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Introducing: the Part of You campaign
Dear Readers,

Welcome to the tenth issue of the World 
Diamond Magazine. Once again, we have 
succeeded in bringing together a number 
of great writers, coaches, marketers, 
bloggers, journalists and, last not but least, 
jewellers who are always willing to provide 
us with their insights and instruction. 

The cover story has been in the making 
for quite a while. Give it a read and see 
how important is the role of diamonds 
and diamond jewellery on the red carpets 
in Hollywood, Los Angeles and other 
glamour events and how they contribute 
to consumer desire for diamonds and 
diamond jewellery. Many thanks to 
Ginnina D’Orazio for her, and her team’s, 
patience and cooperation. And I am 
particularly happy with the interview 
conducted with Nicolas Bos, President and 
CEO of Van Cleef & Arpels. 

Our Turkish partners have also contributed 
some excellent interviews and articles 
about Turkish jewellery designers and 
traditions. During the past two-and-a-
half years, we have come to know well 
the World Diamond Mark’s partners in 
Turkey, the Turkish Jewellery Exporters’ 
Association (JTR) as strong supporters 
not only of this magazine but also of 
the WDM’s objectives, i.e. the wish 
to see consumer desire for diamonds 
and diamond jewellery increase and in 
particular to grow the Turkish jewellery 
industry and trade’s role in this global 
endeavour. 

At the same time, our Turkish colleagues 
have been going through turbulent 
developments and difficult times, none 
of which were in their direct sphere of 
influence. I therefore wish to thank the JTR 
leadership, team and my managing editor 
Remzi Çelen for all the efforts they have 
expended during the past many months 
to keep this publication running, and 
growing!

The WDM team is also very proud to 
announce that we have now launched the 
World Diamond Mark’s Part of You diamond 
retailer promotional campaign. This 
campaign aims to enthuse consumers about 
diamonds, engage them by telling stories 
about diamonds and diamond jewellery, 
and direct them to retailers who have joined 
the WDM Authorised Diamond Dealer 
programme. The articles on pages 8 to 14 
will give you a good idea about how the 
WDM and the WDM’s Authorised Diamond 
Dealers programme can help retailers, in 
particular in the realm of digital marketing 
and the use of social media channels.

The Part of You campaign is an important 
milestone for the international diamond 
business community. The launch of the 
passion.diamonds website and with it the 
Part of You campaign is the first highly 
visible step the diamond industry and trade 
is taking with diamond promotion in the 
worldwide public realm and with it has set 
the tone for the industry’s active involvement 
in promoting and marketing diamonds to the 
end-consumer. At the risk of being repetitive, 
the WDM’s promotional efforts focus on 
addressing the retailers three key objectives: 
creating stronger consumer desire for 
diamonds; directing consumers to WDM-
accredited stores. i.e. WDM Authorised 
Diamond Dealers, through promotion; and 
by providing tools to these stores to sell 
more diamonds. The Part of You campaign 
is built on the premise that no retailer will 
sell a diamond by just trying to sell the 4Cs. 
Diamonds need stories customers can get 
excited about, and retailers need help telling 
the stories successfully.

This is the red thread that runs throughout 
the Part of You campaign and the passion.
diamonds website. We believe that the 
launch of the Part of You campaign is proof 
that the diamond industry and trade, led by 
the WFDB and represented by the WDM, 
is indeed playing a large role in promoting 
diamonds to the consumer. The launch 

of this project is the culmination of the 
12-month effort of a closely-knit team of 
professionals who have worked hard to 
reach this milestone. 

One of the World Diamond Mark’s most 
outspoken statements and requirements 
from retailers taking part in the WDM 
Authorised Diamond Dealer programmes 
is that our retailers do not sell synthetics 
alongside diamonds. During the past 
months, we have been queried on why we 
insist on this. The answer is simple. Our 
brief is to promote diamonds. Indeed, 
when we say ‘diamonds,’ we are always 
talking about natural diamonds. The WDM 
does this for and on behalf of more than 
50,000 diamantaires – members of bourses 
and organisations affiliated to the World 
Federation of Diamond Bourses (WFDB). 

Our Part of You campaign wishes to show 
that people have a lot of common with 
diamonds. A diamond, formed millions 
of years ago deep in the crust of the earth 
was mined at a particular moment, never 
to be born again. It then went through a 
process of shaping into its final form, and 
became what it is in colour, shape, clarity 
and weight. Very few diamonds are perfect. 
You and I, too, were born, at a particular 
moment, never to be born again. The result 
of millions of years of evolution, we then 
went on to become who we are, with our 
own complexion and colour, imperfections 
and weight and size. As such, the campaign 
wishes to pair consumers with the 
diamond(s) of their choice and liking, and 
then let these diamonds accompany them 
further on their journey through life, and 
thus become Part of You.

Enjoy this issue!

Ya’akov Almor, Editor
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Presenting the 
Part of You ™ 

diamond promotion 
campaign

This Spring, the World Diamond 
Mark Foundation (WDM) 
launched its global diamond 
promotion campaign on its new 

B2C website www.passion.diamonds. The 
campaign, launched under the slogan “Part 
of You™,” aims to enthuse consumers for 
diamonds, engage them by telling stories 
about diamonds and diamond jewellery, 
and direct them to retailers who have joined 
the WDM Authorised Diamond Dealer 
programme. 

“This is an important milestone for the 
international diamond business community,” 
said Krisztina Kalman-Schueler, the WDM 
programme director. “The launch of the 
www.passion.diamonds website and with it 
the Part of You™ campaign is the first highly 
visible step the diamond industry and trade 

is taking with diamond promotion in the 
public realm, and with it has set the tone 
for the midstream’s active involvement in 
promoting and marketing diamonds to the 
end-consumer. 

Kalman-Schueler emphasised that 
the WDM’s promotional efforts focus 
on addressing the retailers’ three key 
requirements: “WDM will create stronger 
consumer desire for diamonds, directs 
consumers to the WDM accredited stores 
through promotion, and provides tools 
for these stores to sell more diamonds. No 
retailer will sell a diamond by just trying 
to sell the 4Cs. Diamonds need stories 
customers can get excited about,” she stated.

This is also the red thread that runs 
throughout the Part of You™ campaign and 
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In life, nothing is black or white, and it is 
the same with diamonds. They come in 
numerous hues and colors, have visible and 
invisible blemishes, and lots of different 
shapes and qualities. Find the diamond that 
matches the uniqueness of the special person 
in your life, or of your individuality, and let 
it become Part of You™.
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through the www.passion.diamonds website. 
“The launch of the campaign is proof that 
the diamond industry and trade, led by the 
World Federation of Diamond Bourses, and 
represented by the WDM, is claiming its role 
in promoting diamonds to the consumer. The 
launch of this project is the culmination of 
the efforts of closely knit team of professionals 
who have worked long and hard to reach this 
milestone,” she added. 

WDM Chairman Alex Popov reiterated the 
WDM’s position that retailers who have 
joined and will join the WDM Authorised 
Diamond Dealer programme cannot sell 
synthetic diamonds in the same store. “This 
is a fundamental premise of our mission to 
promote natural diamonds only. Retailers 
interested in benefitting from our work and in 
joining the WDM Authorised Diamond Dealer 
programme are invited to contact us at add@
worlddiamondmark.org,” he stated.

The WDM team will be presenting the Part of 
You™ campaign at several key industry events. 

Beginning at the JCK show in Las Vegas, the 
Part of You ™campaign will be featured at some 
of the key international gem and jewellery 
shows around the world. In September, the 
WDM will take part in seminar programs at 
shows in London, Bangkok and Hong Kong.

With the launch of the Part of You™ campaign, 
interest from individual jewellers and retail 
jewellery chains is rising. “It is marvelous to 
see the significant rise in emaisl and message 
that are reach us since we soft launched the 
campaign. The hard launch in Las Vegas, 
during a breakfast seminar on June 4th, at the 
JCK Luxury show, will give attending retailers 
to hear and meet us, and learn about our 
programme,” Kalman-Schuler said.

Meanwhile, we invite the World Diamond 
Magazine readers to visit the www.passion.
diamonds website to see how we address the 
consumer, and, this is equally important, how 
we drive consumer traffic to those retailers 
who are part of our programme.
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Retailers!
Go the www.wordldiamondmark.org website to download the Part of 
You™ brochure for retailers. Here you will get information on how we 
help create consumer desire and trust, what hardware and software we 
offer, and info on our education and business network services.

in promoting diamonds to the consumer.
The launch of this project is the culmination
of the efforts of closely knit team of
professionals who have worked long and 
hard to reach this milestone,” she added.

WDM Chairman Alex Popov reiterated the
WDM’s position that retailers who have
joined and will join the WDM Authorised
Diamond Dealer programme cannot sell
synthetic diamonds in the same store. “This
is a fundamental premise of our mission to
promote natural diamonds only. Retailers
interested in benefitting from our work and
in joining the WDM Authorised Diamond
Dealer programme are invited to contact us
at add@worlddiamondmark.org,” he stated.

The WDM team will be presenting the Part
of You™ campaign at several key industry
events. Beginning at the JCK show in Las
Vegas, the Part of You ™campaign will be
featured at some of the key international

gem and jewellery shows around the world.
In September, the WDM will take part in
seminar programs at shows in London,
Bangkok and Hong Kong.

With the launch of the Part of You™
campaign, interest from individual jewellers
and retail jewellery chains is rising. “It is
marvelous to see the significant rise in 
emaisl and message that are reach us since 
we soft launched the campaign. The hard 
launch in Las Vegas, during a breakfast sem-
inar on June 4th, at the JCK Luxury show, 
will give attending retailers to hear and 
meet us, and learn about our programme,” 
Kalman-Schuler said.

Meanwhile, we invite the World Diamond
Magazine readers to visit the www.passion.
diamonds website to see how we address the
consumer, and, this is equally important, 
how we drive consumer traffic to those re-
tailers who are part of our programme.

YOUR DIAMOND
YOUR STORY

TM

Go the www.wordldiamondmark.org website to download the Part of 
You™ brochure for  retailers. Here you will get information on how we 
help create consumer desire and trust, what  hardware and software we 
offer, and info on our education and business network services.

Retailers!
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44th Istanbul Jewelry Show sees overseas visitor numbers double.

NEW RECORD IN 
ISTANBUL JEWELLERY SHOW

45th International “IJS”
will take place in between 12 -15 October 2017

at Istanbul Expo Center (CNR Expo).   

The March 2017 edition of the Istanbul 
Jewelry Show, organised by UBM Rotaforte 
recorded a 32 percent increase in visitor 
numbers, compared to the 2016 March 

edition. The fair took place from March 16 to 19 at the 
Istanbul Expo Center (CNR Expo). 
 
As one of the most important B2B jewellery fairs in 
the region, and the leading fair that bridges Europe 
and the Middle East, this year’s March edition was at-

tended by 27,587 buyers from 111 countries with a significant 
increase of 95 percent in overseas visitors. 

The fair showcased more than 1200 exhibitors from 17 
countries displaying loose diamonds and coloured gemstones, 
diamond-set and coloured gemstone-set jewellery, pearls, fine 
gold jewellery, pearl jewellery, silver jewellery, watches, jew-
ellery display & packaging materials, as well as gemmological 
labs, logistics and shipping, software and technology, security 
products, modelling moulds, jewellery tools and manufactur-
ing equipment.
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We support the World Diamond Mark
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RETAIL

Storytelling is vital 
today since we are 
bombarded daily with 
an incessant stream 

of information which our 
brains cannot recall easily. 
However, by learning to tell 
stories confidently, you can 
easily capture and sustain 
the customer’s attention and 
change the way they feel about 
your products, services, and 
business alike. 

Storytelling is where dreams 
become realities. And you 
the dream-maker, you are the 
author, the director, and the 
lead character. You have total 
control over the critical factors 
that shape a depth of meaning 
for your clients. Emotion is 
at the heart of every story. 
So share your vision and 
give your customer’s a story 
to experience and tell. You 
want to engage, entertain, 
and excite. One excellent way 
to immediately improve the 
customer experience is to 
leverage the power of stories.

J.K. Rowling once said that; 
“There is always room for 
a story that can transport 
people to another place.” 
True to this, storytelling 
has an effect that no other 
form of communication can 
match. Being the oldest and 
most convincing form of 
communication, businesses 
too should strive to embrace 
this communication tool as 
it will have a great positive 
impact on their fortunes. As 
a matter of fact, the power 
of storytelling has for long 
been recognised and is now 

being strongly supported 
by behavioural sciences and 
neuroscience research.

The Power of storytelling
According to Robert Mckee, 
storytelling is the most 
powerful way to put ideas 
into the world today. In the 
business world, it can be 
the most powerful way to 
convince clients that your 
product is the best. Because 
it is such an effective way to 
elicit positive feelings, it can 
be used to drive customer 
engagement. Additionally, 
it makes it easy to win the 
loyalty of the customers. So, 
what makes storytelling such a 
powerful tool for business?

• Storytelling allows you 
to create a great emotional 
connection with the 
customers. By telling a great 
story that resonate at a deeper 
level, you are able to capture 
the customer’s imagination. 
This gives you an opportunity 
to create the world of the 
dream and induce the 
customer’s deepest emotions 
making them trust you and 
your service.

• Stories carry meaning. So 
through storytelling, you can 
frame experience and change 
the way the listener view the 
world. In business, it can be 
used as a tool to frame an 
experience. As a result, it 
can alter the perception that 
the customer has about your 
business. It can also inspire 
action and influence the 
buying decision process.

• Customers mostly buy 
products for emotional 
purposes and later justify the 
purchase with logic. And it 
is through storytelling that 
businesses can arouse the 
emotions that will lead to a 
purchase.

• With storytelling, you will be 
able to convene the intended 

message quickly since stories 
are easy to remember.

Great stories build great 
businesses
• Telling new stories 
creates new experiences 
for customers. According 
to neuroscience research 
conducted on the mirror 
neurons in the brain, when 
people see or hear about the 
experiences of others, they 
experience the same feelings 
or actions in their brains.

• Stories underpin the 
products we sell, the 
craftsmanship we use, and the 
brands we work for. Therefore, 
every touch-point becomes an 
opportunity to tell a new story 
that will elicit positive feelings.

Storytelling is vital today
“There’s always room for a story that can transport people to 

another place.” - J.K. Rowling
by Sara Degeorges (Sullivan)

About Sarah Sullivan
Sarah is ULG’s co-founder and specialist 
consultant in customer insights, team and customer 
engagement, and business development. She 
combines her commercial acumen with a fresh 
and insightful approach to business solutions and 
strategic opportunities. She’s also recognised as an 

inspiration figure and best known as ’Fabulosity’ as she taps into 
the hidden potential, profits, and performance of individuals and 
organisations. Connect with her on Linkedin or Twitter
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For those readers who 
have never heard 
of him, this is how 
Wikipedia refers to 

Sevan Bıçakçı: “Sevan Bıçakçı 
(born 1965 in Istanbul, 
Turkey) is a famed Turkish 
jeweller of Armenian descent. 
He is one of the few renowned 
jewellers in Turkey and is 
known around the world. He 
is considered a ‘star jeweller’ 
in Turkey.” 

Immersed in the magical 
world of precious stones and 
jewellery at the tender age of 
12 in Istanbul’s Grand Bazaar, 
Sevan Bıçakçı went on to gain 
enormous fame all around 
the world. And with the 
publication of a biography, 
the artist made sure his name 
would be engraved on the 
pages of the jewellery history 
books.

Today, with auction houses 
putting his work on the 
block, Sevan Bıçakçı not 
only makes bespoke pieces 
for famous actors, artists 
and businessmen, but also 
for royal families around the 
globe. Calling him one of 
the most important artists 

of the last century, the New 
York Times said that if ‘...
Sevan Bıçakçı is a jeweler...
Michelangelo is a carver’.’

Now regarded as one of the 
most important jewellery 
designers in the world, Sevan 
Bıçakçı has made a name for 

himself with his breathtaking 
portraits and silhouettes of 
Ottoman sultans, the Hagia 
Sofia, the Bosphorus Bridge 
and many more pieces. As 
such, he is Istanbul’s leading 
artist who represents the 
city’s spirit with a new style. 
Among others, he helped 
promote the book “Istanbul, 
Memories and the City,” by 
Nobel Prize winner Orhan 
Pamuk with an exhibition of 
his pieces.

His journey through the 
magical world of jewellery 
reached a milestone upon 
receipt of the Couture Design 
Award which is given to the 
most important designers in 
the world. Sevan Bıçakçı is 
now known for the genius 
behind not only the jewellery 
pieces worn by royals but 
also by A-list celebrities like 

Sevan Bıçakçı; 
A success story from Istanbul

Now regarded as one of the most 
important jewellery designers in the 

world, Sevan Bıçakçı has made a name 
for himself with his breathtaking portraits 

and silhouettes of Ottoman sultans, the 
Hagia Sofia, the Bosphorus Bridge and 

many more pieces.
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Sevan opened his own store only six years later, catching the attention 
of many eyes with his designs. Inspired by the cultural heritage and the 
history of Istanbul, Bıçakçı created pieces that would make history with 
themes based on the Ottoman and Byzantine periods.
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Whoopi Goldberg, Gwyneth 
Paltrow, Katie Holmes, 
Brooke Shields and many 
others. 

The journey that began at 12 

Born in Istanbul, Sevan 
Bıçakçı began working at the 
age of just nine. Three years 
later, he found himself at 
the atelier of Hosyep Çotak 
in the Grand Bazaar, where 
he received his vocational 
training. At the shop, opening 
the doors at eight o’clock 
six days a week, he not only 
learned all there was about 
the craftmanship of a jeweller, 
but also about the challenges 
of life. Working for several of 
the most important jewellery 
masters of the era ultimately 
took him to the top of his 
trade.

Sevan opened his own store 
only six years later, catching 
the attention of many eyes 
with his designs. Inspired by 
the cultural heritage and the 
history of Istanbul, Bıçakçı 
created pieces that would 

make history with themes 
based on the Ottoman and 
Byzantine periods. With 
the passing of time, his art, 
which included reflections 
of landmarks such as the 
Topkapi Palace, mosques, 
fountains, sultan portraits, 
birds, harem women and 
even Mother Mary, was seen 
and appreciated all around 
the world. 

The New York Times’ praise

According to jewellery 
writer Vivienne Becker, he 
singlehandedly re-ignited 
the world’s global interest 
in Turkish cultural history 
and jewellery traditions. He 
radiated a different, creative 
energy and brought new 
life to Turkish jewellery 
craftmanship. In 2014, a 
full-page article in the New 
York Times highlighted an 
important point saying: 
“Calling Sevan Bıçakçı 
a jeweler is like calling 
Michelangelo a carver.’ 

When one takes a look at 

"He radiated a different, creative energy 
and brought new life to Turkish jewellery 
craftmanship."
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DESIGN

the breathtaking shapes of 
his rings, it is impossible 
to decide if Sevan Bıçakçı 
is a jeweller, a sculptor or a 
painter. He manages to fit 
every single visual artform 
into the surface of his pieces. 
This is why his team includes 
not only jewellery designers 
but also sculptors and 
painters.

Lord of the Rings 

He does not create his pieces 
just to sell them, nor does he 
care about the time needed 
to make them. He doesn’t 
care about trends, he doesn’t 
think or worry about costs. 
It’s almost like he is dreaming 
them up throughout the night 
and by morning he is putting 
them under the glass of the 
showcase. It is therefore not 
surprising that Bıçakçı has 
gained a lot of attention for 
his artisanship, and that he 
is compared to names like 
Lalique and Faberge. There 
are only a handful people 
in the world who are in this 
league.

His atelier is almost like an 
art school. Painters, sculptors, 
enamellers, glass blowers, 
any artisan you can think of 
has found a home there. This 
unique jeweller and designer 
of proud Armenian origin is 
one of a small number of top 
designers. 

The French publishing house 
Assouline has published a 
book about his life and art. In 
the book, Bıçakçı tells his life 
story to the famous jewellery 
writer and journalist 
Vivienne Becker, introducing 
her at the same time to a 
different Turkey. 

 From Samatya to the world

The book tells his life in a 
very personal, poetic way. 
Introducing him as the 
maestro of artisanship, 
Becker writes that “Sevan 
harvests poetry, art and 
artisanship and tells of the 
greatness of Byzantine and 
the Ottoman Empire.” With 
this form, he reaches out to 
the current market. Bıçakçı 
is now a worthy name and 
in high demand among 
collectors. 

When you open the pages of 
the book you see illustrations 
of his pieces that reflect the 
Byzantine and Ottoman era. 
Dome shaped rings include 
representations of the Blue 
Mosque, the Fatih Sultan 
Mosque, while the Mother 
Mary, Istanbul fountains and 
birds are also represented. 
Sevan Bıçakçı is highly 
respected in Turkey and is an 
artist who has engraved his 
name in the jewellery history 
books.

The French publishing house Assouline 
has published a book about his life and 

art. In the book, Bıçakçı tells his life 
story to the famous jewellery writer and 
journalist Vivienne Becker, introducing 

her at the same time to a different Turkey. 
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Young consumers 
are known for 
pushing society’s 
boundaries and 

they are opening new 
horizons using social media. 
They make their own 
decisions regarding what 
to see, read and purchase 
without wasting their 
precious time on traditional 
marketing messaging. 
Individuality and self-
consciousness are key to 
modern marketing.

This applies also to decision-
making on the purchase 
of high-value products 
such as diamond jewellery. 
Consequently, for young 
consumers, the engagement 
ring needs to be exclusive 
and reflect the individual 
bond between two people 
in a relationship. Gifts 
need to be highly personal 
and the gifting experience 
memorable.

How can diamond jewellery 
retailers offer all these to 
young consumers? 
A good first step towards 
this objective is the use 
of modern promotional, 

educational and 
communicational tools. 
Digital marketing tools, 
among them social media, 
are currently the ideal 
channels tools to engage 
with young consumers. 
The WDM has developed a 
retailer programme to guide 
and train diamond jewellery 
retailers to do exactly this. 

Digital marketing tools and 
social media channels allow 
companies to reach out to 
specific consumers according 

to their location, preferences, 
social status, income, 
interests and purchasing 
intentions. Based on their 
profile, consumers will likely 
find the profiled information 
shown to them relevant, and 
not offensive advertising. 
Consumers can choose to 
read on by clicking on the 
information, or leave due to 
lack of time or interest. 

The benefits for the 
advertising partners are 
clear, since profiling brings 

advertised information 
directly to the relevant 
target consumers, and at the 
same time, it is by far more 
cost effective than classic, 
traditional media. 

To demonstrate how this 
approach works, WDM 
reached out to consumers 
with an interest in diamonds 
within a specific age range, 
living in a tightly defined 
geographic area, in a 
relationship or engaged, and 
with documented interest in 

Why it makes sense for retail 
jewellers to become WDM 
Authorised Diamond Dealers
One reason amongst many is that the WDM trains its retail 
members to integrate digital marketing in their marketing 
efforts, and promotes its members through the WDM’s 
digital and social media tools and campaigns. 
By Krisztina Kalman-Schueler

Krisztina Kalman-Schueler presenting the WDM Authorised Diamond Dealer programme and 
concept to the members of the International Diamond Manufacturers Association in 2016.
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diamond rings, engagement 
rings or wedding jewels. 
WDM used Facebook as 
the main platform for this 
campaign, and the objective 
was communicating the 
benefits of purchasing from a 
WDM Authorised Diamond 
Dealer. 

This campaign was very 
successful and it reached 
out to 360,000 unique 
consumers with the relevant 
characteristics who have seen 
the ads on average 3.8 times. 
Amazingly, the campaign’s 
cost for each unique relevant 
consumer reached was only 
US$0.002 and US$0.0007 
for each click made by a 
unique relevant consumer. 
No traditional media can 
produce such attractive and 
cost effective marketing. On 
the top of this, consumers 
don’t consider this type of 
messaging as advertising, but 
rather useful information 
they had been looking for 
in their search for a piece of 
diamond jewellery. 

Encouraged by this success, 
the WDM team decided to 
develop a series of products 

within the WDM Digital 
Marketing Support for the 
WDM Authorised Diamond 
Dealers and other retailers, 
which help them to use and 
utilize the advantages of 
digital media. The products 
include:

1. Digital and social media 
education 
It is best to start with 
education on how to use 
digital marketing tools 
and social media channels. 
Within the WDM’s education 
programme, the WDM offers 
educational materials and 
webinars on explaining the 
range of digital marketing 
tools and social media 
channels available, and the 
best ways of using them. The 
education will specify how to 
best define target consumer 
characteristics on different 
platforms and how to create 
an attractive social media 
community. 
2. Content and artwork for 
retailers’ digital marketing 
and social media channels.
Many of the retailers are 
already active on social 
media, but would like to offer 
interesting and attractive 

content and artwork on a 
continuous basis. In the 
WDM Diamond Retail 
Jewellers’ Information 
Letter, WDM provides 
entertaining news to retailers 
to repost on their own social 
media channels. (Please 
send an email to add@
worlddiamondmark.org to 
be placed on the distribution 
list.) WDM Authorised 
Diamond Dealers have 
access to additional original 
artwork and text, which they 
can place their own logos on.

3. Impact campaign to 
promote single social media 
posts
When retailers post 
information on their own 
social media channels, they 
may want to promote this 
post to relevant consumers 
outside of their follower 
group. WDM offers this 
particular service, where 
specific posts are promoted 
to consumers bearing a 
defined set of characteristics. 
For example, WDM can 
promote your Mother’s Day 
offers to well-to-do youngers 
adults in your business area 
who likely are interested in 

ideas for a Mother’s Day gift.

4. Building communities 
with tailor-made digital 
media campaigns
The ultimate goal of digital 
marketing is that retailers 
have a high-quality group of 
internet followers who are 
happy to read about offers 
and are loyal to the brand. 
They will be the ones who 
recommend this retailer to 
friends and family, and make 
return purchases. Such a 
group needs to be boosted 
and nurtured based on its 
interests and preferences. 
Convincing consumers 
to give up their precious 
time and engage with a 
commercial entity is very 
much an art-form. WDM’s 
digital media experts can 
help you achieve exactly this, 
and teach you to perform 
these tasks yourself after the 
initial set up. 

As you see, WDM offers a wide 
range of support tools for all levels 
of digital media engagement. We 
would be more than happy to 
discuss these with interested retail 
jewellers. Please contact us on 
add@worlddiamondmark.org.

Rnnie VanderLinden( center), President the International Diamond Manufacturers Association(IDMA) and flanked by two former 
IDMA presidents, Jeffrey Fischer (left) and Edward Asscher, asking a question during Krisztina Kalman-Schueler’s presentation of 
the WDM Authorised Diamond Dealer programme.
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There is truly 
nothing like 
awards show 
season in Los 

Angeles, where Hollywood’s 
elite gather, shimmer 
and shine on the world’s 
largest red carpets over 
a span of two months. 
During this time, fashion 
A-listers debut styles that 

can dictate trends for the 
next decade. One actress 
after another graces the red 
carpet, decked out in haute 
couture and adorned with 
fabulous creations from the 
industry’s leading jewellery 
designers. Glamour 
magazines and thousands 
of websites worldwide 
cover these events. They 

offer fashion and jewellery 
close-ups and commentary, 
naming the designers and 
describing the jewellery 
pieces in detail. This raises 
the question: How do 
actresses get this jewellery?  
Who places these pieces 
with these actresses and 
celebrities?

More efficient than 
traditional advertising
Rachel Garrahan, in an 
article in the Financial 
Times of January 18, 2015, 
wrote that “…consumers’ 
fascination with the Golden 
Globes and the Academy 
Awards shows no sign of 
abating, and many jewellers 

With some 30 years of experience in the international diamond, colored gemstone and jewellery 
industry and trade, drs. Ya’akov Almor has built a solid reputation as one of the diamond, gem 
and jewellery industry and trade’s most experienced and trusted consultants in strategy, corpo-
rate and public relations and marketing communications.

ABOUT 
YA’AKOV
ALMOR

Spark of Genius
By Ya’akov Almor

Hearts on Fire diamond Lorelei diamond bracelet

Hearts on Fire diamond Temptation diamond bracelet

Rihanna
Rihanna wearing a yellow gold Paraiba tennis bracelet by Le 

Vian and three Hearts on Fire diamond tennis bracelets during  
the 2016 Billboard Music Awards, May 2016, in Las Vegas, 

Nevada. Photo courtesy: D’Orazio & Associates  



 Spring 2017-10 | World Diamond Magazine  27

have found red carpet 
placements to be a more 
efficient way of attracting 
attention than traditional 
advertising,” She also noted 
that “Many leading houses 
pay actresses to wear their 
jewellery, while smaller 
companies invest in other 
ways.” 

Obviously, the large jewellery 
brands that are owned by 
powerhouses like LVMH, 
the Richemont group and 
others have no problem 
appropriating large sums of 
money for actresses to wear 
their jewellery. But how, 
indeed, do smaller companies 
get visibility? What about 
up-and-coming designers, for 
which this scenario is not a 
possibility? 

Good questions, and I happen 
to know the person who can 
answer them. For the past 
decade or so, I have been 
keeping track of Ginnina 
D’Orazio, a former colleague 
who today is the owner of 
D’Orazio & Associates in Los 
Angeles, a public relations 
firm specializing in celebrity 
red carpet placement for fine 
jewellery. 

Last June, I had an 
appointment to meet 
her for lunch during the 
Couture show at the Wynn 
in Las Vegas. I was already 
on my main course when 
she arrived.  Apologizing 
profusely for running late, 
Ginnina explained that “this 
show, Couture, is one of the 
most important shows for 
us. There are a lot of clients 
to see, and each year there 
is a lot of new talent on the 
floor.” Since Ginnina is a big 
supporter of new creative 
talent, she tries to meet them 
all and to see what they have 
to offer.

During our lunch, we 
discussed the efforts the 
World Diamond Mark to 
build brand awareness and 
visibility among consumers 
for diamonds and diamond 
jewellery.  The WDM is 
building programmes to 
help retail jewelers increase 
diamond jewellery sales, 
increasing the diamond’s 
market share throughout 
the entire supply pipeline. 
Ginnina gave a fascinating 
account of her work, and we 
discussed the opportunities 
and challenges that come 
with it. Although the actual 
interview began informally 
during that lunch meeting 
it was continued months 
later via email and through 
a number of phone calls.

Brand awareness and 
visibility
D’Orazio’s mission is 
rather similar to that 
of the World Diamond 
Mark. Per her company’s 
website, she and her team 
“build brand awareness 
and visibility among 
consumers to increase 
sales and market share for 
our clients.” D’Orazio has 
proven rather successful 
in this effort, judging by 
the almost daily emails 
that arrive in my mailbox 
with reports  - and photos 
of course - of actresses 
wearing jewellery placed by 
her firm. Recurring names 
of the designers include, in 
alphabetical order, Pasquale 
Bruni, Mattia Cielo, 
DVANI, Gilan, Hearts on 
Fire, Hueb, Le Vian, Harry 
Kotlar, Maxior, Noudar, 
Narcisa Pheres, L’Dezen by 
Payal Shah, as well as many 
others.

Katy Perry 
Katy Perry wearing Maxior diamond earrings at the 
Capitol Records 75th anniversary gala, November 

2016, in Los Angeles. 
Photo courtesy: D’Orazio & Associates  

Maxior 
diamond 
earrings
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How did you get into this 
niche business and what 
did you do, career-wise, 
before engaging on this 
adventure?  

I began in the jewellery 
industry by selling loose 
diamonds in the 1990’s. I do 
not come from a diamond 
or jewellery family and had 
to learn everything from 
scratch. The understanding 
that I needed professional 
training and education 
led me to GIA (the 
Gemological Institute of 
America). After graduating 
from GIA, I embarked on 
my career as a diamond 
dealer, specializing in 
high-carat, exclusive stones. 
Sourcing and selling these 
extraordinary gemstones 
afforded me the opportunity 

to explore my other 
passion, travel. I journeyed 
extensively through Europe 
and Asia, and it was on one 
such trip to Bangkok that 
my path was serendipitously 
altered. I found myself in 
the town of Chiang Mai, 
which became my home 
for the next year. I lived 
in a Buddhist monastery! 

This time abroad gave me a 
unique global perspective. 
It opened my mind to 
new ways of thinking and 
it fueled my creativity 
and strengthened my 
appreciation of artistic 
beauty. 

You founded your firm in 
2001. How did you start, 

and how did you get your 
first clients on board?
When I studied the public 
relations market in Los 
Angeles, I was shocked 
at the lack of showrooms 
dedicated to fine jewellery. 
Seeing an opportunity 
and acting on instinct, I 
signed the Italian Trade 
Commission as my first 
client. We hosted our 
inaugural Oscars’ suite in 
2001, showcasing Italian 
fine jewellery brands and 
facilitating celebrity loans. 
Even after doing these one-
off events, stylists would 
depend on me for jewellery 
year-round. At that time, 
I didn’t have a showroom. 
I would get in my car and 
take the jewellery to the 
stylists. They were making 

Kate Beckinsale 
Kate Beckinsale showing off some fabulous Butani 
diamond earrings at the Billboard Music Awards of 
May, 2016. Photo courtesy: D’Orazio & Associates 

Butani 
earrings

We target unique international 
brands that fit this objective. As we 
grew and made unknown jewellery 
brands a household name, like Le 

Vian, bigger brands began to notice 
and wanted to come on board.
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selections from my back 
seat! I would bring product 
to a fitting or photo shoot. 
I went to every red carpet 
event in Los Angeles. I was 
creating my own niche 
and I had to be proactive. 
Through this I built up 
a significant network of 
clients, celebrity stylists 
and editors who continued 
to work with me when I 
opened my showroom in 
2006, meaning that I could 
then work on a much larger 
scale. 

What made you break 
through the barrier to 
reach clients with real 
potential?
While there were already 
fashion PR firms, there was 
no one that understood 

jewellery or the jewellers for 
that matter. My background 
as a diamond dealer taught 
me to understand not 
only the value of stones, 
but to truly respect the 
preciousness and process 
of the jewellery. It was 
this knowledge combined 
with our connections in 
Hollywood that was the real 
selling point for our clients. 
Additionally, we know that 
fine jewellery is not local 
but global and needs to be 
positioned as such. So while 
our headquarters are in Los 
Angeles, our target audience 
is international.

What is your business 
model? 
Our strategy continues to 
set us apart as an agency, 

in that our clients don’t 
pay for celebrity red carpet 
placements. Our placements 
are organic, based upon 
personal relationships that 
have been built over the 
past 17 years. We target 
unique international brands 
that fit this objective. 
As we grew and made 
unknown jewellery brands 
a household name, like Le 
Vian, bigger brands began 
to notice and wanted to 
come on board. Most of our 
clients are referral-based. 
The model is simple: clients 
sign an annual contract 
and pay a monthly retainer 
for us to garner maximum 
exposure for their brands.

Where are you today 
and how far you feel that 

you can reach for your 
clientele?
I feel lucky to represent 
a certain caliber of 
brands, and our portfolio 
is growing every day. 
Successful public relations 
is about being consistent, 
building a brand slowly, 
and of course showing 
results. We build a strategy 
for each promotion since 
you need to find the right 
pitch, idea and product 
that fit a target audience. 
For example, I will choose 
completely different 
product for an editorial 
spread versus a celebrity 
red carpet event.

Keeping track of new 
talent and products, as 
you explained in Vegas, is 

Carrie Underwood
Singer Carrie Underwood wearing Harry Kotlar 

diamond earrings at the 52nd Academy of Country 
Music Awards, April, 2017, in Las Vegas. 
Photo courtesy: D’Orazio & Associates

Kotlar 
diamond 
earrings
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very important. How do 
you know what will work 
in the consumer market?
I dare say that working in 
this industry as long as I 
have, I can predict trends 
before they happen. I 
know what celebrities and 
stylists are looking for, and 
I am very specific when 
selecting products from 
our clients. It can often 
be counterintuitive. For 
instance, a lot of jewellers 
think that if a piece is not 
large scale, it won’t get 
placed. That is not true. It’s 
enough to scroll through 
our daily emails to see that 
there is enormous variety. 
And ultimately it really 
depends on the event and 
the celebrity. 

There is a lot of similarity 
between what your firm 
does commercially for 
brands and what the World 
Diamond Mark tries to do 
for diamonds as a generic 
category or ‘brand.’ Do 
you think your venture is 
contributing to the generic 
promotion of diamonds as 
well?
Absolutely. We work with 
several important diamond 
brands, including Butani, 
Hearts On Fire, Harry 
Kotlar, and Le Vian. When 
we secure a red-carpet 
placement, we service 
the celebrity image to 
over 10,000 media outlets 
internationally, and we 
always include the details 
of the stone. In addition 

to highlighting the brand, 
this promotes jewellery, 
diamonds and gemstones. 
We pitch editorial stories 
based on design trends. 
Right now, major celebrities 
like Jennifer Lopez, Rihanna, 
Katy Perry, and Beyonce are 
pulling important diamond 
pieces. Therefore, I truly 
believe that the publicity 
we generate for our clients 
helps drive sales to the local 
jeweller and to online sales 
for lower price point goods.

So generic promotion and 
brand promotion can co-
exist?  
Of course. A prime example 
of this would be celebrity 
placement. A number of 
celebrities wearing diamond 
jewellery of a particular style 

creates a trend, while each 
individual brand is being 
promoted. Consistency is 
key. 

Do you think that the 
coverage of celebrity on 
various media platforms 
is still appealing to the 
younger consumer?
With the success of social 
media and Instagram, 
consumers are getting 
images and information in 
real time. The definition 
of celebrity has expanded 
to include non-traditional 
role models. Bloggers, 
fashionistas, these 
communicators can have 
huge followings. Oh yes, the 
younger consumer is very 
interested and aware of who 
is wearing what.

Kate Bosworth 
Kate Bosworth attended Dior’s Mid Winter Gala in 

2016 while wearing a pair of gorgeous Harry Kotlar 
earrings. Photo courtesy: D’Orazio & Associates

Kotlar  
Earrings



THE INTERNATIONAL INSTITUTE OF DIAMOND GRADING AND RESEARCH
Founded by the diamond industry leader,  The International Institute of 

Diamond Grading & Research is part of the De Beers Group of Companies.

L O N D O N

Detection Instruments

The improper trading of diamond simulants, synthetics and 
treated diamonds is a real threat to the diamond trade, 
consumer confidence and to reputations.

IIDGR offer detection instruments that can readily screen out 
simulants, synthetics and treated diamonds.

Our suite of instruments consist of DiamondSure, AMS, 
DiamondView and DiamondPlus which can be used in combi-
nation, which considerably reduces the number of stones that 
would need more time consuming extensive laboratory testing.

For more information on our detection instruments please 
contact: contact@iidgr.com

Grading

Our heritage dates back over 120 years. Today we deploy the 
most advanced proprietary technology and, consistent with our 
background, we apply our skills solely to what we know best: the 
science of diamonds.

Every diamond we assess receives either our official Diamond 
Grading Report or a more concise Diamond Identification Report.

For further information on our grading services, please contact: 
grading@iidgr.com

Melee Testing Service

IIDGR have a low cost Melee Testing Service available to every-
one in the diamond trade.  IIDGR deliver a fast turnaround with 
complete accuracy and clearly categorised parcels returned to 
you in tamper-evident bags.  

Today, with the risk of undisclosed synthetics.  There is no 
better way to boost confidence in your product than using the 
independent services of IIDGR.

For more information on how to submit goods please 
contact: testing@iidgr.com
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“We do not sell watches to 
clients who are looking for a 

watch to tell the time. We sell 
jewellery pieces to clients that 

also happen to tell the time.”
- Nicolas Bos

By Ya’akov Almor

With some 30 years of experience in the international diamond, colored gemstone and jewellery 
industry and trade, drs. Ya’akov Almor has built a solid reputation as one of the diamond, gem 
and jewellery industry and trade’s most experienced and trusted consultants in strategy, corpo-
rate and public relations and marketing communications.

ABOUT 
YA’AKOV
ALMOR

In mid-January, I 
bundled up and braved 
the cutting winds 
blowing around the 

lake of Geneva. Fortunately, 
I got to spend most of my 
time in this Swiss, but-oh-
so-French-feeling, city at 
the Salon International de 
la Haute Horlogerie. Here, 
30 exhibitors - 17 historic 
‘maisons’ and 13 independent 
artisan - creators exhibited 
their creations in the Carré 

des Horlogers, embracing 
the very best of watchmaking 
today. SIHH reported that 
16,000 visitors “from all 
four corners of the globe 
converged on Geneva, 
transformed for the week 
into the world’s watchmaking 
capital.”

I had been invited to 
interview Nicolas Bos, 
the (rather new) chief of 
Van Cleef & Arpels. Bos 

A LUXURY WATCH IS

LUXURY
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moved from Cartier, another 
Richemont brand, to Van Cleef & 
Arpels, and he seems to have made 
the transition comfortably and 
successfully. Here’s what we talked 
about 

What are the typical differences in 
approach – and funds expended - 
between the watch and jewellery 
industry? What are the lessons the 
high end diamond and diamond 
jewellery industry and trade, as 
well as retailers, can learn from 
the luxury watch industry?

Basically, there, indeed, seems not 
to be too much of a difference. 
And I am not sure there is so much 
to learn from the watch industry. 
Investment in marketing in the 
watch industry is certainly quite 
high, but these days in the high-
end jewellery industry this is also 
true. Still, the immediate clients 
of a jewellery house like ours, Van 
Cleef & Arpels, are our retailers 
that we supply with our jewellery. 
Therefore, significant efforts and 
resources are invested in our stores 
as they are our primary vehicle for 

advertising and other forms 
of communications to the 
consumer markets. 

The watch industry, on 
the other hand, is mostly 
a wholesale industry and 
there we are investing in 
supporting our brand in a 
multi-brand environment 
where you must express your 
singularity compared to your 
competitors. That is quite 
different from the jewellery 

industry. But the mechanisms 
are pretty much the same 

Another difference, maybe, is 
the distribution. In jewellery, 
it is more retailer oriented, 
monogram retailer oriented. 
But here too, the industries 
are getting closer. It is only 
quite recently that watch 
brands have started setting 
up their own stores, and 
this requires retail-oriented 
support. 

In clientele, there is, of 
course, a clear difference. 
The clientele for jewellery 
is, by definition, much more 
feminine. This, of course, 
has an impact on the way 
we do things in advertising 
and communications. The 
world of watches is more 
masculine, a more technical 
world. You can also see 
that in the way the watch 
industry communicates and 
advertises watches. Men look 

at the technology, appreciate 
the engineering efforts and 
craftsmanship that go into 
making a luxury watch. 

Some time ago, my 
colleague Serge Maillard 
published an article 
about the potential of 
Iran for the jewellery 
and watch industries in 
Iran. Are you there? And 
what other markets have 
new potential? And how 

LUXURY
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much of an effort is VCA 
expending in Asia, and 
Greater China, in view of 
the reported slowdown? 
We’re not necessarily in the 
running as a first brand to 
break open new markets, as 
a foreign company in those 
markets’ luxury industry. 
We do look at markets that 
show potential and that we 
have not served directly. Take 
Australia, for instance. In the 
current year, we have opened 
a store in Melbourne and 
expect to be opening one in 
Sydney. In Canada, we have 
had a distribution channel, 
by means of a number of 
top-end retail jewellers who 
carry some of our jewellery 
– this is what we call internal 
stores. But we decided to step 
it up and will be opening our 
own stores there. 

Australia and Canada 
are, of course, not new 
markets. They already 
have a strong client base of 
knowledgeable, discerning 
luxury consumers. But these 
markets show potential for 
high-end jewellery houses to 
open and sustain their own 
stores. And since we do not 
have a wholesale jewellery 
division at VCA, we open our 
own, proprietary stores. 

Asia, in particular China, 
cannot be called a new 
market anymore. In China, 
we, as with other brands, 
are firmly established, and 
there is significant potential 
for growth. We indeed 
expend major efforts there, 
in communications and 
advertising.

Not so in India, however. Of 
course, India is a country 
that throughout the centuries 
has developed one of 
mankind’s richest jewellery 
traditions and heritage. 
Many books and articles have 
been written about the debt 
that the leading European 
jewellery houses owe to the 
century-old Indian jewellery 
traditions. 

During the past decades, 
at Van Cleef & Arpels, 
we have looked at which 
ways we could enter India, 
recognizing that there is a 
significant clientele base 
there already. However, we 
still do not have a presence 
there. This is because it 
is highly fragmented and 
diverse market. Since there 
is not a real established 
retail structure and network, 
a very complicated and 
discouraging import and 

export system, and on top of 
that an inhibiting tax regime, 
I do not see us taking any 
action to create a presence in 
India at this point in time as 
it would be very difficult for 
us to build an effective and 
controlled network there. 

On the other hand, in other 
markets there are other 
options to serve clientele. For 
instance, we are choosing 
a different route to access 
markets such as on the 
African continent. There, in 
fact, we are not looking at 
the retail level at all. After 
taking a close look at how 
the African economies 
and infrastructures are 
developing, we decided 
to follow the trends. Take 
telecommunications, for 
instance. There almost has 
been no development of 
landlines in developing 
African nations. They 
are, on the other hand, 
expending huge efforts in 

building mobile and internet 
networks. Therefore, in 
Africa, Van Cleef & Arpels is 
concentrating on building a 
dedicated and effective online 
sales mechanism.

It is interesting how 
marketing has changed. 
Throughout the past century, 
you would identify the 
market you want to enter, 
possibly work first through 
subsidiaries or preferred 
retailers, and then open your 
own stores. Not in Africa. 
Only online. Then when sales 
are made, we supply from 
wherever we can do that best. 

How does a luxury watch 
company like VCA intend 
to bridge the gap between 
the high income and much 
wider middle class consumer 
category, and enthuse them 
for watches? Since in 2016 
watches in the $3,000 and 
$5,000 category performed 
best in the market, will 

HEURE MARINE WATCH
To mark the SIHH, the Maison is highlighting 

its High Jewelry savoir-faire 
with unique watches 

recently completed 
at its workshops. 

Inspired by the 
beauty of the 

sea, the Heure 
Marine piece 

combines the 
technical prowess 

of a secret watch with 
the delicacy of a 

feminine jewel.

CERF-VOLANT LONG 
NECKLACE WATCH

All All Van Cleef & Arpels’ 
inventiveness and High Jewelry 

expertise come together in this long 
necklace watch and its unusual way 

of telling the time. 
At first glance, a long necklace 

deploys fluid rows of onyx beads 
while retaining a precious case. The 

tones of the necklace – the dark 
gleam of spinels and onyx, the white 
of diamonds and cultured pearls and 
the red of rubies – are echoed on the 

case adorned with onyx, mother-of-
pearl and a kite in Traditional Mystery 

Set. The latter attracts the attention: 
by pressing the cabochon-cut ruby, 
the lid lowers to reveal a mirror that 
reflects the watch’s dial. Subtle and 
elegant, this presentation of time is 

made possible by an anticlockwise quartz 
movement that enables the hour to be read in 

an astonishing play of reflections.
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this change the focus in 
marketing, production? 
The short answer is – we do 
not. We do not change our 
marketing approach. As we 
work with precious metals, 
gold and platinum, clearly 
there is not and will not be 
a $3,000 watch made by us. 
There are enough watch 
companies that do that 
perfectly well. In jewellery, of 
course, we have a wider range 
of price, from roughly $1,000 
to no upper limit. At VCA, we 
have seen continuous success 
across the board and over 
time. In the past decade or 
so, what I would call a more 
challenging period, there was 
more attraction to and success 
in the very high end, i.e. 
exceptional stones and unique 
pieces of jewellery, and in the 
more affordable categories, 
i.e. up to $15,000. This year, 
however, we have introduced 
new jewellery collections that 
are typically priced between 
$50,000 to $120,000. These 
collections are very intricate 
in their components but not 
of the level of the very special, 
unique pieces, which are of 
a much higher value. This 
collection is actually doing 
very well. The decision to 
introduce this collection was 
almost counter-intuitive, and 
came at a time that the market 
was perceived as slow and not 

able to sustain such a price 
level. The contrary proved 
true: when you have good, 
distinctive high end jewellery, 
then the market will respond. 

How has the smartphone 
market affected the 
perception of the luxury 
watch and how has it 
impacted the luxury watch 
market? Of course, efforts 
have been made to come 
up with high-end smart 
watches, or to incorporate 
such technology in 
mechanical watches, creating 
a kind of ‘hybrid’ luxury 
watch. 

Of course, we look at all the 
developments in our markets 
very carefully, and follow 
them with great interest and 
absorb everything there is 
to learn. But clearly, we are 
not going to enter the market 
of what you call the hybrid 
luxury watches. After all, at 
VCA, everything we do and 
all jewellery piece and watches 
we make, come with the idea 
that they are long-lasting 
products. Therefore, you 
cannot have any components 
that become obsolete after 
a short period of time, as 
digital technology evolves 
very fast and quickly becomes 
outdated. It goes against the 
very nature of who we are!

RUBAN SECRET DIAMONDS WATCH
Secret watches – a much-loved tradition at Van Cleef & Arpels – here encounter 
the world of couture that the Maison has interpreted since the 1920s. Two new, 

highly flexible creations reinterpret the fluidity of a ribbon, gracefully circling the 
wrist. Crowned with a glittering bow – which opens to show the dial – they hide 

or reveal the time in keeping with their wearer’s mood. 
While one, in white gold, is adorned with round diamonds from its dial to the 

bracelet, the other – in pink gold – is embellished with a harmonious gradation of 
pink sapphires and diamonds. 

The Maison’s jewelry savoir-faire can also be seen in the bracelet’s articulation, 
which maintains the continuity between the links when worn on the wrist. A high 

standard of comfort is thus combined with aesthetic appeal, creating dazzling 
plays of light.

BOUTON D’OR WATCH
Launched in 2016, the jewelry 
collection Bouton d’or™ is inspired 
by a motif known as the paillette, 
created in the late 1930s. To mark 
the Salon International de la Haute 
Horlogerie 2017, Van Cleef & Arpels 
is unveiling a watch with round lines 
that echoes its joyful and graphic 
style. 
Yellow gold sets the tone for this 
new creation, which combines 
the paillettes’ sunny glow with the 
brilliance of diamond. Continuing 
the collection’s unique interplays of 
volume and reflections, the bracelet 
is made up of three rows of concave 
or convex elements with a round 
diamond nestling at their center. Fully 
set with stones, the concave dial 
accentuates this effect of sparkling 
surfaces.

What we see, also with our 
colleagues at Cartier, Bulgari and 

others, especially with the more 
masculine watches, is that there is 

a better understanding of what a 
good cut high quality diamond is.
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How do you change the 
consumers’ perception of a 
watch as a highly valuable 
time piece to that of a piece 
of …jewellery? 
We do not sell watches to 
clients who are looking for 
a watch to tell the time. We 
sell jewellery pieces to clients 
which also happen to tell the 
time. The beauty of what we 
are trying to do is to make a 
luxury watch that is a piece 
of jewellery that brings 
additional magic because it 
moves. The movement in the 
watch dial therefore is very 
elegant, intricate, delicate 
and definitely a technological 
accomplishment, but it is the 
experience of viewing it that 
makes it magical and creates 
emotion.

We’re seeing a proliferation 
of diamond-set watches. Is 
the integration of top color 
and clarity diamonds in 
dials, on bezels and even 
straps a conscious effort by 

watch companies to see them 
categorized, also, as high 
end jewellery?
At Van Cleef & Arpels, we do 
not know how to do anything 
without high quality precious 
stones. Our watches always 
have had nicely cut, top 
quality stones. And we will 
continue to do so! What we 
see, also with our colleagues 
at Cartier, Bulgari and others, 

especially with the more 
masculine watches, is that 
there is a better understanding 
of what a good cut high 
quality diamond is. Of course, 
when you make a high-quality 
watch you cannot integrate 
low quality stones. But that, it 
must be said, was not always 
the case in the past. The 
collaboration with diamond 
cutters and dealers has 
evolved, as we all learned how 
to raise not only the quality 
of the diamonds, but also 
their manufacturing, which, 
as we know, can be highly 
demanding, involving a lot of 
technology and know-how.

And then there is the demand 
for quality by the consumer. 
These days, we’re all talking 
to highly educated and 
well-informed customers 
who understand diamonds, 
and want to know that the 
diamonds that are set in the 
dial or on the bezel are indeed 
of top quality and cut. It’s the 
consumers who are driving 
that demand for high quality 
diamonds. 

You have an interest in 
educating your consumer. 
The L’Ecole Van Cleef is a 
brilliant example of how 
you are driving consumer 
demand through education. 
How did this evolve?
We realized that we create 

pieces that the consumer 
will appreciate even more 
when you understand them 
and gain a good background 
knowledge about them. 
With regard to stones, you 
can appreciate them when 
you learn how to compare 
one stone to another. With 
settings and craftsmanship, 
when you learn how a piece 
of jewellery is made, you 
appreciate it more. This 
is true for any piece of art 
and craftsmanship. And we 
perceived that in our realm, 
there was no institution or 
body that offered consumers 
of our jewellery such an 
educational experience. There 
are consumer platforms for, 
let’s say, wine, art, cars, but not 
for jewellery, unless you want 
to become a professional. We 
looked for such a consumer 
educational platform and saw 
there was none. That’s why we 
created the school, to generate 
a better understanding of 
jewellery at large, history, 
craftsmanship, stones. It is a 
very open platform, we work 
- gladly - with other brands, 
museums, and enter into a lot 
of partnerships, just to make 
this platform more attractive 
and exciting. It is meant to 
be an open and collaborative 
effort, to heighten the 
consumers’ experience and 
appreciation of high end 
jewellery. 

LADY ARPELS 
PAPILLON 
AUTOMATE 
WATCH
To mark the SIHH 2017, 
Enchanting Nature comes 
to life as never before on 
the new Lady Arpels™ 
Papillon Automate 
watch. Equipped 
with a particularly 
sophisticated automaton 
module, it depicts the 
random fluttering of a butterfly, 
moving in accompaniment to 
the movements of the watch’s 
wearer. A mutual relationship 
comes into being, as the hours 
slip by against a pastoral backdrop. 
The entire scene is illuminated by 
a wide range of traditional crafts, 
gathered together at Van Cleef & 
Arpels’ watchmaking workshops in 
Meyrin, Switzerland.

Nicolas Bos (left) conversing with Ya’akov Almor 
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Hosted by the Turkish Jewellery Exporters’ Association (JTR), the 
Ajur Jewelry Design Competition’s finalists received their prizes 
during the Gala night. Highlighting the importance of design in his 
speech, JTR President Ayhan Güner invited hundreds of jewellers to 
become more active in Turkey.

An invite to international jewellers to a
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As one of the 
most important 
jewellery 
exporting 

countries in the world, 
Turkey is investing a lot 
of efforts to increase the 
quality of design and create 
higher added value to their 
products to compete with 
other production centres. 
The Ajur Jewelry Design 
Competition, which is open 
to everyone, is a great means 
to introduce many new 
designers to the sector. The 
participating designers in the 
Ajur competition are closely 
followed by the industry.

The finalists of the 9th Ajur 
Jewelry Design Competition 
received their prizes at the 

Ajur Gala Night hosted at 
the Wow Hotel Convention 
Center on March 18, 2017. 
In his opening speech, JTR 
President Ayhan Güner 
explained that the creation of 
higher added value by means 
of extraordinary designs is 
critical for the sector’s future. 

Güner evaluated the night by 
saying; ‘‘We are among the 
most important producers 
in the world. But we must 
create high added value to 
increase our competition 
level in international 
markets. Therefore, the role 
that Ajur Jewelry Design 
Competition fulfills is highly 
important. We receive 
hundreds of applications to 
our competition, and see the 

number increase each year 
again. Through and by means 
of this competition, we get to 
introduce many designers to 
our industry. And this time 
too, we honor the finalists at 
the Ajur Gala Night in the 
presence of more than 1,000 
sector professionals from all 
around the world.’’

Emphasizing that Turkey 
has many qualities and 
advantages to make 
it a global jewellery 
manufacturing and trading 
center, Ayhan Güner 
concluded his address 
saying that “…Turkey has 
reached a very important 
point after the tax policy 
changes implemented in 
Dubai and the United Arab 

Emirates. Many foreign 
companies started to invest 
in Turkey. Just last month the 
Kuyumcukent’s international 
company employee count 
was over 50. Founding a 
company here in Turkey is 
not hard. There are no visa 
problems in our country. 
We have a healthy and active 
gold and diamond exchange. 
The bourse offers numerous 
advantages to its members. 
Turkey is just a few hours of 
flight within of the Middle 
East, Europe, Northern 
Europe and Asia’s important 
markets. We have many 
more advantages that I can’t 
even count here. I invite our 
foreign visitors to Turkey and 
get a good impression of the 
advantages that we offer.”

We honor the finalists at the Ajur 
Gala Night in the presence of more 

than 1,000 sector professionals 
from all around the world.''

Ayhan Güner
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For every salesperson, 
relationships with 
their customers 
might be the single 

most important thing on 
their tool belt. If their 
relationships are strong 
and positive, then success 
will follow. Not only will 
the salesperson have the 
customers, they will also 
benefit from word of mouth 
from those customers. On 
the contrary, if a salesperson 
struggles to develop and 
maintain relationships, 
then it’s going to be almost 
impossible to sustain success. 
With that in mind, here 
are some keys to building 
and maintaining customer 
relationships.

Foster trust
No relationship is ever 
going to work without trust 
and sales is no different. If 
a customer does not trust 
what a salesperson is telling 
them, then a relationship is 
impossible. Take the time to 
build trust, no matter how 
long it takes. The long-term 
rewards will be worth the 
work you put in now.

Keep your promises
If you promise delivery 

by a certain date, then the 
product had better be there 
before that date. If you 
promise you can get your 
customer a certain price, 
then that better be the price 
they pay. Breaking a promise 
is the quickest way to lose 
a customer, even a repeat 
customer, but following 
through on your promises 
will keep your customers 
coming back. The old saying 
of “Under Promise and Over 
Deliver!” must become your 
internal motto! 

Make it easy
Not all, but a lot of people, 
would rather do anything 
than shop, but at some point 
they believe that they don’t 
have a choice. Take the 
time to find out what part 
of the process frustrates 
your customers the most, 
and make it as stress free 
as possible for them. For 
example, if they don’t like 
filling out the paperwork 
then offer to fill it out for 
them. You will be surprised 
at how something that simple 
can put your customer 
at ease. If you and your 
customer can find something 
fun in the purchasing 
process, much of the anxiety 

they are carrying can be 
dispelled.

Be an expert
Customers are coming to see 
you because on some level 
you have a level of expertise 
regarding the product(s) they 
are buying. Make sure you are 
able to meet their expectation 
by developing an extensive 
knowledge of your products. 
Then, mentally place yourself 
in the customer’s position 
and ask all the questions that 
they might have and all the 
concerns that might bother 
them and then answer them 

to your own satisfaction. 
Become the expert that you 
would ask if you were the 
buyer! Making your expertise 
available after the sale as 
well, through phone calls, 
e-mails, blogs and other 
communication outlets opens 
the door to further contact 
and positive referrals for 
friends and family. Building 
and maintaining relationships 
with customers is the key 
for long-term success for all 
salespeople. Take the time 
necessary to make sure you 
are doing everything you can 
to ensure success.

Maintaining 
Relationships
By Brad Huisken



The story of 
the traditional 
artisanship of 
Grand Bazaar took 

place at Rezan Has Museum, 
between February 16th-April 
30th 2017. The stories and 
the handiworks of these 
artisans, who constitute the 
living part of a tradition 
of 550 years and who have 
met the UNESCO’s “Living 
Human Treasures” inventory 
criteria, met the audience at 
the museum’s unique setting.

The backstage of Grand 
Bazaar artisanship, being 
one of the most important 
financial centers in İstanbul, 
met the audience at Rezan 
Has Museum. Opened 

on February 16th, this 
exhibition traced the 
sociological, economic and 
cultural conditions of an era 
by a narrative, comprising 
the unique stories of the 
artisans. Through “Gem 
and Craft: In Pursuit of the 
Artisans of Grand Bazaar”, 
the viewer followed the story 
of the gem, finding life in the 
hands of the artisans, and 
finally becoming a piece of 
dazzling jewellery.

The Rezan Has Museum, 
located at a major cultural 
heritage site in Istanbul, 
highlights the importance of 
the traditional craftsmanship 
techniques, such as 
goldsmithing, stone setting, 

polishing, engraving, as 
reported in the findings 
of the TÜBİTAK SOBAG 
sponsored research project  

The priceless and precious 
characteristics of each piece, 
because of the masterful 
and experienced touches 
of the artisans, found their 
narrative base through 
the relationship between a 
master and an apprentice, or 
between the experienced and 
the novice. 

“Gem and Craft: In Pursuit 
of the Artisans of Grand 
Bazaar” made it possible 
to observe and experience 
at first hand the journey 
of the artisans of Grand 

Bazaar, who are possibly 
the last generation of 
craftsmen, following a 
tradition that takes its roots 
from Byzantine Period. The 
precious pieces of jewellery 
of Hraç Arslanyan, Hagop 
Erol Bahadıroğlu - Aret 
Çakıcı, Sevan Bıçakçı, Kürşat 
Bilmiş, Partam Derderyan, 
Manuk Durmazgüler, Berç 
Melikyan, Berç Kazancı, 
Haçadur Kelleci, Avedis 
Kendir, Agop Kuyumcuoğlu, 
Arman Suciyan, Surmak 
Susmak, Rafi – Levon 
Şadiyan, Nerses Yağar, Kader 
Yıldız, Sebuh Yılmaz, Hrant 
– Şant Zorbaş were on view 
from February 16th until 
April 30th 2017.
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A brand for fearless and strong 
women, Kısmet by Milka is growing 
with the motto ‘moving forward’

Creating added value and branding 
are a few of the critical components 
of becoming successful in the 
jewellery sector. Kısmet by Milka’s 
chief designer, Milka Karaağaçlı, 
answered the World Diamond 
Magazine’s questions about the firm’s 
success story and how the successful 
use of social media channels has 
contributed to the company’s growth. 

#moving
forward

42 World Diamond Magazine | 2017-10
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Kısmet’s advantage is that it is 
trendsetting, by leading and setting 
the direction the industry’s design 
trends are taking. Our collection 

always will be exciting and 
refreshing.

Milka Karaağaçlı
Paola de Luca 

of Trendvision 
Forecasting 
described Kısmet by 

Milka as one of the Turkish 
brands that has broken into 
the international market 
successfully. Can you talk us 
through your experiences 
in developing your brand’s 
messages?

Cultural elements are very 
important and I came to 
understand that authenticity in 
design is more important than 
anything. Rather than emulating 
other cultures, the creation of our 
own ‘living space’ or platform 
for our own expression is more 

important. At the same time, I 
look at more universal things 
as I bond the traditional with 
different elements. Stories of 
brands and collections are all 
about uniqueness, wholeness, 
and being a step ahead of the 
world. To succeed, one needs to 
continue moving forward. It is 
critical to success on this journey. 
There is no other way for brands 
to create a position in the market.

Of course, you have to use 
marketing tools correctly. To 
be successful, you need to pay 
attention to every detail, be 
correct in your pricing and 
meticulous in your after sales 
services. 
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How did you start your 
journey in the jewellery 
world? Can you talk about 
the processes that brought 
you here?
I always had a passion 
for jewellery and started 
designing eight years ago as 
a hobby. I left my profession 
of 14 years and opened a 
new page. I created my own 
brand, Kısmet by Milka. 
Kısmet, as a brand, is in fact 
a pioneer of the fine jewellery 
industry in Turkey. Eight 
years ago, Turkey had only 
two jewellery categories. 
On the one hand, there was 
the traditional jewellery 
that consisted mostly of 
heavy gold jewellery. These 
bulky pieces, while sold by 
jewellers, were not intended 
to be worn frequently. They 

were regarded as a means for 
the preservation of wealth 
and therefore to be kept in 
safes. On the other hand, 
there was fashion jewellery, 
also called bijouterie, that is 
not of great value. 

Between these two categories, 
we created a new segment, 
fine jewellery. These are 
valuable pieces that can be 
worn daily. Its price point lies 
in between the two existing 
categories. And since there 
was such an opening in the 
market, we fit right in!

I believe that we were agents 
of change, and transformed 
the perception of the Turkish 
jewellery industry. With our 
growing recognition, others 
followed suit and started 
copying us. I think that is a 

natural process and a logical 
development in marketing. 
It creates competition 
and improves quality and 
performance. Established, 
successful brands will 
survive the test of time while 
copycats will ultimately 
disappear. 

Kısmet’s advantage is that it 
is trendsetting, by leading 
and setting the direction 
the industry’s design trends 
are taking. Our collection 
always will be exciting and 
refreshing. To stand out in 
this sector you must be a very 
good designer. We always 
endeavour to do the ‘never-
been-done,’ always trying to 
be the first. To be a pioneer is 
very important to me. I want 
the stories Kısmet pieces tell 
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Of course after positive feedback people 
started to copy us. I think this is a natural 

process.  It is an expected development in 
marketing. Established brands will survive the 

test of time while copiers will be long gone. 
Competition is something like this, and it is 

very good.

to be those that pop up in 
people’s minds. As a result, 
Kismet has become a brand 
that transcends Turkey. Many 
A-list celebrities like Naomi 
Watts and Madonna wear 
Kısmet. I believe this is one 
of the things a brand owner 
is most proud of.

Who is your target audience 
and what is the medium do 
you use to reach out to this 
audience?
Our designs are inspired 
by courageous, forward 
thinking, unstoppable 
women and we reflect this 
group. This is why our motto 
is #movingforward. We reach 
our target audience through 
social media channels. We 
get to connect very rapidly 

thanks to these channels, 
reflecting our feelings and 
thoughts right then and 
there.

How would you describe 
your collections?
Each piece we make tells a 
story, generates a feeling and 
carries the strong Kısmet 
energy. An outcome of new 
and forward thinking, our 
designs create excitement.

What is your favourite 
collection?
I have my favourites in every 
collection and I believe they 
all have a particular energy. 
My solitaire, family ring 
that has our initials, M-ring, 
Mayra and Mateo earrings are 
few ones that I always wear. 

What are the effects of 
social media for your brand 
becoming well known? Do 
you have any tips to offer?
Social media continues to 
be a treasure for brands. 
For example, our current 
Instagram follower count is 
103K. We are living in a time 
of multiple digital marketing 
tools and numerous social 
media channels. While 
seven years ago we only had 
Facebook, today we have 
Instagram, Twitter, Snapchat 
and many more. You can 
reach people anywhere within 
seconds through social media 
and it greatly enhances our 
brand’s reach. We are also 
offering style advice since we 
are a designer brand. 

But this is not the only 
factor. We made significant 
investments in the USA, with 
a showroom in New York 
and the appointment of a 
public relations agency. We 
participate in the Couture 
show in Las Vegas annually 
and visit our customers 
regularly. We use every 
marketing tool effectively 
and I believe this is reflected 
in our overall success.

 What can we look forward 
to from Kısmet by Milka in 
2017?

The year 2017 promises to be 
a very exciting one. We are 
planning to open two more 
shops. We are also entering 
new markets. 
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Master diamond cutter 
Mike Botha takes on 
Esperanza By Mike Botha RS, Embee Diamonds, and Neil Beaty 

ICGA, American Gem Registry

June 26, 2015: That’s the date that Esperanza came to 
the surface at the Crater of Diamonds State Park in 
Arkansas. Brooke Oskarson stopped at the park outside 
of Murfreesboro, Arkansas (the only place in the world 

where you can go to mine your own diamonds) on her trip 
back home from a wedding. And 30 minutes and $8 later, she 
had in her hand what is playing out to be the most valuable 
diamond ever unearthed at the park.

Esperanza was found in a part of the park known as the “pig 
pen,” a 37-acre piece of ground known to be a sloppy, muddy 
mess after heavy rainfall. There was no rain in the pig pen that 
day. It was a hot, dry, summer day in southwest Arkansas. She 
picked that location to dig because there was a giant banyan 
tree nearby to provide some shade from the blistering sun.

Stunningly white and shaped like an icicle, the diamond is, to 
say the least, unique. At 18mm long and weighing 8.52 carats, 
it’s the 5th largest diamond found since the park opened in 
1972. Brooke had never seen anything like it. No one has ever 
seen anything like it, before or since. She named it Esperanza, 
after her beloved niece.

She and Esperanza quickly found their way to Neil Beaty, one 
of the top gemmologists in the country and an Independent 
Certified Gemologist Appraiser with the American Gem 
Society (AGS). From the beginning, the plan was to sell it, and 
such a unique diamond required a unique plan.

There was a flurry of activity over the next few months. The 
process started with optical scans and microscopic grading 

Photo © State Parks of Arkansas
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at Beaty’s office, the American Gem Registry in 
Colorado, and included laser 3D scans both in 
Illinois and at the AGS laboratories. In the first 
two months, Esperanza had already visited eight 
states. A Raman scan at AGS proved what was 
already suspected. This was a type IIa diamond 
with zero nitrogen parts per billion. That’s the 
rarest of the rare. D colour grade (colourless) was 
a near certainty with nothing visible through the 
surface. An IF clarity grade (internally flawless) was 
definitely on the table. Hundreds of photos were 
taken from every possible angle. Esperanza is one 
of the most photographed rough diamonds ever 
found.

With the stone itself safely stashed in a vault, the 
scans made their way to Mike Botha, master cutter 
at Embee Diamond Technologies, who designed a 
brand new facet pattern that he calls the “triolette.” 
It’s three-fold symmetry of 7×7 facets. 147 facets in 
total with two culets, three keels, and no table. A 
unique design for a unique diamond that shows off 
the colour and transparency from every direction 
while preserving as much weight as possible.

People often ask about this shape. It’s so … different. 
The secret is in the light performance when seen 

as a 3D item. Diamonds are generally designed 
to be viewed from one, and only one, direction. 
Mike took a radically different approach. Given the 
starting icicle shape, a more traditional cut would 
have lost vastly more weight and gained nothing in 
return. Sure, it could have made a fantastic 3.5-carat 
marquise, but that would be missing an opportunity. 
It’s not just different, it’s better. A lesser diamond 
could never pull it off. A lesser cutter could never 
pull it off.

Two months later, Mike made a stunning move. He 
took his 800-pound cutting bench to North Little 
Rock, Arkansas, where he teamed up with Stanley 
Jewelers|Gemologist to stage a live cutting event, 
the first ever on such a magnificent diamond. Under 

People often 
ask about 
this shape.

The shop was set up in Stanley’s 
main showroom and it was 
loaded. OGI Systems in New York 
contributed a 3D scanner for the job. 
Mike brought 10 tangs, traditional 
polishing tools, to be ready for 
every possibility. Live webcams 
turned Stanley’s showroom into a 
combination diamond factory, TV 
studio, and jewellery store.

Mike Botha at work  (Photo © State Parks of Arkansas)
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the eyes of ever-present security, a live 
webcam, and a steady stream of press 
and interested customers, he spent 
137 hours cutting his masterpiece and 
another 43 hours ameliorating the 
finish by removing minute surface 
blemishes. A diamond with this many 
facets is prone to “spring” surface 
anomalies as the diamond heats up 
during the polishing process. It had to 
be perfect! Mined in Arkansas. Cut in 
Arkansas. The park service was there. 
TV crews were there. Politicians were 
there. Brooke was there. Even Beaty 
was there.

The shop was set up in Stanley’s main 
showroom and it was loaded. OGI 
Systems in New York contributed a 
3D scanner for the job. Mike brought 
10 tangs, traditional polishing tools, 
to be ready for every possibility. Live 
webcams turned Stanley’s showroom 
into a combination diamond factory, 
TV studio, and jewellery store.

The task was gargantuan and went on 
for a week. 147 facets make this one of 
the most complicated diamonds ever 
planned. Everything had to be perfect 
because, since there is no table, every 
facet has 146 mirrors. It would take a 
supercomputer to ray-trace it.Botha 
was up to the challenge. He started out 
by roughing the equidistant triangular 
profile and laying out the three keels. 
Then, he worked from the centre to the 
ends. He soon abandoned computer 
scanning and opted for true and 
tested trigonometric and geometric 
principles.

Every facet angle and length was 
calculated and cut by hand. From culet 
to culet there are seven facets, and ever 
planned. Everything had to be perfect 
because, since there is no table, every 
facet has 146 mirrors. It would take a 
supercomputer to ray-trace it.Botha 
was up to the challenge. He started out 
by roughing the equidistant triangular 
profile and laying out the three keels. 
Then, he worked from the centre to the 
ends. He soon abandoned computer 
scanning and opted for true and 
tested trigonometric and geometric 
principles.

Every facet angle and length was 
calculated and cut by hand. From culet 

to culet there are seven facets, and 
from keel to keel there are seven across. 
3x7x7. Touching one was touching 
nine. Even a tiny error and the polish 
or symmetry grades would be missed. 
AGS 000 (triple ideal)/GIA triple X 
(triple excellent) grades were the bar. 
Nothing less was acceptable. It was 
the most difficult diamond he’s ever 
taken on, particularly because of the 
extreme hardness due to the absence 
of nitrogen, which makes a diamond 
easier to cut.

After leaving North Little Rock, he 
continued to work on the diamond 
at a distant location. After a total of 
180 hours, it went to the labs. AGS 
Laboratories first. D/IF. Then to the 
Gemological Institute of America 
(GIA). D/IF again. Done. Set it. Sell it.

How to sell such a treasure is another 
tricky problem. This gem is absolutely 
unique, and it’s hard for people to 
imagine a mounting. The team brought 
in AGS members, Ian Douglas of 
Inspired Jewelry, for the design, and 
Byard Brogan, for the manufacturing. 
What was needed was a design that 
highlights the shape of the diamond 
and emphasizes the fact that the best 
direction to view the Esperanza is 
any and every direction. It draws 
viewers in. The more people look, the 
more interested they get. The pieces 
around the outside have the same cross 
section as the stone and come from 
all directions, mimicking the light 

performance of the stone itself. The 
stone is tension set by the ends and 
pushed forward to encourage a full 
180° viewing angle.

It’s perfect, but that added a new 
problem.

When every facet shouts “Pick me,” 
how do you photograph the gem? In 
many photographs, the Esperanza 
just looks like a marquise. From the 
beginning, it was obvious this is a 
piece that needs to be experienced 
to be understood. That led to the 
national tour. In conjunction with 
the AGS, Esperanza is on a tour of 
jewellers across the country. First, it 
went to Summa Jewelers in Missouri, 
Black, Starr and Frost in Arizona and 
California, and Molina Fine Jewelers 
in Arizona. Then, it was back to 
Stanley’s in North Little Rock and on to 
Whiteflash in Texas and Underwood’s 
in Florida. More frequent flyer miles 
for Esperanza. All are at the front of a 
sealed bid auction.

Esperanza is for sale. Appraisers have 
estimated she’ll bring upwards of $1 
million, making this, by far, the most 
valuable diamond ever mined in the 
United States. Interested buyers can 
contact any of the stores above or 
Botha directly. Operators are standing 
by, but it won’t last long.

Now that’s a piece of Americana that 
doesn’t come along every day.

Brooke Oskarson holding the Esperanza on the same day it was found. 
Photo © Byard F. Brogan Inc.
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Sarine Technologies 
Ltd. and GGTL 
Laboratories have 
recently signed a 

cooperation agreement to 
work together to address 
current and upcoming 
industry needs. One of the 
issues the partnership will 
focus on is the detection of 
lab grown diamonds of all 
sizes. Sarine and GGTL will 
apply their technological 
capabilities to enable full 
transparency and disclosure 
that will benefit all players 
across the diamond pipeline. 

Uzi LevAmi, Chief Executive 
Officer of Sarine, said 
in a statement that the 
collaboration with GGTL 
will leverage Sarine’s ability 
to keep on delivering 
advanced solutions for its 
customers’ needs. He noted 

that the authentication of 
naturally grown diamonds 
versus synthetic or lab 
grown diamonds is a 
complex process that 
demands extremely high 
levels of expertise in various 
knowledge spheres and 
that consequently, Sarine’s 
collaboration with GGTL will 
benefit the market. 

He further emphasised that 
Sarine’s experience in the 
development of artificial 
intelligence with the use of 
advanced learning machines 
such as its automated and 
objective grading of a 
polished diamond’s Clarity 
and Colour (see an article 
on this topic in issue 9 of the 
World Diamond Magazine) 
placed the firm in an ideal 

position to resolve challenges 
facing the diamond industry. 

GGTL Laboratories is a 
well-respected independent 
gemmological institution 
run by Franck Notari in 
Geneva, Switzerland and 
Dr. Thomas Hainschwang 
in Balzers, Liechtenstein. 
The combination of its 
principals’ vast experience in 
gem testing and the research 
and design of gem testing 
equipment prototypes have 
made GGTL a major player 
in the world of gem testing. 
Hainschwang obtained his 
PhD in 2014, following his 
extensive research of type Ib 
natural diamonds. He was 
the recipient of the 2015 
Accredited Gemologists 
Association (AGA) Antonio 
C. Bonanno Award for 
Excellence in Gemology.

Sarine a GGTL Laboratories 
to cooperate on detection 
technology of synthetic diamonds

Sarine and GGTL will apply their 
technological capabilities to enable 

full transparency and disclosure 
that will benefit all players across 

the diamond pipeline.

Dr. Thomas Hainschwang Uzi Levami Executive Director & CEO
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Negotiating Hong Kong

Ayalla Joseph is a diamond dealer and jewellery designer, who was born in London and is now 
based in Israel. As a fourth-generation jeweller, she studied at the GIA in Santa Monica, became 
the youngest member of The London Diamond Bourse in 1989, and went on to establish a diverse 
career in international diamond sales and marketing. Today, Ayalla has her own jewellery line 
which can be viewed on www.ayallajoseph.com

ABOUT 
AYALLA JOSEPH

By Ayalla Joseph

Late morning, and I’m 
leaving my harbour-
facing Marriott 
suite in Hong Kong 

Central to have breakfast with 
a few trade friends: an upscale 
designer from New York, a 
prominent bridal jewellery 
retailer from Chicago and a 
fellow diamond dealer from 
Ramat Gan.

Breakfast is not the rushed 
coffee and croissant affair 
that I’m used to on frequent 
trips to Antwerp, but rather 
a full-blown multicultural 
culinary event, aimed at 
tempting even the most 
disciplined of calorie-
controlled palates. And here 
lies the secret of the jewellery 
trade show in Hong Kong, 

more of which I will explain 
about later.

I grew up in London, the 
daughter of a diamond setter 
who did well and moved 
on to become a jewellery 
manufacturer. As a child, I 
remember being unable to 
walk past a jewellery store 
without my father stopping 

to look at the window 
display, and the frustration 
and wonder at what could 
possibly be so interesting. 
By the age of 15, I thought 
I’d seen all there was to 
see in the jewellery world, 
from the antique stores and 
market stalls on Portobello 
Road, to the finest salons in 
Knightsbridge.
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Twin shows 
And here I am, another 
day in another season, 
negotiating the Hong Kong 
MTR transport system 
towards my target in March 
2017 to the twin shows 
organized by the Hong Kong 
Trade Development Council 
(HKTDC) - the Hong Kong 
International Diamond, Gem 
& Pearl Show along with the 
Hong Kong International 
Jewellery Show.

My kids know that mom’s 
abroad ‘on business.’ What 
they don’t know is that of all 
the business trips I do, this is 
by far the most pleasurable. 

I’m now at an age where I’m 
embarrassed to brag about 
just how much mileage I’ve 
done in the industry. I’ve 
exhibited in Las Vegas, at 
the JA show in New York, 
done shows in Hong Kong, 
and participated in various 
International Diamond 
Weeks in Israel. And, of 
course, I have visited many 
other international jewellery 
fairs and centres. The routine 
is so familiar, both as an 
exhibitor and buyer and 
should be tiresome by now. 
Hong Kong, however, is such 
a vibrant cosmopolitan city, 
buzzing with energy, that 
one cannot but help feeling 
optimistic about the day 
ahead.

The Asian World Expo 
(AWE) and the Hong Kong 
Conference and Exhibition 
Centre (HKCEC) in Central 
combined boasted more 
than 4,400 exhibitors 
from around 50 countries, 
offering everything from 
sourcing raw materials to 
manufacturing and grading 
tools, finished products and 
all the various elements of 
showcasing and packaging. 
But more importantly, 
these exhibitors open the 

gateway to Asia with over 
85,000 buyers from 144 
countries visiting the show. 
A venue where buyers are 
not window-shopping, 
or hanging out on the 
company’s expense, they are 
here to save time, save money 
and buy!  

The times are a’changin’
In times of old, as exhibitors, 
we would spend months 
before a trade show courting 
and romancing the various 
buyers of big retailers to 
pin down an appointment, 
whereby they would agree to 
give us their precious time 
and maybe place an order for 
the year ahead. Competing 
diamond companies 
would nod at each other in 
acknowledgment, but rarely 
engage beyond the necessary 
niceties, forever aware of 
the competition. There were 
fewer diamond exchanges - 
such as Ramat Gan, Antwerp, 
Mumbai, Johannesburg, 
London and New York - 
whose members would 
travel to buy or sell, and 
international trade shows 
were predominantly reserved 
for selling to retailers. Today, 
however, there are 30 bourses 
that include Australia, 
Canada, Korea, Panama, 
Russia, Shanghai and Turkey, 
just to name some of the 
‘newbies.’

Pop-up diamond world 
Hall 2 at the AWE, The 
Hall of Fine Diamonds, 
resembles a pop-up store 
of old world bourses. 
A vibrant marketplace 
where the most beautiful 
diamonds have been 
released from their shabby 
briefkes and meticulously 
arranged in attractive and 
well-illuminated displays, 
releasing their full glory. 
A fine gem bazaar, where 
diamond manufacturers, 
sellers and collectors from 

around the world happily 
meet & greet, trade with, and 
praise each other; sometimes 
even borrowing diamonds 
from their neighbours’ 
booths to make up last-
minute pairs or create a 
more attractive selection. 
Away from the closed doors 
of their offices, they find 
themselves in a neutral 
environment, and on an open 
and level playing field.  

Fancy colour diamond 
supermarket
Indians from Belgium, 
Israelis from New York, 
Russians from Israel, all 
chatting, sharing, buying and 
selling. The atmosphere of 
networkers is friendly and 
upbeat. 

Asi Abir has taken this 
new market vibe one step 
further in creating his own 
fancy colour diamond 
‘supermarket,’ where small 

fancy colour diamonds are 
cleverly arranged and boxed 
in such a way that you don’t 
have to be an expert designer 
to figure out the jewellery 
layout. Beautiful layouts at 
painless prices; a pay by cash 
or credit card and takeaway 
concept that would have 
been unheard of a few years 
ago. Cheap and cheerful, 
and judging by the numbers 
queuing up to buy, highly 
desirable.

The Indian Indians who 
exhibit in halls 2,7 and 11 
impress in numbers which is 
hardly surprising given there 
are some 6,000 members of 
the Bharat Diamond Bourse 
and 20,000 plus that belong 
to the Gem and Jewellery 
Export Promotion Council. 
Here too, there is a dazzling 
array of round and fancy 
cut diamonds, white and 
the most spectacular natural 
fancy colours. 

Firework Ring, 
set with colourless diamonds, 

by Ayalla Joseph
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Colour rules
Halls named Treasures of 
Nature or Treasures of the 
Ocean feature a labyrinth 
of fabulous gemstones 
and pearls. Colombian 
emeralds, Brazilian Paraiba 
tourmaline, Mexican fire 
opals, rubies from Burma, 
colour changing garnets 
and fabulous Tahitian pearls 
form an essential part of 
every fine jewellery store, 
yet are often regarded as the 
poor relations of diamonds. 
However, in an environment 
where jewellers are looking 
to reduce prices, yet keep 
up a glam appearance, this 
vast range and mixture 
of colourful gems, both 
precious and semi-precious 
possess a new allure. 

Vlad Yavorskyy of Yavorskyy 
has mastered the art of 
selling the romance and 
provenance of his gems, via 
beautifully illustrated books 
that visually document his 
endless journey in search 
of these precious wonders 
of nature. He delights in 
displaying an enchanting 

array of mandarin garnets, 
demantoids, rhodolites and 
many other, unusual gems, 
as well as the finest vivid red 
rubies and unheated yellow 
and blue sapphires.

Fame and glamour
The jewellery show at the 
HKCEC never fails to 
surprise me. A hub of the 
world’s finest manufacturers, 
wholesalers and retailers 
found in the Hall of Fame, 
Hall of the Extraordinary, 
Designers Galleria, and 
many country pavilions. In 
the lobby, beautiful models 
parade exquisite jewels while 
photographers flash their 
cameras. Exhibitors offer 
their guests champagne, 
nibbles and glamorous 
hostesses with small talk. 

However, there is something 
nagging about seeing so 
many magnificent jewels 
placed together that 
somehow makes them appear 
less rare, less appealing. 
It’s hard to appreciate the 
craftsmanship and rarity 
of a 100-carat emerald 
and diamond necklace fit 

for a princess, when it sits 
alongside 20 other fine 
rarities in the showcase. 

Here we have a spectacular 
range of huge, rare and 
prohibitively expensive 
diamonds on show, although 
there is perhaps a feeling 
of déjà vu and a slight 
uneasiness at the seemingly 
lack of creativity accorded 
the more expensive jewels. 
Giraffes set with emeralds, 
polar bears with pink 
diamonds, bunny rabbits and 
owls. I keep asking myself: 
“who buys this jewellery?”

Silver delights
That said, the silver 
department holds welcome 
surprises and delights. Thai 
and Chinese manufacturers 
determined to break into 
the millennial market are 
creating some attractive and 
trendy fashion collections 
at retail prices from $75 
upwards. Silver set with 
diamonds, leather necklaces, 
beaded necklaces, bracelets 
and anklets with diamond 
set motifs. Silver with 
rhodium plating, yellow 

and pink gold plating and 
mix of jewellery made from 
alternative materials such as, 
enamelled metals, mother of 
pearl, onyx, glass and wood. 
Fun and imaginative, yet 
affordable real jewellery.

All in all, I must say, I 
found a general feeling of 
confidence expressed by 
both buyers and sellers, 
where despite the prevailing 
economic challenges, this 
year’s show was deemed 
more successful than that 
of last year, which left me 
feeling more optimistic.

Frida Necklace, 
set with Mexican fire opals 

and fancy yellow diamonds, 
by Ayalla Joseph
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A DIAMOND BUYERS PARADISE !
• International trade fair dedicated to diamonds

• Located in the halls of the Diamond Bourses

• Diamond Industry’s 100 top firms exhibiting

• Powered by the Antwerp World Diamond Centre

www.brilliantfair.be
Contact : lucile@antwerpdiamondfair.com 
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MARKETING

By Sam Willoughby

Whereas 
Millennials 
are criticised 
for their lack 

of focus, self-centredness and 
skewed sense of authenticity, 
Generation Z is ready and 
willing to change the world. Is 
the jewellery industry ready 
for this change of pace? The 
answer is probably not. 

Generation Z goes by a 
whole host of catchy names 

and slogans, ‘iGen’, ‘post-
Millennials’ and ‘Centennials’ 
to name a few, but what does 
this cross-section of the 
population really look like? 
Experts classify the members 
of Generation Z as anyone 
born from around 1996 to 
approximately 2010, while 
others simply describe them as 
‘too young to remember 9/11’ 
- a key cultural turning point 
that has affected Generation 
Z’s attitude to the world. 

Those born in the earlier 
years of the Gen Z scale are 
now entering the workforce 
and earning their own 
disposable income for the 
first time. Capturing this 
spend will be crucial for 
brands and businesses, 
especially considering the 
hard lessons they learned in 
the rush to reach Millennials. 
So, what are the essential 
markers of Gen Z? 

Firstly, they’re screen addicts, 
with an attention span of 
around eight seconds. This 
shouldn’t imply that Gen Z 
don’t care, instead they’ve 
developed a finely tuned filter 
to help them discover what 
they want fast. Their brains 
are as quick and transient 
as the social media they’ve 
grown up with. According to 
the Pew Research Centre, 24 
percent of Gen Z are “online 
almost constantly” - but 

Sam started working as the Event Director on IJL in 2010. Having worked in the Events 
industry for 14 years and Reed Exhibitions for 9 years, Sam brought a wealth of experience 
to IJL and her position was made permanent in 2011 as the joint Director with Syreeta Tran-
field. Sam quickly made herself known in the jewellery industry and became a business big 
shot in the jewellery industry’s Hot 100 awards.  Sam also sits on the Executive Committee 
of the Goldsmiths Craft and Design Council and is part of the selection committee for IJL’s 
own initiatives; KickStart and Editors Choice.

ABOUT 
SAM WILLOUGHBY
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despite the instant access to 
purchasing this provides, 
Gen Z are actually less likely 
to buy than their older 
brothers and sisters.

Research by Forbes shows 
that 57 percent of Gen Z 
would rather save money 
than spend it immediately, 
which also means they’re 
more likely to research their 
purchases. Experts also 
highlight how risk averse and 
pragmatic Gen Z are, with 
an emphasis on planning 
ahead of preparing for their 
futures. What does this 
mean? Well, the old ‘can I 
tell you about the four Cs’ 
retail conversation starter 
isn’t going to cut it. A typical 
Gen Z customer would have 
researched the essentials 
potentially years before. 

Despite this, Gen Z can 
become intensely committed 
and cause-focussed, which 
means, if you’re lucky enough 
to secure them as fans, they’ll 
be loyal advocates and repeat 
purchasers. How to do this? 
Research suggests they’ve 
got a hatred of being sold to, 
which means putting pushy 
sales pitches aside in favour 
of quality experiential sales 
techniques, like content 
marketing, events, apps and 
personalisation services. 

A detailed report by Ernst 
& Young found that Gen 
Z customers are less likely 
to be loyal to a particular 
retailer and that they’re less 
responsive to traditional 
loyalty card schemes and 
points-based rewards 
initiatives. To contend with 
this, retailers should focus 
on their online ordering, 
delivery and returns policies 
to encourage customers 
to become ‘service loyal’ - 
choosing you over another 
simply because they know 
your delivery policy is more 
convenient.

Another marker of 
Generation Z is their 
willingness to save the world. 
The US advertising agency 
Spark & Honey found that 
60 percent of Gen Z want to 
have an impact on the world, 
whether that’s inventing a 
life-saving drug or simply 
attending a march for 
signing a petition. Whereas 
Millennials may choose to 
buy ethical products and 
even look out for them when 
shopping, Generation Z feel 
obligated to buy ethical - an 
interesting consideration as 
Fairtrade metals continue to 
gain ground.

All of this research is 
interesting to say the 
least, but how can it be 
translated into an action 
plan for jewellery retail 
businesses and brands? My 
advice would be to focus 
on authenticity. So much 
of the jewellery industry 
is shrouded in an air of 
exclusivity - a ‘this is what 
the cool kids’ have approach 
to marketing - and yet 
research shows Gen Z are 
repelled by even a whiff of 
pretension. Change tack for 
messaging that favours the 
people behind your brand; 
whether this be investing in 
high-res images of your head 
office staff, taking pictures 
of your suppliers, or even 
the mine workers at the 
very source of your supply 
chain. Tell these stories in 
as many iterations as you 
can, especially through an 
expertly curated digital 
magazine or blog.

Next, consider how shareable 
your buying experience is - 
do you offer your customers 
the chance to show off, 
present their style or get 
their friends involved? Do 
you present heavily photo-
shopped models or the kind 
of ‘realness’ and ‘no-filter’ 
approach that Gen Z love? 

And what about your 
website, is it easy to navigate 
and can the Gen Z customers 
give their feedback? These 
factors will only become 
more pertinent as time goes 
on.

Finally, the jewellery and 
watch brands that will 
ultimately excel will discover 
a way to include the Gen 
Z customer in the process 
of brand-building itself. By 
including them in inventing 
and building the product 
you offer, you’ll be giving 
them the autonomy, power 
to change and shareable 
experience they crave. How 
can this be done? Someone 
needs to take up the 
challenge and find out.

This column was originally 
published on www.
gemkonnect.com. With 
thanks to Sam Willoughby, 
Vinod Kuriyan and Hitesh 
Khandelwal.
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Author, trainer, consultant and speaker Brad Huisken is President of IAS Training.  Mr. 
Huisken has authored a wealth of sales training books. He recently developed his Train the 
Trainer Course and IAS Training’s Certified Jewellery Sales Professional Program. He also 
publishes a free weekly newsletter called “Sales Insight.” For more information, contact 
IAS Training at 1-800-248-7703, info@iastraining.com, www.iastraining.com or 
fax +1-303-936-9581
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By Brad Huisken

The power of thank-you notes

The winter holidays are 
the busiest season for 
salespeople. So, with Spring 
in the air, some of you may 
be asking: what now? 

Now is the time to go to work on your 
repeat customer base and possibly pick 
up some referrals along the way. How, 
you ask?  

This is the perfect time to send thank 
you notes, make follow-up calls 
and maybe even reach out to those 
customers you haven’t heard from in 
a while. Sending a thank you note to 
the gentleman who bought a necklace 
for his wife for Christmas may lead to 
him coming back to see you when his 
daughter graduates from high school 
later this year. 

The young man who purchased an 
engagement ring from you probably has 
many friends who are thinking of doing 
the same thing in the coming months. 
A thank you note from you may lead to 
him telling all of those friends about the 
great experience he had with you. 

Many if not most of you understand 
what goes into the making of a good 
thank you note but here are a few 
reminders. 

Handwritten is best
We want our thank you notes to be 
personal and memorable, and a typed 
or computer generated note does not 
do that. In fact, it often has the opposite 
effect. If you are going to write thank 
you notes, take the time to handwrite 
them.

Write your thank you note right after 
you complete the transaction
In this way it will be fresh in your 
memory so you can relate some 
personal information. (For example: 
I hope your family from Pittsburgh 
enjoyed hiking with you.) Then the 
connection will begin.

Make it personal
Include something in each note that 
is unique to that customer. Maybe it 
was a conversation you had with them 
about where they were spending the 
holidays. “I hope your trip to see your 
son in California for the holidays was a 
special one.” That tells the customer you 
listened and care about what they told 
you. A generic thank-you note is likely 

to be thrown in the trash, whereas one 
that is personal in likely to be kept, and 
remembered.

Ask for their business again
After you have thanked them for their 
purchase and made it personal, don’t 
be afraid to ask for their business again. 
Simply say, “Thank you again and I 
hope I can assist you with any of your 
future jewelry needs.” Make sure you 
include your contact information (a few 
business cards) in the note.

You had a great holiday season of 
selling and while it will slow down, that 
doesn’t mean you should. Take the time 
to write thank you notes and that slow 
time will be shorter than you think.



The strategic partnership with the NASDAQ OMX Group, back-to-back 
outstanding investments on stock exchange technology, efforts within the 
framework of İstanbul International Financial Center project, new financial 
products, new markets… Borsa İstanbul, rising on a deep-rooted history 
dating back to the world’s oldest known exchange Aizanoi to Dersaadet 
Bonds Market and İMKB, marches towards the leadership of its region, while 
making steps that will direct the future of the exchange business and 
proudly reaching out to its ambitious targets.

On the basis of the power granted by our deep-rooted history,
REACHING OUT TO NEW SUCCESS STORIES IN

EVERY FIELD OF THE STOCK EXCHANGE BUSINESS

www.borsaistanbul.com
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RETAIL

The Indian 
government’s 
sudden 
demonetisation of 

500 and 1,000 Rupee notes 
in November 2016 did more 
than just create a cash crunch 
for the domestic jewellery 
industry. It has deflated a 
giant market that has, over 
many years, lifted Indian 
jewellery consumption to 

sky high levels and insulated 
retailers from the vagaries of 
the consumer marketplace 
that have impacted their 
colleagues in other countries.

Worse, with the bridal 
market’s value shrinking 
significantly, Indian jewellery 
retailers have to now learn 
how to entice consumers 
in other segments to divert 

a significant share of their 
discretionary spending to 
jewellery. And that learning 
curve is a steep one — they’ll 
have to change product 
ranges and price points and 
develop strategies to generate 
perceived value for jewellery 
that isn’t simply a storehouse 
of economic value because of 
its gold content.

India’s $8.8 billion jewellery 
market drops as the big, fat 
Indian wedding deflates
By Vinod Kuriyan, Editor-in-Chief, GemKonnect

Vinod Kuriyan is Chief Editor of GEMKonnect. He has over 25 years’ experience writing 
about and analysing the gem and jewellery industry worldwide, particularly the Indian 
industry. He has travelled extensively worldwide covering the industry and industry events. 
His industry network covers connections in every segment from mines all the way through 
to retail markets.

ABOUT 
VINOD KURIYAN
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Indian jewellers haven’t had 
to do anything like this in 
literally thousands of years.

While there are no official 
figures, the wedding industry 
in India is estimated at 
anything between $14.8 
billion and $44 billion. With 
growing prosperity, this 
market has been estimated at 
growing between 25 and 30 
percent annually.

With a population of 1.25 
billion, the country is 
estimated to have about 250 
million families with an 
average head-count of five 
to a family. Allowing for one 
marriage per family every 20 
years, there are an estimated 
10 million weddings a year 
in India.

Factoring in an average 
consumption of between 
30 and 40 grams of gold 
per wedding, the Indian 
bridal market alone is seen 
as accounting for between 
300 and 400 tonnes of gold 
annually. The gold and 
diamond jewellery accounted 
for by weddings in India 
alone are estimated at a value 

of $8.8 billion.

An Indian is estimated to 
spend about one-fifth of the 
wealth accumulated during 
a lifetime on a wedding. 
Expenditures at no-expenses-
spared weddings have been 
pegged at being anywhere 
between $7,400 and 
$740,000.

With country’s median age 
set to be 29 years by 2020, 
many said that the future of 
the Indian jewellery retail 
industry was insulated 
against all the other market 
factors by the sheer size 
of the growth that these 
demographics indicated in 
the bridal market. In fact, 
an industry analyst once 
jokingly told me that being a 
jeweller in India was basically 
running an extension 
business for bridal services.

Of course, the bridal market 
itself is not going away and 
the population demographics 
will ensure that it continues 
to grow. The majority of 
families will continue to pass 
on their daughters’ wealth 
in the form of gold and 

jewellery 
— but 
there’s a question 
mark even there 
given the way 
gold prices have 
continued to fall 
despite several 
shocks like the 
escalating wars in 
Syria, Iraq and Yemen, 
and the election of 
Donald Trump as 
President of the 
United States.

The big, fat Indian 
wedding is now on the 
endangered list, and even 
with the continuation of the 
tradition of relatively heavy 
spending on bridal jewellery, 
overall values are likely to 
slide.

Indian jewellery retailers 
are going to have to rely less 
on the bridal crutch going 
forward. They are going to 
have to be innovative and 
create value in their product 
in ways that the consumer 
identifies with and buys 
into. They are going to have 
to hustle for sales like every 
other consumer product 
category.

The way jewellery is 
presented and sold to 
consumers too is now under 
threat. With demonetisation 
pushing consumers 
towards more 
cashless, electronic 
transactions, 
the 
online 
retail 
of 

jewellery 
is almost 

certain to grow 
strongly in the 
near future. This 
doesn’t necessarily 
mean that the 

traditional Indian 
brick-and-mortar jeweller is 
under threat. It does mean 
that the hitherto brick-and-
mortar only sales model is 
going to become obsolete.

Indian jewellery retail 
is going to have to learn 
the same omni-channel 
marketing lessons that 
western jewellery retailers 
have had to in the recent 
past. The transmission of 
perceived value is going 
to have to be done in both 
electronic and physical ways.

Life has just become more 
interesting — and way more 
complicated — for the Indian 
jewellery retailer.



Diamonds and Millennials: 
understand the ‘why’ and the 
‘what’ will be answered

In past February, the C. Krishniah Chetty Group of Jewellers and Reena Ahluwalia came 
together to exhibit rare, limited edition diamond paintings as part of the Founder’s day 
celebrations of The C. Krishniah Chetty Group in Bangalore, India. This was the first time  
Reena Ahluwalia exhibited her diamond paintings in India. The exhibition was a celebration 
of diamonds, their stories and what they mean to people who covet them. On display are 
Ahluwalia’s large-scale hyper-realistic paintings with ultra-magnified facets. Reena’ paint-
ings celebrate the human spirit and the best in each one of us through diamond storytelling. 
“I want people who stand in front of my paintings to feel like a diamond – full of potential, 
rare, precious, brilliant and luminous. My paintings tell positive, uplifting and empowering 
stories, because diamonds without stories and soul are stone cold,” Reena commented. 

ABOUT 
REENA AHLUWALIA

by Reena Ahluwalia
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What are the diamond 
jewellery trends that 
are shaping up the 
North American 

Millennial market in 2017?  

The Gem and Jewellery Export 
Promotional Council of India 
(GJEPC) recently invited me to 
speak and share my observations 
on this specific question at their 
design and trend forecasting annual 
seminar, Design Inspirations. 
This year’s topic focused on the 
challenges and opportunities around 
designing for the Millennials.

A great deal has already been 
written about the Millennials, 
their buying power and behaviour. 
Rightly so, Millennials now make 
up the largest consumer market 
for diamond jewellery. According 
to a report by the De Beers Group, 
Millennials in the US alone 
account for over 60 percent of this 
generation’s diamond jewellery 
purchases in the top four markets, 
namely – the US, China, India and 
Japan.

I’ll summarise what I said at the 

GJEPC seminar. Since the diamond 
jewellery market is too wide a 
spectrum, I decided to focus on 
a specific area — the non-bridal 
diamond trends, a rising star 
segment for Millennials in the 
US. The premise of my talk was 
to question why things trend, 
what influences and shapes them 
to become market forces. Truly 
understanding the why will help 
answer the what that is needed to 
appeal to the Millennials and the 
generation beyond.

One thing we have learnt in the 
diamond and jewellery business 
is that each generation brings its 
own challenges and opportunities. 
Collectively as an industry we must 
have the vision to not only seek to 
understand the Millennials, but also 
the generation that will exert their 
market power after them.

Here are my top five diamond 
jewellery trends shaping the North 
American Millennial market: 
Enamel, Geometric, Minimal, 
Meaningful and Open.

Why do these five specific segments 

constitute trends? I believe these 
trends are a reflection of what 
the US Millennials hold close to 
their heart — self-expression and 
individuality, their digital identity, 
shedding excess in the world full of 
information overload, making deep 
emotional connections, making 
an impact through their actions, 
decisions and pocket.

Favouring smaller diamond pieces 
compared to previous generations, 
the Millennials are more focused 
on individual celebrations, personal 
achievements and milestones than 
love or relationship celebrations. 
Self purchasing power, along with 
gifting from loved ones serves the 
non-bridal segment growth in the 
US.

They also have their problems 
to deal with. Although better 
educated, employment and financial 
challenges like paying off loans, 
debts are real issues for the North 
American Millennial. This is also 
one of the reasons why traditional 
life events, such as marriage and 
children are being delayed.

Enamel
Although a technique that is ancient, 
enamel is seeing a rise in consumer 
interest once again. For non-bridal di-
amond jewellery, it’s great at providing 
the colour, attitude and the expressions 
that Millennials are seeking.

WHY: Self-expression and individuali-
ty. Millennials in advanced economies 
such as the US are driven by the idea of 
self-expression, projecting an authen-
tic vibe, with originality. They want 
to define their jewellery, and not the 
other way around. Colour is multi-lay-
ered, steeped in personal meaning, and 
its use is very individual.
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Geometric
Decidedly angular and inter-
connected forms are making an 
appearance. Look out for forms 
such as hexagons, rhombuses, 
triangles, trapezoids, octagons, 
and squares. Diamond pieces 
are dainty, airy and light.

WHY: Digital identity. Mil-
lennials have a strong digital 
presence and interconnectivity. 
Digital media and technol-
ogy are the cornerstones of 
communication for the US 
Millennials. Between 30 and 40 
percent of them write reviews, 
rate products and services, 
and participate in discussions 
online. These Millennials are 
aware of trends happening in 
real time, as their online news 
feed is their trend feed.

Minimal
Forms are basic, comforting 
and easy on eyes. Diamonds 
are like accents, giving 
the diamond pieces a soft 
shimmer.

WHY: Movement. For the 
Millennials, there is an 
overload of information. 
News and imagery of world 
turmoil can reach them in 
mere seconds through social 
media. Financial pressure 
and personal debt etc. is part 
of their existence. In this 
overload, the Millennials 
are seeking to shred excess, 
many of them are attracted 
to a minimalistic lifestyle 
and adopting minimalist 
principles.
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Meaningful
Here the trend is illustrated through a 
diamond safety pin design. The safety pin 
is meaningful, became a symbol of support 
and solidarity. For Millennials and beyond 
it serves as a political statement, aligning to 
ideals and to say they are a “safe persons” to 
be around.

WHY: Purpose. Millennials are concerned 
with sustainability and ethical practices, 
are value conscious, placing importance 
on meaningful unique ideas and products 
as against standardised ones. Diamond 
jewellery that has a deep emotional 
connection speaks to the Millennials, letting 
them wear their story and message on 
themselves, literally.

Previously, I wrote about the need for 
diamond storytelling that connects to people 
and their aspirations, makes diamonds 
an experience, creates and nurtures an 
ecosystem for the stories to thrive and 
spread. I believe diamonds get their real 
story, romance and symbolism when people 
attach their personal meaning to them. 
Something all of us in the diamond industry 
need to internalise, as it is more than 
advertisements, words and posters. The story 
should be palpable, connect and feel real.

Open
We saw open diamond jewellery forms in 2016 
and will see the trend continue. Jewellery such 
as open diamond rings, bands, collars and 
more.

WHY: Stating personal values. Millennials as 
a generation are exposed to viewpoints from 
around the world. This has shaped them into 
open-minded individuals when it comes to ex-
pressing their values to embrace diversity, sexu-
ality, social, political and personal views.

We all agree, Millennials are an important gen-
eration for the diamond market. But what about 
the next generation that is ready to exert their 
market influence? There’s an interesting article 
on Generation Z by Sam Willoughby. [Also in 
this magazine – Ed.] That’s not far off. That’s 
why we need to be perceptive, understand why 
trends happen, and we will be able to figure out 
the what that will appeal to the generations we 
hope to reach. 

Finally, let’s keep making diamond stories to 
keep the diamond dream going. Trends may 
come and go, 
but stories are 
truly cross-gen-
erational. Sto-
ries never go out 
of fashion. Sto-
ries, live on.

DIAMOND JEWELLERY TRENDS 2017
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MARKETING

In an age where consumers can 
make a majority of purchases 
online, there remain some things 
that should always be bought in 

person. Diamonds are one of the best 
examples of this, and I see people making 
easily avoidable mistakes when buying 
diamonds and diamond jewellery online.

I think that everyone should have her 
or his  own ‘diamond story’ when they 
buy diamond jewellery, which is hard to 
achieve with the click of a button. The 
monotony of online retail will never have 
the ability to create the excitement and 
anticipation behind a purchase, a feeling 
that is rapidly leaving the modern-day 
consumers buying process.

Firstly we are talking about something 
that is sure to be a significant purchase 
both in terms of value and emotional 
attachment, not just a weekly food shop. 
Customers need to take it seriously and 
understand the importance of their 
diamond purchase. 

The whole purpose of buying and 
selecting diamonds for jewellery is to 
choose diamonds that have all the right 
characteristics to ensure the most sparkle, 
or brilliance, for a budget, a diamond that 
‘speaks to you’. After all, the customers 
will want a diamond that’s going to catch 
their and other people’s eye. This means 
that no number of photos, or videos, will 
ever compare to the real thing, as they 

suggest that all diamonds are the same…
and they are not!

Then there’s the issue of diamond 
knowledge. The secret world of diamonds 
is so much larger and more intricate than 
consumers realise, and behind the shops 
and the glamour there is a huge industry 
of diamond manufacturers, wholesalers, 
jewellery designers and retail jewellers. So 
there is a lot to learn, and it’s going to be 
near impossible to do that in a short space 
of time and from a computer screen. 
Instead, the buyers needs someone who 
is going to give them honest and broad 
professional diamond advice that will 
open their eyes to the importance of 
buying diamonds in person.

‘But I’ve seen the same thing cheaper 
online’ is a perfect example of the buying 
mentality of consumers today, often 
electing not to purchase items on the 
spot but to seek them cheaper online. 
In other, well-known product categories 
and brands, this may be a smart thing 
to do but with diamonds and diamond 
jewellery this is like inviting an accident 
to happen. Of all the instances of 
online purchases I have witnessed, 99 
percent of the time there was something 
fundamentally wrong with the choice of 
diamond. Once a purchase is made, what 
will the customers do when they realise 
the diamond is actually two colour grades 
lower than they were made to believe? Or 
when they paid for a one-carat diamond 

that is the same size as a 0.90 carat 
diamond? And the list goes on and on….

Trust is everything when it comes to 
buying diamonds, whether from the 
perspective of the end consumer or the 
manufacturer, this is a product that is 
small, transportable and to the untrained 
eye, difficult to differentiate between. If 
the customers place their trust solely in 
the name of a reputable, upmarket brand, 
they will get a nice product but some of 
the time they will overpay. If they buy 
from the lowest bidder, the buyer should 
not be surprised with what they receive. 
Most importantly though, if customers 
are parting with money for something 
online that they haven’t seen, nor have 
the proper knowledge of, it’s a recipe for 
disaster and embarrassment.

If customers want their diamond 
purchase to be a memorable, emotionally 
and financially satisfying experience and 
they want to make their diamond journey 
a story to remember and worth passing 
on, then my advice is to find a jeweller 
that they can trust, like and appreciate 
and let them become your address for 
future visits, too!

This article was published earlier as a blog 
by Ben in his capacity as a founding member 
of the Young Diamantaires Association, an 
organisation of young diamond professionals 
that operates under the auspices and with the 
support of the WFDB.

Ben Prior, of Ardenti Diamonds Ltd., is a young diamantaire who runs a loose diamond 
wholesaling and bespoke jewellery business in London. He is passionate about the diamond 
industry and blogs frequently giving advice to consumers on diamonds and the diamond industry. 
He can be contacted on ben.prior@ardentidiamonds.com.

ABOUT 
BEN PRIOR

By Ben Prior

Why buying a diamond ring online 
is a recipe for possible disaster
Brick and mortar retail jewellers are facing fierce competition from 
online sellers of diamonds and diamond jewellery. Here are a few 
arguments retailers can use when speaking with consumers. 
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I N S P I R E D  BY N AT U R E .
E N V I E D  BY T H E  WO R L D.

ASK FOR OUR FLEXI PAYMENT PLAN.

Classically styled and contemporarily crafted,
the tribal-art inspired jewellery is where gold
meets diamond to make your moments
eternally beautiful.

70% CASHBACK FOR LIFETIME ON DIAMOND JEWELLERY PURCHASE  |   FREE LIFETIME REPAIR WARRANTY

THE ONLY JEWELLER IN
THE GCC TO BE AWARDED
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DIAMONDS

By Vinod Kuriyan, Editor-in-Chief, GemKonnect

The diamond 
industry is right 
now struggling 
with reputation 

issues — after being held to 
account for spurring conflicts 
and human rights abuses, it 
is now variously accused of 
degrading the environment 
and keeping entire producer 
communities in poverty. 
And in a world of crumbling 
marriages and more informal 
relationships, it is also 
grappling with the fact that 
it seems to have lost much of 
its symbolism.

What it needs urgently is a 
compelling narrative. One 
that restores its reputation 
and makes its product one 
that is worth aspiring to.

The other day, I came across 
a really compelling narrative. 
The story of how Mahatma 
Gandhi, who led India non-
violently to freedom from 
colonial rule and articulated 
the need for an inclusive 
society, was mentored by 
a diamond and gemstone 
dealer.

I have Sanjay and Sunit 
Kothari to thank for this 
revelation. They are involved 
with their partner Dhaval 
Mehta with the Shrimad 
Rajchandra Mission, a Jain 
religious organisation based 
in the town of Dharampur 
in Gujarat. The organisation 
— its president is sightholder 
Abhay Jasani — has 
significant social outreach 
programs that include a 
charitable multi-specialty 

hospital that caters to the 
area’s tribal population that 
otherwise has no access to 
any medical intervention.

The hospital is now so 
overworked and overflowing, 
that the organisation decided 
to build another hospital, 
one with 200 beds. To raise 
funds for the project, the 
organisation decided that 
instead of the usual rounds 
that are made with hat in 
hand, it would stage a play on 
the life of its patron, Shrimad 
Rajchandra and use the 
proceeds for the project.

The play has so far been 
extremely successfully staged 
in Gujarati and Hindi — 
they racked up 150 shows in 
80 days — and production 
development is under way 
for an English version and 
several others in a variety of 
other Indian languages.

The Kotharis invited me 
to a staging of the Hindi 
version in Mumbai. It was 
as Sanjay Kothari had told 
me — most people know the 
Mahatma Gandhi story from 
the point where, as a young, 
British-educated lawyer, he 
was evicted from a train in 
South Africa for sitting in 
the first class compartment. 
But what were the influences 
that shaped young Mohandas 
Gandhi after he returned to 
India as a qualified lawyer?

It turns out that one of the 
biggest influences in his life 
was Jain poet, philosopher 
and scholar named Raichand 

Mehta, just a couple of 
years older than him, 
who was also a successful 
diamond, gemstone and 
pearl merchant. He was 
born Laxminandan in the 
town of Morbi in Gujarat, 
but was renamed Raichand 
by his parents when he was 
four years old. His name 
later changed yet again to 

the old Sanskrit form of 
Rajchandra, and after his 
death, the honorific Shrimad 
was added.

Gandhi at first couldn’t 
understand how someone 
who dealt in things that were 
only for the rich and famous 
could be so grounded in his 
humanity and so firm in 

MAHATMA GANDHI
The diamond and gemstone dealer who mentored
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conducting himself ethically. 
The play highlighted one 
incident where a pearl dealer 
rushed to him asking that 
a deal which his brother 
had done with Raichand’s 
brother be reconsidered as 
he had sold a pearl at too low 
a price. While Raichand’s 
brother was reluctant, 
saying the deal had been 
fairly closed by both parties, 
Raichand unhesitatingly 
returned the pearl.

Gandhi asked how a 
businessman could conduct 
himself this way and still be 
successful. Raichand said that 
in all his dealings, he never 
harmed or distressed anyone 

else. The fact of the matter 
is that Raichand Mehta was 
not your typical gemstone 
dealer — he had got into the 
business after marriage as his 
father-in-law was a successful 
diamond and gemstone 
dealer. He refused to take 
the business to the great 
heights we know that many 
of Gujarati diamond and 
gemstone dealers reached 
after moving base to what 
was then Bombay. Instead, 
he chose to remain and took 
Jain philosophy and teaching 
to new heights.

The young Mohandas 
Gandhi, as he boarded a 
ship to South Africa on a 

journey that would lead him 
to be termed a ‘great soul’ or 
Mahatma and considered the 
Father of the Nation by India, 
told Raichand that leaving 
was the most difficult thing 
he could do, and that he 
would always stay in touch, 
promising to return and 
catch up with him in person 
again.

Though they corresponded 
regularly, they never met 
again. Raichand Mehta fell 
ill and died in 1901. In his 
autobiography, “The Story 
of My Experiments With 
Truth,” Mahatma Gandhi 
referred to Raichand as his 
“guide and helper” and “his 

refuge in moments of crisis”.

The diamond and gemstone 
industry couldn’t ask for a 
more compelling narrative 
than that of Raichand 
Mehta, who succeeded in 
the business, but rose to 
even greater moral and 
philosophical heights as 
Shrimad Rajchandra.

This column was originally 
published on GemKonnect. 
With thanks to Vinod 
Kuriyan
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DIAMONDS

In our journey through 
fancy coloured 
diamonds, we have 
focused on some of 

the rarest colours found in 
diamonds. But not every 
fancy colour shade is 
exceptionally rare. Some are 
plentiful and have achieved 
their celebrated status more 
as a result of clever branding 
and marketing. The most 
common are fancy brown 
diamonds and a few of the 
promotional spin-offs that 
have developed from these 
brown diamonds.

Brown diamonds were 
once considered virtually 
worthless and only useful 
in industrial applications. 
But in many mines, brown 
diamonds are much 

more plentiful than white 
diamonds, meaning miners 
historically faced the 
challenge of having a large 
proportion of their mine 
production that had to be 
sold at very low prices. This 
was especially true of the 
Argyle mine in Australia 
whose production is nearly 
80 percent brown diamonds. 

Rio Tinto, Argyle’s operator, 
realized that they needed a 
new approach, a way to alter 
the consumer’s perception 
of these diamonds. They 
eventually coined the term 
“champagne” diamonds to 
give brown diamonds an 
air of luxury, elegance, and 
affluence. Although the 
acceptance was slow at first, 
the marketing took hold and 

sales of these gems began to 
slowly but steadily increase. 

Brown diamonds and 
colour altering
“Champagne diamonds” 
is a marketing term, not 
a specifically-recognized 
colour range. Diamond 
grading laboratories describe 
them as fancy light yellow 
brown, fancy yellowish 
brown, or another similar 
description that indicates 
the hue and intensity. To 
promote “champagne” 
diamonds, and in recognition 
of the need to describe the 
colour depth of the diamond, 
Rio Tinto developed its 
own colour scale. The scale 
describes these diamonds on 
a scale ranging from C1 to 

C7, from lightest to darkest 
intensity. 

C7 is its own unique 
classification, used to 
describe fancy orange 
brown or fancy orangey-
brown diamonds, and given 
the branding description 
“cognac,” due to its 
resemblance to the colour 
of the luxury alcoholic 
beverage.

Through strong branding, 
brown diamonds are offered 
to the consumer market 
as an alternative to white 
diamonds, and are typically 
available at a strong discount 
compared to the price of 
their colourless peers. They 
are considered by some to be 
a more versatile colour that 

From his early 20s in Africa and later in Belgium honing his expertise in forecasting the value of polished diamonds 
by examining rough diamonds by hand, till today four decades later, as chairman of his international diamond 
businesses spanning mining, exploration, rough and polished diamond valuation, trading, manufacturing, retail and 
consultancy services, Laniado has mastered both the miniscule details of evaluating and pricing individual rough 
diamonds and the entire structure of the diamond industry. Today, his global operations are at the forefront of the 
industry, recognised in diamond capitals from Mumbai to Tel Aviv and Hong Kong to New York.

ABOUT 
EHUD

LANIADO

How the industry markets 
brown diamonds

Champagne, cognac, chocolate and brandy

‘Brown diamonds are offered to the consumer market as an 
alternative to white diamonds, and are typically available at a strong 
discount compared to the price of their colourless peers. They 
are considered by some to be a more versatile colour that easily 
transitions from day to night, and can be combined with other 
coloured gems and diamonds to create very interesting designs.’

By Ehud Laniado
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easily transitions from day to 
night, and can be combined 
with other coloured gems 
and diamonds to create very 
interesting designs. Aside 
from “champagne” and 
“cognac,” pure fancy deep 
brown diamonds might also 
be called “chocolate,” and 
“brandy” might be used to 
describe a reddish brown 
diamond.

Like yellow diamonds, 
brown diamonds get their 
colouration from the 
presence of nitrogen within 
the crystal lattice structure of 
the diamond. However, in the 
case of brown diamonds, the 
nitrogen orients itself slightly 
differently to reflect a brown 
colour, and is frequently 
accompanied by a secondary 
yellow hue. Purely brown 
diamonds are not marketed 
as “champagne,” which must 

possess a primary brown 
and secondary yellow colour 
saturation.

Brown diamonds are fit for 
a variety of treatments that 
can alter the colour of the 
diamond. These treatments 
usually involve applying high 
heat and pressure (HPHT) to 
the diamond, which can alter 
the colour to lighter shades 
of brown, or even make 

the diamond lose its brown 
saturation and revert to a 
pure white. In rare instances, 
brown diamonds can even 
be turned green, which 
can make grading natural 
fancy green diamonds very 
difficult. 

Type IIa brown diamonds 
are the most common 
type of brown diamonds 
that are submitted for heat 

treatment, as they tend to 
respond the most and see 
the largest degree of colour 
change. Grading laboratories 
use specialized equipment 
and expertise to identify 
treated diamonds, which are 
generally easy to recognize. 
These diamonds tend to lose 
a significant amount of value 
as a result of the treatment, 
but a white treated diamond 
may still be worth more than 
an untreated brown.

Diamonds, champagne, and 
marketing
A few prominent celebrities 
who have embraced these 
gems on the red carpet have 
helped endorse champagne 
diamonds in recent years. At 
the 2004 Academy Awards, 
E! reporter Maria Menounos 
wore a gown stitched with 
2,000 individual champagne 

A few prominent celebrities who 
have embraced these gems on the 

red carpet have helped endorse 
champagne diamonds in 

recent years.

Ariana Grande 
Ariana Grande wearing a Le Vian necklace set with brown 

diamonds, at the 2016 MTV Movie Awards at Warner Bros. 
Studios in April , 2016, in Burbank, California. 

Photo courtesy: D’Orazio & Associates
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diamonds totaling more 
than 3,000 carats. The 
stunning dress was valued at 
more than $2.4 million and 
certainly turned heads.

The 2007 Academy Awards 
were even more important 
for helping champagne 
diamonds gain notoriety. 
Popular performer Jennifer 
Lopez wore a pair of 20-carat 
champagne diamond 
earnings. Hilary Swank 
wore a 20-carat champagne 
diamond briolette in her 
hair, while Best Supporting 
Actress winner Jennifer 
Hudson wore a champagne 
diamond ring during her 
Oscar acceptance. 

Most people are surprised 
to learn that the largest 
faceted diamond in the 
world, the Golden Jubilee, is 
a champagne diamond. The 
545.67-carat fancy yellow 
brown diamond was cut 
from a 755 carat piece of 

rough and made in a way to 
maximize its size, and claim 
the coveted position as the 
largest polished diamond 
on the planet at present. 
Before it was gifted to the 
King of Thailand in 1997, it 
was known as “the unnamed 
brown.”

The Star of the South was 
one of the first Brazilian-
mined diamonds to achieve 
international acclaim. 
An African slave woman 
discovered the original 
rough diamond in 1853. For 
her efforts, she was given 
her freedom, and a pension 
for life. It remained 
the largest diamond 
ever recovered by 
a woman until 
1967, when 
Ms. Ernestine 
Ramaboa 
discovered the 
Lesotho Brown 
diamond. The 
cushion-shaped gem, 

weighing 128.48 carats, has 
a colour grade of fancy light 
pinkish-brown. 

The Golden Pelican 
is a 69.93-carat fancy 
champagne-coloured, 
emerald-cut diamond set in 
a gold ring. The diamond 
was mined in South Africa, 
and was named after the 
famed street in the heart 
of Antwerp’s Diamond 
district, Pelikaanstraat. The 
diamond was once owned by 
Baron Corso De Palenzuela 
von Habsburg, and was 

reportedly used in a banking 
transaction to secure the 
freedom of Jews that fled 
persecution in Cuba.

Although brown diamonds 
don’t have the aura that white 
diamonds have because 
they are more common, 
they continue to gain in 
popularity. Fancy brown 
diamonds offer consumers 
a very attractive diamond 
at a much lower price than 
traditional white or fancy 
colour diamonds, and can be 
used with much versatility in 
jewelry design.

The views expressed here are 
solely those of the author 
in his private capacity. No 
one should act upon any 
opinion or information in this 
website without consulting a 
professional qualified adviser. 
This article was originally 
featured on http://www.
ehudlaniado.com

Jessica Chastain
Jessica Chastain wearing 
brown diamond earrings 

by Le Vian at the Academy 
of Motion Picture Arts 

and Sciences’ Governors 
Awards, November, 2014, 

in Hollywood, California. 
Photo courtesy: 

D’Orazio & Associates
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When it comes 
to customer 
experience, 

there is absolutely nothing 
stronger than an emotional 
connection. Rooted down 
at the bedrock of humanity, 
emotions drive our thoughts 
and decisions which 
effectively define us. So, how 
can a business use this to 
increase conversions and 
drive sales and revenue? 
The quick answer: Emotion 
Selling.

Know your emotions
Emotions are something 
that’s paramount for the 
decisions that we make on a 
daily basis. As a result, people 
have imprinted in their 
memory the moments that 
touched them emotionally. 
That’s something a business 
can easily harness to create 
explosive growth. In fact, the 
more a business create strong 
emotional experiences with 
its customers the more it will 
generate long-term memories 
and productive business 
relationships with them.

Emotion selling is a powerful 
concept which rests on 
foundations determined by 
solid research. According 
to a study conducted by the 
Harvard Business School, 
approximately 95 percent 
of the purchasing decisions 
in customers are being 
formulated subconsciously. 
Studies show that sales 
closing techniques that use 
impulse and emotional selling 
strategies see much higher 
profit gains than those who 
try to appeal through logic. In 
short, all people use emotion 
to make decisions and justify 
these decisions to themselves 
with logic.

Elicit the right response
Customer experience is 
comprised of different 
elements yet the human factor 
is the most critical. Therefore, 
it’s absolutely mandatory to 
introduce clarity in defining 
the way you want your 
customers to feel. It’s also 
critical to clarify how your 
product is going to help them 
see themselves in a new way. 

Or help them become more 
of who they truly want to be. 
There are basic emotional 
responses which are triggered 
by different catalysts. And 
different triggers cause 
different emotions. For 
instance, sadness is triggered 
by guilt. Happiness is 
usually triggered by instant 
gratification, trust, and 
value as well as a sense of 
belonging. Finally, anger, 
fear, and disgust are triggered 
by competition, time and so 
forth.

Make it count
Emotion selling is based 
on the right triggers that 
you attach to your brand’s 
identity. Every single aspect 
of your customer experience 
should aim at matching the 
customer’s emotional needs, 
wants, and desires to your 
products and services. When 
it comes to brand’s identity, 
every single person in your 
organisation is responsible for 
it. So, as individual agents of 
change, your team members 
must live and breath your 

brand’s core set of emotions. 
And this should be fully 
integrated throughout the 
entire company’s structure 
and applied to the entire 
customer journey.

Also, bear in mind 
that emotions are contagious. 
That’s why it’s important for 
your entire team to actively 
embody positive attitude 
when they interact or simply 
are around the customers.

One more thing…
It is no longer enough to be a 
straightforward expert in the 
sales cycle. One needs to be 
able to properly understand 
the concept of emotion 
selling. It’s critical to be aware 
of the psychology of the 
customers and lead them to 
make a decision with their 
hearts. Only then you will be 
able to connect at a deeper 
emotional level and create the 
chemistry that creates trust 
and long-lasting relationships.

Creating the emotional connection
By Sarah Degeorges (Sullivan)
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The greatest thing 
about the playing 
career of the Los 
Angeles Laker’s 

Magic Johnson was not 
his individual talent on a 
basketball court – though it 
was outstanding and got him 
into the NBA Hall of Fame – 
but what he could do for his 
team. Magic made everyone 
better, and that became the 
true measure of his greatness 
and his leadership.

At six feet and nine inches, 
Johnson was tall for a 
point guard in the National 
Basketball Association.  He 
could dribble, pass, penetrate, 
score, and rebound. But 
he united his Laker team 
and inspired his teammates 
through his defense, his work 
ethic, and his attitude on and 
off the court. When it came 
down to the fourth quarter in 
a tight game, he simply said, 
“It’s winning time.” That was 
enough.

Leadership is not what you can 
do for yourself. It’s what you 
can do for – and through – 
others.  It’s not about how good 
you are, as good as you may be. 
It’s about how good you make 
others, and it doesn’t matter if 
it’s on a basketball court, in a 
business, or even in a family. 
Charismatic leaders like Magic 
Johnson can unite people and 
lead them to victory. They 
encourage, motivate, and lift 
people to new heights they 
would not attain on their 
own. It is not enough for such 
leaders to excel as individuals. 
They are driven to help others 
achieve greatness, even at 
the expense of their own 
heroics. That is the essence of 
leadership. That is what you 

strive for if you lead a business 
or ever want to.

The greatest leaders 
understand how to motivate 
people to work together as 
a team. It’s the team that 
counts. Leaders know that the 
best teams consist of people 
with complimentary skills 
committed to a common 

purpose and shared values. 
Leaders have performance 
goals, but they work for the 
good of the team. They know 
that when they perform 
individually, the team succeeds 
collectively.

Many people fear being 
insignificant – to be less than 
what they hope and dream. 
Most really want to play or 
work on a great team and 
achieve victory in business 
and life. Most will not attain 
it without the help of a leader 
they can trust. To know that 
you can be counted on is the 
job of all leaders and managers.

By Bill Boyajian

Leadership is not what you can do for yourself. It’s what 
you can do for – and through – others.  It’s not about 

how good you are, as good as you may be. It’s about how 
good you make others, and it doesn’t matter if it’s on a 

basketball court, in a business, or even in a family. 

About Bill Boyajian
Bill is the former long-time president of the 
Gemological Institute of America, and is 
currently founder and president of Bill Boyajian 
& Associates, Inc. His firm consults for a wide 
variety of companies in the gem and jewelry 

industry, specializing in leadership, business and organizational 
development, family transition, and succession planning.  Bill 
is the author of Developing the Mind of a Leader – Your Path to 
Lead and Inspire People. He can be reached at 
bill@billboyajianassociates.com. 
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So how do you build a team that really 
works well together and achieves the kind 
of success you want? Here are ten keys to 
consider:
1. Be committed to the 
team, each individual, and 
your collective success. 
People know when you 
care, and when you don’t. 
Do everything you can to 
support your people in 
ways that speak louder than 
mere words.

2. Set the right example 
by working hard and 
knowing what you want 
to achieve. People always 
want to follow a leader who 
knows where he’s going. 
So be confident, decisive, 
and deliberate in your 
leadership.

3. Build trust and faith 
in what you do and how 
you do it. When people 
see integrity in action, they 
respond positively to it. So 
make integrity your motto 
and make it stick.

4. Be accountable to the 
team. Things don’t always 
go right.  Own up to your 
leadership and take the 
responsibility when things 
go wrong. Nothing will 
hurt your leadership more 
than blaming others for 
mistakes.

5.Motivate and inspire 
people to achieve more 
than they would on their 
own. Who among us 
cannot achieve much more 
with the right motivation 
and encouragement? 
Be “up” every day.  It’s 
infectious with your staff. 

6. Give your team 
members the credit they 
deserve. Never take the 
credit yourself. Share it with 
your team. Be liberal with 
praise for work well done 

and challenge them with 
work that must improve.

7. Have the courage to 
stand tall on issues of 
principle and insist on the 
mutual respect of all team 
members. Professionalism, 
proper decorum, and the 
right attitude should be 
expected each day.

8. Communicate clearly 
and unambiguously. Most 
problems occur from either 
a lack of communication or 
poor communication. Make 
sure to communicate often 
and appropriately in all 
facets of the business.

9. Set individual and 
collective expectations. 
Issues arise when people 
don’t know what is expected 
of them or if there are 
differing expectations 
between leadership and 
team members.  

10. Commit to diversity 
and celebrate it. Make sure 
everyone appreciates the 
complimentary skills of 
each person on the team. 
A team is like the human 
body. When each part 
works in synchronization 
with the other, amazing 
results can occur.

There are many things that 
contribute to the success 
of any business. One of 
the most important is 
building a winning team. 
If you are in a position of 
leadership or management, 
this must be your first 
priority because nothing 
happens except by, with, or 
through people. When they 
work together, you have an 
unbeatable team. 
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The World Federation of 
Diamond Bourses (WFDB) 
will work in close cooperation 
with the Diamond Producers 

Association (DPA) in order to help 
boost its generic diamond marketing 
efforts, WFDB President Ernest Blom 
told the Presidents Meeting that was 
held in Mumbai from February 5-8. 
Alluding to reports that the DPA was 
looking to boost its annual budget 
from the current $6 million, he told the 
international gathering that the increase 
in the DPA’s budget will allow it to invest 
in more sophisticated and long-term 
programmes.

“Advertising today is a different world 
to the one most of us here grew up 
with,” he commented. “No longer is it 
simply a case of producing a TV, radio, 
newspaper or magazine advertisement. 

Markets are incredibly fragmented, with 
people getting their information from 
a wide range of sources, especially the 
Millennials. That means researching 
the market and allocating resources in 
a way that enables you to reach your 
target audience in the most efficient 
way possible. The WFDB-supported 
World Diamond Mark (WDM) initiative 
will work with the DPA because we 
recognize that generic marketing is 
critical for our business. We wish the 
DPA great success in its efforts and 
pledge to work together for the good of 
the entire industry.”

Blom laid out the challenges facing the 
global diamond business, but urged 
colleagues to remain positive in order 
to deal with them. “Although the issues 
of financing, mixing of undisclosed 
synthetic stones and others are difficult, 

we must be determined in dealing with 
them.” There are many bright spots 
from which the trade can draw great 
confidence, he said, including the tax 
agreements in Belgium and Israel last 
year and the Gem and Jewellery Export 
Promotion Council’s (GJEPC) generic 
diamond promotion campaigns in India 
with De Beers. In addition, the GJEPC 
has become a full WFDB member and 
the Federation is working on bringing in 
more members, Blom told the meeting. 
Furthermore, the WFDB is celebrating 
its 70th anniversary this year, with 
events to be held to celebrate it, as 
well as a special commemorative book 
planned for publication later this year.

Earlier, Bharat Diamond Bourse 
President Anoop Mehta welcomed 
the WFDB Presidents to India. He 
spoke about synthetic diamonds and 

By Albert Robinson

WFDB President Ernest Blom addressing the Finance Seminar.
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the widespread efforts the Indian 
diamond trade has taken in providing 
detection equipment and seminars on 
the issue for traders. Following him, 
GJEPC Chairman Praveenshankar 
Pandya talked about the challenges 
facing the diamond industry. “Unless 
the midstream is strong, the rest of 
the industry cannot be strong,” he 
commented. 

Meanwhile, Ashish Mehta, the convenor 
of the Natural Diamond Monitoring 
Committee established by the Indian 
trade to monitor the scope of synthetic 
diamond trading, especially undisclosed 
mixing, spoke about the work of the 
GJEPC in this regard across India.

There was significant interest in the 
presentation by DPA CEO Jean-Marc 
Lieberherr. Addressing the meeting, he 
provided an update on the work of the 
body. The DPA will increase investment 
in the United States, and plans to enter 
the Indian market in September 2017 
and China in January 2018. He revealed 
a DPA initiative to combat undisclosed 
synthetic diamonds by establishing 
an independent diamond screening 
equipment testing lab to test the range 
of detection machines available. “The 
project will be led by the DPA, but will 
involve key industry organizations, 
including the WFDB and GJEPC, 
and main equipment manufacturers 
so that the solution delivered meets 
the needs of the industry and satisfies 
the manufacturers’ expectations 

of independence and objectivity,” 
Lieberherr explained.

The Presidents Meeting also heard about 
the success of the Young Diamantaires 
programme. Following its launch 
just nine months before at the World 
Diamond Congress in Dubai, it has 
quickly gathered pace with a meeting 
held at the September edition of the 
Hong Kong Jewellery and Gems Show 
attracting considerably more participants 
than forecast, Promotion Committee 
Chairman Rami Baron told the meeting.

Commenting on the success of the 
initiative, Ernest Blom said it was the 
type of venture that the WFDB aimed 
to encourage since it brings together the 

younger generation of diamantaires who 
are the future of the industry.

Meanwhile, in his report to the WFDB 
President, former WFDB Treasurer-
General Dieter Hahn emphasized that 
only the term “diamonds” should be 
used and not “natural diamonds”, when 
referring to the natural product.

The meeting also heard a report from 
World Diamond Council President 
Andrey Polyakov on the work of the 
organisation.

Ending the meeting, the WFDB 
Presidents agreed a proposal to engage 
with the International Grown Diamond 
Association, with Blom saying he 
will seek to create a dialogue with the 
organisation.

Finance Seminar 
A special Finance Seminar held as part 
of the Presidents Meeting heard about 
the financing challenges facing the global 
trade and possible solutions, including 
alternative forms of credit. Addressing 
the seminar, Blom said the meeting 
aimed to lay out the reasons that the 
diamond trade finds it increasingly 
difficult to secure credit and possible 
solutions that had not been discussed by 
diamantaires in the past.

Blom spoke about the withdrawal of 
some banks from the diamond industry 
in recent years and the difficulty that 
diamond companies face in securing 
credit due to some financial institutions 

BDB Vice President Mehul Shah and BDB President Anoop Mehta flank DPA CEO Jean-
Marc Lieberherr.

Shanghai Diamond Exchange Vice-President Caroline Yuan and Hong Kong bourse 
President Lawrence Ma.
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believing that it is a high-risk sector. 
It was against this background that 
the diamond financing seminar and 
roundtable discussion had been 
organised, he commented. 

“We simply cannot afford any longer 
for the current situation to continue. 
Our members want action and we are 
committed as their representatives 
to work to provide answers to their 
demands. Our industry depends on it. 
This seminar will investigate the reasons 
for the lack of financing available. It will 
search for the answers as to why current 
solutions have not been fully successful. 

“We would like to find out which 
additional financing institutions are 
available to us. And, related to that, 
alternative financing techniques and 
how these could bring extra liquidity 
to the diamond trade which is so 
badly needed. This means bringing 

new financing organisations into the 
dialogue which have not been involved 
with diamond financing in the past. 
Beyond this, we would like to establish 
a regular and ongoing dialogue with 
banks and other credit providers to 
develop financial solutions for the 
diamond industry.”

He added that a programme to take the 
issue forward following the meeting 
was needed, including finance seminars 
in Antwerp, Tel Aviv and New York, 
online information and courses to 
reach out to all members of individual 
diamond bourses and the development 
of financing and risk management tools 
to help the diamantaires to improve 
their own risk profile and access to 
financing. Blom said that the diamond 
industry was working to ensure that it 
was in full compliance with regulatory 
requirements, and that he was optimistic 
that diamantaires would realise the 

importance of doing so and move ahead 
to bring this about.

Bharat Diamond Bourse President 
Anoop Mehta said that the diamond 
industry is one of the safest in the world. 
“The small and medium-size firms, 
which have been hit by demonetisation, 
may not be up to date with the measures 
needed, but we are holding seminars for 
them to provide the information needed 
by the banks to ensure they will be in 
line with requirements.”

GJEPC Chairman Praveenshankar 
Pandya said the diamond industry has 
to commit to new levels of transparency 
and to be more forthcoming. “The banks 
have been supportive, but they must 
show us the next level needed because 
the industry has grown in India and 
we would like to create a committee 
with the banks to enable a dialogue 
with them to allow them to have full 
confidence in the industry. We also 
believe there should be a uniform rate of 
interest for diamond firms because now 
there is a range of 6-7%, and there needs 
to be a level playing field.”

Among the other speakers were former 
Diamond Trading Company CEO 
Varda Shine and ABN Amro’s Head 
of Diamond & Jewellery Clients, Erik 
Jens, who spoke about the nature of the 
financing challenges facing the diamond 
trade.

Financial Taskforce 
The WFDB will be creating a financial 
taskforce to follow up on the Finance 
Seminar held during the 2017 Presidents 
Meeting, Blom told a press conference 
at the end of the gathering held at the 

Diamond Dealers Club of Australia President Rami Baron in 
talks with Lawrence Ma.

Varda Shine moderating a Finance Seminar.

Moscow Diamond Bourse President Alex Popov (left) talking 
with Anoop Mehta and London Diamond Bourse President 
Menachem Prager.
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Bharat Diamond Bourse. Blom said 
that the comprehensive discussion on 
financing for the diamond industry, 
along with the issue of generic diamond 
marketing and other key topics, 
had been extensively debated at the 
Presidents Meeting.

“We had a set of very frank and 
productive discussions which covered a 
great deal of ground,” Blom told Indian 
and foreign media representatives. “The 
cornerstone of this Presidents Meeting 
was the Finance Seminar. We are 
determined to show the banks that the 
idea of the diamond industry as a high-
risk sector is a misperception, and the 
seminar was aimed at correcting that.

“I believe that we are one of the best 
regulated industries in the world. 
We are determined to be in complete 
compliance with anti-money laundering 
regulations, and are promoting the 
Know Your Customer concept so 
that industry members and the banks 
completely understand what is required 
from each side.”

BDB President Anoop Mehta said, 
“We spent many months planning the 

Finance Seminar, and the large turnout 
showed that it paid off and was much 
appreciated by WFDB Presidents and 
representatives of the whole diamond 
pipeline. We continue to help our 
members become up to date with the 
regulations that are required. We do not 
allow cash transactions, and the BDB 
has appointed chartered accountants to 
provide free advice to all our members 

to help them become more organised 
and in line with banking regulations. 
The key word is transparency and we are 
doing everything to comply.”

WFDB Vice President Yoram Dvash 
told the gathering that the 2018 World 
Diamond Congress will be hosted by the 
Israeli diamond trade in Tel Aviv in May 
or June next year.

Views of the Gala Dinner. Views of the Gala Dinner.

Views of the Gala Dinner.

GJEPC Chairman Praveenshankar Pandaya speaking during a Finance Seminar discussion.
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Ali Pastorini, an energetic young Brazilian, is a partner in the up-and-coming jewellery brand 
Del Lima. Since November 2015 she has served as Senior Vice President of the World Jewelry 
Hub in Panama, the only dedicated jewellery, diamond and gemstone trading centre in Latin 
America. She is dedicated to expanding her jewellery brand around world and to raising the 
global profile of the Latin America jewellery industry.

ABOUT 
ALI

PASTORINI

By Ali Pastorini

Some 50 women from countries such as Bolivia, Brazil, Colombia, Costa Rica, Ecuador, Peru, Venezuela, Turkey, Romania, Italy 
and Panama, joined in a seminar and round-table discussion about the empowerment of women in Latin America’s jewelry, 
diamond and gemstone industry and trade. The event was part of the Second Latin American Diamond and Jewelry Week at 
the World Jewelry Hub in Panama City in past June. The participating women all are owners of important brands in their home 
nations.  The seminar was moderated by Ali Pastorini, Senior Vice President of both the World Jewelry Hub and its resident 
diamond and gemstone exchange, the World Jewelry & Diamond Hub, Panama; and Judy Meana, Vice President of the exchange.
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As a young woman 
looking for 
a career, the 
jewellery industry 

seemed a natural fit. Since 
most jewellery is worn by 
women, surely my gender 
should have a more intuitive 
understanding of what the 
consumer likes and the 
market wants?

But what would appear 
common sense is not always 
grounded in reality. In June, I 
spent several days at the JCK 
Show in Las Vegas whereI 
attended a number of high-
level discussions on issues 
of paramount importance 
to our business. For the 
most part, the members of 
the respective panels were 
uniformly middle aged and 
male.

There certainly have been 
notable exceptions in our 
industry — strong, influential 
and intelligent women who 
have held key leadership 
positions, have served as 
role models for people like 
myself. They include Susan 
M. Jacques, president and 
CEO of the Gemological 
Institute of America; 
Cecilia Gardner, president 
and CEO of the Jewellers 
Vigilance Committee; Dione 
Kenyon, president of the 
Jewelers Board of Trade; and 
Ruth Batson, CEO of the 
American Gem Society and 
AGS Laboratories. That is the 
good news. The not so good 
news is three of four will be 
retiring over the course of the 
coming 12 months.

Still that is an incomplete list 
and there have been other 
excellent role models, with 
Varda Shine, the former CEO 
of the Diamond Trading 
Company, a case in point. 
But we cannot escape the fact 
that, even today, in a business 
where the end-consumer is 
predominantly female, the 

decision makers are mainly 
male. Few of them wear or 
have ever worn the very 
products for which they are 
responsible.

The paternal nature of 
our industry most likely 
has to do with the fact 
that we are dealing with 
a high-ticket item. Given 
the unfortunate wage gap 
between men and women, 
even today fewer than 
50 percent of the females 
actually buy their own fine 
jewellery for themselves. 
This tendency in higher 
priced sectors is not specific 
to the jewellery industry. 
For example, surveys have 
shown that car dealerships 
are often dismissive toward 
women buyers, with men 
considerably more likely to 
get the better deal.

But times are changing, and 
while considerable wage 
gaps remain, more women 
are joining professions that 
once were considered to 
be predominantly male. 
Already today, in many 
Western countries the 
majority of students in both 
medical schools and law 
schools are female, even 
though the heads of hospital 
departments and majority 
of law firm partners are still 
male. However, time and 

demographics will change 
that.

The same I believe will occur 
in the jewellery industry. I 
am an owner of a jewellery 
company where my partner 
is also a woman, Dione Lima. 
The jewellery we produce 
is for women, and although 
I would encourage men to 
buy our products for their 
loved ones, I like to believe 
that we are producing goods 
that women choose for 
themselves. From what we 
understand this is the case.

I also am an officer at the 
World Jewelry Hub in 
Panama, where from the very 
outset the mould was broken 
by having a majority of the 
executive positions held 
by women. This was not a 
strategic decision, but rather 
a case where the individuals 
involved were considered 
the most capable and most 
qualified to hold the job. 
This also was the case with 
the various women who I 
mentioned as role models in 
our industry.

And that, ultimately, is my 
point. Women should not 
be appointed to any position 
simply because of their 
gender, but by the same 
count they should not be 
disqualified for the same 

reason. That said, let us 
remember that, in a business 
where the end product is 
worn mainly by women, we 
do have certain insights that 
most men could never have.

While Latin American 
society is traditionally 
conservative, the region has 
been surprisingly progressive 
when it comes to women 
in positions of national 
leadership. In 2012, there 
were five democratically 
elected female heads of state 
and heads of government, 
which at 22.5 percent, was a 
higher percentage than any 
region in the world except for 
Nordic Europe.

We would like Latin America 
to set the trend for the 
jewellery industry as well. We 
are making a start in Panama.

This column was originally 
published on www.
gemkonnect.com, June 
2016. With thanks to 
Vinod Kuriyan and Hitesh 
Khandelwal. 
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The Asian Institute of 
Gemological Sciences 
(AIGS) has appointed 
Barbara Wheat as its new 
President. She assumed 
her role in March 2017.

Barbara Wheat has a long 
history with AIGS and 
the Ho Group, founders 
of AIGS. Beginning 
in 1993, she served 
as managing director 

of the Ho Group’s publishing company, Jewelry Trade 
Publications. Among its well-known titles was JewelSiam 
magazine, an industry favorite for many years.

AIGS was established in 1978 as an accredited 
gemmological training institute with the Education 
Ministry of Thailand. In 2018 AIGS will celebrate its 40th 
anniversary.

Wheat, who lived in Bangkok for 15 years, graduated from 
the AIGS Accredited Gemologist program in 2003 and 
has a Master’s Degree in Sustainability Management from 
Columbia University in New York.

Kennedy Ho, chairman of AIGS, said, “We are looking 
forward to having Barbara join us as president; her 
experience and knowledge of the industry worldwide will 
be a great asset to AIGS.”

Wheat is leaving her post as executive vice president of 
the Natural Color Diamond Association (NCDIA) in New 
York. “It has been a pleasure and an honor to work with 
the NCDIA Board and members, however, I am thrilled at 
the opportunity to return to Bangkok to head up my alma 
mater, AIGS,” said Wheat.

In addition to working with the NCDIA, she is a member 
of the organising committee of the Jewelry Industry 
Summit, the former executive director of the International 
Colored Gemstone Association, and an adjunct instructor 
for the State University of New York’s sustainability 
program. Wheat has been a regular contributor to industry 
publications such as CIJ Trends & Colours, The New 
Jeweller, TNJ Colors, Jewelry Showcase, The Jewelry Book, 
and many other gem and jewelry publications. In 2016 she 
contributed to research on Ethiopian opal for a report to 
The World Bank in cooperation with Estelle Levin Ltd.

Be sure to update your address books with Barbara’s new 
email:barbara@aigsthailand.com

The US Jewelers Vigilance Committee (JVC) has appointed 
Tiffany Stevens as its new President and CEO. Stevens 
succeeds the current President and CEO Cecilia Gardner who 
served in this position for 18 years. Ms. Stevens assumed her 
duties in early March.  

Ms. Stevens recently served as the Chief Operating Officer 
at the Sohn Conference Foundation, a foundation that funds 
pediatric cancer research and medical fellowships. She has 
previously held leadership roles at nonprofits and foundations 
focused on the environment, education, and the arts. After 
graduating from New York University School of Law, she 
began her career as a lawyer at Paul Hastings, then moved 
to an in-house role at Bear Sterns. She is currently an active 
Board member of several not for profit organisations.  

 “It’s an honor to step into this role at JVC, an organisation 
with a rich history and vital role in the industry,” Stevens said. 
“I look forward to bringing my skills and abilities to build on 
the wonderful foundation of the organisation and support the 
very bright future of its mission and membership.”

Cecilia Gardner commented that Stevens will be a terrific new 
leader for JVC. “She is committed to the mission of the JVC, 
and will work hard to learn the industry and the issues which 
JVC addresses. Her strong not-for-profit background will 
ensure that JVC continues to thrive and meet the challenges 
the jewellery industry faces.”

Barbara Wheat appointed 
President of AIGS

US Jewelers Vigilance 
Committee appoints Tiffany 
Stevens new President
and CEO
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ewelers of America (JA), the US 
national trade association for businesses 
serving the fine jewellery marketplace, 
announced the winners of its 27th 
annual CASE Awards jewellery design 

competition. The CASE Awards, JA’s national 
design competition for jewellery retailers, 
recognizes JA Retail Members who exhibit 
creativity, artistry, style and excellence in 
jewellery design. The winning entries were on 
display at the JA New York Show in March at 
the Jacob Javits Center.

Winners were selected out of 58 entries from 
JA Retail Members in five categories: jewellery 
to $2,000; $2,001 to $5,000; $5,001 to $10,000; 
$10,001 to $50,000 (retail values) and, for the 
first time, a “People’s Choice” award determined 
by the public’s votes. Voting for the “People’s 
Choice” took place at JA’s website, www.
jewelers.org and garnered over 4,500 votes.

“The CASE Awards exemplifies the talent and 
fine craftsmanship found in the stores of JA 
Member jewellers nationwide,” JA President & 
CEO David J. Bonaparte said. “We are excited 
that the new ‘People’s Choice’ CASE Award 
generated so much enthusiasm and gave even 
more exposure to the skill and creativity of 
Jewelers of America members.”

The winners in the four price categories were 
determined by a panel of design experts who 
evaluated the entries on the following criteria: 
overall design, marketability, practicality/
wearability and quality of manufacture. Judges 
included Natalie Bos Betteridge, Jewels du 
Jour; Amy Elliott, JCK Contributing Writer 
and About.com Engagement Rings Editor; 
Severine Ferrari, Engagement 101; Amanda 
Gizzi, Jewelers of America; Michelle Graff, 
National Jeweler; and Maria Tsangaropoulos, 
GIA Jewelry Manufacturing Arts instructor.

Jewelers of America awards $500 cash prizes 
for first-place winners of the four retail value 
categories and $500 worth of Facebook 
advertising for the winner of the “People’s 
Choice” CASE Award. All five winners will 
receive a customised CASE Award trophy, 
national and local media coverage, and a 
feature in National Jeweler magazine.

Jewelers of America announces 
CASE Award winners

Jewellery Up to $2,000 
The Gem Vault 
Flemington, NJ
Designed by Sharon Curtiss-Gal
A 14K white gold jellyfish pendant featuring an Ethiopian 
opal (2.12 ctw) with a line of pave set round diamonds, 
and prong set diamonds scattered throughout the jelly-
fish tentacle (SI1 clarity, G-H color).

Jewellery $2,001 to $5,000
Aucoin Hart Jewelers

Metairie, LA
Designed by David White

Diamond and sapphire earrings set 
with two 8.5 mm pearls, round

Jewellery $5,001 to $10,000
White & Ivory
Leesburg, VA
Designed by Avalina
18K rose gold ring with Black Australian doublet 
opal, marquise blue sapphire (0.53 ctw) and 
round brilliant diamonds (0.12 ctw).

Jewellry $10,001 to $50,000
The Gem Vault 
Flemington, NJ

Designed by Sharon Curtiss-Gal
14K white gold necklace containing a 
5.89 marquise shape Brazilian Paraiba 

Tourmaline. Diamond strands connects 
four flower stations containing pave set 
Brazilian paraibas and diamonds. Total 

weight of the diamonds is 3.08ct , VS-SI1 
clarity, F-G color.

“People’s Choice” Winner
Christian Caine Design
Shepherdstown, WV
Designed by Christopher Rankin
Milano© pendant in 14K rose gold and includes 28 
round ideal cut diamonds of varying weights (0.90 ctw) 
shown on a 22 inch adjustable cable chain.



OCTOBER

SEPTEMBER

Junwex Moscow

JAS 2016

Jeweler’s International Showcase (JIS)

Istanbul Jewelry Show

VicenzaOro - Fall

Midora Leipzig

International Jewellery London

Autumn Fair Birmingham

Asia’s Fashion Jewellery & Accessories Fair

Hong Kong Jewellery & Gem Fair

27-07

01-04

03-05

3-06

13-16

08-11

12-15

02-06

02-02

13-17

Leipzig, 
Germany

Hong Kong, 
Hong Kong

London, United 
Kingdom

Hong Kong, 
Hong Kong

Birmingham, 
United Kingdom

Miami Beach, 
FL, USA

Istanbul,
Turkey

Vicenza, Italy

Moscow, 
Russia

Jaipur, India

JULY

JANUARY

Jovella

Palakiss Winter

Singapore International Jewelry Expo

RJO Buying Show

Pawn Expo 2017

Antwerp Diamond Trade Fair

New York Antique Jewelry & Watch Show

AGTA GemFair Tucson

JCK Luxury Privé

JCK Tucson

JA New York Summer Show

Malaysia International Jewellery Fair

03-04

19-24

21-24

30-04

23-25

31-03

23-25

13-16

20-22

18-20

28-30

28-31

Las Vegas, 
NV, USA

Antwerp, 
Belgium

Kuala Lumpur, 
Malaysia

New York, 
NY, USA

Tucson

New York, 
NY, USA

New York, 
NY, USA

Tucson,
AZ, USA

Singapore

Savannah, 
GA, USA

Tel Aviv,
Israel

Vicenza, Italy

FAIR CALENDAR

AUGUST

AUGUST

05-07

03-06

13-16

15-18

24-27

24-26

26-27

06-08

08-12

12-14

15-18

28-30

RJO Buying Show

Taiwan Jewellery & Gem Fair

Atlanta, 
GA, USA

Dubai, UAE

Denver, CO, USA

Taipei, Taiwan

Tokyo, Japan

Toronto, Canada

Dubai, UAE

Moore Park, 
NSW, Australia

Baltimore, 
MD, USA

Berlin, 
Germany

Birmingham, 
U.K.

Berlin, Germany

Moda Accessories

Import Shop Berlin

SJTA Atlanta Jewelry Show

VicenzaOro Dubai

Toronto Gift Fair

Dubai International Jewellery Week

Baltimore Summer Antiques Show

Mineralis

JAA Jewellery Tradeshow

Japan Jewellery Fair

JUNE
29-01

05-07

05-08

06-09

16-18

01-05

02-08

15-18

22-25

GLDA Las Vegas Gem Show

Las Vegas, 
NV, USA

Las Vegas, 
NV, USA

Hyderbad, India

Hong Kong, 
Hong Kong

Las Vegas, 
NV, USA

Las Vegas, 
NV, USA

Phnom Penh, 
Cambodia

Las Vegas, 
NV, USA

Las Vegas, 
NV, USA Couture Las Vegas

JCK Luxury

Swiss Watch at JCK

JCK Las Vegas

Las Vegas Antique Jewelry & Watch Show

Cambodia Gems & Jewelry Fair

Hyderabad Jewellery, Pearl & Gem Fair

Luxury China
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Want to become a diamond master?

Join our education programme 
and learn from the best.

Our international programme combines enduring 
tradition and constant innovation, with the diamond 
grading and identifi cation course as our fl agship. 
HRD Antwerp education stands for technical excel-
lence, practical experience and the joy of working 
with diamonds.

Check our courses at www.hrdantwerp.com

HRD Antwerp is based in the world’s oldest 
diamond capital.
Discover more at

www.hrdantwerp.com


