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Jewellery
maker crafts
a niche with

technm

que

and tradition

BUSINESS PROFLE
A Hertfordshire
barn is a unique
‘shop window’ for
Harriet Kelsall’s
jewellery business,
although most
customers order
online, writes
Annie Counsell

The beautiful beamed barn
conversion that houses Har-
riet Kelsall’s jewellery design
studio, workshop and show-
room is a far cry from the
humbile start in & garden
shed in Muswell Hill, Lon-
don, where she began mak-
ing Itemes for friends, and
friends of friends, before her
business took off.

Glass cabinets show off the
hand-crafted jewellery to per-
fection and there are com-
fortable sofas for customers
to chat with personal design-
ers about their commissions
- f relaxed and warm envi-
ronment that converts 80 per
cent of bespoke appoint-
ments into sales.

The «ix fn-house designers
understand the individuality
of each order and build rela-
tionships with customers,
who are kept informed of
each stage from design to
completion by personal con-
tact or by sketches sent over
the internet. This process
has played a very important

ness and generating sales.

“Events such as engage-
ments and weddings are per-
sonal and special and we
reflect that in our service.
For Hietime purchases, peo-
ple are looking for something
more meaningful than mass-
produced jewellery from high
street shops,” savs Helsall,
who is passionate about cus-
tomer care, government
assistance for start-ups, rural
businesses, international
trade in ethical gems and
diamonds, the internet, her
staff, the environment,
Google, and signposts.

She is passionate, too,
about maternity leave. As a
business owner she could
only have two weeks off
when her son Thomas was
born 2% vears ago. But the
majority of her staff are
women whose entitlements
have been far greater than
hers as a business owner
now employing 30 peaple.

Keisall has not had any
local or government grants
or assistance.

A huge boost has been
what most people would con-
sider a handicap - Kelsall is
dvslexic. She says she turned
this to her advantage.

“] don’t think in a linear
way. | am much more three-
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dimensional, and had & pro-
gramming background,
which was useful in getting
on the web at an early stage.

"We were up there in 1997,
No one else had a Jewsllery
site at thal time. And we
have developed the site with
pictures, scanned progress
reports and an online design
service,” says Kelsall That

ou comfori: of mecompamr's barn, Keisall says people ‘like a pres:

colours, stones, elements of
nature, engravings or what-
ever may be dear to the cus
tomer’s heart, This, however,
went pear-shaped when
Googie listed in the US and
changed its criteria. Kelsall's
site fell from fArst place o
about 70th place in the list-
ings for the search “engage-
ment rings”

= Part In Rick-staring the busr @pproach resulted in Lop

Google listings.

Kelsall made her first sil-
ver ring at age four, learning
from her father. a doctor who
made jewellerv as a hobby.
By the age of six or seven,

The workshop has
brown ‘heritage’
signposts [as] a
tourist attraction.
Satellite navigation
has also helped
increase visitors

she was designing and mak-
ing her own rings, but later
in life didn't consider it as a
career and studied environ-
mental design at Brunel
obtaining a first-class degree.

Today, her best-selling
items are engagement rings.
Customers often return to
purchase wedding and eter-
nity rings, as well as other
items.

Commissions for rings
amount to more than 1,000 a
year, each as unique as a
snowilake, and the design
never replicated. The com-
missions incorporate special

Undeterred, Kel=all found
Google was giving preference
to information-based sites, so
she introduced some ring
information pages and they
were back on top within
a month.

Set in the north Hertford-
shire countryside, the bam
draws customers [rom all
over the country and interna-
tionally as it has good road
links. Heathrow, Stansted
and Luton airports are easily
accessible.

The traditional crafts set-
ting is in keeping with the
environs tourists even
come to the workshop to
watch the jewellers cut,
polish, buff, shape and form
the hand-made jewellery.

Signs: to the barm were a
problem. The local .council
did not allow billboards or
A-boards. The workshop
now has brown “heritage”
signposts since it has become
a tourist attraction. Satellite
navigation has aiso helped to
increase visitors.

However, the vast majority
- 84 per cent - of sales is
generated wia the website
and by internet searches.
That factor has been crucial
to the success of the busi-
ness, and has included
numerous awards: north
Hertfordshire's most success-



MMF.. m m# mu

w=a

._mm“mmw mwﬂp_mMmH
mm_mm_ i m&
i
ﬁ“mmm mMmu
fit st

i _#h_ “mm mm
m_m mm; mm
b
_

THA uﬁmm

ﬂmmmwmm

,."ﬁﬂm_ ik,
R
lil ! _3”_, HE

m 5
____q__d_m“m_? il

ww-_h -m i —
mm _wm m“w_ “_d “.
-E:m_m___:_m :

__ It wn mn IH
| _E__,_m_mm i

-—--.

l
L]




