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History

Jewelry And Belts
It's believed that the origins of mankind’s interest in clothing dates back to
around 10,000 BC. Archeologists have found evidence that the needle and the
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Accessories For Success

loom were invented around that time, but it wasn't until the Neolithic period
(6,000 BC) that humans began to make jewelry, which could be considered the
world’s first fashion accessories.

Fast-forward 3,000 years. It's well documented that the ancient Egyptians loved
cosmetics, fashion and jewelry, including necklaces, rings, bracelets and anklets. In
fact, Egyptans of all social classes wore jewelry, though of course the ornaments
worn by the pharach and other members of the elite were costlier and more ornate
than those of the lower closses and the peasantry. One reason why jewelry wos
50 popular was because it was believed to have magical powers that offered the
wearer spiritual protection or good luck. Tomb paintings also depict Eqyptians

wearing sashes over simple, pleated
kilt-like gorments for men or long
linen tunics for women, while starting

Stat Fact at the age of pube ildren wore ) ey .

The world laders i the bigh-ad o e e "o It wasn’t until the Neolithic period (6,000 BC) that
fashion accessories industry are the sions of the jewe eir parents wore. H H
R e B Al S humans began to make jewelry, which could be
Hennessy and Louis Vuitton 54; or occessories. In icular, upper- . . H H
and PPR'SA, owner of Guccland s Romons women, complemenned considered the world’s first fashion accessories.
Eﬁmﬁfﬂf i':"-"’a_';: [ their attire with highly decorated and
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jovelors oy rvenve, FTpY | Over tme, oamentation became it was believed to have magical powers that offered

(around 453 to 1450 AD), belts were the wearer spiritual protection or good luck.

considered a symbol of wealth and
high foshion among noblewomen and often were mode of gold-studded leather
or plaques of gold that were hinged or sewn to fobric to create elaborately embel-

lished girdles (as belts or sashes used to be called). Women also wore circlets in their Over tlme, ornamentation became even more Ia\/lSh

hair, as well as bejeweled mantel (cloak) fostenings, brooches and rings.
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Where, How, Why?
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Secondary Research

Fashion Jewellery Retailing Market Research Report | Consumer Goods & Services | Apparel & Accessories Stores | Oct 2014

All that glitters: Stiff competition from online stores will constrain revenue growth

What is the Fashion Jewellery Retailing Industry?

Firms in this industry primarily sell fashion jewellery that is made from non-
precious metals, stones, glass, plastic or wood. The industry excludes
department stores, online-only retailers and general clothing retailers that do
not specialise in jewellery and accessories.

Industry Analysis & Industry Trends

Demand for fashion jewellery is influenced by seasonal fashion and
consumer trends, and due to the inexpensive nature of these products,
consumers are able to keep up-to-date with the latest styles while
maintaining a budget.

Financial markets over the past five years has prompted many households
to scale back unnecessary expenditure on discretionary goods or opt for
cheaper alternatives.



Fashion Jewellery Retailing Market Research Report | Consumer Goods & Services | Apparel & Accessories Stores | Oct 2014

All that glitters: Stiff competition from online stores will constrain revenue growth

Scope

As disposable incomes rebounded, industry revenue has grown more
strongly. With the economy continuing along its upward trajectory, consumer
demand for discretionary items like jewelry will grow steadily.

Fashion jewellery retailers sell necklaces, bracelets, rings and earrings to
consumers.

Necklaces

Necklaces are the largest product segment in the industry. Fashion
necklaces come in a variety of shapes, sizes and designs, and are primarily
made using stainless steel, synthetic fibres and other non-precious metals.
Other jewellery items that are simple variations of necklaces, such as
pendants and chains, are also included in this segment.



Fashion Jewellery Retailing Market Research Report | Consumer Goods & Services | Apparel & Accessories Stores | Oct 2014

All that glitters: Stiff competition from online stores will constrain revenue growth

What is the Online Jewelry & Sales Industry?

Operators in this industry sell fine jewelry, artificial jewelry, watches and
costume jewelry over the internet. Operators include online-only retailers as
well as brick-and-mortar stores that have an online presence.

http://www.ibisworld.com.au/industry/fashion-jewellery-retailing.html

http://www.ibisworld.com/industry/online-jewelry-watch-sales.html



The online Jeweliery and F ashion indusiry has remaned reasonably buoyant throwghout the last two years degpite the
ghobal downiurn. |'m going 1o detail the reasona for this and discuas the progpects for 2011 and beyond.

Costume jewelery (or iashion jewelery, a3 it also known), can be defined as any jewsllery made from non-precious

miakols ech oe. poki. Kooy & doas. not contaln ony precious. or somi-precious stons o pocrls olter, alfuogh in Fashion Jewelery is not always inexpensive. Kenneth

gome hagh end cases, it might, partculardy the designer jewellery market. This is not 1o say that il is always NeXpensive, , .

cﬁemedh J:,’-'.d mm:as 1re9od;1ar-er of costume jewellery) vintage peces, have;:eenkmm Ge::f“m Jay Lane’s pieces sell for thounsands of pounds.
hrestie's ‘s Thoirssamnds , al e g are much mone affordalble. [oever, " .

i T N o . S Tt 3T it 100 Vo 1 G vl ikle Rl However, mass market items can sell for anything

neckiaces, bracelets, brooches, cuffa and rings. between $1 and $1 00

‘Fasghion accessones’ is a broader fenm that includes not ondy costume ! {ashion jewellery, but also includes bags, hair
accessones such as fascinators, scarves and belts. Jewelery ia said 1o accouwnt for over 3094 of the overall fashion
accessory market with handoags the other big contribwiorn, at asund (or jest below), this level.

After years of steady growth within the indusiry, the global down e contributed 1o 2 330 fall inretad sales for 2009 10
$30.7 ballion. Progecied figures dor 2010 are more positive with sales rebownding 1o $32.2 bilion [Sowce: Accessones
Magazine . Heawer than expecied snowialls, and lower temper alures acroas Western Eunope in the run up o
Christmas, may lead 1o a skight downgrading of this estimate, as retallers lost crucial seling days. The well docum enied
problams with the poatal serace particulardy in e UK, may have affected 1ake up rates within the online jewellery
indhestry, aa consumers frefted over delivery dates. Mevertheleas, taking into account that growih in the key coafume
jewelery markets of Morth Amernica and Wesilern Europe has been shuggish in 2010, any sor of positve growthis an
achisvement.

Compan bes within fhea sector should be bulksh about the prospects for 2011 onwards; positive indicalors that the
indhestry will grow are as follows:

Abaull; A previously mentonsd despite shuggish growih in key US and Ewopean markets, the industry managed 10 mot
only recover retals sales from the 2000 fall, but refurned o pre credit-crunch growth levela.

Abawll; Austerity measures across much of Ewope are Bkely 10 keep conswm er spending in check. Howewver smart
retaders can take advaniage of this, marketing io consumers who are trading down. Valee for money is Bkely 1o be the
key driver in the age of austerity; in the UK, ALDI theived from customera who traded down from Marks and Spencers.
‘Whillat 'm not comparning the Costume Jewsllery industry to ALD|, you can hopefully see my point.

&bul; Following on from this, brands that can ofier afiordable koury are likcely 1o prosper. For many Fashion Jewellery Affordable luxury one of the key selling points for the
brands, atiordable kooury is one of the key seling poins. An example from outzide the indusiny of affordable kooery —_— .
fhiving during fough economic imes, B Cosia Coffes, who experienced strong resulis over the last few years as many Fashion Jewelery.

CONSUTers continue 1o buy 82 8 Treaf.

Abadl; Emenging markels such as China and India, offer vast podential from strong brands. Growth in these economies
remained strong in 2010 and is Ekely 1o continwee, albeit at a slighfly decreased rate. Az much of the workd's mass
produced cosiume pewelery and fashion accessones are manufacimed in these new economies, companies need 1o
examine thedr aupply chain and marketing, 1o best capiakae on thia opportunity. Cutfing out the freight coats and selling

directly at fhe point of onigin i surely a goal worth striving for.

Abadl; The price of gobd and other precious metals i 8l very high, Gold has been increasing throughout the last decade Coustume jewelery better value against traditional
from %255 per cunce in 2001 1o a hagh of $1422 60 this year. Siver is a similar, if not a8 dramatc story. This means that — J |
costume jewellery is betier value against the tradifio nal jpwellery metals. ewe ery-

Those positves and opporiunities aside, there are cerlain challenges the indusiry face in e guest for growih:

Abwll; The key challenge faced by the indusiny and indeed by many paris of the retal secior. is the ring world wide
maierial costa. From copper to wheat, prices are rodketing as the emerging &condmies, pardculardy China and India,
enable their populations 1o move out of poverty.

Abull; Wages in China are also on the nae, puttng addifonal pressures on manulactures which will eventually filler
down {o redallers and custiomers.

Abwll; Internatonal pregsure about thelr rade surplus and the looming Tweat of inflation, could see China eveniually
increase the prce of the Yuan leading again 1o increased purchase coats.

&badl; Fashion Accessones, parfcular mid-market! gpends, are boosted by a high percentage of impulze buys.
Replcating this apend in the online jewellery space is a challenge that retallens need o face up to. There B no simple
angwer, e lkes of Amazon and ASGS spend hundreds of fhousands a year on web development, 10 enable Enking of
prodcts, and suggestions o their cusiomer. Smaller retallers need fo alao consider how they can innovale to maximize

R Over all changing but exciting time for Fashion

Ornerall this bt i for fhe Cost Jd amnd Fashion Ac industry, | 1 H H H
e o e e o2, — Accessories Industry world wide consumer spending
in this sector.



Accessories For Success

t's more fad-driven than possibly any other industry. It's extremely

fickle, changing with the seasons and dramatically reflecting both the upswings

and downturns of the economy. But it's this unpredictability that makes the
$300 billion fashion industry one of the most fascinating and exciting around.

Considering the monetary value of the industry, it's not surprising that there
are so many opportunities for creative people interested in forging a career in the
field. The industry employs everyone from fashion designers and pattern makers
to sewing machine operators and textile stylists, as well as a whole raft of people
in ancillary professions, including fashion models, editors and writers; advertising
copywriters and publicists; educators—and, of course, the people who sell these
items to their adoring public.

In fact, one could argue that boutique owners, visual merchandisers, depart-
ment store buyers and other retail industry professionals are just as influential in
the fashion industry equation as the designers themselves. They make merchan-
dising decisions that collectively can make or break a product line. They promote
young designers through in-store advertising and promotional sales. They also
help build brand loyalty by featuring established favorites, which is an increasingly
important function in these days of retail-allegiance shifts among some of the
world’s best-known designers.



PROSPECTIVE CLIENTS

As you can see, there are quite a few places where you can sell accessories.
Knowing that, you probably can tell that your clientele will fall roughly into
three categories:
A Craft show/street fair customers: A lot of fashion accessories entrepreneurs and
designers wisely start out selling at these local shows as a way to gauge the interest
people have in their products. Because the cost to exhibit at such shows is generally
quite low, they're good places to meet people, get feedback on your products and
prices, and sell some accessories at the same time. But don't let the homespun
image of such shows fool you—retail buyers have been known to prowl through
the bigger shows, as one of the entrepreneurs interviewed for this book learned
firsthand. The result of that casual contact was a huge jewelry order for a nationally
known retail chain store that essentially launched her fashion accessories career.

You'll hear more about her in a later chapter. In the meantime, you do need
to be aware that for every career-making opportunity that comes along, you'll
probably meet a hundred or a thousand looky-loos. But these kinds of grassroots
sales venues still are good places to start to build a loyal clientele while developing
essential selling skills. The key to success is to choose the right shows in which to
participate. We'll give you some pointers on how to do that later.

A Retail customers: These are the
people who will buy directly from you
in @ brick-and-mortar store or through

I
your website. Home parties and eBay Beware! .
are alse good sources of retoil cus- You should never, ever sell fashion

tomers. However, a lot of people who accessories at wholesale prices

sell fashion accessories for a living ?’Mﬂ” Eﬁeg:emlera! public, even

say it's better to leave the retailing if you need to liguidate stock or

to the department store chains and clear out Jast season’s merchandise—
boutiques because it's too hard to even if your friends and family beg.

You'll never make any money that
way, plus you'll devalue -
your merchandise ;. dx_“\

e

make a living on onesie-twosie sales
unless the price point of the merchan-
dise is extremely high, as it would be if 4

you're selling fine jewelsy or designer in the eyes of your 1| _ il
handbags. Still, selling at retail prices true wholesale | -7 £ a5 —
gives you the same kind of insight that CUSTOMmErs. k"1"-’*‘"" g
going to a craft show yields—albeit at
a much higher cost if you're operating
out of a brick-and-mortar retail space. This is not to discourage you from retailing
if you're a born merchant. But you'll find there are significant challenges that are
easy to overlook when you're excited about launching a new business venture,

A good way to start up is also to sell at departmental chain
stores because its easier to make profit.

Chapter 1 Accessories For Success

Smart Tip

When marketing fashion accessories
online, don't forget to target some
of your efforts toward men because
according to research by Unity
Marketing, they spend the most on
luxury fashion iterns. During the

three-month period studied,
men spent an average ﬂ

- D,
of $2,401 online on (e =4
fashion items, while 17
women spent $1,527. N~

Great way to start up is to start out by selling at Local
Shows, Exhibitions.

]

Not just for women, but
for men too!



Case studies of some entrepreneurs

A Brooke Sobel, owner of Sobella in San Francisco: A graduate of the University

of Southern California, Sobel is a former kindergarten teacher, public relations

executive and recruiter. She entered the fashion accessories industry as a jewelry

designer in 1999 following a trip to Costa Rica, where she was inspired by a woman

she met there who was making jewelry and handbags. After designing jewelry for Jewelery designer turned
five years as well as a handbag with a removable handle that could be worn as a | accessory designer.
necklace, Sobel realized her true love was handbag design and began to pursue

that line of business full time in 2004. Her collections, which she describes as both J

funky and chic, can be found at department stores and boutiques worldwide,

including Bloomingdale's, Nordstrom, Takashimaya, Harvey Nichols and more.

A Donna von Hoesslin, designer and owner of Betty Belts and Betty B. in Ventura,
California: A former Berlin socialite who was “at the top of the fashion scene,” as
she phrases it, von Hoesslin has had an eclectic life. During two decades in Europe,
she worked jobs ranging from waitress to translator to fashion designer {(with her
own cut-and-sew business). After returning to Southern California, this avid surfer To support a casuse
started her company in 2001 to produce unique, handmade belts, jewelry and
accessories that are ocean-inspired, ethically made and sweatshop-free. She uses
reclaimed and recycled components in her designs, which makes the pieces both
sustainable and affordable. She also supports many different causes, including
environmental groups, at-risk youth organizations, women's surfing, and the
female artisans in Bali who so competently make her products.
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Phase 1

Principle

5. Believers

* Strong principles, conservative, loyal

= Conventional people with concrete
beliefs based on traditional codes |i
family, religion, community and nation

* Predictable consumers

* Choose familiar products and
established brands

1. Innovators

* Successful with many resources

* Open to change and love variety.

* Receptive to new ideas, technology,
techniques

* Active consumers

* Cultured taste for upscale niche
products and services

3. Achievers

« Career oriented

* Avoid risk, and value consensus,
predictability, stability

* Lead conventional lives, go for the
status quo

« Politically conservative and respect
authority

« Active consumers

* Image is important, favor prestigious
brands that demonstrate success
to peers

Status

4. Experiencers

 Impulsive, young, offbeat

* Enthusiastic, risk-takers

* Avid consumers

+ Spend a comparatively high
proportion of income on fashion,
entertainment, socializing

* Emphasize looking good and having
“cool” stuff

Action

Developed by social psychologist Kurt

VALS: Values and Lifestyle Categories

Lewin, the VALS Psychographic catego-

m used to d

why people act the way they do.

DESIGN-CENTRIC RESEARCH

75

The Linear Process in Sté

my audience
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Mind Maps












Positioned here

Determining Strategy

Currently the fashion jewelry sector is
saturated with affordable jewelery made of
materials other than metal.

My strategy is to position my fashion
jewelery on the scale of luxury and other
materials.

It would be a bit on the higher end.

The jewelery would be collectors edition
for the history of Graphic design inspired
jewelry.



Plan

1. Persona

Name : Taaneya Balaji Goals

Age:24

Occupation: C.E.O of Illustration o Buy jewelery which would be a statement in itself.

Much and a student at SCAD. « Be able to create a connection between the design jewelry and her
Location: Georgia, Atlanta design style preference.

o Be able to buy jewelery to wear on special events, studio

openings, meetings etc.
About her 8 &

o Loves chevron.

o Sheisa C.E.O of a graphic.
design studio in India.

o Loves her jewelery, especially
earrings and armlets.

o Considers herself to be a post-
modernist at heart.



Plan

2. Persona

Name : Tammy Aguiura

Age:28

Occupation: Design Entreprenure
Location: Georgia, Atlanta

About her

« Hasa flair for fashion
o Design Entreprenure
« Lovesto dress up.

o Loves all this art.

Goals

« Buy jewelery which would be a statement in itself.

« Be able to create a connection between the design jewelry and her
design style preference.

« Be able to buy jewelery to wear on special events, studio
openings, meetings etc.



Plan

3. Persona

Name : Chaitalee Shetty
Age:29

Occupation: Textile Designer
Location: Dubai,UAE

About her

« Fun, happy go lucky
o Textile Designer
« Lovesall things jewelry

o Isafine artist as well

Goals

Loves to collect different kind of unique jewelry

Be able to buy jewelery to wear on special events, exhibitions expos
openings, meetings etc.



Creative Brief

Background : | am my the client and |
am the designer, the product in question
is fashion jewelry, its strengths is that

it has a huge market for sales as every
individual own some kind of jewelry, it
weakness is that this product category
is very crowded and there are a lot of
competitors.

Overview : To design a line a jewelery
products which would stand out as
compared to the junk fashion jewelery
in the market and be positioned as the
style statement which a designer would
make wearing the jewelery which is
inspired by the various graphic design
moments, thus subtly voicing his
opinion as to what they think is a good
design period and what inspires them,

Drivers : To get people to buy this
special edition collection of jewelry.
Create a sense and a need a more
personal jewelery statement.

Audience : The target audience would
be females 22yrs-40yrs who appreciate
all things design.

Competitors : Other high end designer
jewelery,

Tone: Cool, Nostalgia, Modern

Message : To create a feeling of nostalgia
and to buy the jewelery piece as a statement
maker for their own design style.

Plan: The plan is to make the jewelery out
of different materials, wood, acrylic, leather
and 3-D Printed, All the production would
have to take place in the sculpture studio
where laser cutting and 3-D printing can be
used. The jewelry would be designed by me.

Details : There are no legal restriction as
such.

People : The person to be reported to is
Prof. Lisa Babb.



Phase 3 Creative
Overview

















































































Branding



Logo
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Tags for packaging

O

CURIO >

CURIO X

My initial idea was to have hanging tags,but that did not make sense since luxury jewelry
is always displayed in a glass shelf and not hung on the wall like junk jewelry is, hence |
canceled that idea.
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For the flair of art nouveau. For the love of symmetry.
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Instead of the hanging tags, | decided to have just plain tags which would be attached to
the jewelry with a black string. As compred to the jewelry the tags look too big!



art nouveau

modernisim

For the flair of art nouveau

postmodernism art deco

For the postmodern thinker. For the love of symmetry.

Changed the size of the tags so they don’t look huge as compared to the jewelry. Both
the pattern and the copy needed to change. The looked kind of random and the copy
needed to explain to the person buying the jewelry why and what should they be buying.

Final Design

s
) = B ) C =)
SERSeaaRRs &

IS LI I Iy
%@gﬁgﬁdﬁﬁ s %&@ﬁﬁd@@%@ Made a pattern using the initial C

GG “;? CQRI(% (Eglﬁ;)(g (?;?(nﬁ;)(ii) (JL{ RIO 69665 from the brand name Curio. This

%&%mﬁ%\%\ ﬁ&h Iﬁi\% %ﬂ\@)@ ﬁ&@ﬁ NN pattern makes more sense and relates

o e o o o B [-aVa-N-o
to the brand.

art nouveau art nouveau
For the jewelry connoisseur For the jewelry connoisseur
who knows about all things art. who knows about all things art.
For the jewelry connoisseur who
art deco art deco knows about all thlngs art — this line
says it all, if a person not knowing
For the jewelry connoisseur For the jewelry connoisseur 1 1
who knows about all things art. who kno\;]vs about all things art. What to buY for a hls or her deSIgner

companion see this they would know
what to buy.



Final Design and Branding/Packaging
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