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Music entrepreneur Russell
Simmons recently launched a
line of jewelry for men.
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A Man'sNewBestFriends: Diamonds, Gold and
Pearls
Salesof Men'sJewelry Surge
As Bling GoesMainstr eam;
A Run on $250Bracelets
January 3, 2008; PageB12

An enduringimageof menandtheir jewelry is the1970sguywith his polyestershirt
unbuttonedto reveala regrettableglimpseof goldchain. Soit mayseemstrangethat
jewelersfrom HarryWinstonto Kay Jewelershavebeenrolling outmen'spearl
necklaces, pavŽdiamondringsandgoldbracelets.

Annualsalesof men'sbling havetakenoff, nearlydoublingfrom 2004to 2006and
reaching$6 billion in theU.S., accordingto Unity Marketing, a researchfirm in
Stevens, Pa. While we oftenblametrendson theyoung, it wasamiddle-age
businessmanseatedbesidemeat adinnerlastspringwho unbuttonedhis shirtcollar to
revealaglowingblackpearlona leathercord.

FredericDeNarp, chiefexecutiveof CartierNorthAmerica,
saidrecentlythatCartierhasbeensellinganunusualnumber
of diamond-encrustedmen'swatches.

And therehasbeenarecentrunon$250pearlbraceletsfor
menat PearlParadise.com, where5% to 10% of salesarefor
menthesedays, up from almostnothingfive yearsago. More
thanhalf of the1,052mensurveyedrecentlyby Harris
Interactivesaidtheyview grownmenwearingjewelry --
otherthanwatches, weddingbandsandcuff links -- as
"fashionable" and"sophisticated."

Thesedays, luxury brandsarehopingto spurnewsalesgrowthby luring in men, and
jewelrymarketersaregoingafteramarkettheyperceiveasuntapped. But thecompanies
haveseentheopportunityfor years; why aretheynow startingto succeed?Formost
grown-ups, men's jewelryhaslongbeensoloadedwith subliminalmessagesconcerning

sexuality, masculinityandclassthatnoMadisonAvenueadvertisinggurucouldpersuadetheaverageman-among-
mento wearit. Formento getpasttheseassociationsandwearthestuff, theremustbesomeculturalexplanation.

A 20-year-old surferwearingasilver chainat his collarbonesimply looksvirile. But onanolderman, the look is
morecomplex; at its worst, it canbedangerouslycloseto the look of a too-skimpyT-shirtonagrownwoman. A
grayingfifty -somethingmanI know recentlyconfessedto methathepurchasedanecklace, sayingit remindedhim
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of oneheworebackwhenhewasin his 20s, the lasttimemen'snecklacesweremainstream. This timearound, "I
justhadto feel it onmy skin," hesaid, soundingprimal. His wife rolledhereyes.

Somemenmaybetakingtheircuesfrom celebrities. Amongthemenwith grayat their templeswho areadorning
themselves, PierceBrosnanwearsaTahitianpearlat his neck.

Thegrowthin men's jewelry tracksabroaderinterestamongmenin theirown appearance, with salesof men's
apparel, accessories, andevencosmeticson therise. Indeed, the jewelryboommaybethelatestoutgrowthof the
now-agingmetrosexualphenomenon, in whichyoung, urban, heterosexualmenbeganto adoptpersonal-carehabits
suchaseyebrowgroomingthathadlongbeenmorecommonamongwomen. "In thepost-metrosexualworld, with
DavidBeckhamwearingnail polishandsarongs, youhavethebabyboomerwho'snotgrowingold gracefully," says
MichaelMacko, men's fashiondirectorat SaksFifth Avenue, whichhasbeensellinga lot of men's jewelry lately.
"He'sexercisingandhavingcosmeticsurgery-- there'ssomuchmoreacceptanceof whatyoucanwear."

Fifty-year-old Milton Pedrazza, chiefexecutiveof theresearchgroupLuxury Institute, positsthat"menare
beginningto adornthemselvesmorebecausewomenaresomuchmoreself-sufficient andsuccessfulandfar more
picky, andnow menneedto competein amoreDarwinianfashion."

"Justa theory," headds.

Neil Patak, a20-year-old collegestudentin Northridge, Calif., seemsto concur. Mr. Patak, who hassethis sightson
acertainyounglady, recentlyhadanAmericanExpressplatinum-cardconciergechasedowna$155Dolce&
Gabbanapendantfor himselfat HarveyNicholsin London. It's important"to distinguishyourselfamongtheother
guyswith thegirls," heexplains. "Girls wantto seesomethingnoteworthy." AmericanExpressconciergeshave
fieldedmanyrequestsfor men'snecklaces, includinganantiqueRoman-coin pendantandablack-diamonddogtag
by jewelerDavidYurman.

Thejewelryboomis alsopartof theebbandflow of fashion. After thefreewheeling1970s, mostmenavoided
jewelry or hid it undertheirclothes. But amarketfor humongouspendantsandringsgrewamongthehip-hop
subset, andeventually, thestylecaughthold in thegenerationsthatfollowed theboomers. Hip-hopyouthculture
becamenormalizedandtoneddown. DiamondCartierwatches?"That'sacarryoverfrom hip-hopandbling," says
Tyler Thoreson, executiveeditorof fashionsiteMen.Style.Com, "andnow it'smadeit to orthodontistsin New
Jersey."

MusicentrepreneurRussellSimmonsfigureshecancashin on theinterestin men's jewelry. He becameamogulby
sellinghip-hopandrapcultureoutsidethe 'hood. Thejewelry industry, with its limited offeringsfor men, has
overlookedthemarket"in thesameway thatthemusicindustrymissedwhatrapwas," saysMr. Simmons. He
recentlylauncheda line of men's jewelrycalledtheSimmonsJewelryMen'sCollection, with abroadchoiceof
chains, diamondcrosses, dogtags, braceletsandrings. He reportsit hasahealthy40% sell-through, meaningthat
40% sellsat full retail price, andit'ssold in 1,900stores, up from 180in January2007. "I'veneverseenamore
untappedmarket," hesays.

But still, unlessyou'reJohnnyDepp, therearelimits to men'snewfreedomwith jewelry. JudithBright, aNashville,
Tenn., jewelrydesignerwho worksin hammeredgoldandsilver, saidshehasreceivedrequestsfor men'spieces
with semipreciousstoneswrappedin silver or goldwire. Shesaidthiswith hereyebrowsraisedandhernose
wrinkled.

And evenindividualswho wearjewelrydon't wearit everywhere. Diversity Affluence, aHamburg, N.J., consulting
groupthathelpsmarketersreachthe"affluentethnicconsumer," recentlysurveyed30African-American
professionalmenabouttheirattitudetowardjewelry for men. Theverdictwaswidely in favor of buyingit and
wearingit almostanywhereexcepttheoneplacewherefirst impressionscountmost: a job interview.
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Perhapsthisexplainswhy somanyof thenecklacesbeingsoldto menthesedaysaren't visible on thestreet: They're
disappearingundermen'sshirts.
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