
This was the title of the panel discussion hosted by retail design consultants Innovare Design at 
this year’s IJL (International Jewellery London) trade show at Olympia. 

With all the challenges facing retailers today, we wanted to shine a light on some successful 
jewellery and watch retail businesses that are thriving both online and on the high street. It was 
an opportunity to celebrate their combined passions for their sector and to hear their insights 
into how their businesses are embracing the new retail reality facing all retailers, large and small, 
across the retail sector.

Jewellery Retail 2028: Reimagining the Future

Read on to discover what our panellists had to say...
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Ashley Pugh

“Jewellery & watches are such a personal 
purchase. We find that our website works 
as our ‘look book’. People see things on 
it and it drives them in store for a closer 
look. Our site helps them with their 
research and generates enquiries but it 
doesn’t create the desire that comes from 
actually handling something in the store.”

Question 1 : 

How has jewellery & watch retail changed? 

Dinny Hall

“We don’t find it a problem below £1,000 
because we also have physical stores 
so we are a trusted brand. Our site is a 
valuable brand showcase and in terms of 
sales – we find it is as good as a whole 
other shop. And it is growing with the next 
generation of customers because they 
don’t use cash and are very happy to buy 
online but interestingly they do still like to 
come into store to touch and feel before 
they buy – certainly at the higher 
price points.” 

Obviously multi-channel retail is important today but a recent CMJ (Company of Master 
Jewellers) survey suggests a mistrust or reluctance of buying jewellery online, especially over 
a certain price point. We asked our panellists about their experience: 

Sonia Menezes

“We also don’t find trust an issue for 
Clogau. We have regular buyers online and 
a strong inter-relationship between our 
own stores, our stockists and our website. 
All our channels work together with no 
particular one leading. We also sell 
successfully sell via QVC which is Britain’s 
fifth most trusted brand so this partnership 
acts as an endorsement in the Clogau 
brand.” 

Lloyd Blakey 

“Online doesn’t seem to be a problem for 
the sector even if customer journeys are 
more complex these days. But customers 
are definitely savvier – they do their 
research online and know what they want. 
Then it’s about finding a brand they trust 
to buy from. So your website is as 
important as your shop in expressing 
brand values and trust. It must be 
consistent and work in parallel with your 
store.”



Ashley Pugh

“Real relationships with customers only 
start when they cross the threshold. 
We get a lot of emails and more formal 
communications via the website which all 
build to that moment when they come into 
store – our site definitely opens the door 
to people but we only really start to 
connect with them personally when we 
meet them face-to-face.” 

Question 2 : 

Do you find that you have different relationships with 
customers in-store compared to on-line? 

Dinny Hall

“People love to feel jewellery on their 
skin and look at it in different lights – you 
can’t do this online – you can only ‘chat’ 
to them. The two channels work side-by-
side – they are both important today in 
the process but the real engagement with 
a customer happens in store obviously. 
It’s so exciting for them and us – it’s the 
place where we can really connect with 
customers and share our passion for 
jewellery.”  

Sonia Menezes

“We work hard to ensure our brand story 
and marketing are consistent across 
channels but customers who shop in our 
own stores and at our independent 
partners shops, have a greater affinity to 
our brand. We recently redesigned the 
look and feel of our stores and the first 
one (which opened at Broughton in 
Cheshire) has been really well received by 
customers – it’s where they can engage 
with our full offer.”

Lloyd Blakey 

“Customer engagement with a retail brand 
is limited online - it’s harder to make an 
emotional connection, though social 
media does help – I’m thinking of 
Instagram here. You can tell your brand 
story online using great copy, photography 
and videos but with high value products 
like jewellery and watches – the brand 
experience only really comes to life in the 
physical space.”



Question 3 : 

So if on-line and in-store are equally important today, they 

obviously need to work together. But how do you all ensure a 

consistent brand experience online and in-store?

Ashley Pugh

“As a smaller retailer we are on a 
journey to deliver a consistent on-brand 
experience. We invested in a new website 
last year and are using our weblog to tell 
our stories. Our new flagship store will 
be a major step towards improving the 
in-store brand experience too. It will be 
based in a shopping mall so it’s going to 
fundamentally change the way we have 
always done business – we will be opening 
later at night and on Sundays as well as 
major bank holidays like Boxing Day.”

Dinny Hall

“The way I think about it is that we are 
‘putting on a show’ so we need to have a 
vast skill set these days. We are not only 
jewellery designers and makers but sales 
people, digital specialists, social media 
experts and event managers as well as
being technically savvy – all these are 
critical in delivering a great experience 
for our customers – it’s what they expect 
today.” 

Sonia Menezes

Clogau won ‘Best Multi-channel Retailer’ 
this year so we were keen to hear their 
insights on this:  “We are proud of our 
success - we have come a long way since 
we started 30 years ago. But despite our 
national and international reach today, we 
are still a family business with high service 
values and proud of our Welsh heritage. 
Our daily challenge is to express our brand 
story throughout our channels and support 
our independent partners in a consistent 
way - it is a huge responsibility for Clogau 
and one we take very seriously.”

Lloyd Blakey 

“As retail designers we are focussed on 
branding and brand stories. Today’s 
complex customer journeys frequently 
start by people researching online before 
they come in-store for a closer look, then 
maybe they’ll order online. So your multi-
channel success depends on consistent 
brand messages and delivery. We always 
say to clients don’t think in channels; think 
about your customers. Focus on reaching 
each one of them with the same clear 
brand stories, products, offers and service 
levels. Any disparity or confusion will 
impact their impression of you - it might 
cause frustration and it might even drive 
them to your competitor!”



Ashley Pugh

“Staying close to our customers is critical in 
our business and while we get daily face-
to-face feedback, we are trying to be more 
strategic about how we do this. In fact, we 
are working with a company to help us learn 
from and build on our strengths, as well as 
to formulate techniques which will resolve 
some of our challenges.”

Question 4 : 

Understanding and responding to customer needs are 

obviously critical today but how do you achieve this?

Dinny Hall

“We are face-to-face with customers every 
day, sharing our passion for what we do. 
That passionate exchange is really exciting 
and results in both feedback and sales. We 
are learning all the time from our 
interactions with customers and we make 
sure we are actively listening and open to 
ideas that will improve their experience as 
well as the business.” 

Sonia Menezes

“With a wide network of retail partners we 
have built a strong online training 
platform and an in-store training 
programme. This way we ensure that our 
independent partners and their staff feel 
confident and supported when engaging 
with the Clogau brand and our customers. 
We value customer feedback and recently 
introduced a bespoke design service in 
response to customer requests.”  

Lloyd Blakey 

“Understanding a brand’s customer is 
vitally important for retail designers 
because we create spaces that support 
their engagement with those brands. Once 
we know who those customers are and 
how they feel about a brand we focus on 
defining compelling brand stories. Then 
it’s all about the customer journey - from 
the windows and right throughout the 
store; we curate the products and bring a 
retailer’s brand to life.” 



Ashley Pugh

“I think it’s about connecting with people as 
individuals and making them feel great about 
their purchase choices. In our sector we want 
to help our customers celebrate their special 
moments in life. We enjoy what we do and 
take great pride in it and recently created 
a new role for overseeing our  ‘customer 
experience’ delivery. We want there to be 
a real sense of ‘occasion’ when customers 
come into the store – whether it’s a first 
purchase or one of many. If you look at some 
of the retailers who are struggling today I 
think it’s because they’ve lost their vision 
and aren’t focused enough on what their 
customers want.”

Question 5 : 

There is a lot of talk these days about retail ‘experience’ but 

what does this mean to you? 

Dinny Hall

“It’s the combination of everything. Great 
staff have always been important but 
today they need to be multi-talented and 
committed to very high service values across 
all areas of the business. A transfer of passion 
is also key. I’m passionate about my brand 
and I need my staff share that passion and 
product knowledge with our customers. So 
this requires everyone in the business to be 
clear about who you are, what you are doing 
and where you are going. It can take time 
to get the right team behind you. Customer 
engagement is so important too. We are 
always looking for new ways to do this. For 
instance, a number of bespoke sales happen 
via WhatsApp these days. It’s a great way to 
engage customers who are simply too busy 
to come into the stores. I’m able to involve 
them in the design and making stages – 
selecting gems, showing and sharing the 
different processes – it all builds trust in the 
quality, care and artistry involved. It also 
builds the anticipation and desire for the 
final piece, ultimately delivering a sense of 
excitement to the whole journey.” 

Sonia Menezes

“Our new Broughton store embodies the 
retail experience for Clogau. Having 
readdressed our core values last year we 
revisited our brand story and realised that 
it was actually rich in many stories. Clogau 
is more than just an identity and a brand 
name – we learnt that we needed to do 
more than just apply these elements to 
the physical space. So the design for our 
new store has been a real step change for 
us. It reflects who we really are now and 
engages customers in our rich brand 
stories more that we did before. The space 
flows so much better and customers tell us 
that they really enjoy visiting us. We even 
use the new store as a training space for 
new staff.” 

Lloyd Blakey 

“Retail design plays a significant role in 
delivering the in-store ‘experience’. As 
designers our goal is to find the true heart 
of the retail business and express it 
visually and experientially. Customers 
respond instinctively to spaces through 
light, colour, materials, VM stories and 
conversations. Through all these elements 
we help that emotional connection to the 
physical space. We ‘curate’ your 
collections to create desire, we make your 
customers feel comfortable and immersed 
in the space, and we explore the best ways 
to support your service and sales 
processes. The physical store is a complex 
and carefully balanced mix of all these 
things but for the customer it should just 
be an enjoyable brand space that they 
want to visit again and again.” 



Ashley Pugh

“I think high street retailers will 
continue to do well in attractive market 
towns where there is a good mix of 
independent shops, food markets, cafes 
and restaurants. But elsewhere people will 
still prefer to shop safely and conveniently 
in the dry at shopping malls, especially 
when they can combine shopping with a 
trip to a restaurant or the cinema! I think 
people are becoming time poor for 
shopping but not for socialising – just 
look at the popularity and growth of the 
café society these days. So retailers will 
need to not only remain relevant – in 
terms of what their customers want to 
buy – but also locate themselves much 
more carefully in the future. It’s so difficult 
to predict but one thing is sure, after 35 
years in retail I’m still learning and always 
will be!”

Question 6 : 

Thinking about the future, what do you envisage might change 

about multi-channel retail and the store in particular? 

Dinny Hall

“Stores are definitely here to stay but they 
will obviously evolve. I think that 
traditional retail techniques will remain – 
great service that transfers a passion and 
desire for our products. We just need to 
continue to make sure that we are selling 
people what they want in the most 
exciting way possible. I also think that 
technology will develop, helping us to 
bring bespoke jewellery designs to life in a 
‘virtual reality way’ outside of the 
computer – a sort of blending of creative 
artistry with technology would be great 
and very exciting both for us and 
the customers!”

Sonia Menezes

“I think retailers will need to become more 
efficient and focused on their customer 
journeys. They need to make sure that all 
their channels and customer touch points 
are working hard and in harmony with one 
another. Certainly for Clogau, as we 
continue to grow, our challenge will be to 
maintain the feel of a small intimate family 
owned brand while delivering a big 
international brand service. The core brand 
value work that we invested in last year 
was so important and will continue to be 
built upon. It’s informs our vision and has 
provided a platform for our future 
store development.”

Lloyd Blakey 

The pace of change in retail is dramatic 
and no-one can predict the future 
accurately. When I first started designing 
stores there were no mobile phones, no 
Internet and no social media. Today we 
are tasked with creating ‘Instagrammable’ 
moments for clients; we work with online 
retailers who are moving into physical 
stores; we 
embrace new technology to attract the 
consumer. Of course, new and exciting 
ways to engage with products and brands 
will continue to evolve but at the end of 
the day you are transacting with an 
individual customer – designers and 
retailers should never lose site of that.”



Dinny Hall

Owner, Dinny Hall

For 30 years Dinny Hall has been a leader in British 
jewellery design. She started out at Central Saint Martins College of Art 
and Design and attracted the attention of the fashion world when her 
graduation collection was bought by luxury London department store 
Liberty.

Over the last two decades, Dinny Hall’s jewellery has 
continued to adapt with trends while maintaining the same quality 
and flair that brought success originally. Dinny finds inspiration in 
everything and designs using bold sculptural shapes and intricate 
wirework, resulting in pieces like the uniquely constructed Wave 
bangle and the Moroccan inspired Talitha collection.

From sketch to store, Dinny is personally involved in every one of her 
pieces. It’s this hands on approach that has made Dinny Hall a 
recognisable jewellery name around the world, synonymous with 
British style and quality. She now has six stores in central London.

Sonia Menezes

Head of Brand Development, Clogau

Sonia Menezes is Head of Brand Development at Clogau, an award-
winning jewellery brand based in North Wales. Sonia leads the 
jewellery design across Clogau’ s domestic & international markets. 
Sonia is responsible for establishing the brands aesthetic and its
 ongoing development. Sonia also manages the brand partnerships 
with Historic Royal Palaces, QVC, Wales Rugby Union and Clogau’ s 
brand ambassadors including Gethin Jones & David Emanuel. 

Sonia has over a decade of experience within the jewellery industry 
following a successful career in sales & trade marketing at Diageo 
& Bacardi Brown-Forman. Sonia is the recipient of industry awards 
including the Professional Jeweller Hot 100. 

Clogau has also been awarded Jewellery Brand of The Year twice
under Sonia’s tenure and has been shortlisted for several brand 
related awards in that same period. Sonia was recently appointed as 
an ambassador to the UK Women’s Jewellery Network.

More about the panellists...



Ashley Pugh

Managing Director, W Bruford

Since starting in the jewellery trade at the age of 19, Ashley has 
worked his way from a Christmas temp for a leading jewellery multiple 
to the managing director of three successful businesses. 

Taking over the W Bruford store in 2003, Ashley has developed this 
traditional business into a prestigious brand known throughout East 
Sussex. With the addition of the shopping centre store and PANDORA 
franchise to the W Bruford portfolio, over the last eight years Ashley 
has brought Brufords to a new generation of customer.  

Ashley was also a valued member of the Houlden Board for 5 years. He 
stepped down earlier this year, as their Business Services Director, to 
focus on a new W Bruford flagship store within the redeveloped 
Arndale Centre in Eastbourne. This major expansion of the W Bruford 
brand - due to open later this year - will incorporate an expanded 
premium watch offer with the inclusion of a ‘Rolex Room’. 

Lloyd Blakey

Founder & Creative Director, Innovare Design

Lloyd Blakey is the Founder & Creative Director of Innovare Design - a 
consultancy specialising in retail branding and interiors and a member 
of the DBA (Design Business Association) as well as the NAJ. 

Lloyd has over 25 years experience in retail design and is renowned 
for achieving breakthrough results for retail brands, both large and 
small, throughout the retail sector. 

Innovare Design works with a wide range of jewellery & watch retail 
clients, from small to medium independent jewellers to larger brands. 
Their projects for the sector have achieved wide acclaim. In fact the 
2016, 2017 & 2018 UK Jewellery Awards have all shortlisted stores 
designed by Innovare Design in the ‘Best Store Environment’ category.

Innovare Design LTD
www.innovare-design.com 
e: youandme@innovare-design.com
t: +44 (0)20 859 5910 

Innovare Design are retail design consultants specialising in branded environments for the retail sector. 

We have a wealth of experience and work collaboratively with retailers in the UK, Europe and internationally.


