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#MAGICALMOMENTS

HARRIET KELSALL  
Bespoke Jewellery Designer

Creating magical moments through her work is a central  
element of Harriet’s practice. Join us at Jewellery & Watch in 
February to find your own magical moments for your business  
and your customers.

is a great privilege. Crafting a lasting symbol of 
their life and relationship, by designing and making 
beautiful jewellery is very important to me.

BEING PART  
OF SOMEBODY’S 
JOURNEY

Register for your free ticket at: 
WWW.JEWELLERYANDWATCHBIRMINGHAM.COM
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“An exclusive range of bene� ts and improved insurance cover 
for NAJ Members”

Plus Many Additional Benefits

IMPROVED
Insurance Cover

INCREASED
Revenue Opportunities

DISCOUNTS 
On Products & Services

 Famous for Insuring Jewellery

Contact TH March or the NAJ to find out more!

www.thmarch.co.uk                     www.naj.co.uk 

Find out more by visiting us at the NAJ’s stand (stand 17 U22-W23) 
at Jewellery & Watch in February. 
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BELINDA MORRIS, EDITOR

ISSU E 
HIGHLIGHTS

FROM
the Editor

“… the service that we 
offer, and the backup, 
blows any online retailer 
out of the water…”
 p.20

Exhibitors at Jewellery 
and Watch will be bringing 
new and exclusive designs 
to help retailers provide 
Magical Moments in 
2018 and beyond.
 p.28

Purple garnets… created 
a buzz in the trade when 
they first appeared at 
various gem trade fairs in 
the beginning of 2015.
 p.60

Happy New Year! And welcome to a  
jam-packed Jeweller magazine.

Yes, I know I say this every time, but this issue 
really is positively stuffed with news, views and 
inspiration… something for everyone.

It’s that time of year of course – it’s show 
time folks! We’ve turned the spotlight on Pure 
London, Inhorgenta, NOW NY, Desire, Tucson 
and, naturally, Jewellery & Watch Birmingham. 
Now a matter of days away, we’ve dedicated a 
generous slice of our editorial gateau to a preview 
of the J&W show. Turn to p28 for a taster of the 
latest collections waiting to be unveiled, as well 
as an encouragingly large number of brands new 
to the show and, indeed, our shores in some cases.

And talking of new, visitors to J&W will have 
one of the first opportunities to meet our box-
fresh CEO Simon Forrester. Along with the rest 
of team NAJ, he will be welcoming guests on 
our stand – but if you can’t wait that long, check 
out my mini Q&A with our award-winning new 
leader, just over the page. The NAJ stand at J&W 
is also offering the chance to ‘Meet the Experts’. 
We’ve gathered together a posse of professionals 
who, in one-on-one sessions, can advise across 
a range of vital business topics. See p40 for the 
full details.

So, it’s a living, 
breathing version  
of The Jeweller  

if you will.
 

Alongside the news, reviews, reports and profiles, 
each issue brings you essential business advice. 
We make no apology, for instance, for repeatedly 
driving home the message of the General Data 
Protection Regulation, that comes into force this 
May. Think it doesn’t apply to you? Think again 
says Daren Daniels on p61. Then, because it’s 
an increasingly hot subject (and set to get hotter 
we predict) Harriet Kelsall defines – clearly and 
comprehensively – what is meant by ‘bespoke’ 
on p68. It’s a great reference piece for jewellery 
retailers, designers and valuers alike.

And it brings me on neatly (I love a segue) to 
the subject of Meghan and Harry. Well of course 
they went bespoke for her engagement ring, and 
there’s enough on-trend style, sentiment and story-
telling – God bless them – to keep us all happy, as 
our royal ring feature on p12 illustrates. Suppliers 
and store-owners, I trust that you’re all reviewing 
your stocks of trilogy styles as I write this… 

Here’s to a joyful and prosperous 2018.  
See you at the show!

“An exclusive range of bene� ts and improved insurance cover 
for NAJ Members”

Plus Many Additional Benefits
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Insurance Cover
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DISCOUNTS 
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Contact TH March or the NAJ to find out more!

www.thmarch.co.uk                     www.naj.co.uk 

Find out more by visiting us at the NAJ’s stand (stand 17 U22-W23) 
at Jewellery & Watch in February. 
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You come to the NAJ with one or two 
CEO roles under your belt – what 
were your early career ambitions?

I studied environmental science 
at university – I was always very 
passionate about improving things, 
protecting society… But at the time 
‘green’ jobs dried up, so I ended up in 
the health service in London using my 
scientific skills to carry out workforce 
planning; helping to decide what types 
of hospital staff we’d need in three, five 
even 10 years’ time. I worked with civil 
servants, the police… it was really 
interesting. 

I then heard about a job within a 
professional body; I knew nothing about 
associations, but they’re fascinating. 
I began with the British Dietetic 
Association handling marketing, PR 
and business development, then moved 
to other sectors. Learning about a new 
industry is absolutely fascinating; 
I’m in a very privileged position – 
association leaders have access to 
pretty much every part of a sector, 
and can talk to experts and influence 
key stakeholders to the benefit of  
the membership. 

Whatever the business, associations 
exist to represent the views of the 
membership and talk to regulatory and 
allied bodies. That’s been a constant 
challenge and one I relish. I can’t say 
I know anything significant about the 
issues the jewellery industry faces, but 
that will, I hope, come with time. That’s 
why I intend to meet as many members 
as I can, and listen to their concerns.

Lucky us – you also come with 
several awards to your name and 
your previous associations… 

CEO of the British Pest Control 
Association was a very interesting 
job and during my seven years there 

I led a staff team which achieved 
some fantastic successes, with board 
and membership support. Apart 
from personal recognition [CEO of 
the Year] BPCA has also received 
Website of the Year, Exhibition of the 
Year, Magazine of the Year and an 
award for its online learning. We’re 
currently also nominated for four more. 
It’s great to award people – it’s nice to 
know that what you’re doing is of a high 
standard. Attending the NAJ Awards 
last month was a great introduction to 
the industry and the amazing work of 
the membership.

The jewellery industry seems like 
quite a new direction for you; what 
drew you to the position?

It is, but my last-but-one role was 
CEO of the Association of Interior 
Specialists – the construction trade 
body for the interior fit-out sector 
covering design, manufacture, 
installation and retail, so there are 
cross over elements. There’s a trade 
association for everything and I’ve 
been able to apply what I’ve learned 
in one to the benefit of another.  
It’s about taking best practice from 
other industries.

Through the NAJ it will be fantastic 
to see the fruits of the industry’s labour 
sold to the consumer. I was immediately 
drawn to the NAJ CEO position, as 
well as the jewellery industry itself – 
its diversity. And on a personal level, 
I like the fact that there are two hearts 
to this trade – I’m in London regularly 
and I live in Staffordshire, not that far 
from our Vyse Street base.

How are you planning to spend the 
first three months of your job?

Well, I’m mindful of the US 
presidential 100-days benchmark… 
but of course I want to get a feel for 

the industry, to soak everything up.  
I liken embarking on a position like 
this to having a jigsaw to put together. 
I have a table, and all the pieces, but at 
this stage I don’t even have the corners 
in place! One of the first things I want 
to do is take a JET course, and, as I 
said, meet the membership. 

We’re part of a great Federation 
with great strengths, and the merger 
of the NAG and the BJA was a real 
success, but there are still things to do 
to develop the Association in a way 
that will yield the best results for the 
membership. We certainly need to 
address the consumers’ discretionary 
spend, which is not necessarily going 
into jewellery.

What have you gleaned about the 
Association so far?

I’ve met lots of very passionate 
people already, in particular members 
of the National Committee who’re 
willing to work together – voluntarily 
– for the common good of the industry. 
And I’ve also met some of those that 
we as an association work closely with, 
such as The Goldsmiths’ Centre and the 
Assay Offices.

It’s really important that we show the 
value of being an NAJ member… it’s 
not a discretionary spend! There are so 
many really valuable benefits we offer. 
If you don’t make use of the benefits 
and services of your association, it’s 
a bit like being an RAC member then 
pushing the car home yourself!

So, my first message to members 
is, if you don’t feel you’re receiving 
the benefits that are owing to you, then 
let me know and we’ll will see what I 
can do to address that. And of course, 
I look forward to meeting you in the 
coming weeks!

He’s had his feet under the desks (one in London, one in Birmingham) for a mere week, but 
as 2018 starts and with Jewellery & Watch just days away, it’s never too soon to get to know 
the NAJ’s new award-winning CEO, Simon Forrester. Belinda Morris delivers the low down.

Introducing our 
NEW CHIEF  
EXECUTIVE
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The Responsible Jewellery Council (RJC) has expanded its 
material scope to include silver. As the standards setting and 
certification organisation for the fine jewellery and watch supply 
chain, this expansion adds another key sector to the RJC’s remit, 
helping the Council to widen its authority and reputation across 
the industry.

The move comes after years working with leading companies 
in the precious metal supply chains, addressing issues found 
in the diamond, gold and platinum group metals supply chain. 
Andrew Bone, executive director of the RJC, said: “It is a natural 
progression for the RJC to include the silver sector, furthering 
our goal to become a fully integrated jewellery supply chain 
initiative. The expansion allows us to use the expertise we have 
gathered through our longstanding work across other precious 
metal supply chains and will help us better support a sustainable 
and ethical silver industry”. 

Chairman of the RJC’s Board of Directors, Wilfried Hoerner, 
added: “More businesses in the jewellery supply chain will now be 

able to confidently demonstrate their commitment to responsible 
business practices through certification against the RJC standards. 
We are really pleased to be able to welcome the silver supply chain 
to our growing community of confidence.” 

Information relevant to the silver supply chain will be included 
in the RJC’s Code of Practices (COP) standard. The COP defines 
responsible ethical, human rights, social, and environmental 
practices for businesses operating in the diamond, gold and/or 
platinum group metals, coloured gemstones and now silver. The 
full integration of silver into the COP is expected to be completed 
by the end of 2018. 

Achieving RJC certification offers companies a competitive 
edge, highlighting their commitment to the highest standards in 
ethical and sustainable practices. 

For more information on updates relevant to the silver supply 
chain, please visit the RJC website to join the silver supply chain 
mail list: responsiblejewellery.com

The Royal Asscher Diamond Company, which is looking to 
extend its retailer network in the UK, is hosting a special retailer 
event on 13th March 2018, in central London. The occasion will 
offer a chance to meet the famous Asscher family, the creators 
of the original Asscher Cut and the family that cut the Cullinan 
Diamond. They will present their collections, the company’s 
history and its future. 

Royal Asscher Diamond Company was founded in 1854 in 
Amsterdam, the Netherlands. It remains family-owned and 
operated by the fifth and sixth generation: Edward, Lita and 
Mike Asscher. It was Joseph Asscher, second generation, that 
cut and polished the Cullinan diamond – the largest diamond in 
the world – in 1907. The nine largest stones that came out of the 
Cullinan diamond are now in the Crown Jewels in the Tower of 
London. Replicas of the Crown Jewels have been made by the 
Asscher family and will also be showcased at the event.

Royal Asscher is expert in the art of proprietary diamond cutting 
and beautiful crafted jewellery. Next to the improved and unique 
Royal Asscher Square Cut, the family has introduced the Royal 
Asscher Round, all set in timeless jewellery.

The Asscher family is excited to meet retailers in England: 
Lita Asscher says: “We have a strong connection with England 
from the past, there is an amazing opportunity to use our story 
for offering clients a unique experience that they cannot find in 
any other diamond jewellery brand. We are looking to find the 
right partners in retail.”

Those interested in attending the event, which starts with 
coffee at 10.30, followed by a presentation, lunch and one-on-one 
meetings with the Royal Asscher team, contact Jim Rustveld: 
jim@royalasscher.com
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ALABASTER & WILSON closes after 130 YEARS

ASSCHER INVITATION to jewellery RETAILERS 

The Birmingham-based diamond mounters 
and goldsmiths Alabaster & Wilson has closed 
following the retirement of brother and sister  
co-directors Stephen and Wendy Alabaster. Their 
elder brother Paul retired three years ago after 
almost 50 years in the trade.

Wendy joined Alabaster & Wilson in 1968 
after training in retail with George Pragnall in 
Stratford-upon-Avon, while Stephen went to work 
in the factory that their great grandfather Arthur 
Alabaster built in 1891, a few years later.

A&W’s designer, Rachel Byrne, who had 
recently returned from maternity leave, is to 
start her own business and has been offered 
the company’s dies and master models, plus 
the customer list, allowing her to continue to 
supply many of the pieces for which A&W have  
been known.

Look out for a retrospective profile of this 
hugely respected company in an up-and-coming 
issue of The Jeweller.
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 Sonia Menezes
     

Rachael Taylor

Kate
 Cliff
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The Women’s Jewellery Network (WJN), 
the UK-wide organisation designed to 
connect, grow and inspire women working 
in the jewellery trade, has announced its 
first regional Ambassadors.

Focusing on strategically located areas 
with high densities of jewellery retailers, 
designers and jewellery manufacturing, the 
first Ambassadors will cover Birmingham, 
Brighton, Glasgow, Wales and Sheffield, to 
support its existing London-based founders. 

They will act as regional contacts 
for WJN members seeking assistance or 
support at a local level. Having a UK-
wide presence was a key outcome of an 
industry survey conducted by the WJN at 
IJL 2017, and in 2018, the Ambassadors 
will help to facilitate regional meet-ups 
and the recruitment of further members and 
Ambassadors across the Network. 

The first four WJN Ambassadors 
are: Rachael Taylor (Brighton); Sonia 
Menezes (Wales and Sheffield); Nyasha Pitt 
(Birmingham) and Kate Clifford (Glasgow).

Rachael Taylor is a jewellery and watch 
journalist writing for leading UK and 
international titles, including the Financial 
Times and The Jewellery Editor. She is IJL’s 
Trend Editor.

Rachael says: “The jewellery industry 
has been built around women - designing 
for them, marketing to them, selling to 
them. It is also one built by women. I’ve 
had the privilege to work alongside, learn 

from and admire many brilliant women in 
my career. Through my ambassadorship of 
the WJN, I’m looking forward to meeting 
and bringing together even more. Such a 
support network is long overdue, and one 
that all women working in jewellery can 
grow within and use to help support and 
champion each other.”

Sonia Menezes is head of brand 
development at Welsh jewellery brand 
Clogau. She has spent more than a decade 
working in the trade to enhance and  
build brands. 

Sonia says: “I’ve worked within this 
wonderful industry for over a decade and 
have met the most incredible, talented and 
dynamic women. I’ve seen a lot of progress 
but there’s some way to go before we can 
say that women are fairly represented 
and supported in every area of the UK 
jewellery industry. The role of a WJN 
Ambassador is an opportunity to make a 
positive contribution towards making this 
happen. Gender parity in the workplace is 
everyone’s responsibility and I’m delighted 
to be involved.”

Nyasha Pitt is the founder and CEO of 
Living Content, a marketing consultancy 
for the jewellery industry, producing 
creative and commercial content. She was 
previously commercial director at Assay 
Office Birmingham.

Nyasha says: “I’ve been really fortunate 
to have had some extraordinary women 
support and mentor me throughout my 

professional life, and also since joining 
the jewellery trade. The guidance and 
generosity of these women has been 
important, so it’s incredibly exciting for me 
to be part of a network completely dedicated 
to connecting, growing, motivating and 
inspiring women within the trade. It’s a 
wonderful opportunity for me to continue to 
grow, whilst supporting my female peers.”

Kate Clifford is the founder of Vanilla 
Ink Jewellery School and Studios, an 
educational environment focusing on 
inspiring and empowering those at the 
beginning of their career or seeking to 
advance business and making skills.

Kate says: “It is such an honour to be 
welcomed as one of the first ambassadors for 
the Network – I look forward to being part 
of this positive force across our industry, 
in Scotland and beyond. Building an open, 
honest and transparent network will allow 
the industry to pool its knowledge and grow 
in strength and confidence, as existing and 
new faces in the trade support and look 
after one another.”

Speaking of their appointment, WJN 
founder Victoria McKay said: “Following 
our debut we have been preparing a 
series of exciting events and initiatives 
for our members. The first of these 
is the appointment of four respected, 
knowledgeable and inspiring women 
working in the trade as our inaugural 
Ambassadors. We are thrilled to welcome 
Rachael, Sonia, Nyasha and Kate on board.”

Womens
NAMES FIRST 

Ambassadors
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A VERY

ROYAL
proposal

And while the world wants details, like 
where he proposed and how (something to 
do with roast chicken apparently…) and 
whether his dad is happy, all we in the trade 
want to do is get a much closer look at the 
third finger of her left hand. The fact that 
Prince Harry designed the ring, chose the 
centre stone (a diamond from Botswana) 
and had it set with two further diamonds 
from his late mother’s jewellery collection, 
seems appropriately ‘now’. A considered, 
sensitive decision… 

We spoke to a few people taking a keen 
interest in this affair of the heart:

“In my view, Meghan’s ring will shape 
bridal sales in the months and probably even 
years to come – she is, and will increasingly 
become, a style icon for our generation,” 
says Tobias Kormind, managing director, 
77 Diamonds. “Prince Harry has chosen 
a trilogy ring and having designed the 
ring and incorporated some of Princess 
Diana’s diamonds in it, makes it a jewel of 
inestimable value,” says the brand’s Sophie 
Lomax, head of design. “With two round 
diamonds supporting what looks like a 2.5 

carat cushion cut diamond, the stones are 
set in white gold with the main band of 
the ring in yellow gold. A ring of this size 
and quality would generally start at around 
£50,000. The last royal engagement that 
came with a trilogy engagement ring was 
Sophie Wessex in 1999 to Prince Edward 
which features a round centre stone and 
heart shape side stones.” 

“While Meghan’s th ree-stone 
engagement ring is very traditional in 
design it does tie in with a couple of major 
trends popular with today’s brides,” adds 
Naomi Sherlock, creative director at 
Domino. “Firstly, Harry designing the ring 
himself taps into the millennial generation’s 
love of customisation. The ring also has 
very personal sentimental relevance to the 
couple using, as it does, a diamond from 
Botswana, where they spent time together 
and two further stones, which belonged 
to Princess Diana. This desire to have 
something unique with a strong back 
story is definitely something we recognise 
at Domino.

“I am also not surprised that Meghan 
chose a delicate yellow gold band. We have 

seen strong sales of yellow engagement 
rings recently and of more delicate bands. 
With the added royal endorsement, I have 
no doubt that demand for both will increase 
in the New Year. I’m pleased to say, that 
we have a number of trilogy designs in 
our Diamond Ring Mounts range, which 
echo the clean classic lines of Meghan’s 
ring and we will be interested to see if the 
new season’s brides-to-be follow her lead.”

“Harry’s and Meghan’s engagement 
is hugely exciting news,” says Ivonna 
Poplanska of Allum & Sidaway. “I’m a big 
fan of Harry’s choice to incorporate his 
mother’s diamonds into Meghan’s ring. It’s 
no surprise that the centre diamond comes 
from Botswana. Apart from it being a home 
to the world’s largest and richest diamond 
mine, it’s a special place for both Harry 
and Meghan.

“I love working with grooms-to-be and 
guide them into ultimately making the 
perfect choice,” she adds. “The designing 
process and being involved in it is a lot 
of fun for my customers and they always 
appreciate the expertise. They often come 
prepared and choosing to go the bespoke 

It’s not just young girls whose hearts are all a-flutter at the news of Prince Harry’s 
engagement news – the jewellery industry is also pretty excited. What’s not to 

love about a royal wedding, particularly if it proves a boost for business?

O
pi

ni
on

Domino

Nicholas 
Wylde

Hockley Mint
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Vashi MM

The Botswana connection has not 
been lost on Alastair Garner, MD of 
Radiant Diamond Consulting, who has 
spent 25 plus years in the industry, many 
of which were with De Beers, which 
took him to the country. “I think it’s so 
important that as a trade we discuss and 
celebrate all the wonderful things the 
diamond industry does for countries and 
people in the developing world,” he says. 
“Prince Harry had obviously recognised 
this; the great work the industry does 
in Botswana, where he has spent lots 
of time. 

“My career with De Beers first sent 
me to South Africa in the late 1990s 
where I lived for two years; it started 
my love affair with this beautiful 
continent. It fills me with pride and joy 
to see the benefits that diamonds can 
bring to a country with a stable and fair 
government that shares its wealth with 
the people.

“The shining light of this is Botswana 
with diamond revenues making up 35 
percent of GDP. This has been used for 

the good of the people with excellent 
schooling, healthcare, employment 
and housing. De Beers moved its head 
office to Gabarone and the Government 
now sells 10 percent of its production 
independently.

“With the support of De Beers and 
its clients (De Beers Sightholders) 
Botswana now has a thriving diamond 
manufacturing industry, which has 
created thousands of jobs for the local 
community and has brought much 
prosperity and investment to Botswana 
and Gabarone. I’ve been working in 
Gabarone for over 10 years and the 
changes and the investment in the city 
have just been staggering, with a new 
diamond centre, many new diamond 
polishing facilities, hotels, offices, 
restaurants and infrastructure to support 
this. Many of the sightholders who have 
opened facilities in Gaborone not only 
employ hundreds of local people, but 
also invest in community schemes such 
as schools and orphanages to help local 
communities and give something back.”

design route is never done on a whim. I 
am often presented with a family heirloom 
and the guys have done plenty of snooping 
around on their girlfriend’s Instagram and 
Pinterest accounts. Meghan’s three-stone 
ring is a very classic design and is always 
in fashion. It’s usually favoured by those 
who have done more research beforehand.

“I’d say that 90 percent of my customers 
are choosing to use diamonds, coloured 
gemstones and gold that once belonged to 
a member of their family. There is always a 
story and a very personal reason why they 
have decided to give a new lease of life to 
something meaningful to them.”

Jewellery designer Andrew Geoghegan 
recently promoted a campaign called ‘Fifteen 
Diamond Rings’, promoting and celebrating 
his most highly sought after diamond rings. 
“This was created on social media and the 
piece that received the most interest and 
likes was our beautifully classic ‘Cannele 
Trois’ – which, like Meghan’s ring is a three 
stones,” he explains. “This was before the 
royal news hit the press, so it seems that there 
is an existing strong desire for this type of 
ring. Now that there is a royal three stone 
ring, there will undoubtedly be a significant 
increase in sales for this style. Just as the 
sapphire cluster is still enjoying strong sales 
since Prince William and Kate Middleton 
got engaged, the future success of the three 
stone ring is set!”

London-based diamond brand Vashi, 
which enables customers to design and 
make their own diamond jewellery, has 
been “inundated with design commissions 
for Markle sparkle” and they’re delighted with 
the royal boost to what is traditionally peak 
marriage proposal season! “I am delighted 
by the happy news of this young couple,” 
says CEO and founder Vashi Dominguez. “It 
resonates with me that Harry chose to design 
and make his own ring. It’s a truly personal 
ring – a hand written love note – from him to 
Meghan. The ring is a beautiful and a highly 
personal take on a classic setting. The side 
stones nod to the vintage settings, which are 
becoming more and more popular.” 

Bath-based jeweller Nicholas Wylde 
agrees that the royal ring is likely to set 
trends. “Trilogy rings are always popular but 
Meghan will definitely help their popularity 
even further and create a demand – just like 
Diana did with her sapphire & diamond 
cluster ring,” he says. “And over the last 15 
years it’s been white, white, white [metal] 
but this is changing recently and it’s nice 
to see Meghan’s ring is on-trend with its 
use of mixed colour gold. In fact this year I 
have designed new collections using yellow 
or mixed gold. All jewellery has a story or 
journey attached to it. This ring in particular 
has so much history attached to it, using as it 
does two of Diana’s gems. The ring is designed 
well, with good proportions – although it’s a 
shame that Meghan didn’t break with tradition 
of using a crown jeweller.”

Andrew Geoghegan 77 Diamonds
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BEAVERBROOKS
The 98-year old business 

which donates 20 percent of 
post-tax and post distribution 
profits to its charitable trust has 
this year donated £1.076m to 
charity. As part of its mission to 
‘enrich lives’, all 940 employees 
are encouraged to support time-
giving initiatives and 1,533 
hours were paid to facilitate 
volunteering in 2016/17. 

In addition, 29 percent of 
its employees were involved 
in Workplace Giving at the 
year-end (now 34 percent). 
Beaverbrooks is the UK’s 
second biggest supporter 
of the scheme on the high 
street. During the period, 
its employees gave £29,069 
through payroll giving. The net 
donation was then matched by 
the company resulting in total 
donations of £51,000.

WONGS 
JEWELLERS

Just days before the 
Federat ion’s Benevolent 
Society Ball raised around 
£30,000, Wongs Jewellers in 
Liverpool hosted its second 
annual Winter Ball, after which 
it donated £44,288 to Alder Hey 
Children’s Charity. The sold-
out event, with fine dining, 
entertainment, live auction 
and a raffle, was held inside the 
iconic Royal Liver Building in 
Liverpool.

At the inaugural ball last 
year, the family-run retailer 
raised £40,000, and this year 
was delighted to give the 
local charity even more. “The 
charity is very close to our 
hearts,” says Wongs Jewellers 
managing director, Peter Wong. 
“Alder Hey Children’s Hospital 
provides vital services for the 
people of Liverpool, the North 
West and indeed the whole 
country so we are hugely 
proud to have been able to give 
something back.

“The staff at the hospital 
do incredible work caring 
for the children and their 
families during very difficult 
circumstances and we are 
incredibly thankful for all the 
hard work and commitment of 
the staff.”

TRESOR PARIS
Meanwhile, Hatton Garden-

based crystal jewellery brand 
Tresor Paris has teamed up with 
the not-for-profit-organisation 
Women in Need (WIN) 
London this winter season, to 
create a limited edition locket 
for its e-shop in order to raise 
vital funds for charity Hestia, 
helping women and families of 
domestic violence. 

The locket contains white 
crystal WIN ‘floating’ initials 
and supporters can choose 
from gold and white gold, and 
two shapes – a round or heart 
shaped locket. A quarter of 
profits from the sales will go 
to the charity partner, Hestia, 
which helps families suffering 
from domestic abuse, living in 
Hestia-funded refuges and safe 
houses across London.

WIN London is a new 
organisation co-founded by 
Christina Harvey and Georgina 
Chambury Burke. It began as a 
Facebook group to help locate 
pre-loved items for women 
and children living in a local 
Hestia refuge in East London. 
However, despite the endless 
generosity of nearby residents, 
it was clear that funds were 
urgently needed to pay for 
more personal items such 
as underwear, toiletries and 
sanitary products, which cannot 
be sourced second-hand. 

WIN London launched the 
online ‘shop’ last year which 
already includes sweats, tees 
and bags which have been worn 
by celebrities including Sadie 
Frost and featured on the Gaby 
Roslin Show on BBC Radio 
London. 

The Tresor Paris large heart 
locket is £125, the round locket 
is £115. 

Available online from 
womeninneedlondon.com  
and tresorparis.com 

JACOBS THE 
JEWELLERS

In November Reading-based 
Jacobs the Jewellers revealed 
its 2018 70th anniversary 
celebrations – ‘Seventy for 
Seventy’. The programme 
centres around the goal of 
raising £70,000 for the Royal 
Berkshire Hospital Charity, 
specifically the Berkshire 
Cancer Centre, in the 70th 
anniversary of the founding of 
the NHS. 

A number of events are 
planned: a ‘Jacobs Jumpers’ 
charity sky dive in Spring; a 
Summer golf day; space for 
runners in the Reading Half 
Marathon and a finale gala 
dinner and party in Autumn. 
Initiatives running in parallel 
include: every 2018 purchase 
completed being entered into 
a prize draw to win a 0.70ct 
diamond 18ct white gold 
pendant, worth over £4,000. 
Special 70th anniversary luxury 
raffle tickets will be available 
to buy in store to win prizes, 
drawn each quarter – proceeds 
going towards the purchase of 
cutting edge equipment for 
Surface Guided Radiotherapy 
treatment.

Finally, Jacobs in-house 
designers and goldsmiths will 
create seven unique jewellery 
pieces, in the style of a specific 
era such as Art Deco or the 
Sixties. The pieces, ranging 
from £500 to £10,000, will be 
sold during the course of 2018 
with a percentage donated 
towards the charity. One of 
the designs will be created 
via a competition with local 
schoolchildren, 14 years and 
older, facilitated by Jelly, 
Reading’s award winning arts 
charity. The winner’s idea will 
be made into a pendant for sale 
towards the fundraising. 

Adam Jacobs, co owner 
commented: “It’s an amazing 
milestone to have reached and 
as an independent business 
we’re really proud of the 
achievement. The team and I 
are really excited to reach our 
fundraising goal, helping the 
RBH continue their simply 
amazing work.”

All in a  
 GOOD CAUSE

The season of 
goodwill certainly 
made its presence felt 
within the jewellery 
industry, with a 
great many stores 
and brands taking 
the opportunity 
to raise funds and 
make donations to 
charitable causes. 
Here are just a 
few examples:

Simon Johnson  
and Peter Wong

Tresor Paris 
WIN necklaces

In
du

st
ry

 N
E

W
S



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

BY  THC



16

T
H

E
 M

A
R

K
 O

F
 H

IG
H

 Q
U

A
L

IT
Y

 E
D

U
C

A
T

IO
N

 A
N

D
 T

R
A

IN
IN

G
E

D
U

C
A

T
IO

N

Attracting over 80,000 visitors, the Skills Show 
provides ‘have a go’ experiences that inspire young 
people to explore careers, and motivates them to find 
out more about the world of work. Over the course 
of the four days, more than 200 national and local 
employers and training organisations engaged with 
young people, their parents and educators. 

Independent careers advisors and other experts 
were available to give up-to-date, impartial, one-
on-one advice and guidance on all routes into 
jobs, from live job vacancies, apprenticeships and  
training opportunities.

Also during the event, spotlight talks from industry 
leads gave young people insights into specific 
industries and professions.

The centrepiece of the show is the WorldSkills 
UK Competitions Finals, which saw almost 600 
trainees and apprentices compete to win a coveted 
place representing the UK on the international stage. 
The young apprentices, exponents of 55 disciplines – 
as diverse as Aircraft Maintenance, 3D Game Design, 
Cabinet Making, Plumbing, Beauty Therapy and 
Cyber Security – took part in the National Finals. 

The Goldsmiths’ Company has been a long-
standing sponsor of WorldSkills and oversees the 
Fine Jewellery making competition at The Skills 
Show. The competitors are chosen through selection 
events, which took place earlier this year in London 
and Birmingham. This year, eight young people were 
competing over three days/15 hours. 

The finalists are tested in a temporary workshop 
environment and scored on their jewellery making 
ability to saw a piece out, solder, make to specific 
dimensions, surface finish and complete on time.

The NAJ’s stand found itself a prime position next 
to the Fine Jewellery competition. This year, volunteer 
committee members and respected members of the 
industry gave up their time to share their insights 
and enthusiasm with show attendees. Although 
our stand was small this time around, we intend to 
make the experience much more immersive for the 
young people visiting at next year’s event. We are 
looking to show some of the technology used in our 
industry alongside the wonderful skills in the Fine 
Jewellery competition. 

If you would like to be involved in next year’s Skills 
Show, or have a good idea about how we can engage 
young people, please contact Kate Madelin, the NAJ 
Director of Education. Email: kate.madelin@naj.co.uk 

TRICKS of 
 the TRADE

For the first time this November,  
the National Association of Jewellers 
took part in the Skills Show at the 
NEC, which is the nation’s largest 
skills and careers event helping to 
shape the future of a new generation.

Luke Blackie, RK Goldsmiths’ 
Company Apprentice with Mandos 
Jewellery. Silver Medal Winner

Robert Dean, Goldsmiths’ 
Company Apprentice 
with Garrard & Co Ltd’s. 
Bronze Medal Winner

Sam McMahon, Goldsmiths’ 
Company Apprentice with Mappin 
& Webb. Gold Medal Winner



  

Your Technology Partner � �   01442 256445          www.bransom.co.uk �

A bsmart system is a wise investment that  
has been made by hundreds of retail  
jewellers. Fully scaleable, it can grow with you from 
single store to multiple outlets and online shops, with 
additional modules available for Accounts, Customer 
Marketing, Giftcards, Loyalty schemes, SAGE & XERO 
integration and more.

Integrated 
Stock Management with  

sales, accounts, business  an
aly

sis
 an

d E
Po

S

   reasons to   
           bsmarter

 Web-based  stocktaking that halves the time and   pleases your  Accountant

Live integration between   stock system and most    online store platforms

Ge
t c

los
er 

to 
yo

ur 
 Customers with mobile        PoS and browse, sell     and upsell anywhere

Ask for a demonstration to see how bsmart can 
increase your profits, improve your stockholding, 

help you engage with Customers and 
save you and your staff time.
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New STORES
On 4th December Dinny Hall opened 

its fifth London boutique in the heart 
of Marylebone. The latest addition to 
the brand’s portfolio, the new store will 
service the “chic and international clientele 
who live and work in one of the capital’s 
favourite London villages,” says creative 
director Dinny Hall.

Set in recently refreshed Marylebone 
Lane, on the ground f loor of a new  
luxury apartment complex, the store has 
a light and airy feel, with raw brick walls 
offset against Dinny Hall’s distinctive 
glossy finish.

“We’ve designed the store as our official 
flagship, as it’s our most central London 
location and has a grand and spacious feel. 
It will also be the most progressive retail 
experience, as the brand aims to include 
digital enhancements in a bid to engage 
with a millennial audience,” she adds.

The new store will offer signature 
collections in 22ct gold vermeil and 
sterling silver, as well as the fine range of 
14ct and 18ct, including a healthy offering 
for the local bridal market. The digital 
enhancements include screens showing 
production and design inspiration, staff/
customer use of iPads in-store to make the 
website/blog and social platforms a part 
of the retail experience. 

Diamond retailer Vashi has expanded 
to a third retail outlet in London’s busiest 
shopping centre, Westfield London, 
bringing its signature interactive 
experience to the heart of the Luxury 
Village area.

The store, which is actually an open 
space in the broad aisle of the Luxury 
Village, ref lects the brand’s ethos of 
transparency and welcomes customers 
at every corner. Set across 1500sq ft, 
stainless-steal edged kimberlite surfaces 
reflect the brilliance of the diamonds  
on show.

Vashi jewellery centres around the 
customer. It is they who create it, be that 
from the design through to assembly or 
through the initial diamond(s) selection. 
The process is collaborative between 
customer and Vashi craftsmen. Two 
private consultation rooms circle the 
central diamond bar where diamonds are 
openly on display. The heart of the store 
is the lab, where the resident jewellery 
‘alchemists’ work throughout the day 
crafting the jewellery. As in all Vashi 
stores, customers are welcomed to roll 
up their sleeves to create their personal 
item of jewellery or just watch the master 
jewellers at work. Traditional tools sit 
alongside cutting-edge state-of-the-art 
lasers and engraving tools.

With a studio and shop in Cambridge 
and its Jewellery Centre in Hertfordshire, 
Harriet Kelsall Bespoke Jewellery is 
opening its third location… this time 
in London. Due to open late January/ 
early February, the new studio and shop 
is in Regent’s Park Road, Primrose Hill 
– just a walk away from Regent’s Park 
itself. “An empty, dilapidated space is  
now being renovated to be transformed 
into a beautiful retail environment,” 
explains Kelsall.

“The design has been conceptualised 
by Catriona Mills at Lumsden Design and 
the studio and shop will offer a unique 
retail experience whereby qualified 
jewellery designers mingle with public, 
offering them a ‘clean sheet’ bespoke 
design service in a relaxed high street 
setting”, she adds.

The look of the new premises will be 
in keeping with the interior design style 
of both the Hertfordshire and Cambridge 
studios, with signature branding and 
colours throughout but with “some 
exciting new additions!” The new  
London location has an urban design 
studio feel to it, for instance there is a 
polished concrete feature wall, and this 
modern decor style will follow through 
in design features elsewhere.

The last month or so has seen a flurry of new jewellery store openings. 
Three very different examples have caught our eye:

VASHIDINNY HALL HARRIET KELSALL

Dinny Hall Vashi

Harriet Kelsall
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Was it always a given that you would join 
the business?

I’ve always been very interested in the 
trade. I remember from the age of seven 
coming down to the shop and just being in 
the environment. My job in those days was 
to collect the used batteries, which seemed 
to be stored on the carpet. From then on I 
started to work in the shop on Saturdays, 
selling my first engagement ring when 
I was 13. I decided to take the Business 
Studies course at college, which taught me 
the basics about financial management of 
a business. 

After college my father, with his 
connections within the trade, found a place 
for me to work away from home, but still 
in the trade. Nigel Salloway, of Salloways 
in Lichfield, Staffordshire, very kindly 
gave me an in depth induction into the 
world of retail jewellery, and for that I am 
very grateful to him. At the time I was not 
delighted at having to move from Sussex to 
Staffordshire for this, but certainly now I 
think it was an essential thing to do.

I had to cut my time at Salloways slightly 
short, as in 2000 my family business in 

Lewes suffered from catastrophic flooding 
– and effectively took us to floor boards 
and bare walls. My father and I took this 
as an opportunity to re-build the business, 
and head upmarket… we have never  
looked back. 

In terms of my position in the company, 
I started on the shop-floor and then worked 
my way up. Of course it comes with its fair 
share of rewards being the owner’s son, 
but also a lot of challenges – you have to 
almost work harder than your employees 
to prove you are not just getting an easy 
ride. I really enjoy seeing customers, and 
still do today; I think it is really important 
to keep in touch with what is happening at 
‘the coal face’.

How has WE Clark developed, or 
changed, over the years? 

I can certainly confirm that if, as a 
business owner you do not try to think 
how your products and services might be 
required in the near future, you just will not 
be here. I have always tried to think how I 
can take the business forward and sensibly 
diversify. In 2005 I decided to seize upon 
and purchase Eastbourne’s oldest family 

jewellers, since then we have changed  
the name to make it a full part of  
WE Clark & Son. 

In 2013 another opportunity presented 
itself, in order to satisfy a requirement we 
had for quality watch repairs. We now have 
the services of our own master watchmaker, 
and our specialist area is vintage and antique 
watches, especially pocket watches. I set up 
weclarkwatchrepairs.co.uk and now we are 
servicing around 200 watches a month. It 
is a very labour intensive and challenging 
area, but certainly rewarding to see a 200-
year old timepiece come back to life, and 
be passed down to another generation. This 
year another opportunity presented itself, 
and we have opened a beautiful showroom 
in Uckfield in East Sussex. The reception 
we have received is fantastic; people are 
genuinely happy to see our company in 
their town.

What would you say sets you apart from 
other jewellery stores in the area?

Each of our three showrooms have one 
thing in common, and that is the great team 
that work in them. I am a firm believer that 
if you invest in your team and believe in 

The NAJ Awards 2017 saw Sussex independent business  
WE Clark scoop the prize for Retailer of the Year.  
Belinda Morris spoke to David Clark.

WE CLARK
David and John Clark
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them, they will, in return, reward you with 
their performance. We also make sure that 
the service we offer goes above and beyond 
what you would expect. I do not profess 
to be the ‘cheapest’ nor would I want to 
be – however the service that we offer, and 
the backup, blows any online retailer out 
of the water.

A lot of our customers travel a long 
distance to come and find us, I certainly 
believe we are a destination shop. I, along 
with my director Daniel, try to develop 
the business to make it so that we have a 
different offering or something that is only 
available from us. Our 
own Clark Collection 
is a growing range of 
jewellery that we have 
created by selecting 
loose diamonds and 
precious gemstones 
that we’ve travelled the 
world to source. This 
means we can offer a 
bespoke and specialist 
jewellery design service. 2017 also saw 
the opening of our on-site jewellery repair 
and restoration workshop. This has been  
so successful that this January we are 
going to be adding a second goldsmith to 
our workshop.

How does having a gemologist in-store 
impact on what you do and sell?

Gemmology is an important skill for 
the business to have in its repertoire. My 
father and I have studied for qualifications 
at GEM-A, and all of the staff have taken 
courses, or are currently undertaking 
courses, with the NAJ. This is very 
important for our business; if you have an 
understanding of the trade then you can 
have confidence in what you are talking 
about with the customers. This again 
comes back to being able to say you are 
trained to offer advice, and therefore stand 
out from the competition who very often 
are just trying to sell something for the 
lowest possible cost. We are finding that 
this approach is quite short-sighted and 
customers are really waking up to the fact 

that they want the support of a professional 
jeweller.

How long have you had an online 
presence? Is it key for sales? 

We have one of the oldest domains 
out there, I have always been interested 
in technology and have embraced this 
throughout the business. Our first website 
was launched in 2000, and since then I’ve 
tried many different approaches. I can’t 
say I’ve been able to sell a lot of jewellery 
online, but what has worked for us is using 
it as a tool to drive traffic and enquiries into 

our shops. Of course the 
watch repair website 
has worked very well, 
but it does take a lot of 
resources and expertise 
to make this so.

Are awards important 
to the business?

This year has been 
an exciting one for 

awards. We have been overwhelmed by 
winning both trade and local awards, and it 
shows me that we are doing things well and 
that we are recognised by our customers and 
trade peers. It is very special to have this, 
and the team here have been very excited 
to be a part of it.

Does WE Clark get involved in the  
local community?

We try to get involved if we can. This is 
not just for a bit of free publicity – I believe 
that if you exist successfully in a community 
you should try to give something back, and 
support those who are less fortunate than 
yourself. My father has been a member 
of the local Rotary club for many years, 
and we support this where possible. Each 
time we have a special customer event we 
choose a good cause and make sure we 
raise some funds. Most recently we ran a 
Balloon Pop competition – customers paid 
£5 for a balloon and all the money went to 
good causes – we were pleased to be able 
to donate £500 from this, which is great. 

Lewes showroom

Clark & Sons

A BRIEF HISTORY

1819 – Mr Harris founded 
Harris Jewellers, 1 Cliffe High  
Street, Lewes. Later joined by 
Mr Kenwood, Harris & Kenwood 
Jewel lers & Si lversmiths  
was formed.

1919 – Wilfred Ernest Clark moved 
to Lewes and bought Harris & 
Kenwood. Then put his name to 
the business.

His son John (Jack) joined  
WE Clark after serving in WWII.

1947 – Jack took over the running 
of the company.

1971 – His son John (third 
generation) took over the running 
of WE Clark at the age of 21. He 
and his wife Madeleine had three 
children: Simon, Caroline and 
David.

1979 – Expansion saw the purchase 
of 224 High Street, while retaining 
Cliffe Street. WE Clark was now 
on both banks of the River Ouse.

2000 – The worst f lood in 200 
years wreaked havoc in both stores, 
bringing the business to its knees. 
David (fourth generation) joined the 
next day, working with his father to 
regenerate and reposition WE Clark 
in the market place.

2005 – Eastbourne’s oldest 
jewellers Charlwood’s is bought and 
becomes WE Clark’s watch repair 
and restoration business.

2012 – 224 High Street is 
redeveloped and extended and the 
Eastbourne shop refurbished.
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K “The key benefit to me (of being an 
NAJ member), even though it costs extra, 
is the JBN. Networking, sharing best 
practice, getting advice and information 
are exceptionally useful. Some of the 
tips received have helped save us enough 
money to more than justify the fee. I’d 
encourage and recommend it highly.”

Adam Jacobs – Jacobs the Jewellers

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

Aaron Temprell – Temprells

“During the 10 years that we have 
been a member, the business turnover has 
more than tripled. Whilst not all of this 
increase can be directly attributed to JBN 
membership, it would be fair to say that 
much of the advice and opinions we have 
received from the group members during 
that period has given us the reassurance 
and confidence to formulate plans 
and take decisions which have led to this 
result.” 

Mark Smith – Cavendish Jewellers 

“I could categorically state that over 
the past 12 months, membership of the 
JBN has saved me well in excess of £2,000 
and I’ve made income well over £10,000.” 

Simon Johnson – Marmalade Jewellery

“I joined the JBN a couple of years 
ago and I love it – I get such a lot out 
of it. The members of my group visited 
our Rustington store, they helped me 
with invaluable, impartial advice. I’d 
recommend JBN to anyone.”

Sophie Guess – L Guess Jewellers

“When I first joined the JBN I thought 
that to commit to almost £1,000 for the 
joining fee was a large amount. What is 
the return on that going to be, I wondered. 
I recouped that figure soon after my first 
meeting, from the tips that I received by 
discussing with other members what had 
worked for them to increase their sales. 
Joining the JBN has been worth every 
penny and I would recommend to anyone 
who is unsure of joining.”

Jaysal Pattni – Minar Jewellers 

“The most beneficial aspect of being 
a member of the NAJ is participation in 
the JBN. The advantage of meeting fellow 
business owners away from the shop every 
few months, cannot be underestimated.”

Mark Welch – MG Welch

“I joined the JBN after attending the 
Congress in June, and within four months 
I had saved over £10,000 thanks to a 
members’ survey.”

Manish Jogia – Sonnys Jewellery

“We have a manufacturing workshop. 
After joining the JBN we have taken 
on extra manufacturing for two JBN 
members, which has increased our 
overall turnover; without it our turnover 
would have shown a slight decrease.”

Timothy Roe – Timothy Roe Fine 
Jewellery

There are many profitable 
reasons to join the JET 

Business Network in the 
coming year, but don’t just 

take our word for it…  
above are some thoughts from 

just a few of the members.

if you 
snooze 

you 
lose!

JO
IN

 U
P

 

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

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

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

• Educational Store Visits - allow 
you to see and hear what other 
Jewellers are doing.

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

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

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

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

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



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

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

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

Nicholson White & Co Ltd, St Mary’s House, 68 Harborne Park Road, Harborne, Birmingham, B17 0DH
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CARTIER and JOANNA HARDY ‘In Conversation’

KESSLERS INTERNATIONAL acquires CARTERS DESIGN

BONHAMS appoints new JEWELLERY GLOBAL DIRECTOR
The international auction house Bonhams has 

announced Jean Ghika as its newly appointed Global 
Head of Jewellery. As part of her new role, Jean 
Ghika will oversee sales in Bonhams global offices 
in London, New York, Hong Kong and Los Angeles. 

Jean has had 25 years of experience working at 
Bonhams and is recognised as one of the world’s 
leading jewellery experts. She was appointed director 
of jewellery for UK & Europe in 2007. Under her 
leadership, Bonhams has been UK market leader 
for seven of the past nine years.

Matthew Girling, Global CEO and former Global 
Director of Jewellery at Bonhams, said: “I have worked with Jean 
for more than 21 years and I am delighted to hand over this global 
role to her. She has demonstrated excellent business acumen in 
her current role and has been instrumental in giving strategic 
direction to the UK and European Fine Jewellery teams.” Girling 
will remain closely involved with the jewellery department and 
will now assume a ‘chairman emeritus’ role for Fine Jewellery. 

During her career to date, Jean Ghika has been 
responsible for:

• The sale of a fancy vivid blue diamond ring by 
Bulgari that sold for £1.8 million in 2011

• The only sale dedicated solely to the work of 
pioneering British jewellery designer Andrew Grima 
in 2006

• Directing the sale of the 5.30ct fancy deep blue 
diamond which sold for £6.2 million in 2013

• The sale of ‘The Hope Spinel’, an exceptional 
50ct gemstone, which sold in September 2015 for 

£962,500, the current world record price for a spinel

• The sale of a fancy intense blue diamond from a British private 
collection which sold for £2.32m in September 2016

• The sale of a fancy intense blue diamond from a British private 
collection which sold for £2.68m in September 2017.

Recently re-invigorated retail display 
company, Kesslers International, is 
positioning itself to implement ambitious  
new growth strategies, which include 
acquisitions to increase its specialist services. 

Kesslers, which designs and manufactures 
point of purchase displays from its London 
HQ, was acquired by the private equity firm 
Elaghmore in September 2017. Elaghmore, 
has now purchased the Intellectual Property 
Rights for the Carters Design business which 
will be integrated into Kesslers. 

The team at Carters Design will remain based in Leicestershire 
but will become the Kesslers office in the Midlands. With a strong 
focus on the jewellery and watch sector, Carters Design produces 
POP displays for watch brands including Breitling, Sekonda and 
Accurist. Kesslers has also recently recruited Daniel Shields, 
a highly experienced account director who brings a wealth of 
watch industry knowledge and contacts. Shields took up the post 
at Kesslers on 8th January and is based in London.

Under revitalised management strategies, led by CEO Guy 
Stanton, Kesslers is bringing innovation to the retail sector, 

launching a new 5,000 square foot innovation 
lab and showroom this February to 
showcase its latest work and demonstrate 
latest technology in retail, including 
Augmented Reality, Virtual Reality, Near 
Field Communication, Radio Frequency 
Identification and IoT enabled displays. 

After enjoying an eight percent increase 
in sales in 2017, Kesslers is looking at double 
digit growth through 2018, working with new 
and existing customers as well as pursuing 

further acquisitions. A rebrand and new website will be launched 
in early 2018, and the business will continue to invest in state of 
the art manufacturing technology. 

Speaking on the acquisition of Carters, Kesslers CEO Guy 
Stanton said: “Carters is widely respected for its focus on creating 
stunning designs. The acquisition of Carters will further strengthen 
our position as a display specialist for the jewellery and watch 
industry. We are looking to provide innovative display solutions 
for watches and jewellery and will be exhibiting at the IJL show 
in September.”
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On 13th February 2018, acclaimed jewellery 
specialist, Joanna Hardy, will lead an ‘In 
Conversation’ with Cartier, the globally-esteemed 
and respected maison in the luxury goods industry, 
for an exceptional event hosted by the Goldsmiths’ 
Craft & Design Council (GC&DC) and the 
Goldsmiths’ Centre.

Founded in 1874 in Paris, Cartier is renowned 
worldwide for its high jewellery creations and 
watches – symbols of craftsmanship and elegance, 
quality and excellence. Hosted by the GC&DC 
in partnership with The Goldsmiths’ Centre, and 
Joanna Hardy, this exclusive ‘In Conversation’ event 
celebrates 60 years of unique partnership between 
GC&DC and the maison, Cartier – GC&DC’s 
enduring and illustrious Principle Patron. 

The evening event will be a unique opportunity to 
hear from two highly skilled and experienced individuals working 
with Cartier in London about their world, and the GC&DC’s 
prized Jacques Cartier Memorial Award – available since 1958, to 

those setting the highest benchmark standards for 
outstanding and exceptional craftsmanship. 

Led by Joanna Hardy, the conversation will 
take a vibrant behind-the-scenes journey from 
Cartier’s prestigious design studio and workshops, 
the exemplar for quality and excellence in 
craftsmanship, to its luxurious flagship stores. 
Guests can also see the GC&DC’s 2017 retrospective 
exhibition of award-winning work, plus a feature 
showcase of Cartier jewellery, a first, and again to 
signify and celebrate its 60-year collaboration with 
the GC&DC. This will run until 6th March, 2018.

There will also be a number of Cartier Award 
winners attending the event, adding further context 
to this opportunity of an insight about Cartier, its 
unique relationship with the GC&DC and why the 
Jacques Cartier Memorial Award is so important 

to both the Council and the industry. 

Tickets are limited and available for purchase for £20 (including 
a glass of wine): goldsmiths-centre.org

Revolving Dial Clock 
by Paul Jones
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A renewed energy between TH March 
and the NAJ has grown from foundations 
that were laid more than a century ago in 
1906, with the former National Association 
of Goldsmiths. Over many decades this is 
a relationship that has experienced some 
great peaks and one or two troughs along 
the way, but it is fair to say that there is 
now a sense of revitalisation with a shared 
vision that both partners firmly believe 
will benefit everyone. 

Neil McFarlane, MD of TH March 
explains a little more: 

“The TH March Club (launched in 
March 2017) is the result of shared desire 
to reinvent our partnership and make it 
even better. To get to where we are now 
with it has involved painstaking behind 
the scenes planning and negotiation. In-
depth research was carried out with the 
NAJ and its members by a third party on 
our behalf and their findings provided us 
with a great deal of useful information 
regarding the kind of benefits NAJ 
members would truly value.” 

At last year’s Jewellery & Watch 
the Club’s concept was presented to the 
show’s visitors, and the shared vision of 
“strengthening an already close working 
relationship by providing an ever-
improving proposition with tangible 
benefits for Club members” was stated. 

The following month representatives 
from the UK jewellery trade press joined 
the NAJ and TH March for the official 
Club launch and today, almost 10 months 
on, things are definitely looking good, 
with both parties pulling together to still 

further the benefits for Club members.

One of the clear standout advantages 
for NAJ members with March Insurance 
Solutions (free) Referral Agencies, has 
to be the fact that enhanced commission 
payments will be made over and above 
the standard 10 percent commission 
level. This is provided the volume of new 
business premium, increases at least 25 
percent over the previous year. Therefore 
the following applies:

• For new business premiums totalling 
over £1,000 – earn an additional 1%

• For new business premiums totalling 
over £2,000 – earn an additional 2%

• For new business premiums totalling 
over £3,000 – earn an additional 3%

• For new business premiums totalling 
over £4,000 – earn an additional 4%

• For new business premiums totalling 
over £5,000 – earn an additional 5% 
– this being the  maximum whether 
£5,001 or £25,000.

(The ‘previous year’ is defined as the 
period 1st April to 31st March and the 
payment of these additional commissions 
will be made at the end of the 12-month 
period ending 31st March each year). 

This is a highly valuable income 
opportunity for Club members. To put 
it in context, in one year alone during 
2017, TH March was able to pay back 
just under £5 million to the UK jewellery 
trade via the referral scheme. This was 
made up of commissions paid to referring 
jewellers when their customers took out 

a policy along with the valuable repair 
and replacement business gained by those 
jewellers when a claim was made. It is 
worth noting that customers are always 
sent straight back to the original referring 
jeweller wherever possible.                                                                      

There are so many benefits for Club 
members to enjoy but not enough space 
here to explain. So, if you are heading to 
Jewellery & Watch at the NEC in February 
why not visit the NAJ stand and speak to 
TH March to find out more. Just a few of 
the member benefits are detailed below.

FOR FREE 

Enhanced insurance cover, a free 
general insurance helpline (excluding 
motor), updated security guide, a free 
security audit – either online or over the 
telephone, a free 30-minute financial 
planning call – worth £125. 

DISCOUNTED                                                                      

 In addition there are a wide range 
of discounts available for members 
including: 10 percent off the THM fee for 
Financial Planning, Pension and Wealth 
Management advice, discounted Key 
Person cover – a discount of 50 percent of 
initial commission to THM (this will vary 
by product provider). Home Insurance 
discounts of between 5–10 percent, 
depending on the insurer.

Payment of the NAJ joining fee for all 
new Jewellers Block policyholders who 
also join the NAJ. This is worth £120.

The historic partnership between jewellery trade specialist insurance brokers 
TH March and the NAJ, will be underscored at Jewellery & Watch next month 
when the two unite on a joint stand to welcome visitors to the show.

‘FRIENDS with 
BENEFITS’ or 
‘PREFERRED 
PARTNERS’?
The growing success of 
a very special ‘Club’. 

Neil McFarlane
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Jewellery & Watch (4th–8th February, 
2018) has joined social media’s international 
#MagicalMoments movement with its bold 
campaign for 2018. Revelling in the significant 
events that are associated with a particular 
piece of jewellery, Magical Moments further 
“highlights, supports and celebrates the 
unrivalled consumer experience” that the 
jewellery industry is renowned for.

 Magical Moments encourages Jewellery 
& Watch exhibitors and visitors to share the 
personal and emotional stories behind their 
much-loved pieces with buyers and retailers 
from across the industry.

There are six faces that make up the 2018 
campaign; this year, joining the five industry 
names that came together for the 2017 
campaign, is Ben Roberts, the managing 
director of Clogau. Since becoming MD in 
2007, Roberts oversaw the off-shoring of the 
manufacturing process and transformed the 
business from a ‘cottage industry’ jewellery 
and souvenir business into what has become a 
globally recognised brand.

The campaign’s original five ‘faces’ are: 
British designer Alex Monroe, jewellery 
designer and founder of his namesake brand, 
Fei Liu, bespoke jewellery designer and NAJ 
vice-chaiman Harriet Kelsall, NAJ chairman 
Simon Johnson, and Gary Wroe, group 
managing director of Hockley Mint. Together 
the six have helped to develop the sense of 
community and continuity of the show with 
Magical Moments for the coming year.

Exhibitors at Jewellery and Watch will 
be bringing new and exclusive designs to 
help retailers provide Magical Moments for 
consumers in 2018 and beyond.

 “Everything we do is full of meaning. For 
us it’s never just about the jewellery; the story 
and inspirations behind a bespoke design are 
just as important. We love getting to know 
our customers, hearing their stories and using 
elements of their narrative to make jewellery 
that they will love for the rest of their live.” 
Harriet Kelsall.

 “We constantly hear of Magical Moments 
in the industry, from the precious engagement 
ring purchase to the traditional gold watch gift 
at retirement. I am so pleased to be highlighting 
these moments with our 2018 campaign and 
look forward to hearing many more Magical 
Moments from visitors and exhibitors alike. 
It’s these moments that make the jewellery 
industry unique and we aim to celebrate them at 
the upcoming show.” J&W MD Julie Driscoll.

 “All the pieces we make are meaningful in 
a variety of ways. Every piece tells a story, a 
story that the wearer likes to know and likes 
to pass on to their friends. We know we’re 

A MAGIC SHOW
There’s the promise of 

enchantment at the NEC 
Birmingham next month. 

The Jewellery & Watch show 
will be waving its wand and 

sprinkling magic dust on 
exhibitors and visitors alike.
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not just selling the jewellery, we’re creating 
meaningful jewellery that become heirloom 
pieces”. Ben Roberts

Meanwhile, where would magic be 
without sparkle? Still glowing from its 
Service Provider win at the NAJ Awards 
last month, Parify (18Q40) will no doubt 
be very happy to demonstrate the brand’s 
jewellery lighting solutions, in particular the 
innovative ‘ActivWhite’ intelligent lighting 
control system. Via a smart phone or tablet, 
the user can change the colour of lights 
from cool to warm white, to suit the tones 
of the jewellery… and that’s just one of the  
many features. 

Then, ensuring that everything in the 
jewellery box retains its essential glitter and 
shine, Connoisseurs (18P16) will be offering 
its complete kit of jewellery care products. 
This will include the Fashion Jewellery 
Wipes, a new product with a revolutionary 
new delivery system. The moist wipes remove 
dirt, make-up, hairspray and lotions and can 
be used on all contemporary metals, plated, 
plastic and faux gemstone jewellery, as well 
as watches.

Support for retail visitors comes in various 
guises and during the show many service 
providers will introduce new developments. At 
Clarity & Success (18R41) for instance, MD 
Karen Russell will launch the new ‘Evolution’ 
software – unlike previous versions it will 
be available for rent only. "This allows us 
to guarantee the jewellers always up-to-
date software and at the same time optimal 
support," she explains. "No high initial 
investment is necessary, because the entry-
level purchase price is removed. Customers 
simply pay for our service as long as they want 
to use the software.” ‘Evolution’ has several 
free apps which can be used for the capture of 
inventory or repairs and for mobile sales and 
consultation and can be operated by tablets 
and smartphones.

Bransom’s new Deposits module for its 
recently introduced mPoS system makes its 
debut at Jewellery & Watch. It is aimed at 
providing retailers with a simple way to accept 
staged payments for items with quick and 

easy recall and update of payments directly 
from the mobile terminal. Additionally, an 
enhanced Sales Report has been created for 
mPoS, allowing retailers to log into their 
dashboard on any device, anywhere, at any 
time and get a comprehensive report of sales 
for any period they wish to define. (18N32)

Spring Fair (of which J&W forms a part) 
has introduced The Atelier, “an immersive 
showcase to inspire and guide show visitors 
through the top trends set to influence their 
businesses. The new interactive feature aims 
to “frame the future” for visitors. Big-screen 
videos will reveal what’s new, what’s hot now, 
what trends are ahead in 2019/20, and how to 
make it work for their business.

The series of films – based on insights 
from industry-leading trend forecasters and 
platforms WGSN, Pinterest, One Click Retail 
and Coloro – will present insights into a raft of 
product categories and highlight future colour 
trends. The Atelier in Hall 17 will focus on 
jewellery and watch products, covering trends 
from 2018/19 in two unique displays.

And of course the National Association of 
Jewellers, a key J&W partner, will be there in 
force – the whole team ready to share plenty 
of new initiatives with visitors. For instance, 
all non-NAJ members wishing to join will 
be offered three months FREE membership 
when they sign up for a full year. Current NAJ 
members will receive member-to-member 
discounts when placing orders at this show 
(visit: naj.co.uk/jewelleryandwatchoffers). 
If you want to learn about the NAJ’s new 
JET Diploma, be sure to find time to chat 
to the Education team and for a variety of 
other important topics (like GDPR or social 
media perhaps) the Association is offering the 
chance to Meet the Experts (turn to p40 for 
the full details). And since it’s not ALL work 
of course, the NAJ, together with J&W and 
Retail Jeweller, will be hosting a networking 
drinks party on Monday 5th February, venue 
to be confirmed.

Now turn the page to see our J&W Look 
Book – a last-minute glimpse of the new 
brands and collections soon to be unveiled 
at the show…
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VENUE: NEC, BIRMINGHAM, B40 1NT

DATES
Sunday 4th – Thursday 8th February, 2018

OPENING TIMES:
9.00 – 18.00 Sunday – Wednesday; 

9.00 – 16.00 Thursday

INFO:
jewelleryandwatchbirmingham.com

TICKETS:
Register online for a free ticket 

Entry on the day, without pre-registration is £30

TRAVEL:
Birmingham International station, with connections 

to London and Birmingham New Street. Flights 
from Birmingham international Airport.
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CURVE
Hong Kong-based Curve creates high end 925 silver 
jewellery set with CZ stones, in its own factory in China.

(19K04)

TEMPI D’ORO
This Naples-based family business has 40+ years of 
experience in antique and vintage jewellery, focusing 
on the finest Italian examples. Each piece is unique and 
expertly hand crafted according to the favoured styling 
of the particular time period. Offered is a large collection 
of diamond engagement rings, cameos, brooches, 
necklaces, earrings… from the 18th to 20th century.

(18T35)

NEREA GMURILLO
Based in Santa Cuz de 
Tenerife, Nerea Gonzalez 
Murillo is inspired by the 
forms and textures of nature 
(a sea fossil or roses for 
instance) for her jewellery 
in silver as well as yellow 
and rose gold plated silver, 
rhodium plated silver and 
oxidized silver.  

(18DQ11)

MIORO
Istanbul-based Mioro is one of Turkey’s leaders in the 
production of gold chain. Available in all weights of 
gold, from nine to 22 carat, the product range includes 
machinery solid and hollow chain, hand-made chain, 
handmade necklaces and bracelets, rope chain, gold-
bonded silver, earrings and electroform jewellery.

(17U31)

MISS DEE
Founded in Sweden in 2005 
by twin sisters Pia and Eva 
Nystrom, the Miss Dee 
collection revolves around 
a simple elongated heart 
motif. The nickel-free, base 
metal pieces are plated in 
sterling silver or 14ct rose 
gold and Czech crystals 
feature in the designs.

(19H06/J07)

THE JEWELLERY & WATCH LOOK BOOK, 2018
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MUDRA
This Spanish brand, offering exclusive designs made 
in Europe, works in silver and brass with accents of 
coloured stones and leather, with an emphasis on fashion-
led influences and inspiration from nature. 

(19H12)

ANNABELLA MOORE
This London-based brand combines quirky charm with 
thoughtful nuances for handcrafted, sterling silver 
jewellery collections ‘that mark the real moments in 
the journey of life’. Each piece is packaged in glass 
corked bottles with a scroll of paper.

(18DQ37)

MORESS
Under the Feminine Jewelry Company umbrella, 
Moress (meaning ‘peacock’ in Thai) symbolises beauty, 
elegance, prosperity and love. The oriental style jewellery 
incorporates bracelets, earrings, necklaces, rings and 
charms in sterling silver with highlights of gemstones, 
CZ stones and freshwater pearls.

(19L07)

MYBEARHANDS
Sally Holyoak creates playful, handmade jewellery in 
resin, in which drawings and objects are embedded. 
Each piece is finished with solid silver and brass, or 
accent materials like walnut wood or silk. A background 
in illustration contributes to the narrative themes 
and illustrations in ranges such as ‘Jungle Book’, 
and a passion for experimentation led to the ‘Glitter 
Box’ and ‘Tassel’ ranges, and the new ‘Mismatching  
Stripe’ collection.

(18DQ38)

FIORE DI LOTO
This Italian-English brand has been designing and 
producing high quality fashion accessories for 15 
years, using a range of techniques and mixing styles 
from various countries. The Glass collection blends 
colours ranging from turquoise to sky blue, bronze 
to orange, purple to aquamarine. Transparency over 
colours conjures up images of sea views, licking flames, 
landscapes and abstract geometric shapes.

(19K19)

From wedding jewellery to watches, the following 
pages offer a snapshot of the new brands and 
collections that visitors can discover at the show:
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WEDDS & CO
Birmingham-based Wedds & Co offers 
engagement, wedding and diamond eternity 
collections, combining the latest innovative 
technology with experienced craftsmanship. 
New solitaires, halos and trilogy styles have 
been added to the 2018 ‘Signature’ collection.

(18T11)

GEMEX
Gemex’s original, yet highly commercial, new 
engagement rings feature solitaire diamonds 
with diamond set shoulders. All mounts are 
available from 0.33ct centres up to 1.00 and 
feature either D/E VS, F/G VS or G/H Si 
side stones. If you don’t have a centre stone 
available, choose one from Gemex’s extensive 
online inventory, as the algorithms only list 
stones available for the specific mount chosen.

(17T20/U21)

TREASURE HOUSE COMPANY
Traditionally known for its more generic 
approach, Treasure House Company has spent 
the past eight years diversifying into higher 
end jewellery. It offers an extensive selection 
of wedding bands, in an array of widths and 
styles, in all metal types. Also available are 
plain and semi-set diamond mounts and gem 
set and diamond jewellery in both 9ct and 
18ct gold.

(17U18/W19)

TANKEL
Tankel has seen increasing demand for large 
diamonds between two and five carats in high 
colours and SI clarity. Different fancy shapes 
– pears, marquise, emerald cuts, princess and 
ovals from 0.40cts to one carat, with very 
fine diamond set shoulders feature in a new 
collection which will be unveiled.

(17W11)

PRISM
For shaped wedding rings, the new Contour 
Wedding Ring collection features over 160 
styles of diamond set rings. A website is 
aimed directly at the bride to be and promotes 
stockist as the very best option to view.

(18DQ40)
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With a cutting facility in London able to cut, 
polish, trim and repair your diamonds.

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

Tel: 020 7242 2333
Fax: 020 7404 0223
Email: info@monnickendam.co.uk
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ASTRA
New for 2018 is the ‘Maya Romantic’ 
collection, including one style featuring CZ 
stones around the pendant’s casing, as well as 
matching stud earrings. In the ‘Astra Freedom’ 
line iconic symbols are encased alongside CZ 
crystals for pendants of different sizes… also 
with studs to match.

(18P20/Q21)

CLOGAU
Tapping into the growing trend for storytelling 
through jewellery, the Welsh jewellery brand 
is unveiling new lines – such as ‘Cynefin’, 
inspired by the Welsh mountains and ‘Honey 
Bee’ featuring a bee and honeycomb captured 
within a hexagonal charm. There’s also a new 
take on ’Tree of Life’, combining the filigree 
design with freshwater pearls to create future 
classics.

(18Q20/R21)

UNIQUE & CO
The nature-inspired sterling silver 
collection revolves around organic forms 
such as f lowers and leaves, together 
with shapes such as circles, for delicate, 
feminine styles. Different textures and 
finishes – polished, matt, sandblasted 
and rose gold plate – are combined with 
a variety of stones or freshwater pearls.

(18R20/T21)

ANIA HAIE (CHRYSALIS)
A line of sterling silver rings, necklaces, 
chokers, cuffs and earrings that can be mixed, 
matched and layered. The brand will unveil 
monthly collections including pieces that 
are rhodium plated, 14ct yellow gold or rose  
gold plated.

(19K20/L21)

HOCKLEY MINT
Showcasing for the first time will be Charms 
Direct, an extensive (2,000 plus) collection 
of sterling silver charms, which can also 
be produced in any metal on request. All 
manufactured, assembled and packaged 
in Birmingham, the line includes anchors, 
alphabet letters and wedding- and birthday-
themed motifs.

(17U20/W21)
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TREASURE HOUSE COMPANY
Treasure House Company will be unveiling 
its new Luxury Silver Collection – ‘Lapidary 
London’, which features classically inspired 
and beautifully designed and crafted jewellery 
using the finest materials and specialist 
techniques. In will also show the vast selection 
of platinum and gold mounts and diamond 
jewellery, and the Silver & Co range.

(17U18/W19)

BEGINNINGS @ GECKO
New for 2018 is a collection of silver 
birthstone pendants and earrings featuring 
an engraveable disc charm with Swarovski® 
crystal birthstone, one for each month of the 
year. Also new is the extended ‘Edit’ line, a 
mix statement pieces from stackable bracelets 
to bold silver necklaces.

(18Q22/R23)

AZENDI
Azendi will be showcasing its latest collection, 
‘Shakespeare’, which incorporates quotes 
from plays like Romeo and Juliet and Hamlet. 
Each pendant and locket has been inscribed 
with a symbolic Shakespearian message in 
a spiralling design. The magnetic lockets 
have an invisible hinge allowing a memory, 
a photo perhaps to be inserted. Also new 
is ‘Stereo’, a collection of statement hook 
earrings, featuring curling silver ribbons, 
which balance in the ear.

(19J20/K21)

REEVES & REEVES
Caroline Reeves will be showing a new 
collection featuring enameled birds in 
beautiful bright colours and with great 
attention paid to detailing. With necklaces 
and matching earrings, the new pieces are 
strong additions to the popular nature range.

(19H05)

DOG FEVER & CAT FEVER
Testament to the growth and popularity of Dog 
Fever ‘hug rings’ since it launched last year, 
the Milan-based brand has introduced the 
much-anticipated Cat Fever, with the focus on 
six globally recognised breeds. The collection 
now incorporates rings with paws, kitten and 
puppy ears, as well as earrings, bracelets, 
pendants and cufflinks. 

(17W29)
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PILGRIM
The Danish brand offers 
hand-made jewellery in 
base metal plated with 
gold or silver and accented  
with crystal stones and 
beads. The new ‘Roots’ 
collection is inspired by 
a ‘primitive approach to 
life’, with an emphasis on 
nature and natural colours, 
raw and rough surfaces and 
organic forms.

(19H22/J23)

LES GEORGETTES 
BY ALTESSE
Adding more than a pop of 
colour (think kaleidoscope) 
the Parisian customisable 
jewellery brand is adding even 
more colour combinations for 
summer. Bracelets, rings, 
earrings and necklaces – Les 
‘Essentielles’ and the more 
glamorous ‘Les Précieuses’, 
with a touch of sparkle – all 
come in a variety of sizes. 

(18M22/N23)

ANARTXY
This Spanish-based company, established in 2009, offers fun, contemporary 
earrings, bracelets, rings, necklaces… and men’s jewellery, made in 
stainless steel with glass or quartz details. A collection of sterling silver 
pieces is also available. The light and colour of the Mediterranean provides 
the inspiration for the 2018 collection.

(18N03)

REBECCA
The Italian-designed and -made 
fashion jewellery brand is 
introducing the new ‘Mediterraneo’ 
collection of plated bronze 
jewellery featuring faux pearls, and 
pastel beads and roses. Black and 
white versions are also available.

(18N22/P23)

RODNEY HOLMAN
Established 40 years ago, Rodney 
Holman offers an extensive, ever-
evolving collection of fashion 
jewellery to suit all tastes, with 
an emphasis on fantastic designs 
– many exclusive – combined with 
customer care. The large brooch 
collection, including new ‘Stags’, 
increases in size and popularity 
every year. 

(18Q01)
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Royal Asscher® Diamond Company is looking to extend its retailer network in the UK 
and will be hosting a special retailer event on March 13th 2018, in central London.

The occasion will offer a chance to meet the famous Asscher family, the creators of the 
original Asscher Cut and the family that cut the Cullinan Diamond.

They will present their collections, the company’s history and its future. It will include the 
Royal Asscher® Square Cut, The Royal Asscher® Brilliant Cut and both the new DNA 

collection and their floating diamond Stars.

Those interested in attending the event contact Jim Rustveld: jim@royalasscher.com
 

JOSEPH ASSCHER cutting the 
Cullinan diamond, the largest rough 

diamond in the world, now in the 
Crown Jewels

THE ROYAL ASSCHER SQUARE CUT, 
the successor of the original Asscher 

Cut with 74 facets

 ASSCHER BUILDING, 
The Royal Asscher headquarters in 

Amsterdam.

www.royalasscher.com      p: +31.20.679.13.11    e: royal@asscher.com
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LBJ
For 30 years Jon Davis of LBJ 
Jewellery has been supplying 
UK independent jewellers with 
silver jewellery selected from 
all over the world. A strong 
commercial eye, and an in 
depth understanding of what his 
customers need are the keys to his 
continued success. Israeli Hagit 
Gorali is one designer working 
with LBJ; the accomplished 
artist creates beautiful sculptured 
pieces inspired by nature. 

(19H23)

PRISM
The Prism gem set collection features triple stone combinations set 
into castellated diamond textured 9ct yellow gold rings, pendants and 
earrings. Also launching at the show will be Ti2 titanium fine wire 
drops and hoop earrings with annodised colour accents.

(18DQ40)

PROTEA DIAMONDS
Protea Diamonds (UK) Ltd, 
which launches at J&W, began 
over 50 years ago in South 
Africa and in 1999 expanded 
the polishing and diamond sales 
operation to market its own range 
of manufactured jewellery to 
affiliates in Australia, Belgium, 
Israel and the US. The directors 
have 70+ years wholesale and 
retail experience and, with 
control over the full value 
chain from source to stores, can 
deliver high levels of service and 
competitive pricing. Protea will 
present unique bespoke diamond 
and tanzanite ranges.

(18T39)

LONDON PEARL
Two new collections will be launched – modern 
design pearl rings in 18ct gold with diamonds and 
silver rings. The silver and 18ct gold ranges have 
been extended, with hundreds of new styles. Last 
year London Pearl offered ready made stock available 
to collect at the show. Following that success it will 
be repeating the offer. Any new customer ordering 
over £500 will be offered a £100 credit against this 
or any future order. 

(17W32)

UJT
UJT introduces a new coloured gemstone collection 
to its in-house, non-branded coloured gemstone 
and diamond collections. Featuring new classic, 
yet modern styles in 9ct yellow gold (with a higher 
quality gemstone/18ct yellow gold option), there 
are 13 new styles with emerald, ruby and sapphire. 
Stone sizes range from 3mm round to ovals from 
4x3 up to 7x5. 

(17W02/X03)

LIDO PEARLS
Following the introduction of the ‘Edison’ pearl 
three years ago, the demand for very large cultured 
freshwater pearls has increased and Lido will start 
to see many more extra large 11-15mm pearls in 
soft natural tones of pink and peach as well as 
the popular white/cream. In the collection will be 
earrings, pendants, ropes, bangles and bracelets in 
silver and rose gold.

(19J02)

DONNS JEWELLERY
The fourth generation, family-run diamond jewellery business will 
offer an extensive collection of 9ct/18ct gold and platinum diamond 
set jewellery, including its popular ‘ready to wear’ matching earrings 
and pendants. For 2018 it has increased its offering of diamond and 
coloured stone pieces, in particular tanzanite and morganite.

(18R22/T23)
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SUNDAY: 
COMMUNICATION SKILLS FOR 
SELLING LUXURY

About this session: Communication is the key to sales. 
It’s surprising how many sales people communicate more 
on a sub-conscious rather than conscious level. This is a 
common trap and often results in plateauing sales figures. 
Meet Lee to learn how to communicate effectively in a 
sales situation.

About Lee: Lee has been involved in luxury retail 
for 25 years. He started his career as a sales assistant 
for a major UK national group, becoming manager, then 
operations director, and finally running his own successful 
business. He has been a professional sales, management 
and business coach for the last 15 years, working with 
small independents to international businesses, both in 
the UK and overseas. His impressive client list includes 
Montblanc, Aurum Holdings, Mulberry, Folli Follie, Tag 
Heuer, Maxmara and the CMJ. Lee has a proven track 
record of improving conversion rates, ATVs, up-selling/
link- selling and profitability. Clients often comment on 
his upbeat, fun training, his passion for selling and his 
ability to answer delegates’ questions with total confidence.

MONDAY: 
USING DATA TO INCREASE SALES AND IMPROVE 
PROFITABILITY

About this session: There are risks to any business when it is run solely on opinion, 
after all an opinion without data, is just another opinion. There are also risks to your 
business if you rely solely on data, it needs interpreting. Yet what can you do if there’s 
little or no data available to help guide your decision making or it’s simply too expensive 
to purchase. Michael will share how you can generate valuable data yourself and how 
best to analyse and apply it to your business with confidence. 

About Michael: Michael has over 30 years commercial expertise gained from working 
for a number of leading consumer goods companies, some with turnover in the billions 
and profits in the millions, some with budgets for data and some which had to rely on 
generating their own data. During his time at Cookson Precious Metals he was a member 
of the UK and European Executive, and responsible for almost every commercial aspect 
of the business. Today as ‘The Value Innovator’ Michael works with organisations of 
all shapes and sizes to deliver added value through their people, product and process.
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Want to give your business a competitive advantage  
during 2018? In partnership with Jewellery & Watch,  

the NAJ will be hosting five ‘Meet the Expert’ events on the 
NAJ stand (17U22/W23). The sessions have been devised 

in direct response to what’s happening in the business 
environment and what could affect your business in 2018.

A different expert will be on the stand each day of the show and 
available for 15-minute, one-on-one appointments for visitors 
and exhibitors, from 11-12am and 1-2pm. Although these are 
mostly pre-bookable – and we advise you to do so if possible – 

one or two sessions will be free for last-minute ‘walk-ons’.

HERE ARE THE TOPICS TO BE COVERED:

Lee Lawson
Lee Lawson Associates
llaconsulting.com

Michael Donaldson
The Value Innovator 
thevalueinnovator.co.uk
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VIP TREATMENT
All NAJ members are entitled to a VIP invitation to the 
Jewellery & Watch show 2018. 
VIP status entitles you to: 
• Access to the VIP lounge
• Free cloakroom 
• Complimentary refreshments
• Fast track entry to the event 
If you haven’t received your VIP ticket please contact 
Jewellery & Watch, don’t forget to quote your NAJ 
membership number.

TUESDAY: 
THE ADVICE YOUR BUSINESS NEEDS

About this session: For those that run small businesses, the help 
and guidance received from mentors and the tips and tricks learnt 
from peers can save time and give the confidence needed to succeed. 
The Better Business group can advise on a range of topics from 
responsible sourcing to brand management. In this session you can 
ask Jo to advise you; come along with your questions and find out 
how the Better Business group can help your business to do well, do 
right and do good. 

About Jo: With more than 15 years’ experience in the jewellery 
industry Jo believes passionately in developing the people in our 
trade, as well as helping businesses do things ‘better’. In her role as an 
industry consultant and trainer Jo works for many leading designers 
and brands as well as retailers across the UK and offers her industry 
expertise in the form of judging, advice panels and workshops at the 
key industry shows and awards. Jo brand managed the acclaimed 
jewellery designer Fei Liu, gaining him recognition as a leading, 
award-winning bridal designer. Jo also founded and developed a chain 
of six jewellery stores putting staff training and a superior customer 
journey at the forefront of her company.

Jo Henderson
Chair of the Better Business group / 
Founder at JHJ Consultancy
jhjc.co.uk

AND DON’T FORGET…
The NAJ team will be on hand to answer any 
questions and explain the latest initiatives 
that make you money and save you money. 
Come along to the stand to meet our new 
CEO, Simon Forrester and fellow industry 
colleagues. Plus you can learn more about 
the newly refreshed JET Diploma course 
and the TH March Club. We look forward to 
welcoming you.

MEMBER-TO-
MEMBER OFFERS
As an NAJ member you can also 
benefit from fantastic discounts 
from fellow NAJ Members 
exhibiting at Jewellery & Watch. 
To view the offers visit: naj.co.uk/
jewelleryandwatchoffers 

THURSDAY: 
EVERYTHING YOU 
NEED TO KNOW 
ABOUT GDPR

About this session: If 
you collect customer details, 
if you employ staff or if you 
record CCTV, the new GDPR 
regulations will affect you. 
GDPR has worrying signs of 
being the new PPI Claim of 
2018 – and this time, rather 
than it being the banks that 
are taking the hit, it could well 
be businesses like yours. So 
whether you believe you have a 
moral obligation to protect people’s personal information or you just 
want to make sure you protect your business from attack, criticism 
and being tied up in legal wranglings, join Chris to understand how 
you can prepare. Getting prepared is not that difficult or scary. There 
is some clear documentation you need to put in place. There are 
some simple things you need to do to make sure your IT systems 
are protected. There’s some training you need to give your staff 
and there’s some information you need to give out.

About Chris: Chris heads up brokenStones, which is fast 
becoming one of the leading IT Support companies in the country 
for helping educating small businesses on Cyber Security & GDPR 
and helping them implement the controls and procedures needed 
to comply with GDPR. A former Entrepreneur of the Year he’s 
spoken on stage to 700 people and published two books.

Christine Colbert & Sophie Hickey
House Creative Agency
housecreative.co.uk

WEDNESDAY: 
BUSINESS SAVVY SOCIAL MEDIA

About this session: With one in seven people on the planet now 
on Facebook, it’s essential that brands and businesses jump on the 
bandwagon. But it takes more than just signing up to make your social 
media a success. House is giving away its social secrets on everything 
from content plans, customer complaints, and conversation territories, 
to help increase your online engagement. 

About House: House is an award-winning full service advertising 
agency, providing online and offline services. Owned and managed 
by ex ‘big’ agency professionals, House was established to provide 
big experience without the big bill. It works with national B2C, B2B 
and consumer clients including the NAJ, Cooksongold, Water Plus 
(merger between United Utilities and Severn Trent Water), Eccleston 
Homes, and Hankey Bannister whisky.

Chris Blunt
CEO brokenStones
brokenstones.co.uk

TO FIND OUT MORE AND TO BOOK YOUR FREE 15-MINUTE APPOINTMENT 
WITH AN EXPERT AT JEWELLERY AND WATCH 2018 VISIT: NAJ.CO.UK/EXPERTS
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FRED BENNETT
Apart from 65 jewellery designs, including 
rings, bracelets and neckwear, Gecko’s 
men’s brand has expanded its accessories 
offering with more leather wallets, a leather 
key fob and a wash bag… as well as tie clips, 
money clips and cufflinks.

(18Q22/R23)

MIDHAVEN
The high quality/keenly priced Tribal Steel 
Men’s Collection continues to expand with 
many stainless steel styles in a range of 
finishes, and a good choice of sizes for 
standard and extra-large wrists. Midhaven 
will also be showing over 50 new leather 
bracelets for men and women with bracelets 
RRPs from £9.50 to £45.00. Point of sale is 
available free with orders of £200 or over.

(18L01)

ARX BY JOS VON ARX
Pendants, rings and cufflinks are joined this season by over 25 new 
bracelet designs all featuring the ARX patented resizable magnetic 
clasps. The new wristwear will also feature a selection of materials 
– carbon composite, mesh bands, new leather textures and advanced 
CNC cutting and PVD plating.

(18P20/Q21)

UNIQUE & CO. MENS
Architecture and engineering provide the inspiration for this successful 
men’s brand. Innovative materials (including tungsten and titanium) 
and attention to details like special clasps and carbon fibre elements, 
create contemporary, urban wristwear, neckwear, rings and cufflinks.

(18R20/T21)
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WATCH WINDERS       WATCH BOXES       JEWELLERY BOXES       TRAVEL ACCESSORIES

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

#itswhatwedo  #anchorcertified  #morethanhallmarking

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

YOU’LL BE AMAZED AT WHAT WE DO.

Contact Us for Information or to Enrol
+44 (0) 20 7813 4321
gialondon@gia.edu

London.GIA.edu

The World’s Foremost Authority in Gemology™

104 Great Russell Street, London, WC1B 3LA, UK 
Registered Charity No: 1101116

Study Diamond  
Grading at GIA
This hands-on lab class covers how to  
grade diamonds consistently and accurately.  
Learn from experienced instructors through 
one-on-one coaching.

Diamond Grading Lab Classes
London:
 January 8-12, 2018 
 February 19-23, 2018 
 April 16-20, 2018 
 September 24-28, 2018

Birmingham:
 July 9-13, 2018 

ADT170098_UK-Diamond-Grading-AD_R5.indd   1 12/18/17   7:58 AM
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ESPRIT
Just signed by Bezel watches, the ESPRIT 
Watch and Jewellery collection offers 
redesigned classic styles with a fresh, avant 
garde approach and high quality packaging. 
The spirit of the brand is captured in two 
lines – ‘Refreshed’ and ‘Lab’ for men  
and women.

(18M17)

JEAN PAUL GAULTIER
Also new to the Bezel portfolio, the Jean 
Paul Gaultier collection comprises lines 
that reference the couturier’s repertoire – 
‘Punk Chic’, ‘Index’ with Arabic figures, 
‘Bord Cote’, ‘Decroche’ (with its vintage 
style phone dial for the face), ‘Cockpit’ and 
‘Navy Tattoo’.

(18M17)

LOTUS
Offering on trend watches that combine 
aesthetics with functionality for a youthful 
audience. Sports, classics and ladies feature 
in the collection with an emphasis on details 
such as mesh bracelets, Swarovski® crystals 
and bold coloured straps.

(18 R20/T21)

STORM
This season Storm raises the issue of global 
wars, nuclear threat and terrorism with the 
‘Magnitor’, which features a semi visible 
disc designed in the shape of a bullet, with 
the second counter spinning around a 
radiation sign. Finished in a brushed steel 
case, complemented by the either black or 
Storm’s trademark blue.

(18L22/M23)

POINTTEC
A key focus of attention on the 30-year old 
family business that introduced Junkers 
and Zeppelin watches, is the Iron Annie 
series. As well as the clean-lined ‘Bauhaus’ 
version and the ‘Cockpit’ inspired by the 
instruments and displays of the D-AQUI 
aeroplanes, is the Swiss-made, hand-wound, 
30th Anniversary model with its power 
reserve indicator.

(18N11)

FESTINA
Contemporary designs, quality and value for 
money come together in this internationally 
renowned brand, which also combines a 
sporting spirit with style, elegance and 
performance. 

(18 R20/T21)
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MODE9
The London-based watch distributor will 
be unveil six watch brands at the show. At 
the top end of the market are Swiss watch 
manufacturers Emile Chouriet and EPOS; 
mid-market brands Continental, Everswiss 
and Oxygen and fashion brand Nowley. 
Mode9 will also be introducing a new 
fine jewellery collection incorporating 
diamonds, rubies, emeralds and sapphires.

(17X29)

GEVRIL
Founded in Switzerland in the mid-1700s, 
the brand was given a true revival in 2001 
when it was bought by Swiss businessman 
Samuel Friedmann, who understood the 
significance of the historic name. While 
the factory remained in Switzerland, the 
HQ moved to New York, which provides  
the inspiration for many of the modern 
watch collections.

(18Q15)

JUST CAVALLI
The embodiment of Italian opulence, 
a fashion-led collection of attention-
grabbing watches in bold colours, including  
a signature animal print. The line, 
distributed by Bezel, also features more 
discreet, masculine and sporty men’s styles. 
More opulent still is the main Roberto 
Cavalli collection.

(18M17)
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LUCY QUARTERMAINE
‘Drop’ has always been one of the brand’s 
most popular collections. Its retailers said 
that their customers were always asking 
for new pieces, so Lucy listened and 
delivered! The ‘New Drop’ pieces offer 
excellent price points, to help attract new 
buyers and pleases current collectors. The 
flowing, tactile pieces in solid sterling 
silver, complement the existing collection 
with their fluid design.

(19DQ03)

ALEX MONROE
‘Summer of Love’ is the title of the 
designer’s latest collection – a charming 
assemblage of delicate and feminine gold 
pieces offering messages of hope and 
peace… as well as love. 

(18DQ15)

YULAN JEWELLERY
The handmade silver ‘Q’ collection, with its bold, coiled 
spirals, is launching at J&W and there will be a 10 percent 
discount for orders placed at the show. Trade prices start 
from £12 (+VAT) for small earrings and pendants rising 
to the larger necklace at £55.

(18DQ22)

AURUM
Waves breaking on a beach provide the inspiration for 
the ‘Asterias’ collection from this Icelandic designer 
brand. Light, feminine, intricate pieces come in a choice 
of silver, oxidized silver and gold plated silver and can 
be finished with touches of kyanite, onyx or ruby.

(18DQ14)
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YOUR TIME
IS PRECIOUS
THAT’S WHY WE’LL PACK SO 
MUCH MORE INTO JUST A 
TEN-MINUTE CHAT AT THE NAJ STAND.

Whatever your involvement in the Jewellery Industry,  
visit us to learn how the association can make you money 
and save you money.

Whilst you’re with us you can:

•  Get up-to-speed with our latest services and initiatives 
including the T H March Club

•  Network with industry colleagues

•  Meet our new CEO, Simon Forrester

•  Learn more about the newly refreshed JET Diploma course

Plus, registration is now open for ‘Meet the Experts’. Get to grips 
with anything and everything from GDPR to Social Media.

Pre-book your session with our business experts visit: 
naj.co.uk/meettheexperts

SEE YOU AT STAND 17 U22 – W23
We guarantee it will be time well spent.

7240 J&W Ad_AW2.indd   1 12/01/2018   10:44



48

T
H

E
 M

A
R

K
 O

F
 I

N
D

U
ST

R
Y

 I
N

SP
IR

A
T

IO
N

 A
N

D
 I

N
F

O
R

M
A

T
IO

N

Next month a group of NAJ designer maker 
members will be exhibiting at NOW New York 

(4th-7th February, Javits Centre), a show dedicated 
to the best in hand-made work across a variety 
of media. Here are just a few of the 28-strong 
British contingent, many of who have received 
Federation funding for exhibiting at the show.

UK 
talent 
HITS 

the BIG 
APPLE

DISA ALLSOP

“I will be launching 
my new collection for  
spring/summer 2018, which 
comprises rings, necklaces 
and earrings showing the 
use of colour in gemstones. Tourmalines, 
lapiz, garnets, sapphires and tanzanites and 
some coloured diamonds all feature. These 
pieces are in 18ct gold and silver and gold 
combined and inspiration has come from 
my travels to Kenya, looking at nature and 
how it changes over the seasons. All work 
is handmade in my London studio.”

CARA TONKIN

“The new ‘Paillette’ collection consists 
of shimmering discs of silver and gold 
that playfully reflect the light, inspired 
by delicately embroidered clothing and 
textiles; the metal is textured with felt for 
a softness and combined with threadlike 
chains and tube beads. Embellishments 
normally used to decorate become the 
centre of attention in this range, which 
is bold and contemporary yet elegant  
and timeless.” 

MIKALA DJORUP

“I am off to NY again this year and 
will be taking my ‘Branch’ collection. The 
‘Branch’ ring is a staple classic of mine 
which has proved so popular through the 
years that I thought it would be interesting 
to take it to the US. I expanded the ‘Branch’ 
family to include different versions of the 
ring, and several earrings and pendants, all 
in 18ct yellow gold and diamonds. The ring 
retails at £2200, has 0.5cts white diamonds 
in total and is in 18ct yellow gold.”

TINA ENGELL 

“This will be my second trip to the NY 
Now show, and this time around I have 
decided to bring my ‘Cup’ collection only. 
I found that bringing all the design ranges 
last time was too overwhelming, and I hope 
it will be easier for the buyers to focus on 

just the one range. The pieces 
are handmade by me and 
available in silver and 18ct 
yellow gold. The gemstones 
measure 8, 10, & 12mm and 
the rings can easily be worn 
separately or stacked together 

to create a cluster. The rings and earrings 
are made to order, in the right ring size and 
combination of stones.”

LAUREN ROWDEN – ELLIE AIR

“New York is a new venture for Ellie Air. 
After spending a couple of months there at 
the beginning of 2017, showing at Metal 
and Smith and attending numerous open 
calls, it was clear that there is a Stateside 
interest in our designs. Going back in 
February means I can maintain already 
standing relationships, as well as branching 
out to new stockists; department stores, 
online retailers and jewellery boutiques. 
The ‘Eclisse’ collection, which launched 
in the UK in summer 2017, will be shown 
inclusively with 10 new designs which will 
be exclusively available to the US market 
at NY Now.
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More information & registration
www.caratplusantwerp.com

Contact
info@caratplusantwerp.com

Come visit  with the NAJ

BELGIUM
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PARTY CENTRAL!
IF IT’S THE FIRST WEEK OF 

DECEMBER THEN IT MUST BE THREE 
THINGS: THE NAJ AWARDS 2017, THE 
BENEVOLENT SOCIETY BALL… AND 

THE OFFICIAL START OF CHRISTMAS. 
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So party spirits were high as the industry got together 
to recognise the fantastic achievements of members and 
raise funds for the 82nd British Allied Trades Federation’s 
Benevolent Society… with a generous amount of eating, 
drinking and merry-making thrown in. The Benevolent 
Society was particularly grateful that Jewellery & Watch 
had once again agreed to be the headline sponsor for the 
charity evening. 

Very gratifyingly, an estimated £30,000 was raised thanks 
to Cooksongold’s cash prize draw, a tombola, an auction 
and raffle. During the auction – conducted by the Society’s 
vice chairman David Doyle – a stunning hand spun sterling 
silver chess set, donated by Charles Green (and board from 

Cooksongold), was bought by Chris Sellors of CW Sellors. 

Our congratulations go to all the winners in the eight 
categories of the NAJ Awards – sponsored by Dash and 
hosted by ex-BBC newsreader Kay Alexander. The full 
results were published in the December issue of The Jeweller 
and also be viewed on the NAJ website: naj.co.uk

The date for next year’s Benevolent Society Ball 
is Thursday 6th December and it will again be held at  
The St Johns Hotel, Solihull following the success of 
this year’s Ball. Early bird tickets can be obtained at a  
special rate by contacting Gill Price at the Federation  
(0121 237 1138 or gill.price@batf.uk.com).
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OBJECTS  
         OF 
    DESIRE

Desire London 2018, the mixed 
media jewellery and silversmithing 
event that allows consumers to 
purchase direct for contemporary 
designer makers, is an opportunity 
too for the trade to discover talent.

Organised by Craft in Focus, the London 
Desire show (2nd–4th March) will be held at 
Kensington Town Hall (Events and Conference 
Centre) in 2018 while its previous venue of Chelsea 
Old Town Hall is being refurbished. Visitors 
will be able to see and purchase from a range 
of both emerging British talent, as well as more 
established designer makers, such as Martyn Pugh 
and Josef Koppmann.

Exhibitors include jewellers working in gold, 
silver, platinum, palladium, aluminium, bronze, 
copper, titanium, cellulose acetate and glass 
and incorporating gemstones, seaglass, buttons, 
pearls, glass, enamelwork, silk threads and beads 
into their work.

Anyone interested in exhibiting at Desire 
(including the Winchester event, 2nd–4th 
November 2018, held in the Guildhall) can email 
for an application form: info@craftinfocus.com

Opening times for the event are 10am–5pm 
daily. Admission is £6. For further information 
contact the organisers on 01622 747 325 or visit: 
desirefair.com Venue: Kensington Conference & 
Events Centre, Kensington Town Hall, Hornton 
Street, London, W8 7NX.

Julia Lloyd George

Martyn Pugh 

NbNg 

Josef Koppmann

Alyson Green
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Business outlook for retailers is looking 
positive despite what people may think. 
Retail will be driven by technological 
advances and payment transaction 
capabilities, small-format shops will be 
in, vast amounts of attention will be given 
to the omni-channel experience making 
it now a necessity to retailers over a 
novelty. Plus the retailtainment in-
store experience will be front of mind 
for long-term survival. Here’s our 
breakdown of how to build up in 2018:

PAYMENT TREND
Technology has opened the door 

to a new age of purchasing and 
has altered the payment path for 
transactions, turning it into the 
‘Internet of Things’ era. 

As online purchases soar 
and purchasing is made 
easier, payment methods 
have been catching up 
thanks to the advancement 
in transaction capabilities 
that the internet and 
technology have created. 
We’ve seen contactless 
payment, including 
mobile payment, grow 
radically as the need 
for convenience 
and ease f rom 
consumers remains 
a  dom i na t i ng 
factor.

Consumers are shifting towards wireless 
devices using voice interfaces to order and 
pay for items. Euromonitor International 
estimates that nearly 81m wireless speakers 
will have been sold worldwide in 2017. 

‘Buy’ buttons have been popping 
up across social media platforms. The 
influence social media has on consumers 
to follow and purchase the latest trends is 
expected to intensify, meaning that retailers 
need to consider further ways they can 
reach out and capture their audience.

BRICKS AND MORTAR 
TO FLOURISH

It’s been portrayed over the last couple 
of years that the end is near for bricks and 
mortar stores, however we disagree. Bricks 
and mortar stores have evolved over the past 
decade meaning that one-size no longer 
fits all. It’s down to retailers to invest and 
create a brand experience that their targeted 
consumers will enjoy. Innovative stores will 
continue to emerge; we expect retailers to 

experiment more by offering exciting and 
creative concepts to the consumer. 

Competing with online is harder than 
ever and as a result many small-format stores 
have materialised over the last few years,  

 

offering a more solid approach to opening 
a physical store for retailers. Downsizing 
to a small-format store not only offers 
survival but an opportunity to reduce 
overhead costs while adding some small-
town charm, attracting new crowds in with 
the smaller more approachable sized store, 
and also giving retailers the ability to target 
demographics more effectively.

Although brick and mortar stores may 
have resented technology advances, it will 
however play a significant role in their 
success. Cloud based systems will fuel 
the rise of physical stores, providing the 
opportunity to launch and thrive quicker, 
and make opening a shop easier than 
experienced ever before.

FULFILLING THE OMNI-
CHANNEL APPROACH

Flawless execution, online and offline, 
of the brand will continue to dominate the 
latest retail trend. There’s zero margin 
for error. The fast rate retail is moving at, 

the need for automation, and a seamless 
experience is essential for survival. The 
entire customer experience through all 
channels needs to be a unified one and 
communicate the brand’s experience 
impeccably.

 

T h e 
blurred lines 

between online 
and off line sales 

means that having 
an ‘omni-channel 

s t rategy’ is  no 
longer a novelty but 
a necessity. Retail 

winners will invest 
in digital channels to 

match the experiences that 
would be identified during  

in-store shopping. 

RETAILTAINMENT 
ADVANCES

Retailtainment is an 
element that has transformed 

the consumer shopping 
experience globally. We’ve seen 

several fine-dining restaurants, 
pop-up boutique cafés in shops, 

celebrity guest appearances during 
week nights, among a whole lot of 

other entertaining things.

Additionally, retailtainment is 
continuing to reinvent commerce and 

has changed consumers expectations 
when they enter a physical store. 

Retailers have found that introducing 
lifestyle elements and creating a unique 
shopping experience is proving to have a 
positive effect in pulling consumers away 
from online purchases and back in-store. 

It does however often require a view 
into the future, and potential long-
term commitments need to be made. 
Nevertheless, we predict retailtainment 
and the in-store experience to be at the 
forefront of CEO’s minds in 2018.

AND FINALLY…
Adapting to the needs of the consumer 

is one of the best methods a retailer can 
do if they are going to survive these 
changing retail times. To be successful 
business owners need to go beyond the 
consumers expectations in 2018 – ensure 
that purchasing channels are seamless and 
reduce unnecessary costs by analysing the 
trends within their target market.

Putting the consumer first should be at 
the forefront for retailers in 2018.

Ian Tomlinson, founder of RetailStore gives his predictions  
of what will be THE hot trends for retailers in 2018. 
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ROSEBERRY

Generations of diamond heritage

LONDON

Among the four very worthy 
runners-up in the Jewellery 

& Watch Supplier category in 
the NAJ Awards 2017, was one 

relatively new business. But 
Hatton Garden-based Roseberry 

London is rapidly putting 
itself on the industry map, as 

Belinda Morris discovered.

Rosa Collection
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British diamond jewellery brand that has at its helm two directors 
and a head of operations, all hailing from diamond and jewellery 
families. Its parent company, Prestige Diamonds, is one of the UK’s 
largest diamond importers and its directors – Roseberry’s directors 
– travel to India up to 10 times annually to source diamonds direct 
from cutting factories.

Heritage aside, what is it that has the potential to set Roseberry 
aside from the competition – in Hatton Garden as well as in the 
wider business community? What is the company’s USP? “Too 
many jewellery brands prioritise marketing and quick sales,” says 
one of the two founders Anthony Jacobs. “At Roseberry London, 
we focus on the true foundations that our fathers and grandfathers 
taught us about the hard, precise work needed to make a quality 
piece of jewellery,” he says. “Our motto is ‘invest in the product 
and the people will invest in you’.”

What this means in particular is that he and his co-founder Rafael 
Gutwirth are passionate about (and committed to) manufacturing 
in Britain; working with top British craftspeople. They’re proud 
to point out that “everything about Roseberry is British – from 
designing, to buying the gold grain to melting the gold alloys to 
assembling and setting the diamonds – in 
British workshops by British goldsmiths.” 

One incidental advantage of 
manufacturing ‘at home’ is that Roseberry’s 
staff can be trained in each stage of the 
manufacturing process, which in turn 
allows the team to communicate effectively 
with its retail customers. Regular field 
trips to stockists around the UK include 
Q&A sessions so that shop floor staff can 
build on their knowledge on the brand – 
the confidence that this builds creates a 
knock-on effect with customers looking 
to buy diamond jewellery.

Buying British does not, however, 
involve paying a premium. Equally 
important to Roseberry is ensuring that prices remain competitive, 
especially in relation to Asian manufactured jewellery and that lead 
times also remain competitive and that its service – to trade partners 
and customers – is efficient. And of course British manufacture 
means that any special requests, such as resizing, higher diamond 
gradings or making matching pieces, can be dealt with quickly.

Special orders, they explain, can be arranged in a matter of 
days, often within hours. When a Roseberry London customer 
recently came into a retailer asking for a piece to match her 
five stone ‘Orchid’ ring, Roseberry London set about creating a 
pendant and earrings to match it, delivering them in store in three 
days – and in fact this marked the birth of the Roseberry London 
‘Poppy’ collection. Never let it be said that the team lets a growth 
opportunity pass by unexploited!

“We are continually expanding our collections and our design 
team is constantly drawing styles that will target all markets,” 
explains COO Duddy Iczkovits. “As well our wide range of 
rings, we have new pendant and earring sets all created taking 
on feedback from our customers and retailers. Many prototypes are 
created until we reach the final version.” Rather than following the 

mainstream, the Roseberry team prefers to reinvent traditional 
designs and add a modern twist to ensure that the collection appeals 
to all ages.

Roseberry’s design team created an industry first when it fused 
rose and white gold together, creating a very different piece of 
jewellery; an alternative to an eternity ring. The ‘Rosa’ is a two-
diamond twist ring where one diamond is set in rose gold and the 
other in white gold. The two metals run down the ring shank until 
they meet at the base and fuse together. “The ring is designed to 
tell the story of two people bonding and making one beautiful 
relationship,” explains Iczkovits. “The Rosa is also available in 
a one-stone version and in yellow gold versions. A major retail 
stockist was mesmerised by this innovative design the moment 
they saw it and the ‘Rosa’ has sold in every story it is displayed in.”

So, what’s the story behind Roseberry’s Millennial A-team? 
Rafael Gutwirth is a fourth generation diamond dealer, a fact 
that has clearly played an important part in forging business 
relationships. Many of his diamond suppliers have fond memories 
of Rafael’s grandfather and father. Rafael’s international family 
pearl business United Pearl Trading still exists today, run by his 
three uncles, with offices in London and Antwerp.

Although co-director Anthony Jacobs 
has a BA in Finance and Accounting and 
a GIA certificate, his father – a scrap 
precious metals trader turned jeweller – 
inspired him to enter the diamond business. 
Anthony remembers seeing bags of dirty 
broken jewellery, which could have passed 
for rubbish, and being astounded at how 
much it sold for. After working in the New 
York diamond market, he spent a decade in 
London helping build his family business 
into a £15m operation. 

Although he had originally wanted to 
start a career in the City, Anthony became 
side-tracked after a year of travelling which 
took him to Jaipur’s coloured gemstone 
scene, Australia’s diamond mines and 
Brazil’s aquamarine mines, and he decided 

to follow his passion. He borrowed £12k to pay for his GIA course. 

The partners first met while engaged in an auction bidding 
frenzy for the same £750k, 19carat diamond. Shortly after they 
made eye contact in the room, they decided they would increase 
their mutual profit by joining forces. (The eventual buyer of that 
stone has since upgraded her diamond!)

So what does 2018 hold in store for Roseberry and its customers? 
“We believe in being the best at what we do; we don’t want mass 
ranges,” explains Jacobs. “Our belief when Roseberry was born 
was to produce fine quality British-made jewellery, with a small 
but iconic range. Year on year we add one to three items to the 
collection and 2018 promises to continue this. The team sit down 
in January and plan the year ahead so that newly designed items 
can hit the market from June/July.”

However, Roseberry does have plans to expand internationally 
– a move that began last year with a leading European multiple. 
“We would like to target Asia and Australia, the reason being that 
they are strong buyers of UK manufactured products,” he adds. 
“We have been closely following the developments with the Made 
in Britain mark that we understand is imminently being rolled out 
and are proud to be one of the first to implement it.”
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Snowdrop  
Collection

Lily and Orchid 
Eternity Rings
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This March, Edinburgh will play host to 
the Ethical Jewellery Symposium, aiming 
to bring awareness of responsible sourcing 
to the UK jewellery industry.

The event (28th–29th March, 2018), the first of which 
took place in Dundee last year, has been organised by 
Ian Nicholson, who runs the Precious Metals Workshop 
in Edinburgh, in partnership with the Incorporation of 
Scottish Goldsmiths (incorporationofgoldsmiths.org).  
A gathering of around 250 makers is expected to attend 
at the Out of the Blue Drill Hall, with jewellery activisit 
Greg Valerio MBE and ethical jeweller Ute Decker also 
leading a workshop on the second day (ticketed at £40 per 
head). Register at: incorporationofgoldsmiths.org

“At the symposium I will be talking about where our 
gold comes from, showing images and a video of the visited 
mines, both industrial and artisanal,” explains Nicholson. 
“I will also be explaining the differences between the 
assisted artisanal of Fairmined and Fairtrade, versus the 
unaided artisanal mines. I hope to encourage the makers 
present to source 100 percent exploitation-free, not just 
85 percent exploitation-free, which is what happens when 
buying standard gold. I will explain to the makers how to 
sign up to FT and FM gold and silver as well as talk about 
my experience thus far on this project.”

In preparation for the Symposium, Nicholson will talk 
about his personal experiences with registering to use 
Fairmined and Fairtrade precious metals, as well as his 
visits to certain mines, demonstrating the importance of 
sourcing ethically. In fact his mine visits began with a 
trip to the Scotgold mine in Tyndrum. “I’ve secured my 
visit to Fairmined in Colombia in February and am in 

the process of setting up a visit to Uganda and an open 
pit gold mine to complete the picture,” Nicholson adds. 
“The Incorporation of Goldsmiths has funded £2,000 into 
this project and I have invested £1,000 of my own money. 
Smaller contributions have helped me reach the half way 
point of £4,000, which I’m still looking to raise again to 
fulfill phases one and two.”

Also during the event, Nicholson will announce and 
officially launch the ‘Alchemy Ball’, a ‘flamboyant and 
exclusive’ fundraiser in the Scottish capital this summer, 
to give back to the visited communities from phase one. 

In his talk, Greg Valerio will, he says, be focusing 
on human rights and modern day slavery issues in the 
jewellery supply chain. “I will be referencing the Andrea 
Report and the up-and-coming Human Rights watch 
expose of luxury jewellery brands’ obfuscation of their 
responsibilities,” he explains. “And I’ll be imploring the 
next generation of jewellers to stop buying into the CSR 
philosophy of the corporate companies and recognise 
they are the future and to reclaim the soul of the jewellery 
profession from big business, luxury brands and political 
association, who promote the status quo and zero change.”

While the final content details of the Symposium have 
yet to be outlined by the organisers, as we go to press, Ute 
Decker plans to help participants learn as much as possible 
about the latest developments, understand the ethical issues 
and discover how to source ethical metals, gemstones 
and diamonds. She will introduce the new online Ethical 
Resource created and run by the IoG, fed by her own nine 
years of research and commitment to sustainable jewellery 
making. She will also discuss alternative studio practices 
and chemicals which are not damaging to the environment 
(or to the health of the maker).

Ian Nicholson

JEWELLERY SYMPOSIUM

Ute DeckerGreg Valerio
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Added to this, strong Asian demand and 
bullion’s appeal as a safe-haven asset are 
also likely to boost the precious metal.

Dollar-denominated gold rallied to 
a one-month high in late December, 
underpinned by the softening dollar, which 
meant that the yellow metal was cheaper for 
buyers holding other currencies.

Investor worries over a US tax overhaul, 
which could boost the fiscal deficit, have 
dragged on the greenback.

The dollar also fell after the US Federal 
Reserve raised interest rates, as widely 
expected by financial markets, in December 
and signalled three more rate raises 
in 2018 as the US economic recovery  
gains momentum.

The Fed move is believed to have 
contributed to a fall in the gold price to  
a five-month low of US$1,235.92 per  
ounce in mid-December. Later the yellow 
metal bounced higher, lifted by the 
weakening dollar.

In the final days of December, the dollar 
index was on track to fall more than nine 
percent in 2017, and many analysts see 
further dollar weakness ahead, which is 
bullish for gold.

Gold prices were heading for a rise of 
around 12 percent in 2017, potentially their 
best year since 2010.

“My prediction for the gold price at this 
time next year is a conservative US$1,425 
(per ounce) – around 10 percent up, 
coincidentally a somewhat similar increase 
to the current year,” wrote respected gold 
market columnist Lawrie Williams of 
bullion broker Sharps Pixley.

“At the moment I look at gold 
increasing in the year ahead with Asian 
demand staying strong, global production 
weakening marginally in 2018 and the 
possibility of the dollar index continuing 
to decline.

“I would also expect bitcoin and general 
equities to come off their highs, perhaps 
drastically so, which could drive investment 
back into precious metals.” 

Spot gold traded up 0.1 percent at 
US$1,295.45 per ounce on 29th December. 

Gold prices could benefit in 2018 from 
strong physical demand, notably in China 
and India, and from its safe-haven appeal 
to investors if tensions flare up again in the 
Korean peninsula or in the Middle East. 

Gold is well-known for its safe-haven 
status, benefiting from inflows of funds at 
times of heightened geo-political instability.

For UK jewellers, the value of the 
pound against the dollar will be a prime 
consideration in re-stocking gold in 2018.

If the UK government makes progress 
in the next stage of Brexit talks, and moves 
forward more quickly than expected in 
negotiations with the EU, the pound could 
strengthen against the dollar.

High volatility in the exchange rate 
of the pound versus the dollar will force 
jewellers to act promptly to re-stock their 
gold requirements.

Only larger jewellery houses and 
manufacturers tend to adopt formal hedging 
strategies to reduce risks from sharp swings 
in foreign exchange rates and gold prices.

Another major feature of 2017 has been 
the surge in palladium prices to a more than 
16-year high to exceed platinum prices, 
and this trend for relatively high palladium 
prices looks set to remain for the near term.

Jewellers can benefit from low platinum 
prices, at a significant discount to gold, 
while challenges are likely to persist in the 
marketing of palladium as a jewellery metal 
due to its high cost compared to platinum.

David Brough is IJL’s Precious Metals 
& Gems editor. He previously covered 
commodity markets, including precious 
metals, for Reuters and is editor and  
co-founder of JewelleryOutlook.com

Gold prices could strengthen in 2018 
due to expectations of continued dollar 

weakness, reports David Brough. 
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After the opening ceremony, a break 
with coffee, or water ‘purified by reverse 
osmosis and ozone’. Eh? Next on the agenda: 
the Diamond Commission, pleased to tell 
us that the diamond world now looks to 
CIBJO for ‘diamond nomenclature’, and 
all diamond authorities agree. Find this 
definitive guide at: cibjo.org/introduction-
to-the-blue-books/ – it’s free to download 
along with other Blue Books, for 
Gemstones, Pearls, Precious Metal, Coral, 
and Gemmological Laboratories. Contact 
the NAJ office for access. 

Next up: the Marketing and Education 
Commission’s new reference guide – 
‘People our greatest asset’ – by the UK’s 
Jonathan Kendall. Covering every aspect 
of how to build and retain a winning team 
of jewellery industry employees, its six 
chapters include: Motivation, Recruitment, 
Leadership, Training, Recognition and 
Troubleshooting. The guide finishes with 
a WC Fields quote letting you off the hook: 
“If at first you don’t succeed, try, try again. 
Then quit.” Retail isn’t for everybody. The 
guide will soon be downloadable from 
CIBJO’s website.

Some shocking stats followed, like: by 
2050 there’ll be more plastic in the sea than 
fish. So now’s the time to start acting even 
more responsibly. What will our children/
grandchildren make of us in 2050? We 
can continue some excellent work being 
carried out globally; companies doing 
more than making money. Future-Fit is 
a not-for-profit organisation working to 
transform business: ‘A Future-Fit® society 
will protect the possibility that humans and 
other life can flourish on Earth forever, by 
being environmentally restorative, socially 
just and economically inclusive.’ This is 
real stuff, with real results, and we all 
should have been acting on it yesterday. 
Don’t wait. If you’re ahead of the curve 
your company will be seen by future 
consumers as someone they want to do 
business with. Younger consumers hold 

those who went before responsible for 
fixing the problems they created. Please 
at least have a look and discuss among 
yourselves. futurefitbusiness.org

On to the Precious Metals Commission. 
OMG, seven years ago a piece of US 
legislation – the Dodd Frank Act – was 
drafted, to be implemented in 2018, 
basically banning the use of four minerals 
– gold, tin, tantalum and tungsten – sourced 
from the Great Lakes region of Africa. US 
public companies had to bring in systems 
and paper trails to prove the provenance of 
their raw materials… draconian penalties 
for transgressors. For seven years Europe 
watched the devastating secondary effect 
of this forthcoming legislation in Africa; 
companies trying to source product from 
different regions. We were all in shock 
as we learnt that the new administration 
holds different views; the Act will not be 
enforced. You could sense the relief of 
four million artisanal African miners and 
their associates – the world doesn’t want to 
kill them off after all. The Act’s intention 
was to stop gunrunning for profit in these 
regions, but the effect was unexpected; 
several borderline sustainable nations lost 
their livelihoods. 

Europe has just brought in a less 
authoritarian system, due to become law 
in 2021. To find out if our manufacturers 
are likely to be affected visit ul.com/crs 
and head to the jewellery section.

Next, the London Bullion Market 
Association explained that London is 
still the place to buy and store gold, with 
7,500 tonnes of 12.5kg bars in its vaults, 
worth a staggering $298,000,000,000.00. 
Clearly, there’s another world out there. All 
this is ethically clean gold, however some 
operators still sell ‘dirty’ metal outside of 
the Association, which cannot go through 
London. Seemingly, only market pressures 
will bring them into line when the rest of the 
world demands LBMA-approved sources.

Fiji is working hard to preserve its 
marine ecosystems; pearl farms require 
pristine water and with the steady rise in 
water temperature, the sea life vacates 
traditional areas for cooler ones. The 
pearl farms are important indicators of 
seawater quality. Justin Hunter, the man 
leading this, is a quality pearl producer 
and his initiative, along with government 
assistance and funding, is working hard to 
keep Fiji ‘clean’. Everyone will benefit – the 
local sea farmers, the tourist industry, and 
subsequently the economy. For them that 
plastic statistic is more like Armageddon 
than pie-in-the-sky.

The Congress closed. Lots of great 
initiatives – the world conscience is in 
good order. It could do more of course, 
but CIBJO is a voluntary organisation, 
shining a light into the darkest parts 
of our industry. We’re battling against 
governmental-scale deceptions and low-
level exploitation, misinformation and 
blatant factual fabrication. However, good 
will win ultimately, when the consumer 
starts to make informed choices. The 
majority of us doing the right thing will then 
watch the bandits sink into the slime where 
they belong and the jewellery wearers of 
the world will be bathed in the radiance of 
beautiful, ethically-sourced, sustainable 
jewellery. Bring it on.

OUR
BANGKOK
MAN

In the last issue we left John Henn, the NAJ’s 
representative at CIBJO 2017, absorbing the 
latest on Corporate Social Responsibility. 
Day two and ethics is still a hot topic.

STILL IN
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The Precious Metal Commission
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OCTOBER’S WINNER: 
JOANNE DEVLIN, MAYS 
PAWNBROKERS & JEWELLERS

“My jewellery career started by accident – I stumbled 
across a jewellery-making course offered by the City 
College Manchester. I absolutely loved it and it was then 
that I decided to become a jeweller!

“I started my retail career at the prestigious David 
M Robinsons in Manchester as an apprentice, working 
alongside an experienced team of jewellery professionals, 
learning about customer service and diamonds. That led me 
to work as a bench jeweller, as a retail jewellery assistant 
and now as a pawnbroker for Mays, helping customers 
pledge/sell jewellery and purchase new jewellery.

“I love learning and I value any opportunity to further 
my studies, and undergoing the JET course has given me 
a chance to expand my knowledge in many areas, such 
as hallmarking/gemstones. Mays gives many staff the 
opportunity to do not only the JET1 but the JET2 course, to 
give them a good jewellery knowledge, which is essential 
when working in a pawnbrokers.

“At Mays we have a two amazingly talented working 
jewellers who undertake all types of restoration and 
repairs, so naturally I’ve learned a great deal about taking 
in repairs and looking over jewellery to assess the condition 
of the piece and to be able to ascertain if there is any 
work needed.

“I found the four Cs of diamond grading the most 
enjoyable as I’ve always had a passion for diamonds 
and gemmology. I find that when you enjoy a subject 
it’s easier to memorise. The hallmarking section was the 
most difficult – so many dates to remember! Even though 
this was the most challenging aspect of the course, I still 
think it is vital that any jeweller has this knowledge.

“Doing this course has given me more confidence when 
dealing with hallmarking. I recently had a customer who 
had an antique ring she wanted some more information 
about and using the knowledge gained from the course 
I was able to identify the Chester hallmark and the date 
letter, which was really useful to her.

“My goals include starting up my own business making 
bespoke jewellery, and supporting new and upcoming 
jewellery designers and makers to showcase their work in 
a gallery style store. I believe that there are many young 
and talented artists that need of a launchpad for their work 
and one day I would love to be the person to help them.” 

NOVEMBER’S WINNER: 
SINEAD RISPIN, BEAVERBROOKS

“Jewellery has always been my passion. After leaving 
school I took a Craft Foundation course in Dublin. I 
enjoyed it so much that I moved to Glasgow and studied 
Jewellery Design and Production. After a job in a Dublin 
jewellers and at Dublin Airport as a sales assistant, I 
moved to Aberdeen and applied for a job at Beaverbrooks. 

“Here it’s so much more than just selling – you actually 
create an experience for your customers. You sit down 
and connect with them; find out their needs and help 
find the perfect item. I also enjoy the repairs side; I’ve 
learned so much about the quality of jewellery and how 
to identify defects (like porosity). Beaverbrooks’ training 
is exceptional. From selling techniques, to the quality of 
diamonds and watches, I feel I’ve developed professionally 
and learned so much. 

“When JET was suggested I was daunted. However the 
assignments were stimulating, and I could see how they 
would help develop technical knowledge and sales skills. 
It was also important knowing I had the support of my 
team, especially one of my managers, Sarah. 

“Diamond grading was my favourite subject. I am a bit 
of a magpie – love anything sparkly! I find the diamond 
life-cycle fascinating; from its formation to how it’s cut 
and finished. I find customers can be bombarded with 
information about the four Cs, but if I break them down 
so they have a clear and concise understanding, I’ll have 
succeeded in giving them confidence that they’re getting 
the best quality and value for money. I felt if I researched 
and put a lot more work into this assignment, it would be 
more beneficial when it came to selling diamonds – which 
it has done.

“The Victorian ring repair assignment reminded me 
of college; design work and problem solving. If I was the 
customer, I know I would appreciate the sales assistant 
going through all my options and the benefits of each one. 
I kept this in mind when answering the question – the 
salesperson must keep in mind the sentimental value the 
item might have, so you want the best possible outcome 
for them.

“Completing JET has helped me develop more as 
a salesperson and further my knowledge of precious 
stones. I’ve taken a lot of what I have learned from the 
course and used it in my recent sales. I would definitely 
recommend the course – you will be surprised how much 
new information and skills you can take from it.”

NOVEMBER AND DECEMBER’SBransom
A W A R D  S T A R S
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A limited number of gemstones jump 
to the minds of many jewellery designers 
who wish to incorporate ultra violet colour 
within their jewellery designs this year. 
Arguably amethyst is the more obvious 
choice, charoite, sugilite and sapphires for 
the more adventurous, and diamond for the 
daringly affluent.

As I look through my modest collection 
of jewels, which is filled with some of my 
favourite finds (unfortunately, no violet 
diamonds for me), one particular gemstone 
stands out as being the epitome of this 
fashion-forward colour – the purple garnet.

Garnets are a large and complex series 
of gems. Despite the misconception that 
garnets occur as a deep red, this gemstone 
can be found in a startling array of vivid 
saturations and hues, covering the whole 
spectrum – except for blue, which can 
only be seen in some of the garnets that 
display the optical effect of colour change. 
Asterism and chatoyancy are also possible, 
and the iridescent variety of rainbow garnet 
may challenge one’s perception of garnets 
altogether.

Purple garnets, which are a hybrid of 
other garnet types, created a buzz in the 
trade when they first appeared at various 
gem trade fairs in the beginning of 2015. 

The hues are comparable to the finest 
quality amethyst, showing an intense violet 
with flashes of red – a colour combination 
known as royal purple.

It has kept its rare status as almost all of 
these garnets originate from either Manica 
Province, Mozambique, or Salima, Malawi 
in East Africa. These are all reported to 
have been found in alluvial river deposits 
as rounded rough fragments lacking 
recognisable crystal forms.

This material is available in smaller 
sizes, however good-quality gems weighing 
between two to four carat are available, 
which are perfect for pendants and cocktail 
rings. Stones above four carat are rarer and 
can often appear over-dark. 

The key to buying a good garnet is to buy 
one with good brilliance. Brilliance is the 
internal reflections from the back pavilion 
facets of the stone and often is responsible 
for displaying the vivid colouration of a 
stone, making it look lively. 

Garnet has a hardness of 7–7.5 so is 
durable enough for use in all jewellery and 
shows a bright vitreous lustre. Stability 
of any treatments is not a concern as 
garnets are not typically subjected to any 
treatments at all. In regards to synthetics, 

the types of garnets found in nature cannot 
be synthesised in a lab.

The trade term ‘rhodolite garnet’ 
describes the mix of the two garnet types 
– pyrope and almandine – which are the two 
main compositions in the purple variety. 
Typically, rhodolite garnets appear as pale 
purplish- or pinkish-red garnets, whose 
name derives from rhodon, meaning rose-
like. 

The purple garnets are slightly more 
special as they also contain a small 
proportion of spessartine and grossular 
garnets, which contributes to their unique 
colouration. These garnets are also noted 
for showing a ‘colour shift’ from a grape-
like purple to a cranberry-like pinkish 
purple under daylight and incandescent 
light, respectively. 

They are occasionally sold as purple 
grape garnet, purple rhodolite, royal 
rhodolite or amaranth rhodolite, as it echoes 
the colour of a particular amaranth flower.

Science and colour aside, garnet is 
the birthstone for January and is said to 
symbolise faith, constancy and truth. As 
an amulet it was favoured by travellers as 
it was supposed to protect and preserve 
health. Beautiful and useful then…

Romancing the stone

Eagerly awaited by anyone for whom colour is crucial 
– from fashion and interior designers, to jewellers 
of course – Pantone has announced its colour of 
the year for 2018 – Ultra Violet. Gem-A’s Julia 

Griffith suggests one particular gemstone that offers 
an intriguing alternative to the expected few.
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There are numerous examples of 
customer data becoming compromised 
by ill-thought-out data storage solutions, 
badly designed web architecture, lapses in 
security or simple human error. 

From allowing customer data to be 
seen by the wrong eyes, taken off-site 
by a member of staff with malicious 
intent or simply not putting in the proper 
technological solutions to provide privacy, 
organisations have already received hefty 
fines from the Information Commissioners 
Off ice (ICO) for breaching their  
customers’ privacy. 

Consider the recent TalkTalk data 
breach, where the ICO levied a fine of 
£100,000 against the organisation for not 
putting in proper protections to stop staff 
members compromising customer data. 
Even prior to the introduction of GDPR, 
the ICO is not afraid to levy strict penalties 
against companies who are seen to put 
individuals’ data at risk by not designing 
their systems to be private. Crucially, under 
the new legislation, privacy by design 
will no longer be a general good practice 
concept, but will become enshrined in law.

WHAT IS PRIVACY BY 
DESIGN? 

The concept has existed for years, 
but is only now becoming part of a legal 
requirement with the GDPR. At its core, 
privacy by design calls for the inclusion 
of data protection from the onset of  
the designing of systems, rather than  
an addition. 

The key items to note are: 

• The controller shall implement 
appropriate technical and organisational 
measures […] in an effective way [...] in 
order to meet the requirements of this 
Regulation and protect the rights of data 
subjects

• The controller shall implement 
appropriate technical and organisational 
measures for ensuring that, by default, 
only personal data which is necessary for 
each specific purpose of the processing 
are processed

• That obligation applies to the amount of 
personal data collected, the extent of its 
processing, the period of its storage and 
its accessibility

• In particular, such measures shall  
ensure that by default personal data is  
not made accessible without the 
individual’s intervention.

HOW DO I DESIGN PRIVACY 
INTO MY BUSINESS?

Designing a process of privacy into 
your business requires an understanding 
of the technical and physical aspects of how 
customer information is taken and stored, 
who has access to it and what measures 
you’re expected to take to eliminate the 
potential of a data breach. 

For example, if you still use a contact 
book for all your contacts or customers 
and you take this with you when you travel 
on business, what happens if you leave 
that book on the train? Can you get the 
data back? Does someone now know all 
the details of your contacts, where they 
live, their profession, maybe the pieces  
they hold? 

You could digitalise your records and 
keep these on a USB drive, a laptop or a 
phone. However, what happens if your 
phone is stolen or you leave your laptop in 
a coffee shop? Can access to those devices 
and documents be remotely controlled? Is 
the hard drive backed-up and encrypted? 

Equally, your staff might access your 
customer files from a home computer when 
they’re working from a distance. Do you 
know if they have anti-virus protection? Is 
their PC infected with malware or a Trojan 
that to could compromise your data? 

You should go through this process for 
all aspects of your business, from online 
customer data collection to employee 
records to map out your capture, storage, 
access and processing methods. This will 
guide your understanding as to where 
potential breaches may arise, and how to 
start to address the issue. 

WHAT ARE THE PENALTIES 
FOR NON-COMPLIANCE?

Lacking proper protection in these areas 
not only shows complete negligence to the 
safety of your customers and your staff – 
it will damage your reputation and your 
bottom line. While the current guidelines 
only allow the ICO to levy penalties of up 
to £100,000, under GDPR organisations can 
be fined up to four percent of annual global 
turnover or €20m (whichever is greater). 

For high turnover companies in the 
jewellery industry, these figures are 
concerning; potentially representing a fair 
proportion of a bottom line. This could 
become a particular problem for small retail 
outlets, independents and dealers handling 
high-value goods, whose yearly turnover 
may heavily outweigh the underlying 
profitability of a business. 

The cost of upgrading or creating a new 
system will cost a fraction of four percent 
of an organisations’ annual turnover and 
acts as insurance against the potential of 
seeing a swathe of profits wiped out with 
one misplaced piece of data. The fact 
that many jewellers seem ignorant of, or 
dismiss, the impacts of GDPR is alarming 
and those who don’t act now are only 
putting their business and their relationship 
with customers at risk. 

HOW CAN WE HELP? 

REDBLOK currently works within 
the jewellery and luxury goods sector to 
outline obligations and provide detailed 
help and guidance on ensuring compliance. 
A nine-step Guide to GDPR Compliance 
and infographics (redblok.co.uk/gdpr) 
helps with current setups; a resubscripition 
service for existing data starts at 
around £995. 

For more about your obligations and how 
to meet them, contact MD, Daren Daniels: 
engage@redblok.co.uk or 01525574025. 
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25th May 2018, REDBLOK delves into another key aspect of this new legislation: privacy by design. 
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JCK Tucson does business in a relaxed 
way – if informal networking events don’t 
hook you up with the designer/gem dealer/
techno-whizz you wanted to speak to, 
then you’ll probably meet them while star-
gazing around a fire-pit at a post-show 
‘tequila toast’, or at the Gems After Dark 
welcome party.

As a show of select, premium designer 
collections, the hard work of finding 
something new, different, glamorous, 
innovative… has already been done for 
buyers. But, to highlight those who are 
really thinking outside the box, the JCK 
Tucson Design Challenger, in association 
with two US retailers – Uncommon Goods 
and Worthmore Jewelers – celebrates 
those among the exhibitors who are 
‘breaking the boundaries of jewellery 
design’ and take pride in materials  
and craftsmanship.

Among the newcomers at the show 
this year is award-winning British NAJ 
member The Rock Hound, which will 
be showing in the International Pavilion 
(booth 201). “We always head to Tucson 
for the Gem Show on our annual gemstone 
pilgrimage, so it made sense for us to give 
it a go as we were 
already going to be 
in town,” explains 
designer/founder 
Susi Smither. “I’ve 
always thought our 
brand and style 
would fit really well 
in the US market 
(I’m half-American 
too) and we had a 
great response from 
US bloggers who we 

met while we were visiting out there last 
year so I kind of feel all the stars have 
aligned.” Their Chromanteq earrings 
shown right are twinned mini geodes 
in 18ct recycled gold, with yellow nano 
ceramic coating, with spinel and peridot 
highlights.

The show also offers the chance to 
take a seat, listen and learn. This year’s 
education programme includes a digital 
series from presenter Jennifer Shaheen 
of The Technology Therapy Group, an 
agency renowned for its ‘stellar websites, 
apps and unique digital strategies’. The 
three separate sessions will cover Mobile 
Marketing, Social Media (the apps 
that impact digital discovery and the 
consumer’s attention) and Storytelling 
in the Marketplace… and its importance. 
There will also be panel discussion on 
Ethical Sourcing.

And if all that talking, buying and 
concentrating has made your brain hurt, 
there’s always morning yoga sessions and 
desert hikes…

DESERT 
Gems
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Following a very successful JCK Las Vegas trip last 
year, the NAJ will be hosting another retail visit – this 
time to TCK Tuscon (31st January – 3rd February); an 
opportunity to view a curated showcase of high-end 
designer jewellery and loose gemstones. For those planning 
the trip, here’s a taster of what to look forward to:

Audrius Krulis

Alishan

@jsnoor
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Marcel Roelofs
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SPECTACULAR 
Gems and Jewelry from the 
Merriweather Post collection

By Liana Paredes
£29.95 (Published by GILES is 
association with Hillwood Estate)

I recently reviewed a book on Fabergé and Russian art 
and came across the Merriweather Post Collection. I’m 
afraid to say that despite the fact that this private assembly 
of important jewellery is one of the most remarkable in 
existence, I was unaware of it until then. So, this book, 
which documents the development of jewellery (styles, 
techniques, materials) from the early 20th century until the 
late 1960s, as well as historic pieces collected by Marjorie 
Merriweather Post, is a real eye-opener.

The collection is remarkable, not just for its sheer size 
and the houses represented (the likes of Cartier, Van Cleef 
& Arpels, Verdura etc) but also because it has survived 
intact (not disassembled like so many ‘out of fashion’ 
pieces often were) and that it is available for the public to 
see, bequeathed as it was to the Smithsonian and Hillwood 
Estate Museums in Washington DC, America.

Coached in the recognition of quality by her industrialist 
father (who realised that his soon-to-be very wealthy 
daughter would be spending a great deal of money on 
gems and jewellery), Marjorie bought wisely and well, 
from about the age of 27, when her father died in 1914. A 
marriage or two later and her impressive collection had 
grown in proportion to her glamorous lifestyle. 

However, Marjorie was not merely a flippant collector of 
glitz (albeit significant glitz); her gems and jewellery went 
beyond personal adornment, she saw them as important 
works of art and was determined that the public should 
be able to enjoy them in the future. She chose with care, 
thoughtfulness and understanding and, impressively, during 
the Depression, she stowed her jewellery away in a safety 
deposit box and used the insurance money that she had saved 
to establish a canteen in New York, which fed thousands 
of women and children during those desperate times.  
Belinda Morris.

ART AS JEWELLERY 
From Calder to Kapoor 

By Louisa Guinness
£45 (Published by ACC Publishing) 

From Salvador Dalí, Man Ray, Alexander Calder 
and Pablo Picasso, through to Anish Kapoor, Damien 
Hirst and Grayson Perry, many modern artists 
have turned both thought and talent to jewellery.  
As might be expected, in a number of cases  
they were more concerned with concept and  
aesthetics than material value.

The author, gallery owner Louisa Guinness, 
has carved out a niche for herself as an expert in 
jewellery made by artists. Initially she discovered  
that many of her favourite ar tists had made  
jewellery and began to collect it, then moved 
on to collaborate with contemporary painters 
and sculptors who wanted to make jewellery  
as an extension of their work. In her introduction 
she explains how these collaborations work; she  
finds goldsmiths who can work with them – often  
Smith & Harris in Hatton Garden who “put themselves 
inside the mind of the artist… and have tried to produce 
work as the artist has imagined… with patience and skill”.

So, in brief, how to define ‘art as jewellery’? The 
artists are not trained jewellers, the pieces are handmade, 
pieces are usually limited in numbers or unique, they’re 
not made to compete with ‘traditional’ jewellery, the  
thought processes are very different from those of a 
jewellery designer maker, the end results are diverse  
(and often challenging for the wearer), they’re full of 
symbolic content and can need explanation, they’re not 
necessarily made to enhance the wearer or the beauty of 
a stone… This is art for art’s sake. 

What follows the introduction and scene-setting 
are extraordinary and intriguing examples of pieces of 
jewellery by 78 artists – chosen by the author because 
they tell a story and speak to her personally.

BOOK REVIEWS
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Taking place on 4th July this year, the awards ceremony 
will move from the Hilton Park Lane, where it has taken 
place for the last two years, to a bigger venue, offering 
guests a new experience.

The new venue selected for the 2018 event is the 
Artillery Garden at the Honourable Artillery Company 
(HAC) Estate in the heart of the City of London.

This summer party venue, which can accommodate 
up to 1,000 guests, is set against the historic backdrop of 
Armoury House, just minutes from Liverpool Street and 
Old Street stations, and includes an inside awards venue 
as well as an outside space and garden complete with an 
adjacent fun fair.

Retail Jeweller editor Ruth Faulkner explained: “Last 
year the 25th anniversary edition of the UKJA attracted 
in excess of 660 guests and the event has grown each year 
since 2014. As such we have taken the decision to relocate 
for 2018 to a venue with a larger maximum capacity, 
that also offers all of our guests a little something extra. 
The Artillery Garden at HAC is an absolutely stunning 
location, complete with its own fun fair, and will make 
for the ideal place to host the event of the year.”

The UKJA is also delighted to welcome back Welsh 
jewellery brand Clogau as headline partner of this 
important industry event, for the fifth year running.

Clogau managing director Ben Roberts added:  
“We are happy to once again be working with Retail 
Jeweller to offer our support to the industry through our 
sponsorship of what is guaranteed to be another absolutely 
fantastic night.”

Other sponsors already confirmed include Citizen, 
Hockley Mint, International Jewellery London, TH March 
and Uno de 50. The National Association of Jewellers 
is also delighted to once again be supporting the event.

As part of the NAJ’s support of the event, special rates 
are available on tickets and tables for all NAJ members. To 
find out more, contact Amelia Martin on: 0203 953 2605.

UK JEWELLERY AWARDS
SUPPORTED BY THE NAJ, THE UK JEWELLERY 
AWARDS (UKJA), THE INDUSTRY’S LONGEST-

RUNNING AND LARGEST AWARDS EVENT, WILL 
RETURN IN 2018 WITH A BRAND-NEW VENUE.
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PROFESSIONAL JEWELLERS’ 
BUSINESS DEVELOPMENT

PROFESSIONAL JEWELLERS’ 
CERTIFICATE

CERTIFICATE OF APPRAISAL: 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

VISIT 
STAND 17  

U22 – W23 at 
JEWELLERY and  

WATCH 2018

Come and talk to us about your training 
requirements, funding may be available.

PROFESSIONAL JEWELLERS’ 
DIPLOMA – NEW MODULES FOR 2018!

PROFESSIONAL JEWELLERS’  
MANAGEMENT DIPLOMA
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S  If J&W Birmingham has left you thirsting for yet more 
new discoveries, you may as well keep your bag packed 
because Pure London is just around the corner. And 
while it’s billed as a fashion buying event, jewellery is 
well represented at the London Olympia show.

PURELONDON2018

In December Ascential, the organisers of the event (11th–13th February), 
announced the launch of Accessories Concept area at the AW18 show. 
Spotlighting young and emerging talent, this new area aims to help catapult 
the careers of designers while offering a diversified and exclusive range 
of accessories... including jewellery. The space will also highlight ‘ones 
to watch’ including handmade jewellery by Rosa Pietsch, ethically made 
jewellery by Just Trade and bags and jewellery by Kiwi + Pomelo.

Also new to Pure London this season is Parisian costume jewellery 
makers Les Nereides, and its little sister brand N2. Created in 2004, N2 

aims to be creative and quirky featuring original and 
refined collections “for vibrant and funny girls with 
a dash of impertinence”. Visitors will also be able to 
source the new collections from Laura Visentin, Dansk 
Smykkenkunst, Carla M Jewellery, Binkevich, Joomay, 
Samuel Gassman and Bibi Bijoux.

For full details of Pure London, including visitor 
registration, catwalk shows, seminars and WGSN trend 
briefings, visit: purelondon.com

Binkevich Laura Visentin

Joomay Alya

Samuel Gassman

N2 Paris
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The Goldsmiths’ Centre’s annual business taster programme, Getting 
Started, supports recent graduates from UK Precious Metal or related 
courses to set up successful creative careers. Funded since 1981 by the 
Goldsmiths’ Company, 30 of the most talented UK designer-makers receive 
a free, one-week introduction to business from leading industry experts – 
covering topics from selling work to galleries and developing successful 
PR to use of social media.

Getting Started is designed to support graduates to set up their own 
businesses or establish themselves as part of a larger company. Over the 
past 37 years, it has helped to launch a number of high profile careers; 
including those of recent participants Beau Han Xu, Emma Jane-Rule, 
Hoonik Chang (EC One Winner) and Kyosun Jung as well as past alumni: 
Flora Bhattachary, Tomasz Donocik, Chris Knight and Richard Fox. It also 
attracts a stellar line-up of key industry speakers such as Stephen Webster 
MBE, Ivonna Poplanska, Nan Nan Liu, Annoushka Ducas MBE, Joanna 
Hardy, Leo de Vroomen and Liz Olver.

Successful candidates were able to exhibit their work in a special Getting 
Started Showcase at the Goldsmiths’ Centre from 4th to 10th January. 
Among the successful applicants showcasing their work were the following 
jewellery designer makers: 

Christine Johnson (optical effects in silver); Stephanie Wills (kinetic 
jewellery); Mara Balode (exploring the relationship between light and 
shadow); Elena Lara Bonanomi (a twist on the traditional); Lydia Burrows 
(night sky inspiration); Rebecca Burt (surface-driven organic pieces); Isla 
Christie (contemporary fashion jewellery); Holly Clifford (wearable art); Ella 
Fearon-Low (fine art and historical references); Kristina Ferenchuck (the 
movement of cosmic bodies); Antonello Figlia (optical illusions, geometry 
and architecture); Naomi Hallam (art of granulation); Emily Higham (colour, 
surface pattern and enameling); Ambrim Howell (blurring the boundaries 
between sculpture and jewellery); Dominika Kupcova (DNA double helix 
inspiration); Paula Sloan (patterns and shapes found in nature); Adrienn Pesti 
(bright colours and unique textures); Paul Smith (specialising in mokume 
gane); Timon Tio (exploring 3D printing); Anna Tuhus (interactive objects) 
and Sally Vanderpump (organic and experimental).

THE 
LATEST 
NAMES 
TO 
WATCH
Earlier this month the Goldsmiths’ 
Centre played host to an exhibition 
of work by a specially selected group 
of talented designer makers.

Dominika Kupcova

Holly CliffordElena Lara BonanomiRebecca Burt

Paula Sloan
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The term ‘bespoke’ 
is frequently used 
in reference to 
jewellery… but often 
incorrectly. A common 
misconception, for 
instance, is that 
‘handmade’ and 
‘bespoke’ are the 
same thing. Not so 
says Harriet Kelsall of 
Harriet Kelsall Bespoke 
Jewellery, who has 
clarified ‘bespoke’, and 
its sub-divisions, for 
the recently reworked 
NAJ JET Certificate. 
However, we hope that 
anyone from valuers 
to newcomers to the 
industry, will find these 
definitions helpful.

Bespoke

So what does the term 
‘bespoke’ actually mean?  
Well, it’s an adjective indicating 
something that has been 
commissioned to a particular 
specification, so it simply 
means the same as ‘made-to-
order’.  The item in question 
might be altered or tailored to 
the customer’s specification or 
completely made from scratch 
especially for the wearer.

Bespoke is an individual way 
of connecting and expressing 
style. With many brands 
fighting for differentiation, the 
term ‘bespoke’ can be rather 
loose these days – whether it’s 
offering services to ensure a 
better fit, customisation to 
ensure a unique touch to an 
accessory, or some elaborate 
craftsmanship to mark out a 
purchase. The word ‘bespoke’ 
is being used incorrectly by 
many jewellers, who think that 
the word means ‘special’, ‘up-
market’ or ‘hand-made’. 

Customisable Jewellery 

This usually involves some 
kind of pre-made ‘starting 
point’, which can be customised 
in a variety of ways to create a 
bespoke piece. The correct term 
for this is simply ‘customisable 
jewellery’, but many jewellers 
market this as ‘bespoke’. 
They’re not completely wrong... 
the process applied is specially 
to order, but not really made-to-
order, so shouldn’t be marketed 
as bespoke. For example, a 
shop may sell plain cufflinks, 
which can then be engraved to 
a customer’s specifications.  
Or a company may sell a fixed 
ring mount with a setting for a 
round 5mm gemstone and the 
customer can choose which 
stone type to have set into 
this mount.

When it comes to pricing 
or the value of customisable 
jewellery, this can vary quite 
a lot. I have seen customisable 
options with badly made, 
mass-produced, thin cufflinks, 
whereas we offer superior 
quality, handmade pieces. 
When we customise these 
affordable, entry-level kinds of 
pieces in our studios, we have 
a fixed price for engraving or 
setting a small stone into the 
plain pieces, which have a base 
price. For example we sell some 
heavy, plain silver cufflinks 
for £220, which can be hand 
engraved or have a small 
stone set into them from about 
£90. However, other jewellers 
might source low quality silver 
cufflinks from a wholesaler, 
maybe for £10, and then use 
an engraving machine. Both 
options produce customised 
pieces, but the value of course 
is very different.

Bespoke Assembly 

Here a jeweller might 
provide a series of set jewellery 
parts, which can be assembled 
by a goldsmith in order to 
suit a customer specifically. 
For example, there might be 
several different styles of ring 
shank and collet, and various 
options of stone sizes, shapes 
and/or types.  The customer can 
choose a combination of these 
and the jeweller will make the 
final piece especially for them. 
Some of these companies have 
impressive online tools, which 
allow customers to try different 
combinations and see images of 
their shortlist for comparison. 
In the trade, we often jokingly 
refer to this type of assembly 
as ‘Meccano’!

Many jewellers work in 
this way and call their service 
‘bespoke’. They’re not really 
wrong – it’s true that each piece 
is being especially made for the 
customer. And these parts can 
be configured in many different 
ways. However, it would be 
hard to claim that a piece made 
in this way is completely a one-
off. However, some customers 
just want a ring made with a 
particular configuration or 
using a particular gemstone, 
and so we too use this kind of 
parts configuration approach 
for certain customers and 
budgets. We’re transparent 
about this and explain it to  
these customers.

Again, the quality of 
craftsmanship is key here. One 
jeweller can assemble some 
parts and it will look a bit messy 
and might have a dry joint or 
not be terribly well polished; 
while a good goldsmith will put 
these exact same parts together 
gracefully and well. 

‘bes poke’Defining
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‘bes poke’

CAD Bespoke 

This involves drawing up a 
design especially for a customer 
using a CAD system, either 
starting from scratch each 
time, or pre-drawn parts can be 
imported into the programme 
and then assembled or altered. 
This drawing can be viewed 
from all angles. Sometimes 
these images are then ‘rendered’ 
to resemble photos of a real 
piece of jewellery, helping 
customers visualise the piece 
before committing it to precious 
materials, and perhaps suggest 
changes before signing off the 
idea and its creation. The CAD 
design is turned into a resin for 
casting, cast in precious metal 
and then cleaned up and hand 
finished by a goldsmith.

CAD can be quite an efficient 
way of working because there’s 
rarely much wastage of precious 
metal in forming the jewellery. 
However, CAD designs can be 
limited and some argue that 
certain pieces created this way 
lack the ‘flow’ or ‘movement’ 
of those created completely by 
hand. Nonetheless, it depends 
on each individual design and 
of course varies hugely with the 
skill of the CAD operator.

Operating a CAD package 
requires specialist knowledge, 
not only to draw the items 
correctly but also to be aware 
of many crucial factors. 
CAD bespoke orders should 
be taken from the customer 
by an experienced jewellery 
designer, who, with CAD 
design experience should 
know the limitations of CAD 
systems and be able to advise 
the customer accordingly. They 
also need to know how to cost 
the materials so that they can 
quote accurately.

Handmade Bespoke 

Some companies accept 
commissions for fully hand-
made pieces of jewellery, 
which will be made from 
scratch by a skilled goldsmith 
at a workbench. Sometimes 
handmade items are ‘hand 
forged’ from little nuggets 
of precious metal (‘grain’) 
which are melted down at the 
bench in a small crucible, then 
gradually formed into jewellery. 
Handmade items might start life 
as pieces of bullion (precious 
metal sheet and wire) which 
are then worked on by hand to 
create the jewellery pieces. Or 
pieces can start life by being 
hand carved in special wax 
from which a mould is made, 
which is used to make a one-
off cast.

Orders like these can be 
taken by an independent 
goldsmith, who will make 
this at their workbench. 
Alternatively they’re taken 
f rom the customers by 
jewellery designers, who might 
be employed by a jeweller or 
freelance consultants. It is 
important that the designers 
t ak ing the orders a re 
experienced and know enough 
about the design limitations 
and material costs in order to  
quote accurately.

Bespoke Design Service 

Any jeweller offering this 
service should employ/contract 
a qualif ied, experienced 
jewellery designer, who will 
sit with each customer to 
discuss ideas for their bespoke 
jewellery. There is a large 
difference between offering 
a bespoke service, where 
something can be made by 
a goldsmith, and offering a 
bespoke design service. When 
a customer works directly with 
a designer in this way (instead 
of with a shop assistant or 
directly with a goldsmith) the 
pieces are usually drawn up and 
the designer injects creativity, 
expertise and experience into 
the process to achieve an 
enhanced result. The designer 
is usually then responsible 
for working out the price and 
overseeing the production of 
this piece and the shop takes 
a substantial commission on 
each piece. However this does 
vary, as sometimes the shop 
and the designer work together 
to make these items in-house  
or to get them made at  
external workshops.

C le an - She e t  B e sp oke  
Design Service

This is a phrase that we 
use to indicate a lack of any 
limitations. It refers to a 
situation whereby the bespoke 
design and making service 
can go in any of the directions 
indicated earlier, depending on 
the project. For example, subject 
to the customer’s requirements 
and what is right for their ideas 
and budget, their piece might 
be hand forged from scratch, 
made from CAD or hand carved 
in wax and cast, assembled 
or customised. This type of 
design takes a lot of skill and 
experience to understand when 
to go in which direction, the 
limitations and advantages of 
each method and how to manage 
customers’ expectations. The 
work will always go through 
the best route for the project and 
budget. The design would be 
drawn-up either by hand or on 
a CAD system and then made.

Today people are seeking 
personalised pieces, which 
will stand the test of time. In 
the hands of design experts, 
jewellery can be a way of 
telling a story of your life. 
This is where we start with 
a completely blank piece of 
paper. ‘Bespoke’ isn’t just about 
customising or assembling  
pre-cast parts... it’s about 
design ing and mak ing 
something that perfectly suits 
the wearer’s style.
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Following the successful NAJ retail member 
trip to the Inhorgenta jewellery and watch 
trade show last February, the Association is 
once again hosting a visit to the Munich event 
in February. 

As part of its Top Buyer Programme, this major 
jewellery, watch and gemstone exhibition is offering free 
accommodation for two nights to retail members of the NAJ 
(plus an accompanying person) during the show: Friday 16th 
to Monday 19th February 2018.

The VIP offer comes with a host of extra incentives: free 
access to the VIP Bavaria Lounge, VIP shuttle service 
between the airport, hotel and fair, a voucher for a drink 
at the hotel bar and the ‘Inhorgenta Munich Card’ which 
gives free admission to the fair, free 
use of Munich City transport 
and the welcome benefit of 
discount on eateries at the 
show. A free table at the 
Inhorgenta Awards Gala 
is also being offered as 
part of the visit.

“As we go to press, 
all signs are pointing 
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towards this year’s show being bigger than ever, with a nine 
percent increase in bookings compared to last year. Since 
the previous year already showed strong figures, we are 
particularly pleased about this early growth in bookings,” 
says exhibition director Stefanie Mändlein.

Reading jewellery store owner Adam Jacobs is a regular 
visitor to Inhorgenta, and speaking after his trip last year he 
commented: “I like Inhorgenta very much – it’s compact and 

practical with a product range suited to our customers and 
is organised exceptionally well. We visit and buy from 

current partners and investigate new options for 
jewellery. We also look for ideas and inspiration 
– there’s always a pad full of light bulb moments 
that we try to implement on our return.”

UK brands exhibiting at the show,  
many of them NAJ members, include 

Anchor & Crew, Gill Galloway-
Whitehead, Isabella Liu and 

Kate Wood.

Those interested in 
taking advantage of this 
offer, please contact 

Lindsey Straughton: 
0121 237 1112.
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SAFERGEMS2017 REVIEW

The NAJ/TH March SaferGems initiative continues to be a valuable resource for the jewellery sector. Lee Henderson offers an update on its achievements during 2017. 
It’s been busy – last year SaferGems:

• Recorded 624 reports of crimes and suspicious incidents
• Linked 227 crimes and suspicious incidents
• Circulated 211 alerts and bulletins
• Provided 115 analytical reports to Police
• Assisted Police with 10 arrests and convictions.

Fraud has again been the biggest threat for members, with over 200 reports in 2017, and that’s the ones we knew about. This figure compares to 132 reports in 2016.

The majority of fraud activity encountered involved cr iminals attempting to obtain goods, mostly watches, using non chip & pin (swipe) cards. Due to the vigilance of members, most will not even entertain such cards, so we rarely see any losses. 
However, members are always reminded to contact their banks if they have any suspicions over a high value transaction or customer.

As a result of the successful relationship between UK police forces and SaferGems, many fraudsters have been identified and subsequently disrupted by police.
‘Card /Customer Not Present Fraudulent Transactions’ is also something that jewellers need to be vigilant about. 
When card-not-present (CNP) transactions (internet, mail or telephone) are processed, the retailer requests authorisation from the card issuer. This standard authorisation only confirms that the card has:

• Not been reported lost or stolen
• That there are sufficient funds available in the account at that moment in time.

It does not confirm or authenticate the customer as being the genuine cardholder. Therefore, if a sale is subsequently 

established to be fraudulent, and valid authentication has not taken place, the full amount may be charged back to the retailer, if the genuine cardholder declares they did not participate in the transaction.
Unfortunately, 2017 saw an increase in the number of robberies against  the industry.
To date (06.12.17) SaferGems recorded 77 robberies with approximately £7.6m worth of goods stolen, £5m of which being prestige watches – 65 percent of the  total value.

During 2016 SaferGems recorded 78 robberies, with approx. £4.1m worth of goods stolen, £2.1m being prestige watches – 51 percent of the total value.
The number of offences in 2017 was pretty much the same, but we saw a 95 percent increase in the value of  goods stolen.

What is also concerning is the recent spike in criminal activity in and around the Jewellery Quarter, Birmingham with three robberies on jewellers and travelling sales representatives since September. Several JQ members have also reported having their tyres deliberately punctured or slashed. 
SaferGems would like to remind members to:

• Always let someone know what your movements are going to be and if you become suspicious that someone is monitoring you, contact the police
• Review the security of your stock and ensure it is kept as safe as possible
• Be mindful of who may be following you either on foot or in a vehicle at discreet distances
• Always check your immediate surroundings before getting in/out of your vehicle
• If you believe that you are being followed, drive to the nearest known police station.

IF YOU FEEL UNDER IMMEDIATE THREAT DIAL 999!
But it wasn’t all bad news last year. 

SaferGems continues to assist police forces across the UK with the arrest and convictions of criminals. Just one example: two men who stole up to £50,000 of jewellery from stores across the country have been sentenced to a total of eight years, thanks to the vigilance of SaferGems members. 
PROJECT DIAMOND 
CONFERENCE

SaferGems was invited to attend and present at the Europol Project Diamond Conference in The Hague, Netherlands, which brought together more than 70 experts from almost all EU Member States, as well as third parties from Europe, Asia, the Americas and private jewellery/watch companies, including SaferGems, The International Jewellery Service in Germany and Risk Prevention & Consulting from Austria.
‘Project Diamond’ followed Interpol’s ‘Pink Panther’ project, which ended in 2016 and focused only on robberies committed by perpetrators from the Western Balkans. Project Diamond, however, will extend its focus, to not only include criminal networks involved in jewellery robberies, including burglaries, from Europe, but also from the Baltic Sea and Western Black Sea areas.

Private industry partners were invited to provide a presentation of initiatives as well as situational reports and cooperative aspects. SaferGems was very well received, receiving positive support and feedback from Metropolitan and West Midlands Police officers attending. Police officers from Romania and Federal Police Belgium also described SaferGems  as invaluable.
Also discussed was an information exchange between ourselves and law enforcement experts and the possibility of implementing a web-based stolen  watch database. 

It was important to make global law enforcement agencies aware of the capabilities of SaferGems and highlight the success that the initiative continues to have.
safergems.org.uk
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Independent jewellery consultant, and 
BBC Antiques Road Show regular Joanna 
Hardy, who has just launched her own 
online Fine Jewellery Foundation Course 
for jewellery enthusiasts, has identified 
three specific areas of interest for 2018:

It’s all about the Royals: “Because 
Meghan’s engagement ring is made of 
diamonds there will most likely be a 
resurgence of diamonds as people do seem 
to be swayed by what they see those in 
the public eye wearing. Also the rise in 
popularity of pearls. The royal family love 
their pearls; the Queen and Princess Diana 
regularly wore them so this, combined with 
colour, could bring a new edge in 2018.”

Focus on Rarity & Craftsmanship: 
“The jewellery houses or individual artisans 
will continue to remain in the spotlight in 
2018 – for example, Castalani, Van Cleef & 
Arpels, Cartier, Lalique, Fouquet, Fabergé 
– all these exceptional master craftsmen 
pay so much attention to detail.”

Advice on Antiquity: “Just because a 
piece is antique, it doesn’t mean it’s good 
quality. You need to have a discerning eye 
– take a look at the back and front of the 
item. Check if there’s been any repair. If 
there’s damage – avoid. It’s best to start with 
something with a hallmark or a signature. 

See if it’s rough or smooth to the feel and 
that both the front and the back of the piece 
have been equally well crafted.” 

Meanwhile, Salim Hasbani, director 
of Hatton Garden-based Tresor Paris, 
offers these thoughts on the year ahead: 
“Sapphires are still popular from the Kate 
Middleton effect, which doesn’t seem to 
be dying down as people emulate the royal 
style… be it engagement rings, earrings 
or even incorporated into a necklace. As 
a result of Meghan’s engagement ring, we 
may see a stronger surge in popularity of the 
cushion cut, as this and the Asscher we have 
been starting to experience more requests 
for. And possibly also yellow gold base 
rings with white diamonds will become 
a sought after combination, emulating 
Meghan’s style of ring.

“People also tend to go for quality over 
quantity – they want a better clarity rather 
than carat when it comes to diamonds these 
days. It’s actually what I always recommend 
to clients too: opt for a better quality 
diamond over size of carat and choose 
from IF to VS (internally flawless to very 
slight inclusions) - no less than SI (slight 
inclusions) in terms of clarity.

“Rose gold is still enjoying its moment 
in the spotlight. Women are opting for rose 

gold weddings bands and engagement rings 
– some are taking a stone in a heirloom 
or vintage ring and resetting it into a rose 
gold. This is also popular in costume or 
fashion jewellery, whether earrings, a cuff 
or necklaces.”

And finally, a few thoughts from  
The Jeweller:

• retailers to shift away from reliance 
on big brands and towards developing  
own collections

• bespoke becoming more and more 
relevant

• the creation of even greater in-store 
customer experiences.

… and from the global catwalks:

statement, oversized and shoulder-
grazing earrings… mis-matched 
and single earrings… chunky charm 
bracelets… pearls… brooches… 
cameos… chunks of crystal… beaded 
pendants… personalisation, like ID tags 
and mementos… cross-hand rings… 
crosses… chokers… extravagant suites, 
including tiaras… tribal… baroque… 
feathers… hair ornaments… retro  
re-mixes… chain… sculptural… big sparkly 
hoops… kitsch and surreal… true vintage.

From visual merchandising and innovations for heightened 
customer experience, to style directions and new technologies, 
the jewellery industry today is more of a moveable feast than ever. 
Here is a snap shot of trends to consider in the year ahead.

TRENDINGTRENDING
What’s

now

Mara Balode

Bee Goddess

F
O

R
E

C
A

ST
 2

01
8

Claudia 
Bradby

Alexa K

D’Joya

Tresor Paris



74

T
H

E
 M

A
R

K
 O

F
 I

N
D

U
ST

R
Y

 I
N

SP
IR

A
T

IO
N

 A
N

D
 I

N
F

O
R

M
A

T
IO

N

Who has been the biggest influence on 
your working life?

When I was 21 I worked for a Palestinian 
company in Beirut. One of the partners 
gave me the best possible advice: “Know 
your limits but don’t limit yourself. Be sure 
others know what their limits are.” This 
Palestinian refugee became a lifelong friend 
and godfather to my son Matthew. 

Was it a given that you would take over 
your mother’s business?

Absolutely not. After my degree 
at Cambridge, I made my own career 
as a political journalist at the BBC, 
leaving as assistant managing editor 
BBC Westminster. Then I set up my 
own marketing and communications 
consultancy, landing some big, household 
corporate clients like Tate & Lyle.

I became involved with Catherine 
Jones when my mother, Catherine, who 
created the business, was widowed. Initially 
Mathew and I thought we’d be involved 
short term – a year at most – setting up 
modern business structures, introducing 
computer technology and stock control, 
then managing the staff from London. It 
became clear, very quickly, that it was going 
to be hands on. 

Was it a steep learning curve?
Just a bit! You learn partly through 

osmosis over a chat and I had in fact worked 
in the shop as a teenager in school holidays. 
Running a company is totally different. 
Owner managers are front of house, buyer, 
HR, lease negotiator, trainer, rota organiser, 
cash-flow manager, buyer, marketeer and 
face of the business. The best thing I did 
was to take a diamond grading course. 
It gave me a context and my first proper 
glimpse of the complexities of our industry 
and the technical knowledge needed.

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

Proactive, Impatient, Considerate.

Looking back what would you do 
differently if you had your time over?

Create our own designs and product lines 
sooner. With the world of retail changing, 
being dominated by look-alike brands, the 
key to the success of independents is to 
have your own signature style. Our own 
jewellery that we created eight years ago 
became our best seller in its first year. I 
bought a German design and manufacturing 
company to underscore our difference. We 
admire craft, meticulous technique – work 
made by real people. Quality has a value 
that can’t be knocked sideways by Black 
Friday discounts.

What’s Catherine Jones doing to mark 
the centenary of the end of WWI?

Our local Regiment, the Royal Anglian, 
is our chosen charity. They take care of 
the needs of serving and former solders, 
with visible or invisible wounds and their 
families. To mark the centenary we’re 
organising 15 fund-raising events across 
Cambridge, from an exhibition in the 
Fitzwilliam Museum with remarkable silver 
centrepieces from the Regiment and a fund-
raising bicycle race to remember the bicycle 
battalions, to a fashion show echoing the 
clothing, makeup, hairstyles and jewellery 
of 100 years ago, co-sponsored by us and 
John Lewis.

Also, my staff will do a sponsored walk, 
starting in the Birmingham Jewellery 
Quarter to Cambridge City Centre. We’ve 
also commissioned leather friendship 
bracelets in the Royal Anglian colours, 
the clasp engraved with the Royal Anglian 
badge, to sell and wholesale.

Of what, in your jewellery career to date, 
are you most proud?

Learning a new industry and a new 
trade. And working as a team with Sarah 
Jordan and Cindy Dennis Mangan on the 
Queen’s Brooch project for the BJA and 
taking the finished piece, embellished with 
gold from Her Majesty’s home nations, to 
present at Buckingham Palace. 

If you could, what would you change 
about the jewellery industry?

We work in a miraculous industry, using 
extraordinary materials. I would like the 
industry to have the confidence to make 
amazing things whose quality and design 
brook no challenge. By joining the race to 
the bottom, there will be no margin left and 
we say goodbye to our industry.

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

I was a business interpreter in France 
and Lebanon. I translated all sorts of books 
about wine. 

What’s your guilty pleasure?
As my wise mother said: “guilt is a 

useless emotion. It does you no good nor 
does it do anyone else any good either. 
Mistakes are different.”

The 
LAST 
WORD.
NAJ National Committee member Vanessa Burkitt, owner 
of Catherine Jones Cambridge, has helped to instigate a 
major silver project for the British Allied Trades Federation, 
to mark the Centenary of the end of World War One.

QUICK FIRE
Diamonds or coloured stones?
Natural coloured diamonds. 
Is that a cheat? 

Fish ‘n’ chips or fruits de mer?
Fruits de mer… or Friday 
night fish ‘n’ chips. 

Two wheels or four wheels? 
Four. My favourite car was a  
Mercedes 360 SL.

Jewellery on men? Yes or No? 
Of course! Why on earth not!

Delegator or control freak?
Delegator.

Wild night out or cosy night in? 
Both – it depends on the company!

Paperback or e-reader?
Either or both; I can read forever.
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DISCREET, SECURE, RELIABLE ELECTRONIC LOCKING SOLUTIONS

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

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

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

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