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Paying 
the price

(Above) British 
manufacturer Hockley 
Mint is exploring 
international markets; 
(below) Lawrence Blunt  
increased prices after 
the Brexit vote

i
t hasn’t even happened yet, but 
Brexit is already causing turmoil 
for British jewellery suppliers. 
With a weakened pound, the 

cost of producing or importing jewels 
has risen. Yet there could be a silver 
lining to this cloud, as goods made in 
Britain suddenly seem more attractively 
priced at home and abroad.

“I was a remainer,” says Clogau 
managing director Ben Roberts of his 
Brexit allegiance. “I don’t make any 
bones about that. My old man was a 
leaver, being 73 and quite impulsive. 
I actually see the benefi t in leaving, 
but it’s too complicated. Anyway, he 
voted out and we were out. Th e next 
day, he called me and said: ‘Gold’s 
gone up, the pound’s gone down. 
What are you doing about prices?’.”

After a small I-told-you-so moment 
with his father, Roberts took the problem 
to the board at Clogau. It was a decision 
that many jewellery manufacturers faced: 
should prices go up to refl ect the suddenly 
increased cost of doing business, or 
should it be absorbed to protect retailers.

Th e vote was for an instant price 
increase of 15% across the board, on 
existing collections as well as new. Th is 
gave Clogau a bump, as the jewellery it 
already had in stock was produced at 
pre-Brexit prices but sold at a premium. 

“I wasn’t totally a supporter of what 
we did,” admits Roberts. “I think we 
were one of the few jewellery companies 
to [do it]. Th e important thing was 
that it was going to sneak through in 
other brands, whether in capsules of 
new or across-the-board price rises.”

While it was initially protected from 
the fi rst fi nancial implications of Brexit, 
Clogau’s quick price change led to 
longer-term issues for the company. 
“Th ere are still people increasing prices 
now or discontinuing pre-Brexit costs,” 
says Roberts. “You’ve got everybody 
selling at diff erent prices, and you’ve 
got people who don’t want to put prices 
up, and you can’t enforce it. It makes a 
big mess and everyone starts competing 
on price. Th at’s not what you want as 

“Th ere is huge 
uncertainty out there 
and no clear path”
Gary Wroe
Hockley Mint
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Following Britain’s decision to 
leave the EU, manufacturers 
are feeling the heat. Rachael 
Taylor � nds out how some 
of the industry’s biggest 
players have been reacting
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a brand. You want consistency.”
Hockley Mint didn’t have to deal 

with this problem, as the Birmingham 
manufacturer fi xes prices daily, using 
software to update 110,000 individual 
SKUs in tandem with fl uctuations 
in the price of gold and diamonds. 
Yet managing director Gary Wroe 
is facing an organisational problem 
of another kind thanks to Brexit. 

“Th e bigger issue is what’s actually 
happening with Brexit,” says Wroe, 
who, next June, will also take on the 
role of president of the British Allied 
Trade Federation (he has served on 
the board for fi ve years and is currently 
vice president). “I don’t think there’s 
any stability or structure or guidance 

about where it’s going. Th ere’s huge 
uncertainty out there and no clear 
path. How can a business build a 
fi ve-year plan with no stability? 
[Britain] may just fall off  that cliff . 

Th ere isn’t the structure there.”
Ideally, Wroe says he would like to 
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influx of international shoppers to major 
cities in the UK on the hunt for luxury 
watches and jewels at prices made 
bargainous by the currency situation, 
the pricing of British-made products 
suddenly looks far more attractive to 
international retailers and distributors.

Hockley Mint has just signed an 
expression of interest with the National 
Association of Jewellers’ initiative to sign 
members of the jewellery industry up to 
Made In Britain, a branding scheme that 
acts as a stamp of authenticity to British-
made goods. It is already in place on 
Vauxhall cars, Cumbria Crystal, Derwent 
pencils and Trevor Sorbie haircare. 

Hockley Mint already sells into 
Sweden and Japan, but Wroe intends to 
devote more resources to investigating 
new potential markets. “This is one of 
the opportunities that Brexit is going to 
give us,” he says. “You can’t just think 
everything is going to be OK. You have to 
fight to make sure you’re flying the flag.”

International expansion is also on 
the agenda at WB The Creative Jewellery 
Group, which for the past few years 
has been attending international trade 
shows like Baselworld. “Like for like, 
British-made jewellery is significantly 
better value [for overseas buyers]. It’s 
a superb opportunity,” says Morton, 
who says that IJL led to a number of 
potential new stockists in France. It 
also stacks up well for British retailers 
when compared to importing goods 
from overseas, he points out.

Roberts, too, sees an opportunity to 
bring in more international business, 
though for him it is a bittersweet 
realisation. “It’s bad timing for us, as 
we’ve just stopped supplying one of our 
Chinese partners, with the intention of 
setting up a new Chinese partner,” he 
says. “So while our product is cheaper 
in China, and is made there, I’m not 
supplying anyone in China right now. 
I’d love to say we’re making hay while 
the sun shines, but we’re not.” However, 
he says the next six months should 
lead to increased sales in China, as 
well as the Middle East and the US.

So while the mere mention of 
Brexit might have brought a degree of 
chaos to the British jewellery industry, 
there are opportunities to be found 
that could strengthen one of the 
country’s last surviving manufacturing 
businesses, as jewellery made in Britain 
is suddenly competitive. Though 
with little certainty or stability on the 
horizon, just how long that window will 
remain open is anybody’s guess. l

Domino (above) and Clogau (below) are riding out “Brexit gloom”

be planning at least 12 months ahead; 
anything longer, he believes, would curb 
his ability to stay responsive in a changing 
market. Though he jokes that right now, 
in the midst of Brexit turmoil, his advance 
planning only stretches to a fortnight.

Lack of confidence due to the 
political uncertainty not only impacts 
manufacturers, but also retailers, which 
in turn leads to lower orders. At Lawrence 
Blunt, which increased prices 12% after 
Brexit was announced, head of sales 
Barrie Dobson says it can be a struggle 
to convince retailers to take meetings 
in this climate. “If you look at this show, 
it’s quieter,” says Dobson, speaking on 
the manufacturer’s stand at IJL. “The 
reason is that people are scared that if 
they come, they’ll spend. I think [the 
mood] is a combination of the election, 
Brexit and just generally uncertainty. 
They are worried about who is going to 
be in charge, whether taxes are going to 
rise. You need some stability for a period 
of time so people can see that things are 
being done and policies are being set.”

That said, Dobson says that once 
he breaks through that initial barrier 
of defence, it is business as usual. “If 
you can get in front of the customer, 
they’ll normally buy, and then they’re 
selling and repeating,” he says.

At WB The Creative Jewellery Group, 
owner of wholesale business Gecko, 
manufacturer Domino and casting 
house Weston Beamor, customers were 
protected from price increases in the 
first three months following the Brexit 
announcement, despite the Gecko side 
of the business being hit particularly 
hard, as all of its products are imported. 
While sales took an initial post-Brexit 
hit, it has since settled down and group 
managing director Andrew Morton 
believes the industry should try to avoid 
the temptation to shrink away from 
investment in these turbulent times.

“We have to be very careful as an 
industry that we don’t talk ourselves 
into a Brexit gloom,” says Morton. “If 
you have the right organisation, you will 
ride this like we’ve ridden anything else. 
Think about when silver went through 

the roof, when platinum went through 
the roof, when the gold price hit almost 
$2,000, and we decided it was the end 
of the trade. Well, it hasn’t happened.”

Clogau has multiple routes to market, 
selling direct to consumers through 
channels such as TV shopping and 
travel retail, as well as operating a 
wholesale business. While sales through 
the wholesale arm have fallen by 5% 
since Brexit, the other channels are 
all up, by as much as 15%. Roberts 
believes that this is evidence of retailers 
talking themselves into a slump.

“It’s quite strange, as we have our 
own shops and they are all doing really 
well, and they are on high streets next to 
our other stockists that are struggling,” 
says Roberts. “It’s definitely due to 
being overcautious with stock buying.”

While depressed confidence and 
higher prices have made it difficult for 
British manufacturers in their home 
market, the post-Brexit deflated pound 
does bring with it a golden opportunity 
to sell British-made jewellery abroad. 
Just as the market has witnessed an 

“Like for like, British-
made jewellery is 
significantly better value 
[for overseas buyers]”
Andrew Morton 
WB The Creative Jewellery Group
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