




than viewing and buying online. “Subtle differences in 
colour and clarity can dramatically affect emerald’s value. 
It is not easy to find a way to present the true colour and 
clarity of an emerald, not even with the help of technology,” 
Sally Li, production and sales coordinator of Sunlight Gems 
explained. In the foreseeable future, online platform serves as 
one of the channels to reach audience worldwide, she added. 

Chase, which wholesales and retails diamond jewellery 
in the United States, Europe and Hong Kong, shared similar 
view: “Customers in Hong Kong prefer traditional shopping 
experience. Shopping in-store allows them to have personalised 
shopping experiences and try the items on before a purchase 
decision is made. However, given the current circumstances, 
they are willing to adopt to virtual try-on through mobile 
applications and other AR and VR tools.”

Apart from ecommerce opportunities, the Hong Kong-
based company pointed out that the history of gifting diamonds 
as an expression of love and celebration of relationships from 
family to friendship has generated demands for diamond 
jewellery throughout the pandemic, which echoed the customer 
research conducted by De Beers that nearly 90 percent of the  
survey-takers desired to express gratitude to loved ones through 
gifting and natural diamonds were seen as one of the options. 

“In hard times, customers want to send jewellery that 
carries positive energy and meaningful messages to their loved 
ones,” said Timax, another jeweller from Hong Kong.

Among gold, silver, fashion and fine 
jewellery, silver jewellery and gold 
fashion jewellery are major online 
sales generators as they are at a 
competitive price point, Wing Wo 
Hing Jewelry Group from Hong Kong 
explained. 

F o r  B a n g k o k - b a s e d  R C A N 
Jewellery and Chokas, fine jewellery has 

j ewellery des ign trends in 2021 p lay 
with vivid colours and trigger imagination, 

according to Lucky Gold & Silver Co.

Lockdowns and travel restrictions issued in response 
to the Covid pandemic have deterred local customers and 
international visitors from splurging at brick-and-mortars, 
prompting jewellers to evaluate their business plans and 
redevelop business models. 

Hong Kong’s fine jewellery exports reported a 41-percent 
year-on-year slump in the first five months of 2020 while hard-
hit retail sales remained in the negative territory for two years. 
However, when one door closes, another window opens as 
purchases have moved from offline to online sales channels. 
The uptake of e-commerce sales has altered the ways to serve 
patrons and attract potential clients. In a recent interview with 
Hong Kong Jewellery, jewellery manufacturers and exporters 
based in Hong Kong and Thailand shared their insights on how 
the unprecedented virus outbreak has transformed the business 
landscape and their strategies to stay competitive and relevant 
with their B2B and B2C customers during the tough time.  

When social media takes the stage 
Being digitally active is more vital than ever for brands 

when the pandemic has accelerated the shift towards a 
more digital world and triggered changes in online shopping 
behaviours that are likely to linger. 

Social media engagement rate has seen a 40-percent 
rise across all stages of the pandemic, with Instagram making 
an astounding cut and outshining its prominent counterparts. 
Among more than 1.15 billion active Instagram users, 90 
percent follow at least one business account and half of 
the users are more interested in a brand when they see 
its advertisements on Instagram. Braze 2021 Global 
Customer Engagement Review pointed out that 
60 percent of marketing decision-makers have 
invested time in customer engagement tools. 

Tides over pandemic crunch
“This year, we have experienced a slump in our sales 

turnover which reached a record low since 2011. Yet, we thrive 
to maintain business amidst turbulence,” Camex Jewellery, Hong 
Kong, spoke candidly. Alongside website enhancement, the 
diamond and gemstone trader has ventured into the affordable 
social media marketing on Instagram. 

Instagram is a highly visual and brand-driven platform 
where photo styling plays a crucial role in delivering brand 
personality. Proper lighting, a specific colour palette and 
themed props and backdrops are key elements to Camex’s 
vibrant Instagram presence. The brand creates the vision and 
feelings of the specific lifestyle modern women aspire to, rather 
than focusing solely on jewellery pieces. Its Instagram serves 
as a jewellery version of OOTD blog, the social media-coined 
abbreviation for “outfit of the day”, with jewellery layering image 
backgrounded by marble tables in black and white to evoke a 
sense of understated elegance and bright flower bouquets to 
make a pleasant colour contrast with gemstones. Given that 
Instagram hides captions beyond the first three lines, Camex 
tries to keep captions simple. “Feeling like a spring garden 
today busting with flowers and butterflies” and some emojis, for 
instance, is all it takes to inspire. 

Circumstances alter cases
To translate engagement into actual business outcomes, 

Continental Jewellery, diamond jewellery manufacturer and 
wholesaler in Hong Kong, permanently shifted its target 
customers from brick-and-mortar retailers to online retailers 
by launching digital storefronts. Spokesperson Celine Cheung 
said: “We took decisive actions to retool our services for online 
retailers following the continuous growth of online retail as a 
result of changes in customer spending habits.” Its upgraded 
website is filled with more jewellery in different styles and 
qualities, allowing clients to access product catalogues, request 
quotations and track packages. The company is able to shorten 
delivery-time thanks to the branch offices in UK and the United 
States. 

Despite the pandemic has put digital customer engagement 
and e-commerce at the forefront, Hong Kong-based emerald 

specialist Sunlight Gems on one hand is stunned by what 
digitalisation is able to achieve, on the other it 

believes that most of the clients still prefer to 
purchase after seeing the physical piece rather 

Leading hong kong jewellery manufacturer Myer says white gold is here 
to stay as a popular alloy for diamond jewellery.

Diamond and freshwater pearl 
gold necklace, Wing Wo Hing 
Jewelry Group

Hand-painted enamel in 
mood-boosting colours, 
Fish Enterprises’newly 

launched Aurora Collection 
is a sentimental gift to show 

emotional support to a loved one 
during pandemic. 

Continental Jewellery sees a rise in demand for lightweight 
jewellery as people become budget-conscious amidst pandemic.

Silver bead bracelet set, 
Timax Jewelry

surprisingly done well in the thought-to-be 
dull season for the sector even though 
end-customers are more pr ice-
conscious and more concern about 
necessities over luxuries.      

Mother of pearl dangling 
earrings, Chokas
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of the stores can still sustain normal activities with restrained 
local consumptions, while some were shut or operated shorter 
hours.

The manufacturing and export sector, nevertheless, has 
been heavily stricken by the pandemic which shattered the 
entire jewellery supply chain with mines closed, factories shut 
down, trade fairs cancelled. Although we could do nothing to 
reverse the situation as we were rather passive, we fought for 
survival with perseverance and determination. Some jewellers 
still travelled abroad to secure orders, while some others had to 
seek to wage reductions or retrenchments.

On the positive side, most of us in Hong Kong are SMEs with 
a small headcount. The local government and the banking sectors 
have taken financial measures to help us ride through these difficult 
times. As our major export markets are gaining momentum, I 
believe our industry will soon be getting back on track.

Hong Kong’s jewellery exports during the first five months this 
year achieved HK$28.6 billion, the highest over the last decade 
year-on-year, with China having the lion’s share. How would you 
interpret the encouraging figures?

It is a straightforward calculation. Let’s say we have an 
annual budget of HK$100 for jewellery. Due to the health crisis in 
2020, we did not spend the money and saved it up for 2021. For 
some, even if they spent HK$20 to buy something else in 2020, 
and decided to cut the 2021 budget by half to HK$50 owing to the 
recent salary cut, they still have an aggregate sum of HK$130 to 
spend on jewellery in 2021, much higher than the annual average. 
It explains the soaring demand for jewellery this year.

China accounted for nearly 38 percent of Hong Kong’s total 
export values during the said period, ranking the top market. It was 
the first major economy to spring back from Covid-19. The robust 
recovery, growing consumption power, together with the so-called 
“revenge spending” did contribute to the staggering number.

Nevertheless, the export boom will lose steam in a longer 
term when consumer demand growth in China becomes 
moderate as the pent-up demand has come to fruition. A period 
of market adjustment will follow. It is difficult to predict the level 
of adjustment at this moment. Even if it is on a downward trend, it 
will outshine the 2020 performance. I think the worst seems to be 
over for Hong Kong’s jewellery industry.

Moving into new markets is a constant quest for Hong Kong’s 
jewellers. Would you give us some hints on making a prudent 
choice?

At the onset of Covid-19, the Sino-US trade war was in 
full swing. The subsequent tariffs and trade barriers set by the 
United States have made imports to the country difficult. I told 
our association members that we should not rely too much on 

The jewel lery industry has 
fared better than expected 
under the gigantic impact of 
the Covid-19 pandemic which 
has literally killed the global 
jewellery business since early 
2020. Surging demand for 
luxury products from China and 
the United States has shielded 
the industry from further storms. 
Ken Lo, president and director 
of Hong Kong Jewellery & Jade 
Manufacturers Associat ion 

(HKJJA) has talked with Hong Kong Jewellery, shedding light on 
some of the trending topics in the industry − the China factor, the 
new normal, trade fair prospects and industry outlook.

The swift lockdown in China early last year amidst the initial 
outbreak of the pandemic had brought all manufacturing activities 
in the country to a halt. It came as a wakeup call for Hong Kong 
manufacturers who have shifted over 90-percent of manufacturing 
procedures northwards to diversify their production locations. 
What would you say about it?

Everything happened so quickly. It caught everyone off 
guard when production just came to a complete stop in China 
during the initial lockdown. A question sprang to our mind: 
“Should we reach out to other production bases to diversify 
risk?” While the idea started to grow, we noticed that the social 
and economic activities in China were steadily getting back on 
track in a few short months thanks to the decisive anti-pandemic 
m e a s u re s t a k e n b y t h e c e n t r a l 
government to contain the virus. Instead 
of relying less on the Mainland, we have 
reinforced our believe in producing in 
the Mainland in future.

O v e r t h e y e a r s , H o n g K o n g 
manufacturers have been on the lookout 
for alternative production bases when 
facing the surging costs in China. 
Thai land, Vietnam and Turkey are 
among the mostly sought destinations. 
During the Sino-US trade war started 

An interview with Ken Lo on the post-Covid 
Hong Kong jewellery industry

mid-2018, some jewellers shifted to produce in those countries in 
a bid to avoid the additional import tariff levied by the States. In 
the end, however, most of us still prefer to produce in China for 
effective communication. After all, language barrier is the hurdle 
of producing in non-Chinese-speaking regions.

A recent trend has seen a growing number of Hong Kong 
companies relocating value-adding processes including design 
and mould making back to the city from the Mainland where the 
escalating production costs have narrowed the gap with Hong Kong.

Navigating the new normal has become the order of the day. How 
do you see “the new normal” from a jeweller’s perspective?

We have seen quite a few online exhibitions from around 
the globe over the last year and a half. As a matter of fact, I had 
suggested we do more virtual events right in the early stages of 
the outbreak when travel restrictions were getting tighter. 

I think the size of live exhibitions in near future would reduce 
with bigger booths and lesser participants due to the social 
distancing measures on one hand, and the shrinking market on 
the other. Event organisers should take note of this new norm.

Physical shows are beyond comparison in terms of 
effectiveness, which is apparent from the unenthusiastic 
responses from digital-show participants. Although a certain kind 
of merchandise at below HK$10,000 retail, for instance, can sell 
online, I think most of the fine jewellery have to be touched and 
viewed before a deal can be closed.

For most of Hong Kong’s jewellery manufacturers who target 
overseas markets, e-commerce is not mainstream. Nevertheless, 
we should not neglect the accelerated pace of digitalisation 
brought on by the pandemic. At the end of the day, it is the 

online-to-offline business model that 
perfects customer’s experience.

How has Hong Kong’s jewel le r y 
industry been far ing in the Covid 
crisis?

Dur i ng t he l ockdowns , t he 
number of visitors from mainland China 
has drastically slashed. However, the 
impact on local retailers has been 
relatively less severe as mainlanders 
are not their sole customer base. Most 

the western markets, but gain greater access to the Mainland 
where the population size is larger than the States and Europe 
combined.

Over the years, we have looked to make inroads into 
emerging economies such as Vietnam, Myanmar, Indonesia, etc. 
They have their own market uniqueness, strength and potential. 
However, when it comes to a promising market, purchasing 
power, industry integrity and trade regulations are paramount. 
China is unbeatable in this regard.

Meanwhile, we are not going to give up the traditional 
European markets including Italy, United Kingdom, Switzerland, 
France, Germany, etc. Our association has forged a very 
close bond with the Vicenzaoro fair in Italy, for instance. The 
Asian District, formerly Hong Kong Pavilion, we co-organised 
with the International Exhibition Group (IEG) is unarguably the 
largest overseas national group in the fair. Despite the reduced 
scale in recent years due to global economic downturn and 
the pandemic, we hope to bring the best from Hong Kong to 
Vicenzaoro, the window to the sophisticated markets in Europe.       

What is your outlook for Hong Kong’s jewellery industry?
It is said that when there are people, there are demands for 

jewellery. The staunch support from the huge domestic market in 
the Mainland has bolstered my confidence in the future of Hong 
Kong’s jewellery industry.

China remains the jewellery manufacturing hub for Hong 
Kong despite the sanctions and additional import tariffs charged 
by the States during the trade disputes with the Mainland. I see 
no reason not to maintain the most effective Mainland-Hong 
Kong collaboration in future.

The United States will keep topping the list of our export 
markets besides China. I really hope, in the post-Covid era, the 
US jewellery industry would be more regulated in trading terms. 
After all, we have suffered enough of the unfavourable practice 
of purchasing on-credit all these years.      

The renowned Asian District at Vicenzaoro fairs is organised by HKJJA.

Ken Lo, HKJJA president and
director 

Trade fairs are the main source of business opportunities 
for jewellery exporters. (Photo courtesy: HKTDC)



F i n e  t r a d i t i o n s , 
m e t i c u l o u s 
c r a f t s m a n s h i p , 
uncompromising quality 
a n d a n i n n a t e s e n s e o f 
s t y le a re the fundamenta l 
a t t r ibu tes o f I ta l ian des igns 
that have appealed to seasoned 
connoisseurs at all times. In the face 
of adversity, some choose to be in a wait-
and-see mode, while some are resil ient to 
changes and stride steadily ahead. Hong Kong 
Jewellery shines a light on three prestigious Italian fine 
jewellery names, who talk about the Covid-hit industry, their 
strategies to turn businesses around and aspirations for a 
restart in 2021.

Alessio Boschi’s storytelling creations always prompt 
anticipation of amazement. And they never fail to surprise. 
The award-winning Roman designer started his own brand 
Alessio Boschi Jewels in 2010 after serving a number of 
renowned jewellery houses as creative director. Every piece 
of his original design sheds new light on our understanding 
and appreciation of jewellery in terms of forms, functions and 
technology. He unveils new collections to loyal customers 
and potential buyers at private events and major exhibitions 
around the globe. The Covid-induced global lockdowns and 
travel restrictions since early 2020 have smashed his (and 
the entire industry’s) business plans.

“I refuse to get depressed and shut down my mind. On 
the contrary, the pandemic has forced me to 
find new ways to be creative in my design 
and marketing strategies with the help 
of technology and dig i ta l isat ion in 
order to be able to maintain a voice in 
our wonderful jewellery world,” said 
Boschi.

A t  t h e  m o s t  d i s a s t r o u s  a n d 
chal lenging t imes, according to h im, 
people were forced to think out of the box. 
He said: “During those times some of the greatest geniuses 

Italian aspirations 

or the brightest minds came out, and some 
of the most inventive and modern revolutionary 

ideas were born.”
Over the last few months, Boschi dedicated tremendous 

efforts to engaging clients online via social media platforms, 
gaining an active presence in the jewellery world at webinars 
and putting the fingers of the customers on his pulse by 
regular contact online.

Sharing and offering help to others, for Boschi, are 
particularly essential at hard time. “We need to help each 
other. This is a global crisis and everyone is on the same 
boat,” he said. To inject a positive attitude into the dispirited 
trade, he held two conferences at Voice in Vicenza, Italy 
and Inhorgenta in Munich, Germany, sharing his positive 
thoughts, creativity and enthusiasm with the show goers. In 
a bid to share his design inspiration and amazing story with 
a broader audience, he lets the Museum of Jewelry in Italy 
exhibit one of his creations for some years.

A chain of elaborated paintings inspired 
by the interior of the Golestan Palace 
is hidden in the Golestan Palace ring, 
Alessio Boschi

(Left) The Celestian Dome ring, (right) Open the 
Poem ring to devour the precious book with 
seven paintings, Alessio Boschi
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Out of a loving desire, Coin reacted fast to give help to 
those in need during the pandemic. As he said, Italians have 
always extremely bonded with families and friends which is 
part of their DNA.

According to him, although they were strongly suffered 
from the consequences of the lockdown which stopped 
everything completely, they capitalised on the accelerating 
pace of digitalisation of late. “We decided to invest in the 
international market and we kept daily contacts with all 
our clients worldwide thanks to the digital communication 
platforms. Today, I can say that we have reached some 
results that looked impossible at the beginning,” said he. “The 
e-commerce was working more than ever before, so were 
our Facebook and Instagram profiles. We have also worked 
in some exclusive digital events to present our collections,” 
he added.

Since the very beginning of Roberto Coin’s adventure 
in the jewellery world, he was sure that he wanted to be 
authentic and to express his vision of beauty in jewellery. 
“I wanted to enhance the uniqueness of women. You can’t 
enhance their uniqueness if you gave them the same piece of 

jewellery. That is why I tried to create a 
different jewellery for each different, 

un ique woman,” he sa id when 
exp la in ing h is ever-chang ing 
designs.

According to Coin, ‘variety’ 
i s  g o i n g  t o  b e  a  m u s t 

fo r 2021. “ In th is era 
o f  i n c l u s i v i t y  a n d 

diversity, differences 
are precious. I think 
t h a t i n 2 0 2 1 I w i l l 

strongly reinforce my 
initial vision,” he said.

Wor ld - renowned mic ro -
mosa ic con tempora r y 

While social distancing 
re f r a i n s u s f ro m m e e t i n g 

people, i t al lows us to re-
connect ourselves again. 

“We reviewed our stock and 
marketing material, modified 
few pieces, updated some 

p r ices , and des igned new 
packaging. These are those 
th ings tha t we had le f t 
behind because of the lack 

of time,” said Boschi.
A recognised trendsetter, 

Boschi says talismans with positive 
messages w i l l be sough t -a f te r 

amidst crises and uncertainties as people are searching for 
reassurance and protection. “People will want to get out of 
this dark moment and look for positivity. We want to go out 
and reconnect with Mother Earth,” he said.

He went on a spiritual journey during his stay in Tuscia 
for the last 11 months visiting Etruscan sites and medieval 
villages, decorate churches and abandon castles in contact 
with the colours of nature change between seasons. “Nature 
once again has given me a lesson about f ragi l i ty and 
versatility of life. Everything is changing, nothing stays still. 
Nature has also offered a warm refuge for my fears and 
worries,” he added. The designer is currently working on a 
collection paying homage to Mother Nature, reproducing the 
fragility and beauty of flowers in a circle of seasons in a hope 
to help people escape from the challenging 2020.

Aspired to make every woman unique and distinct, 
Roberto Coin Spa has evoked to be one of the best-known 
Italian jewellery brands in the world since inception in 1996. 
What makes the brand memorable is the small ruby that 
comes with an immense story.

In many ancient societ ies, ruby was bel ieved to 
possess magical power. The pharaohs in ancient Egypt, 
for instance, considered ruby a talisman of love, joy and 
everlast ing health. In the East, in the tales of 
Burma, warriors wore rubies for protection. 
Besides, an old Hindu myth suggested 
that ruby was the fruit of the sacred 
Kalpa tree of hope and desire. All 
these captivating stories have inspired 
Roberto Coin, brand founder, to set 
a small but important piece of ruby 
in every piece of his creations as a 
passionate symbolic signature of the 
brand.

Rock & Diamonds bangle, 
Roberto Coin

Love in Verona rings, 
Roberto Coin

Princess Flower earrings, 
Roberto Coin

jewellery maker Sicis Jewels 
employs the ar t ist ic technique 
from the 7th century in Rome. The 
rod ma te r i a l made o f m ine ra l s , 
d i amond dus t s and g l ass has a 
thickness of just a millimetre. Mosaic 
masters cut the rods in small pieces and 
set them one by one by hand to obtain 
the desired pattern. The micro-mosaic 
jewellery is set in gold with diamonds 
and gemstones. It is the cultural heritage, 
unique patterns and master craftsmanship 
that make Sicis Jewels’ jewellery sought-after.

All year round the Milan-based brand takes 
part in trunk shows in major cities and significant 
trade fairs around the world to present their new 
col lect ions to ex is t ing and potent ia l customers. 
Cov id -19 has d is rup ted the brand ’s schedu les ; 
nevertheless, it did not stop it from moving onwards while 
keeping customers engaged.

Gi l io la Cont, Sicis Jewels’ head of market ing and 
communicat ion , sa id : “We have main ta ined ongo ing 
relationships with our customers through 
our managers. 

When our customers want to 
see the jewellery directly, we 
have found the way to satisfy 
t h e m b y a r r a n g i n g p r i v a t e 
meet ings in compl iance w i th 
sanitary measures.”

I n  a  h o p e t o  c u l t i v a t e  t h e 
knowledge of Sicis Jewels’ design and 
craftsmanship to customers, they have worked 
close with leading fashion and trade magazines 
online in different countries and regions. To explore 
more possibilities of selling online, the brand started 
collaborations with some lifestyle and trend websites.

“As we were aware that it is increasingly crucial 
to explore the digital world to make ourselves 
known all over the globe, we have gone digital some time 
already. In June 2019, we launched an e-commerce initiative. 
We also have a series of online sales partnerships with 
leading global marketplaces,” Cont said.

The closer bond we developed with our family and 
friends during lockdown comes as an emotional drive to 
jewellery purchase. According to Cont, it might explain 
the reason for the exponential online sales of the Universe 
collection, a contemporary and easy-to-wear jewellery line 
featuring loving and auspicious motifs including heart, clover, Tesserae Collection‘Secret Garden’ring, Sicis Jewels

Losange Collection necklace, 
Sicis Jewels

Hamsa, star, f lower, etc. She 
remarked that even the high 

jewellery line has attracted interest 
of new and young customers in Asia 

who crave story-telling jewellery with 
exqu is i te cra f tsmansh ip and un ique 
design. “Each piece of our jewellery has 

its own story. We love to make jewellery that 
dresses the personality of the wearer, exclusive 

and unparalleled,” she said.
O v e r w h e l m i n g l y  i m p a c t e d  b y  t h e 

unprecedented crisis since early 2020, people 
have a strong desire for comfort, relaxation, energy 
and determination. According to Cont, charm 

jewellery encapsulates hope, fortune and courage 
would be all the rage in 2021. The Universe collection 

set in 18-karat gold with micro-mosaic and natural 
gemstones, for instance, shal l be worn as a 

talisman or amulet that brings optimism and a 
spirt of light-heartedness to our lives.      

Hamsa hoop earrings, Sicis Jewels
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18-karat rose gold Rainbow Collection parure set with 
multi-coloured sapphires and diamonds, Legrand
	 T (852) 2765 7818   F (852) 2363 5045   
	  info@legrandjew.com   www.legrandjew.com

18-karat pink gold bangle set with multi-coloured sapphires and 
diamonds, Perfect Group
	 T (852) 2334 6841   F (852) 2764 5608   
	  info@hkperjew.com.hk   www.hkperjew.com.hk

18-karat rose gold (left) and yellow gold (above) earrings 
set with red garnets and diamonds, Camex
	 T (852) 2312 2612   F (852) 3020 3255
	 sales@camex.com.hk   www.camex.com.hk

18-karat rose gold ruby and diamond ring, B K
	 T (852) 2529 0878   F (852) 2529 1495
	 bkjhk@bkjewelry.com   www.bkjewelry.com

14-karat white gold Dance Flower earrings 
set with rubies and diamonds, Polaris
	 T (852) 2252 3388   F (852) 2363 2776
	  admin@polarisjew.com   www.polarisjew.com

A New Sense
            of Blossoming

Hong Kong Quintessence Hong Kong Quintessence
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18-karat yellow gold ring and earrings set with citrines, garnets and diamonds (above)
18-karat yellow gold earrings set with coloured sapphires and diamonds (left), Front Top
	 T (852) 2367 9001   F (852) 2367 9048   
	  fronttop@netvigator.com   www.fronttop.com.hk

18-karat white gold brooches set with corals, 
coloured gemstones and diamonds, S.J. Lau
	 T (852) 2369 0818   F (852) 2369 3200   
	  info@sjlau.com   www.sjlau.com

18-karat rose and white gold brooch set with rubies, 
pink diamonds and diamonds, Eternity
	 T (852) 2854 4688   F (852) 2854 0157   
	  EML@eternitymfg.com   www.eternitymfg.com

18-karat pink gold Pink Sapphire Magnolia Flower Ring & Earrings 
set with coloured gemstones and diamonds, Goldiaq
	 T (852) 2356 7638   F (852) 2356 1738   
	  ga@goldiaq.com   www.goldiaq.com

18-karat white and rose gold brooch set with coloured gemstones 
and diamonds, Sunlight Jewelers
	 T (852) 2362 2707   F (852) 2362 2708   
	  sales@sunlightjewelers.com   www.sunlightjewelersltd.com
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18-karat yellow gold earrings and pendant set with Australian opals 
and diamonds, Opal House
	 T (852) 2334 1366   F (852) 2764 1208   
	  opal@opalhouse.com.hk   www.opalhouse.com.hk

18-karat white gold opal ring with diamonds (left)
18-karat yellow gold Aurora opal ring with diamonds (above), Opals Mine
	 T (852) 2367 0886   F (852) 2721 0498   
	  judychan@opalsmine.com   www.opalsmine.com

Sterling silver necklace set with freshwater pearls and gemstones, 
Wing Wo Hing
	 T (852) 2739 0002   F (852) 2724 0745   
	  hi@wwhpearl.com   www.wwhpearl.com

18-karat white gold fei cui pendants with diamonds, Imperial
	 T (852) 2721 4371   F (852) 2311 6909   
	  info@imperialjewelry.com.hk   www.imperialjewelry.com.hk

18-karat yellow and white gold ring set with natural fei cui 
and diamonds, United Jewelry

18-karat rose and white gold ring set with natural fei cui 
and diamonds, United Jewelry
	 T (852) 2332 6663   F (852) 2710 8214   
	  general@united-jewelry.com.hk   united-jewelry.com.hk

Hong Kong Quintessence Hong Kong Quintessence
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18-karat white gold necklaces and earrings 
set with sapphires and diamonds, Continental
	 T (852) 2363 8882   F (852) 2765 7516   
	  sales@continental.com.hk   www.continental.com.hk

18-karat white gold sapphire and diamond earrings 
and necklace, Lawrence
	 T (852) 2722 0789   F (852) 2722 0884   
	  lawtradco@gmail.com

18-karat white gold sapphire and 
diamond ring, Perfect Group
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See you at Hall 3.1, Asian District in January 2022
This supplement is published by Hong Kong Jewellery Magazine 
Ltd in September 2021 to promote the Asian District @ Vicenzaoro 
September 2021 managed by the Hong Kong Jewellery & Jade 
Manufacturers Association (HKJJA).

Jewellery photos on the cover are from:

Editorial & advertising enquiries:
T: (852) 2334 4311   E: info@hongkongjewellery.com.hk 

1. Christelle Limited

2. Collective Jewelers

3. Nelson Jewellery Arts Co, Ltd

4. K E Group Limited

5. Ritone Jewelry International Limited
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Hong Kong Jewellery Magazine

hongkong.jewellery

HKJM.com.hk

Any unauthorised reproduction of the supplement or any part thereof 
is strictly prohibited. Matters involving any alleged infringement of 
design, copyright, patent, trademark or other intellectual property 
rights (in the advertisements) should be addressed to the advertisers.
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