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T
he year that just 
passed us by has 
been a dark one. It 
was one where we 

were mostly confined 
to the four walls of our 
home. We watched 

helplessly as the world 
economy went through 
an upheaval. Downsizing 
and shutting down 
of business became 
commonplace news and 
people have lived in fear 
of job losses, under the 

bane of pay cuts. Most of 
us went back three years, 
and the jewellery sector 
was no different.

Dubai, otherwise 
known as the “City of 
Gold”, the yellow-metal 
haven and a tourist 
hotspot was no different. 
Like most sectors, the 
jewellery industry 

here went through 
a turbulence, and is 
now looking at some 
“corrections”. For one, 
retailers are becoming 
more organised and 
reducing the number of 
stores in their network. 
While this reduces costs, it 
also increases efficiency.

TAWHID ABDULLAH, 

the chairman of Dubai 
Gold andJewellery Group 
and Jawhara Jewellery, 
spoke about the many 
lessons that the pandemic 
has thrust on us.

“A retailer has to take 
stock of his books and 
reduce the number of 
stores in their network,” 
he said.

Some leading retailers 
have already started 
cutting the fat and 
downing the curtains on 
their low-yielding stores. 
Some have cut down on 
their operations by 20-
25%in the last 20 months.

“It is better to do away 
with outlets that are not 

After corrective measures, 
courtesy Covid, Dubai 

waits to get back on track
With job cuts and pruned salaries slowly getting back 
to their original states, the City of Gold is waiting for  

travel restrictions to ease as they slowly make  
their way back to the previous prosperity

TO DEAL WITH THE
PANDEMIC 

TURBULENCE, THE 
DUBAI JEWELLERY 
SECTOR IS LOOKING AT 

“CHANGES”
 Our 

industry 
managed 
to keep 
the job 
cuts to a 
minimum, 

which is a bright spot 
at the end of the day. 
The entire workforce, 
by and large, agreed 
to pay cuts instead, 
in varying degrees 
to keep the industry 
afloat.

Tawhid Abdullah,
Chairman of Dubai Gold and 

Jewellery Group and Jawahara 
Jewellery

 DMCC’s 
round-
table 
not only 
consol-
idated the 
challenges 

that hand-carry gold 
poses, but also a wide 
range of solutions 
as we continue to 
develop, and eventually 
implement our federal 
policies on gold.

Ahmed Bin Sulayem,
Executive Chairman 

and CEO, DMCC
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‘2021 marks the start of a new era for Damas’

in the past and refocus our efforts into 
innovative ways to thrive in a new climate. 

Building strong relationships with clients 
must be at the forefront of the retail culture, 
moving away from the existing one that 
focused on a more ‘transactional’ approach. 

Being committed to investing in the 
learning and development of your 
workforce is strategic in helping teams adapt 
to new challenges and customer behaviour. 

Another important learning is, “cash 
is king”. It is crucial to manage cash with 
caution and focus on productivity-driven 
initiatives. 

RJW:  What products have done well 
in the UAE/ region this year in terms of 
gold, diamonds, coloured gemstones, 
platinum, or any other trends?
LP: As a result of the economic 
repercussions brought about by Covid-19, 
gold prices spiked and the demand 
decreased. Instead, clients moved towards 
unique diamond jewellery, along with 
coloured-gemstones, which were modern 
in design and wearable daily. Additionally, 
the demand grew for more exclusive 
and original designs, which showcased 
exceptional quality of craftsmanship.

RJW:  How do you see the post-
pandemic and current scenario in retail?
LP: We see a strong recovery in the second 
half of 2021, with an acceleration in quarter 
4, due to the vaccination campaigns across 
the GCC and the momentum from Expo 
2020 in Dubai. Pre-pandemic levels 
should be reached in 2022, but only for 
players who have shown an ability to adapt 
to a new environment and embrace a 
customer-centric philosophy.

RJW:  How has digital media and 
echnology helped in the jewellery business, 
and what more would you like to see?
LP: As a whole, the jewellery industry has 
been a late adopter of digital technology. 
However, today it is impossible to ignore 
the importance of digital media and its 
significant impact on our business.
Damas has accelerated its digital 
transformation, investing significantly in 
various domains, including social media 
marketing platforms and a revamp of the 
e-commerce website, recently enhanced 
with CX. In line with the strategy of 
digitalization and in support of PR efforts, 
Damas has collaborated with a number of 
pioneer women and top influential figures 
in the UAE, including Karen Wazen, 
Jessica Kahawaty and Mahira Abdel Aziz, 
to enhance the digital visibility on social 
media platforms and encourage customer 
engagement. The objective is to have 
successfully implemented a full omni-
channel approach in 2021.

RETAIL JEWELLER WORLD (RJW): 
2021 is the beginning of a new decade. 
What is your vision for your organization 
and the overall jewellery industry of  
the region? 
LUC PERRAMOND (LP): 2021 marks 
the start of a new era for Damas. We have 
introduced a new vision and strategy 
behind the soon-to-be-unveiled ‘New 
Damas’. The complete re-invention of 
Damas will transform the brand through 
innovation and disruption at all levels of 
the organization, starting from retail and 
product development to communication. 
This evolution will allow Damas to 
strengthen our regional position within the 
industry as the leading house of jewellery 
design’ in the Middle East. 

RJW:  What has the pandemic taught the 
jewellery industry?
LP: Among the many things that the 
challenging year taught us, the most 
important is that it is imperative to 
be a customer-centric business and 
continuously find new ways to engage with 
clients through innovation and creativity. 

When times become unpredictable, 
it is crucial to be reactive, adaptable and 
prepared to reinvent yourself to reflect the 
new times. We must forget what worked 

When times become 
unpredictable, it is crucial 
to be reactive, adaptable 
and prepared to reinvent 

yourself to reflect the new 
times. We must forget what 

worked in the past and 
refocus our efforts into 

innovative ways to thrive in 
a new climate

retailjewellerworld.com

INDUSTRY EXPERTS

Luc Perramond, the chairman of Damas, talks to 
The Retail Jeweller World about the changes that 
his company is bringing in to adapt to the new 
world and work culture after the pandemic
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A ‘gem-studded’ future? Malabar group 

bats for stone-encrusted jewellery in 
breath-taking designs

KP ABDUL SALAM (KPAS):  The last 
quarter of 2020 began on a great note. 
We had great Diwali and Dhanteras sales. 
The second and third quarters were not 
too bright, but October and November 
did very well. November, especially, 
was a boon because a lot of deferred 
purchases happened. People had been 
kept out of the market and they wanted 
to come back and buy things. December 
started well but the news of a possible 
second wave came right after. That is 
when sales crippled down a bit. But I 
hope we bounce back strong.

RJW: In the last edition of IIJS, your 
troop participated in a huge way. How 
has your experience been?
KPAS:  I should congratulate the GJEPC 
for the great thrust that it has given to 
our industry at such a bad time. We 
were all at crossroads about how to go 
about business and they came out like a 
saviour. That being said, I believe nothing 
replaces the physical fairs. They involve 
a lot of networking and I often call them 
pilgrimages for jewellers. The vibes are 
always positive. While the virtual editions 
of fairs have helped us connect to vendors 
and place orders for Diwali and the festive 
season thereafter, we saw a lot of hesitance 
among manufacturers.

RJW: What trendshave you noticed in the 
Middle East in the last three months?
KPAS:  After the pandemic and 
lockdown, a great change has been 

ushered in. Design has become king. 
Gold, for most people, is an 

investment but now, they are 
also looking at the fashion 

quotient. Customers are 
willing to spend well on 
great designs. We are 
innovating and looking 
for manufacturers who 
can get us products of 
that level. A healthy 
pool of customers 
has come up and 
they have disposable 

income, now that there are no travel 
or vacations happening. This chunk 
is coming into jewellery. Gifting has 
seen a leap because family bonding has 
become very strong because of Covid. 
People are cherishing their loved ones 

and pampering themselves too. We need 
innovation. It is the need of the hour. 
Lightweight, daily-wear pieces are flying 
off the shelves, since the number of 
occasions has come down

RJW: Do you feel there is a change in 
product category, in terms of studded 
jewellery?
KPAS:  There has been a great shift 
towards studded jewellery. Our own share 
has increased when compared to gold 

KP Abdul Salam, group 
executive director of 
the Malabar group, 
speaks to The Retail 
Jeweller World about 
the brave new world 
post pandemic, and how 
his company plans to go 
ahead with it. His trump 
card for the future— 
coloured gemstone 
jewellery that heroes 
design

RETAIL JEWELLER WORLD (RJW): 
How has the last quarter of 2020 been 
in the Middle East? Have you seen 
improvements?

cover story - continue to page 8

There has been a 
great shift towards 
studded jewellery. 

Our own share 
has increased 

when compared 
to gold jewellery. 
Diamonds and 

uncut diamonds 
and coloured 
gemstones are 

doing well, 
especially rubies 

and emerald
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yielding returns — at least 5-6%. These 
are some healthy corrections that 
Covid has brought about,” Abdullah 
said at a media briefing on the group’s 
“Non-stop Winning” campaign.

Abdullah added that the gem and 
jewellery sector was preparing for a 

comeback now that travel was 
resuming. He expects Dubai to open 
up to shoppers and tourists soon.“Our 
industry managed to keep the job cuts 
to a minimum, which is a bright spot at 
the end of the day. Th entire workforce, 
by and large, agreed to pay cuts instead, 
in varying degrees to keep the industry 
afloat.

Abdullah said that the cuts were 
being restored from the New Year, 
for the staff at gold wholesalers and 
jewellery retailers. “When we brought 
in the cuts from April, we had two 
key considerations. Firstly, the cash 
flow of these businesses needed to be 
stabilised after the pandemic wreaked 
havoc. It was quite a shock. This had 
to be done properly and mindfully, so 
that the employees were not in pain,” 
he said. “From the very beginning, we 
were constantly asking business not to 
fire people or send them home.”

The advice came when most 
jewellers in Dubai, members of the 
group, brought in massive pay-cuts. 
While people at the entry level saw 
10-15% cuts, the intermediate level were 
given a 25% cut. The senior rung dealt 
with the heaviest of cuts— by 50%.

“The ones who earned more put in 
the heaviest sacrifices, but it had to be 
done for the good of the industry,” said 
Abdullah.“We are slowly reinstating 
the old salaries from this year.The 
ministry supported us to the fullest 
and had helped us keep job cuts to a 

minimum.”
After the first quarter which 

went poorly, gold sales in UAE came 
back from the second half of the 
third quarter. Sales started building 
efficiently from November. “The third 
quarter of 2020 was better than its 
counterpart in 2019,” he added.

What about the fact that Saudi 
Arabia has raised VAT to 15%? 
For Abdullah, this is a window of 
opportunity. “Now, this is an additional 
window for people from Saudi to 
utilise the lower VAT in Dubai. Despite 
Saudi having plenty of domestic gold 
and jewellery manufacturers and 
exemptions, we will get additional 
business from there. But this too, will 
take time as we are only seeing a small 
chunk of visitors from that region 
because of the travel restrictions,” he 
said.

Dubai did see some tourists coming 
in in the last two weeks of 2020. Most of 
them were Indians and others came in 
from states that do not need mandatory 
quarantines.

“There are ongoing promotions, but 
we need people to shop in order for 
them to work,” he said.

Abdullah’s group’s “Non-stop 
winning” jewellery campaign, held in 
association with Dubai Festivals and 
Retail Establishment, was a success and 
it helped draw in crowds for the Dubai 
Shopping Festival this year.

https://bit.ly/31kqCSm

cover story - continued from page 1
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jewellery. Diamonds and uncut diamonds 
and coloured gemstones are doing well, 
especially rubies and emerald. Arab and 
Chinese customers love them. They are 
available at malls here. Since it is slowly 
becoming popular, we can always innovate 
and come up with exquisite designs here. It 
is a category that is opening up to the world 
and finding due appreciation. We should 
try to incorporate the ethos of different 
ethnicities in the designs. The Dubai 
Shopping Festival is drawing a lot of tourists 
as Dubai is one of the few destinations that 
have opened up and is safe.

RJW: Are you seeing youngsters in 
Middle East spending on jewellery?

KPAS:  We have seen this all last 
year and were preparing accordingly. 
There are many jewellery brands that 
actually went ahead and started making 
products that appeal to youngsters. 
Marketing also plays a role. I can think 
of Mia by Tanishq, an excellent venture. 
At Malabar, we have collections for 
millennials that we are marketing 
aggressively. They are accepting 
jewellery as an investment option as 
well because gold prices have gone up. 
Millennials today draw good salaries, 
are independent and take their own 
decisions. This aspect is becoming very 
clear in their shopping choices as well. 
This is a good shift and we should try to 
hold on to them.

RJW: When will we come back to 100% 
sales levels in the markets? Where do 
you see Dubai now?
KPAS: We are in a good spot. We should 
hit the target in 2021. The government of 
Dubai has brought in favourable changes 
and we are opening up to the world. Other 
middle eastern countries are also putting 
in money in the market. Vaccines are 
here now and hopefully we will get back 
50% of the market in three months. The 
first quarter of 2021 has been good. We 
are running at about 20% less than pre-
pandemic times. By the second quarter, 
we should hit the ground running as the 
Covidscare will dissipate further.

https://bit.ly/3cishyi

Now, this is 
an additional 

window for people 
from Saudi to 

utilise the lower 
VAT in Dubai. 
Despite Saudi 
having plenty 

of domestic gold 
and jewellery 
manufacturers 

and exemptions, 
we will get 
additional 

business from 
there.

After corrective measures, courtesy Covid, Dubai waits to get 
back on track
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AL ZAIN, one of Bahrain’s most 
respected and established jewellery 
brands has announced the launch of 
its annual gold exhibition “Treasures 
of Bahrain” set to feature unique 
collections depicting the rich Arabian 
heritage in modern and practical 
designs. 

The exhibition is being held from the 
March 1 to April 10 at a regional level 

commencing in Bahrain, Saudi, Qatar 
and UAE.  

The collections will include 
Treasures of Bahrain, Heritage, and the 
Malaki set. The Treasures of Bahrain & 
Heritage collection both include semi-
precious stones such as Malachite, 
Lapis Lazuli, Coral, Turquoise and 
Mother of Pearl; while the Malaki 
set includes precious stones such as 
rubies, emeralds and sapphires which 
complement the rich 21K gold colour.  

The Treasures of Bahrain is a lustrous 

21K collection inspired by traditional 
Bedouin jewellery. Treasures of 
Bahrain is comprised of renowned 
elements of traditional Arabian 
jewellery, reworked and given a touch 
of luxury. A fascinating composition 
of coloured stones, intricate hand 
work, combined with delicate 3d 
printed elements. A rare and complex 
manufacturing technique mastered by 

Al Zain Craftsmen. 
The Heritage collection is distinctive, 

taking inspiration from the shapes 
and patterns of the traditional Arabian 
and Bedouin jewellery. The collection 
is styled in an unconventional and 
contemporary way that is unlike 
any other in the market. It combines 
contrasting finishes such as high 
polished and matte surfaces with 
highlights of diamond cutting creating 
a glistening and captivating look. 

The high-end Malaki collection 
is designed for those who want 
valuable and limited 21K gold pieces 

embellished with precious stones 
such as rubies, emerald, sapphires 
and natural Bahraini pearls.  The 
collections will include a variation of 
the shabka, bangles, chokers, bracelets, 
earrings, necklaces, gubgub and rings.  

The exhibition is just in time to 
purchase the perfect luxury gifts for 
Mother’s Day, Ramadan, Girgaoon, 
and Eid. These unique sets also work 

beautifully for a bride-to-be who wants 
to maintain her traditional heritage 
whilst remaining elegantly modern.   

For the first time in the Middle East, 
Al Zain uses advanced technology 
mechanisms such a 3D printing 
combined with traditional hand 
craftsmanship to develop world-
class unique designs; pioneering the 
jewellery industry. Al Zain continues 
to embrace timeless heritage through 
contemporary designs fit for all 
generations.

— Tradearabia News Service

https://bit.ly/31f5RYr

Al Zain launches annual gold exhibition 
‘Treasures of Bahrain’

In a stunning gold exhibition, timeless pieces that depict the core of the 
Arabian heritage, gets a fillip through “Treasures of Bahrain”

The
Heritage 
collection  
is distinctive, 

taking inspiration 
from the shapes 
and patterns of 
the traditional 
Arabian and 

Bedouin 
jewellery. 

ALL THAT IS NEW
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021 is the beginning of a new 
decade, what is your vision 
for your organization and the 
overall jewellery industry in 

the region.
Since 1950, Devji has grown 

around its four foundation stones —
craftsmanship, innovation, integrity 
and empathy. Challenges can become 
an opportunity if the foundation of 
the company is strong. Our group 
will continue to build on its values 
and invest more time in building 
partnerships and technology. 

RETAIL JEWELLER WORLD (RJW): 
What so you think the industry has 
learnt from the pandemic? 
MAHESH DEVJI (MD): There 
are three very important things 
that the pandemic has taught 
us. Firstly, gold jewellery is 
still a form of investment for 
a large chunk of clients in the 
region. Secondly, it has taught 
us to value partnerships. 
Strong tie-ups between B2B 
companies did well during this 
time. Thirdly, most of us have 
realised the importance of 
investing in talent in all forms.

RJW: What products, 
according to you, have done 
well in the UAE this year in 

terms of gold,diamonds, coloured 
gemstones, platinum or other 
components? Have there been any 
specific trends? 
MD: All forms of jewellery have done 
well. Gold did the best. Designer jewellery 
crafted in diamonds and precious stones 
and gems also have done well. 

RJW: How do you see the post 
pandemic and current scenario in 
retail? 
MD: The retail world will pick up 
slowly but surely, once stability returns. 
This, I feel, will take some time. 
However, businesses will need to build 
models keeping the pandemic in mind 

for some time. 

RJW: How has digital media 
and technology helped? What 
other improvements would 
you like to see?
MD: The digital media has 
proved to be a great asset, and 
in certain ways, a boon for 
the industry when it comes 
to promoting products and 
services. I feel entrepreneurs 
will need to spend more time 
understanding this so that they 
can use them effectively in 
their future models. 

https://bit.ly/3fd2Fo9

Craftsmanship, innovation, integrity 
and empathy: DevjiAurum’s business 

cornerstones work wonders to 
keep the flag flying high

Mahesh Devji, managing director of DevjiAurum in Bahrain, speaks to  
The Retail Jeweller World about the learning curves during the pandemic,  
and the growth measures his brand has taken to keep the roots spreading

The retail
world will pick up 

slowly but surely, once 
stability returns. This, 
I feel, will take some 

time. 

ALL THAT IS NEW
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RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery? 
TAMARA AL SHAMARI (TAS): As 
a little girl, I would always watch my 
mother dress up and wear jewellery. 
It always stunned me how she would 
instantly transform after wearing a 
piece.  Her eyes would light up and 
I could see the beauty unfold. My 

mother had a unique taste 
in jewellery herself. She 

had the curious talent 
of designing pieces, 

that her personal 
jeweller would 

bring to life. It did involve a lot of back 
and forth, a million teaks and fixes. 
I was probably 8 years old when she 
came back home with a wax ring one 
day. I was intrigued by this special kind 
of metal which was purple. She told 
me that it was a mould, a sample based 
on which the actual jewellery will be 
carved. I guess it was on that day that 
I fell in love with the art and decided 
to be a jewellery designer like her. I 
wanted to create pieces that spoke to 
consumers on a personal level. 

RJW: How would you describe your 
collections?

TAS: Every designer has their own special 
signature. I believe mydesigns reflect my 
personality —wild, colourful, yet feminine 
and soft. They are unique pieces filled 
with curves and brilliance that uplift the 
confidence of any lady that wears them. 

RJW: What kind of designs do you 
think do well? 
TAS: Nowadays,everything is 
becoming very practical. So, I believe 
practical jewellery is the best option for 
us. Colourful jewellery is also gorgeous 
for daily wear. People prefer layers now 
—things that transform any outfit into a 
super chic one. 

RJW: What inspires your designs? 
TAS: A woman’s beauty is my ultimate 
inspiration. When I create a piece, I 
always imagine how it will look on 
a woman, how it will enhance her 
femininity and stand out on her. Nature 
is my muse. I’m a tree-hugger and 
as cliched as it me be, the colours in 
flowers, trees and birds inspire me. 

RJW: How would you describe your style? 
TAS: Bold. And eccentric at times. 
Geometric shapes and figures intrigue 
me as I grew up falling in love with the 
art deco era of jewellery, and I feel that 
reflects on my style. 

RJW: How do you think the jewellery 
industry in Africa has evolved over 
time? 
TAS: It is impressive to see how Africa 
and the Middle East have evolved 
within the jewellery business over 
time.  We always looked up to foreign 
houses of jewellery, and now the roles 
have reversed. We have huge houses 
with the most valuable and the rarest 
diamonds. Education on diamonds 
and gemstones has allowed Africa and 
the Middle East to evolve into leading 
benefactorsin the jewellery world. 

TAIIA Jewelry carves magnificence 
through wild, yet feminine touches

Tamara Al Shamari of TAIIA Jewelry keeps her childhood memories close  
when she designs her pieces. For her, every piece has its own identity and beauty. 

The Retail Jeweller World talks to the designer…

A woman’s beauty 
is my ultimate 

inspiration. When 
I create a piece, I 
always imagine 
how it will look 

on a woman, how 
it will enhance 
her femininity 

and stand out on 
her. Nature is my 
muse. I’m a tree-

hugger and as 
cliched as it me 

be, the colours in 
flowers, trees and 
birds inspire me. 
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RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery?
AMAL AL MAJED (AAM): While I was 
pursuing a bachelor’s degree in computer 
engineering at the university, my last year 
saw me sketching some jewellery pieces 
in my free time. This passion slowly went 
up with time and I started going to jewelry 
shops to discover more about gemstones. 
After graduation, I decided to do a 
professional course on jewellerydesigning 
and joined GIA in 2013.

RJW: How would you describe your 
collections?
AAM: I would say elegant, colorful and 
catchy.

RJW: What kind of designs do you 
think do well?
AAM: People are looking for daily-wear 

pieces now — things they can wear on a 
daily basis.

RJW: What inspires your designs?
AAM: Mother nature, flowers and 
Arabic motifs find prominence in 
my work.

RJW: How would you 
describe your style?
AAM: My style is modern 

and trendy. But I also have a soft spot 
for tradition, so I think modern motifs 
in traditional ethos sits well with me.

RJW: Do you have any favourite metal 
or gemstone you like experimenting 
with?
AAM: If you notice my designs, you 
will find that I really love to work 
with the Mother of Pearl. As I am 
from Bahrain, which is an island,I pay 
tribute to the sea with my designs using 
the Mother of Pearl.
RJW: Talk to us about some of your 
most memorable collections.

AAM: My “Toleen”collection is one 
of the best that I worked on. My 
customers love it because of the fresh 
colors I used.

RJW: What are your 
feelings about 

sustainable jewellery 
designing? How do 
you incorporate 
that in your work?
AAM: The most 

important thing, 
for me, is to keep 

spreading knowledge 
about taking care of your 

pieces. Most people don’t know 
how to care for their jewellery, especially 
precious gems like natural pearls. We 
teach our customers how to maintain 
the beauty of their jewellery. If a piece 
sparkles as good as new, there won’t be 
any need to take it back or dispose of it 
for something new. That is sustainable. 
Also, I have professional products for 
cleaning and organizing jewellery.

RJW: Where do you think retailers 
and manufacturers need to improve 
when it comes to the jewellery 
industry in Africa?
AAM: I think manufacturers need 
to invest more on talented jewelry 
designers. The market today has a lot of 
similarities in designs. The need of the 
hour is uniqueness. Different designs 
will make the market more competitive 
and give a retailer the edge. It will also 
help hone young designers.

RJW: What is your advice to budding 
designers?
AAM: The most important thing is 
to design from your heart and find 
a story behind each piece. This will 
make people feel the passion in each 
precious jewel they have.

https://bit.ly/3d085jO

A generous tribute to the sea:
Amal Jewellery aims to be the 

Poseidon in Bahrain 
With her favourite design element being the Mother of Pearl, 

Amal Al Majed makes nature her muse. The Retail Jeweller World  
discovers her passion as a designer

The need of 
the hour is 
uniqueness. 

Different designs 
will make the 
market more 

competitive and 
give a retailer the 
edge. It will also 
help hone young 

designers.

DESIGNER OF BAHRAIN
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RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery?
VINITA MICHAEL (VM): As far as 
memory takes me back, I was always 
creatively inclined. My fascination 
with jewellery began at a very 
young age, since I started training in 
Bharatnatyam, a classical dance form 
in India. A Bharatnatyam dancer wears 
nine pieces of jewellery during her act, 
and each contributes to a vital element 
in her costume. 

However, it was much later 
that I started considering a career 
in designing and applied for a 
Bachelors’ degree in Design (B. Des) 
in 2004 at the National Institute of 
Fashion Technology in India. I had a 
specialization in jewellery and precious 
products. I later pursued gemmology 
from GIA in USA. 

RJW: What kind of designs do you 

think do well? What inspires yours?
VM: The market today is ripe for 
all kinds of designs and techniques. 
However, in the last year, I have 
seen a stronger inclination towards 
personalized and multi-wear pieces. 
Overall, I feel that jewellery or brands 
that can establish a connection with 
their consumers do well — be it in terms 
of the product inspiration or brand 
story.  I am a very visual person and 
most of my work is inspired by 
my travels and artwork that I 

have been fortunate to see.  

RJW: How would you describe your 
style?  What is your design language?
VM: If I had to describe my style in 
one phrase, it would be “elegant-chic”. 
I aim to create pieces that are unique 
and celebrate the wearer. These are 
not shy or minimal, and at the same 
time, I try to ensure that they are not 
overpowering either. 
RJW: Do you have any favourite metal 

or gemstone you like experimenting 
with?
VM: At the risk of sounding cliched, 
diamonds can truly be a girl’s best 
friend. I love their sparkle and elegant 
brilliance. My appreciation for 
diamonds grew tenfold once I took 
up gemmology for higher studies. It 
is interesting how each diamond is 
unique in its colour, clarity, cut and 

carat weight. Not to forget the 
extreme physical conditions 

a piece of charcoal goes 
through to turn into a 
diamond — it is truly a 
marvel of nature. 

On the other end of 
the spectrum, I have 

a deep-rooted respect 
for Swarovski. The crystals 

are my choice of stones for my 
sterling silver line. I like how the 
crystal facets interact with light. They 
have a very refined bling. The brand’s 
innovative approach in cuts and shapes 
is very inspiring from a creative and 
technical perspective. 

RJW: Talk to us about some of your 
most memorable collections.  What 
is your personal favourite till date? 
VM: There are so many. “Impressions 
of a Geisha” is where we visualized 
crystal skulls as Geisha faces, “Flora 
Fantastica” was inspired by classic 
floral forms but was innovative in its 
mechanisms and wearability, where 
we introduced multi- finger rings 
and detachable ear-cuffs that were 
elegant and modern. And how can I 
forget the “Flights of Fantasy” falcon 
clutch! It inspired me to challenge 
myself in terms of the mechanisms 
and design ideation. I’m so pleased 
with the result and so thankful to 
everyone who supported me during 
the conceptualization and execution of 
the piece. 

‘The Middle East will evolve into more
than a trading centre and become a

strong product creation zone’
A staunch love for designing that erupted from an Indian classical dance, took 
Vinita Michael’s brand to the pinnacle where it stands today. She speaks to  
The Retail Jeweller World about the coming era and her expectations from it

Consumers today 
don’t just invest 
in the product. 

They invest 
in the story, 
the vision, 
the makers.

DESIGNER OF MIDDLE EAST
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RJW: What are your feelings about 
sustainable jewellery designing? How 
do you incorporate that in your work?
VM: Sustainable jewellery is 
produced in a way that contributes 
to achieving the economic, social, 
and environmental sustainability 
of the localities where the product’s 
materials were sourced, mined and 
processed from. Its where the product 
itself was manufactured in. We aim 
to work only with responsibly 
sourced materials and have fair and 
sustainable operation practices. A 
few examples would be ethical and 
conscious design development.  
Our sterling silver line is set with 
Swarovski crystals, which are 
produced using advanced crystal 
lead-free formula. We use upcycled 
metals and stones for sample 
developments. About 70% of our 
bulk production is made on order, 
which further ensures resources 
are allocated optimally. 

RJW: Where do you think 
retailers and manufacturers need 
to improve when it comes to the 
jewellery industry in the UAE?
VM: I do see a major growth 
opportunity in design and product 
development. We have such a strong 
jewellery consumer market in the 
Middle East, which is very open 
and eager to see new, original and 
innovative pieces. But in contrast to 
that, there is not a lot of variety in 
designs or a manufacturing support 
available locally. 

RJW: 2021 is the beginning of a 
new decade, what is your vision for 
your organization and the overall 
jewellery industry of the region?  
VM: The next decade will focus on 
internationalization of the brand. We 
will look at strengthening our retail 
presence in the Middle East and try to 
enter the US markets. 

As for the Middle East jewellery 
Industry, I think we will evolve into 
more than a trading centre and become 
a strong product creation zone. With 
efforts already underway focusing on 
design and manufacturing, I see exciting 
times ahead for aspiring designers. 

RJW: What have been the learnings 
from the pandemic for our industry?
VM: The pandemic offered a great 

opportunity for reflecting, learning and 
restructuring where needed — both for 
personal and professional skills, as well 
as applied business practices. 

As a creative community, many 
designers got together to work and I’m 
expecting amazing collaborations to 
reveal themselves in the coming months. 

RJW: What products, according to 
you, have done well in the UAE this 

year in terms of gold, diamonds, 
coloured gemstones, platinum or 
anything else. Are there any specific 
trends? 
VM: From what I have experienced, 
jewellery for gifting was still 
very popular in 2020, especially 
personalized pieces with charms, 
engravings, etc.  The price range of AED 
500 to AED 2000 is doing well in silver 
and gold. Besides, the bespoke hi-end 

luxury fine jewellery also did well. 
Mid-range jewellery did not see 
much momentum. 

RJW: How do you see the post-
pandemic and current scenario 
in retail?
VM: People are more conscious 
about how and what they shop 
for. E-commerce in jewellery has 
picked up greatly last year and will 
continue to be one of the preferred 
ways to shop. Also, consumers 
today want to invest in pieces that 
matter, pieces that are unique and 
can be worn and enjoyed time and 
time again. Multi-wear and kinetic 
jewellery will be popular. 

RJW: How has digital media and 
technology helped in the jewellery 
business and what would you like to 
see more?
VM: Social media has played a pivotal 
role in helping renowned brands 
establish a personal connection with 
their client base, as well as emerging 
brands to create a unique identity 
when they have utilized these digital 
channels efficiently. Consumers 
today don’t just invest in the product. 
They invest in the story, the vision, 
the makers. They want to know why 
you are doing what you do, and an 
effective digital strategy can help you 
communicate these to your client base 
in a creative and cohesive manner.  
Additionally, having an e-commerce 
retail channel has now become a 
necessity for all retailers. 

RJW: What is your advice for 
budding designers?
VM: Do not underestimate the 
importance of quality design education 
and work experience. Discipline, 
originality, patience and perseverance 
are the building blocks of any 
successful creative venture.  

https://bit.ly/3fa5Qx3
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pieces that are 

unique and 
celebrate the 

wearer. These 
are not shy 
or minimal, 
and at the 
same time, 
I try to ensure 

that they are not 
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RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery?
LOTANNA AMINA OKPUKPARA 
(LAO): I’ve always been passionate 
about nature and all things rocks and 
green. I was so fascinated by them that 
I began collecting “odd looking” rocks 
from the age of 7, so it comes as no 
surprise that I love coloured gemstones. 

I also started making “accessories” with 
leaves and materials I could find around 
at this age. The designer has always been 
there—a nascent talent that I developed 
along the way

RJW: How would you describe your 
collections?

LAO: Each of my collections have 
a story behind them, and they are 
deeply influenced by African 
cultures and traditions.They 
are steeped in history and 
incorporate specially 
sourced gemstones and 
diamonds. 

RJW: What kind of designs do you 
think do well?
LAO: Working with coloured stones is 
always exciting. I have always loved to 
play with combinations and colours.

RJW: What inspires your designs?
LAO: Culture is very important to 
our brand. Our designs incorporate 
Nsibidisymbols — an ancient 
system of symbols indigenous to 
the south-eastern parts of Nigeria, 
Ife scarification is used as a form of 
beautification. We blend in shapes and 
textures that imbibe the Nigerian and 
African culture. Designs, for me, gives 

a precious piece its distinctive identity, 
which stands out and illustrates 

the influence from where it 
originated.

RJW: How would 
you describe your 
style?  What is your 
design language?

LAO: We 
combinedifferent 

styles to carve out one-
of-a-kind pieces that are 

unique, and tell a story through 
its inspiration, the materials and the 
process used to create them. 

RJW: How do you think the jewellery 
industry in Africa has evolved with 
time?
LAO: The African jewellery sector 
has grown and is on an upward trend. 
More people are getting involved in 
the downstream sector and there have 
been many events that encouraged 
people to look inwards. 

RJW: Do you have any favourite metal or 
gemstone you like experimenting with?
LAO: I love working with gold, mainly 
because I grew up in a place where it 
was very much a part of our tradition 
and daily life. 

RJW: Talk to us about some of 
your most memorable collections.  
What is your personal favourite 
till date?  
LAO: All my collections are very close 
to my heart as they are all influenced 
by our traditions and heritage. I will 
highlight the “Olaedo” collection and 
“Ife” collection though, because they 
are the most recent and incorporate 

A riot of colours in natural flavours:
Amina’s designs whisper the songs of Africa

Lotanna Amina Okpukpara, who simply likes to be called Amina, has been 
storming her way into the gem and jewellery sector. Armed with her company, 
Mina Stones, which was formed in Abuja, the capital of Nigeria, in 2015, she is 

creating undaunting ripples in the global jewellery arena. Bringing the essence 
of Africa and Nigeria, particularly, in her organic designs, Amina is a powerhouse 

when it comes to playing around with colours and stones. She spoke to
The Retail Jeweller World about her inspirations and designs.

Our designs 
incorporate 

Nsibidi symbols 
— an ancient 

system of symbols 
indigenous to 

the south-eastern 
parts of Nigeria, 

Ife scarification is 
used as a form of 
beautification.
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D
ubai, UAE; 14 March 2021: The 
Dubai Multi Commodity Centre 
(DMCC) and the Executive Office 
of the Anti-Money Laundering 

and Countering the Financing of 
Terrorism (AML/CFT) will continue 
to work with industry stakeholders 
to tighten and improve regulation for 
hand carry gold by air, according to a 
summary from Thursday’s, DMCC-led 
industry roundtable, which included 
the participation of more than 
fifty government and private 
sector stakeholders.

In a discussion which lasted 
just over two hours, leaders 
from the aviation, security, 
commodities, mining, logistics 
and jewellery industries, as well as 
government and law enforcement 
officials provided their valuable 
feedback on the challenges 
presented by hand-carry gold 
and possible solutions that would 
help to raise industry standards on a 
global scale.

Speaking on behalf of DMCC, 
Executive Chairman and Chief 
Executive Officer, Ahmed Bin Sulayem 
commented, “We cannot wait for the 
major centres to solve these issues. 
It’s a global issue in which we are all 
involved, so we have to take these 
matters seriously and understand 
that the task ahead is not impossible. 

Let it be known that any resistance 
to positive industry reforms will not 
come from Dubai or the UAE and that 
any encountered will be flagged and 
investigated.”

After illustrating the aviation 
industry’s worldwide ban on hand-
carry bottled water, Mr Bin Sulayem 
acknowledged that while a solution 
may not come immediately that 
reforms would be possible through the 

close collaboration of those who seek a 
higher standard of trading diligence.

While the initial proposal had 
suggested a complete ban on hand-
carry gold, stakeholders agreed that 
closer regulation and supervision 
would go a long way to solve the 
prevailing issues without impacting the 
UAE’s business-friendly environment 
nor excluding artisanal miners who 
might be priced out of the market.

In a statement released by The 
Executive Office, Director-General, 
Hamid Al-Zaabi stated, “DMCC’s 
roundtable not only consolidated the 
challenges that hand-carry gold poses, 
but also a wide range of solutions. As 
we continue to develop, and eventually 
implement our federal policies on 
gold, we look forward to working with 
DMCC and other industry leaders to 
provide a clear framework, which can 

eventually be extended to the 
international community.”

With a clear emphasis on 
improving transparency, 
traceability and trajectory, 
DMCC will continue to work 
with industry stakeholders in the 
same way it worked closely with 
the Organisation for Economic 
Co-operation and Development 
(OECD), even before UAE was 
an OECD member-country, in 
adopting Responsible Sourcing 

into Dubai Good Delivery.
Commenting on DMCC’s next 

steps, the Executive Chairman said, 
“We will be leading several more 
meetings which will break down the 
key messages covered in our initial 
roundtable, after which we will 
formulate a clearer structure for an 
actionable strategy moving forward.”       

https://bit.ly/39ckDU2

DMCC and executive office
(AML/CFT) support framework 

revisions for hand carry gold
With job cuts and pruned salaries slowly getting back to their original states, 

the City of Gold is waiting for travel restrictions to ease as they  
slowly make their way back to the previous prosperity
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Dubai Gold and Jewellery Group 

organises jabs for the jewellery workforce
To ensure that shopping for jewellery goes back to its previous force, 

the DGJG organized a vaccination drive for the 
cogs and wheels in the sector

INITIATIVE

T
he Dubai Gold and 
Jewellery Group, in 
association with the 
ministry of health, has come 

up with a Covid-19 vaccination 
drive for the gold and jewellery 
workforce in Dubai, which started 
from January 20.

The vaccination has been 
taking place at the Dubai World 
Trade Centerthrough some 
dedicated counters, which 
operate from 8am to 10pm. More 
counters ensure that the wait time 
is minimized, and people can get back 
to work immediately after the jab.

The initiative is expected to go on until 
the end of the month. “It will be ideal if 
you can send your employees in batches 
to receive the vaccine. We request you 
to prioritize the front-liner and counter 
sales staff and people with higher social 
exposure in the first few batches from 
your organization,” said Ashish Garg, 
board of director in Dubai Gold and 
Jewellery Group and head of business 
KGK diamond & jewellery, Middle East.

The employees coming in for 
vaccination must carry their original 
and valid Emirates ID. Passports are 
not acceptable as the vaccines will 
be given to the residents only at this 
stage. According to the Dubai Health 
Authority, pregnant women and 
breastfeeding mothers will not be given 

the vaccine. Companies who wish to 
take part in the initiative have been 
asked to send an email confirmation to 

Dubai Gold and Jewellery Group 
with details of their company 
like its name, employee’s name, 
emirates ID number and mobile 
number. Once the details are in, 
the shots are scheduled for each 
company in coordination with 
ministry of health in Dubai.

“Our coordinators contact the 
company with relevant updates 
on the vaccination procedure, 
date, timing etc,” he said.

The vaccination drive will 
further be extended to residents 

of the UAE. The nouveau drive comes 
after the havoc wreaked by coronavirus, 
which plunged all economies in the 

world into disarray. 
“DGJG feels proud to be part of 

free immunization program by UAE 
government for all residents of UAE. 
We want to ensure that jewellery 
industry is at forefront in this amazing 
initiative by government to bring an 
end to the pandemic in this part of the 
world. We want to ensure a safe and 
healthy environment for all jewellery 
shoppers coming at any retail store,” 
said Garg.

https://bit.ly/39erWdM
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RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery?
LINA MUHTADI (LM): I vividly 
remember how I felt when I received 
my first jewellery set as a graduation 
gift — a freshwater pearl necklace 
and pair of earrings. This forever 

imprinted the magic of jewelry on me. 
As for designing, I was lucky enough 
to follow in my mother’s footsteps. I 
grew up watching her finding great 
joy in creating and doing things by 
hand. When I got married and moved 
to Saudi Arabia, the professional 

opportunities for women were very 
limited, so I decided to market what my 
mom was creating. Soon, I fell in love 
with designing and I started creating 
my own designs.

RJW: How would you describe your 
collections? 
LM: Each collection begins with 
a specific inspiration, or story that 
resonates with me and is often 
a very intuitive. I’ll notice an 

arch of an ancient door, or a unique 
shape of a Keshi pearl might spark a 
memory — then I’ll design a whole 
collection following and feeling the 
story. Ultimately however, with every 
collection, I aim to create timelessly 
elegant jewellery that brings a sense of 
artistry and joy to the wearer’s life.

RJW: What kind of designs do you 
think do well? 
LM: From my experience, designs that 
have a story or a sense of identity do 

very well. The market is saturated with 
so many designs, and people will be 
attracted to the ones that resonate with 
them genuinely.

RJW: What inspires your designs?
LM: I’m inspired by so much of my 
surroundings — architecture, textiles, 
nature, memories, and frequently the 

pearls and gems themselves. They 
are so majestic and take on 

so many different forms 
and colours that alone 

can be enough to take 
me to the drawing 
board.

RJW: How would you 
describe your style?

LM: Timeless, uniquely 
elegant and wearable 

jewellery for all occasions.

RJW: How do you think the local 
jewelry industry has evolved with 
time?
LM: I see a very clear shift to more 
wearable jewellery. The elaborate 
and extravagant sets of the past are 
only worn on special occasions, so 
more practical jewelry is in demand. 
Another shift has been in women 
buying jewellery for themselves. More 
women are working and are financially 
independent, so they buy what brings 
them joy.

RJW: Do you have any favorite metal 
or gemstone you like experimenting 
with?
LM: I have an affinity towards yellow 
gold and pearls. I particularly like the 
brushed or matte finish and tend to 
use it in my designs. I also appreciate 
the uniqueness of some gems and 
am attracted to organic shapes. Some 
phenomenal gems like opals are a 
pleasure to work with.

Lina Muhtadi Jewellery creates stories, 
weaves ethos through unique designs

Lina Muhtadi finds great joy in creating and doing things by hand
and has carved her career from a time when professional  

opportunities for women were limited

With every 
collection, I 
aim to create 

timelessly elegant 
jewellery that 

brings a sense of 
artistry and joy 
to the wearer’s 

life. The market 
is saturated with 
so many designs, 
and people will 

be attracted to the 
ones that resonate 

with them 
genuinely.
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RETAIL JEWELLER WORLD (RJW): 
Tell us a bit about the legacy of the 
Jahan family. How has that inspired 
you?
NOUR (N): An 
eighthgenerationjeweller, I am also 
the first woman to take up the Jahan 
mantle. Myfamily has a history of over 
170 years, being jewellers to no less 
than 35 kings.
Each generation brings something 
new to the family business and I feel 
that it is my duty to continue. Being 
born into the world of jewellery and 
craft, I have always loved it. I grew up 
seeing my family’s devotion to creating 
such magnificent pieces, and instantly 
knew that this was something that I 

wanted to be a part of, which is why 
I am followingin theirfootstepsand 
creatingmy line, Nour by Jahan.

RJW: Tell us how the journey has 
been so far? How is it different from 
the first generation?
N: Nour, translated from the Persian and 
Arabic, means “the divine light”. I see 
the art of creating jewellery as my way 
of sharing my inner light with 
the world. When you wear 

Nour By Jahan pieces, you are meant 
to feel special. I want my jewellery 
to reveal your unique radiance.Just 
like every woman, every diamond or 
gemstone has a magical inner light. 
With a confident hand and the finest of 
expertise, every cut and polish brings 
forth the gemstone’s inner beauty 
and accentuates its unique radiance 
throughout my designs.
I always try to keepmy designs unique 
and contemporary. Each of my jewels 
needs to be special, something out of 

this world.I use smaller stones than 
what Jahan Genève is famous for, so 
that my clients can wear jewels daily 
but still have something special and 
impressive. I also do some high-end 
pieces for special events. But I set 
myself apart from Jahan Genève by 
engaging with a younger audience.

RJW: Talk to us about the kind of 
pieces you make? How do you 

put the Jahan signature 
on it?
N: All ‘Nour’pieces 
showcase the 
highestqualitydiamonds 
and precious natural 
gemstones,such as 
sapphires, rubies and 

emeralds,beautifully set on 
custom-made white, pink or 

yellow gold. Whatdifferentiates‘Nour 
by Jahan’isthe combination of a unique 
accumulation of knowledge, jewellery 
making skills, and my passion for 
jewellery. I am truly blessed to have this 
dynasty and heritage behind me. Jahan’s 
reputation gives me a huge advantage. 
Each piece is made to the very highest 
standards. For me, it is really important 
that each design has a special meaning, a 
story to tell, and I want each jewel to be 
the wearer’s favourite.
I only choose gems from the best 
mines around the world. I am lucky 
enough to be able to source these from 
Jahan’s private stock of diamonds and 
gemstones. I handpick each stone 
myself, so that it is exactly the right size 
and colour. I particularly like using blue, 
pink and purple sapphires as well as 
diamonds. My next designs will feature 
emeralds, which I believe brings a 
positive energy as a symbol of hope.

RJW: What kind of designs do you 
think have done well in the UAE 
region this year, in terms of gold, 
diamonds, coloured gemstones, 
platinum or any other trend?

To light and legacy : Nour by Jahan is a 
dream in the choicest diamonds

Nour By Jahan, created by Nour, an eighth generation jeweller from the 
towering Jahan dynasty, creates her pieces inspired by nature. The Retail  

Jeweller World talks to her about her designs and journey so far.

I grew up seeing 
my family’s 
devotion to 

creating such 
magnificent 

pieces, 
and instantly 
knew that this 
was something 
that I wanted 
to be a part of, 
which is why I 
am following in 

their footsteps and 
creating my line.
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N: My ‘Dancing Diamonds’ and ‘Play’ 
are bestsellers in the UAE, due to the 
fascinating design of movingdiamonds.
Indeed, movement is a key element in 
my designs.
For ‘Dancing Diamonds’, my 
inspiration comes from the sun’s 
energy as it lights up the sky and 
illuminating everything it touches.
The innovative and intricate 
design is delivered by superior 
Swiss craftsmanship and technical 
excellence. Each diamond dances 
playfully along its own band of pure 
gold. The movement of the diamonds 
as they flow from side to side creates 
a dazzling effect against a warm 
backdrop of the gold.
Likewise, the Play collection is also 
full of movement with baguette-cut 
diamonds elegantly capturing a playful 
spirit. As they fluidly glide along, each 
centre-piece diamond is suspended 
in an innovative and unique invisible 
setting, allowing the stones to move, 
play and catch the light as you wear 
the piece.All my collectionssharea 
common message: the light.

RJW: When it comes to jewellery, 
what are your thoughts on evolving 
design languages?
N: I admire the progress and 
evolvingtechnologicalskillsthatour 
world has to offer. 
I’mimpressedwiththe design softwares 
thatwe have access to. However, I 
personallyalways start any design by 
drawingthem. I design every piece and 
personally check on every step of the 
creation.
As for inspiration, I find it every day in 
the beauty of the world surrounding 
us, as my jewels capture the essence of 
a moment.When passion is combined 
with precision and perseverance, 
the creation of each statement piece 
becomes the ultimate art of sculpture. 
My aim is to create perfection.

RJW: How would you describe your 
style?  Describe a typical day at work.
N: My styleiscontemporary 
andelegant.I wake up with the passion 
to create new designs and when I start 
a sketch thatcaptivates me, I don’t stop 
untilitreachesthe final version.

RJW: How do you think the jewellery 
industry in the Middle East has 
evolved with time? How has the 

digital boom affected your industry 
and what have you learnt during the 
pandemic?
N: The jewellery industry has 
significantlyevolvedwith time and 
specificallyduring the pandemic, 
whichpushed brands to createvirtual 
showrooms. It is impressive to 
seethat clients are purchasing high-
end jewellery online and through 
WhatsApp orders. Anotheradvantage 
of digital and social media isthatit 
enables brands to reach out to a global 
audience. Nour by Jahan’s online shop 

waslaunchedduring the pandemic. 
The platform isgreat, giving clients the 
possibility to purchase in one click.

RJW: What has your target audience 
been? How do they respond and 
connect to your work?
N: Nour by Jahanisdirected to 
everywoman of anyage, country, colour 
or ethnicity.
Just like every woman, every diamond 
and gemstone has a magical inner light.
Mydreamisthatmyjewellery reveals 
your unique radiance and encourages 
you to step into your own spotlight.

RJW: Do you have any favourite metal or 
gemstone you like experimenting with?
N: Myfavouritegemstoneisdiamonds. As 
theysay, diamonds are a girl’s best friend.

RJW: The jewellery industry is 
going strong despite the pandemic 
challenges. What do you think is the 
reason behind that?
N: As long as thereare 
women, thereisjewellery.The 
jewelleryindustryistimeless and 
willnever go out of fashion.

RJW: What are your plans for Noor 
in the next ten years? Any advice for 
budding designers?
N: I plan to expand the brand to a 
wider audience, by beingpresent in 
differentretail stores,throughdifferent 
online portals.I have many new 
collections coming, and I cannotwait to 
sharethemwith the world.

https://bit.ly/3lR7d55

With a confident 
hand and the 

finest of expertise, 
every cut and 

polish brings forth 
the gemstone’s 

inner beauty and 
accentuates its 

unique radiance 
throughout my 

designs.

23retailjewellerworld.com

https://bit.ly/3lR7d55
http://www.retailjewellerworld.com


24

RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery?
LULWA ALWAZZAN (LA): I was very 

young, about 16, when I realised that I 
love designing jewellery. I also decided 
then that I want to carve a career in the 
jewellery industry.

RJW: What inspired you to launch 
your brand and how did you find the 
journey so far?
LA: Whenever one launches a brand, 
the first step we all need to take is to 
build it. It involves a lot of challenges, 
lot of ups and downs. But at the 
end of it all, you take away so many 

experiences that stay with you for 
a lifetime, the challenging ups and 
downs, and meeting lovely people.

RJW: How would you describe your 
collections?
LA: My designs are a part of me. 
I think that is the only way 

I would describe them. They speak 
about me as a person.

RJW: What kind of designs do you 
think have done well in the UAE 
region this year, in terms of gold, 
diamonds, coloured gemstones, 
platinum or any other trend?
LA: The first thing that I would want 
to say is that I am a Kuwaiti designer 
working in this region and abroad. 
I manufacture and create. But I also 
think that anything will do well as long 

as one us aware of their targets. For me, 
diamonds are always the best to work 
with.

RJW: What inspires your designs?
LA: I get my inspirations from 

anywhere and everywhere, 
including my customers’ 

collaborative ideas. 

RJW: How would you 
describe your style?  
What is your design 

language and how do 
you go about it?

LA: I don’t think the 
word “style” applies to fine 

jewellery. It is a language that 
talks about the quality and more about 
the persona of the one wearing it 

RJW: How do you think the jewellery 
industry in the Middle East has 
evolved with time? How has the 
digital boom affected your industry 
and what have you learnt during the 
pandemic?
LA: The industry is changing 
dramatically since the old days. It 
is now easier to get access to young 
jewellers. The digital boom has made 
great strides in our industry, evolving in 
such a way that all needs can be found 
in one place. The pandemic has shifted 
our traditional plans and focus online. 

RJW: What has your target audience 
been? How do they respond and 
connect to your work?
LA: I don’t have a target age group 
or audience as such. Anyone who 
responds, knows and understands the 
beauty of my pieces is my audience.

RJW: Do you have any favourite metal or 
gemstone you like experimenting with?

Simple yet fraught with tender memories 
of joy: Presenting Lulwa Fine Jewelry’s 

minimalist beauties
Lulwa AlWazzan, the founder of Lulwa Fine Jewelry in Kuwait is like a quiet 
and dedicated elf, working her heart away at beautiful jewellery that tugs at 

people’s hearts. Why? The Retail Jeweller World discovers her passion to keep the 
importance of life experiences above all in her designs

I don’t think 
the word “style” 
applies to fine 

jewellery. It is a 
language that 
talks about the 

quality and 
more about the 
persona of the 
one wearing it 

DESIGNER OF KUWAIT
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LA: Not really.Every kind of stone 
catches my fancy and engrosses me. 
Yet, I would say it is emeralds, pearls, 
yellow and pink diamonds that are the 
closest to my heart

RJW: Talk to us about some of your 
most memorable collections.  What is 
your personal favourite till date?
LA: The collection I love the most is the 
Rowana collection, as it brings to my mind 
beautiful memories and good friends.  

RJW: Where do you want to see your 
boutique a decade from now?
LA: Let’s keep the future to where it 
belongs, we will all know when the 
time comes. 

RJW: What are your feelings about 
sustainable jewellery designing?

hand-patterned markings on 18 karat 
gold. They also use uniquely sourced 
coloured gemstones and diamonds. 

RJW: What are your feelings about 
sustainable jewellery designing? How 
do you incorporate that in your work?
LAO: Mina Stones stands for 
sustainability and it is not just 
something we incorporate, but who we 
are. Being a pioneer in advocating for 

the mines to the market when it comes 
to fair trade and transparency, we are 
very much involved in helping bring 
value to communities from where these 
precious resources are sourced.  

RJW: Where do you think retailers 
and manufacturers need to improve 
when it comes to the jewellery 
industry in Africa?
LAO: There are so many areas, but 
I will highlight accountability and 

more collaborations towards a better 
industry for all. 

RJW: What is your advice for 
budding designers?
LAO: This is an amazing industry to 
be a part of. You can continue to work 
hard and perhaps find a mentor to 
guide them. Thereafter, it is a beautiful 
sector to be a part of. Be creative and 
chase your dreams. 

https://bit.ly/39e2EN6

A riot of colours in natural flavours:
Amina’s designs whisper the songs of Africa

LA: Keeping jewellery simple ensures 
that it is sustainable too. It involves less 
wastage and lower costs. 

RJW: Where do you think retailers 
and manufacturers need to improve 
when it comes to the jewellery 
industry in the Middle East?
LA: Generally speaking, I think it 
depends on the country and the region 
where the jeweller is based in. Each 
area has its own problems and jewellers 
need to navigate accordingly. We can’t 
generalise at this point.  

RJW: What is your advice for 
budding designers?
LA: Follow your passion and be patient 
in reaching your goals.Nothing is easy, 
yet nothing is impossible. 

https://bit.ly/3rkDMcN

SUBSCRIBE
Newsletter via email or whatsapp

logon to

retailjewellerworld.com
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RETAIL JEWELLER WORLD (RJW): 
When did you discover your love for 
jewellery?
AMIRA KARAOULI (AK): I was a very 
young girl, and jewellery was something 
that I had always seen my family treasure. 
The timeless pieces that my mother and 
grandmother owned were always in my 
mind when it came to my love for bling. 
It made me curious and helped me 
develop a passion that I slowly converted 
to a profession.

RJW: What kind of designs do you 
think do well? What inspires yours?

AK: I have always seen women getting 
drawn to bracelets and earrings. I think 
it is the minimalist charm of modernist 
jewellery — just one unique piece to 
light up an outfit — that attracts them to 
these pieces. They do well and are mostly 
affordable. They also make for 
ideal gifts.

If we talk about inspiration, it is not just 
one thing or a person that gets me raring 
to go. I am an amalgamation of different 
cultures of countries I have lived in — 
Tunisia, Romania and France. Places that 
I have visited for their architecture, like 
Dubai and Beirut, have also contributed 
to my design aesthetics. Anything 
culturally beautiful inspires me.

RJW: How would you describe your 
style?  What is your design language?
AK: When you look at most of my pieces, 

you will find that they are inspired by the 
oriental style, touched here and there 
with the European ethos. It’s always a 
mix between different cultures.

RJW: How do you think the 
jewelry industry in Africa 

has evolved with time?
AK: Africa is 

traditionally rooted. 
But a very positive 
change that I have 
noticed over the past 

few years is a shift 
in trend. From only 

traditional and classic 
jewellery, people are slowly 

moving towards modern and 
sustainable pieces

RJW: Do you have any favourite metal 
or gemstone you like experimenting 
with?
AK: All my pieces are handmade in 
18k gold. For gemstones, I take my pick 
between diamonds and malachite. 
I think they contribute a lot to the 
aesthetics of a piece and make for 
modernist designs that echo of the 
traditional.

RJW: Talk to us about some of your 
most memorable collections.  What is 
your personal favourite till date?  
AK: I love all my designs, but the one 
that really jumps out at me is my Warrior 
Princess collection. The bangles remind 
me of the strength and perseverance that 
women in our region show. It is special 
to me because a part of the sales is given 
away for the welfare of women in need.

RJW: What are your feelings about 
sustainable jewellery designing? How 
do you incorporate that in your work?
AK: I think it’s very important to take 

Amira Karaouli Jewelry is a winning  
recipe of the oriental touched 

with European ethos
Amira Karaouli, who conceived and implemented her own design line,  

did so with a wish in her heart — to enrich the lives of impoverished  
women in her homeland, Tunisia. The Retail Jeweller World  

talks to her about her design language

I am an 
amalgamation of 
different cultures 

of countries I 
have lived in — 

Tunisia, Romania 
and France. 

Places that I have 
visited for their 

architecture, 
like Dubai and 

Beirut, have also 
contributed to my 

design.
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sustainability into account when 
designingjewellery. For my part, I ensure 
that all the gold we use in our designs are 
recycled.

RJW: Where do you think retailers and 
manufacturers need to improve when 
it comes to the jewellery industry in the 
UAE?
AK: UAE makes amazing jewellery. In 
certain ways, they are stalwarts. The 
finishing of their products is mind-
blowing, and I feel there is a lot to 
learn from that. But, when it comes to 
techniques, I think countries like Italy 
and USA are way ahead. It would be 
really nice to see manufacturers in the 
UAE adopting modern techniques to 
make jewellery.

RJW: 2021 is the beginning of a new 
decade, what is your vision for your 
organization and the overall jewellery 
industry of the region?  
AK: The jewellery industry has 
traditionally been a very old-school. 
We have always had people wanting 
to experience the feel of the jewellery 
and then proceed to buy them. With 
the pandemic, the physical sales had 
to be limited, and I think the online 
shift that took place is the future. New 
technology is coming up every day to 
ensure that online sales are at their best. 
We now have improved software and 
photography trends to boost sales. We 
all need to work with and consult online 
sales specialists in order to optimize 
sales.

RJW: What have been the learnings 
from the pandemic for our jewellery 
industry?
AK: A lot of jewellers have been affected 
by the pandemic. It has shut down a lot of 
businesses and also forced us to reinvent 
your working methods. The prominence 
of digital showrooms is now real. A lot of 
new brands ad to bear the brunt because 
they had to stop even before finding 
a footing in the industry. Change is 
inevitable and we all need to adapt to stay 
relevant.

RJW: What products according to you 
have done well in the UAE/ region this 
year in terms of gold,diamonds, colour 
gemstones, platinum, anything else? 
Are there are any specific trends? 

AK: I can speak for myself when I 
say that the demand for 18k yellow, 
white and rose gold has been brilliant. 
Gemstones like malachite, lapis, Mother 
of Pearls and diamonds have always rules 
the market since they are timeless.

RJW: How do you see the post 
pandemic and current scenario in 
retail?
AK: The future is digital. People will 
slowly get more comfortable with 
shopping online for jewellery. Online 
sales will drive a lot of revenue and 

there is no coming back from this, even 
if the pandemic dissipates in the future. 
This is being called the new normal for a 
reason.

RJW: How has digital media and 
technology helped in the jewellery 
business and what would you like to 
see more?
AK: As far as I can tell, this is the 
only way to sell jewellery now, since 
physical shows and exhibitions are not 
happening anymore, and most stores 

are shut. Social media presence is 
paramount.
For sure, we have to be more creative and 
organize more digital showrooms.

RJW: What is your advice for budding 
designers? 
AK: Be different, be creative and follow 
your dreams to the end. It is not that 
difficult if you set your heart to it.

https://bit.ly/3d3LQte

I think it is the 
minimalist charm 

of modernist 
jewellery --- 

just one unique 
piece to light 
up an outfit 

--- that attracts 
women. They are 
affordable and 
make for ideal 

gifts too
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RJW: Talk to us about some of your 
most memorable collections. 
LM: One of my first successful 
collections was incorporating 
calligraphy with pearls. I worked with 
well-known calligraphers and used 
specific words with positive universal 
meanings, that also reflected my 
personal values. Another memorable 
collection was based on Islamic and 
Arabesque designs, which excited 
many. I have a nature-based collection, 
which focused on the natural and 
irregular shapes of keshi pearls. This 
was very popular with customers who 
value uniqueness because each item is 
one of a kind.

I am currently working on a 
collection inspired by embroidery. I 
have not launched it yet, but I’m very 
excited to see the response.

RJW: What are your feelings about 
sustainable jewellery designing? How 
do you incorporate that in your work?

LM: Sustainable practices are a must 
at this stage, not only because it is 
the right thing to do, but because 
customers are increasingly demanding 
it, which is a very hopeful sign. I 
work mainly with pearls and they 
are eco-friendly gems, as well as a 
renewable resource. One mollusk 
can produce multiple gems at a time, 
and it can be grafted more than once. 
I also try to source my raw materials 
from suppliers who follow the 
guidelines of sustainability. A pearl 
farmer who cares about the long-term 
health of his farming operation must 
use environmentallyresponsible 
farming practices to produce high-
quality pearls. Furthermore, it is 
our responsibility as jewellers to 
ensure that workers at all stages of the 
production are treated fairly and well.

RJW: Where do you think retailers 
and manufacturers need to improve 
when it comes to the local jewelry 
industry?

LM: There has been a reliance on 
foreign workers and designers. I 
strongly believe that local designers 
and individuals, if given the right 
training and opportunities, can truly 
transform the industry, fulfill the local 
needs, and compete on an international 
level.

RJW: What is your advice to budding 
designers?
LM: My advice for them is, from the 
very beginning of their career, they 
should think about what differentiates 
them from the sea of other brands. 
Once that is clear, they should think 
very well about who their audience is 
and to try to create designs for those 
very clearly defined customers.

My own advice, which I learnt a while 
ago: if you are selling to everyone, then you 
are selling to no one. Create collections 
with a genuine story that speaks to your 
target audience, and that value will be your 
most irreplaceable asset.

https://bit.ly/3slyhMf

Lina Muhtadi Jewellery creates stories, weaves ethos through 
unique designs

TAIIA Jewelry carves magnificence through wild, yet feminine 
touches

RJW: What is your favourite metal? 
What gemstone do you like to 
experiment with? 
TAS: My favourite metal is obviously 
gold due to its lustre. It is also 
such a luxurious metal. I am a big 
fan of turquoise because it has 
sentimental value to me. Emeralds and 
tanzanitesalso work for me, along with 
diamonds, of course. It’s hard to choose 
a favourite gemstone because each has 
its own beauty.

RJW: Talk to us about your most 
memorable collection? 
TAS: The “Fleur” collection is the closest 
to my heart because of its femininity and 
delicacy. It was inspired by flowers, as 
the name suggests. The stones used are 
ametrine, tanzanite, and rutile quartz. 
The collection was made to reflect a 
soft side of TAIIA Jewelry. I used pastel 
shades and rose gold — my favorite kind 
of the yellow metal. 

RJW: What are your feelings about 
sustainable jewellery design?How do 
you incorporate it into your pieces?
TAS: Recycling and refurbishing 
jewellery is something I do now. I 
recreate new pieces out of old ones, 
especially for customers who bring in 
dated and bulky pieces. I turn one piece 
into 2 or 3 at times. It’s super interesting 
when you create something out of an 
old design yet retain the authenticity of 
the original piece. 

Sustainable jewellery is the future. I 
would love to use recycled gold, especially 
chips that are used in computers or 
special machinery. I have been waiting to 
try this for quite some time now, but sadly, 
it’s quite difficult because this kind of 
recycling still very common. 

RJW: Where do you think retailers 
and manufacturers need to improve 
when it comes to the jewellery 
industry in Africa?
TAS: The jewellery industry in Africa 
is yet to grow in the upcoming years. 

The world has evolved into a global 
village and the internet brings everyone 
closer. The Middle East and Africa 
have empires and houses of jewellery 
that are impressive. I think they will be 
taking the lead in the jewellery industry 
in the coming years. 

I believe the industry is doing very 
well.Apart from what’s happening in 
the world, it is refreshing to see that 
consumers have not lost their love and 
desire for gold and diamonds. 

RJW: What is your advice to budding 
designers? 
TAS: Manifest, work hard, and never give 
in to that little voice that says, “What new 
aspect do you have to offer that someone 
else hasn’t?” I heard that voice for years 
in my head and decided to pursue my 
dream anyway. Every individual has a 
different imprint, each designer has their 
own specific taste and style. No piece will 
be identical. Be strong and confident that 
you will succeed, no matter what. 

https://bit.ly/3chonFQ
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N
ew York, NY.Nano 
InnovatorHoldings(NIH) today 
announced the completion 
of its prototype platform for 

end-to-end identification of rough 
to polished mined diamonds, as well 

as lab-growndiamonds, utilizing 
nanotechnology applications, cloud-
based storage solutions, smartphone 
optic systemsanda proprietarysmart-
phoneconsumer app.

NIH,founded bydiamond industry 
veteran, Bruno Scarselli, CEO, 
who hasbeen developing this new 
technology for over three years said, 

“It’s been a long road, but we finally 
have a scientific, mine to market, chain 
of custody solution that everyone in the 
diamond pipeline has been seeking.”

THE NIH SYSTEMINCLUDES:

• End-to-end scientific solution for 
traceability, tying rough stones to 
polished diamonds

• A proprietaryNano tag, placed 
under the diamond’s surfaceusing 
femtosecond laser technology, 
that does not changethediamond’s 
clarityor color, as per The 
Gemological Institute of America 

(GIA)grading standard (as reported 
on December 9, 2019)

• A uniquepatent-pending 
consumer smartphone solution 
for Android andIOS phones to 
detect and read subsurface nano 
tags. Purchasers of a diamond 
ring anywhere in the world will 
be able to discover the lifecycle of 
theirdiamond.

• A guarantee of ethically sourced 
and sustainably minedrough, 
from an acceptable United Nations 
exporting country

• An insurance friendly solution to 
verify ownership if a diamond islost 
or stolen even if thediamond isre-
polished from its original shape.

Scarselli continued, “The excitement 
for the release of the NIH platform has 
been rewarding for our company and 
fulfilling personally. NIH will be a legacy 
for three generations of our family in the 
diamond business and will provide the 
industry with an opportunity to ensure 
consumer confidence for years to come.”

https://bit.ly/31eoZps

RJW Solves Diamond Traceability
A game-changing platform comes to the fore, which is a scientific solution 

for traceability and tying rough stones to polished diamonds

It’s been a long 
road, but we 

finally have a 
scientific, mine to 
market, chain of 
custody solution 

that everyone 
in the diamond 

pipeline has been 
seeking. 

INNOVATION
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W
hen passion meets creativity, 
the possibilities are endless. 
The World Academy Of Design, 
UAE, seems to be imbibing 

this as it trains an arsenal of 
creative minds to reach its 
pinnacle, and give shape to 
wonderful creations in the 
form of jewellery. On Saturday, 
the academy presented course 
completion certificates to 25 
of its brightest designers who 
completed Level 1 and Level 2 
of the course.

Under the expert Tutelage 
of Tarun Jain, the managing 
director of Arab Design World 
at the institute, and Mahima 
Verma, the CEO and training 
head, budding designers 
completed training in the first level, 
which taught them to shape and mould 
plain metals like different kinds of gold, 
and the second, where they were honed 

in using gemstones like rubies and 
emeralds.

What may strike to an outsider as just 
another award and certificate giveaway, 
was a panoramic view into the talent that 
the Middle East nurtures in its young 

minds. These budding designers come 
from all walks of life, have navigated 
a trillion hurdles to pursue their 
passion, sailed through difficult waters 

of technology and time management 
to emerge victorious in their pursuit 
of their talent. When we talk about all 
walks of life, we mean it. While one 

of the certificate holders happens to 
be a doctor and frontline worker, who 
armed herself with the scalpel and 
stethoscopeto fight the pandemic in 
the day, and a computer in the evening 
to pursue her passion for jewellery 

designing, another is a banker, who 
juggles his passion and profession like 
an expert showman. One deals with the 
pressure of family life, with a baby in 

tow, while another is a student 
who burns the midnight oil 
and sends in her creations in 
the wee hours of the morning.

We are talking about the 
next troop of designers who 
are preparing themselves to 
take the jewellery sector by 
storm. It was their creativity 
and unbridled imagination 
that really brought their best 
foot forward. The laurels for 
Level 1 were handed to Reema 
Alosaimi, Badriah Mohsen 
Alharbi, Asma Alhamid, 
WafaaAlantali, AnoofJoharji, 

Nadiyah Al Ghamdi, SamaherAljefri, 
WafaaAlSulaim, HalaBedirij, 
ThanaaAlnusairi, RafanMaslamani, 
FatenAlamri, AreejBinqadim, Maryam 
Almaazimi, ShahaAlagil, RaedAlzouebi, 
Stephany Imakhlaf, FatemahAlbattal, 
Noura Bin Saidan, Dr Abeer Awadh, 
Basmah Saeed, Hussau Al-Abed, 
Afnan Almuqbil, EatzazAldosry, 
AlbandriAlkhamiss, ShurooqAlteneiji, 
Nour Alalawi and FatemahAlrashidi.

Among them, it was AnoofJoharji, 
Asma Alhamid, Badriah Mohsen, 
Mariam Almaazimi, Nadiyah Al Ghamdi, 
ThanaaAlnusairi and WafaaAlantali, who 
took up the heavy coursework of Level 2 
and emerged victorious.

These serious jewellery makers are 
like nimble pixies, working their way 
into the intricacies of jewellery design. 
Their dreams have taken flight to their 
destination — a future as a designer in 
the evolving sector of gem and jewellery. 
In sync with the time of joining the 
institute, the learners were divided into 
five batches — Ruby, Emerald, Tanzanite, 
Aquamarine and Sapphire. Language 
was probably their tallest hurdle, the 
medium of instruction being English 

The World Academy Of Design’s first 25 fledgling 
designers are ready to disrupt the jewellery sector

The World Academy Of Design awarded certificates to its first 25 graduates 
in jewellery designing —men and women from all walks of life who aim to 

amalgamate their passion into a sparkling profession.

LEARNING
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and most of them being from Saudi 
Arabia, UAE, Kuwait, Bahrain and the 
likes. But they persevered, and helped 
one another throughout the process, to 
emerge with flying colours at the end of 
the day.

“We have had very passionate students. 

Many of these designers have alternate 
professions —they are doctors, engineers 
and bankers who are coming into 
jewellery design. We are very glad to have 
been able to contribute to their journey. 
We promise every student that we are 
here to instruct you till the very end, and 
we will not let you go until you reach 
your goal. These certificate holders have 
created such brilliant pieces only with 
basic metals. We an only imagine what 
beauties they will cave after they complete 
all three levels of training,” said Jain.

Other dignitaries, who form the 
support base for the World Academy 
of Design, also came up with words of 
encouragement to this young troop.

“I congratulate all the designers 
and convey to them, my message of 
appreciation for what they are doing 
now, and for what they will hopefully 
accomplish in the future,” said Dr 
Gaetano Cavaliri, president of CIBJO, the 
International Confederation of Jewellery.

“I am confidentthat their 
competencies that mix creativity and 
technology will provide the with the 
right skill-set to be successful in the 
jewellery world. I am honoured to be 
part of the World Academy Of Design 
community and hope to see all these 
bright starts in one of our jewellery 
shows in Italy and in Dubai,” said Marco 
Carniello, the group brand director 
of jewellery and fashion at Italian 

Exhibition Group SPA.
“Felicitations to all thegraduates of 

the World Academy of Design. Each of 
you has done amazing work and will 
make people happy. Continue to shine 
and believe in yourselves and what you 
do. Sharing your talent and creativity 

trough your designs will bring you many 
blessings,” said Ann Ong, a creative 
designer from New York and Philippines.

The vice-chairman of the Dubai Gold 
and Jewellery Group, Chandu Siroya, 
was present at the ceremony too. “I feel 
really motivated by these designs and 
these amazing people. When people 
from different walks of life start creating 
jewellery, I can say that the future of the 

industry looks brighter,” he said.
Nezar J Mukhtar, ajewellery expert 

from Saudi Arabia, who has been a 
patron for the World AcademyOf 
Design since its inception. He is also the 
honorary ambassador of Saudi Arabia 

and the first expert from the country 
in the field of jewellery trade and 
industry, an experienced gemmologist 
and consultant. “what I have seen today 
is astonishing and brilliant to say the 
least. The Academy in putting in a 
lot of hard work. It is very important 
to acknowledge the achievement of 
our designers, but also the value of 
shedding light on the implementation 
of technology in jewellery design. It is 
an essential skill in the stream. I have no 
doubt that the potential and capability 
of the designers and they will shine in 
their future. I encourage each of them to 
complete the full course and work hard.”

Betty Gikonyo, the national patron of 
Association for Women in Extractives 
and Energy in Kenya also congratulated 
the designers and wished them luck 
for the future. In the end, Dr BBL 
Madhukar, the director-general of the 
BRICS Chamber of Commerce and 
Industries applauded the efforts of the 
academy and the designers, who are the 
future of the jewellery sector. “This is 
a historic event and I am proud to be a 
part of it. I wish all the designers the very 
best for the future and hope they bring 
laurels to the industry,” he said.

Jain encouraged the certificate holders 
to learn the nitty-gritty of jewellery 
designing and then go for an internship 
to learn the ropes of the industry. It is, 
he said, also the best way to get feedback 
and improve on their creativity. In the 

end, it was the sound of applause that 
carved out a virtual archway for these 
passionate creators to go out there and 
spread happy colours through their 
exquisite pieces.

https://bit.ly/3das8w9

33retailjewellerworld.com

https://bit.ly/3das8w9
http://www.retailjewellerworld.com






36

W
hile Covid attacked the very 
fabric of the industry, the gloom 
also had an upside. What the 
industry was lacking for the 

longest time, smart and fast digitization, 
happened even faster. Where traditional 
jewellers were all about the touch-and-
feel before, suddenly, there was a mad 
scurry to look at ways to increase their 
sales at a time when customers found 
it irksome to visit stores. Everyone 

started to look for ways to bolster their 
e-commerce platforms, and rightly so.

When jewellers were scrambling 
to look for an able support system, 
some wonderful players shone more 
prominently than others. We are 
talking about the allied industry, 
which has provided support to 
jewellers at a time when they 
needed it the most. Be it digital 
transformation, an able photography 

system to showcase detailed exquisite 
pieces on websites, a smart packaging 
system to improved signages, these 
allied players stood tall in keeping 
jewellers on their toes. When we look 
at 2020, only two industries could 
brave the challenges and breakeven 
--- the jewellery and the automobile 
sectors. This would not have been 
possible without the helping hand 
they had.

Two peas in a pod: The allied sector 
builds a strong foundation for  

jewellery biz to sparkle
A pandemic and a distressful year later, the jewellery industry continues

to navigate troubled waters with an able compass — the allied sector

ALLIED INDUSTRY
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VISUAL MERCHANDISING
A new start to a business meant new 
visuals. A lot of players in the jewellery 
sector saw opportunity during the 
pandemic. With plenty of businesses 
shutting down, suddenly more retail 
space was available. Acquiring them 
would not be enough; there was still 
the question of making them visually 
appealing for customers to walk in 
despite the fear of the virus. 

This is where Vision Board Studio 
came in. Under the smart leadership of 

Aditi Kotak, it did a commendable job 
in helping jewellers with signages, store 
designs and visual aesthetics. What set 
them apart? It was the ambition to keep 
going despite the physical struggles 
doled out by the pandemic. 

“Thankfully all our clients have been 
very supportive. We have been doing 
setups early in the mornings and late 
at night when there are no customers 
or sales staff. Online meetings have 
become the need of the hour. All 
information is shared on mails. And 
based on that, our team spins designs. 
Once the design is approved, we handle 
the production and installation on 
site for the client,” she explained the 
company’s modus operandi.

The pandemic has helped the 
company improve on their turnaround 
time, which is much quicker, as a lot of 
time was lost already. They churn out 
designs much faster to catch up with 
the lost time. “We ship complete setups 
with easy to follow guides and videos 
for onsite installation. This helps cutting 
down cost and time,” she said.

The industry has evolved 
tremendously from treating visual 

merchandising as an option to now 
becoming an integral part of a jeweller’s 
marketing strategy. What a well-
displayed window can do to a product, 
a hoarding can’t. Jewellery is one 
category, where despite having 
websites to sell, 
a person still 
comes to 
the store 
to close a 

purchase if it is a big-ticket item. 
For Aditi, and most of the industry 

too, the jewellery industry will not 
thrive only through an online presence. 
A physical store is inevitable. “There 
are several jewellers who are opening 
new stores and renovating old ones. We 

help incorporate the new trends and 
technology giving their customers 

an experience — where a collection 
was inspired from, celebrate 
festivals and important days. 
This growth is happening so 
rapidly that we were compelled 
to start our agency in Dubai and 

start offering VM Services in the 
Middle Eastern markets,” she said. 

PACKAGING
The jewellery industry would not 
stand firm if innovative and beautiful 
packaging solutions did not come to the 
fore. For 15 years, a company has been 
providing them with just that. When the 
pandemic hit, most jewellers opened 
their eyes to the need for innovation 
in every aspect of the business. This 
included packaging. Gone were the 
years when you could buy packaging in 
bulk, the same old boxes with the same 
old velvet linings.  Now was  the time to 
invest in innovative packaging solutions, 
and the knight in shining armour came 
in the form of Global Craft. 

Helmed by Siddharth Khaitan, the 
company provides unique packaging 
solutions for the lifestyle industry, 
especially jewellery. Now, jewellers can 
customise packaging boxes according 
to their own style --- something that sets 
them apart. Imagine what this could 
do for their gifting options! A stylish 
wooden box, with an inscription that 
speaks of your style --- modern, easy 
and pleasing. 

Global Craft manufactures packaging 
for luxury products like jewellery, 
watches, tie cufflinks, premium attars 
and tea. All these products are sold 
from malls and high streets and come 
under discretionary spending. After the 
sudden announcement of a lockdown, 
businesses had started hurting.  “We 
were the first to see our orders drying 
up. Even, orders that were previously 
placed with confirmed were put on 
hold. For once, we thought all that we 
had built painstakingly over the last 
15 years was gone overnight. But the 
problem was very short-lived. It gave 
us time to spend with our families, to 

Thankfully 
all our clients 
have been very 
supportive. We 
have been doing 
setups early in 
the mornings 

and late at night 
when there are 
no customers or 

sales staff. Online 
meetings have 

become the need 
of the hour. 

Aditi Kotak, Founder,
Vision Board Studio India
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take care of our workers and staff, by 
continuing to pay them their salaries 
without expecting anything in return. 
It gave us time to introspect on where 
we were headed. In effect, within three 
months of opening up, we were working 
at 60% of pre-pandemic levels and by 

November 
2020 we were 
surpassing 
them,” said 
Khaitan.

Khaitan is 
proud about the 
fact that the company 
has built a great connect 
with customers who are loyal. “Given 
that physical meets are now limited, 
if not completely stopped, all orders 
are being received on phone or email. 
Clients who expected us to maintain a 
certain beat of physical meets no longer 
expect us to do that,” he said.

With a new plan after the pandemic, 
Global Craft is developing more 
luxurious and exclusive packaging. 
They manufacture wooden lacquered 
boxes for diamond jewellery as the 
category has become more premium. 
More jewellers are allocating sections in 
their showrooms to private rooms and 
lounges for one-on-one interactions 
with clients. “We understand that 
the packaging also has to get more 
luxurious to remain in sync with the 
exclusive jewellery,” he said.

What challenges did they manoeuvre? 
“The ones we face is of getting a box with 
the look and feel of the actual box in the 
hands of a new customer before they 
decide to place an order. But, having 
said that, clients are now prepared to 
keep time at hand and have their boxes 
sampled in 1-2 iterations till they get the 
look and feel they are looking for.  We 
work with pantone shades and show 
them a range of designs and finishes on 
video calls or pdfs. Once the outers are 
decided we move onto the branding 
options by placing their logos on virtual 

mock-ups, giving close to a real life 
effect. Then we finalise the fitment 
style for each box type. We have some 
standard fitment styles which we adapt 
to their jewellery type as required,” he 
said.

Digitization is an area where Global 
Craft did very well. New customers are 
being approached through telecallers, 
a robust website (www.globalcraft.in) 
has been built and investments have 
been put into SEO on Google, premium 

‘trust deal’ listing on Indiamart, 
advertisement with trade 

magazines and free listings 
with other portals like Indian 

yellow pages. 
“We are constantly 

endeavouring to give 
the client better quality 
pictures, sending samples 

of outer finishes, inside 
drapes and branding options 

by courier before we choose 
to go into production. We have 

also invested in a better photography 
studio to that effect,” he said. According 
to Khaitan, for pure online play, the 
packaging must be lightweight, sturdy 
(since the package is handled by 
different people), weather-proof with 
a tamper-proof seal. Global Craft is an 
answer to all these challenges.

DIGITAL JEWELLERY 
PHOTOGRAPHY
With the online push to the jewellery 
business, and the touch and feel factor 
practically gone, most jewellers want to 
replicate the same experience visually 
on their e-commerce platforms. For this, 
high-end and professional photography 
is very important. A perfect partner 
for your e-commerce photography 
is Intriguity. The company has found 
roaring success under the leadership 
of Vikrant Rawa, and has been causing 
ripples everywhere, thanks to the 
sudden need for the online revolution.

The demand for automated jewellery 
photography has been growing steadily 
over the past few years, but over the 
past 12 to 18 months it has been greater 
than the company’s average growth. 
“Jewellers are now realising the 
importance of their presence online — 
not just for e-commerce but also to stay 
in touch with their customer via social 
media. They feel that an omnichannel 
approach using digital platforms to drive 
business to their stores is a significant 

38

We thought all 
that we had built 

painstakingly 
over the last 15 
years was gone 

overnight. But the 
problem was very 

short-lived. It gave 
us time to spend 

with our families, 
to take care of our 
workers and staff, 

by continuing 
to pay them 

their salaries 
without expecting 

anything in 
return. 

Siddharth K. Khaitan, 
Co-Founder & CMO, Global Craft
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part of their marketing strategy. They 
are surely switching from conventional 
methods of marketing such as banner 
ads etc to digital marketing and digital 
commerce in which automated 
photography becomes a critical aspect,” 
said Rawa.

Intriguity understands that the 
requirement is to get high quality images 
and videos in-house without the need 
to hire an expert or without having to 
spend a fortune every time one does 
a photoshoot. Automated jewellery 
photography has helped achieve this 
--- you can now produce high-quality 
content inhouse and use many image 
editing platforms online to create 
amazing content. “As digital commerce 
will grow, there will be a demand to 
experience jewellery in a manner which 
is akin to an actual store visit. We feel 
that high quality videos, 360-degree 
presentations and augmented reality 
will help achieve this. We have a very 
powerful platform that produces 
360-degree presentations that enables a 
customer to see a jewel in 360 degrees. 
They can rotate the jewellery, zoom in 
and zoom out. We call this Orbittour 
and it provides an amazing experience 
to customers before making the 
decision,” said Rawa.

The company does not shy away 
from digital marketing. “We are using 
digital methods like video conferencing 
to fulfil various key deliverables to 
our customers, including product 

presentations and demos, 
software and hardware 

training programs and 
even negotiation 

meets. This is 
the need of the 
hour and we are 
committed to 
implement it and 

encourage our 
customers to use the 

same,” said Rawa.
The company 

strives to provide value 
to customers rather than just 

providing discounts. It wants to make 
solutions affordable to customers, hence 
it has introduced a low-cost product 
in its portfolio. “We also will have a 
pro-version for the advanced user. We 
also have centres across India where 
jewellers can go and avail photography 
services if they don’t have huge volume. 
So, we want to address the requirement 
of each segment,” said Rawa.

ONLINE SOFTWARE
Enter the post-Covid world, enter new 
online business solutions. Jewellers will 
need to spend more time in front of the 
computer and invest a lot on software to 
stay relevant in the industry. This has been 
made possible by Ordofy. Formed under 
the expert guidance of Prashant Gadag 
this is the solution to all your software 
needs in a sector that is transforming 
online daily, at a rampant pace. 

“Our e-commerce platform helps 
jewellers showcase their designs and 
reach out to a market outside their town 
or outside their existing client base, and 
we do this for a very nominal pricing. 
We have reduced the risk and costs. We 
also let jewellers focus on their core 
market and supplement their business 
with new-age digital needs,” said Gadag.

As patrons of the digital boom, 
Ordofy is a great champion of online 
marketing.  During the pandemic, all 
their interactions would happen via 
video conferencing. In a way, this also 
promoted the need for Ordofy. Thus, 
jewellers saw first-hand how they 
could improve their business from the 
confines of their home—a huge bonus. 
“Our goal is to enable digitalisation of 
any organisation allied with jewellery 
industry and bring them together with 
the industry they service,” said Gadag.

The amazing part about technology 
is that it can help you adapt to any 

Jewellers are 
now realising 

the importance 
of their presence 
online — not just 
for e-commerce 
but also to stay 
in touch with 
their customer 

via social media. 
They feel that 

an omnichannel 
approach using 

digital platforms 
to drive business 
to their stores is a 
significant part of 
their marketing 

strategy. 

Vikrant Rawa, Chief Technology 
Evangelist, Intriguity
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situation, now or in the future. It can 
sit back or be at the forefront of your 
organisation, and if used with intent and 
knowledge, can be very cost efficient 
and effective. Covid made people realize 
this potential. “For every industry, data is 
very important, and technology can help 
the jewellery industry understand their 
market in a very scientific manner,” he 
added. “We are an online marketplace. 
Our main challenge initially had been 
to convince the industry about why 
digitization is important.  And once 
they embrace it, it’s equally important to 
keep it going. It’s not a one-time job like 
getting your shop redecorated, but needs 
constant attention and involvement. So, 
we aim to make this process routine and 
as easy as possible for them.”

Ordofy can be found at www.
ordofy.com and believes in “tailored” 
offers. “We are all about grabbing the 
technology that helps grow our client’s 
business and happiness, and we are tech 
savvy. We are always on the watch for the 
latest solutions that can help us achieve 
our goals,” said Gadag.

THE WAY AHEAD
For most of the allied industry, the 
jewellery sector will only go higher from 
where they are now. And this will only 
be possible with a heightened thirst for 
success and collaboration. 

“The industry is at an inflexion point. 
Traditionally, jewellery has only been 

looked at as an investment 
in India. Now, GenX (in 

their late 40s) and Gen 
Y (marriageable age 

and earning well 
with no immediate 
liabilities) are 
increasingly 
looking at jewellery 

as a fashion 
product. This is 

expected to result in 
an increased demand for 

jewellery,” said Khaitan.
Gadag agrees with the 

prediction but also thinks that the way 
ahead is digitization. “The industry 
now recognises the need for a digital 
presence, and the benefits it can bring 
in terms of getting access to worldwide 
market, cost savings, and easy 
adaptability to changing regulations. In 
a way everyone is convinced digital is 
part of the future,” he said.

For Kotak, the allied industry, if 
provided a platform to meet and discuss, 
can help retailers and jewellers by 
understanding the gap, bridging it by 
coming up with innovative solutions 
to cater to challenges that the jewellers 
face on a day-to-day basis. “The industry 
will only flourish moving ahead. 
Jewellers know the importance of visual 
merchandising more than ever. They 
have started calling us in at an initial 
stage when the store is a bare shell. We 
work seamlessly along with architects 
to get a perfect store. This is a big shift. 
While the architects make the store look 
pretty, we work on making the product 
dazzle,” she said.

The allied industry must focus on 
specific challenges and opportunities 
for the Indian jewellery industry and 
provide services to enable them to cater 
to those opportunities, thinks Rawa. 
“We should consciously work towards 
providing an ecosystem to grow. This 
will not only help the domestic jewellery 
industry but will also keep India’s place 
intact in the global jewellery market and 
perhaps strengthen it even further. In 
this context, the allied industry has a 
huge responsibility,” he said.
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Our goal is 
to enable 

digitalisation of 
any organisation 

allied with 
jewellery industry 

and bring them 
together with 

the industry they 
service. For every 
industry, data is 
very important, 
and technology 

can help the 
jewellery industry 
understand their 
market in a very 

scientific manner. 

Prashant Gadag,
CEO, Ordofy
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