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fascination of mine since I started – although 
we have only just started working with them 
within our collections. Perhaps I felt this stone 
was too sacred for me to work with or perhaps 
I was nervous about its brittle nature. Either 
way, I am smitten with the lush greens 
available and I would hazard a guess that this 
has something to do with my love of nature.
What has been the proudest moment in 

your career to date?  

You could say winning various awards would 
be the highs in my career, but for me it is 
more about creating – designing a truly 
beautiful piece when I am confident of its 
potential is the best high for me personally. 
The Satellite Cocktail and Satellite Diamond 
rings, which have an almost futuristic 
appearance, were some of those pieces. There 
was nothing like it, and it really seemed to 
blow people’s minds. Pippa Middleton wearing 
my Cannelé design in rose gold with a 
chocolate diamond was also a great scoop.
What new collections will you be 

launching for autumn/winter?

This year, the focus has been about creating 
exclusive collections for retailers as opposed 
to our own ranges. The inspirations behind 
these have been incredibly varied, from the 
warrior queen Boudica through to the 
Fibonacci Sequence, and each retailer is seeing 
the benefit of a unique collection designed 
and made by an award-winning designer. 

As “points of difference” are becoming 
more and more essential for every retailer, we 
are told that we have well and truly hit the nail 
on the head with this service.
What do you see as the biggest challenge 

currently in the jewellery industry – and 

what do you think the solution is?

Customer confidence and changes in 
consumer habits. The solution I see is to 
develop the consumer’s trust more, 
understand the new and constantly evolving 
buying habits, and really develop a knowledge 
of what the customer wants and needs.  

The high street is a changing picture and 
the industry needs to both woo and retain 
customers, getting them to use their senses 
again when buying jewellery as it is such an 
emotive purchase in many cases. Retailers 
need to become more of a personal shopper 
for each customer, ensuring they have  
such a pleasant and memorable  
sales experience.
You became an approved 

supplier to CMJ earlier this 

year. Why did you decide  

to join the group and 

what advantages does 

it offer you?

To put it simply, direct 
access to a wide range 
of retailers, many of 
whom we believe 

would benefit from what we do. There is an 
existing trust within the group that could be 
described as a “family”, and a member is more 
inclined to engage and nurture a relationship 
from within the group. 

I would also add that it was important for us 
to establish to retailers that we are not an 
over-priced brand, which we discovered was 
the opinion of many. In 2017, we made the 
decision to significantly reduce our diamond 
collection prices. With new entry-level bridal 
under £2k RRP, we believed joining CMJ would 
be an excellent platform to promote this.
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Q&A / Andrew Geoghegan

Award-winning British designer Andrew 
Geoghegan has been designing and making 

jewellery since 1998. His reputation for 
precision, alongside angular facets 
and soft curves, have successfully 
fused to create timeless jewellery 
that appeals to women of all ages. 
How did you get into 

jewellery design?

Ever since I can remember, since I 
was about three or four years old, 
I’ve been drawing and creating. I 

would spend whole afternoons in 
my dad’s garage trying to create 

something. As a teenager, I discovered 
the joys of working in metal, and it was at 
university, when I was studying 3D Design, 
that I became interested in the dynamic 
between metals and precious stones. Initially 
the idea was to understand the mechanics 
behind stone-encrusted tableware, but from 
this marriage between metal and gems, the 
move to jewellery was a short leap. 
How would you describe your design 

style and inspiration?

Inspiration is naturally a fluid and changeable 

process and depends on where I am, what I 
am going through, what my muses are at the 
time and even which established collections 
are proving their worth. 

I spent a great deal of 2016 in France and it 
was apparent that my location and my 
surroundings have a huge influence on my 
designs. French architecture, food and the 
night skies were all responsible for many of my 
creations. From a broader perspective, I am 
fascinated with unities, of gems and metal, 
people and their jewellery, organic forms and 
precision – and these all appear to some 
extent in my jewellery. At the moment, I am 
spending time in Portugal, very close to the 
coast, and I have been deeply inspired by the 
golden age of Portuguese exploration and all 
things oceanic.
What is your favourite metal/stone to 

work with?

I wouldn’t say I have a favourite metal 
although I love the purity and density of 
platinum. I have worked with so many 
gemstones that I have cherished, all for 
different reasons, but if I had to be pushed  
I would say that emeralds have been a 

A master of combining colour, form and beauty, 
Andrew Geoghegan’s jewellery is classic yet 

modern. Frances Hopes finds out what inspires him 
and how he is supporting independent retail jewellers 

by creating exclusive collections to sell in store

There is an existing 
trust within the group 

that could be described 
as a “family”
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