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MILANESE GOLD
IN THE ATELIERS OF BUCCELLATI

“It’s all in the engraving,” says Lucrezia Buccellati, 
scion of Buccellati and its first female creative director, 
as she walks me through the firm’s Milan workshops.

“This is rigato, where parallel lines are cut into the 
surface metal to give it a sheen effect; and here you 
can see what we call modellato, one of our most 
delicate techniques.” 

The artisan in front of us is closely focused chiselling, 
reproducing white gold leaves on a minuscule scale in 
three dimensions to decorate the border of a pendant. “I 
couldn’t concentrate like he does with us peering over his 
shoulder,” Lucrezia adds, conveying her sense of awe at his 
ability. The work is intricate and time-consuming; often 
takes weeks and the craftsmen and women who do it 
spend up to ten years learning the techniques. 

The results are instantly recognizable as Buccellati, the 
signature textural finishes distinctive, often ornate and 
lace-like and always richly detailed. Pieces are created to 
look and feel like silk, damask, tulle, lace or linen. Mixed 
metals are also used (silver and gold, platinum and gold), 
and more often than not unusual gemstones, from large 
cabochons and carved emeralds and rubies to rose-cut 
diamonds. Lucrezia points out a woman working on 

segrinato engraving, where thousands of lines are etched 
in numerous directions into the gold with a miniature 
burin tool, giving it a finish like satin. We move to rooms 
where stone-setters are working, and then to another 
area where goldsmiths are busy ‘honeycombing’ – 
carving tiny hexagon-shaped cells through the metal to 
create a tulle-like effect, before each side of each cell is 
individually polished – a method unique to the almost 
century-old company. They are following a hand-drawn 
design on a simple A-4 sheet of paper of a brooch 
with brief instructions from Lucrezia’s father, Andrea, 
Buccellati’s president and lead creative director. 

“They are artists,” says Lucrezia. “You have to have 
passion to do this job.” 

Her role, indeed her passion, is creating new designs 
along with her father. Not one item is the same – in that 
they are all handcrafted and no lines are made in bulk 
numbers – and many are entirely one of a kind. Which 
is perhaps why Buccellati remains jewellers to the 
Spanish royal family as well as the Vatican. Contardo 
Buccellati first started making jewellery and silver in the 
eighteenth century, but it was his son Mario, who built 
the name and Buccellati artistic style, opening his shop in 
Milan in 1919. Gianmaria, one of his sons and Lucrezia’s 
grandfather, took over in the mid-1960s, and Andrea 

Ramsay Short spends the day with the father and daughter creative 
team driving the iconic Italian jeweller into the future. Photography by 
Sergio Ramazzotti

Left: A goldsmith ‘honeycombing’ a jewel. 
Right: Andrea Buccellati examines one of his 
craftsmen’s work as Lucrezia looks on  
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“BUCCELLATI IS ABOUT 
EXCEPTIONAL QUALITY 
AND STANDARDS THAT 
WILL NEVER BE LOWERED. I 
LEARNED THAT FROM 
MY FATHER”

Clockwise from top: An unfinished pendant 
set with diamonds being worked by a master 
artisan; Andrea Buccellati inspects a ring 
crafted by an independent artisan in his 
office; casts of jewels designed by generations 
of the Buccellati family; a goldsmith’s 
intricate tools. Opposite page: Lucrezia 
Buccellati; one of her designs next to the 
original drawings 

apprenticed with his father as a child and continued to 
work with him until his death last year. Today, despite 
being part owned by an Italian private investment 
company (a necessity 
in order to expand) and 
with stores throughout 
the world from Beirut to 
Tokyo to London to New 
York, Buccellati remains 
a family-run affair. 
Andrea’s sister Maria 
Cristina is the company 
communications director, 
his brother Gino runs the 
silver production, and the 
ebullient Luca – a smart 
salesman who I meet 
briefly in the jeweller’s 
flagship Milan boutique 
which he oversees – takes care of the company’s most 
exclusive and high-end clientele. 
 
At his office in the workshop, I watch while 
Andrea meets with an independent goldsmith he’s 
commissioned to examine the progress on a radiant 
gold ring. The craftsman is intent as Andrea regards 
the ring through a magnifying glass comparing it to 
his original sketched design, pointing out any flaws 
or positives. 

“This man worked with my father as did his father, 
using our traditional techniques. It is a very close-knit 
relationship and one we know we can rely on. You 

can see he is just working on one piece for us and it 
will take weeks to get right,” says Andrea. “But that is 
what Buccellati is all about, quality and standards that 

will never be lowered, 
something I learned from 
my father.”

“So we will never 
produce tens of 
thousands of rings to sell 
to a wider global market 
– that would inevitably 
compromise the quality,” 
adds Lucrezia. 

Working mostly from 
New York, where she 
lives with her husband 
and young son, what 

Lucrezia brings to the business is an eye for the youth 
market, one Buccellati has not traditionally reached. 

“My grandfather designed for his market, and my 
father designs for us, and with each generation the 
aim is bring some freshness and new ideas, while 
staying true to the Buccellati ethos, and that’s what 
I am doing,” she says. “I’ve noticed that women my 
age, in their late 20s and early 30s, are looking for 
something more discreet and super wearable.”

Her first collection, Blossoms – pendant and button 
earrings, cuffs, necklaces, chains and rings – in silver 
and inspired by flowers designed to be worn on a daily 
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Right: a brooch yet to 
be set with diamonds 

next to its original 
drawing

Below: Andrea 
Buccellati examines 

a ring  

basis certainly reflects a more youthful yet still refined 
vision. And it’s been so successful, among both older 
and younger customers, Buccellati is re-launching the 
line this year with a very modern campaign featuring 
Italian model of the moment Elisa Sednaoui, shot by 
star photographer Peter Lindbergh. 

“With Elisa we’re trying to create and put across an 
image of a Buccellati lifestyle, which is something we’ve 
never really done before, a very new thing for us,” 
Lucrezia says.

We enter a room where people are working on cleaning 
and polishing the jewels again by hand, the final stage in 
the production process before the items are checked for 
quality and distributed. One process is called Rhodium 
plating, where a red enamel is used to cover the yellow 
gold parts of a piece and the white gold is left uncovered. 
The piece is then dipped into a Rhodium bath – a silvery-
transition metal that protects and cleans the white gold 
to within an inch of its life making it even whiter. The 
yellow gold is not affected, the enamel is removed with 
acetone, and the eventual piece emerges with beautiful 
white and yellow gold contrasts. It’s just another mind-
boggling part of what goes into the making of Buccellati 
jewellery in a process that can take as little as a month 
and as long as six, to complete.  

For Lucrezia, Buccellati’s new style, and the one she 
wants to promote, is both “classic and rock and roll,” 
the jewellery can work in different ways for different 
moments. And while she is clearly proud of her 
appointment as Buccellati’s first female designer, she 
insists that it is the joint creative process with her 
father that is key. 

“For me it is the balance that we have between us 
that is most special, and makes the difference in our 
jewellery. Women have a different sensibility to men, 
we perceive jewellery in a different way also because 

we use the products, so we bring something different as 
designers,” she says. 

“In my designs, I think about fashion, for example – 
something my dad isn’t really into – and also about how 
the changing world affects what we do. Such knowledge 
is very important to me as a designer – during WWII a lot 
of jewellers in Europe worked only with silver because 
customers couldn’t afford gold. Today technology plays a 
role, so I designed an iPhone case, a major diversification 
for the brand. 

“But ultimately it is not about the sexes – although obviously 
it’s a good thing that in a traditionally male-dominated field a 
woman is taking more of a leading role. It is about who has the 
gift of good design,” says Lucrezia.  

That gift, along with the family-focused creative direction, and 
the incredible amount of artisanship and hard work that goes 
into the jewellery is what makes Buccellati so special. And 
what will likely make it successful for generations to come. 

For more on Buccellati visit buccellati.com


