relationships.

“Taking JET opens a door to further 
opportunities – the courses give a good 
overview of the trade. Upon completion, 
you may have an idea of what area you 
want to specialise in. I think the next 
logical step for me and my career is 
to take the JET Management course. I 
really hope to develop myself into an 
inspirational team leader.”

Britni-May Edwards,

assistant manager, Fraser Hart, recently 
graduated with a JET Diploma:

JET Certificate (also recently 
rewritten) is a good and proven 
bridge between education and the 
industry, relevant to the entire 
jewellery trade. It’s perfect for any 
young person looking to engage in 
the trade, through to others who 
have many years under their belts 
and decide that now is the right 
time for a stimulating learning 
experience.

Rewritten and reformatted by 
McCormick, in collaboration with 
industry experts, JET Diploma 
is a modular course and much 
more in-depth. “It now offers 
the flexibility to allow students 
to ‘customise’ their course,” says 
Callaway. “Having completed 
JET Certificate, gaining a broad 
wealth of industry knowledge, 
students can then choose from a 
set of optional modules, including: 
Design, Watches, Diamond 
Treatments and Simulants, 
Service and Repair, Valuations, 
Display, Law, Pawn Broking, 
Manufacturing, Exhibiting and 
Silversmithing.” 

These options are studied 
alongside a set of 

‘compulsory’, core modules, which 
form the basis of the Diploma. 
The compulsory modules 
include: History of Jewellery, 
Gemstones, Diamonds, Better 
Business, Metals, Hallmarking, 
Assay and Alloys. “The beauty of 
the Diploma is now we can offer 
a more in-depth course within 
specific areas; a truly customised 
and an appealing learning option,” 
she adds. Many choose subjects 
relevant to their job and/or the ones 
that interest them the most.

Where applicable, case studies 
have been included; jewellery 
designers, manufacturers, assay 
office or gem-testing laboratories 
offer real life examples and great 
photos to enhance students’ 
understanding. With both courses, 
students have a personal tutor 
available for guidance, support 
and to mark their work with 
detailed feedback.

The NAJ will continue to add 
modules to the JET Diploma as 
and when required, keeping the 
course up-to-date and relevant. 
Our industry sees numerous 
and continuous developments 
– like gemstone treatments and 

manufacturing techniques. And 
since the NAG merged 

with the BJA to 

become the NAJ, these updates 
reflect the need to be valuable to 
the wider membership, embracing 
those in retail, wholesale, 
manufacturing and design.

Despite the challenges, many 
students say they enjoy the in-
depth JET Diploma even more 
than JET Certificate. “Providing 
they’re committed to their studies, 
it’s highly achievable and very 
rewarding,” adds McCormick, who 
has been a JET tutor for 15 years 
and also tutors gemmology and 
jewellery studies at Birmingham 
City University and Gem-A. “As 
a student, working and achieving 
my Diploma helped to turn my 
job into a profession,” she says. 
“Loving the subject so much made 
studying easy.”

“JET Certificate students 
increase their knowledge and 
confidence. JET Diploma builds 
on this and provides the student 
with a professional qualification 
that is highly regarded within this 
industry,” she adds. “On successful 
completion of the Diploma, 
holders can use the initials P.J. Dip. 
after their names. “By displaying 
the NAJ badges and certificates 
for having this diploma instils 
confidence for consumers of their 
businesses too.

Those looking to continue their learning journey after completing the 
NAJ’s entry-level JET Certificate, can build upon it with the recently 
rewritten JET Diploma – both courses recognised as gold standards in 
jewellery education. Heather Callaway FIRV, FGA, DGA, chairman of 
the Education Steering Group and Michelle McCormick BSc (Hons), 

FGA, DGA, from the Education Department explain more.

THE NAJ’S 
EDUCATION TRUST 

financial support

The Trust exists to provide 
scholarships, awards and 
assistance towards training and 
work experience opportunities 
for persons who derive their 
main livelihood from the retail 
jewellery trade.

To qualify you need to be 
currently employed within the 
jewellery industry or working 
within the Educational Sector 
on programmes directly 
relevant to employees within 
the jewellery industries. For 
further information, application 
form and full conditions visit 
naj.co.uk/trust



Products or Services
Jewellery
Watches
Services

Tools
Books

CountersCounters
Safes

Displays
...and more

Retailers
Suppliers

Service Providers
Free
Membership
400+ members and growing!!! Buy & Sell 

www.thejewelleryapp.co.uk

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
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SIHH is a distant memory and we’ve 
just got the ‘hotdog and cigarette smoke’ 
aroma of BaselWorld out of our noses, 
which means it’s time to take a look at what 
2018 looks like in the world of watches.

Are smart watches still the great looming 
threat they were painted as three years ago 
when the Apple Watch first launched? Are 
women finally getting what they want and 
is blue still the most popular colour?

Given that for most of the late 1990s 
and early Noughties, watches seemed to 

get bigger every year, it’s been interesting 
to see how the retro revival and the rise in 
mechanical watches designed specifically 
for women who aren’t swayed by something 
pink and covered in diamonds, has affected 
case sizes.

If this year is any barometer, the attitude 
is ‘anything goes’.

“Interestingly we are seeing popularity 
in both chunky and slim cases,” says 
Laura Ager from the Bezel Group, which 
distributes watches for the likes of Jean 

Paul Gaultier, Roberto Cavalli and Esprit 
in the UK and Ireland. “At BaselWorld 
record-breaking slim watches were a focus, 
however, within our own portfolio it’s our 
priority to offer choice. For example, at 
Jean Paul Gaultier, consumers can choose a 
new slim mesh design or opt for an original 
sporty silicone with a chunky case.”

It’s that word ‘choice’ that seems to be 
more and more important for the watch 
industry. Rather like the fashion world 
in previous decades, there used to be a 

Laura McCreddie-Doak takes a 
look at what the watch industry 
looks like in 2018 – and it seems 

as though ‘anything goes’.
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pervading style or size or ethos that brands 
generally adopted across the board and 
that was what the customer bought into. 
However, it feels as though the balance 
of power has shifted with consumers, 
facilitated by the retail scene’s now very 
influential buyers, demanding choice and 
getting it.

“[What size people buy] is very much 
dependent on the collection and the 
clientele to which it appeals,” explains 
Duncan Harris, Timex Group UK sales and 
marketing director. “For example the iconic 
Waterbury collection is inspired by some 
of the very first Timex watches made and 
it takes its design cues from the archives, 
which is why we feel it is important to keep 
a chunkier profile, whereas the Waterbury 
Classic collection has a slimmer profile  
and this is a key trend for many of our 
millennial customers.”

For Daniel Ozel, director of Unique & 
Co, which distributes the likes of Festina 
and Lotus watches in the UK, his customers 
are definitely picking a side. “We feel that 
dials are getting a little bit smaller and that 
the very big oversized trend is coming to an 
end. With regard to profiles and thickness 

of the cases, it seems that in proportion 
with the dial size the cases are getting a 
little bit slimmer, in connection with the 
trend of minimalist designs.”

As if to prove Harris’s point that it is the 
brand-specific mindset of a customer that 
decides what is in or out, Seiko is finding 
the complete opposite when it comes to case 
sizes. “The diving range in Prospex is the 
most popular within the Elite collection, 
which tend to have thicker case sizes than 
traditional watches,” says Robert Brook, 
store manager, Seiko Knightsbridge. 

Although case sizes may fluctuate from 
brand to brand and which customer base 
it appeals to, it seems as though when it 
comes to colour and shape, things aren’t 
really changing much. The higher end of 
the market may be experimenting with 
something other than round – just look at 
the popularity of the Chanel Boy.Friend, 
the revamp of the Hermes Carre H and 
the rectangular form of Rado’s Mad-Men-
esque Tribute 1965 – but customers still 
don’t want brands to reinvent the wheel.

“With regard to shape, it’s really all 
about round dials. Square or rectangular 

or any other shapes make up only a small 
percentage,” says Ozel.

And when it comes to colour, although 
there have been flashes of yellow and green, 
if it isn’t black or white the only other  
shade is blue.

“Blue has proven a very popular dial 
choice over the past year, along with the 
usual suspect, black. A key to Seiko’s 
success is its experimentation with dial 
styles and textures. The blue dials in  
both the cocktail range and in the enamel 
dials have proved extremely popular,”  
says Brook. 

Hans Brandt, UK sales director at 
Pointtec for Junkers, Zeppelin and Iron 
Annie watches, reports that classic round 
faces, dark blue, beige and brown dials and 
brown straps are the key trends. Stitched 
leather straps are proving to be more 
popular than metal bracelets.

Whereas with the actual aesthetics 
of a watch, there is a sense that choice 
and knowing your customer are the  
key components.

ABOUT Chanel

SeikoFestina
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When it comes to pricing, the notion of 
an industry of extremes comes into play, 
with the luxury sector and the sub-£1,000 
thriving, but the space in between being 
where brands are suffering.

At the end of April, US multinational 
investment bank and financial services 
company Morgan Stanley, in association 
with LuxeConsult, a boutique Swiss-based 
consulting firm with a focus on haute 
horlogerie, published its first report into 
the world of high-end watchmaking. It found 
that, out of over 350 Swiss watch brands, 
only six – Rolex, Omega, Cartier, Longines, 
Patek Philippe and Tissot – posted 2017 
turnovers of over CHF1bn. 

In contrast, the likes of Bezel and 
Harris are reporting strong sales in the  
sub-£150 bracket. 

It is a divide that points to the separate 
consumer attitudes at play. As quartz 
becomes cooler – thanks in no small part to 
the 50th anniversary of the launch of Seiko 
Astron, which kickstarted the subsequent 
crisis, coming up on Christmas Day 2019 
– connoisseurs are happier to pick up 
something plastic and fantastic to knock 
about in at the weekends, while still keeping 
a kitty to save up for their next mechanical 
marvel. At the other end, millennials 
who previously relied on their phones are 
now, possibly through the smart side of 
the market, becoming more interested in 
wearing a watch but, because they don’t have 
the money or the inclination to invest yet, 

would rather dip their toe in at the cheaper 
end of the market, bolstering it further.

So what of the smart watch sector? Has 
it really been the great blank-screened 
threat many were predicting back in 2015 
when Apple launched the first-generation  
Apple Watch?

Back at BaselWorld in 2015 Jean Claude 
Biver, president of LVMH watch division, 
chairman of Hublot and Zenith and chief 
executive of TAG Heuer, said that the  
watch world would be foolish not to jump 
on the smartwatch bandwagon. He wasn’t 
joking – by November TAG Heuer had 
launched its Connected, which, in a clever 
bid to get watches on young people’s wrists, 
could be upgraded after two years for a 
special-edition mechanical Carrera. 

Since then the luxury side of the industry 
has seen the launch of Frederique Constant’s 
horological smartwatch, the very un-
smart looking (in a good way) Montblanc 
Summit, the jewel-encrusted collaboration 
between Samsung and De Grisogono and 
the gentleman traveller’s companion – the 
Louis Vuitton Tambour Horizon. While, in 
the fashion watch arena, the likes of Michael 
Kors, Guess, Huawei and Nixon have taken 
up the mantle, creating designs that cloak 
their technical capabilities in some seriously 
stylish threads.

However, although customers are 
curious, they aren’t buying in bulk. “The 
trend has been growing, but is not a major 
concern,” says Phil Wolkind, associate 

director, Seiko UK. “It doesn’t seem as 
essential for watch brands to offer smart 
watches, as much as it is to stay true to their 
values.”

 Authenticity is a word that brands have 
been using with increasing regularity. It’s 
one of the reasons why many names with a 
vaunted history have been digging around 
in their archives to find retro designs to 
reissue. “Vintage has been a growing trend 
across all areas of fashion and [we like to 
think that] the acclaim Henry London has 
received has heralded the rise of many 
more looking to tap into the trend,” says 
the brand’s international sales and marketing 
director, Paul Harry. 

It is also a trend that taps into customers’ 
need for reassurance; the desire to know 
they are buying something with provenance. 
“Classic vintage looks are proving to be the 
most popular design influence – particularly 
for mechanical watches,” confirms Brandt.
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“Once the new team were all installed 
at Breitling, the first thing we did was 
analyse and understand everything about 
the brand, especially its history,” explains 
Tim Sayler, Breitling’s newly appointed 
CMO when asked why it also opted for a 
retro approach for its revamp. “Everything 
new that we have proposed is entirely based 
on Breitling’s history; it’s not invented but 
authentically rooted.”

And if Breitling is to be believed then 
the celebrity endorsement is also back in 
fashion. Under the ‘Squad’ moniker, it has 
assembled some of the greatest names in 
exploration, sport and cinema.

“In general celebrities have a big 
influence [on customer’s buying habits] 
but the real challenge is to do something 
different and in an authentic way,” says 
Sayler. “That’s why with the ‘squad’ 
concept the overarching idea is to work with 
diverse groups of ambassadors who have a 
common mission. It’s rooted in Breitling’s 
history as a tool watch; something made to 
accompany a mission.”

The other thing that is noticeable about 
the new Breitling is that it has ditched the 
outdated misogynist ‘pin ups straddling 
bombs’ marketing and instead installed 
the likes of Academy Award-winning 
actor Charlize Theron, alongside Brad Pitt, 
Adam Drive and Daniel Wu, as one of its 
cinema squad; surely a message that this 

most masculine of brands has, along with 
many others, started to realise that women 
are where it’s at.

It wasn’t that long ago that appointments 
at Basel would be dominated by new men’s 
watches with the styles aimed at women 
being line extensions that were generally 
quartz, usually in a pastel shade and with 
diamonds somewhere about their person. 

You could argue that it was Patek 
Philippe at one end and Michael Kors at 
the other that changed the perception of 
women’s watches. The former sparked 
a vogue for complicated, mechanical 
women’s watches with the launch of its 
Ladies First collection in 2009. At the 
opening of the new showrooms on the 
Place Vendome, the brand launched its 
column-wheel controlled CH 29-535 PS 
calibre. Nothing new there, except it also 
announced that this chronograph calibre 
would have its first outing inside a women’s 
watch; something that was unheard of at the 
time. As for the latter, its outsized rose-gold 
chronographs were a bold statement that 
made wearing watches fashionable again.

Now no brand’s BaselWorld appointment 
is complete without a comprehensive 
women’s collection, whether you offer 
sporty styles – Ozel says he will be 
introducing a sports chronograph for 
women this year – or err towards the more 
jewellery influenced.

In 2018, however, a new trend has 
emerged – that of the unisex or ‘ungendered’ 
watch. At both SIHH and BaselWorld, a 
number of brands unveiled watches that 
were around 38mm-40mm in diameter 
and that weren’t umbrella-ed under ‘male’  
or ‘female’. 

“Personal style is becoming more 
individualistic. What brand now can tell 
millennial customers, or any other segment 
for that matter, what style of watch should 
be ‘for them’,” says Christopher Ward,  
co-founder of the eponymous brand.

It’s something German Bauhaus-
influenced brand Nomos has done for 
years and, in typical Nomos fashion, it is 
very sanguine about other names adopting 
this strategy.

“Selling unisex watches opens up a 
new market segment for many established 
luxury brands, enabling them to appeal to a 
wider range of customers. In doing so, these 
brands can reinvent a conservative image 
as more modern and up-to-date,” says CEO 
Uwe Arhendt. “Beautiful timepieces that 
suit most wrists – female or male, larger 
or smaller – and underline the wearer’s 
style and values is something that Nomos 
has always offered. We produce watches 
that are clearly contemporary, mature, 
and straightforward; elegant watches in 
different sizes that are suitable for women 
and men alike.”
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Speedy transaction – payment to you 
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Another place where Nomos has always 
been ahead of the curve is with regards to 
online retail. Its virtual space is as engaging 
and well-designed as any of its watches and 
it hasn’t shied away from selling at every 
price point, unlike many other brands, 
which have been slow to embrace this 
particular marketplace. “Our online sales 
primarily serve to reach distant markets 
with few retailers and low population areas. 
We offer a high-quality sales experience 
and everything that customers would expect 
from an in-store retailer, so that online 
customers don’t feel disadvantaged,” says 
Ahrendt. 

According to the Morgan Stanley report 
in association with LuxeConsult, fear of 
counterfeits and the long-held view that 

luxury items need to be touched and felt 
before purchase, have been the two main 
reasons for reticence. However, in recent 
years, retailers have managed to leverage 
the trust customers have in their name and 
translated that to online sales, which has led 
some brands to have their own monobrand 
e-commerce sites.

“The traditional consumer will always 
value the expertise and service of their 
local specialist. However, it is inevitable 
that online continues to see growth,” says 
Agar at Bezel. “Developing and enhancing 
mobile platforms is now a priority for online 
retailers as consumers shop from their 
smart phone more than desktops or tablets. 
As an industry, we must review how we 
provide the in store experience and motivate 

consumers to part with their money there 
and then rather than shop elsewhere online. 
Retailers and suppliers need to work 
harmoniously to ensure the environment 
online is as prestigious and luxurious as a 
boutique or store environment.”

Arhendt thinks there will still be a type 
of consumer that uses online as a resource 
rather than a retail space. “Our statistics 
show that our online retail pages are used 
as an information source for customers to 
learn more about our products,” he says. 
“Many customers prefer to buy directly 
from a retailer, so they can try watches on 
prior to purchase. But overall, it does seem 
that customers are trusting online retailers 
more and more, including when it comes 
to luxury products.”
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GfK gathers POS data from all major 
retailers across the wristwatch market, 
including jewellers, department stores and 
mass merchants. Since 2009 we’ve seen the 
market more than double in value, driven 
at different times by luxury watches and 
by fashion brands. 

This growth in itself is remarkable, 
matched perhaps by the equally intriguing 
fact that during the same time period 
volume sales fell sharply, with 3.4m fewer 
wristwatches being sold in 2017 then there 
were nine years ago. 

So, on one hand the picture is rosy and 
year after year the value of the market 
continues to rise. High end brands have 
benefitted the most, especially following 
the Brexit vote that led to the value of the 
pound falling. This was a key element 
behind value sales of watches priced over 
£500 growing 20% in each of the last  
two years. 

However, a growing disruptive influence 
comes in the form of wearables. There is a 
marked difference between sales of gents 
and ladies watches: the former grew value 
sales over the whole market by 12.5% year 
on year, while the ladies market was flat. 
Plus, there is an even more pronounced 
difference between high and low ends 
watch sales. Below £500, where most of 
the market’s volume is, sales were down 
-10.5% in 2017, while the market above 
this price point rose by 20.2%.

Declining sales at lower prices is a trend 
that has continued for several years. It’s 
evident with both gents and ladies watches, 
though the ladies market is falling at a 
greater rate at the volume end below £500 
(-15.6% compared to -6.8%) and is not as 
strong as gents watches at higher price 
points (+14.2% compared to +20.0%).

There are several reasons for the 
decline of sales below £500. The 
millennial generation is less attached to 
wristwatches than to their smartphones; 
they don’t necessarily need a watch to 
tell the time. The increasing popularity of 
health & fitness trackers and smartwatches, 
operating across some of the key price 
points within the volume market, is 
changing the watch market landscape, 
with competition intensifying through 
tech brands and tech/consumer electronics 
retailers. In response, more wristwatch 
manufacturers are developing products as 
they seek to re-position themselves in a 
changing market. 

Furthermore, retailers and brands in 
this space are faced with an additional 
challenge. Previously, in a declining market, 
the online market offered an opportunity 
for absolute sales growth. However, we are 
now tracking negative growth for internet 
wristwatch sales, Nov and Dec 2017 were 
down -5.3% and -2.3% respectively against 
the same months in 2016. 

2017 was certainly an interesting year 
for the wristwatch market. Luxury brands 
continued to record strong year on year 
growth, though that growth is now slowing 
down. However, many brands operating 
below £500 do so in a declining market 
where competition is no longer restricted to 
their direct wristwatch competitors; there 
is a need to address key consumer trends 
and, whilst there will always be a space for 
traditional wristwatches, other wearable 
products are disrupting the market. 

Rado

Zeppelin Frederique Constant

Rolex

2017 TOPLINE WATCH SALES REMAIN STRONG, BUT WITH 
CHALLENGES IN THE MASS MARKET, SAYS GFK’S CLIENT INSIGHT 

DIRECTOR PAUL MITCHELL.

Swarovski®
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A few 
years 
ago Rolex 
won a landmark 
case in the USA; a legal 
challenge against a large 
international, US-based seller of  
‘pre-owned’ Rolex watches… no longer trading.

The retailer offered 100 per cent authentication statements on 
its Rolex watches, as to containing original Rolex movements, with 
two-year warranties on every watch sold, provided it was returned 
to its own service centres in the event of repair etc.

The watches were listed with a gallery of images, with full 
descriptions. They were advertised with the Rolex equivalent new 
RRP, its own RP and its discounted offer price.

The problem was that the public was ill-equipped to read between 
the lines as to what the descriptions were actually disclosing.  
For instance:

• Sapphire Crystal Upgrade – an old plexiglass model with custom 
conversion to non-Rolex sapphire crystal glass = a watch that 
potentially looks 20+ years younger and needing a whole new 
case as far as Rolex is concerned.

• Professional Italian ‘President’ bracelet restoration with original 
fittings – non-Rolex copy linkage, often using recycled genuine 
Rolex flush-fits and clasps, but not always correct for the model 
or period of manufacture = a 75 per cent fake bracelet in  
Rolex’s view.

• Genuine Italian-made ‘Oyster’-style bracelet – 100 per cent 
non-Rolex = 100 per cent counterfeit; these usually copy all 
the Rolex TM-protected numbers/references/logos as well as 
Swiss punch marks.

• Original Rolex dial upgraded with diamond hour markers – a 
dial with third-party diamond additions, not by Rolex = a dial 
considered counterfeit by Rolex.

Rolex could prove that this company was effectively ‘creating’ 
watches from Rolex and non-Rolex parts that were never produced 
by Rolex – evidencing miss-matched model/serial and movement 
numbers. It argued that these watches were by definition 
‘counterfeit’, as they were no longer, or never were brand-original.

The ruling occurred when this not only extended to the ‘up-
cycled’ ‘cut-n-shunts’, but more importantly when the Court upheld 
that the watch must still be regarded as counterfeit, even if created 
from all genuine Rolex parts/components, as these had NEVER 
been assembled by Rolex. 

So, where does that leave us?
Rolex understands and accepts that it cannot regulate a global 

secondary/grey market place. It will, however, actively police and 
pursue the secondary/grey market offenders when it can establish 
that the public is being misled or its brand is being misrepresented.

Other brands, like Cartier, have 
similar policies.

Rolex won’t supply parts outside 
its immediate jurisdiction, opening the 

floodgates for non-brand, yet compatible, 
sometimes technically counterfeit and affordable 

components, to enter the market place.

The solution:

Transparency, disclosure and honesty!

If you sell watches with third party intervention, declare them 
as such in POS and on receipts etc. – that way you can evidence 
unambiguous disclosure, with clients able to make a considered 
purchase. If you fail to do this the customer will be back when his 
watch has been rejected by Rolex the first time he decides on a 
proper service! Disclose the implication of custom intervention.

DO NOT make comparisons to the current original Rolex 
equivalent model, or the last RP when in production... unless you’re 
comparing like-for-like. A watch with counterfeit elements is not 
the same – even if it looks like the one in the Rolex catalogue.

There’s nothing preventing this type of product from being 
traded, unless significant components can be established as 
infringing on copy, or intellectual, property rights and trademarks. 

In summary...
 It’s semantics. Even if Rolex services a movement and replaces 

a component, technically the watch ceases to be original; it does 
however remain authentic as every element is of Rolex manufacture 
and specification.

ANY post-manufacture alteration or modification renders that 
item non-original, however it may still be authentic.

Start replacing principal branded components with custom 
replacements, and that watch is likely to be considered nothing 
more than COUNTERFEIT.

Service papers/warranties/original papers DO NOT confirm 
the watch is genuine, or even authentic – watches are often sent 
for service and the custom elements put on once they come back.

Counterfeit cards/papers are easily ordered, even with clones of 
your own preferred model and serial numbers, down to the country 
destination code.

Just because a watch is authentic doesn’t mean the box and 
accessories will be too, or vice-versa – many dealers will find a 
box to present a ‘homeless’ stock watch in, and there are some 
exceedingly good copies out there!

Lastly, most authentication cards offered with a limited ‘in-house/
own-workshop’ back-up are worthless... and don’t offer the peace 
of mind they promise. When issues are discovered, sometimes 
years later, sadly it’s the retailer whose reputation suffers, not the 
supplier of stock item they have sold ‘in good faith’.

Q
A: When it’s 
second-hand with 
parts replaced by 
altered- or non-
brand-manufactured 
components. It 
then ceases to be 
authentic… it might be 
considered counterfeit, 
as Geoff Whitefield 
FIRV FNAJ explains.

B
us

in
es

s 
A

D
V

IC
E



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

N A J  M E M B E R S H I P  2 3 9 3 5

because women love full eternities...

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

We hold stock of all sizes from J to O       
5 year guarantee

RSP from £350 to £1,575

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

Use us for your advantage

Manufacture your own
 watch crystal glasses

Ref: G0702 @ £3,495.00

• It manufactures crystals (both
   flat and convex) with tempered
   mineral glasses, synthetic
   sapphire, unbreakable material,
   virtually any shape can now be
   replaced.

• This glass-cutting unit will make
   a new glass from the old glass,
   or from a resin pattern that can be
   quickly prepared by using the
   bezel as a template. The patterns
   can be used again and again and
   can be stored by case number for
   easy identification.

same day despatch
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‘Complex and sophisticated’… that’s 
21st Century crime against the jewellery 
trade described in a nutshell. 

Robust physical and electronic security 
measures, along with totally watertight 
operating procedures are required these 
days if you are to beat criminals at their 
own game. Distraction, sleight of hand, 
‘smash and grab’ and even ram-raids are 
still with us, but those favoured ‘traditional’ 
methods have now been joined by the ever-
growing and somewhat more sinister threat 
of cyber-crime.

The clear message is that much like 
a well-cut diamond, we in and around 
the jewellery trade need a multi-faceted 
approach to crime prevention and security.

Each business is unique and will require 
a bespoke plan involving the appropriate 
application of protection measures. 

As TH March’s Security Lead, I would 
like to give a broad view of what I believe 
retail jewellers should be looking at. 

Shop security measures should seek 
to ‘target-harden’ the business against 
criminals. Put yourself in their shoes… 
how you would commit a crime against 
your business? In order to be able to do 
this effectively you need have a good level 
of awareness about the latest tactics being 
used by criminals. 

This is the intelligence side of risk 
management and it is where the successful 
SaferGems anti-crime initiative has proven 
to be a highly effective tool. 

Make the most of the brilliant SaferGems 
platform (it is open to TH March Jewellers 
Block clients and NAJ members) and read 
the alerts straight away, share with staff 
and take appropriate action. By making full 
use of SaferGems you may prevent crime 
occurring at your premises. These invaluable 
alerts should be used in a constant review of 

security and very importantly, in the training 
of your staff.

Physical security: don’t put financial cost 
or aesthetics before security value when 
designing the retail environment. Security 
measures can sometimes seem expensive in 
the short term. However, when spread over a 
period of time and compared to the financial 
impact of crime and subsequent loss on a 
business, prevention is money well spent. 

Consider how your business has changed 
since security measures were originally 
put in place. Has the value of the goods 
increased or the makeup of stock changed? 
Is it more attractive to criminals?

With physical target-hardening in mind 
there are various measures you can take. 
Improve your display window and display 
case security and if you haven’t done so 
already, install a security fogging generator, 
as these help to protect your stock and more 
importantly, your staff.

The extent of your electronic security 
will depend on the level of risk and the 
lengths to which criminals are willing to 
go in order to overcome it. If the reward is 
perceived to be high enough, resourceful 
criminals will find a way. The now infamous 
Hatton Garden raid is a good example of 

what was probably adequate physical 
security, but poor electronic detection, which 
ultimately resulted in criminals having time 
to commit crime. 

Physical security only buys time and it 
is likely that almost all physical protection 
can be overcome eventually. So the aim of 
physical protection is to buy you time to 
detect the attack and respond accordingly 
– which in most cases results in attendance 
by the police.

Consider carefully… does your alarm 
system give full space and perimeter 
protection? Is the signalling system Grade 
4 Dual Path? CCTV can also be remotely 
monitored as a second layer of detection and 
notification to the police. Had monitored 
CCTV been in operation in Hatton Garden 
then the loss almost certainly would not 
have occurred as the police are more likely 
to respond to a crime being described to 
them in real time.

Deterrents such as DNA tagging sprays 
may well make a criminal think twice about 
attacking your business. And if you have 
time locks on your safes, advertise that fact 
with signs in prominent places. 

Procedures: probably the most important 
aspect of your business security. It is human 
nature to let complacency creep in; trained 
staff leave to be replaced by new staff 
that perhaps are not trained to the same 
extent. Staff training and good operational 
procedures are of paramount importance 
and key to keeping your staff and your 
business safe. 

For an instant general assessment 
of your security risk level use this link: 
http://thmar.ch/41ij

Remember, every business is different 
and detailed advice is important. Please 
feel free to contact us at TH March for  
further advice.

Protect your business with a multi-faceted approach to security 
and crime prevention, says TH March’s Lee Wallace.

TARGET-HARDEN
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TARGET-HARDEN
TO CUT CRIME

PROFESSIONAL JEWELLERS’ 
BUSINESS DEVELOPMENT DIPLOMA

PROFESSIONAL JEWELLERS’ 
CERTIFICATE

CERTIFICATE OF APPRAISAL THEORY: CAT

JET 
THE MARK OF 
HIGH QUALITY 
EDUCATION 
AND TRAINING
Each year hundreds of individuals study with us, from 
workshop apprentices and sales staff to business owners.

Our professional courses are written by industry experts and 
supported by experienced tutors and an online learning portal.

Find out more about our courses, email jet@naj.co.uk,  
call 020 7613 4445 or visit naj.co.uk/JET

/NationalAssociationofJewellers@UKNAJ

Get in touch and talk to us about your training 
requirements, funding may be available.

PROFESSIONAL JEWELLERS’ 
DIPLOMA – NEW MODULES COMING SOON FOR 2018!

PROFESSIONAL JEWELLERS’  
MANAGEMENT DIPLOMA
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SAFERGEMS UPDATE
During 2017 the SaferGems initiative:

• Recorded 665 reports of crimes and 
suspicious incidents

• Linked 255 crimes and suspicious 
incidents

• Circulated 226 alerts to the industry

• Provided over 120 analytical reports 
to police

• Assisted police with at least 10 arrests/
convictions

• Identified over 30 criminals for UK/
Europe police

• Estimated 150 crimes prevented

Fraud remains the biggest threat – over 
220 reports during 2017… and that’s the 
ones we know about (132 reports in 2016).

Most fraud activity involved criminals 
attempting to obtain goods (mostly watches) 
using swipe or prepaid/preloaded Citibank 
or Vanilla cards. 

This preloaded payment method is used 
by criminals to launder ‘dirty’ money.

Always contact your bank if you 
have any suspicions over a high value 
transaction or customer.

Thanks to the successful relationship 
between UK police forces and SaferGems, 
many fraudsters have been identified and 
disrupted by police.

2017 saw a small increase in the 
number of robberies/smash & grab raids. 
79 recorded – approximately £7.9m worth 
of goods stolen. High-end watches remain 
the most sought-after items – approximately 
£5.5m stolen.

To date (27.03.18) we have recorded 20 
robberies/smash & grab raids with around 
£3.2m worth of goods stolen, £2.1m of 
which was prestige watches. This compares 
to 18 robberies/smash & grab raids, with 
approx. £866,000 worth of goods stolen, 
during the first three months of 2017.

Members must remain alert for gangs 
of Eastern European men and women who 
remain a threat. SaferGems has recently 
recorded a small spike in offences across 
the UK. Be extremely vigilant if anyone 
enters your store in open possession of large 
quantities of cash – a common method used 
by distraction/sleight of hand offenders.

On most occasions the culprit(s) request 
items to be boxed/gift wrapped, then use 
sleight of hand to pick the goods out of 
their boxes. They will then state they have 
insufficient funds and leave the store, 
saying they will return.

Always check the boxes before the 
‘customer’ leaves your store to ensure the 
items are still where they should be. Some 
will also substitute items for fakes.

SIMON WILSON, STONEHAWK
“Main criminal trends include the 

increase in size of the criminal teams, the 
escalation in violence used, more weaponry 
carried, and the fact that the criminals are 
entering the showrooms. 

“Jewellers have invested considerably 
in many excellent security products, but 
as rewards remain so high, criminals are 
prepared to take even higher risks. The 
domination tactic of having higher numbers 
of criminals storming a showroom, 
overpowers and controls the staff and 
security... often each criminal having a 
specific task in the smash and grab. We 
often see some of the gang standing outside 
the showroom, wielding serious weapons to 
prevent bystanders interfering, while others 
commission the theft inside. 

“Criminals have been driven inside the 
showrooms to ‘get at’ the stock. Previously 
the windows have been weak, and the 
criminal would simply smash the glass, 
reach in and get the stock (an ‘external’ 
smash and grab). Now that the criminals 
are entering the showroom more, they’re 
face-to-face with staff and security. To 
address this they’re prepared to increase 
their number and carry serious weapons 
to intimidate staff to comply.

“The StoneHawk course – delivered at 
the retailer’s location and taking just four 
hours – empowers staff to be stronger, be 
much less of a ‘target’ by adopting better 
opening/closing and daily routines, and 
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‘target-harden’ their showroom, causing 
the criminal to go elsewhere.

“During a recent presentation to Houlden 
Group members I calculated that based on 
reported smash and grabs in the first six 
weeks of this year, that with this level of 
criminal activity, there would be a 41 per 
cent increase in such crime nationally in 
2018. We must all work together to reduce 
this, immediately.

“StoneHawk is working closely with 
police services and business crime 
initiatives nationally to help achieve 
a reduction. We want to empower the 
industry so that staff feel stronger, be less 
traumatised and the police have stronger 
scene forensics.”

NEIL CHRISMAS,  
FOG BANDIT

“Since security fogging systems were 
first introduced, the criminal fraternity 
has evolved its reactions to such products. 
During the early years they would flee the 
moment a system activated, mainly because 
it aimed to deter the ‘opportunist’ burglar, 
usually targeting cigarettes in corner stores 
etc during out-of-business hours. As the 
success of fogging systems became more 
proven, their uses increased to protecting 
higher asset values. 

“Today security fogging is used as a 
‘robbery’ deterrent during working hours 
also, and its range of applications now 
includes protecting jewellery outlets, high 

value fashion retailers, banks etc from 
smash and grab incidents. As the uses and 
applications have expanded, so has the type 
of criminal – from the opportunist thief 
to today’s professional, highly organised, 
experienced individuals and gangs.

“Jewellers need an appreciation of the 
risks – an internal ‘Robbery Reaction 
Plan’ is paramount. Staff training in 
implementing, monitoring and maintaining 
the right security systems to ensure the 
safety of staff, customers and stock is 
crucial. Robberies on retail jewellers are 
pre-meditated, so it’s hugely important to 
ensure robbery deterrents are maximised. 
Being positive and overt about security 
systems in place will maintain staff 
confidence and ensure that the store is 
perceived as a hardened target. Robbery 
is a crime against people and its effect on 
an individual can be long lasting. 

“Confidence in the Fog Bandit, knowing 
it will work instantly when required, has 
helped empower staff to protect themselves 
and their businesses by creating an element 
of control in an otherwise control-less 
and shocking encounter. We applaud 
the staff during all of these incidents for 
acting promptly in initiating the system 
and forcing raiders to leave their shops 
in haste. We aim to communicate a clear 
deterrent message to criminals – targeting 
premises with a Fog Bandit system installed 
is a fruitless exercise and heightens the 
likelihood of them being caught. 

“Designed for smaller environments, the 
new, more compact Bandit 240DB can be 
mounted in any orientation, whether wall, 
ceiling or low-level mounting. The new 
compact and self-change fog cartridges 
are disposable and eliminate the need and 
associated cost for the attendance of an 
engineer to replace.

PAUL CAMPBELL, MD, 
PROBE CONCIERGE & 
SECURITY SERVICES

Synonymous with the jewellery industry, 
Probe has provided manned guarding and 
security consultancy for almost 20 years, 
recently opening a keyholding division and 
CCTV and alarm installation service.

“Although the presence of one of our 
security guards is usually sufficient to 
deter the majority of criminals, they’re 
becoming more hardened and brazen.  
In the last decade our presence has 
displaced offenders, forcing them to select 
alternative targets. 

“Criminals don’t just turn up and 
carry out a crime without at least some 
thought beforehand. It’s everybody’s  
responsibility to make it difficult. We 
have to demonstrate that we are alert 
and prepared. Not just the guard or the 
showroom manager – everybody.”

“Being sloppy and lazy sends a message 
that you’re an easy target. It isn’t a case of 
being tense at all times, but of being careful 
and raising your awareness.”
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Just ahead of the NAJ’s Technology & Security Showcase, key players in 
the security world highlight criminal activity trends, offer advice and outline 
services aimed at tackling crime against the jewellery industry.
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Top tips:

• Follow procedures correctly – make sure 
you know them

• React and report anything suspicious and 
trust your instincts

• Advise your colleagues appropriately of 
anything out of the ordinary

• Be discreet and observe confidentiality 
at all times

• Make sure that all your tools (alarms, 
PAs, CCTV) are in good working order

• Communicate with neighbours – they 
will look out for you

• Encourage visits from the police – they’re 
a free deterrent

“This will help get the message across 
to prospective offenders that you and  
your colleagues are ‘switched on’ and 
difficult to handle. They may turn their 
attention elsewhere.”

CONCEPT SMOKE SCREEN
Introduced over four decades ago, 

Concept Smoke Screen has prevented the 
theft of many millions of pounds worth of 
goods and as crime has taken on new guises 
over the years, so Concept’s systems have 
evolved to stay ahead. New innovations 
and features have included real-time IP 
monitoring and partnerships with forensic 
tagging providers. The first company 
to produce a fully portable, stand-alone 
generator (Rapid Deploy), it is currently the 
only company to fully integrate every aspect 
of its generators with Physical Security 
Information Management systems.

The Titanium range represents a 
paradigm shift in the way Smoke Screen 
generators operate. The new electronics 
pack allows it to assume the role of on-site 
detection and signalling, while still offering 
criminal-stopping power.

In its command and control ‘Iris’ mode, 
Titanium Smoke Screen can accept inputs 
from a number of detection devices and 
signal these securely to a remote monitoring 
centre using widely supported machine-to-
machine protocols.

An operator can receive alerts of attacks 
from anywhere in the world and then take 

immediate appropriate remedial action. 
Titanium generators can integrate with 
their own bespoke suite of command and 
control software (SmokeNet), or integrate 
with existing control room platforms. They 
can also act as traditional Smoke Screen 
generators and allow another device to take 
over the role of detection and signalling, 
while still offering full fault awareness and 
control over IP. This minimises the need to 
‘rip and replace’.

HARRY CHENEVIX-TRENCH, 
OPERATIONS MANAGER, 
BLACKSTONE CONSULTANCY

“Jewellery is an ideal criminal currency 
– high value, easy to transport, hard to trace 
and readily saleable. Threats to jewellers 
range from the insider threat, to ‘smash 
and grab’ raids. Proposed security must 
therefore, be robust and flexible to cope 
with the variety of potential threats.

“Most jewellers, once closed, will 
remove stock from windows and shelving 
and place them in a safe. An effective 
burglary requires time, skill and, crucially, 
intelligence of the interior of the store. This 
can be provided by targeting the location, 
or the use of an inside party. A study 
conducted in 2015 by American academics 
showed that of 23 ‘mega-heists’, 65 per 
cent required the use of inside information 
to succeed.

“All of this is part of the intelligence 
gathering or ‘targeting phase’ for criminals 
that, if disrupted, can halt a robbery or 
burglary before it even starts. A key metric 
of this is producing a ‘displacement effect’. 
Professional criminals are keenly aware of 
security and may decide a location is too 
difficult if presented with the right set of 
obstacles. For example:

“Does the manager pay close attention 
to staff, vetting potential new candidates, 
making the placement of an insider difficult? 
Are staff attentive and aware of persons not 
only in the store, but on the street outside 
– vigilance can help disrupt the targeting 
phase. Criminals also notice if the CCTV 
uses out-of-date equipment or a modern 
video analytic camera that can parameterise 
and act as an alarm system.
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SPEED & DENSITY
�    Fog Bandit is the fastest security fogging system on the market

RELIABILITY
�    Fog Bandit’s reliable and proven approach is trusted by 1000’s 

of UK Jewellers on a daily basis

 ULTIMATE DETERRENT 24/7
�  Criminals do not like Fog Bandit

THIRTY NINE UK jewellery robberies foiled with ZERO failures!

NEW website launched — see www.bandituk.co.uk

The world’s most powerful burglary 
and robbery deterrent system

FOR MORE INFORMATION CALL 0844 5577 870

Fog Bandit resized_AW.indd   1 15/11/2017   12:48
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criminals have found presents some 
obstacle, can be defeated via the use of a 
ball bearing gun. Safes should, of course, 
be insurance-rated for their contents and, 
preferably, have additional advanced alarm 
systems, such as pro-sync. Access to the 
shop should also be considered; having even 
a basic intercom system or, better yet, an 
‘airlock’ pair of doorways, allowing staff 
to screen clients and preventing a hostile 
group from bursting in. 

“Blackstone Consultancy assists in 
protecting jewellers in both their physical 
locations and when assets are being moved. 
We’ve conducted in-depth security services 
to help companies cultivate the displacement 
effect, as well as providing manpower to  
aid in security solutions. Atmospherics  
and risks change season-to-season and we 
will even ‘surge’ manpower, at high risk 
time periods.”

SelectaDNA
A forensic DNA intruder spray is rapidly 

establishing itself as the deterrent of choice 
for jewellers to protect their stock and 
assets. SelectaDNA (which has no annual 
license fees) is being deployed by many 
stores across the UK, most recently in 
Manchester as part of a police operation 
to protect businesses including jewellery 
stores such as Pandora, Mays and Argenti.

The aim of the operation is to deter 
offenders from committing crime by 
utilising forensic marking technology. 
Once triggered, the spray soaks intruders 
in a solution containing a unique DNA 
code visible only under special lights in 
police custody suites. The spray, which is 
triggered by a panic button and/or linked 
to an existing intruder alarm system, can 
remain on clothing and skin for weeks and 
is traceable back to the scene of the crime. 

The spray can also be used to deter 
smash and grab raids, often carried out by 
moped riders. Watchfinder stores across 
the UK are using it to protect thousands of 
watches from more than 50 brands stocked. 
TAG Heuer has installed SelectaDNA at 
its newly-opened flagship store in Oxford 
Street, London, where it holds the largest 
collection of TAG Heuer watches in the UK.

SeekerDNA

SeekerDNA provides a range of 
forensic DNA marker products; including 
a new DNA forensic mist system called 
MistGuard®. Each product contains unique 
deoxyribonucleic acid (DNA) codes, which 
can be registered solely to an individual 
business on a secure database and made 
available to Police authorities in the event 
of a crime.

High value items or assets can be marked 
with this unique, synthetic DNA, which is 
invisible to the naked eye. As with natural 
DNA, synthetic DNA is transferable and 
when transferred from marked assets to 
criminals, it forms a critical part of the 
chain of evidence leading to identification 
and conviction. The use of SeekerDNA’s 
synthetic DNA products can reduce theft 
by burglary by up to 80 per cent and has 
been adopted by several police authorities 
worldwide.

The MistGuard® system uses unique, 
traceable synthetic DNA, providing an 
effective deterrent. It is versatile, scalable 
and can be customised to suit specific 
business requirements; from single point 
activation (to cover a door or window) or 
multi-point activation (covering as much 
and as many area(s) as required).

The systems can be activated through a 
wide range of triggers and can be seamlessly 
integrated with existing alarm systems. 
Its versatility means it is ideally suited to 
protect locations where high value items 
are stored.



2018
TECHNOLOGY 
& SECURITY
SHOWCASE
DISCOVER THE LATEST 
SOLUTIONS FOR YOUR 
JEWELLERY BUSINESS

Join the NAJ and our partners at the 2018 
Technology & Security Showcase. See machinery 
in action and meet industry-leading providers to 
find out how the latest innovations can protect 
you, streamline your manufacturing processes 
and add value to your jewellery business.

Date: 15th June 2018

Venue: The Goldsmiths’ Centre, 
42 Britton St, EC1M 5AD

Timing: Drop in any time between 
9.30am and 4.30pm

•  BanditUK

•  Betts Metals

•  Cadfolio

•  Coherent-
Rofin

•  EnvisionTEC

•  Gemvision

•  Goldmark UK

•  GRS

•  GVUK Design

•  IIDGR (UK)

•  Lampert PUK

•  Safergems

•  StoneHawk

•  T H March

•  The National 
Association of 
Jewellers

•  Warrior Doors

•  Windiam

Featuring

NOWSECURE YOUR 
FREE TICKET
najshowcase.eventbrite.co.uk
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NEW FEATURES FROM 
ELELOCK SYSTEMS

As well as providing extremely secure 
and discreet locking for jewellery and 
watch display cases, the latest GEMiSYS2 
cabinet security systems by Elelock can 
collect data and record all transactions 
that are conducted at the cabinet. The 
use of RFID key cards or fobs provides 
much greater convenience and simpler, 
more cost effective key management. 
However, Elelock has now paved the way 
by introducing Bluetooth connected devices 
to its systems.

Each time a member of staff unlocks a 
door, a door is opened, closed or left ajar, the 
action is recorded into the internal memory 
of the device. The data will continue to 
be collected for every transaction or event 
that occurs and will also record door-
open warning alarms or break-in alarm 
occurrences. As access keys are assigned 
to each member of staff, the data can be 
related directly to the member of staff that 
carried out the action. This allows store 
managers to empower staff, but also hold 
them more accountable for their actions.

When required, the data stored in each 
cabinet device can be downloaded to an 
App where the full audit trail cab be viewed. 
The data can also be simultaneously sent 
securely to the cloud where it can be viewed 
(in many formats) via a secure configurable 
web dashboard, and viewed by cabinet, 
store, region, group or organisation. 

As well as providing invaluable audit 
trail data in the event of a loss or shrinkage, 
the data collected provides information, 
which is used to improve product placement, 
staff training, resource levelling and even 
stock control.

WARRIOR DOORS 
FOIL MOPED GANG

 A high security performance door 
manufactured by Warrior Doors, backed 
up by a Pickersgill-Kaye locking system, 
came to the rescue of a high value 
retailer during a raid in broad daylight in  
Mayfair, London.

 The New Bond Street watch shop was 
open for business as usual the next day with 
minor disruption, while maintaining the 
original doorset and locking, following the 
failure by the gang to breach the retailer’s 
defences.

The would-be thieves had to flee the 
scene empty-handed after finding the 
robust resistance of the Warrior Doors’ 
and Pickersgill-Kaye’s security solutions 
– along with the brave response from the 
public – too much to overcome. A moped 
gang, which was thought to be responsible 
for a break-in at another jeweller’s in the 
capital the previous evening, attacked the 
shop front with sledgehammers, but the 
security systems withstood the barrage 
of blows before members of the public 
intervened and chased the gang away.

This followed a foiled raid on a jeweller’s 
in Birmingham, which featured a driver of 
a BMW repeatedly ramming the car into 
the front of the jeweller’s shop, but unable 
to smash his way through to gain access.

Warrior Doors’ security systems and 
Pickersgill-Kaye’s portfolio of locks are 
specifically designed and manufactured in 
the UK to the highest technical standards 
to complement the modern workplace, 
critical national infrastructure applications 
and high value retailers such as jewellers’ 
outlets.

 The range of locks, bolts and fittings 
by Pickersgill-Kaye, a trading division of 
ASSA ABLOY, a global leader in door 
opening solutions, has been developed to 
meet exacting standards of physical attack 
but maintain safe and easy exit.

Locks are tested to European BS EN 
standards for panic and emergency exit 
as well as undergoing independent blast 
testing, cycle testing in excess of 1 million 
cycles and being fire tested, to BS EN 
standards, as part of a secure door set.
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The Queen’s Award for Enterprise 
is the UK’s highest official award 
for British business performance, 
recognising and rewarding outstanding 
achievement by UK companies. It 
is through exceptional growth in 
international trade that they have 
achieved this prestigious Award.

The Awards are presented each 
year by the Queen, on the advice of 
the Prime Minister, who is assisted by 
an advisory committee that includes 
representatives of Government, 
industry and commerce, and the  
trade unions.

Established in 1954 in a traditional 
Tudor property in Stratford-upon-
Avon, Pragnell offers handcrafted 
fine jewellery set with rare natural 
gemstones (from Colombian emeralds 
to Paraiba tourmaline); fine antique 
and period jewellery and silver and 
luxury watches and clocks – including 
brands such as Rolex, Cartier,  
Jaeger-LeCoultre and Panerai. 

The store’s clientele ranges from 
African tribal leaders to Middle 
Eastern sheikhs, international 
entrepreneurs, world-famous 
celebrities and European royalty. With 
the town attracting visitors from all 
over the world, who have, for many 
years, shared their experiences at 
Pragnell at home and introduced new 
customers, the store has gradually built 
up pockets of loyal customers from all 
over the world. 

While the local domestic market 
continues to be Pragnell’s most 
important market by far, of the 
overseas markets, the USA is its most 
important. “But all parts of the world 
appreciate fine craftsmanship and 
good service,” says group marketing 
manager, Robert Worthy. “We are 
seeing more visitors from the Middle 
East and Asia visiting places outside 
London in the UK over recent years 
and we have employed speakers of 
some of those languages as a result.”

In 2014, under the leadership of 
managing director Charlie Pragnell, 
the company implemented an 
international growth strategy. This 
consisted of 10 elements, including 
investing in training for existing 
staff, taking on new multi-lingual 
hires (now covering 15 languages 

across the team), expanding stock 
of rare gemstones and creating new 
product lines, introducing an annual 
exclusive client event, investing 
in marketing (including a website 
redesign with multi-lingual and video 
content), extending opening hours and 
implementing new payment systems.

As a heritage Stratford-upon-
Avon brand, Pragnell has focused 
on emphasising its links with 
Shakespeare; obviously an attractive 
draw for international customers. 
This has entailed securing the rights 
to develop Shakespeare inspired pieces 
such as a unique Patek Philippe clock 
and a silver inkwell and quill sculpture, 
which was created to mark the 400th 
anniversary of Shakespeare’s passing 
and was presented on behalf of the 
town of Stratford-upon-Avon to HRH 
Prince Charles. 

The development strategy has 
resulted in outstanding year-on-year 
growth for the business. Charlie 
Pragnell, grandson of the company’s 
founder, said of the Award: “This 
is a tremendous honour for us. We 
set out our ambitions to become 
an international brand in 2014, and 
with the help of a carefully designed 
international growth strategy, we’ve 
achieved some success. 

“Our investment in our people 
and in new technology has been 
particularly effective in helping us 
become a leading exporter of the finest 
handcrafted British jewellery. I’m very 
proud of our team and am excited 
for the next chapter in the Pragnell 
story.” The future in question includes 
expansion plans in Stratford-upon-
Avon. Pragnell has bought the building 
next door and will be increasing the 
showroom by 50 per cent in 2019. 
“We have a fantastic new jewellery 
collection launching later this  
year and have acquired an extremely 
rare diamond in recent weeks,” 
explains Worthy.

The Queen’s Awards for Enterprise 
is an awards programme for British 
businesses and other organisations 
which excel at international trade, 
innovation or sustainable development. 
They are the highest official UK 
awards for British businesses.
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The family-run jeweller, 
Pragnell, with showrooms 
in Stratford-upon-Avon and 
Mayfair in London, has 
won a prestigious Queen’s 
Award for Enterprise in the 
International Trade category.
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For a variety of reasons, outlined by CAD-users that I have 
spoken to, the UK jewellery industry has been won over to 
Computer Aided Design; resistance these days is low and probably 
futile – CAD is here to stay. 

“I’ve found nowadays it’s pretty uncommon to find a jeweller 
who still acts suspicious around CAD,” confirms Jack Meyer, 
senior CAD tutor at the British Academy of Jewellery (BAJ). 
“But just like with any tool out there, nobody is 
forcing them to work in a certain way. If a tool 
doesn’t suit your style, simply don’t use it.” 

Grumbling goes on though. “People 
do still complain, but the nature of the 
complaints has evolved over time,” 
Meyer says. “It used to be: ‘CAD 
is not handmade; it’s cheating’, 
which suggested that they neither 
understood nor had actually 
tried working with CAD. Now 
the main complaint is along the 
lines of: ‘CAD users often don’t 
know how to make jewellery 
or how to build a proper stone 
setting.’ Not so in the case of 
BAJ CAD students – Meyer won’t 
accept anyone onto his course who 
can’t demonstrate some experience 
at the bench. But he acknowledges that 
there can be issues.

He accepts CAD software critics have a valid 
point on one aspect of the technology. “The trouble 
with working in CAD is that you have no physical feeling of the 
objects you are making in the programme. To ensure what you’re 
making can actually survive 3D printing and assembly, you must 
fall back on your existing knowledge of jewellery making and 
metallurgy,” he explains. “This knowledge of tolerances, and the 
practice of checking measurements in the real world as we are 

making them in CAD, is crucial for any sort of virtual design. 
This is why CAD users must know how to work at the bench 
before they can build anything properly in CAD.” CAD is “half-
way to manufacturing and beyond design,” he adds. “Introducing 
CAD into the jewellery manufacturing process means adding 
an additional step after finalising the design and before starting 
fabrication/wax carving proper. That stage is where the CAD 

modeller realises the design at actual size in three dimensions. 
Because the CAD model is interpreted from a 2D 

design, the modeller must know a large portion 
of the designer’s role. And because it must be 

correct to tolerance, they must know a large 
portion of what the manufacturer knows.”

Education issues notwithstanding, 
CAD has certainly contributed to 
the rise in bespoke design services. 
“CAD cost savings come not 
from when you first make the 
model in CAD, but rather from 
the modifications that come after. 
Because the model hasn’t been 
physically made yet, the only cost 

for making modifications to a design 
is time. Plus, changing computer files 

is much easier than changing a physical 
piece,” Meyer says. “Even without exact 

figures, it’s accurate to say the price of 
bespoke has dropped sufficiently that just 

about every jewellery retailer in the land can 
afford to offer a bespoke service for a price that 

customers are willing to pay.”

Gavin Haselup, award-winning sculptor for the goldsmithing, 
silversmithing and jewellery trades, was originally “very anti-
computer” until around five or six years ago. Eventually he was 
tempted to investigate CAD and discovered Pixologic software, 
allowing him to cut, carve, push and pull digital clay exactly as if 
it were real clay but with many more advantages. He was hooked 
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WO R LD
When 11 or so years ago we first wrote in-depth about CAD for jewellers, it 
was still pretty radical stuff. While it was offering boundless possibilities to the 
pioneering few, the shiny new technology was regarded by others with scepticism 
at best and cheating at worst! Different times… as Belinda Morris reports.

and three years ago he stopped sculpting traditionally, with no 
desire to go back to his old ways. He’d “gone over the dark side”!

“I’m not sure the industry really has woken up fully to what 
can be done using CAD; there are plenty of 'anti' people still out 
there,” he feels. “Many, like my old self, still believe you type 
‘NOSE’ into your computer and a nose appears on the screen! 
It’s not true; you still have to sculpt it as if it were real 
clay. Besides its technological advantages, there 
are many others,” he adds. “I no longer need 
a large workshop for tools and machinery 
– my lathes, mould- making machines, 
degassing tanks and hand tools have 
all been replaced by a flat screen, a 
pen and a 3D printer. I no longer 
drop things on the floor and lose 
them, my eyesight no longer 
suffers (I can work on a face 
larger than life size, sculpt both 
left and right hand sides at once 
and then print it out to the required 
size) and if I make a mistake I just 
go back to a restore point – it’s  
idiot proof.”

CADMAN

The company name Cadman is a bit of a 
millstone around Theo Ioannou’s neck. Or at least 
it’s a misnomer. “We’re traditional diamond mounters, 
working jewellers, and CAD is just a tool,” he emphasises. “The 
industry has shifted. I enjoy making things, but I adapt to the 
market. We’re a global industry and unless you have a global 
attitude the trade is gone.”

And the Goldsmiths’ Centre-based craftsman was no slouch 
when it came to adapting. Having embraced new technology 

in his personal life, the notion of CAD was enlightening rather 
than intimidating. “I was exposed to computers in jewellery at 
a point when I was entrenched in what I was doing, but because 
of the changing aesthetic in the work, I was struggling to make 
certain things accurately; not aware of the tools I wasn’t using,” 
he explains.

“I was then introduced to Solidscape machines and two weeks 
later I had two of them and dived in head first! It was 

a no brainer. It then became a case of having to 
master it and replicate what we were doing at 

the bench and still produce the quality of 
work. It probably took a matter of weeks 

to get to grips with CAD, but learning 
is an ongoing process.”

But all this comes with a caveat. 
“Just because you can change the 
oil in your car, it doesn’t make 
you a Formula 1 racing driver 
– owning a laptop and Matrix 
software doesn’t make you a 
diamond mounter,” Theo adds. 
“If you want to make quality 

jewellery with the ‘wow’ factor; 
if you want a happy customer, you 

need a good craftsman, you need a 
diamond mounter.”

Cadman is a B2B business and Theo is 
“desperate” for it to stay that way. “But it’s a 

developing issue – unless retailers are prepared 
to work with us, support the craftsmanship, people like 

myself will be forced to look for other revenue streams.” Namely, 
going direct to the consumer. “There’s a margin-driven, race to 
the bottom mindset out there, but the customer is losing out in 
the end.” So what’s your message? “If you want something done 
properly, come to us,” he laughs. Then gets back to the intricate 
work in progress on his screen.
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MERRELL CASTING

Offering a precious metal casting 
service, Birmingham-based Merrell 
Casting was another early adopter of 
CAD technology, initially via sub-
contractors, then introducing its own 
in-house service around a decade 
ago. The advantages were obvious: 
“We got new designs through more 
quickly and they were repeatable,” 
says MD Gary Wroe.

And in turn the company’s retail 
customers have embraced CAD, 
offering the service to their own clients. 
“It’s something different and it’s about 
customisability,” he adds. “Its success is 

down to the selling technique of the retailer. 
But CAD does have its limitations; it isn’t 

suitable for everything.”

Merrell Casting’s service includes 
consultation and advice, CAD 
drawings, creation of a wax model, 
casting in precious metal, cleaning 
up and polishing, and stone setting 
if needed. Bespoke is a growth area, 
with mounts made to cater for unusual 
shapes and sizes of stones.

A master model service can be used. 
A vulcanised rubber mould is created to 

produce multiples of one design, resulting 
in an exclusive range of jewellery finished 

within a short turnaround time.

CADFOLIO

Cadfolio, founded by Ryan Edkins, is a digital design and 
fulfilment platform allowing jewellers to work with (strictly vetted) 
freelance CAD designers in a framework that streamlines the 
design-to-finished product process. “The main issue currently 
seen by jewellers trying to leverage digital design is the lack of 
automation and pricing information, meaning that it’s difficult 
for their staff to sell a digital design confidently without seeking 
manual pricing information from multiple parties involved in 
making the piece,” explains Edkins.

“Cadfolio takes all the admin out of the interaction by analysing 
the 3D model when uploaded by the designer, and creating renders 
for the jeweller to show customers. The platform then allows the 
design to be priced in multiple metals and diamond qualities by 
the jeweller instantly, confident that they’re making the correct 
margin and can order the finished piece for delivery within 10 
working days.”

Edkins recognises that many jewellers may have been put off 
by CAD if they’ve had bad experiences in the past, but hopes that 
Cadfolio’s service can allay concerns and underscore benefits. 

“CAD is not just a tool to create new designs from scratch, but 
also a way to offer existing products in multiple variations of 
stone and finger size, with no limitation on what can and cannot 
be done,” he adds. 

“This is where the future of the jewellery industry is headed, 
and those jewellers who take advantage of this digital inventory 
approach will lead the way in years to come. CAD offers the ability 
for traditional jewellers to become true digital jewellers and feed 
the growing consumer appetite for customisation; for purchasing 
bespoke jewellery. Also, by leveraging digital products which 
can be customised and visualised instantly, with the consumer in 
store, a jeweller can substantially reduce stock holding and turn 
it into much needed cashflow in a more competitive economy.”

Edkins also recognises that the education of CAD in jewellery 
is an issue and passionately believes that CAD designers must have 
bench experience. “Good work is being done by jewellery schools 
to teach manufacturing tolerances and guidelines, but as yet there 
is no industry standard,” he says. “It’s up to the community as a 
whole to get together and ensure that CAD standards are agreed 
and taught universally so that the industry can move forward and 
let CAD/CAM take centre stage.”

WESTON BEAMOR

Ed Hole, previously Weston Beamor’s head of CAD 
design and 3D printing, was recently promoted 
to business manager for the bespoke precious 
metals casting, 3D printing and production 
division. He joined the team in 2003 with 
a BA (hons) in industrial design and 
technology, so naturally he was no 
stranger to CAD. WB was extremely 
quick to invest in the emerging new 
tech – and on a huge scale. But 
despite (or perhaps because of) 
Hole’s knowledge and passion for 
the tool, he seems very tolerant when 
it comes to discussing issues that can 
occasionally arise when customers are 
less familiar with it. 

“It’s a new subject for a lot of colleges 
and it’s great that they’re teaching it, but 
they’re just touching the surface,” he says. 
“They may show the techniques and tools, but 
students need experience. It’s like learning a language 
– you’ve got to practise. While some designers 

are computer-savvy naturals, others can become unstuck 
– they’re sold CAD and then find it’s a steep learning 

curve. But with skills and experience [designers] will 
have some empathy and understand how a CAD 

model goes from screen to finished piece. 
CAD isn’t always the easiest, or logical 

route into making something. They 
need to understand the manufacturing 
process – how things are made – and 
we encourage this. Otherwise, if 
there’s a downside to CAD, it’s that 
we’re potentially losing some of 
the industry’s traditional skills,” 
he adds.

The benefits far outweigh 
any negatives however. “It’s a 

more efficient way of making new 
products,” he points out. “The master 

patterns are created more quickly 
(although you have to pick the right 

application – it’s not for every design); you 
can show renders for the go-ahead before the 

designs are committed to metal; it’s travel-friendly 
and, of course, it’s easy to get into for millennials and 

the Z-generation.”
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GVUK DESIGN 

“CAD has now been accepted as an essential 
tool for all designers and most workshops, 
along with the retail units that offer an 
in-house bespoke service, that’s where 
we are really seeing the growth,” says 
Graham Dicks of GVUK, UK and 
Ireland distributor of Gemvision 
and EnvisionTEC. “The wealth 
of benefits CAD brings has long 
dispelled any doubts and not 
having in-house CAD services 
is leaving some manufacturers 
behind.”

CAD isn’t for everyone, he 
admits. “But if you have the ability 
to draw or paint then you’ll love what 
CAD can do in 3D. The best approach 
is to try.” Naysayers are no problem. “I’m 
sure all CAD providers like us will be more 
than happy to sit down and show [sceptics] how it 
can work – they’ll be surprised by the results!”

    About 14 years ago, while Dicks was at G&A 
(Abbeycrest) the company adopted Matrix, moving 

concept to delivery from six months to weeks. 
“Knowing the finished weight and gem 

configuration helped costing and 
planning. Without a doubt, pleasing 

the buyers, accountants and designers 
is a massive achievement. The 
buyers started demanding all their 
suppliers offer a similar service 
and so it all began.”

On the issue of education, 
Dicks believes that Glasgow 
Kelvin College, Birmingham 
School of Jewellery and British 

Academy of Jewellery “do a sterling 
job” in training the next generation 

to be jewellers. “CAD is taught 
at the latter stages of their training, 

so they first have an understanding of 
how to actually make jewellery. This is a 

really important step and we encourage all 
budding CAD designers to learn the manufacturing 

techniques before embarking on a CAD career.”

AND FINALLY…

“Of the emerging jewellery technology-related trends that 
Jack Meyer has followed, one recent interesting one is the change 
not just in how jewellers perceive CAD, but in how customers 
perceive it. “Even just a few years ago, CAD was treated by the 
vast majority of retailers as a dirty little secret, which at best was 
given a bit of lip service on the “How We Work” pages of their 
websites. Over the past couple of years, however, we’re seeing a 
few bespoke companies gradually starting to wear their use of 
CAD and 3D printing on their sleeve,” he explains.

“One of my theories, based on my experience with millennials 
and market data, is that they’re comfortable with online shopping 
and computers in ways previous generations never will be. This 
seems to fit with the widely discussed ‘march to digital’ the entire 
jewellery industry seems preoccupied with right now, as well as the 
proliferation of 3D printed fashion jewellery and accessories among 
that same market segment.” The fact that CAD has significantly 
reduced the cost of bespoke design and manufacturing services 
must certainly have contributed to the rapid proliferation of bespoke 
design services within jewellery retail… which can only be a 
good thing.
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PROTOFORMING

“CAD has been well embraced by both designers and jewellers,” 
says Protoforming’s MD Scott Forster. “We’ve seen a steady rise 
in jewellers taking a positive approach in adopting the computer 
aided approach to design, be it by employing or outsourcing the 
process, or purchasing and learning the software themselves. This 
doesn’t concern us – we offer a cost effective flat fee service, 
which compares favourably in relation to the cost of employing 
a designer and purchasing software/hardware.

“Five or so years ago early sceptics (traditional jewellers) had 
no reason to embrace technology or see it as a viable way to design 
and produce jewellery,” he admits. “It was expensive, prototyping 
technology was unreliable and difficult to get right. Handmade 
jewellery, while a lengthy process, is a perfectly suitable way to 
produce jewellery. CAD will never replace the traditional bench 
jeweller and their skill sets, but it will become a necessary tool 

in every jeweller’s toolbox. A retailer would have to be seriously 
against change and technology to not consider embracing the 
possibilities and features which CAD can give to his customers. 

So what has contributed to the acceptance now of CAD? 
“Purchasing costs have dropped, the number of CAD designers 
has increased, 3D printing technology has reduced in cost and 
improved in reliability,” Forster says. “Within the last two years, 
reduction in speed and cost has played a pivotal role in making this 
modern approach a viable option to small to medium businesses.”

He agrees that it’s easier for a professional jeweller to apply 
their bench and process knowledge to CAD, rather than the other 
way round. “Asking a CAD professional to apply the working 
mechanics and manufacturing limitations to designing a piece 
of jewellery certainly has its challenges! Ultimately CAD will be 
prototyped and cast before being passed to a jeweller/bench worker 
for finishing, and we all know these highly skilled professionals 
have their own ways of working and their own little idiosyncrasies.” 
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IT’S NOT MACHINES THAT 
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Apple Nootenboom, Hean Studio offers ‘a 
practical observation regarding an area 
of good technology that is not working 
well in practice’.

“Significant advances have been made 
in the field of precious metal casting over 
the last 25 years: the adoption of the vacuum 
pressure casting machines for gold and 
silver alloys; the use of induction melting, 
instead of open air melting with a torch; 
laser pyrometers for accurate temperature 
control; centrifugal casting machines 
which are enclosed, and within which the 
atmosphere can be controlled… There have 
also been a variety of alloy developments, 
some good, some not so good.

“Now we have a huge new direction – 
the use of CAD and CAM technologies. 
This in turn has created a huge variety of 
problems for the caster to accommodate. 
There are many designers and craftspeople 
who’ve adopted these technologies, 
which are sold as being so easy to use, so 
quick, saving you money. Utter hogwash 
– as many users have discovered. Some 
suppliers of the technologies in the UK 
are merely re-sellers, lacking the technical 
knowledge needed and therefore fail their 
clients with insufficient support, training, 
and understanding.

“Colleges and other training facilities 
are also part of the problem. Yes they 
rapidly train people to use the software, 
but there remains a distinct lack of 
training in understanding the limitations 
of manufacturing processes, and materials. 
Casting is NOT a robust process. With CAD 
and CAM, any form, shape, and minute 
detail can be created, but it’s the delicate 
details, small holes, pre-formed settings 
and sharp intersections, that usually result 
in a tiny bit of mould material breaking 
away, and ending up elsewhere, and this 
is usually seen as porosity, when that is 

not the case. With communication, 
these issues can be overcome with 
good structural design, and taking 
on board what are good and bad 
design practices.

“The biggest area of failure 
relating to the casting process 
lies with the rapid prototypes 
themselves. Solid scape style 
wax builds are not actually solid. 
The lower the resolution of build, 
the higher the air content, which 
results in a permeable structure. 
High resolution is always the  
best option.

“As for resins, they have 
improved enormously in terms of 
build resolution. All the makers of 
resins claim they are castable, and 
I generally agree with that. However, 
the failings are down to individual 
operators/users who cannot seem to 
master the ‘curing’ process, which is vital 
for good casting. Some accommodate the 
technology fairly quickly, and generally get 
good results. But a much larger percentage 
never seem to get it right. I think it’s time 
that all the suppliers of resins came together, 
shared their knowledge, and supported a 
research and training programme that 
can be implemented in colleges, and that 
will give users guaranteed and consistent 
results. I understand the issues, but these 
are suggestions; I’m not a chemist or resins 
specialist.

“Trade bod ies and t ra in ing 
establishments should get together and 
communicate with resin suppliers to 
persuade them to join in a co-ordinated 
programme that will benefit the industry 
as a whole.”
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Gary Wroe of Merrell Casting would 
confirm that resins are an issue.

“Everyone has issues with them. We’re 
always looking for better machines and 
better resins – it’s trial and error, like 
searching for the Holy Grail,” he laughs. 
For Merrell Casting, which casts ten times 
a week, it’s all about speed of service. If it 
receives a wax before 9:30am, it invests, 
burns out and casts the same day, and the 
finished casting is ready for collection 
or despatch by courier by 4:00pm. The 
usual overnight wax burnout process is 
condensed to a much smaller timescale 
using advanced investment powder and 
furnace techniques. Using these processes 
shrinks the casting process to five hours.



51

Dan Roe of casting studio Q Branch in Chichester, agrees that 
education about the casting process is important.

“People need to be informed about the tolerances of casting 
from CAD files, understanding complex geometries and how the 
investment powders respond to that when they have hot metal 
thrown at them at high speed etc.,” he says. “I spend a fair bit of 
time fixing or tweaking client's cad files to avoid issues in the 
printing and casting.”

There are four services offered at Q Branch: precious metal 
casting, 3D printing, 3D scanning and mould making. It casts in 
all commercial precious metal alloys, with a special emphasis on 
platinum and palladium casting and Fair Trade alloys having been 
added recently. A trio of Solidscape printers, including the latest 
Max 2 and Pro machines, handles the 3D printing. “3D 
scanning is a great way for CAD designers to get 
objects from the real world into their software 
as a 3D model – namely engagement rings – 
its great for making shaped-to-fit wedding 
rings,” adds Roe. “We have also scanned 
things not quite so jewellery oriented – like 
lego men and strawberries!”

Introducing Jewellery Casting Scotland
This small but progressive company 

primarily offers casting services for all 
jewellery workers – from one-off producers 
to large-scale companies. It also takes on 
finishing if required. “We work in nearly 
all precious metals, as well as non-precious 
such as brass, bronze and copper. Soon we’ll 
offer a platinum casting service too,” co-founder 
Mike Hurst explains.

“CAD is having a huge impact. For skilled jewellers who are 
computer-savvy it’s an enormous asset. However we’re finding 
many beginners think that they can design online, get the piece 
cast, and that’s it. They have no concept of finishing, polishing 
and soldering. This is enabling many amateurs to creep into the 
jewellery market without proper skills. This can present a real 
problem to casters.

“We pride ourselves on our accessibility; we make time for 
everyone and happily discuss, advise, and generally chat through 
projects with customers. We have an-easy-to follow website, a 
very straightforward charging system, and we’re always prepared 
for a challenge.

“Although most inquiries nowadays begin with an email, we 
find that a phone chat gets to the root of the matter; many 

people are new to casting and we lead them through 
the process. With over 40 years experience, there 

aren’t many problems that defeat us. 

“Most of our work involves casting 
jewellery, although some goes to clock 
repairers, model makers and even 
swordsmiths. Recently we’ve cast parts 
for musical instruments – even bagpipes! 
Customers come from all over the UK and 
Europe – even the US.

“We cast and mould an increasing 
number of prints and although not offering 
the CAD/CAM part of the service, we act as 

intermediaries to some very skilful digital 
modellers and 3D printers. Basically we’re 

casters just quietly getting on with it, producing 
the best results that we possibly can at a fair price 

and to a fair timescale.”

Casting has been around for 6,000 years 
or more, so it’s probably fair to say that the 
process has been perfected over the millennia. 
Which isn’t to say that issues can arise…
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1 Opal pendant with 
labradorite and blue 
and white diamonds 
by Jennifer Bloy

2 Titanium butterfly 
brooch by Rob Girling 

3 Purple sapphire and 
diamond ring by Jan 
& Tom Wightman

4 Pugin swivel ring by 
Russell Lownsbrough
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Hidden Treasures showcased the work of 22 Fellows of the 
Institute of Professional Goldmiths (IPG); the first time that their 
jewellery, silverware and objets d’art had been displayed together. 
The diverse skills profiled ranged from design, enamelling, lapidary 
and wax carving, to mounting, setting, polishing and chasing. And 
‘Hidden Treasures’? Because these Fellows hold specific, expert 
skills, which contribute to the realisation of a broad diversity of 
work, but often go unnamed. They can be one of many collaborators, 
on whom the trade relies, but are not the public face of the industry.

Aimed at anyone with an interest in jewellery and silverware, 
the exhibition was organised largely by award-winning Jennifer 
Bloy (FIGP) – jeweller, wax modeller, designer, teacher, mentor… 
The display included at-the-bench portraits of some of the IPG 
members, as well as useful explanations of the various processes 
involved in the manufacture of a piece, from design and wax carving 
to assaying. Linked to the event were Hatton Garden studio tours 
on the same day, as well as a surgery at Goldsmiths’ Centre with 
a panel of IPG Fellows on 2nd May.

Wax carver Russell Lownsborough was one of the IPG Fellows 
who exhibited. “I did it mainly because I think it's important for 
people to see good craftsmanship and be aware of what can be 
achieved through human excellence by people who have dedicated 
their lives to its pursuit,” he says. “It's an honour to be part of an 
exhibition with such skilled and esteemed people. We may all know 
them in the trade, but the public doesn't and they should. In other 
creative industries, like music or film, every contributor to the 
finished product is listed, in the sleeve notes or final credits. This is 
not the case with us and it's fantastic that these people will be seen 
here. I hope it's the first of many to come. It's definitely important 
and why I've spent so much time pushing it on social media.”

Award-winning silversmith Wayne Meeten adds: “Many of 
these tremendous makers and designers never really come out 
in the limelight, often hiding away, silently creating some of the 
finest works that come out of their British workshops. “They are 
the un-sung heroes behind many big brand names that we all know 
and cherish. Without many of these craftspeople the skills and level 
of craftsmanship would not be where it is today. They have spent 
their lives perfecting their craft to a exceptionally high standard, 
making them become the solid foundation of craft in our trade.  
This was their chance to shine in their own right.”

“The space is beautiful and I feel the exhibition will have 
encouraged other IPG members to be more active within the Group,” 
says another IPG Fellow, wax carver and jeweller Danila Tarcinale. 
“Jenny has put a lot of work into this and we really appreciate what 
she has done. The exhibition was a good way to draw attention 
from the public and educate them in regards to craftsmanship. Most 
people do not know how jewellery is made, in the same way that 

most people do not know that white gold is not mined, but it is an 
alloy! I am told my ‘Mr Wolf’ got lot of attention so I am happy.”

Thomas Johnson, goldsmith and diamond setter and his designer 
wife Mandy Morris (both IPG Fellows) also had pieces from their 
award-winning business (Werk by TCJ) on display. “Everything is 
designed and made at our boutique store and workshop on York’s 
main shopping street, Stonegate,” explains Morris. “Everything on 
sale is designed and made on site. We offer a bespoke design and 
remodelling design service, which starts with a rough sketch, three 
design options and then a wax replica. This is the main part of our 
business. We also offer restoration, repairs and valuation services.” 

Brother and sister Jan & Tom Wightman, combine their skills 
in jewellery & silversmithing and diamond mounting respectively 
for a designer goldsmiths business they founded in 1980. “We 
have embraced new technologies in the last 10 years, alongside 
the traditional hand making techniques we've used since we started 
making jewellery,” explains Jan. “We find that this technology 
enables us to be more adventurous and allows us to create shapes 
and forms that stretch our imagination.

“We are passionate about design and quality in our work, taking 
inspiration from the shapes, colours and flowing forms in nature. 
We love unusual gemstones and use them wherever possible to 
complement our designs. We use mostly 18 carat gold, in yellow, 
white and red and/or platinum in our designs,” she adds.

Rob Girling (FIPG) is a toolmaker/precision engineer by trade 
but became fascinated by jewellery and began making one-off 
pieces 16 years ago and has never looked back. Working alone, he 
is responsible for every aspect of a piece, designing, setting and 
mounting at his workshop in Lancashire. CAD is one of the many 
tools in his workshop, taking up around a quarter of his time, the 
rest being at the bench.

“Most of my work is in platinum or 18ct gold alloys. However  
I started experimenting with titanium three years ago,” he explains. 
“It has a few main properties that are very beneficial for artistic 
jewellery. It’s very light – weight is major design limitation/
consideration when making large artistic pieces in platinum or 
gold; a limiting factor which impedes design. Titanium is very 
strong, which allows me to make designs that are very fine, but 
still robust and wearable. It can be coloured – pavé set coloured 
stones look better with a background colour other than white or 
yellow; its more dramatic.”

The Goldsmiths’ Centre in London recently held 
a month-long exhibition to reveal the breadth 
and depth of the expert skills held and practised 
by the most eminent craftspeople in the industry.
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Mr Wolf ring by 
Danila Tarcinale

Diamond earrings  
by Werk by TCJ Designs

Russell Lownsborough
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LAURA 
Gatenby

KAYLEIGH 
Hammett

“Six years ago I’d just been 
made redundant and decided 
to take my CV into Chisholm 
Hunter. Following an interview 
I knew I’d enjoy working there. 
The staff were so welcoming and 
I thought it would be interesting 
to learn more about jewellery 
and watches. 

“Working here has really made 
me understand and appreciate 
the level of craftsmanship and 
quality that goes into making such beautiful pieces of jewellery 
and timepieces. Jewellery has become my passion and I 
enjoy selling. Building a positive relationship and creating a 
truly unique experience for the customer is something I feel  
strongly about. 

“One thing that I love is turning a customer’s vision into 
reality. Aside from what’s in the window, we make bespoke 
pieces or modify existing jewellery to meet customers’ needs. 
The whole experience becomes personal and it’s very exciting 
and rewarding seeing the end result. 

“I was excited to start JET, although a little worried about 
how I would fit it in with work and raising two young children. 
But it worked out fine and I’m so glad I did it. I really enjoyed 
the diamond grading section. Diamonds excite me and learning 
how they’re formed and transformed into what we see today 
was fascinating.

“Prior to doing JET I’ve always explained the 4Cs to 
customers, however I now have a more in-depth knowledge 
than before. I feel it’s essential to educate customers and 
explain exactly what they’re buying without overwhelming 
them with technical jargon… all while maintaining the magic 
and mystique of the diamonds’ natural beauty. 

“I like working with people. Wanting to make customers 
feel at ease and meeting their requirements comes naturally 
to me – so I enjoyed the customer service parts of JET. Most 
customers come in to buy something for happy occasions; I 
like to make sure they enjoy the visit. You’re not just selling a 
piece of jewellery – you’re selling an experience and a memory.

“Since doing JET I’ve felt more confident in certain 
areas, like hallmarking, and I’ve gained further knowledge of 
gemstones. Recently a customer wanted to purchase either a 
ruby or emerald ring. She couldn’t decide. I was able to explain 
the benefits of both gemstones, aftercare advice and which one 
was suitable to wear everyday. She chose the ruby.”

“Before joining LMG I knew 
next to nothing about jewellery, 
but over the years I have been 
there, I felt I wanted to know 
more and more about it. I began 
my job as a claims handler but 
I have now trained to become 
a validator. My role is to get 
as much information about the 
jewellery items being claimed 
for, and assess current values for 
insurance companies. 

“LMG does encourage us to learn more about jewellery, 
as it helps us to have a better understanding of how to work 
with policyholders, to get the information needed to be able 
to assess the items that are sadly no longer in their possession. 
This is why LMG provides us with the opportunity to further 
our knowledge through the JET courses. I personally knew I 
wanted to take the JET Certificate course soon after I started 
at LMG, and as soon as I felt ready, I signed up to do it and it 
certainly helped me with my training. 

“I definitely feel like I did progress as I worked through 
each assignment. My tutor was very helpful in providing 
constructive criticism and as the course went on, I got more 
familiar with the resources available and how to get the most 
information from them. 

“Learning more about the different gemstones in the 
resources provided was one of the most enjoyable parts of 
the course as I just find them fascinating, and learning more 
about what brings out the beauty in diamonds really helps you 
appreciate them more. The most challenging part for me was 
writing about how to sell an item of jewellery to a customer, 
as I do not have any previous experience in sales, or working 
in a jewellery store. However, there was different resource 
material for every section, which enabled me to complete the 
assignments in detail. 

“The JET Certificate course has certainly been useful for 
me, and although I do not see much jewellery day-to-day, it 
is crucial that I know diamonds, gemstones, metals and their 
hallmarks, and it has helped me become more confident in 
speaking about jewellery with policyholders. 

“I am keen to continue my education in jewellery and I am 
looking to study the JET Diploma as soon as possible. At this 
moment in time, my ambition is to progress in LMG and gain as 
much experience and knowledge about jewellery as possible.”

Loss Management GroupChisholm Hunter
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Little Star is a 
relatively new name 
to the world of 
children’s jewellery, 
but is already 
gaining ground on 
the major brands 
in this burgeoning 
market. And we’re 
very happy to have 
them in the NAJ fold, 
says Belinda Morris.
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RBefore seeing a single piece of Little Star 
jewellery, ‘in the flesh’ and before ever speaking 
to co-founder and creative director Vicky Leyshon, 
I was already smitten with its promotional 
photography. Capturing children for fashion 
imagery is notoriously hit and miss, so when 
someone finds the right balance – not overly cute 
or twee, nor gratuitously ‘hip’ – it has to be worth 
further investigation. As an ex-fashion editor and 
stylist, I’m completely charmed by these very 
natural, laid-back lifestyle pictures of babies, 
toddlers, children and parents, where mood and 
authenticity is as important (more important even) 
than a brightly lit close-up of a charm bracelet.

“Point of sale is as important as the product,” 
says ex-Gecko designer Leyshon, who established 
the business with her husband Rob Walker – he 
brings 15 or so years in the fashion industry to his 
role as commercial director. “It’s not just about 
coming up with a product, but about telling a story, 
and it’s so much easier to do this through images. 
We’re selling a story about a parent and child 
relationship and telling it in a particular manner.”

The result of that manner is to place Little Star 
as a premium brand, and Leyshon and Walker have 
spent a great deal of time researching the UK retail 
market and have a firm idea of the places and higher 
end stores that they aspire to be in (never two shops 
in the same town). The gender-neutral ‘Cosmo’ 
rabbit logo – catching a falling star – plus clean 
white and blue packaging and display material, 
plus the consumer-focussed website, reinforce the 
simple, sophisticated, classic feel of the jewellery 
itself. “I wanted to create the sort of pieces that 
a small child might want to wear as they grow 
up,” explains Leyshon, “but they still have to be 
suitable for babies – safe, quality pieces with no 
sharp edges.”

In sterling silver with rhodium plating, the 
collection revolves around the original piece – a 
classic Christening bangle adorned with a star, 
within which sits a diamond star. These are also 
available plain (and engraveable) or with a heart 
or cross detail and there are pendants to match. 
Heavier, solid silver, rounded-edge bangles with 
hinges and plait bracelets with silver clasps offer 
a more contemporary spin on the traditional 
Christening gift. For baby boys who may not fancy 
a bangle as they get older, there are weightier box 
chain ID bracelets and St Christopher pendants.

So where do the parents come into this story? 
It’s definitely about sentiment and to this end there 
are Mummy & Me and Daddy & Me bracelet and 
necklace sets. For instance, for mummy: a chain 
bracelet with a heart or star – which features a cut 
out heart/star… and appears in rose gold plate on 
the child’s bracelet. Daddies get plaited leather 
bracelets and silver cross pendants, with mini-me 
versions for the kids. 

Appealing to adults as well as children are 
simple, plain or diamond set, star and heart stud 
earrings. And the sterling silver bead bracelet with 
rose gold plated diamond-set star (or star and moon 
charms), is expandable (Teflon elastic) but features 
a clasp for extra safety, so will fit all ages. A pop 
of colour comes with fun, neon cord, slide knot 
bracelets featuring diamond star, heart or cross, 
while a freshwater pearl bracelet with silver heart 
makes a perfect bridesmaids gift.

“We want to grow organically and so far people 
seem to like the brand, understand it and display 
it as we intend,” says Walker. Little Star’s quality, 
attention to detail and story-telling make that an 
easy task.
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Whether you’ve just joined the trade 
or been in it for more years than you care 
to mention… or maybe somewhere in-
between, the Loughborough Conference 
is a must... so mark your calendar.

Taking place over a weekend (15th–17th 
September) it is one of the few UK events 
that endeavours to appeal to all sectors of 
the trade: in other words, Loughborough 
offers something for everyone involved 
in valuing/selling/designing/making 
jewellery, silver, watches, gemstones, etc., 
attracting not just those from the UK and 
Ireland, but also the rest of the world.

Hugely popular, it provides an opportunity 
for all to expand their knowledge and make 
new contacts and friends. Held at the 
University of Technology in Loughborough, 
with accommodation and meals provided by 
the campus’ four-star hotel, the Conference 
is a friendly and welcoming affair, but not 
a relaxing one – the business sessions are 
pretty demanding and delegates work hard 
to benefit fully from all that’s on offer. Each 
year we welcome back many familiar faces 
and, indeed, plenty of new ones… so it can’t 
be too onerous! 

The programme includes a mix of main 
presentations from leading names in our 
trade, open discussion sessions and no 
less than SIX of our popular 90-minute 
workshops for delegates to choose from. 

This year’s line up of guest speakers 
includes Dr Elizabeth Goring, jewellery 
curator, writer and consultant; Kerry 
Gregory of Gemmology Rocks; jewellery 
expert and broadcaster Joanna Hardy 
and Richard Drucker, publisher of the 
GemGuide. In addition, workshops will 

cover pearls, gemmology, jewellery, silver, 
photography and promoting your business... 
to name but a few.

Here’s a brief run-down of this year’s 
programme (nb. this may be subject  
to change):

SATURDAY
• The Conference starts at 12.30 with 

a welcome from the IRV chairman, 
Frank Wood, followed by two main 
presentations

• A 30-minute break precedes two of 
the six 90-minute workshops on offer  
over the weekend

• The business programme finishes  
at 6.00pm

• There is a welcome reception at 6.30pm, 
ahead of a three-course dinner, with 
wine, starting at 7.30pm

• After dinner this year’s winner of the 
David Wilkins Award will be announced.

SUNDAY
• Sunday’s programme begins at 9.00am 

with the first of three 90-minute 
workshops on offer

• There is a 30-minute break before the 
day’s main presentations

• After lunch there will be two more 
90-minute workshops

• The business programme finishes  
at 6.00pm

• Dinner (three courses with wine)  
starts at 7.30pm

• After dinner there will be an informal 
presentation of certificates to 2017’s 
successful CAT examinees and to those 

MIRVs who have been elected FIRVs 
since last year’s Conference 

• Making no promises, there may even 
be some light-hearted entertainment!

MONDAY
• Monday’s programme starts at 9.00am 

with two main presentations 

• Following a 30-minute break, delegates 
will be invited to take part in the  
discussion session

• The programme ends with the final 
90-minute workshop, followed by a 
light lunch to prepare delegates for their  
journey home.

Other Conference attractions will 
include exhibitors, a Gemstone Market 
and once again the Welcome to Valuing 
Sessions for those who are thinking about 
becoming a valuer. These were introduced 
in 2016 and comprise of three 90-minute 
sessions available on Sunday.

The fees to attend Loughborough 
2018 start from £405+VAT and include 
all business sessions, meals and break 
refreshments over the three days.

NB: this year delegates will be required 
to book any accommodation required  
direct with the venue. Special rates have 
been arranged. 

A brochure and booking form  
containing full details of the costs (for 
residents and non-residents) is available 
from Sandra Page: 029 2081 3615 or email  
irv@naj.co.uk 

This is one of the NAJ’s most successful 
events and if you have not been before we 
hope to see you this year… Book now, if 
you snooze you lose!
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It’s a must-attend event – ask anyone – vital for existing as well as aspiring professional valuers/
jewellers. The Loughborough Conference organiser Sandra Page has this year’s low-down.
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Are you missing out 
on lucrative valuation 
business? Would you 
like to improve, expand, 
or maximise income from 
your current valuation 
business? Do you wish 
you could spend more 
time in other areas of 
your business? Are you 
concerned about the 
increasing number of 
pitfalls associated with 
valuations? 

Well now’s your 
opportunity to find out 
how engaging an IRV 
can add value to your 
business at no cost, no 
risk and no inconvenience 
in this ‘Try an IRV 
for Free’ promotion, 
courtesy of the NAJ’s 
Institute of Registered 
Valuers. Experience 
how outsourcing your 
valuation work requires no 
initial capital expenditure, 
no new tools or equipment 
and will fit seamlessly into 
your current repairs set up.

Some of the Institute’s 
most talented valuers are 
putting themselves at your 
disposal for this one-time 
opportunity to see exactly 
what an IRV can do for 
your business, but hurry… 
it’s a time-limited offer!

Find your nearest 
participating valuer by 
contacting the IRV’s 
administrator, Sandra Page: 
sandra.page@naj.co.uk 

T’s and C’s 

1. The retailer must not 
already use the services 
of an IRV

2. The valuer must be a 
Member or Fellow of 
the IRV

3. The valuer must be 
willing to undertake 
the work

4. This offer is open to a 
postal service, subject 
to the consent of the 
valuer – terms to be 
agreed between both 
parties

5. In the event of a visit, 
the retai ler must 
provide adequate and 
appropriate facilities for 
the valuer, according to 
their requirements

6. The valuation must 
be for the Purposes 
of Insurance, for a 
member of the public, 
and be for a maximum 
three items, regardless 
of value. It must not 
be for items of the 
jeweller’s stock, items 
yet to be sold, or items 
very recently sold

7. The timescale for the 
valuation is to be agreed 
between the valuer and 
the retailer

8. The retailer is entitled 
to only use this offer 
once

9. This offer ends on 1st 
October 2018.

PROBATE Valuation
Question:
"When is a probate valuation not a probate valuation?"

Answer:
"As soon as it arrives at HMRC."

How up-to-speed are you with the requirements concerning 
probate valuations? Not very, according to a talk given by Dee Atkin 
of HMRC to IRVs at the Loughborough Conference, because they're 
not, nor have they ever been, ‘probate valuations’, rather 'Open 
Market Valuations for the Purposes of Inheritance Tax Assessment'.

Mrs Atkin’s presentation was a stark reality check for many 
delegates, some of whom were not aware that those analysing our 
valuations at HMRC are not only RICS-accredited, but also have 
gemmological qualifications – Mrs Atkin herself has a DGA – so 
don’t think you can blind them with science!

Gone too are the days of writing down values to the lowest possible 
figure – the value ascribed should not only represent a transaction 
between willing buyer and seller (as opposed to forced sale), but 
should also represent the ‘best achievable’ price – in other words, 
the winning bid at auction (‘hammer price’ excluding sellers’ and 
buyers’ premiums), or mid pre-auction estimate.

Mrs Atkin talked at some length about time limitations, 
geographical limitations (or in some cases the absence of them), 
the requirement of photographs for items with a value over £500... 
But ultimately, she was reassured by the Institute’s monitoring 
programme, Continuing Professional Development scheme and the 
professionalism of its members, to the extent that, if they receive a 
valuation from an Institute Registered Valuer, it is considered more 
reliable than one that is not.

The message here is that a high level of knowledge, experience and 
professionalism is required by HMRC for valuations and you should 
expect to be challenged if your work is not up to their expectations. 
Alternatively, you could employ the services of a Member or Fellow 
of the Institute and save yourself the worry.

Try an 
IRV for FREE
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12mm nucleated cultured river pearl necklace with white gold clasp by Raw Pearls

WHAT YOU NEED TO KNOW NOW

P EARLS 

With 
pearl being 

June’s gemstone, 
we asked Miranda Raw 
to report back from her 

recent pearl-buying trip to 
the Far East. And the news 

is… pearl nucleation 
is set to soar in 

2018.

During VicenzaOro earlier this year, CIBJO’s 
‘Environmentally Sustainable Luxury’ seminar focussed 
on the marine ecosystem, putting cultured pearls under 
the spotlight. Because pearls and their oysters should be 
cultivated in pristine marine environments, pearl producers 
have an inherent need for marine conservation, explained 
Dr. Laurent Cartier, a pearl and gemstone specialist at the 
Swiss Gemmological Institute in Basel and a co-founder of 
the Sustainable Pearls project, which promotes responsible 
pearl farming and contributes to marine conservation and 
livelihood development efforts in the Pacific region.

Unlike a mine, which has a finite life span, a pearl farm 
can continue producing indefinitely, on condition that it is 
responsibly operated. A healthy oyster has the ability to 
consecutively produce three high-quality cultured pearls 
over its productive life span, if it is provided a clean marine 
environment in which to live, and proper time between 
grafting and harvesting for the pearls to form.

There is a unique synergy between pearl quality and 
ocean health, with profits and conservation being closely 
linked, Dr. Cartier said.
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While we were away from the Raw 
Pearls workshop in the heart of Somerset, 
we made some interesting observations 
that are important for our retail 
customers to know, so we’re eager 
to share…

The nucleated salt water pearl is 
not a new concept, however there 
are huge leaps forward occurring in 
China with freshwater pearls. Up until 
recent years the nucleated freshwater 
pearl was most commonly seen in sizes 
upwards of 10mm. We discovered on our 
trip last year that experiments are being 
undertaken in bead nucleation in smaller 
sizes, and this year’s visit saw proof that this 
process continues to grow in the market.

Bead nucleation simply means that a 
round bead is inserted into the mollusc for 
the nacre to form around a constant shape, 
forming a nearly perfect spherical pearl, 
rather than the more ‘fluid’ shape of a piece 
of flesh or tissue which produces off-round 
and baroque shapes.

A brand of this type of pearl – coined 
the ‘Edison Pearl’ – was developed in China 
by the company Grace Pearl. The Edison 
Pearl had also only been produced in sizes 
over 10mm until recently. Some companies 
have been working on producing 7-8mm 
nucleated freshwater pearls. These pearls 
have been produced with a beautiful silvery 
colour, not unlike that of the South Sea pearl 

 
 
 
and with very good shape, however there 
are still some markings on the skins. It is 
thought that along with the improvement 
of the skins, nucleated pearls in sizes of 
four, five and six millimetre will be at 
the top of their production line by next 
year. Unfortunately, the fact that this is a 
relatively new product and they are in an 
experimental phase, means that the cost 
will likely be high.

Another trend we noticed is the 
continuing decrease in production and the 
subsequent rising cost of the freshwater 
pearl. Part of the reason for this is the 
closure of many pearl farms due to 

the Chinese government’s increasing 
sensitivity to water pollution. As we 

have been discovering in other parts 
of the world though, there are huge 
improvements happening with regards 
to environmental education, so we 
are optimistic that this will be the 
start of massive steps forward in 
terms of environmentally responsible  
pearl farms. 

A positive change for pearl farming 
communities is rising wages, from the 

very start of production with the pearl 
technicians to the end processes of sorting 

and sizing the finished products. This is 
having a positive impact on the lifestyles 
of those involved with this industry in 
China. In the meantime, this continues to 
affect the cost of the freshwater pearl, but in 
time it will only lead to positive outcomes 
such as higher productivity and better  
quality pearls.

At Raw Pearls we’re often asked how 
we tackle the difficult task of choosing 
pearls on our buying trips to the Far East. 
The first thing we look at is colour and 
lustre and we then examine every pearl 
closely looking for spots or cloudiness on 
their skins, rejecting any that have these 
flaws. When our customers then browse 
our range back in the UK, even the more 
modest of our products will be from the 
top five per cent in terms of quality from 
the entire harvest.



For anyone in the jewellery industry, nothing beats 
seeing and handling gems in their natural state,  
in their country of origin.

That’s why the NAJ and GEM-A are offering members of 
both Associations the chance to embark upon the trip of a 
lifetime to Sri Lanka. 

The trip is a 2-week escorted tour, with exclusive 
opportunities to buy gems, visit mines, see gem cutters 
in action, attend a world heritage site and even go on a  
4x4 safari! 

The price is inclusive of economy class flights by Sri Lankan 
Airways from London Heathrow.

You will, of course, need your own travel insurance and visa 
for Sri Lanka with at least six months left on your passport. 
We will also need to have your insurance details eight weeks 
prior to departure. 

In addition to the cost of the trip you will also need money for 
meals (very reasonable!) and any gems (rather less so!) you 
would like to purchase. 
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MEMBERSHIP 
OF THE NAJ 
OR GEM-A 
CAN HELP  
YOU GO FAR. 
AND NOW IT 
CAN HELP  
YOU GO 
FURTHER

BOOK NOW

SPACES STRICTLY 

LIMITED TO  

20 PEOPLE

DATE:  1st – 16th October 2018.

COST: £2,350 per person, based on two people 
sharing (single supplement £550).  
Deposits of £1,250 per person are being 
taken now.

EMAIL:  lindsey.straughton@naj.co.uk
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While not legally binding, the Guideline, 
which is endorsed by the NAJ, is designed to 
serve as the reference document when referring to 
or describing diamonds, synthetic diamonds and 
imitations of diamonds, by all sector bodies, 
organisations, traders and retailers. It is 
built on two internationally accepted 
standards: the ISO 18323 Standard 
(“Jewellery – Consumer Confidence 
in the Diamond Industry”) and the 
CIBJO Diamond Blue Book.

“Protecting consumer confidence 
is of paramount importance to 
the long-term success of our 
industry,” said CIBJO president 
Gaetano Cavalieri. “The Diamond 
Terminology Guideline is an 
important tool in achieving this, by 
helping standardise the terminology 
used to clearly distinguish between 
diamonds and synthetic diamonds, in 
all communications, among ourselves and 
with our customers. The accessible language, the 
succinct format and the broad support from leading 
industry organisations, is intended to stimulate widespread 
implementation within trade and at the retail level.”

Jean-Marc Lieberherr, CEO of the 
Diamond Producers Association explains “why 

words matter”… “If consumers are confused about 
the authenticity of the diamond, or mislead by the 

marketing communications of a jeweller, 
they will feel deceived. Deception is 

a world away from the feelings 
instinctively evoked by a diamond 
– preciousness and warmth.

“Diamonds contribute to 
the life and livelihood of over 
10 million people worldwide. 
Diamonds have an emotional 
value to consumers and a societal 
value to producer countries and  
cutting centres. Words matter to 
each one of us participants in the 
diamond industry.

“Some t ry to blur the 
line between diamonds and 

synthetic diamonds. That’s dishonest 
to consumers. Both products provide 

benefits to consumers, but of very different kind. 
It’s important that consumers can clearly distinguish 

between them.”

DEFINITIONS

• A diamond is a mineral created by nature; a ‘diamond’ always 
means a natural diamond 

• A synthetic diamond is an artificial product that has essentially 
the same physical characteristics as a  diamond 

• An imitation diamond, also named a diamond simulant, is an 
artificial product that imitates the appearance  of diamonds 
without having their chemical composition, physical properties 
or structure 

• A gemstone is a mineral of natural origin that is used in jewellery 
for reasons of combined beauty, rareness  and intrinsic value.  

TERMINOLOGY  

When referring to synthetic diamonds: 

• Use one of the following authorised qualifiers when referring 
to synthetic diamonds: ‘synthetic’,  ’laboratory-grown’ or 
‘laboratory-created’ 

• Do not use abbreviations such as ‘lab-grown’ and ‘lab-created’ 

• Do not use the following terms: ‘cultured diamonds’ and 
‘cultivated diamonds’ as ‘cultured’ and  ’cultivated’ refer 
exclusively to organic/biogenic products 

• Do not use the following terms: ‘real’, ‘genuine’, ‘precious’, 
‘authentic’ and ‘natural’ as those apply  exclusively to natural 
minerals and gemstones. 

RECOMMENDATION 

• A diamond is natural by definition. Therefore, use the word 
‘diamond’ without a qualifier when referring to a diamond. If 
differentiation from synthetic diamonds is required, use the 
term ‘natural diamonds’ as a term of equivalent meaning 

• Do not use the following confusing expressions: ‘natural treated 
diamonds’ and ‘treated natural diamonds’. Instead, simply use 
‘treated diamonds’. 

WHEN AND WHERE TO USE THE 
DIAMOND TERMINOLOGY GUIDELINE 

The leadership of NAJ, AWDC, CIBJO, DPA, GJEPC, IDI, 
IDMA, WDC and WFDB strongly recommend all traders, sector 
bodies and other organisations to comply with the guideline on 
all documents, websites and other means of communication that 
are intended to, for example, sell, buy and promote diamonds, 
synthetic diamonds, gemstones, gemmological laboratory reports, 
diamond jewellery and synthetic diamond jewellery.

Diamond terminology
GUIDELINES
Nine leading diamond and jewellery industry 

organisations, including CIBJO, have released 
a jointly developed Diamond Terminology 

Guideline to encourage “full, fair and effective 
use of a clear and accessible terminology for 

diamonds and synthetics diamonds”.



Invest in your future
Don’t miss out on the must-attend 
conference for valuers and 
jewellery professionals

Hear from industry speakers | Choose from over 20 workshops  
Network with 200 delegates | For everyone in the jewellery industry

Burleigh Conference Centre and Hotel, Loughborough LE11 3TD

Don’t miss out. To find out more and register your interest visit: 

naj.co.uk/conference
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Beginning on 27th June, the 
Design Centre in Islington, 
north London, will see 
a two-week celebration 
of visionary design as 
graduates of 200+ creative 
courses unveil their work.
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Among these 3,000 or so future stars of 
UK design, will be, as always, a number of 
jewellery designers, showing in the first of the 
two, four-day part of New Designers (along 
with creatives working in glass, ceramics, 
fashion and contemporary design crafts). 
For the graduates, the show acts as a bridge 
between design education and professional 
design success. It provides an opportunity 
to make career-forging connections and take 
commissions. And of course for the industry – 
retail and manufacturing – there’s always the 
possibility of discovering new talent.

In addition to the graduate exhibitors, 
other key features of the show include 
the newly named One Year In, a curated 
section showcasing the work of 100 design 
entrepreneurs who have recently launched 
their businesses. Here, visitors can browse 
and buy original pieces directly from their 
makers. Each One Year In exhibitor has 
been selected by curator Rheanna Lingham 
(jewellery designer and owner of London 
store Luna & Curious) for the originality of 
their thinking, the quality of their work and 
the viability of their business. 

The 2018 cohort is One Year In’s biggest 
to date, with a record number of applications 
received during the open call. Among the 
jewellery designers is Dominika Kupcova 
who creates brooches in metal and hand-
cut paper, inspired by optical illusions and 
DNA. Meanwhile Emma Strathdee works 
with precious metals, fabrics and steel binding 
to explore chaotic human thought processes 
and anxiety disorder.

Drawing on the wealth of expertise 
surrounding the event, a rich programme of 
talks, events and workshops runs alongside 
the exhibition, complementing the work on 
display and covering a wide range of design 
disciplines. Guest speakers include leading 
figures from across the spectrum of the design 
industry, branding, education and media.

Tickets are available online from 
£7.50 at newdesigners.com

Coco. G

Ella Fearon-Low

Emma Strathdee

Dominika 
Kupcova
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WWW.TREASUREHOUSECO.COM  20207 400 0000
N A J  M E M B E R S H I P  2 3 9 3 5

London Open Day
Friday 15 June  •  12:30 - 6:00 P.M.

You’re Invited

Build a Career in the World of  
Gems and Jewellery

• Tour the classrooms   

• Meet faculty and GIA alumni 

• Attend presentations on jewellery 
design, gemstones and more

• Learn about Computer-Aided Design/
Manufacturing (CAD/CAM) for jewellery

Learn more at 
GIA.edu/london-open-day  

 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    

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

UNLOCK YOUR 
POTENTIAL 
IN OUR VALUATION 
TUTORIAL
Over just three days you will not only increase your 
knowledge of valuations, but learn the practical 
techniques needed too, with;

u Expert IRV tuition 
u Small class sizes 
u One-to-one tutor support

To find out more or to book your place visit: 
naj.co.uk/tutorial
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Estelle Levin-Nally, a member of 
the NAJ’s Better Business Steering 
Group, is an internationally-
recognised impact entrepreneur 
driving change in the domains of 
artisanal and small-scale mining and 
responsible mineral sourcing. She 
works on projects for public, private 
and third sector clients in precious 
metals and minerals, ensuring their 
operations contribute to positive 
and sustainable impacts for people 
and planet. She helps jewellery 
companies large and small build 
value, strengthen their supply chains, 
and limit social, environmental, and 
operational risks. Today, she leads 
a team of 13 at Cambridge-based 
research, advisory and capacity-
building consultancy Levin Sources.

Who has been the biggest influence on 
your life? 

My father, who gave me a sense of 
responsibility towards the environment 
and taught me the importance of giving 
something back. My mother, who taught 
me to be compassionate, but not take any 
nonsense. These days, my husband and 
children remind me daily what and who 
I’m really working for.

What prompted you to establish 
Levin Sources? When did you first 
become interested in sustainability and 
responsible sourcing?

When I was a teenager I saw footage of 
the Amazon burning on television; it was 
the catalyst for my interest in protecting 
environments and biodiversity. I worked in 
oil & shipping and read ‘Small is Beautiful’ 
by EF Schumacher, which jettisoned me to 
university in Canada, where I developed 
an interest in minerals and ethical trade. 
I worked at the World Bank and then on 
gorilla conservation in DR Congo. When we 
moved to Cambridge, I got one consulting

assignment after the other, becoming so 
busy I decided to grow rather than say no. 
I knew I could have better and more impact 
with a team. Levin Sources was established 
as a consultancy and social venture that 
puts sustainability and responsibility at 
the heart of everything it does.

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

Passionate, analytical, and impatient. 

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

I don’t believe in having regrets – in 
every experience, good and bad, there is 
something to be learned.

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

Brands that are accustomed to doing 
‘business as usual’, and have not put 
sustainability at the heart of what they do, 
are going to find themselves left behind as 
a social mindset is expected as standard 
now by a growing number of consumers.

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

I’d be singing on stage with Tony 
Bennett in the 1950s or I’d have joined my 
dad’s business in the 1960s – I could have 
learned a lot from either of them.

What does ‘Better Business’ actually 
mean to you and the group? Is it for every 
business or just for those interested in 
ethical sourcing?

Better Business is about building 
and protecting value by recognising and 
understanding how its relationship to the 
state, its shareholders, and society creates 
risk and opportunities, and the ability 
to manage and/or capture those. It’s a 
constructive way to help businesses of any 
size understand they are social institutions 
as well as commercial ones, and to build 
value for society as well as themselves.

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

I love to play Beethoven sonatas on the 
piano and sing anything and everything.  
In 2000 I had to choose between pursuing 
my passion for music and performance,  
and my passion for sustainability. I figured 
I’m not Bono, so let’s go with sustainability 
first. Now I just sing for my kids.

Favourite shopping destination and why?
I do most of my shopping when travelling 

as that’s when I find the time, and I find 
most mainstream British high street 
fashion brands uninspiring. My favourite 
shopping experience is in Beijing at boutique  
designer ‘3’ where you can find amazing 
ethical clothes and have a traditional tea 
ceremony with the wonderful Anna, the 
shop assistant. I also discovered French 
ethical fashion brand, Ekyog, in Land 
of Green Ginger in Guernsey last year  
and pop in every time I’m home. Ultimately, 
I’m a boutique shopper, and my favourite 
thing is to buy from designer friends.  
Fashion is very personal, and you have to 
like who you’re buying from.

What might a smaller retailer or 
goldsmith, for example, find useful from 
the Better Business framework? 

There’s so much advice and guidance 
on how they can get their house in order, 
help professionalise their operations, 
and to better anticipate risk. It should be  
able to answer any questions small 
businesses have on how to strengthen  
their business.

Do you Tweet/Instagram/FB? 
I tweet at @estellelevin, and the 

company tweets and posts photos from 
the field and office on Instagram at  
@levinsources (for both). I stopped 
using Facebook 15 months ago – it was  
utterly liberating.

What keeps you awake at night?
My laptop, my children.

The 
LAST 
WORD...
goes to Estelle Levin-Nally
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TEL. 020 7405 5523
sales@uniqueandco.com
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TEL. 020 7405 5523
sales@uniqueandco.com

festina.com

#TheOriginals

BY GERARD BUTLER
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