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The year in review
Rachael Taylor looks back at the stories that hit the headlines over the 
past 12 months – and asks what we can expect for 2018

Prince Harry and American actress 
Meghan Markle announced their 
intention to marry, and after the seismic 
shift his brother’s choice of engagement 
ring caused in the global jewellery 
industry, hopes are high that the latest 
royal engagement will do the same.

The world’s currently most-
photographed ring has a trilogy of 
diamonds set on a yellow gold band, 
and was created by Court Jewellers and 
Medallists to Her Majesty the Queen 
Cleave & Company. The largest of the 
three diamonds, an elongated cushion 
cut, was sourced from Botswana, where 
the couple recently holidayed. The two 
smaller diamonds flanking it were taken 
from a brooch belonging to Prince Harry’s 
mother, Diana, Princess of Wales.

Though a classic design, many in the 
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industry still expect the engagement 
ring to have an impact on bridal trends 
next year. “We’re expecting an increase 
in demand for trilogy rings and have 
already had several inquiries looking for 
an inspired design,” says Kyron Keogh, 
co-founder of jewellery chain Rox.

As well as trilogy rings becoming more 
popular, which could have a positive 
impact on total spend, many feel the 
upcycling element of the ring will strike a 
chord with consumers, as well as Prince 
Harry’s involvement in its creation. “For 
me, it is more the sentimental value and 
that he designed it that make it special,” 
says Sabine Roemer, goldsmith and 
founder of fine jewellery brand Atelier 
Romy. “I think a big trend is men going 
for a bespoke ring to propose with rather 
than just getting one off the shelf.”

Willie Hamilton 
departs
Arguably one of the biggest trade 
stories of the year was the sudden exit 
from the industry of Willie Hamilton, the 
flamboyant chief executive of buying 
group the Company of Master Jewellers 
(CMJ), who left the business in July, 
prior to the group’s annual AGM.

Former footwear finance chief 
Terry Boot stepped in as interim chief 
executive and new chairman Michael 
Aldridge pledged that the group would 
execute a new strategy to “get back 
to its roots” at its AGM a few days 
later. Changes have already started to 
emerge, including the group selling off 
the PR company it owned, Facets PR.

Despite his quiet exit, members 
of the trade have praised the job 
Hamilton has done over the past 
decade, transforming the group into a 
lively, multi-faceted organisation with a 
healthy membership pool and the last 
remaining agreement between Pandora 
and a buying group in the world. 

Though Hamilton’s professional 
style was often Marmite, Dower & Hall 
co-founder Diane Hall believes that a loud 
figurehead was just what was needed 
to revolutionise the group. “It was Willie 
who was the main reason we joined the 
CMJ at the start,” she says. “The CMJ 
is now in a much stronger position and I 
hope they can help nurture and develop 
businesses in these changing times.”
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In November, Swiss watch and jewellery 
trade show Baselworld announced 
it would return in 2018 with a much-
reduced show. The number of exhibitors 
at 2018’s edition will be between 600 
and 700, down from 1,300 in 2017.

The halving of what is often referred to 
as the world’s biggest watch and jewellery 
show, considered a barometer for the 
health of the global trade, has sparked 
discussion about the future relevance of 
trade shows in general, as online makes 
ordering simpler and more cost effective. 
At the same time as order writing has 

Baselworld decides to downsize

become almost obsolete at shows, the 
prices of exhibiting have increased, 
causing shows like Baselworld to suffer.

“I have never found Baselworld very 
inspiring and I prefer to attend Couture 
Las Vegas, where the Valery Demure 
Agency has exhibited with a number of 
contemporary jewellers since 2013,” says 
Valery Demure, founder of the Valery 
Demure Agency. “Two of the jewellers 
I’ve introduced to the American market 
have won Couture awards at the show – 
Fernando Jorge and Selim Mouzannar 
– so trade shows are useful to launch a 

new brand, to gather feedback and to 
give a brand a platform, but they have 
become more about who can pay their 
high fees than about balancing the offer. 
The problem with these shows is that 
they are a very significant investment 
for a brand and sometimes it takes three 
to five shows for a brand to break even. 
Often, today, having a rep who is strategic 
and travels can bring better results.”

Danish brand Sif Jakobs will reduce 
its UK trade show schedule in 2018, 
participating only in IJL, and the brand’s 
eponymous founder believes that change 
is needed. “To a certain extent, we feel 
that trade shows are losing their appeal 
and attraction, with many retailers not 
attending due to the increased focus of 
area managers visiting them at their office 
or retail store,” says Jakobs. “Yet some 
trade shows are still a nice way to remain 
in touch with the industry. I do believe 
that they could benefit from a makeover 
and some new thinking. Since brands 
and consumers are thinking in new ways, 
trade shows should also adjust to this and 
find a more exclusive and personal way 
of exploiting the reach they still have.”

“I think that 
2018 is still very 
unpredictable. 
Rising living 
costs mean 
that consumers 
have less 
money in 
their pockets 
to spend. In 
addition, we 
won’t know 
the full impact 
of Brexit until 
later next year”
Kyron Keogh Rox

“For 2018, 
I think that 
colours will 
be one of the 
dominant 

trends, especially mixing 
different coloured 
stones and metals”
Sif Jakobs
Sif Jakobs

(Above) Dining at Pressleys; (below) 
Andrew Geoghegan for Tustains

The trend that defined the industry in 
2017 was experiential retail. As footfall 
continued to plummet, stores attempted 
to woo customers back to the high street 
with experiences, not just purchases. 
Stores like Tiffany & Co in New York and 
Pressleys in Brighton opened in-store 
restaurants, while hugely popular 
piercing and engraving parties were 
held at shops across the country.

“If a shop offers only moderately good 
customer service, selling products that 
can also be bought online, why would 
customers choose to travel and spend 
their valuable time going there, when 
they could purchase what they want, 
when they want, at the click of a mouse?” 
asks Facets PR director Sarah Carpin. 
“Experience is important; retail has to be 
entertaining. Something one of our clients, 
Tustains, has done this year was to 
commission jewellery designer 
Andrew Geoghegan to 
design a jewellery collection 
that is inspired by the 
architecture of Leamington 
Spa. This gives them a 
unique product to sell, with 
local relevance and meaning 

Experiential retail gathers pace

to their customers. Launching this 
collection at a winter wonderland 
party we organised in November led 
to immediate and significant sales.”

Sarah Parnham of adjustable ring brand 
SVP believes that the experiential retail 
trend is here to stay. “From our research, 
we have seen people looking for more 

than just a quick purchase,” she 
says. “They want something 

extra from their shopping 
experience and are constantly 
looking for newness through 
collaborations, pop-ups and 
events, all of which we do. 

I don’t think the experiential 
bubble will burst for a while yet.”

“Large statement earrings and body 
jewellery are still important trends. 
Customisation has also become a 
big thing. I think 2018 will see more 
designers preoccupied with ethical 
production and environmentally 
friendly components.”
Valery Demure The Valery Demure 
Agency and Objet D’Emotion
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“There’s so much that is unknown when it comes to the jewellery 
industry, so I try to minimise any expectations I have. However, 

I do hope Fairtrade gold and silver become a lot more 
accessible for designers in 2018. I use some Fairtrade gold 
but resources are limited. I feel we should always be working 
towards making the jewellery industry more sustainable.”
Roxanne Rajcoomar-Hadden Goldie Rox

“Trade will remain 
diffi  cult in 2018, 
but those who off er 
an alternative to 
commonly imported 
jewellery lines that 
appear in every high 
street will survive” 
Charles Vickers Lapponia

It was a stellar year for sales of enormous diamonds. In November, 
Sotheby’s caught a new world record when a 33.63ct fancy light pink 
diamond ring sold for $12.8m (£9.5m), while at Christie’s, during the 
same month, the Art of de Grisogono necklace set with a 163.41ct 
flawless D colour emerald-cut diamond sold for $33.7m (£25m). 
Earlier in the year, the 1,109ct Lesedi La Rona rough diamond finally 
found a buyer more than a year after a failed sale at Sotheby’s, with 
Graff carting off the stone for $53m (£39.6m).

These major sales within the bubble of the 
super-rich have raised the profile of diamonds 
at a time when it is much needed. The 
industry is battling against the emergence 
of lab-grown diamonds as a viable 
consumer category and also a millennial 
generation resistant to the marketing 
messages that entranced their forebears 
and more concerned about traceability.

“I think that the diamond industry has still 
not really tackled the whole issue of traceability 
and generally has its head in the sand,” says 
Alan Frampton, owner of ethical jewellery brand 
Cred, which created an engagement ring 
collection set with lab-grown diamonds in 2017.

The year closed with the sale of another enormous diamond, this 
one intended to benefit the people at the bottom of the chain rather 
than the top. At 709ct, the Peace Diamond is the third-largest rough 
diamond ever discovered in Sierra Leone. The Rapaport Group 
auctioned off the stone in New York in December and it was bought 
by Graff Diamonds for $6.5m (£4.84m). Proceeds from the sale will 
be invested back into the country, in particular the village of Koryardu, 
where the diamond was discovered. The money will be used for health 
and education projects, as well as funding clean water and electricity.

Big diamonds are big business

Men’s jewellery looks sharp

The Art of de 
Grisogono necklace

Men’s jewellery moved up the 
agenda this year with high profi le 
launches from the likes of Stephen 
Webster, who collaborated with 
Blondey McCoy of fashion brand 
Th ames on a masculine collection.

“Our Fred Bennett collection has 
been one of our best-performing 
ranges this year,” says Gecko creative 
director Desiree Pringle. “Th e men’s 
jewellery market is not nearly as fl ooded 
with brands as women’s. With men’s 
grooming so on trend, this market is 
sure to grow over the next year.”

As men become more confi dent 

in buying jewellery for themselves, 
categories are expanding beyond 
dog tags and leather bracelets into 
fi ne jewellery and even engagement 
rings, or men-gagement rings as 
they have been nicknamed. 

“Th ere’s no question men’s jewellery 
is becoming a market in its own right,” 
says Sophie Lomax, head of design at 
77 Diamonds. “We’re increasingly seeing 
men buy jewellery for themselves – and 
we’re not just talking wedding bands. 
Men are now more adventurous in their 
jewellery choice and are not afraid to 
be seen wearing diamond jewellery.”

“For the high street retailer, ecommerce is the 
biggest competition and online sales will continue 
to grow in 2018. In order to compete, retail 
jewellers need to invest in a superb ecommerce 
website and marketing online through social 
media as well as providing a retail experience to 
their customers that makes them want to return 
and encourages new customers to shop.”
Sarah Carpin Facets PRMen’s jewellery brand Fred 

Bennett had a good year

Have you got the RJ app?Now available from the App Store and Google Play 


