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PRESTIGE jewellery

F
orget diamonds… right 
now it’s all about the 
emerald. In the days of 
yore, these iconic green 
stones were found in 
Cleopatra’s Egypt, every 
Indian goddess’ collection 
and even in Austria. But 

these days Africa, and in particular Zambia, is 
where they shine the brightest. 

Gemfields, a natural resources company 
headquartered in London, specialise in 
the mining, processing – and of course 
the sale – of coloured gemstones and their 
métier happens to be emeralds. With their 
accountable ‘mine to market’ strategy 
whereby emeralds are now traced from 
the mine all the way to when they adorn 
the wearer, the brand is a powerful one. 
“What separates us from any other coloured 
gemstone mining company is that we place 
a high value on being environmentally 
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DANIEL SCHEFFLER 
explores the allure 

of emeralds and 
other coloured 

gemstones



“what separates us from 
any other coloured 
gemstone mining company 
is that we place a 

high value on being 

environmentally and 

socially responsible 
and totally transparent in 
everything we do”
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and socially responsible and totally 
transparent in everything we do,” says 
Gemfields CEO Ian Harebottle. Ian 
believes that Gemfields is setting a new 
standard for how the industry should 
operate. And it certainly seems 
that way.

“We are 
also educating 
consumers on 
coloured gemstones, 
with the hope that 
once someone 
understands our 
mission, they can 
make a responsible 
choice in their 
jewelry purchase, that 
they will always seek out 
a stone that was 
environmentally-
sourced,” 
Ian explains. 
Historically, those 
shopping for 
diamonds have 
been taught to look 
at the four C’s – 
colour, clarity, cut 
and carat – when 
making a decision to 
purchase. But Gemfields 
has added three other factors 
they believe to be just as important 
when purchasing a gemstone, namely 
credibility, certification, and character. 
This is a completely new way of looking 
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at an industry that has in the past been 
tainted with blood and all kinds of 
controversy.

But it’s not all about the business; the 
creative side of Gemfields is where it all 

gets interesting. On October 11, 
the Museum of London will 

open the world’s largest 
exhibit of Elizabethan 
and Early Stuart Jewelry 
(16th and 17th Century 
jewels) – known as 
the Cheapside Hoard. 
The collection boasts 
500 pieces, including 
cascading necklaces, 

Byzantine cameos and 
a rare Colombian emerald 
watch. Along with Couts 

and the house of 
Fabergé, the storied 
Russian jewellery 
house that Gemfields 
acquired earlier this 
year, Gemfields is 
a prime sponsor of 
the exhibition. The 
Cheapside Hoards 
display was curated 
by Hazel Forsyth, the 

museum’s senior curator 
of medieval and post-medieval 

history and a world-expert on the 
collection. “It is Gemfields’ pleasure 

to support the museum,” says Ian, who 
calls the collection “the most important on 
English soil”.
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PRESTIGE jewellery

Colourful 

collaboration

Following the trend of sharing ideas and 
creativity, Gemfields recently announced 
their jewellery collaborations with 37 
leading international designers. “While we 
normally focus on the gemstones, and not 
the finished jewellery, it’s hugely gratifying 
to see our ethically-sourced rare coloured 
gems come to life through the unique 
visions of our partner jewellers,” says Ian. 

The collection, which debuted 
at Phillips Auction House in London, 
emphasises the distinctness of coloured 
jewels and celebrates imagination and 
beauty in a contemporary way. It includes 
pieces from Fabergé, Coomi, Sutra, 
Fernando Jorge, Mappin & Webb, Penny 
Winter and Hoorsenbuhs. After its London 
debut, the collection headed for India 
before arriving at the Couture Show in 
Las Vegas. “The goal was three-fold,” Ian 

explains. “First, we wanted to find an interesting 
and diverse group of talent – both up-and-coming 
designers like Anndra Neen and established 
designers like Fabergé – who could create a 
collection that would showcase the beauty of our 
gems and utilise colour in the most exciting way. 
Second, we wanted to build international buzz 
and third, we wanted to create an opportunity for 
important retailers to be inspired by Gemfields.” 
The response has been phenomenal and many 
jewellery pieces have been sold.

But the initiative has done more than 
just create exquisite works of art. Gemfields 
also chose actress Mila Kunis as their brand 
ambassador. Whether she was chosen for her 
insolent beauty, or her timely role in the movie, 
Oz the Great and Powerful, which is a remake of 
the Wizard of Oz, she’s certainly a good choice. 
“I truly believe in Gemfields’ mission of ethical 
mining, and I have fallen in love with the rarity, 
beauty and history of emeralds,” Kunis remarked 
when she returned from a trip to Africa where she 
learned about the brand.  
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Ian Harebottle


