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Pearls  for the 
FutureFuture WE CELEBRATE THE WORLD OF MODERN PEARLS 

WITH A FUTURISTIC SHOOT AND A TREND 

REPORT FROM KATHRYN BISHOP ON NEW 

INTERPRETATIONS OF A VERY CLASSIC GEM.
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believes that jewellers’ attitudes to 

pearls need to change in order to take 

them from fuddy duddy to fresh. “It is 

not the pearls that have the bad repu-

tation, it is how they have been previ-

ously worn and what they have repre-

sented that has made them dated,” she 

explains. “It is up to designers to use 

pearls in a modern way and keep them 

relevant. Shaun Leane is a great exam-

ple of a designer using pearls in a mod-

ern way with his Tribal Deco pieces.” 

Breitmeyer notes that it is the way 

in which pearls are styled that makes 

them new, exciting and more modern. 

Th is, she says, has become the key way 

to market pearls – by using them in an 

unexpected way in jewellery design.

Bec Astley-Clarke of retailer Astley 

Clarke agrees, noting Solange-Azagury 

Partridge’s Ballcrusher ring as one such 

innovative use of South Sea pearls that 

sets a benchmark for pearl jewellery 

today. Astley-Clarke recognises, also, 

that there has been a shift in the kind of 

design that consumers of pearl jewel-

lery desire today. “[Consumers shop for] 

jewellery that off ers a point of diff erence 

from traditional pearls – it’s all about 

playing with colour combination, pearl 

variety and metal fi nishes, with a mod-

ern design approach,” she says. “With a 

cutting-edge, fresh approach to design, 

pearls now appeal to a wider audience 

and can be worn in myriad ways.”

Th e use of coloured pearls, or com-

bining pearls with a shock of colour, 

also adds certain modernity to these 

round little gems. Pink pearls have 

been in strong demand at pearl jewel-

lery supplier London Pearl, says man-

aging director Daniel Vecht. Th e com-

pany has also created a richly colourful 

range, in homage to Th e Duchess of 

Cambridge, called Catherine’s Collec-

tion, featuring splashes of colour from 

gemstones and pink leather to comple-

ment the lustre of white South Sea and 

Tahitian pearls. 

At Jersey Pearl, adding a pop of col-

our has been a winning move that has 

given pearls a new appeal. Th e brand 

has enjoyed great success with its Joli 

range of brightly coloured and metallic 

leather bracelets that are knotted in 

a bow and topped with a white fresh-

water pearl. “Contemporary, engaging 

T
he future of jewellery 

design and pearls 

are not the most har-

monious of pairings. 

Why? Because pearls 

have for so long retained an air of 

grandma, of twin sets, the 1920s 

and Country Living magazine.

But such presumptions are shift-

ing, as the pearl loses these long-held 

connotations and becomes just like 

any other gem – a stone to experi-

ment with, to set in unusual ways, 

and to make wholly suited to futuris-

tic jewellery design.

Jewellery designer Sophie Breitmeyer 
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design, has allowed the pearl market 

to grow,” explains Jersey Pearl’s Martin 

Beesley. “Th e market has evolved as 

demand for pearls and [as a result] 

their presence throughout the fashion, 

jewellery and celebrity press increases.”

Indeed, pearls have adorned some 

of fashion, fi lm and music’s most cur-

rent stars, moving them very much 

into the mainstream and the minds of 

a whole new set of consumers. With 

this, the public’s perception of pearls 

has evolved.

While Kate Middleton has become 

an elegant poster girl for white pearls 

– she was photographed wearing pear-

shaped pearl drops during the Queen’s 

Diamond Jubilee, and classic studs 

while watching the Olympics – pop 

stars such as Rihanna and Lady Gaga 

and actresses like Sarah Jessica Parker 

and Zooey Deschanel have given pearls 

an edgier makeover.

Rihanna performed at the Victoria’s 

Secret runway shown in November last 

year wearing a multi-row pearl choker 

and pearl-framed sunglasses, teamed 

with a vampish black dress. Lady Gaga 

has most recently worn gobstopper-

sized white pearl drop earrings and a 

bold pearl bracelet teamed with a neon 

orange mini dress, much like the bold, 

bubbling pearl collars and wristwear 

on the SS13 catwalks at Chanel. 

One woman repeatedly cited as 

raising the profi le of pearls is Michelle 

Obama. She is a female continuously 

in the spotlight, whose each and 

every outfi t is documented 

and broken down in fashion 

blogs and in magazines – 

the American equivalent 

of Kate Middleton in 

many respects. 

For Diane Hall of 

Dower & Hall, a brand 

that uses grey and white 

pearls heavily in its 

seasonal collections, 

Obama comes immedi-

ately to mind when she 

thinks of today’s trend-

setting pearl wearers. 

“She is now one of the 

world’s style icons – in-

credibly stylish and well 

presented, with more often 

than not, a beautiful pearl necklace fi n-

ishing off  her immaculate outfi ts,” 

says Hall.

Harry Brown, co-director 

at retailer Chisholm 

Hunter, also points 

out that Obama has 

become a pearl style 

icon, which in turn has 

lead to more interest from 

high street shoppers looking 

for pearl jewellery that 

fi ts with current trends. 

“Pearl drop earrings 

and multi-stranded 

layered necklaces for 

a more dramatic look 

are popular, along with 

products from fashion 

brands such as Th omas 

Sabo, [which] women infl u-

enced by fashion trends are most likely 

to buy,” explains Brown. 

Fine jewellery retailer Nigel Milne 

notes that the style of pearl jewellery 

that customers are buying into has 

gone back to the future somewhat, with 

a return to once-popular designs, but 

worn in a new way. “After a gap of more 

than 10 years we are being asked for 

multi-row choker necklaces and many 

clients are bringing their own back to 

us for re-stringing and re-fi tting,” Milne 

explains. “It is now much more fashion-

able to wear multi-row pearl necklaces 

at the base of the neck, rather than 

higher on the neck.”

Chrissie Douglas of Coleman Doug-

las pearls concurs that the ways in 

which pearl jewellery is being worn 

have changed. No longer is it just for 

dressing up; pearls today are there to 

Opening spread

Dandelion ring by Miki-

moto with white South 

Sea cultured pearl and 

2.44ct of white diamonds 

set in 18ct white gold with 

matching necklace. Suit 

by Michael Cinco. 

1

Starfi sh white pearl 

bracelet set in 18ct white 

gold  and Infi nity string of 

pearls, both by Mikimoto. 

Dress by Gucci, shoes by 

Ezra Haute Couture, latex 

leggings and mask by 

House of Harlot.

2

Embrace pendant with 

black South Sea pearl and 

diamond detailing in 18ct 

gold by Mikimoto. Latex 

suit by House of Harlot. 

3

Big 17mm black South 

Sea pearl cocktail ring 

in platinum decorated 

with 40 diamonds and 

Couture pearl necklace, 

both by Mikimoto. Dress 

by Gucci, latex leggings 

and mask by House of 

Harlot, shoes by Ezra 

Haute Couture. 

4

The Ballcrusher by 

Solange Azagury-Patridge 

in rose gold with South 

Sea pearl and enamelled 

details on the claws. 

3

4
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be layered, mixed’n’matched or worn 

with everyday fashionable jewellery. 

“Customers are opting for a must-have 

piece and mixing it with their existing 

jewellery, rather than buying sets [of 

pearls],” she notes. 

For Astley-Clarke and Bradby, it is 

also about how the pearls are worn. 

“We encourage our customers to Go 

Precious Everyday and wear their 

pearls with everything from a LBD to 

off -duty jeans and a T-shirt,” Astley-

Clarke states.

At pearl supplier Euro Pearl, which 

off ers three sub-brands of pearl jewel-

lery from its fashion-led silver line 

Perlissimo through its premium Yoko 

range, sales manager Justin Simons 

has noted a shift in the demographic of 

pearl shopper towards more fashion-

able younger women; a change that will 

potentially mould Euro Pearls’ future 

collections. “We’ve noticed a younger, 

more fashion-conscious consumer 

enjoying pearls and I expect to see 

more contemporary designed 

pearl jewellery with a younger 

audience in mind during 

2013,” he says.

Bradby, meanwhile, de-

scribes the way that pearls 

can be worn in a much 

more informal way, 

pointing out how 

Sarah Jessica 

Parker styled 

a long string 

of pearls with 

a grey T-shirt 

and jeans 

while at the 

Sundance 

Film Festival. 

“My perfect 

look,” says 

Bradby.

But in this 

modern age 

of shopping, 

how are re-

tailers and 

pearl com-

panies marketing pearls to customers. 

Are they playing on tradition or keep-

ing things wholly contemporary? 

“Th e best marketing for pearls is to 

use them in a really unique way,” states 

Breitmeyer. “I don’t think pearls need 

to be marketed to customers, however 

how the pearls are worn, and their set-

tings, making them new, exciting and 

more modern.” 

At a customer-facing level, the use 

of social media has helped retailers to 

position pearls to tech-savvy shoppers, 

who will scout online sites looking for 

quality products with designs that 

speak to them and feel relevant.

For retailer Chisholm Hunter, Fa-

cebook and Twitter have become key 

marketing tools. “Our customer base 

has grown and become more diverse 

and with this we use various mediums 

to market [pearls],” explains Brown. 

“Th at’s the beauty of technology – we 

can instantly message our customers 

via Facebook, Twitter and our 

online off ering.”

Miranda Raw of pearl 

trade supplier Raw Pearls 

notes the rise in sites like 

Pinterest, which has many 

pages dedicated to celebrities 

wearing pearl jewellery, 

as something that 

retailers and 

designers could 

emulate by 

creating their 

own Pinterest 

page filled 

with images 

of their own 

pearl jewellery 

designs or 

photographs 

of inventively 

worn pearls. 

It all works 

to inspire 

consumers 

shopping 

for pearls.

At Win-

5

6

“The best marketing for pearls is to use them 
in a really unique way.”
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terson Pearls, a London-based online 

pearl retailer, investment has been 

placed in the presentation of products 

to make them as clear and innovative as 

possible. Winterson Pearls director An-

drew Fraser describes the kind of tools 

the company uses to market its product: 

“As our business is mainly online, we 

have introduced high-resolution video 

to some of our most popular pieces and 

can really see the impact that it has 

made.”

Film has also become a marketing 

tool for brands such as Dower & Hall, 

whose white and grey pearl jewellery 

was worn by Dame Judi Dench when 

she played M in the latest James Bond 

movie Skyfall. Coleman Douglas Pearls 

has also supplied pearl jewellery to 

fi lms and TV shows such as Miranda, 

Lewis, Th e Debt and Chalet Girl.

Staff  training has also become im-

portant, not only from a trends point of 

view – knowing who is wearing pearls 

now and making them a must-have can 

lead to a strong sales edge – but also a 

technical one, as staff  should be able to 

advise customers about pearls as elo-

quently and competently as possible. 

“We think staff  training has to be key 

right now,” states Raw. “In 2012 we ran 

two seminars at Holts Academy [as] 

pearl education is key to providing the 

customer with a sense that they are 

buying from a knowledgeable and en-

thusiastic source. Raw Pearls have seen 

how this can diff erentiate the jeweller 

from their competition.”

 Beesley concurs. At Jersey Pearl 

the brand strives to educate every 

single consumer that buys its product 

to ensure that, in the future, they feel 

equipped with a knowledge of pearls. 

“We provide as much information as 

possible at point of sale to help custom-

ers understand why the best quality, ex-

cellent lustre, real pearls are so special,” 

he explains, adding that each purchase 

is sold with an information card about 

the pearl type that piece is made from. 

“People are becoming more ethically 

aware in regards to their purchases

 so it would be benefi cial to provide 

more information on where and how 

the pearls are sourced and to have this 

information easily accessible,” states 

Hall, something she believes will raise 

the ethical profi le of pearls. 

So are pearls still relevant to jewellery 

shoppers today? Very much so, and it is 

vital that retailers and designers should 

not ignore the gem because of its per-

ceived stuff y heritage. 

“Pearls can be kept relevant by 

designing items to be worn that are 

relevant to the lifestyles we now lead, 

rather than very unimaginative pieces 

that will sit in a drawer unworn and 

unloved,” Bradby asserts. 

And the continued love aff air of 

pearls and fashion, from Coco Chanel 

through to runways of edgy Austral-

ian brand AJE, means the gemstone 

forever has its place in modern 

design, as notes Fraser. “Designers 

reference pearls at the major fashion 

shows every year, so it is perhaps a 

gemstone that is already being con-

stantly reinvented,” he states. “We 

love the tradition and history that is 

associated with pearls, but there is 

also space too for more contemporary 

jewellery design.” 

So there you have it. Now is a time 

for showing consumers that pearls can 

be cool, irreverent and daring, because 

they most certainly can be.  

7

5

Black South Sea pearl and 

diamond drop pendant 

by Mikimoto. Dress and 

bodysuit by Michael Cinco 

Haute Couture.

6

Pearls on the catwalk at the 

SS13 Chanel show. 

7

Gobstopper-sized pearl 

pendant by Claudia Bradby. 

Opposite page

Choker and  cuff  from 

the Mikimoto Pearls in 

Motion series. Latex gloves, 

stockings and headpiece 

by House of Harlot, shoes 

by Ezra Haute COuture and 

dress by Dima Ayad.

“Design items to be worn that are relevant to 
now, not unimaginative pieces that will sit in 
a drawer unworn and unloved.”
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