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DIAMONDS ARE A LAD’S BEST FRIEND

Angela Cavalca

AS MEN INCREASINGLY INTEGRATE JEWELRY INTO THEIR WARDROBES AND TRENDS BECOME GENDER FLUID, RETAILERS SHOULD BE REASSESSING THEIR BUYING AND MERCHANDISING ACCORDINGLY

At the latest Men’s Fashion Weeks, runway looks were adorned with jewelry, including at Dior, Louis Vuitton, Alexander McQueen, Raf Simons, Off-White and Versace. Equally, male celebrities and other red carpet guests showed off ensembles embellished with jewels in wide stylistic ranges, from a single pearl earring to surfer-style necklaces; from the avant-garde to the more “romantic”. Disseminated widely via Instagram, these styles have been influencing younger markets. According to USA market research firm NPD Group, Millennials are driving sales of men’s jewelry, generating half the growth, followed by Gen Z and X. Global sales in luxury men’s jewelry reached 5.3 billion USD in 2017, compared to 4.3 billion in 2012, and is continually increasing.

In view of this trend, retailers should be thinking “total look” in terms of buying, display and sales associate communication. Customers should be guided to match jewelry with other articles of clothing (or vice versa), and employ jewelry to build their sartorial personality. Giving more space to this product category physically will help shift focus, as will integrating immersive technology into displays that is known to attract the younger clientele. Department stores Harrods in London and Barneys New York recently opened special jewelry sections that are not in the jewelry department, but in the menswear section. The multi-label store Antonioli in Milan also displays a wide selection of international jewelry designers.

[bookmark: _GoBack]What are the key names to look out for? London-based Brazilian designer Alan Crocetti produces understated and delicate yet provocative items, with a bold branding campaign to match. In contrast, the Italian brand Emanuele Bicocchi applies a goth, rock aesthetic to traditional forms and artisanal production. Large-scale sculptural pieces are the mainstay of Paris- and L.A.-based Parts of Four that blend deep talismanic meaning with “industrial” aesthetics. This work, characterized by a combination of stones and crystals with metals, is designed and handmade in Bali, Indonesia. On the more whimsical side, the Madrid-based brand Biis makes both fine and costume jewelry often inspired by the everyday object, and appeals to younger shoppers. Each label has worldwide stockists. 

www.alancrocetti.com 
www.emanuelebicocchi.it
www.partsof4.com
www.biis.es




