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EDITORIAL IN MAGAZINES

FROM FEBRUARY
100 Years of history

Four Generations
Timeles Unique Style

Launch « Vintage Collection»
New «Buccellati Cut Diamond»

Family Interviews
Stationary Logo 100

PRODUCTS AND VISUAL 
MERCHANDISING

FROM APRIL 2019

Vintage Collection
Buccellati Cut Diamond

Limited edition Opera Pendants
Special 100th Windows

Special 100th Video
Social Networks

EVENTS WORLDWIDE 

APRIL – DECEMBER 2019

Vintage Collection
Buccellati Cut Diamond

Limited edition Opera Pendants
Auction House dedicated event

and Sales
Special 100th Windows

Special 100th Coffee Table Book

BUCCELLATI CELEBRATES
100 YEARS

FALL 2019

Opera Night
Jewellery Exhibition

Black Tie Dinner for VIP Clients 
& Celebrities

Opera Gift Silver Pendents

TBC
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Timeles Unique Style
Launch « Vintage Collection»

New «Buccellati Cut Diamond»
Family Interviews

Stationary Logo 100

EDITORIAL  ACTIVITIES

EDITORIALS AND DIGITAL COMMUNICATION
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USA

NEW YORK TIMES

NEW YORK TIMES on line
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SUNDAY TIME Style HARPER’S BAZAAR June

UK

VOGUE On line

The Sunday Times Style 5554 The Sunday Times Style

Style Interview

THE FERRAGAMOS

Salvatore Ferragamo set up his 
shoe shop in his home town of 
Bonito, Italy, in 1912, at the age  
of 13. Two years later he emigrated 
to America, and by 1923 he  
was known in Hollywood as 
“shoemaker to the stars”. He had  
six children, and the business 
flourishes today with the help of 
the third generation.

THE FENDIS

Adele Casagrande founded the 
leather-goods brand, but the house 
only acquired its famous name  
in 1925, when she married Edoardo 
Fendi. Responsible for igniting  
the It-bag phenomenon in the 
1990s, the company was bought  
by LVMH in 2001. Silvia Venturini 
Fendi (Adele’s granddaughter) now 
oversees menswear and accessories 
for the brand, while her daughter, 
Delfina Delettrez, is a successful 
jewellery designer.

THE PRADAS

In 1913, two brothers, Mario and 
Martino Prada, opened Fratelli  
Prada, a leather goods store in Milan. 
Mario’s daughter Luisa took the reins  
following his death in 1958, and  
her daughter, Miuccia (who studied 
mime and was a member of the 
Italian Communist Party), joined the 
business in 1978. Together with her 
husband, Patrizio Bertelli, she has 
built Prada into one of the world’s 
most covetable fashion labels.

ITALIAN 
FASHION 
DYNASTIES

From royals 
to Rihanna, there’s a 

loyal following for 
Buccellati’s famous 
engraved jewellery 
– and now the next 

generation are 
reinventing the 

historic house, says 
Carolyn Asome

VALUES

T
he warring factions of Renaissance duchies make  
a compelling backdrop for a jewellery brand celebrating 
its centenary this year. Buccellati, founded by Mario 
Buccellati — “a most excellent goldsmith”, according to 
his friend the poet Gabriele D’Annunzio — is one of the 

rare Italian jewellery brands with an easily identifiable style. 
The brand relies on Italian artists skilled in techniques dating 
back to the 15th century, such as rigato etching (in which 
parallel lines are cut into the surface of the metal to create a 
sheen) and using a bulino, a steel chisel topped with a wooden 
ball, for engraving, and a trapano, made from wood, string and 
steel, for drilling holes. These are just some of the devices 
employed by Leonardo da Vinci that are still used today. 
�“Everything is made by hand. You can tell which artists  
made which piece,” enthuses Maria Cristina Buccellati, a third- 
generation Buccellati and muse for the Macri collection, who 
heads up the label’s global communications department.  
“No two pieces are the same. Take the honeycomb work, for 
example. We have six artists who can do this, and you can see 
who made what just by looking at how the holes are made.”

�Since its founding in 1919, Buccellati 
has attracted royalty, A-listers and jewel-
lery aficionados hankering after its 
brushed gold bracelets or honeycomb,  
filigree or fine-lace gold rings. Prices are 
determined largely by the stones, with 
items such as the Joie de Vivre cuff (right) 
priced at £310,000. What started as one 
store on Largo Santa Margherita in Milan 
has now, thanks to the vision of Gianmaria 
Buccellati (Mario’s son and Maria Cristi-
ana’s father), grown to a group with 20 
shops in cities worldwide, including Paris, 
on Place Vend�me, Moscow and Osaka. 
Stars such as Rihanna, Kristin Scott 
Thomas and Alexa Chung have all worn 
the brand. In 2016, the company was 
bought by the Chinese conglomerate 
Gansu Gangtai Holding. 

One might assume the main challenge is 
reinventing the label in a modern vernac-
ular. “The biggest challenge,” says Maria 
Cristina, “is to remain faithful to the style 
and quality of what we do. Our company  
is growing fast.” Any other challenges? 
“The need for skilled artisans.” Buccellati 
has set up a school that trains craftsmen in 
its style. “To learn to engrave our way takes  
six months, and that’s for someone who  
is already a good engraver.”

The most recent family member to join 
the company is Lucrezia, daughter of the 
honorary president and creative director 
Andrea Buccellati (Maria Cristina’s 
brother). The 30-year-old mother of two  
is the first woman to design for the 
company and the only Buccellati based in 
New York. As well as diamond-studded 
phones and iPad covers, the company has 
also introduced Blossoms, its first silver 
jewellery collection, with an entry price of 
£200, and the Opera collection, which 
sold out immediately at its launch, possibly 
because of its use of less precious and 
semi-precious stones such as lapis, onyx, 

opal and mother-of-pearl, which chimed 
with shoppers who are interested in more 
informal fine jewellery. 

Lucrezia has been determined to lighten 
things up both literally (many pieces now 
weigh less) and metaphorically, with jewel-
lery that might be worn stacked on one 
arm, teamed with less precious, fun acces-
sories, all of it designed to be worn every 
day. “My favourite pieces are those that  
I wear when riding or with the children,” 
she says. “I love to wear stacks of our Macri 
bracelets or the new Hawaii earrings [a 
cascade of rings with lapis]. They were 
actually designed by my great-grandfather, 
but they look so modern.” 

Is it difficult working with family and 
siblings? “I think,” Maria Christina says 
diplomatically, “that our passion for the 
company makes us get over anything  
else. The older you get, the more quiet you 
become. When we were younger, we had 
all these ideas, and my father was the one 
giving balance, and now it’s us doing that.” 
Lucrezia admits it wasn’t easy at first: “You 
can picture the reaction when I suggested 
we do Instagram…”

Once upon a time, Buccellati sold sets  
of jewellery — earrings, necklace and 
bracelet designed to be worn together — 
but those days are gone. Lucrezia revels  
in mixing things up: high-street with 
designer, not least because she is running 
after two young boys herself, but also 
because she knows women want to create 
their own style. 

As Maria Cristina says: “Buccellati is 
elegant and discreet. You wear the jewellery, 
it never wears you.” �

Above Lucrezia Buccellati, the company’s 
first female designer. Left Maria  

Cristina, head of global communications

From top Unica Joie de Vivre bracelet, 
£310,000, Opera button earrings, £2,100, 

Macri Classica pendant, £1,900, and 
Hawaii ring, £1,200; buccellati.com
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STYLE MAGAZINE AD

ITALY

DELUXU  On line
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MF Fashion

ITALY

GIOIELLIS  On line
MF Fashion Online
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ELLE BEST

ITALY



BUCCELLATI – 100th ANNIVERSAY – CELEBRATION PLAN 
ACT 1 EDITORIAL ACTIVITIES

VOGUE ON LINE

ITALY
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IO DONNA

ITALY

CORRIERE DELLA SERA
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SOLE 24ORE

ITALY

LAMPOON
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PREZIOSA MAGAZINE

ITALY



BUCCELLATI – 100th ANNIVERSAY – CELEBRATION PLAN 
ACT 1 EDITORIAL ACTIVITIES

FIGARO MADAME Online

FRANCE

FEMININ NIOOZ Online LUXSUREOnline
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LE POINT

FRANCE
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XIABAO Online

CHINA

ONLYLADY Online
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PRESTIGE Hong Kong

HONG KONG

HARPERS Hong Kong
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GLORIA Croatia

OTHERS



AROUND THE WORLD

BUCCELLATI – 100th ANNIVERSAY – CELEBRATION PLAN 
ACT 3 – AROUND THE WORLD

EVENTS  AND LAUNCHES WORLDWIDE

APRIL – DECEMBER 2019

Vintage Collection
Buccellati Cut Diamond

Limited edition Opera Pendants
Auction House dedicated event and Sales

Special 100th Windows
Special 100th Coffee Table Book



INSTORE ACTIVITIES

BUCCELLATI – 100th ANNIVERSAY – CELEBRATION PLAN 
VINTAGE COLLECTION  WORLDWIDE

Buccellati original Products
20 years and Older

From Family Private Collection
With Special Certificate

With dedicated special package

VINTAGE COLLECTION
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INSTORE ACTIVITIES

VINTAGE COLLECTION



AROUND THE WORLD
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VINTAGE COLLECTION

Each shop will have their own stock and in 
occasion of the Press Launch and special 
Trunk shows, part of the family Vault will be 
added to the collection

April  - PARIS – Press/Clients
June – LONDON – Press/Clients
June – NEW YORK  - Press
Agosto – ASPEN – Clients
September – JAPAN – Clients
September– NEW YORK – Clients
September – CHICAGO – Clients
October – BEVERLY HILLS - Clients
December – Miami - Clients
December – MILANO -IF-

NEWSLETTER – end of September

1 
INFO@BUCCELLATI.COM 

BUCCELLATI AND ITS CREATIVE HERITAGE 
INTO THE VINTAGE COLLECTION 

For 2019, Buccellati has put into the pipeline several projects and has 
organized an intense activity plan to celebrate its 100 years. The 
launch of the Vintage Collection is part of these plans: it includes a 
series of jewels and silver pieces created by Buccellati in the course 
of one hundred years of its activity that will be the protagonists of 
some events of the centenary celebrations.  

The selected creations are true cult objects, both for the artisanal 
qualities they enshrine and for some reasons linked to the 
culture and the customs of the periods they refer to. All the 
objects of the Vintage Collection are on sale for the admirers of 
the Buccellati history and style.  

On display with the Vintage Collection, also some historic objects, not on sale and belonging to 
k_\�]Xd`cp�d\dY\ij.  
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Paris Launch

VINTAGE COLLECTION
London Launch
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BUCCELLATI CUT DIAMOND

OFFICIAL LAUNCH
July – Paris Haute Couture
Artisan cutting the diamond present at
the event
M.Joe Taché present at the event

13 pieces launched made with 
the Buccellati Cut Diamond
The  Collection will travel to:

AUGUST – London
SEPTEMBER – Wako (end)
OCTOBER  - HongKong (beginning)
NOVEMBER/DECEMBER  - USA

NEWSLETTER - Mid-July
VIDEO - Mid-July
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PARIS HAUTE COUTURE LAUNCH

BUCCELLATI CUT DIAMONND

DURING THE PRESENTATION
in the shop:

Inspiration of the diamond cut
M. Taché explaining to the press
How they studied it
Technical details of the diamond

Diamond artisan working on one diamond

I
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BUCCELLATI CUT DIAMOND
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BUCCELLATI CUT DIAMOND
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HIGH JEWELLERY
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EVENTS  AND LAUNCHES WORLDWIDE

APRIL – DECEMBER 2019

Digital Centenary launch
Limited edition Opera Pendants visual merchandising

Auction House dedicated event and Sales
Special 100th Windows

Special 100th Coffee Table Book
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ON SALE FROM MID-JUNE

OPERA PENDENTS LIMITED EDITION
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INSTORE ACTIVITIES

OPERA PENDENTS LIMITED EDITION

In store presentation material

Dedicated necklace support
in Rock Crystal
Tent sign with Collection name
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LOGO LAUNCH

SOCIAL NETWORKS

https://www.instagram.com/p/BvJ9U4plW9L/ https://www.instagram.com/p/BvPABamF6ab/

https://www.instagram.com/p/BvMbPtTFtGs/

https://www.facebook.com/BuccellatiMilan/videos/2367097596656874/



OPERA LAUNCH
THE WORLD
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LIMITED EDITION OPERA PENDENTS

AVAILABLE IN STORE
From end of June

PRESS RELEASE - may
NEWSLETTER - end of june
INSTAGRAM - end of June

INFO@BUCCELLATI.COM 

OPERA COLOR LIMITED EDITION  COLLECTION 

Opera is a collection with great personality and an unmistakable 
style, which faithfully reflects the prestige, elegance and femininity 
typical of each Buccellati piece, and that have made the brand 
synonymous with style and timeless beauty throughout the world. 

To celebrate one hundred years since the 
foundation of the House, in 1919, Buccellati 
proposes a new, rule-breaking version of 
the Opera Color pendant, which wears 
unexpected nuances and materials.  

The Limited Edition Collection is made up of 14 colourful models, each 
one produced in 100 pieces numbered on the back with a refined 
hand-engraving. The full set of these new creations will be available in 
all Buccellati boutiques in the world starting from June 2019.  

In 2015, the “Opera “Color” collection inaugurated a new chapter 
in Buccellati jewelry. It was an elegant, yet cheerful, chapter; 
traditional and strongly innovative, brilliant and simple at the same 
time.  
To give color to shapes and personality to colors.  
Today, the Opera Color Limited Edition pendant plays with unusual 
stones that please a wide range of tastes, from the animalier to the 
more romantic one, from the dynamic fluo trend to the classic one. 
You can choose among colored or fluorescent enamels, striped or 

pink agate, lavender jade, coral, colored marble, amethyst, 
howlite, unakite, blue or brown sandstone. And you can 
furtherly choose between a pendant with or without diamonds. 
The weight of the central stones will be of approximately 3,5 
carats, while the most precious versions in jade, coral or agate, 
will be set with 29 diamonds for an approximate weight of 
0,35 carats. 

The Opera Color Limited Edition collection is a true firework of 
ideas and creativity that makes each pendant become a must-
have: unrenounceable and unrepeatable, they all highlight the uniqueness that makes all 
Buccellati jewels great and precious. 

PRESS RELEASE NEWSLETTER
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OPERA LAUNCH

WEB SITE
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OPERA LAUNCH

INSTAGRAM
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AUCTION HOUSE DEDICATED EXHIBITION AND SALE

Auction House : Sotheby
Date : 24 October

Exhibition before the Auction:
Paris during HC 9 july
London : beginning of september
Paris : mid september during Biennnale

Dedicate catalogue, including:
story of the brand
Private collection
On sale pieces
In the sales catalogue a special section
Distribution of the catalogue in their ww offices
Article on the official Magazine
Collaboration avec NUMERO pour un shooting dedié
Video sur le brand
Page speciale sur le site blog  et Sotheby’s app
Digital platfroms 2.600.000 subscribers
newsletters

Private visits
Signing of the book
vernissage
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BUCCELLATI CELEBRATES 100 YEARS

FALL 2019

Opera Night
Jewellery Exhibition

Black Tie Dinner for VIP Clients & Celebrities
Opera Gift Silver Pendents

TBC
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Still –life
Advertising Video/Digital/

Windows
Coffee Table 

Catalogue

Gift
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