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The Fashion Effect

ost jewelers, I would submit, don’t follow the fashion world closely. I

don't blame them, in a sense. What do “social X-rays” (to paraphrase

Tom Wolfe) modeling impossible and usually outlandish clothes have
to do with the mostly conservative customers who buy fine jewelry?

That’s why I loved colored gemstone supplier Cynthia Marcusson’s presenta-
tion at the Northwest Jewelers Conference in April. Marcusson, of Cynthia
Renée, Fallbrook, CA, manages to cull the 1% of usefulness out of the fashion
world’s extravagance and shows how it influences even the most conservative
jewelry consumers. Marcusson called our attention to fashion’s current fascina-
tion with India, for example, noting that fashion magazines, movie stars and
auctions have featured Indian-style clothing and opulent Mogul-style jewelry.
Oh sure, you can all see your customers donning enormous bracelets encrusted
with gigantic gemstones and massive goldwork, can’t you? What about 400-
row necklaces that cover a woman from neck to waist? I mean not to cast
aspersions on this magnificent jewelry style. I only note that casual dressing
trends don’t suggest women will want such jewelry any time soon.

Just as I could feel the jewelers in the room begin to tune Marcusson out,
she showed a marvelous, modern piece of jewelry with a simple paisley motif,
noting that even conservative women read the fashion mags and might like a
fillip of style in their next earrings. Suddenly, fashion-watching made sense.
Marcusson extracted the 1% and showed how jewelers could profit from it.

Marcusson also talked about color-watching. She noted that if jewelers had
watched closely, they would have seen the boom in peridot coming as that
shade of green slowly swept the fashion world. Her next prediction is yellow,
which she’s beginning to see in various magazines, in clothing and other con-
sumer products. Sure enough, when I read InStyle magazine’s latest issue, I
saw the beginning of the yellow wave, in a model’s blouse, a socialite’s dress
and ads for tony purses and a Volkswagen bug! Hey, that Marcusson’s good!

This brings to mind an article Robert Weldon wrote in this month’s issue
about the number of high-profile jewelry advertisers showing amethyst, citrine
and blue topaz, as well as peridot. From Lagos and Yurman to Cartier and H.
Stern, these gems are being touted in chic ads in magazines that influence your
customers. Color experts we quoted in our March story on image, for example,
predicted blues and purples were on the rise as favorite consumer colors. So I
guess that explains the blue topaz and amethyst.

Jewelers, look around. Even if you don’t have time (or the intestinal fortitude)
to read fashion magazines, tune in somewhere to fashion’s influence. By the way,
as you shop the JCK International Jewelry Show this month, read our story in
ProressioNaL Insiper on fall clothing collections (p- 177). And think yellow.

Trpzy Jo Lrmhny

e-mail pjdonahue@professionaljeweler.com
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Old Faithfuls Return

As if on schedule, amethyst, citrine, peridot and blue topaz
return to popularity, but they’re bigger and more creatively cut this time around

here is a refreshing renaissance of the “old

faithful” gemstones. Open any consumer publi-

cation to see amethyst, citrine, peridot and blue
topaz confidently building a comeback in rings, bracelets
and necklaces that dazzle eyes and quicken hearts with
their bold, honest colors. These are jewels for the gem’s
sake, where you notice the color first and the metal har-
nessing it second. Lots of big names accompany these
new creations — Marina B.’s “Patrizia” rings or H. Stern’s
“Justine” collection, for example.

The twist in this comeback is the way in which these
stones are cut and the sizes in which they come — there’s
a definite move away from small, calibrated goods. Man-
ufacturers demand precise, innovative faceting that best
return light and color. Cabochons, briolettes, buff-tops
and bullet shapes redefine the use of the old faithfuls.
Because of the abundance and low cost of most of this

Hammerman Bros.
“Cemi Collection” of
bangle bracelets
featuring blue topaz,
peridot, citrine and
amethyst.
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material, it’s OK to be daring. As part of this trend,

Hammerman Bros., New York City, developed a line
called the “Cemi” collection. “There seems to be a

]

move away from pavé,” says Brett Hammerman.
Gemstone dealers watch as well as participate in
the unfolding drama. “There’s a return to larger
jewelry, and manufactured lines require what is
readily available,” says Cynthia Renée of Cynthia
Renée Co., Fallbrook, CA. “It needs to be
inexpensive and easily repeatable. The result
is bold, exciting, take-no-prisoners jewelry.
Of course, some designers and manufac-
turers never abandoned amethyst, citrine, blue
topaz or peridot. These “bread-and-butter” gems never
quite go out of style. David Yurman has always used the
old faithfuls and even includes some more esoteric items
in his quartz lines, such as oro werde or “green gold”
quartz, a bright yellowish green material reminiscent of
peridot. Peridot itself is the strongest it’s ever been,



