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GRAFF DIAMONDS
DEBUT AT BASELWORLD
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Emerald necklace from
Graff Diamonds.

B y N i n a H a ld

T

he company’s achievements are legendary, the
design iconic and glamorous, and some of the historical diamonds nothing
short of miraculous. Charismatic founder of the business and chairman,
Laurence Graff (OBE), and son, CEO
Francois Graff, sat down with the Daily
News before the show opened in order
to give their perspective on the industry.
BWDN: What is the company’s focus
during Baselworld 2014?
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Francois Graff: 2014 marks an important
moment in our company history as we
continue to focus on expanding the
Graff Diamonds brand globally and our
luxury watch division as an innovative
tour-de-force in the world of haute
horology. Our business is highly unique
in that it is involved in every stage of the
jewellery making process, from the
sourcing of the rough stone, through to
the cutting, polishing and final setting
of each jewel. We are excited to be
exhibiting at Baselworld this year, located in a highly impressive 503 sq metre

stand which incorporates a selection of
luxurious and unique design features,
referencing our network of stores around
the world.
What are the major markets for the
brand?
Our clients are truly global, from close
to home in the UK and Europe to Asia,
the Middle East and North America. We
currently have over 45 stores globally,
with new openings already seen in 2014
including the Fine Jewellery Room at
Harrods, along with locations in Fukuoka and Osaka in Japan.
Throughout 2014, we
will open further stores
across Asia as well as in
Zurich and Riyadh. Graff
Diamonds operates at
the very pinnacle of the
luxury jewellery industry; our clients come to
us when they want the
very best.
What are the top debuts
for the brand at Baselworld?
We are excited to unveil
a world premier; the
MasterGraff Grand Date
Dual Time Tourbillon,
incorporating three magnificent complications
for the first time; a flying
tourbillon, dual time
function and a grand
date. We will also launch
our very first women’s
technical timepiece; the
Graff Icon Automatic.
And in addition to new

timepieces for both men and ladies, we
will also have a number of unique jewels
and jewellery collections on display.
What is on the aesthetic agenda of
Graff Diamonds?
Laurence Graff: At Graff the focus of
our designs are the stones themselves.
The result is a classic, sleek, simple
style that has great presence, proportion and balance. A signature feature of
Graff designs is light and reflection, our
jewels enable the eye to follow a path of
light bringing them to life, so they look
truly elegant when worn. Over the
years, many of the world’s largest and
rarest stones have passed through the
House of Graff including the Wittelsbach-Graff, the Magnificence, the Graff
Pink, the Delaire Sunrise, the Graff
Constellation, the Flame, the Lesotho
Promise, the Graff Sweethearts and the
Letšeng Star to name but a few.
A blast from the past: A historical personality that inspires you?
There are women all over the world
with beautiful jewellery collections, but
for me Elizabeth Taylor’s collection
stands out, and her name will always be
synonymous with diamonds and fabulous jewels.
What are your most important sources
of inspiration?
Inspiration for our designs comes from a
range of sources, nature – birds including
swans and parrots, butterflies and dragonflies, animals, flowers and leaves – to
noble European gems and Mughal Indian masterpieces, African tribal pieces
and Asian motifs, to art as well as designs
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from our own archives.

NEW MASTERPIECES

Anna Gaia, CEO of Utopia,
talks about catching up with
customers at the new stand of
the family brand.

NOT ONLY FOR
TRAVELLING

Louis Vuitton’s new collection
Emprise pays homage to its luggage manufacturing past.
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LUXURIOUS VARIETY

Roberto Coin reflects on 30 years
of manufacturing elegant jewellery
and social responsibility.

LOVE IS IN THE AIR

Hearts, red roses, padlocks and
rings – the multitude of love
symbols inspires both fashion
and jewellery designers.

USEFUL NEW
DEVICE

Rubin & Son offers the Synthetic
Ruby Identifier SRI, a new
portable instrument to identify
synthetic rubies quickly.
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SIZE MATTERS

Genuine wonders of nature:
gemstones of impressive sizes
and rare qualites can be found
easily at Baselworld’s Hall 3.

NEWS

Founder and chairman Laurence Graff (OBE), left, and CEO Francois Graff.

SUSTAINABLE LUXURY
C H O PA R D M A R K S A N E W M I L E S T O N E F O R T H E L U X U R Y
W AT C H E S A N D J E W E L L E R Y I N D U S T R Y
B y N i n a H a ld
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A

t Baselworld this year, Chopard has
launched the world’s first high
horological watch made of fairmined gold: The L.U.C Tourbillon QF
fairmined – made from fairmined gold
which guarantees that it was mined in a
responsible manner and that the miners
themselves receive fair payment and an
overall premium. This follows hot on the
heels of the new Chopard Green Carpet
Collection earrings, that actress Cate
Blanchett wore in January 2014, when
she won a Golden Globe; the earrings
were set with diamonds from mines certi-

fied to the Responsible Jewellery Council code of conduct, sourced from IGC
Group and fairmined Gold.
Chopard’s journey towards sustainable luxury was initiated at the Cannes
Film Festival 2013 with Eco-Age and its
creative director Livia Firth (wife of British actor Colin Firth); here the first
Green Carpet Collection high-jewellery
creations were unveiled. Since then Chopard has been deepening its commitment to the cause by sourcing materials
from businesses that are demonstrably
committed to responsible, ethical, social

and environmental
practices.
The foundation for
the Green Carpet Collection was laid a few years
before when Chopard entered
into a philanthropic relationship
with the influential South American
mining NGO, the Alliance for Responsible Mining (ARM). Working alongside
ARM, Chopard has begun to transform
the lives of approximately 1.000 artisanal
gold miners and their families in small,
remote South American community

Ring from the Green
Carpet Collection in
white fairmined gold,
set diamonds.

mines in Colombia,
providing
social welfare, education and training
whilst protecting natural
resources and wildlife habitats. Copresident and artistic director Caroline
Scheufele said: “As a century old, familyrun business, we are very aware of our
responsibilities in our journey to sustainable luxury. It is not an easy journey, but
it is the right one, and the programme
will ensure we are working towards our
goal of sustainable jewellery.” 1.0, D15

FOPE - The 900 collection is closely
linked to the story of Fope and bears
some responsibility for the global success of the brand. The Novecento
woven chain in 750 gold is the protagonist of numerous different jewellery
sets. The precious metal weave is available in various thicknesses and in a
range of different styles. All items of
jewellery are manufactured from 750
gold, in some cases set with diamonds or
natural gemstones. 900 is a classic symbol of the fine Italian art of luxury jewel2.2, D21
lery. (ahe)

