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have seen in the months that I have been 
in this role is real energy in the UK to 
export and real appetite from countries 
around the world to buy British.”

“There is a high demand for British 
and European heritage brands that 
capture tradition and craftsmanship,” 
agrees Steven Newey, chief executive 
of London-based fine jewellery brand 
Niquesa. He notes a particular appetite 
for British goods in the Middle East, 
which is Niquesa’s second-biggest export 
market after Russia – another country 
that has been key for British jewellers.

Although the current economic crisis 
in Russia has knocked confidence, a new 
report from Euromonitor on luxury goods 
in the country suggests that “2017 resulted 
in a slight increase in purchasing power 
for middle-class consumers and a greater 
number of high-net-worth individuals”. “We 
have a number of loyal Russian clients,” says 
Newey. “Their taste in jewellery is slightly 
more adventurous. They have a preference 
for colour and bold combinations, 
which is at the core of Niquesa’s DNA.”

Also tapping into this bold aesthetic 
is Stephen Webster, which was one of 
the first international jewellery brands 
to set up in Russia 13 years ago. “Russia 
is doing particularly well [for us],” says 
Stephen Webster managing director 
Kate Jarvis, who shares that the brand 
plans to open franchise boutiques in 

the region. “We recently relaunched in 
the market with a new partner, which 
has reinforced our positioning; plus 
we have certainly benefited from the 
rise of domestic spending in Russia.”

Other brands are picking locations closer to 
home, both geographically and spiritually. 
Astrid & Miyu says that Australia and 
the US now accounts for 40% of its sales. 
Director Connie Nam says: “I think 
it’s mainly down to cultural 
and language similarities 
with the UK. They tend 
to follow UK influencers 
and buy into UK brands.”

For costume jewellery 
brand Wolf & Moon, which 
doubled its exports to Europe 
over the past year, it is France 
that has turned out to be 
a surprise hit. “France 
has been a huge growth 
area for us,” says sales 
and marketing manager 
Simon Mitchell. “We were 
discovered by a major fashion retailer 
at Renegade Craft Fair in London, and 
they have become a great customer. 
While our style seems to suit the 
French market, it is also likely that 
they have increased our profile in the 
country and have driven more interest.”

Having a local ambassador like an 
anchor retailer, influencer fan or local retail 
partner is key to success abroad. While 
there may be the odd lucky strike, teaming 
up with an expert is invaluable. “It is very 
important to listen to the partner, especially 
if in a new market, as styles and approach 
can differ,” advises Jarvis, who counsels 
for tough scrutiny when it comes to 
selecting a partner to work with. “Product 
selections should consider popular local 
styles, sizes, colours; and marketing 

“If you do a 
physical event 
in a foreign 
country, 
you need 
ambassadors 
who co-host 
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initiatives, while following the brand 
guidelines, must talk to the local market.”

Packard is a firm believer in this 
theory, too. While she still handles all 
her brand’s sales directly, she did make 
use of a temporary partner by co-hosting 
a sales event in Florence, Italy, last year 
with exclusive private members’ club 
Palazzo Tornabuoni. “What we learned 
is that, if you do a physical event in a 
foreign country, you need ambassadors 
who co-host with you; otherwise it’s like 
screaming into a storm,” says Packard, 
who picked up a number of new clients at 
the Italian event and has plans to return.

“You need to have someone there 
who is highly influential and respected 
as tastemaker or ambassador, or to 
do it with a hotel that has exclusivity 
and will get its members on board.”

For brands with tight travel budgets or 
limited international connections, teaming 
up with a sales agency like The Jewellery 
Room, run by London jewellery PR agency 
JA PR, can help get designs in front of 
international buyers and allow brands to 
benefit from an agency’s expertise. The 
Jewellery Room runs showcases in London, 
New York and Paris, and co-founder 
Amy Thomas believes that there is more 
buying optimism to be found abroad.

“The majority of our sales, as a 
showroom, are outside of the UK,” 
says Thomas. “Our largest markets 

are America, Japan and 
the Middle East. These 
countries place larger 
orders and spend the 
most per season. China 
is also a growing market 

for us, as they become 
more open to buying new, 

undiscovered brands. 
Russia and the Far East 
are more traditional 
in the way they buy, 
where the rest of the 
world are more likely 

to ask for consignment 
and strict payment terms.”

Thomas adds that international 
buyers are less interested in the British-
ness of a product than great design 
and a solid story, but others believe the 
Union Jack is still a powerful symbol of 
quality. “The world loves British product, 
British quality, British heritage, but 
they also look for the latest designs and 
trends,” says Michael Hakimian, chief 
executive of Yoko London, which sells 
70% of its pearl jewellery overseas, with 
the US its strongest market. “Combine 
these and you cannot go wrong.” l

(From top) Sarah Ho is 
now focused on China; 
Tessa Packard is eyeing 
the Far East; sales 
agency The Jewellery 
Room presents brands 
to global buyers


