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Dear Readers, 

Welcome to issue 12 of the World Diamond 
Magazine! 

This issue is - for the most part - dedicated to 
Antwerp, on the occasion of the Antwerp Diamond 
Year. From October 2017 to February 2018, the 
City of Antwerp is organising a dedicated Diamond 
Year: a festive period full of events to celebrate the 
unique, 570-year bond between the City of Antwerp 
and the diamond industry. In collaboration with the 
Antwerp diamond industry, this diamond-themed 
period will feature the unveiling of a diamond 
landmark, a temporary exhibition at the MAS 
Museum, the opening of DIVA, the new diamond 
museum and various other initiatives in the City of 
Diamonds. If you’re visiting Antwerp during this 
period, make sure to take part in one of the many 
activities that the city is organising in cooperation 
with the Antwerp World Diamond Centre. 

We are grateful to Jeroen Martens and many other 
members of staff at DIVA for their assistance toward 
the writing of the cover stories of this issue. 

Esther Ligthart, a leading jewellery communications 
specialist and blogger from the Netherlands, wrote 
one of the cover stories on Antwerp, offering her 
insights into the ‘Antwerp experience.’ 

Earlier this year, Stephane Fischler, the AWDC 
President, took up his role as the Acting President 
of the World Diamond Council. We are grateful to 
our colleague Vladimir Malakhov for allowing us to 
reproduce his interview with Stephane published on 
the Rough & Polished site.    

Antwerp is the only diamond centre that has four 
diamond bourses, which are organised under the 
banner of the Federation of Belgian Diamond 
Bourses (FDBD). We feature an exclusive interview 
with Philippe Barsamian, the newly elected FBDB 
president.

Bart de Hantsetters, president of the Belgian 
Diamond Manufacturers Association, wrote an 
important article on how the Antwerp diamond 
industry can continue to create added value. If you 
missed his first article in issue 11, go online to read it 
first. All earlier issues of the World Diamond Magazine 
can be downloaded from the World Diamond Mark 
website: www.worlddiamondmark.org. 

Of course, as usual, we have many of our regular 
authors and contributors on board. 

Altogether, the editorial team once again has produced 
and contributed great content. 

Enjoy the read!
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Organised by 
UBM Rotaforte 
Uluslararası 
Fuarcılık A.Ş., 

UBM Asia’s Turkish branch, 
the largest exhibition organiser 
on the Asian continent and 
the fifth biggest international 
jewellery exhibition in the 
world, the Istanbul Jewelry 
Show will be bringing together 
the professionals from the 
jewellery industry for the 46th 
time at CNR Expo, Istanbul 
Fair Center, March 22 to 25, 
2018. 

Some 1,500 buyers are invited 
to the fair as part of the 
International Buyers Delegation 
Programme and will be hosted 
exclusively at the exhibition. 
The Istanbul Jewelry Show will 
be featuring over more than 
1,250 local and international 
Jewellery companies and 
brands, representing a wide 
range of product groups and 
industry sectors including 

gold, loose diamonds and 
coloured gemstones, gold 
jewellery, finished jewellery set 
with diamonds and coloured 
gemstones, pearls, silver 
jewellery, silver accessories 
and silver household items, 
a wide choice of mountings 
in silver, yellow gold and 
white gold, watches, jewellery 
moulds for manufacturers 
and workshops, jewellery 
packaging, window displays 
and decorations, jewellery 
manufacturing machinery 
and tools, supporting industry 
equipment, safes, software, 
logistic services and lighting 
product groups. The exhibitors 
will be showcasing their special 
products and collections to 
around 28,000 professionals 
from the jewellery sector who 
will arrive from more than 110 
countries.

Master designers as well as 
budding, young jewellery 
design talent will be showcasing 

The most trendy jewellers 
of the year 2018 will be in 

this fair!
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their’ latest designs at Designer 
Market.

Turkish jewellery 
industry continues its 
rapid growth

Turkey is currently among the 
top five countries in terms of 
gold jewellery production in 
the world and is considered the 
most powerful rival of Italy by 
international jewellery experts 
and analysts. Turkey’s gold 
jewellery exports, which stood 
only at US$2.8 million in 1992, 
skyrocketed to US$ 3.67 billion 
in 2016. Other figures from 
2016 put Turkey in second 
place in the export of gold 
jewellery to Europe, closely 
following Italy.

In global terms, Turkey ranks 
fourth in the world in the 
export of gold Jewellery, after 
China, India and Italy. On 
the other hand, Turkey ranks 
first in Europe in the recycling 
of gold scrap and third in 
the world and is the world’s 
number one manufacturer of 
jewellery mounting. In general 
terms, Turkey has moved up to 
the eleventh position on the list 
of jewellery exporters.

Buyer delegations from 
65 countries 

For many years, the exhibition 
has operated an“International 
Buyers Delegation Programme” 
coordinated with and 
supported by he Ministry 
of Economy of the Turkish 

Republic. In practice, the 
Buyers’ Delegation is organised 
by the General Secretary of 
the Istanbul Minerals and 
Metals Exporters Association  
(IMMIB), the Turkish Jewellery 
Exporters’ Association (JTR) 
and UBM Rotaforte with the 
goal to support exports, find 
new markets and preserve 
the current market share. As 
part of the programme, 1,500 
buyers, the overwhelming 
majority of whom are 
wholesale buyers and retailers 
from Europe, the Middle East, 
North America, North Africa 
and the Far East will be hosted 
at the exhibition. The business 
meetings to be held during 
the course of the exhibition are 
expected to generate around 80 
percent of Turkey’s jewellery 
exports in the coming term.

Designer Market!

The Design Market is organised 
by JTR at the Istanbul Jewelry 
Show, bringing together, 
experienced, renowned master 
jewellers with young, budding 
jewellery design talent on the 
same platform. JTR expends a 
lot of efforts to encourage young 
people to enter the jewellery 
profession and to develop skills 
that will enable them to develop 
a career in the Jewellery industry 
and trade. The Designer Market 
will prominently exhibit the 
young designers' designs and 
the Jewellery they produce in a 
especially created design pavilion 
in the fair.

Latest designs of 2018  
at Istanbul Jewelry 
Show

The Turkish Jewellery 
industry is more than 
ever before identified 
with original and modern 
design. After it successfully 
succeeded in shedding 
its label as the jewellery 
contract manufacturer in the 
world, the Turkish jewellery 
business community invested 
significant efforts and means 
in developing unique jewellery 
designs. At the show in March, 
a flurry of designers and 
companies will be launching 
trendy designs from their 
2018 Fall and Winter jewellery 
collections to the participating 
global jewellery buyers, with 

special catwalks, shows and 
other promotional activities. 
These efforts are supported by 
the Ministry of Economy of the 
Turkish Republic, IMMIB, JTR 
and KOSGEB.

The Istanbul Jewelry Show is 
certified by UFI - The Global 
Association of the Exhibition 
Industry and holds a an ISO 
9001 Quality Management 
System certificate. The show 
brings together more than 
47.000 industry professionals, 
among them 845 exhibitors 
from Turkey and the world in 
a 90.000 sqm venue every year 
in March and October. www.
istanbuljewelryshow.com

22 – 25 March 2018
CNR Expo, Istanbul Fair Center

EXHIBITION DATES AND 
HOURS

22 March 2018 – Thursday                                    
11.30 - 19.00

23 March 2018 – Friday                                            
9.30 - 19.00

24 March 2018 – Saturday                                      
9.30 - 19.00

25 March 2018 – Sunday                                          
9.30 - 17.00
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Stephane Fischler: 
It’s crucial everybody 
feels confident that 
their suppliers use the 
System of Warranties
By Vladimir Malakhov, Editor– in-Chief, Rough and PolishedStephane Fischler

The System of Warranties 
(SoW) in the diamond 
industry dates back to 2002, 
when the World Diamond 

Council (WDC) in cooperation with 
the World Federation of Diamond 
Bourses (WFDB) and the International 
Diamond Manufacturers Association 
(IDMA) launched this package of 
measures to strengthen the Kimberley 
Process Certification Scheme (KPCS) 
as a voluntary pattern of industry self-
regulation aimed at weeding out conflict 
diamonds from the supply chain.

The annual general meeting of the 
WDC recently held in Dubai was 
focused on broadening the scope of the 
KPCS and formalising principles related 
to the “duty of care” for responsible 
business practices in the framework 
of the System of Warranties. In this 
interview given to Rough & Polished, 
Stephane Fischler, Acting President of 
the WDC, shares his views on the issues 
raised during the two-day event.

The World Diamond Council annual 
general meeting in Dubai discussed 
propositions to broaden the scope of 
the Kimberley Process Certification 
Scheme to enhance prevention and 
reduce the risk of systemic violence 

and conflict. Was any final decision 
taken in this regard and how this may 
be done?
In 2012, during its AGM in Vicenza, 
the WDC took a very clear position 
to broaden the scope of the KPCS 
and proposed a new definition for the 
term “conflict diamond” to include 
“diamond-related violence in rough 
diamond producing and trading areas.” 
This remains our position today. We 
believe that an agreement around 
broadening the scope is the best way 
to work preventively in lowering the 
risk of conflict and give a much better 
chance to sustained development. At the 
same time, we need to talk more inside 
the industry about how to provide 

confidence in all spheres—providing 
adequate protection to all stakeholders, 
and in particular the most vulnerable. 
We as an industry should provide more 
guarantees to the final consumer. That is 
our responsibility.

The WDC concluded its meeting 
noting that extensive and constructive 
discussions spanned issues and 
opportunities for the diamond 
industry to ensure that no diamond 
is linked to conflict or human 
rights abuses. Does it mean that the 
definition of “conflict diamonds” 
has been extended to include human 
rights violations as well?
Discussions followed throughout the 

INTERVIEW
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two-day meeting, focused on various 
ways to strengthen the integrity of the 
complex diamond supply chain. This 
included ideas to broaden the scope of 
the KPCS to enhance prevention and 
reduce the risk of systemic violence and 
conflict. Members also explored, besides 
the standards of industry initiatives such 
as the Responsible Jewellery Council, 
universally accepted approaches 
towards responsible business conduct 
(such as those proposed by the 
Organization for Economic Co-
operation and Development) that 
should be incorporated into existing due 
diligence systems. The approaches will 
enhance awareness and responsibility 
of all participants in the diamond 
supply chain. We need to ensure that 
all involved in the diamond industry 
benefit for the long term. Again, the 
focus is on preventing violence and that 
all involved benefit for the long term.

Could you disclose the essence of 
discussions around the WDC System 
of Warranties (SoW) and describe the 
principles related to the “duty of care” 
for responsible business practices in 
the diamond supply chain? 
The term “duty of care” was introduced 
during a seminar around conflict 
minerals co-organised by one of our 
member organizations, CIBJO – the 
World Jewellery Confederation. The 
duty of care relates to the responsibility 
of each player in the value chain to 
trade only with responsible parties 
that can demonstrate their adherence 
to universally accepted ethical and 
responsible business practices. It 
means asking questions and looking 
for solutions. It means that when a 
transaction is clearly associated with 
parties committing or contributing to 
fund violence, we need to just say ‘no’ 
and the transaction shouldn’t take place.

At the Kimberley Process 
Intersessional Meeting in Perth, 
Australia, last year, it was said that the 
then existing System of Warranties 
was far from being perfect and there 
was a hope to update it by the end of 
this year. Were there any new elements 
introduced in it and to what effect?

Indeed, the WDC System of Warranties 
(SoW) was also reviewed during the 
WDC General Annual Meeting that 
included all major member-based 
industry organisations: CIBJO, IDMA, 
WFDB and the United States Jewelry 
Council (USJC). Consensus was reached 
to formalise principles related to the 
“duty of care” for responsible business 
practices. The principles are intended 
to raise awareness around universal 

norms of business conduct and current 
legal obligations and incorporate more 
assurances as recommended by various 
governance-related international and 
national treaties. Principles should 
be easily incorporated into any size 
organisation, including small and 
medium sized businesses.

By far not every diamond jewellery 
buyer is aware of the System of 
Warranties. What is done by the WDC 
to enlighten the general public about 
it and in what practical way may the 

SoW be used by diamond jewellery 
retailers to give guarantees to their 
customers?
You are right. Retailers are not 
sufficiently informed about our 
commitments. This is certainly the 
focus of our efforts and communication 
strategy for the coming months. We will 
create communication toolkits for the 
jewellery associations to allow them to 
better inform their members. It’s crucial 
everybody feels confident that their 
suppliers use the SoW and showcase 
their due-diligence to provide and 
spread all necessary assurances. Again, 
as I already said, we as an industry 
should provide more guarantees to the 
final consumer.

As it appears, the Dubai Diamond 
Conference is not the first to point to 
the need for a reform of the Kimberley 
Process. What are the aspects of 
such a reform voiced by the industry 
stakeholders this time?
The main reforms are focused on the 
need to broaden the scope, establishing a 
permanent secretariat, review the current 
KPCS core document and standards and 
the functioning of the peer review system. 
We must define what has worked well and 
what was badly designed. I hope that an 
inclusive and respectfully managed review 
process can achieve further progress for 
the future. It’s also important to highlight 
that despite the fact that it’s not perfect, 
the KP has been so far comparatively very 
successful.

“WE MUST DEFINE WHAT
HAS WORKED WELL AND

WHAT WAS BADLY 
DESIGNED.

I HOPE THAT AN INCLUSIVE
AND RESPECTFULLY 

MANAGED
REVIEW PROCESS CAN

ACHIEVE FURTHER 
PROGRESS

FOR THE FUTURE. 
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What is the current role played by 
NGOs in the Kimberley Process and 
have they finally come to terms with 
this organisation regarding its principal 
policies?
I guess you should better ask them this 
question. For us they are full partners in 
the scheme and an essential support on 
the ground.

The Central African Republic was 
allowed by the Kimberley Process to 
export diamonds from its KP-compliant 
areas, but the general situation 
there seems to be shaky. What are 
the steps taken by the KP to prevent 
contamination of the diamond pipeline 
with conflict diamonds coming from the 
country’s non-compliant areas?
As you know, the CAR is under strict 
monitoring by the KP. A monitoring 
team constituted of relevant KP working 
groups and representative of the civil 
society and WDC is working under pre-
established terms of references and an 
operational framework that guide their 
work in allowing exports exclusively 
from mining zones where the absence 
of conflict is established, free access 
to all communities and with required 
traceability. There are currently five so-

called “green” zones in the West of the 
country that are authorised to export. 
No zones in the rest of the country 
including the East is yet authorised to 
export. The traceability requirements 
are very strict and allow for prevention 
of contamination. We do however 
follow the evolutions in the country very 
closely.

Are there any other sources of ‘conflict 
diamonds’ arousing concern of the 
Kimberley Process?
No, not currently. However, the 
importance of the KP and the WDC 
remains crucial when it comes down 
to the future, as there are still areas 
where diamond mining may take 
place that suddenly become involved 
in armed conflict. There will always be 
new challenges, and we stand ready to 
address them.

The Kimberley Process will finally 
have its Permanent Secretariat based 
on the decision of the WDC Board 
at this year’s meeting. What are the 
functions and tasks facing it in the 
near future?
We hope that, together with others, 
we can convince the KP members to 

agree on the principle to establish a 
Permanent Secretariat. The main goals 
are to guarantee institutional memory, 
garner and manage KP related data, 
provide technical assistance and capacity 
building in the ASM sector, enhance 
KPCS implementation and of course 
professionally support the work of the 
KP Chair and Vice Chair as well as the 
KP Working Groups. One important 
issue however should be considered, 
according to the WDC. A mandate 
for the chairs of one year is very short 
to allow for continuous and strong 
improvements.

This article was originally published by 
Rough & Polished (www.rough-polished.
com), the web’s leading information 
and analytics on diamond and jewellery 
markets in the Russian Federation. 
Rough & Polished is headed by Editor-
in-Chief Vladimir Malakhov. He can 
be reached via e-mail:editor@rough-
polished.com. 
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The United Arab Emirates (UAE) instituted a Value Added Tax (VAT) that will 
go into effect on January 1, 2018. This tax, applicable to all product groups, will 
be calculated on the total of raw materials and labour costs, also in the jewellery 
industry and trade. This means that in practice the cost of labour in the jewellery 
sector will almost be doubled. Due to this measure and the resulting increase 
in costs, the future of Dubai, which is regarded as one of the the world’s most 
important gold trading centres, is under threat. It is expected that the competitive 
position of Turmey as a gold trading and production centre will increase 
significantly and attract more business for the Gulf countries. 
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The United Arab 
Emirates (UAE) 
instituted a Value 
Added Tax (VAT) 

that will go into effect on 
January 1, 2018. This tax, 
applicable to all product 
groups, will be calculated 
on the total of raw materials 
and labour costs, also in 
the jewellery industry and 
trade. This means that in 
practice the cost of labour 
in the jewellery sector will 
almost be doubled. Due 
to this measure and the 
resulting increase in costs, 
the future of Dubai, which 
is regarded as one of the the 
world’s most important gold 
trading centres, is under 
threat. It is expected that 
the competitive position of 
Turmey as a gold trading 
and production centre will 
increase significantly and 
attract more business for the 
Gulf countries. 

Labour costs to almost 
double in the UAE

Ayhan Güner, Chairman of 
Turkish Jewellery Exporters’ 
Association (JTYR), who 
has close followed the 
developments of the taxation 
policies in the UAE, made 
the following observations 
about the issue. “The decision 
of the UAE  government to 
implement a five percent VAT 
on all product groups is of 
important significance to the 
Turkish jewellery industry 
and trade and I believe that 

it levels the playing field in 
our industry. We al l know 
that the UAE, in particular 
Dubai, companies have 
been given tax holidays, and 
many more perks that made 
Dubai a highly attractive 
haven for, among others, gem 
and jewellery companies. 
We believe that with  the 
implementation of the VAT, 
an extra cost of about US$2 
per gram of gold will emerge. 
Currently labor prices in 
the gold jewellery industry 
revolve  around $2- $2.5. 
This means that in effect, 
Dubai will be losing its 
advantageous pricing and 
the development possibly 
may lead to as much as an 80 
percent contraction of the 
gold trade in Dubai and the 
UAE. 

Global jewellery 
industry focuses 
İstanbul

With the tax changes 
occuring in the UAE, 
jewellery companies that 
were based in the UAE 
began looking for alternative 
locations that would benefit 
their business models. One of 
the more attractive locations 
that many companies looked 
into and are looking into, is 

Kuyumcukent is without 
doubt Turkey’s leading and 
most diverse production 
centre of Turkish jewellery 
sector. However, with some 
20,000 people employed by 
more than 1200 jewellery 
manufacturing firms, service 
companies anc supporting 
industries, it is also one of 

largest and therefore 
most important jewellery 
production centres in the 
world!

Invite to companies to 
come to Istanbul

Kuyumcukent houses a wide 
variety of operations. It hosts 
large-scale factories and 
many hundreds of small and 
medium-sized manufacturers 
of gold, silver and diamond 
jewellery. The advantages of 
having virtually all products 
and industry services under 
a single roof are many: 
companies do not need to 
venture out of the area to 
access their suppliers and 
service providers, making their 
business flow and processes 
more effective and, most 
importantly, more economical 
and, consequently, cheaper.

The only advantage of 
Istanbul is not to that it 
is an encompassing and 
modern production center. 
Foreign companies who join 
their Turkish colleagues 
at  Kuyumcukent will be 
offered and have access to the 
same set of services. Once 
via applications have been 
processed and approved, these 
firms get access, just to give 
an example, to the ExImbank 
export insurance system that 
is of utmost importance to 
reduce the risks of companies 
exporting their products, both 
to existing and to new markets. 

Istanbul is one of the most important gold 
jewellery production centres in the world. 
It will also become a gold trading centre 
after the tax application in Dubai.

Ayhan Güner
Chairman, Turkish Jewellery Exporters’ Association
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INTERVIEW

Antwerp has been a diamond trading centre 
for almost six centuries, and therefore 
diamond bourses are a relatively ‘new’ 
phenomenon in the city. But since the 
beginning of the 20th century, the diamond 
bourses have been Belgium’s diamond trade 
most important institutions, regulating, 
guiding, overseeing, and when needed, 
slapping on the wrist the thousands of 
traders who hold bourse membership. 
Antwerp counts no less than four diamond 
bourses, which together form the Federation 
of Belgian Diamond Bourses. The World 
Diamond Magazine interviewed its new 
president, Philippe Barsamian. 

The election of Phillipe 
Barsamian as the new president 
of the Federation of Belgian 
Diamond Bourses (FBDB) 

is a good opportunity to look at the 
important and central role Antwerp’s 
diamond bourses still play in the Scheldt 
city’s diamond industry and trade, and 
to demonstrate that when Antwerp’s 
bourses need to speak with one voice, 
to e.g. to the government or other 
outside entities, the FBDB is the bourses’ 
mouthpiece and sole representative. 

In the world of the diamond trade, 
Antwerp is unique: it counts no less than 
four diamond bourses. 

The oldest bourse is the Diamantclub van 
Antwerpen (DVA). Founded in 1893, 
the bourse is not only Antwerp’s oldest 
diamond bourse, but also worldwide. 
The other three bourses, De Beurs voor 
Diamanthandel, de Vrije Diamanthandel 
and the Antwerpsche Diamantkring 
were established, respectively, in 1904, 

1911 and 1929.  The four bourses created 
the FBDB in 1936, and in 1947 stood at 
the cradle of the WFDB. To this day, the 
official seat of secretariat of the WFDB 
is in Antwerp and is run out of the joint 
FDBD and WFDB offices in the DVA 
building in Antwerp’s diamond district.  
The influence of the FBDB is not to be 
underestimated: with the total number 
of diamond bourses affiliated to the 
World Federation of Diamond Bourses 
(WFDB) currently at 30, Antwerp alone 
counts for 12 percent of the WFDB 
membership.  

I spoke to Philippe Barsamian at the 
Club, weeks after his election.  

Is there still a point to having the 
FBDB?
Certainly! To understand why, we 
need to look at the bigger picture. We 
all know that Antwerp, and with it the 
other diamond trading centres, has gone 
through enormous, structural changes.

At the time that my grandfather Carlos 
Sirakian entered the trade, Antwerp was 
a major manufacturing hub, employing 
many thousands of cutters and polishers, 
while today we are predominantly a 
diamond trading hub.

However, contrary to other centres, 
such as Amsterdam and New York, 
Antwerp has retained its role and 
function as the world’s leading trading 
centre of both rough and polished 
diamonds. Any company that has an 
international trading network will have 
an office in Antwerp, and often will 
remain headquartered here, while its 
manufacturing will take place elsewhere, 
in India, China or other Asian countries. 

At the same time, Antwerp also has 
retained and continues to develop its 
expertise in manufacturing high value 
diamonds. It also is on top of the world 
when it comes to R&D, developing 
high technology, and has all top of the 
bill service providers in gemmology, 

by Ya’akov Almor

PHILIPPE BARSAMIAN
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logistics and financing. One only needs 
to take a walk through the three streets 
that make up Antwerp's diamond quarter 
to realise that we are a melting pot of 
people and nationalities. More than 70 
languages are spoken and from Antwerp 
polished diamonds are shipped to all 
five continents, very often to members 
of other bourses who then trade them 
further downstream. 

And anyone who wants to buy rough, 
by attending tenders and auctions or by 
visiting the offices of the many rough 
traders stationed here, will come to 
Antwerp. And Antwerp’s central role in 
the diamond business also continues to 
be recognised by the major producers, 
among them ALROSA and Rio Tinto, 
which have offices here.

African producers who want to sell their 
rough will offer their goods here by means 
of tenders and auction. Only a few weeks 
ago, we hosted the mining ministers of 
all major African diamond producing 
countries for the 2017 African Diamond 
Conference, during which the ministers, 
members of the diplomatic corps, the 
global diamond industry, civil society 
and academia discussed the challenges 
and opportunities for African diamond-
producing countries now and in the 
future. 

Of course, the topics that were tabled also 
are relevant to Antwerp, and to the trade 
at large, such as the potential impact of 
synthetic diamonds, the changes we need 
to implement in our marketing methods 
to meet the demand of today’s consumer, 

transparency, and, and these topics will be 
of increasing importance throughout the 
supply chain, and in particular in Africa, 
responsible supply chains and leveraging 
the diamond industry for economic 
development in the producing countries.

Why I am saying all this? 
Because at the heart of the diamond 
trade are the bourses – and as you 
know, we have four of them here in this 
small quarter that houses thousands of 
companies and individuals who trade 
in diamonds. Bourse membership is the 
yardstick a diamantaire is measured by. 
The membership in a diamond bourse is 
a sine-qua-none for any diamantaire who 
wants to do business and wishes to show 
and prove that his reputation is beyond 
reproach. 

We all know 
that Antwerp, 

and with it the 
other diamond 

trading centres, 
has gone through 

enormous, 
structural 
changes. 
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At the same time, the bourses, as an 
institution, also represent their members 
to third parties, and their brief is to 
improve the business environment, 
improve it and protect it. The FBDB, in 
other words, has its hands full, as it does 
all this on behalf of the four bourses that 
make up its membership.”

What are the major issues that worry 
you? 
First of all, my brief is to assure that 
Antwerp as a trading center retains its 
strength. I earlier mentioned the African 
Diamond Conference. It was organised 
by the Antwerp World Diamond Centre 
(AWDC), which is Antwerp’s umbrella 
organization that markets Antwerp in all 
its aspects, to the world. They did a grand 
job with the conference. But as traders, we 
are facing a whole set of issues we need to 
address ourselves. 

Financing
One of the burning issues is the lack 
of financing and the fact that no new 
financial institutions are coming into 
Antwerp to work with the diamond 
trade. It’s no news that KBC’s Antwerp 
Diamond Bank has closed and that in the 
USA, Standard Chartered has withdrawn 
credit from a host of companies. Here in 
Antwerp, contrary to India, the problem 
is now very acute and a real threat to 
our cash flow and credit. It is essential 
that we get more and better access to 

credit terms, so that we can compete in 
the international arena. Don’t forget, 
manufacturers and traders, as part of 
the mid-stream, are always between the 
proverbial hammer and the anvil. On 
the one hand we most often pay cash for 
goods we purchase, but are required to 
offer credit terms to our upstream clients. 
At the same time, contrary to the past, 
our diamonds are no longer considered a 
true collateral by the banks. So what are 
we supposed to do? It is a problem that 
goes beyond our borders, that is obvious, 
but we need solutions, here in Antwerp. 
We’re looking, with our colleagues in 
the Belgian Diamond Manufacturers 
Association (SBD), the WFBD and IDMA, 
the International Diamond Manufacturers 
Association, to find other financial 
institutions that can offer their services to 
our industry and trade.

Isn’t the trade’s obsession with 
synthetic diamonds exaggerated?  
Maybe, but that is very much because 
the rise of production of and demand 
for synthetic diamonds have caused our 
business community to take a fresh look 
at our own product, natural diamonds. 

Gem quality synthetic diamonds are 
now a given in the market. As long as 
there is proper disclosure, in all sizes and 
qualities, there is no problem in trading 
in them.  Unfortunately, the mixing of 
small and melee sized synthetic diamond 

into parcels of natural goods have not 
only caused great uncertainty in those 
categories – since they constitute a large 
segment of goods overall in the market 
– but the reputational damage they have 
done is far greater. The FBDB is adamant 
that this phenomenon is to be stamped 
out. 

At the same time, synthetics have woken 
up the industry to the need to promote 
natural diamonds. The DPA’s campaign 
“Real is Rare” alludes also, but not only, 
to how special natural diamonds are. 
Contrary to the past, we, the traders, 
need to become better connected to the 
downstream markets, understand the 
needs of the retailers and learn what 
today’s consumer, including Generation 
X and the so-called Millennials expect 
and want! After all, without sales to the 
consumer, our business will not thrive. 

And that brings me the celebrations of 
the Antwerp Diamond Year that will 
be taking place in the coming months. 
The City of Antwerp, and the AWDC, is 
promoting Antwerp in particular to the 
end-consumer.  The end consumer needs 
to know that today, too, Antwerp is the 
ultimate hub for diamonds and diamond 
jewellery. The city is doing a fantastic 
job, with the exhibition in the Mas, and 
the opening of DIVA in our historic city 
centre. Anything that is done to promote 
Antwerp as the world’s leading diamond 
centre is a good thing.  



 Winter 2018-12 | World Diamond Magazine  19

AAPB_fullcolourC.eps
ABN AMRO Private Banking, full-colour for coated paper
Width shield: 20 mm
Overlap: 0,05 mm

ABN AMRO has been a trusted partner to the diamond and jewellery sector for over 100 years. Our unrivalled experience, 
detailed knowledge and global presence enable us to provide you with tailored financial solutions. We look forward to 
discussing how we can enhance your results and add value to your business to set the foundations for sustainable growth. 

abnamro.com/diamondandjewellery

combining strengths  
to create cutting-edge results

ABN_D&JC_Adv_Idex_210x270_Wt.indd   2 09-06-15   14:48



20 World Diamond Magazine | Winter 2018-12

By Ya’akov Almor

I cannot remember when 
in the past the Israel 
Diamond Exchange 
pulled out the stops, 

as it did on occasion of the 
IDE’s 80th anniversary this 
November. Those of the guests 
who arrived late would find no 
parking space in the multi-
level, underground parking 
garage of central Tel Aviv’s 
Cultural Center and Theatre 
complex, nor in the streets and 
parking lots in the immediate 
vicinity of the event’s location. 
The theatre’s foyer was packed 
with throngs of - often multi-
generational - IDE members 
and the 2,500-plus guests, 
mingled, chatted, ate and 
drank for an hour and a half, 

long past the time set for them 
to enter the main concert hall 
and take their seats. Once 
inside, there were, as usual, 
too many speeches, but the 
excellent entertainment that 
followed made well up for it.

It was not difficult to find the 
centrepiece of the evening as 
the crowds would ultimately 
push you in the right 
direction. Yoram Dvash, the 
IDE president who just days 
earlier had been re-elected for 
a second term, was having a 
ball. Usually a restrained, soft 
smiling man, his face showed 
immense pleasure and he was 
careful to shake all the hands 
he could and look each and 

everyone he saw in the eye. 
Seemingly, it was a typical 
grand event, during which 
the politician is happy to hold 
court and take in the love and 
support of his constituents. 

But looks alone are deceiving. 

Only days after the event – to 
which I will come back to 
below – the leading Hebrew-
language business daily 
Globes published an extensive 
article-cum-interview with 
Dvash, which basically 
smashed the average reader’s 
perception that Dvash would 
be just another chip off the old 
block, keeping the gates of the 
diamond industry and trade, 

and in particular those of the 
Israel Diamond Exchange, 
firmly bolted, keeping out any 
undue influence or authority, 
including the police. 

Through the article, the public 
learned that Dvash, in spite of 
raising the ire and irritation 
of the IDE’s old guard and 
establishment, had taken a 
number of steps that changed 
and will continue to change 
fundamentally the way the IDE 
and Israel’s diamond trade at 
large is run - and perceived. 

A few examples, as presented 
in the Globes article. Dvash 
engaged a well-known 
professor of philosophy, Prof. 
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Yoram Dvash, 
President , Israel Diamond Exchange

Assa Kasher, to write the IDE’s 
Ethical Code. The writing of 
the code is not so much the 
special issue here, but the 
choice of the person assigned 
to the task is; Prof. Kasher is 
highly regarded, if not revered 
in Israeli society, as he also 
wrote the ethical code of the 
Israel Defence Forces (IDF), 
something he did after he had 
become a bereaved father. 
By appointing Kasher, Dvash 
emphasized his resolve to get 
things done, and in ostensible, 
transparent manner. 

Then Dvash, Globes reported, 
took more measures no 

president generated from the 
IDE’s establishment would ever 
have considered: he unlocked 
the doors of IDE’s infamous 
Arbitration Committee, 
which was run by IDE 
members for IDE members 
to resolve disputes between 
diamantaires, and brought 
in several well-respected, 
retired judges to oversee the 
process. This is nothing but 
revolutionary but with this, 
Dvash indicated, he was not 
yet done. Already during his 
first term, Dvash invited the 
Israel Police, in particular 
the Financial Crimes Unit, to 
come and investigate several 

cases of alleged fraud and 
embezzlement in the exchange 
buildings. Furthermore, Dvash 
was the sitting president who 
has succeeded, contrary to his 
predecessors, in finalizing and 
closing a new tax deal for the 
diamond industry and trade 
at large.

But Dvash indicated he would 
not stop there. He is there not 
only to clean out the stables, 
but also to ensure that the 
horses that stay in the stables 
will get a fair chance at racing 
against the other horses in 
the international diamond 
industry and trade. And Dvash 

isn’t shy to flex his muscles and 
take the government to task 
for its lack of support, for not 
giving the diamond industry 
the same incentives other 
industries are awarded with 
relative ease. 

In Belgium, he told the Globes 
reporters, the diamond trade 
pays 15 to 20 times less tax 
than its counterpart in Israel. 
And Dvash wants his members 
to pay less as well, in spite of 
the fact that the current tax 
deal is still stuck in the Israeli 
parliament (the Knesset) for 
final approval. 

Asked what it is he really wants 
from the government, Dvash 
ticked off the things he needs 
for the industry and trade 
not to crash and disappear. 
The government needs to 
understand unequivocally 
that if we do not get the little 
help we ask for, this industry, 
this trade, will disappear, 
he noted. We want a fully 
regulated tax system, yes, in 
spite of the fact that we have 
the current system waiting to 
go through approval in the 
Knesset. In fact, I want what 
the government gives to the 
high-tech industry: 
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tax breaks and financial 
benefits. Dvash argued further 
that the investments made by 
the Israeli government are what 
kept the Israeli high-tech in 
Israel and allowed it to grow. 
Without that support, all these 
companies would long have 
been in Ireland. I want tax 
benefits, and all the support 
that will keep what we still 
have, here in Israel, he added. 

Naturally, the Globes 
journalists also touched upon 
the issue of diamond industry 
financing, one that vexes not 
only the Israeli diamond trade, 
but also that of Antwerp, 
Belgium and the USA. 
Explaining that the withdrawal 
of local and international banks 
from financing the diamond 
trade and the lack of financial 
incentives and support from 
the government is affecting 
the Israel’s diamond industry 
and trade negatively across 
the board, Dvash pointed 
out that at the same time, the 

Indian government offers 
its own diamond industry 
broad support, by means 
of guaranteeing the credit 
taken from banks by Indian 
manufacturers and traders, 
enabling the latter to compete 
and perform at a much higher 
level. 

This, Dvash said, must and 
can be countered, if only the 
government would listen 
and lend a hand. And lo and 
behold, the government is 
listening, and has promised to 
deliver. Dvash is in advanced 
negotiations with the tax 
authorities, as well as with the 
Ministry and in particular 
with the Minister of Finance 
himself, with whom Dvash is 
reportedly also friendly on a 
personal level.

Back to the IDE’s 80th 
anniversary celebrations. The 
Minister of Finance was in 
attendance and so were the 
head of the Tax Authorities and 
of the Knesset’s all-powerful 

Finance Committee who 
promised to make Dvash’s 
demands a reality. For Dvash, 
it couldn’t have been a better 
party. 

Contrary to his predecessors, 
Dvash, 53, is a first generation 
diamantaire. He originally was, 
and actually still is, a farmer 
who lives in an agricultural 
community and proudly shows 
visitors the many acres of 
olive and mandarin trees on 
his property. As such, he is 
not beholden to the secretive 
character and behaviour of the 
clans of multi-generational 
diamond families that until 
recently ran the politics of the 
Israeli diamond industry and 
trade. Dvash subscribes to the 
work ethic and ideology of his 
father, a pioneer and farmer 
whom he took great care to 
honour and thank during his 
festive speech. 

For the younger generation of 
the Israeli diamond business 
community, he is a beacon 

of hope. And with a bit of 
luck, a cooperative board and 
enthusiastic constituents, 
he may very well succeed in 
bringing about the innovations 
he proposes and the changes 
he foresees, and thus assure its 
future for generations to come.

And more is expected from 
him. Dvash currently serves 
as vice president of the World 
Federation of Diamond 
Bourses (WFDB), and while, 
according to his own testimony, 
he was long reluctant to enter 
into public service, he has 
taken enthusiastically to this 
task as well, taking an active 
part in the WFDB’s politics as 
well. It remains to be seen how 
his public career will develop 
further, but he is definitely a 
new - and relatively young – 
kid on the block who may exert 
considerable influence on the 
direction the diamond industry 
and trade will be taking in the 
years to come.



 Winter 2018-12 | World Diamond Magazine  23
UAE  GCC  ASIA  ASIA PACIFIC

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



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

24 World Diamond Magazine | Winter 2018-12

C

M

Y

CM

MY

CY

CMY

K

JTR_Gatefold_Ads_FINAL_40x27cm.pdf   1   4.01.2018   16:23



 Winter 2018-12 | World Diamond Magazine  25

C

M

Y

CM

MY

CY

CMY

K

JTR_Gatefold_Ads_FINAL_40x27cm.pdf   1   4.01.2018   16:23



26 World Diamond Magazine | Winter 2018-12

Since Ever, in Antwerp
Diamonds 

ANTWERPWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D



 Winter 2018-12 | World Diamond Magazine  27

Celebrating 570 years 
of diamonds and their 
presence in the city on 
the banks of the River 

Scheldt presents a wonderful 
opportunity to look back into 
history. To reflect, much like one 
does at a wedding anniversary. 
And just like any marriage, 
we take a look at the ups and 
downs. The little and big secrets, 
the moments we’d rather forget 
and the moments we love to 

celebrate today.

Modern Antwerp loves to show 
the world why she is still the 
reigning queen of the diamond 
industry and trade. And, one 
must admit, its past, present, and 
hopefully, its future, are bright!

The impressive city of Antwerp 
I look at the diamond industry 
through the rather romantic eyes 
of a jewellery lover and can’t help 
being put off by the efficiency 

and sheer size of everything in 
Antwerp’s diamond business. 
The efficiency of the Antwerp 
diamond trade, the presence 
of several diamond bourses, 
hundreds and hundreds of 
companies, gem labs, logistics 
providers, banks, and more. It is 
all jaw-droppingly impressive!

About 80 percent of the world’s 
annual production of rough 
diamonds pass through the 
Belgian city of Antwerp, 50 

percent of polished diamonds 
are traded here, and annual trade 
comes to $58 billion in 2015. The 
Antwerp diamond and jewellery 
trade are all concentrated in 
barely one square kilometer, 
close to the city’s charming 
Central Station. 

Amsterdam and London, 
tourists and diamonds 
When you walk through 
Amsterdam, however, you 
receive the impression that 

Esther Ligthart has worked for over 25 years within the jewellery industry. Today she writes 
for several international trade magazines and runs a consultancy business for both jewellery 
retailers and -brands. She also is the founder of Bizzita.com. A popular jewellery blog with 
a unique perspective on jewellery. https://www.bizzita.com 

ABOUT ESTHER 
LIGTHART

by Esther B.J. Ligthart

“A document dating back to the year 1447, recently discovered in Antwerp’s City archives, 
describing a diamond sales contract. It inspired the City to declare the Antwerp Diamond Year, 

and celebrate 570 years of diamond manufacturing and trading in Antwerp.”
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it’s Amsterdam that still leads 
the diamond trade. From 
Gassan Diamonds, guiding 
many hundreds of tourists 
a day through its historical 
buildings and leading them 
smoothly afterward to their 
salesrooms, to Coster’s Diamond 
Museum on ‘Museum Row,’ 
and to Royal Asscher, the 
long-standing, world famous 
diamond company that even 
has a diamond cut named 
after it. There are also little 
boutiques throughout the city, 
seducing people, especially the 
tourists, to buy ‘diamonds from 
Amsterdam,’ but as we all know, 
the beautiful city of Amsterdam 
has not played a role in the 
global diamond role since World 
War II. 

If you go to Antwerp, you won’t 
find many references to its most 
famous trade. Of course, in 
and around the Central Station 
there are quite a few stores 
selling diamonds and diamond 
jewellery, but, in my view, they 
are not very tempting. The real 
- B2B - business takes place in 
the many offices concentrated 
in the three streets of the 
Diamond Quarter; the Rijfstraat, 
Hoveniersstraat and Schupstraat.

The Antwerp diamond trade 
clearly does not care much about 
private diamond buyers and 
jewellery loving tourists. Visit 
London’s Hatton Garden and 

you’ll be overwhelmed by the 
famous and gorgeous jewellery 
stores near its headquarters in 
London’s diamond trade centre. 
Antwerp could – and possibly 
will – do much better. The 
first step taken by Antwerp’s 
diamond trade to serve the 
end-consumer better was the 
establishment of a jewellers guild 
named Antwerp Most Brillant. 
A choice group of retail jewellers 
were awarded this prestigious 
quality mark, aimed solely at 
guaranteeing the consumer the 
integrity of the jewellery and the 
quality of his or her jewellery. 
The World Diamond Mark 
announced recently that it will 
accept any member of Antwerp 
Most Brilliant into its ranks, too. 

On the B2B side, Antwerp 
does not seem to fear its 
position – after all, anyone who’s 
anyone, whether rough traders, 

wholesalers, brokers, traders, 
jewellery manufacturers or retail  
jewellers – know that this is the 
epicentre of diamonds.

In the Diamond Quarter
Walk the three streets of the 
quarter, and you’ll see - and 
hear - an international crowd. 
Apart from the large number 
of Belgians – themselves of a 
variety of creeds, traditions 
and walks of life – you’ll run 
into Africans from a host of 
countries, Armenians, Chinese, 
Japanese, Indians, Israelis, 
Lebanese, Turks, Saudi Arabians, 
South Africans, and many more 
nationalities. Some 70 languages 
can be heard on the street, 
spoken by throngs of people who 
talk, trade and walk everywhere. 
Unfortunately, since the attack 
on Brussels airport, there is a 
constant presence of armed 

military forces and armoured 
cars parked strategically. But on 
these streets, everybody speaks 
with, and to, everybody, no 
matter his or her origin, creed 
or walk of life. All are connected 
by their passion for what the 
Flemish have come to call ‘het 
steentje’ - the diamond.

It has taken a long time to put 
this international mosaic of 
people together - no less than 
570 years. And, to celebrate, the 
City of Antwerp is organising 
a dedicated Diamond Year 
from October 2017 to February 
2018: a festive period full of 
events to celebrate the unique, 
570-year bond between the 
City of Antwerp and the 
diamond industry and trade. 
In collaboration with the 
Antwerp diamond industry, 
this diamond-themed period 
will feature the unveiling of a 
diamond landmark, a temporary 
exhibition at the MAS Museum, 
the opening of DIVA, the new 
diamond museum, and various 
other initiatives in the City of 
Diamonds.

To get an idea of how this all 
came to be, we’ll need to dig into 
the history books. Below, we’ll 
dwell on some of the highlights 
of almost six 

About 80 percent of 
the world’s annual 

production of rough 
diamonds pass 

through the Belgian 
city of Antwerp, 50 
percent of polished 

diamonds are traded 
here, and annual 

trade comes to $58 
billion in 2015.
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centuries of history, without 
any pretention of being 
complete and accurate. 

Quote: Saying mazzel (luck in 
Yiddish) sealed the deal in the 
early days and was worth more 
than any contract.

The story begins
It has not always been a 
pretty (his)story. Calling it 
tumultuous is perhaps even 
a euphemism. But it is a 
fascinating story. Filled with 
intrigues, mystery, betrayal, 
religion, commerce and 
morals.
Even when today Antwerp 
seems to present itself 
as an open, tolerant and 
economically flourishing world 
city, we should not forget 
that this a relatively recent 
development. Antwerp is part 
of a country where the tension 
between Flanders and Wallonia 
is still an issue, and in the 
diamond trade, too, tensions 
between groups of different 
origin and religion have not 
always been as good and 
peaceful as they are today! But 
let’s not wander too much from 
our subject…

The first mention of a diamond 
trade transaction was found in 
the city archives - not too long 
ago - and dates back to 1447. 
Hence the celebration of the 
570 years this year! 

From the second half of the 
19th century, the number 
of Jews active in Antwerp’s 
diamond industry and trade 
grew significantly (This was true 
for Amsterdam as well). The 
severe pogroms in Russia during 
the last three decades of the 19th 
century caused tens of thousands 
of Jews to head westwards, and 
to reach the harbours of, among 
other cities, Rotterdam and 
Antwerp to make their way to 
America. But, as often happens, 
many would stay behind, and 
try to find a place in the much 
more tolerant societies of the 
Netherlands, Belgium and 
also the United Kingdom. The 
industrial revolution was in full 
swing, the countries’ economies 
– and that of their colonies 
where diamonds were found – 
were booming, and there were 
jobs to be found, including in 
the diamond industry and trade. 

Literature teaches us that 
diamonds were first found in 
India. Traders, often Jewish,who 
had family members involved 
in gemstones, jewellery and 
orientalia, bought them in 
India, or in the Middle East and 
traded them with their business 
connections in Venice and 
Genoa, Italy. 

From  East to West 
When the diamond trade 
shifted to Portugal, as the 
stones now came not only 

from the Portuguese enclave 
of Goa in South India, but 
also, in large quantities, from 
Brazil, Portuguese Jews, many 
of them seafarers, also become 
closely involved. Barred from 
most professions by the Catholic 
Church, the trade in diamonds 
was a new phenomenon and 
therefore not protected by the 
many guilds that excluded Jews 
from participating. But in 1492, 
first in Spain, and in 1508, the 
bewildering reign of terror 
by the Catholic church - the 
Inquisition - against the Jews 
culminated in their expulsion 
and the Jews fled to safer 
grounds. Flanders in those days 
was still part of the Netherlands. 
Amsterdam, however, became 
the Portuguese Jews’ main safe 
haven as the Netherlands were 
known for tolerance of people 
and ideas. This tolerance was 
mostly driven by commercial 
values, but also by science, with 
the presence of many different 
religious groups and cultures 
which thrived in this open-
minded country. A sizeable 
group of Portuguese Jews settled 
in Amsterdam, others in the 
Hague, and a few in Antwerp. 
With them, they brought 
invaluable information about 
trading and shipping routes, 
trade relations, language skills 
and often sizable funds.
Between Antwerp and 
Amsterdam 
In 1585, Antwerp fell into the 

hands of the Spanish, this meant 
the - temporary - end of the 
diamond trade in Antwerp 
as the people fled en-masse 
to Amsterdam, a free city. 
Amsterdam flourished soon 
after, and with the help of its 
commercial shipping empire, 
spearheaded by ‘de Verenigde 
Oostindische Companie,’ the 
East Indian Company (VOC), it 
became the diamond capital of 
the world.
However, in the 18th century, 
diamonds were found in Brazil 
and as the market shifted, 
London became the other 
shining star of the diamond 
industry. Yet most of the cutting 
and work on diamonds was still 
done in Amsterdam and in and 
around Antwerp. The two cities 
kept battling for hegemony. 

But in both cities, the diamond 
industry and trade really took 
off when diamonds were found 
in South Africa. At this point, 
Antwerp was bustling with 
activities and people. The 
diamond traders, the factory 
owners and of course, the 
financial companies, thrived. 
London provided a lot of work 
for Antwerp. Amsterdam 
would lose its position in 1912 
due to an economic crisis 
and it would never regain 
its position again. Efforts 
to re-establish the diamond 
industry and trade in 
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Amsterdam after World 
War II and Holocaust were 
unsuccessful. 

A new chance for Antwerp  
World War II was equally 
devastating to Antwerp’s 
diamond business 

community. Countless 
Jewish members of 

the four bourses 
were brutally 

murdered by 
the Nazis. 

The 

Belgian 
cutting 

and polishing 
industry, 

however, was for 
a long time located 

in the Campinas, where 
a wide network of cottage 

industry workshops, often 
at farms, was still in place. 
Many new initiatives were 
developed to help the 

diamond industry recover, 
but the decades after the war 
brought structural and social 
changes to the industry. Strict 
labour laws impeded the re-
development of the cottage 
industry as it was strictly 
forbidden for farmers and 
others to combine agriculture 
with diamond cutting and 
polishing. Factories soon 
became limited in their 
growth after the introduction 
of the 38-hour working 
week, and overtime became 
too expensive. From the 
late 1950s, India became an 
ever stronger competitor 

as diamond cutters 
worked for far less 

than their Belgian 
counterparts. 

And, within 
a few 

decades, 
diamond 

labour 
migrated from 

the west to the 
east. Today, India’s 

hegemony as the cutting 
and polishing hub of the 
world is an undisputed fact. 

Antwerp and the 
economic crisis
Antwerp remains the world’s 
most important diamond 
trading centre. And it all 
takes place in one small 
square kilometre. Some 
stones visit the Belgian city 
twice, first as rough and then 
as polished. That fact, too, is 
undisputed!

Of course, the economic 

crisis of 2008 hit the global 
diamond trade hard and long. 
Anything that happened and 
happens in the industry is 
part of what is now called the 
“New Normal”. 

And nothing is normal 
among consumers anymore, 
either. 

Diamonds, as a luxury 
product and as the symbol 
of eternal love, have its 
challenges nowadays, as the 
Millennial generation does 
not just sail on every wave. 
These new consumers seem 
to attach far less value to the 
established brand names and 
the famous De Beers phrase 
“A Diamond is Forever’’ 
doesn’t resonate as much 
with them as it did with past 
generations. 

Fascinating Antwerp                    

I already knew that diamonds 
are fascinating. I also always 
knew that the diamond world 
is interwoven, of course, with 
the jewellery world, but that 
is also very much a stand-
alone industry. A world 
where you would almost 
forget how beautiful a 
diamond really is. That 
our planet Earth gave us 
these stones, born billions 
of years ago under the 
most extreme conditions. 
We trade diamonds as a 
commodity, an investment 
almost, in addition to 
their use in jewellery, but 
diamonds remain a small 
natural wonder and their 
history is, just like the 
city of Antwerp that is 
so intertwined with this 
stone, and where diamonds 
have been - since ever!
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The City of Antwerp 
and the Antwerp 
World Diamond 

Center (AWDC) kicked 
off the celebrations of the 
Antwerp Diamond Year on 
September 28 of this year, 
in the heart of the Antwerp 
diamond quarter. Belgium’s 
deputy minister of foreign 
trade, Pieter De Crem and 
Antwerp city alderman 
Nabilla Ait Daoud, as well 
as a host of ambassadors, 
were present for the event. 

Organised as a street 
party, the opening of the 
Antwerp Diamond Year 

was celebrated with the 
cutting of a giant cake 
glazed with the flags of 
70 nations the Antwerp 
diamond sector does 
business with.

The Antwerp Diamond 
Year events are held under 
the adage “In Antwerp 
we speak diamond. 
Diamond capital since 
1447. “ Indeed, Antwerp 
has been the capital 
of the world diamond 
trade for more than 
five centuries. AWDC’s 
mission is to ensure that 
Antwerp remains at the 

forefront of the global 
diamond industry, to foster 
awareness of Antwerp’s 
unparalleled contributions 
to local and international 
trade and to inspire current 
and future generations to 
embrace the beauty and 
value of our product. 

AWDC promotes 
the interests of more 
than 1,700 individual 
companies representing 
6,600 direct and 26,000 
indirect jobs in Belgium; 
Antwerp’s diamond 
imports and exports 
provide a significant boost 

to the Belgian economy, 
representing 15 percent of 
all Belgian exports outside 
the European Union (EU)
and five percent of total 
exports. More than 70 
nationalities work together 
in Antwerp every day in 
the most international 
diamond trade centre in 
the world. On a broader 
scale, the diamond trade 
provides employment and 
ensures a better livelihood 
for millions of individuals 
on all five continents.

The kick(cake)-off of the Antwerp Diamond Year in September 2017
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Customer service fundamentals
By Brad Huisken

Understanding 
the subtleties of 
quality customer 
service is essential 

to consistently providing the 
positive interaction which 
builds the reputation and 
renown throughout your 
customer base. Customers 
clamour to receive great 
customer service all of the 
time. Clearly, great customer 
service is recognised when 
extra touches are added 
which rock the customer 
in positive ways. It is a 
great experience to provide 
customer service that merits 
positive feedback from the 
customer to the company, 
the management, other 
customers, the salesperson, 
and anyone else who will 
listen. So what are the 
basic qualities of fabulous 
customer service?

Positive attitude

A salesperson who exudes a 
positive attitude takes pride 
in how their appearance 
reflects the desire to engage 
with customers. Being 
cheerful and welcoming 

gives the message of looking 
forward to the interaction 
with the customer; 
enthusiasm translates 
into confidence that the 
customers’ retail needs will 
be completely met. 

Personality

The salesperson who can 
interact with customers 
in such a way that 
communicates compatibility, 
compassion, humour, 
sincerity, and honesty are 
winners every time! 

Expertise

Extensive background with 
regard to the features and 
benefits of each product in 
the store eases the experience 
from the point of view of 
the customer. The more 
confidently that a salesperson 
can guide a customer toward 
making the purchase that 
best meets their needs, the 
more stellar the purchase 
becomes to the mind of the 
customer. (But what if I’m 
a novice with this product? 
The concern is understood, 

but if one considers that 
basic product knowledge 
is an immediate job skill, 
the novice can devote the 
time essential to product 
knowledge as quickly as 
possible. In other words, 
make the time to learn all 
about your product: your 
livelihood depends on it!) 

Engagement

During the course of the 
product demonstration, 
interacting with the 
customer in such a way 
that encourages/demands 
personal involvement with 
the uses of the purchase, 
increases rapport with 
the client and positive 
feelings about the product, 
while eliciting purchasing 
objections. Thoughtfully 
considering and satisfying 
each of those objections 
smoothly imparts to the 
customer that they have been 
heard, that you care about 
their ability to gain the most 
from their purchase and that 
their concern, while worthy 
of an answer, need not be a 
deal-breaker. 

Perception

The ability to interpret 
signals from the customer 
that they have finalized a 
buying decision is a critical 
skill and turning point in the 
sales transaction. Most of us 
are not fond of the concept of 
parting with our cash. Period. 
The ability of the salesperson 
to remove the concern/
doubt/fear/reluctance 
from the buyer in a caring, 
smooth fashion further 
builds confidence in the 
customer about the product, 
the overall transaction, and 
the wondrous ability of the 
salesperson with whom they 
are interacting! 

Service

Assuring the customer 
that should a need arise, 
the salesperson and the 
company, at large, will 
stand behind the sale and 
the customer’s choice 
of product. This skill 
allows the customer to 
be reassured, valued, and 
confident that this was the 
best decision EVER!
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Neither the 
upstream, nor 
the midstream 
industry‘s 

efforts in generic diamond 
promotion seem to have led 
to tangible, quantifiable and 
increased sales numbers that 
these parties and, of course, 
the retail sector, were hoping 
for. 
Below I’ve made a list 
of questions to try and 
summarize where “we” 
currently are and if, 
possible, where we need to 

learn to listen better to the 
consumers. Ultimately, we 
need to decide what the best 
route is to regain consumer 
trust. Is it by carrying out 
a barrage of advertisin, as 
the DPA is doing? Or is it 
more important to support 
retail jewellers in their 
efforts to sell diamonds and 
diamond jewellery, which is 
the prerogative of the World 
Diamond Mark Foundation 
(WDM). Or is there a third 
route, where consumers 
are shown, consistently and 

constantly, that diamonds 
play an important role in 
improving the lives of the 
common people who mine  
both in Africa and elsewhere?

Have the millions of dollars 
paid by the diamond 
producers to advertising 
agencies been effective? 

Doesn’t really look like it, 
does it?

And what about the efforts 
of the World Diamond Mark 
Foundation (WDM), the 

organization established 
by the World Federation of 
Diamond Bourses (WFDB) 
to support retailers in 
their generic diamond 
promotions? 

They have failed to make 
an impact, for a number 
of - mostly politically driven 
– reasons, but the most 
important one is the lack of 
support and funding.

Did the “Real is Rare” and 
“Part of You(TM)" campaigns 
‘connect’ with consumers? 

YOUR DIAMOND
YOUR STORY 
YOUR STORE 
YOUR PROMOTION

TM
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by Ya’akov Almor
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Hmmm, seems the jury is still out on that 
one.

Was the DPA’s decision to focus on 
diamonds’ rarity, aimed, among others, 
at countering synthetics, a prudent 
choice? 

Answer: Most probably not! It seems 
the diamond business community is not 
able to look at the long term, does not 
understand that with its obsessing it creates 
lots of free publicity for synthetics and 
shoots itself in the foot by not addressing 
its most important issues which all revolve 
around its credibility.

Is there, possibly, another approach 
to the promotion of diamonds and 
diamond jewellery?

Answer: That’s what we are going to try 
and find out below. 

Since the establishment of World 
Diamond Mark Foundation (WDM) in 
2014, the launch of its first programmes 
and consequently the formation of the 
Diamond Producers Association (DPA) 
in 2015, the diamond and jewellery 
industry, and in particular retail 
jewellers, have been receiving mixed 
messages as to how diamonds need to be 
promoted to the consumer and which is 
the best approach. 

The WDM was founded by the World 
Federation of Diamond Bourses and 
up to now effectively has been the 
midstream industry’s only independent 
and real effort to take control of the 
marketing messages of their ‘proprietary’ 
product: the polished diamond. 

The WDM quickly found its voice, 
announcing it would concentrate on 
working directly with and for retail 
jewellers, those parties who work hard to 
let the diamond jewel cover the longest 
distance – the last 18 inches of the sales 
counter – from the retailer over to the 
end-consumer. 

The DPA, on the other hand, and judged 
by its visible actions, concentrated on 
the end-consumer, very much as the 
Diamond Promotion Service (DPS) had 
done in the past. 

The business models of the two 
organisations are very different.

The WDM’s goal was, and remains, after 
receiving seed funding, to build its own 
professional team and to become self-
supporting and self-financing by creating 
an ecosystem in which the WDM and its 
retail members would have a reciprocal 
relationship. 

Going forward, the WDM started 
building its tool box. It created the 
WDM Authorised Diamond Dealer 
programme and began running pilot 
programmes to gauge retailers’ needs 
and reactions. 

Partnering with the Turkish Jewellery 
Exporters Association, known by its 
acronym JTR, the World Diamond 
Magazine - the magazine you’re 
currently reading - was founded, to soon 
become one of the prominent hard copy 
magazines serving the retail sector.

Further on, the WDM creative team 
formulated the “Part of You(TM)" 

campaign, a programme based on story-
telling that would help retailers not only 
tell the diamond story to consumers, 
but also to motivate consumers to weave 
their own diamond’s story, and as such, 
to make the purchase of diamonds and 
diamond jewellery “Part of You(TM).” 

It was, and is, all ready to go, but the lack 
of funding has brought the work of the 
WDM to a halt…..

The DPA, consisting of seven members, all 
diamond producers, chose to market its 
work - coordinated by a CEO with a small 
team - and to make considerable funds in 
the millions of dollars available to creative 
agencies to produce consumer messaging.

In a video explaining the DPA’s videos 
for the holiday season of 2017, Paul 
Malmstorm, a manager at the DPA’s 
creative agency, Mother New York, 
explained that the videos would 

YOUR DIAMOND
YOUR STORY 
YOUR STORE 
YOUR PROMOTION

TM
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continue, as in its first year in 2016, to 
revolve around the small moments of 
love between partners. 

How effective are these clips? My long-
time colleague Rob Bates is undisputedly 
the diamond jewellery industry’s leading 
diamond editor. His fulltime job at JCK 
- there are not many fully employed 
editors left in jewellery journalism - 
affords him the ‘luxury’ of following the 
diamond industry closely and reporting 
on it. Many in the industry will read Rob 
only to stay up to date with the truly 
important developments.

With the compliments out of the 
way, let’s look at a recurring survey 
of the jewellery commercials Rob 
does at the year end. During the past 
eight years, Rob has been critiquing 
jewellery advertising, and toward the 
end of December 2017, he looked at 
videos, among others , in particular 
those commercials produced ahead of 
the 2017 holiday sales season. This is 
the link (https://www.jckonline.com/
editorial-article/jck-2017-holiday-
jewelry-advertising-roundup) to the 
article and since you will be reading this 
article many weeks after the holidays, it 
will allow readers to contemplate their 
effectiveness. 

Scrolling toward the end of the article, I 
was surprised mostly by the low ranking 
of the video produced by the Diamond 
Producers Association (DPA). Out of 
a list of nine, the first, sixth and eighth 
videos were produced by commercial 
jewellery companies and chains. 
Forevermark ranked ninth and the DPA 
seventh. Here is what Rob wrote and 
reported about the DPA clip called The 
Other Party.

Consumers’ comments: 

– “I loved the coyness of the characters 
here. It’s understated and feels more 
genuine…I also liked the opportunities 
to see the ring itself multiple times as it 
moved with the woman’s hand. Great 
display of the piece.”

– “Honestly, it just looks like really forced 
product placement.”

– “Not sure what this is for.”

My comments: Last year’s Diamond 

Producers Association “Real is Rare” 
commercials attracted notice by 
boldly breaking the standard template 
for diamond ads. This year’s batch 
assiduously adheres to it. The difference 
is these ads target older millennials. That 
dinner-party-attending couple is a little 
too old to run off to Thailand with a 
snake.

This is a nice ad—with another male 
vocal—but the similar Blue Nile spot 
worked better for me.

Something to ponder: Just who is this 
other party?

Again, take a moment to go to Rob’s 
article online and give it a read. Rob’s 
stuff is always good. 

Seven out of the nine commercials 
surveyed were made by jewellery chains 
and companies. Surely, they did not 
invest millions in their productions? No 
doubt, they spent good money, and got 
good results, as judged by Rob Bates. 

More importantly, it seems the jewellers 
know their targets as well, if not, better 
than the agency.

My bold conclusion would be: why not 
get the retailers on board in this project 
and create a number of generic ads that 
can be shared……

But wait! Been there, done that. 

That is, more or less, what the DPS used 
to do! 

What stories about diamonds really 
connect to consumers, then? Or, what 
stories have the most potential to raise 
the consumers’ interest about diamonds?

Let’s pick one. An item of interest 
that got significant media attention 
was Laurence Graff buying the ‘Peace 
Diamond’ from Sierra Leone. Auctioned 
by Rapaport, a good part of the sale’s 
proceeds was marked to bring about 
positive change in the villages in the 
diamond fields where the diamond 

GET IN TOUCH
Life is full of stories. You, the diamond retail 

jewellers, have exciting diamond stories to tell. 

Some of you may have a great story about how 

you created a fantastic design piece, while others 

have stories about consumers gifting diamond 

jewellery. Diamonds become part of the life story 

of consumers, designers and retailers alike.
 

We at the World Diamond Mark are interested 

in these stories and want to promote them, 

together with your company, to the consumer. 

Storytelling is at the core of our Part of You™ 

diamond promotion campaign.
 

To share your stories, please contact us:  

add@worlddiamondmark.org

www.passion.diamonds/share-your-story
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was found. The auction 
was the culmination of a 
saga that showed how a 
local pastor in one of Sierra 
Leone’s diamond fields took 
a large diamond, found by 
diggers, to the authorities, 
instead of smuggling it out 
of the country He secured 
a promise that the proceeds 
would, at least in part , come 
back to the local community. 
Consumers love these stories, 
about the people on the 
ground, and how diamonds 
can change their lives for the 
better. 

The DPA also picked up on 
this, as evidenced by a story 
it placed in the New York 
Times. The story’s writers 
accompanied ordinary 
workers during their daily 

routines in a diamond mine 
in the inhospitable climate 
of the mine’s location, 
close to the arctic circle in 
Canada. It’s a fantastic piece, 
with fantastic photography. 
But it was paid-for 
(wondering what the cost 
of creating and placing 
that was), and not ‘organic,’ 
making it an advertorial. 
Yes, it matters, consumers 
are not stupid. But with its 
content, this article is a step 
in the right direction.

Unfortunately, organic news 
stories are the exception 
to the rule. The Diamond 
Empowerment Fund creates 
good stories about how 
diamonds contribute to 
local mining communities, 

and we need more of those. 
They need better funding 
and more support from 
the industry. “Diamonds 
Do Good” is a much better 
slogan than “Real is Rare.”   

At the same time, the recent 
news coming out the last 
KP meetings, with the 
NGO Impact (formerly 
Partnership Africa-Canada) 
stepping away from the KP 
saying that “ “Consumers 
are being sold something 
that is not real.” To say that 
is not great advertising for 
the diamond sector is an 
understatement and grist 
to the mill of the synthetics 
producers. Countering 
that with “Diamonds Do 
Good” would be much more 
effective than “Real is Rare.”

Now that we have 
mentioned the “S“ word, 
let me ask: are synthetic 
diamonds a threat? 
Only to those who have no 
clue. 
For our colleagues in the 
coloured gemstone industry 
synthetic stones - emerald,
sapphire, ruby, spinel and 
many other gemstone 
varieties - are a fact of life, as 
these have been around for
more than a century.

What has this meant for 
them? 
Savvy gem dealers, from 
rough buyers to polished 
traders all are well educated 
and equipped, both in terms 
of knowledge as well as 
instrumentation, to avoid 
any pitfalls. 
What has happened to the 
prices of natural coloured 
gemstones since synthetics 
came into play? 
They have gone up. As 
simple as that. 

Of course, as the diamond 
industry is currently 
experiencing, synthetics can 
be a nuisance, but they play 
no competing role. 
Also, to retailers, synthetic 
diamonds may look like a 
nice marketing opportunity. 
Marketed at lower prices, 
presented as ‘green,’ 
‘responsible’ and ‘conflict 
free,’ since they are made 
in a factory and not mined, 
some consumers may opt 
for synthetics. Newsflash: 
synthetic diamonds have no 
resale value whatsoever. Do 
consumers realise this? 
Will synthetics disappear? 
Absolutely not! They will 
probably secure a single 
digit percentage market 
share in the long run. 
Why? 
Again, history will repeat 
itself. With increasing 
supply and declining prices 
– the rule of economics – 
wholesale and retail prices 
of synthetics will continue to 
go down.
The diamond industry needs 
to take a page out of the 
coloured gemstone’s history 
and learn from it. Stop 
talking about synthetics, 
and start telling good 
stories about diamonds. The 
synthetic ‘craze’ will pass, 
the market for products 
will balance out, and prices 
will go down to a level 
of significant and telling 
differentiation. As indicated 
above, the panic in the 
midstream market is the 
result of historical ignorance 
and the inability to do some 
long-term thinking.
Not all the questions I 
asked above were answered. 
Some of the opinions and 
ideas presented may be 
provoking. If you agree, then 
I have done my job. 
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nstagram, which today is one of 
the world's most important social 
media channels and platforms, is 
quickly becoming brands' preferred 

channel to introduce and to show new 
fashion and jewellery designs. This 
is also true for the Turkish jewellery 
design and manufacturing market.

Instagram’s immediacy allows for new 
ideas and designs to be seen instantly by an 
enormous audience and the social media 
channel’s emphasis on images with minimal 
verbiage makes it an ideal tool for fashion 
and jewellery design news and for marketing 
new products to their target audiences.

One of the brands that has been using 
Instragram intensively, effectively, and 
with considerable success, is the HerStory 
brand. The Herstory brand has followed 
an extraordinary trajectory in its design. 
Inspired by traditional Turkish jewellery 
designs and customs, in particular 
Trabzon mesh, it aims at an audience 
of modern, urban women with a sense 
for both tradition and modern design.

To get the right impact and draw attention 
to one’s products, Instragram demands 
images to be engaging and of high quality. 
HerStory has done such a professional 
job with its photography that your finger 

willy-nilly goes to the follow button.

HerStory’s designs and ‘story’ are inspired 
by modern, urban women who want to tell 
their story. Women first began telling their 
own (hi)story back in the 1960s, as part of 
the feminist movement that took off in the 
USA. Neglected by patriarchal cultures, 
women felt they needed to do away with 
'his-story' and replace it with 'her-story.'

As such, women who opposed the 
definition of history as only men’s history, 
called their own history “herstory.”

Designed and produced with the latest 
production technology, the HerStory 
brand offers jewellery executed in 
in 14-karat gold and diamonds. 

HerStory’s new Olden collection offers a 
different perspective on the centuries old 
jewellery making tradition of Trabzon 
mesh. HerStory’s new Olden collection is for 
sale at the Beymen luxury department store 
chain, and available in pink and yellow gold.
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Automatic grading could 
herald a second diamond 
industry revolution

The diamond 
cutting and 
polishing 
industry 
remained 

pretty much unchanged for 
centuries, then went through 
a revolution in the 1990s. 
That was when technology 
took much of the human skill 
out of the process. It began as 
a simply upgrading of the way 
things had been done thus 
far, starting with automatic 
polishing, laser kerfing and 
sawing as well as automatic 
bruting. Technology 
suddenly presented huge new 
possibilities. Now, almost 

anyone with some basic skill 
and training could cut and 
polish a diamond.

Then came more technology 
— developed by Sarine — 
that trampled on turf that 
was hitherto the exclusive 
preserve of highly-paid 
and skilled humans. This 
new technology, which 
initially included basic rough 
planning, and then mapping 
concavity, marking the rough 
with a laser, and finally, the 
complete interior mapping 
of a rough diamond and its 
inclusions and flaws by a 
machine, was another huge 

step that made more human 
skills redundant.

The natural development 
that resulted from this was 
fully automatic planning of 
the way a particular piece of 
rough could be best cut, with 
the machine’s algorithms 
factoring in criteria to 
maximise the total value of 
the resulting polished with 
a variety of combinations of 
carat weight, colour, clarity 
and cut.

That last human holdout, the 
diamond-cutting planner, was 
suddenly rendered redundant.

The second diamond 
revolution

Now, with Sarine announcing 
that it has fully automated the 
diamond grading process, 
we are at the point of a 
second diamond revolution. 
Technology is now in a 
position to directly impact 
the diamond trade pipeline’s 
commercial segment.As 
we all know, a diamond’s 
value is determined by the 
wCs — carat weight, cut, 
clarity and colour. The carat 
weight has for long been 
exactly determined by one 
of the oldest electronic 

By Akiva Caspi

Akiva Caspi is a diamond industry consultant who helps individual dealers and companies 
in managing their business and improving performance in every aspect of the business 
from rough purchasing, manufacturing through grading and much more. An electronics 
graduate, he is an expert in integrating new technologies and acquiring intellectual prop-
erties. He has previously been Vice President at Sarine Technologies; Director of research 
at the GIA; Vice President at Dialit System and Director for Technology at the Israel 
Diamond Institute.
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technologies employed by 
the diamond industry — the 
digital weighing scale. There 
has never been an argument 
about it as both buyer and 
seller accepted without any 
doubt the result of the digital 
readout.

Cut grading today can be 
measured by non-contact 
measuring devices such as 
Sarine’s Diamension. Most 
mainstream diamond industry 
stakeholders own such devices 
and so there isn’t much debate 
about cut grade either — 
though a stone’s polish is still 
evaluated manually.

Colour and clarity have until 
now been the sticking points 
in commercial transactions. 
Hitherto, they have been 

subjective determinations 
made by human experts. 
Being subjective and given 
that no two experts or two 
laboratories need necessarily 
agree, there has always been 
the maximum amount of 
dispute over colour and clarity.

Game-changing impact

With Sarine’s claim that these 
two parameters can now also 
be fully automated with an 
objective result, we are looking 
at a game-changing impact on 
the industry. 

One can imagine buyers and 
sellers in innumerable offices 
around the world simply 
referring the diamonds they 
want to either buy or sell, to a 
machine, much the way they 

unhesitatingly put a diamond 
or a packet of diamonds into 
the tray of a digital weighing 
scale.

Will it speed up the diamond 
processing pipeline? The 
answer is a definite ‘yes’ in 
the small sizes and more 
inexpensive qualities — by 
far the largest segment 
in the diamond industry 
worldwide. Fewer parcels 
of goods in these categories 
will be referred to the 
grading laboratories. With 
instant referral to a machine, 
commercial transactions 
themselves will be speeded up.

Pricing however, is a much 
more complex issue. Pricing 
is ultimately driven by 
consumers. And consumers 

may still want the assurance 
of a third party - reputed 
diamond grading labs - to 
determine the value (based on 
the grades) of the diamond 
they are considering

for acquisition.

Here too, however, the 
possibility of a complete 
revolution exists. Once 
Sarine’s grading technology 
is made available on a mass 
scale to retailers everywhere, 
consumers could well have 
the grade of the diamond 
determined instantly, before 
their own eyes and feel 
confident enough to pay 
whatever price a particular 
grade commands in the 
market at the time.

Sarine offers a diamond report 
called Profile, that covers 
the fully automated 4Cs and 
more, so that manufacturers, 
traders and retailers can 
provide this report to 
accompany the diamond.

It is too early to tell right now, 
but the diamond processing 
industry is definitely on the 
brink of some revolutionary 
changes.
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The New Gold Centre of Middle East

The eyes of the global jewellery industry are focused on 
Istanbul after a new tax policy was put into place in the UAE. 
Since last year, more than 200 foreign companies have started 

operating at İstanbul Kuyumcukent Complex. The world is 
transiting, from Dubai’s Gold Souk, an important gold trade 

centre, to İstanbul Kuyumcukent.
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More than 200 companies

Since the announcement that the United 
Arab Emirates (UAE) will be introducing 
a Vallue Added Tax (VAT) at a rate of five 
percent, Dubai, generally regarded as the 
one of the important gold trading centres 
in the world, if not the most important one, 
is set to lose the competitive edge it has 
enjoyed during the past years. The UAE’s 
five percent VAT was instituted on January 
1, 2018. When calculated on the total cost 
of products, including gold and labour, 
the five percent VAT practically means 
that the average labour cost of US$2 per 
gram will factually be doubled to US$4 per 
gram. Due to this - apparently significant 
- increase in costs, many companies in 
Dubai have begun to make the transit 
from the UAE to Kuyumcukent, greater 
İstanbul’s quickly developing and fast 
growing jewellery industry hub. Since the 
change in tax policy in the UAE, the number 
of foreign companies arriving to Turkey, 
opening offices and setting up operations in 
Kuyumcukent, has gone past the 200 mark.

1200 producers under the single 
roof.

Kuyumcukent is without doubt Turkey’s 
leading and most diverse production centre 
of Turkish jewellery sector. However, with 
some 20,000 people employed by more than 
1200 jewellery manufacturing firms, service 
companies anc supporting industries, it 
is also one of largest and therefore most 
important jewellery production centres in 
the world!

Kuyumcukent: the centre of the 
world gold trade?

As a result,  following the tax policy change 
in Dubai, the complex is also rapidly moving 
towards becoming the world’s jewellery 
marketing centre. Companies, not only 
from the UAE, but also from Saudi Arabia, 
Iran, and Iraq, as well as other countries, are 
establishing a foothold in Kuyumcukent.

Everything in one place 

Kuyumcukent houses a wide variety of 
operations. It hosts large-scale factories and 
many hundreds of small and medium-sized 
manufacturers of gold, silver and diamond 
jewellery. In addition, refineries, exchange 
offices, bullion gold suppliers, setters and 
mounters, diamond and colored gemstone 
stones suppliers, machinery and equipment 
sellers, software developers and many other 
service providers. 

Advantages

The advantages of having virtually all 
products and industry services under a 
single roof are many: companies do not need 
to venture out of the area to access their 
suppliers and service providers, making their 
business flow and processes more effective 
and, most importantly, more economical 
and, consequently, cheaper. Think about, 
among many others, processes such as 
design, wax modelling, casting, soldering, 
polishing, which are all executed by expert 
firms on site. This provides significant cost 
advantages. 

Occupancy rate of Workshop Block 
almost at full occupancy. 

The Kuyumcukent complex consists of two 
sectors. One is called the Workshop Block 
and  houses the jewellery factories and 

workshops. The other block is the Shopping 
Centre Block. When the Workshop Block 
occupancy rate reached 100 percent, 
wholesale stores and even factory offices 
began opening in the Shopping Centre 
block, although this sector was orginally 
designed to house only those operations that 
serve the retail jewellery sector with finished 
product ansd relevant services.

Increasing influx of professional 
buyers from abroad

While orginally designed and built 
to serve, supply and meet the needs 
Turkey’s own retail jewellery sector, 
during recent years, the Kuyumcukent 
complex has registered increasing 
numbers of visiting foreign retail buyers. 
This has led to a significant increase in 
traffic and consequently increased the 
demand for space. 

More foreign companies

Following the institution of new 
taxation policies and the consequent 
easing of the tax burden on the 
Turkish jewellery industry and 
trade, the Kuyumcukent complex 
received a siginificant boost and 
more Turkish companies sought to 
establish themselves at Kuyumcukent. 
In addition, the tax benefits offered 
to foreign companies has also led to 
larger numbers of foreign companies 
beginning to operate in Turkey, 
in particular at the Kuyumcukent 
complex. 
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JEWELLERY

The Trendvision seminar, 
organized by the Turkish 

Jewellery Exporters’ 
Association (JTR) and 

Trendvision Jewellery + 
Forecasting, focused on 

what the Turkish Jewellery 
Industry needs to do to 

improve its performance

The Turkish 
Jewellery Exporters’ 
Association (JTR) 
partnered with 

the renowned consulting 
firm Trendvision Jewellery 
+ Forecasting to make their 
members more aware of 
global trends and to be 
more competitive by using 
appropriate designs in 
response. Trendvision, which 
held its first seminar on 
February 6, 2017, met with 
a group of Turkish jewellery 
exporters and industry 
professionals at the İstanbul 
Foreign Trade Complex. 

Paola De Luca and David 
Brough first met with company 
owners at a seminar given 
by Trendvision Jewellery + 
Forecasting and with designers 
at a second lecture. JTR Board 
Member Mustafa Kamar 
welcomed the participants 
and introduced David Brough 
who began his analysis by 

recalling that Turkey is one 
of the top ten jewellery 
export countries in the world. 
He argued that Turkey an 
excellent infrastructure for 
jewellery manufacturing. 
“In addition to this strong 
infrastructure, Turkey has a 
network of government trade 
representational offices around 
the world. What is important 
here is what Turkey is doing, 
what are the opponents doing 
and what is happening in the 
world?”

Due to recent global economic 
developments, the Turkish 
jewellery industry, too, has 
been on a roller-coaster ride. 
This is true for both the gold 
-based as well as the silver-
based jewellery industry. 
Contrary to silver, however, 
in many markets, consumers 
not only like their gold in the 
form of jewellery but also as an 
investment instrument. 

In general, the global jewellery 

consumer markets are 
developing positively and the 
global demand for gold and 
diamond jewellery is growing, 
also the USA.  The USA 
remains the biggest consumer 
market for diamonds and as 
the Turkish jewellery industry 
increases the added value of its 
jewellery, its prospects for the 
US market will also improve, 
Brough noted. 

Brough said that markets such 
as China, India and Thailand 
held significant promise, 
also for the Turkish jewellery 
trade, despite the difficulty of 
exporting to these countries. 
With a population of 1.4 billion 
people, China is a huge market 
that has become an important 
export market for diamonds 
and diamonds jeweler since 
a great number of Chinese 
women have developed an 
affinity for diamonds and 
diamond jewellery. Brough 
spoke at length about the 

competitive positions of India’s 
and Thailand’s industries, and 
offered a general overview 
of Europe’s markets, such as 
England, France, Germany, 
Italy and Switzerland. 

According to Brough, who 
summarised the secret of 
Italy’s success saying that 
“people love everything that is 
Italian,” Germany, Netherland 
and England are the most 
potential markets for the 
Turkish jewellery trade, led 
by Germany due to the high 
number of Turkish nationals in 
that country. 

Speaking about the region, 
Brough admitted that as the 
world’s third largest producer 
and supplier of finished 
jewellery, Turkey is not only 
influenced negatively by 
the political and economic 
developments in neighbouring 
countries such as Syria and 
Iraq, but also positively, by 
measures such as the five 
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Mustafa Kamar 
Member of Board of  JTR

We must design 
high value added 
collections.

percent tax to be implemented 
in Dubai. Stating that Germany, 
England, USA and Russia 
markets are withdrawing from 
the Middle East, it remains 
the core of Turkey’s traditional 
markets. Brough pointed 
out that currently, Turkish 
jewellery firms mostly produce 
jewellery in 14,18 and 22-karat 
gold. But the rate of success 
can often be found by paying 
attention to the details and 
by being flexible. For the UK 
market, for example, producers 
said they would have to adjust 
their production, and suppy 
jewellery in 9,18 and 22-karat 
gold.

Paola De Luca spoke about 
what impact the choices 

of design, production and 
technology will have on the 
jewellery industry’s future. 
“Creativity, high-quality design 
and output, as well as high 
technology are essential to 
achieve higher added value,” 
she said.

Speaking about the importance 
of branding, De Luca pointed 
out that the new generations 
of consumers are no longer 
as brand-dependent as earlier 
generations. “Brands are not 
as attractive for the Millennial 
generation, compared to earlier 
generations of consumers. 
They care about jewellery that 
expresses an idea, confirms 
their independence and them 
being different,” she said.

In an attempt to typify 
jewellery manufacturers, De 
Luca divided them into three 
groups. 

The first group are those who 
are in survival mode. This 
group will play it safe, choosing 
to produce generic designs and 
products. While this seem the 
safest route to take, it is also the 
route that generates the lowest 
profit margins. 

Then, De Luca defined the 
members of second group as 
“risk takers.” While this group 
may generate much higher 
profits, their businesses are 
most often not supported by 
a solid strategy and a well-
founded business plan for 
production and marketing. 

At the top of De Luca’s list is 
that group that is led by vision 
and innovation. This group first 
crystalises a concept or idea, 
and develops a full strategy 
and ensuing plan. It then 
produces all of its products 
and collections around this 
idea and concept, making high 
profits per product.

Of course, the question “What 
should Turkey do to get into 
this group” was asked. De Luca 
urged the participants to search 
for a fitting response that will 
launch the Turkish jewellery 
industry and trade into the 
next round and thus improve 
its competitive position, grow 
its market share and increase 
its profitability.
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#1 Emotion                                       
We will cry with you at your 

wedding. We will weep for joy at a baby’s 
birth. We will hug you and help you 
through a divorce. Why? Because we 
KNOW YOU. We know what you like 
and care if you are happy. We know your 
dog’s name and your daughter’s due date. 
You talk, we listen. We know your secrets 
and keep them. We are YOUR jeweller.- 
Eugenia Reames Hale

#2 Knowledge                                
One-on-one customer service, 

education, repairs, appraisals, metal 
purchasing and more. Most of my clients 
are seeking advice about their jewellery 
and you get none of that on the internet. - 
Susan Dryden

#3 Accountiblitly                            
We must be good. You know 

where to find us. - Chris Deschene 
Goyette

#4 Passion                                       
An independent jeweller 

operates on passion rather than money. 
They take the time and effort to run a 
business that they love. Someone who 
builds their life around the business will 
also put their whole heart into their work 
for you. - Jason Simmons

#5 Money stays local             
The money stays and is re-used 

in your local economy and doesn’t get 
shipped off to a corporate account. 
You are investing in the health of your 
community. I buy local housing, local 
cars, patronise local restaurants and 
shops, pay my kids’ school tuition etc. I 
take the money I earn and spend it in the 
local community. - Gil Tal

#6 They are not cheaper                 
Think of what we both sell and 

how we get the beautiful jewellery. It’s 
mostly commodities or market controlled. 
They have no advantage over us when 

buying gold, platinum, diamonds etc. 
Plus it was hand-picked, inspected, gently 
displayed, and sold to a friend, not just a 
customer. - Tom Kolb 

#7 Personal customisation       
First off,  we create and sell 

beautiful jewellery, not financing. Second, 
we develop relationships with each and 
every person whom we meet. How much 
better does it get than to have a shopping 
experience where you always get exactly 
what YOU want and not simply here’s 
what is on the screen of thousands of 
diamonds or being pushed into buying 
what they want to get rid of in the case. 
Each and every diamond is selected by us 
for what we feel is in your best interest. 
Good luck finding that diamond scrolling 
through the screens. - Julie Gatz 

#8 Continued support               
How about letting people know 

that there is no customer support after the 
sale online. - Suzie Acree Rogers

By Aleah Arundale-Siegel

RETAIL



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
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DIVA - a new museum in Antwerp
ANTWERPWORLD
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Empress Eugenie of France (1826-1920), wife of Napoleon III, adored jewellery and encouraged 
French jewellers to craft innovative and appealing jewellery creations. The Peacock brooch 
by royal jeweller Gstave Baugrand is a masterpiece. The tila feathers are set “en tremblant,” 
i.e. they move. Since the gemstones are of very high quality and clarity, their scintillation is 

fantastic. Baugrand premiered the brooch at the Exposition Universelle de Paris in 1867. His 
neo-Egyptian designs were highly appreciated and his works earned him the title Chevalier in 
de Ordre National de la Légion d’Honneur. The gold jewel, dating back to approx. 1870 is set 
with diamonds, emeralds, pearls, rubies and sapphires. (Photo credit: White Light. Copyright 

DIVA, Museum voor Edelsmeedkunst, Juwelen en Diamant Antwerpen)
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Another new Museum. Really? Well, almost new.

DIVA is the synthesis of two museums, the 
existing Silver Museum (Zilvermuseum) and the 
former Diamond Museum (Diamantmuseum) 
that was closed a few years ago. 

These two entities have been amalgamated into a modern, 21st 
century museum that will immerse visitors with Antwerp’s 
rich history, in particular to the 15th to 17th century during 
which the Scheldt City was a world centre for the silver, gold, 
gemstones and jewellery industry and trade. To this day, first-
rate museums all over Europe – e.g. in Amsterdam, Vienna, 
Paris and Stockholm - prominently display examples of 

Antwerp’s excellent jewellery craftmanship. 

With the arrival of diamonds and the consolidation of Antwerp 
as the world’s number one diamond manufacturing and 
trading centre in the 19th and 20th century, the goldsmith’s 
craft and jewellery trade flourished with it. DIVA, therefore, 
draws on a rich history that spans more than four centuries 
at a cosmopolitan crossroad where craftmanship, talent, and 
innovation gave birth to wonderful creations, many of which 
will be on display. 

And then there is DIVA’s unique location. Located on Suikerrui 
Street, in what today is Antwerp’s historical centre, from the 
15th century onwards this was also the city’s commercial 

DIVA is a new Museum in Antwerp, the world’s diamond capital. 
The museum’s opening, in May 2018, will be the flagship event of the 

celebrations of the Antwerp Diamond Year. 
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centre. A stone’s throw away, you’ll find de Gulde 
Sterre (Goldstar) house, where in 1497 the two shops 
of goldsmith Jacon van der Vijlen were located. And 
in the nearby Den Luipaert (The Leopard) house, a 
group of silver- and goldsmiths plied their profession 
and trade. One hundred meters further you’ll find 
den Coraeltack (Coral branch), where traders sold 
gemstones and, most probably, coral. 

The street behind the Museum is called 
Zilversmidstraat. The sounds of craftsmen 
hammering and beating the precious metal into 
shape ended long ago, but for hundreds of years each 
of the street’s buildings housed their workshops. 

In a way, DIVA has returned to the location where 
it all started. Here, visitors can see and experience 
Antwerp’s diamond (his)story. Illustrated by a wealth 
of jewellery pieces, and by means of its storytelling, 
innovative displays and digital presentations, 
the museum casts its light on the many facets of 
diamonds and the diamond industry and trade. 

As a conceptual museum, DIVA is firmly planted 
in the 21st century. Visitors will look in vain 
for the classic showcase filled with artifacts or 
single objects described by captions and textual 
information. The various aspects of Antwerp’s 
historic craftmanship, the many examples of period 
jewellery and innovative display techniques allowed 
the researchers, curators and designers to tell stories, 
create innovative visual experiences and effects that 
draw visitors into the various scenes and displays.

From December 7, visitors will be welcome to visit 
the Museum’s entry hall, and the Museum shop. The 
opening of the entire museum will occur in May 
2018.
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The name of creator of this exquisite piece is 
unfortunately unknown, but his craftmanship is 
breathtaking. The finesse in the setting of the dia-
monds in the head, the details of the open mouth 
and the enamelling are stunning. The jewel can be 
worn as a bracelet or as a collier, as it was crafted 
to simulate the supple movement of a snake’s body. 
The jewel is crafted with gold, enamel, diamond 
and ruby. (Photo credit: Dominique Provost. 
Copyright DIVA, Museum voor Edelsmeedkunst, 
Juwelen en Diamant Antwerpen)
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My Fair Diamond
18-karat white gold ring, set 
with three diamonds: cushion 
cut, 03.5 ct., G, SI1; round, 028. 
Ct. , K, SI1; round, 0.26 ct, G, 
P1. (Photo credit: Bertrand Sot-
tiaux. Copyright CAP. Source 
– My Fair Diamond)

Aigrette
(Photo credit: White Light, 
copyright DIVA, Museum voor 
Edelsmeedkunst, Juwelen en 
Diamant Antwerpen)

Flemish Heart
(Photo credit: Dominique Provost, 

copyright DIVA, Museum voor 
Edelsmeedkunst, Juwelen en Diamant 

Antwerpen)

Mermaid
(Photo credit Dominique Provost. 
Copyright DIVA, Museum voor 
Edelsmeedkunst, Juwelen en Dia-
mant Antwerpen)

Neo Renaissance Pendant
Neo Renaissance Pendant, provenance 
unknown, gold and enamel, set with dia-
monds, emerald and pearls. (Photo credit 
Dominique Provost. Copyright DIVA, 
Museum voor Edelsmeedkunst, Juwelen en 
Diamant Antwerpen)
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The Turkish Jewellery Exporters’ Association (JTR), which 
reaches out to every corner in the region to develop jewellery 
exports, has taken up a seat on the board of the Jewellery 
Union of ASEAN+8. ASEAN+8 is an organisation of great 
importance in Asia’s market since it represents and defends 
the interest of industrialised nations throughout Asia and 
Australasia.
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JTR Vice Chairman Can 
Özkök noted that with 

JTR now represented in 
the Jewellery Union of the 
organisation, it can exert 
influence and advance the 
Turkish jewellery industry’s and 
trade’s interests. 

Özkök said that, to improve 
and grow Turkish jewellery 
exports, JTR is constantly and 
consistently developing new 
initiatives and taking bold steps 
to increase Turkey’s sales to 
the global jewellery consumer 
markets. He lauded the work 
done by the JTR delegation 
and congratulated Oğuz 
Özdemir, JTR’s veteran and 
trusted consultant, with his 
appointment to the Executive 
Board of the Jewellery Union of 
ASEAN + 8. 

Özdemir was appointed at 
the Jewellery Union’s meeting 
organised and hosted by the 
Myanmar Gems & Jewelry 
Entrepreneurs Association in 
Myanmar’s capital Nay Pyi Taw 
earlier this year. 

Özkök praised the JTR’s efforts 
and commended the fruits of 
the JTR’s teamwork, resulting in 
this excellent outcome. Özkök 
emphasized the importance 
of the ASEAN +8 Jewellery 
Union’s meeting, pointing 

in particular at the possible 
positive economic importance 
of this effort as tis will lead to 
improved relations with  the 
jewellery trade in countries 
like Malaysia, India, Hong 
Kong, Philippines which are 
all members of the union. He 
noted that in 2016, Thailand 
exports of precious stones 
and jewellery was worth $14.2 
billion, India achieved $43 
billion of jewellery exports in 
2016.

Özkök stated that such a big 
market is important for Turkey 
and that in recent years it had 
participated actively in ASEAN 
+ 8 Jewellery Union meetings. 
He stated that they were proud 
of Özdemir being elected to the 
union board on behalf of the 
JTR, due to the hard work done 
during the years. 

Upon his election as a member 
of the ASEAN + 8 Jewellery 
Union’s Executive Board, 
Oğuz Özdemir explained 
that the ASEAN + 8 region 
is both a geographically and 
economically very large and 
promising region. He stated 
that ASEAN member counties 
do not have ambitions only 
in the jewellery business, but 
also in many other economic 
sectors. The development of 
tax rules and trade practices 

in the participating countries 
is important to Turkey as it 
wants to increase trade with the 
region. Özdemir noted that the 
representatives of the jewellery 
associations of ASEAN + 8 
countries who attended the 
union’s meeting followed the 
presentation of Turkey with 
great interest and asked many 
questions about the conditions 
of doing business with Turkey 
after the presentation. 

He said that ASEAN + 8 
countries could also make 
valuable contributions to 
Turkey, explaining that making 
transactions in the Istanbul 
Diamond Exchange had been 
made not only very secure but 
also very easy, creating great 
opportunities for the diamond 
and precious stone trade. The 

Turkish jewellery industry is of 
great interest to countries that 
export gemstones. While the 
Turkish jewellery industry is 
in competition with countries 
such as India and Hong Kong, 
Özdemir emphasised that 
the development of business 
associations with these 
countries will also positively 
affect the export of Turkish 
jewellery. He pointed at 
Myanmar as an important 
coloured gemstone producer 
that had now opened up to new 
opportunities. Turkey’s support 
to this country will come back 
to Turkey with added value, he 
said. Myanmar, which currently 
implements a 35 percent tax on 
jewellery imports, is preparing 
to reduce this tax rate to six  
percent in order  to improve 
trade.

To improve and grow Turkish 
jewellery exports, JTR is 

constantly and consistently 
developing new initiatives and 
taking bold steps to increase 
Turkey’s sales to the global 

jewellery consumer markets. 

Can ÖZKÖK 
JTR, Vice Chairman
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Supermodel, designer, and overall wonder woman, Gigi Hadid, 
has just been coined the new global brand ambassador of Messika 
Paris. As if this weren’t cool enough, she teamed up with Valerie 
Messika to design her very first capsule collection, which includes 
fine and high jewellery. 

The campaign, shot by Mert and Marcus, features the mega babe modeling 
some of the soon-to-be-highly-coveted pieces from the collection. The 
collection includes pendants, chokers, ear cuffs, earrings, bracelets, and 
rings.

“Valerie really understood what I was looking for in jewellery,” says Gigi. 
“Her sketches were chic and timeless pieces and most are everyday-
wearable. I came in and explained to her what is important to me in 
jewellery: delicacy, quality, wearability, and the way jewellery sits/lays 
on the body. It was nice that the Messika team holds importance in the 
same qualities. Together we made something that feels true to me while 
maintaining the essence of Messika.”
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 Witness the  
 Dawn of
Trends

Be there when the world‘s most important watch 
and jewellery brands present their latest innovations 
and creations. March 22 marks the start of six days 
during which the foremost watch and jewellery 
brands convene in Basel to unveil a new cycle of 

trends that will capture the world’s attention in 2018. 
Only Baselworld brings together the most prestigious 
brands, the most influential media and world-class 
buyers. Come and experience first-hand tomorrow’s 
trends. Baselworld: the Show of world premieres! 

22 – 27 March 2018
Basel – Switzerland
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Flexibility Better product

Knowledge

Unique product

Service

Independent jewellers can go outside of corporate policies and 
be flexible with clients as needed. That is a huge selling point 
in my opinion. We can offer in-house financing, discount to 
match if needed, waive fees for repairs, etc. - Sicily Von

Retail is not just about supporting your community. At the 
end of the day, I also appreciate a superior product. We should 
avoid relying on the emotional pull of shopping locally and 
focus on our finer quality jewellery. - Matthew Johnson

An independent jeweller is passionate and incredibly 
knowledgeable. Independent jewellers are a wealth of resources 
and experiences at your fingertips. Much more than a novice 
can accumulate through web surfing even with weeks of 
scrolling. - Jody Darlene Kahlich

You can tell your customer there is only one ring like this in 
the world -Dwaine Ferguson

I really care that the customer is happy. I’m not just trying to hit a number or get 
that credit app. Worked at a major chain for way too many years before I made 
the switch. - Kaitlynn Coffey

1 2

3

4
5

By Aleah Arundale-Siegel 

RETAIL
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Caring
relationships

An excellent 
ewxperience

Help local 
economy

We’re your 
neighbour

I care that your Dad now has Alzheimer’s and you have to 
sell Mom’s ring to pay for your Dad’s care. I loved hearing 
the story of him refurbishing cars and winning ‘Best 
In Show.’ The sentimental stories are why we care. The 
“corporate and big box” stores usually don’t allow for those 
types of relationships to develop. - Yhtac Kciwner

Because jewellery is personal and intimate. What is 
intimate at a big box store? Passion for excellence and detail 
and service to blow them away giving them an excellent 
experience of buying something they will use to create a 
happy memory, possibly for many generations. - Stacey 
Horcher

Buying from a small store, you are supporting someone’s 
dream of being part of a community as an independent.
When people want a donation for their fundraiser they 
always hit the small stores and not the box store. Why 
because they see the owner is invested in the community. 
Small stores are paying their fair share of taxes that help pay 
for education in their community (school). The money stays 
in the local economy. - Joseph Shiver

Similar to your local pharmacy or neighbourhood grocery, supporting your 
independent jewellery store with your purchases ensures they’ll be around 
when you need that repair. Their overhead is often lower, so they can be very 
competitive in pricing. When you call your local jeweller with a question or an 
issue, you’re not going to get an auto attendant and spend the next 20 minutes 
on hold. We’ve been right here, waiting to help you, the whole time. - Wendy 
Ralph Callahan

6 7

8
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Added Value
By Bart de Hantsetters

Bart De Hantsetters is Managing Director of Diamcad NV, a leading Antwerp-based, 
Belgian diamond manufacturer specialized in large size high value diamonds. He is 
president of the Belgian Diamond Manufacturers Association (SBD), is a member of the 
Diamond Club of Antwerp and holds a seat on the board of the WTOCD – the Belgian 
Diamond Research Center.

ABOUT 
BART DE 

HANTSETTERS 

The president 
of SBD – the 
Belgian Diamond 
Manufacturers 

Association – recently wrote 
another editorial in the 
organisation’s quarterly 
magazine De Belgische 
Diamantnijverheid, following 
an earlier editorial under 
the title “To ask or not to 
ask, that is the question,” 
which was published in the 
summer issue of the World 
Diamond Magazine. While 
the below article relates 
to Antwerp specifically, 
Bart de Hantsetters' makes 
observations that are also 
relevant to other diamond 
centres. 

In my previous article, I 
encouraged you to start 
asking the right question. In 
this edition I would like to 
build further on that idea. 
In today’s business world, 
more than ever, the concept 
of “added value” is what it is 
all about. It is a term that is 
often used in our industry. 
It wouldn’t be the first time 
for critics to claim that the 
Antwerp diamond industry 
adds little added value in pure 
economic terms. But I believe 
this narrow definition – the 
difference between the sales 
price and the production 
cost of a product – misses 
the point on what the notion 
of added value signifies in 

today’s business.

In this article I want to 
talk about the different 
dimensions of added value. 
In their theory, “The Added-
Value Theory of Business,” 
Adam M. Brandenburger and 
Barry Nalebuff state that the 
idea of “added value,” more 
specifically, not only creating 
but moreover capturing this 
added value, is the essence of 
business.

 Two concepts

The two concepts, 
Brandenburger and Nalebuff 
continue, are two very 
different things. Creating 
added value is something 

that inherently requires 
cooperation, or simply put, 
it requires collaboration 
between customers, suppliers, 
employees, etc. in a value 
chain where all elements 
depend upon each other. 
Capturing added value, on 
the contrary, is something 
that is intrinsically a concept 
that involves competition. In 
this theory, the question is 
not what you can get out of 
this added value yourself, but 
rather what others would lose 
without you.

To clarify, let me give you an 
example. Think for instance 
about the glass of the laptop 
that is in front of me as I 
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am writing this editorial. 
Without the lightweight, 
strong and thin glass, there 
simply wouldn’t be a laptop. 
The added value of the glass 
equals the added value of 
the laptop itself. The real 
question in today’s world, in 
this case for the producers of 
this type of glass, is not what 
the added value is of glass for 
a laptop, but what the added 
value of their particular glass 
is for the whole concept of 
a laptop. If there are few 
variations in the quality 
of the glass produced, the 
differences between one 
versus the other glass will be 
negligible, and one producer 
more or less in the pack 
will not make much of a 
difference.

Consequently, the difference 
in profit margins will be 
small and most likely a 
matter of pennies per 
produced laptop. That 
becomes an entirely different 
story when one producer 
can produce glass that is less 
likely to break than the glass 
produced by his competitors. 
The total added value created 
by this less breakable glass 
is without any doubt much 
bigger than the added value 
of a laptop with glass that 
is more likely to break, or 
otherwise put, a matter of 
dollars per laptop rather than 
pennies. What Brandenburger 
and Nalebuff demonstrate in 
this example, is what we can 
gain by thinking about added 
value over the entire value 
chain (the laptop) rather than 
just one link (the glass) in 
that chain.

What, where, how?

I am afraid that many people 
in our industry don’t think 
beyond their individual 
link in the chain and don’t 
consider the whole idea of 
what their added value is 

across the value chain. And 
that, dear reader, brings 
me back to the beginning, 
we need to ask the right 
questions. As Brandenburger 
and Nalebuff put it, the 
questions we need to ask 
ourselves are “what is your 
added value,” “Where does 
it come from,” and “How 
can you make it bigger, 
significantly bigger?”

Historically, creating and 
capturing added value has 
always been a strength of 
Antwerp. And if you ask 
me, it is something we need 
to continue to excel at. 
Those of you who attended 
the keynote sessions of the 
Antwerp Summer University 
will agree with me that it is 
no coincidence that Leanne 
Kemp, CEO of blockchain 
innovator Everledger, 
advised the industry to start 
recruiting IT specialists, 
or “nerds,” as she put it. Or 
Chaim Even-Zohar, who 
stated that the answer to 
getting out of the crisis of 
sub-zero profit margins isn’t 
“doing what have always 
done or what all the others 
are doing.” Or William 

Lamb, who, illustrating his 
own experiences as CEO of 
Lucara, a leading diamond 
mining company, said that it 
is all about “thinking out of 
the box.”

And what about 
diamonds?

Take for example the debate 
about synthetic versus natural 
diamonds. Instead focusing 

all our energy on the rhetoric 
that a synthetic diamond is 
not a diamond – diamonds 
are by definition natural, 
so what grows in a lab is 
not a diamond –, or worse, 
sticking our heads in the 
sand pretending synthetic 
diamonds do not exist, it 
might be worthwhile to 
consider what the added 
value of natural diamonds is 
throughout the entire value 
chain (the finished piece of 
jewelry) from the perspective 
of the final customer. What is 
the added value of a natural 
diamond in a finished jewel 
that will be lost if one chooses 
synthetic diamonds? 

Another example are the 
series of recent events in a 
number of African, diamond 

producing countries, where 
governments are demanding 
that their precious minerals 
should generate more added 
value locally. What is the 
added value of Antwerp 
as a trade hub for rough 
diamonds? Which value 
would disappear if Antwerp 
would overnight cease to 
exist as diamond trade hub? 
And how can we increase 

and solidify that added 
value for the entire value 
chain, producing countries 
included?

What is the added value of a 
diamond that is being traded 
or polished in Antwerp, 
and how can we safeguard 
and reinforce that value in 
the future? Considering the 
entire value chain, where can 
Antwerp make a difference? I 
encourage all of you to think 
about the answers on this 
question.

This slightly adapted article 
was originally published as 
an editorial in the Summer 
2017 issue of SBD's quarterly 
house magazine, De Belgische 
Diamantnijverheid.
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The World Federation of 
Diamond Bourses (WFDB), 
the International Diamond 
Manufacturers Association 

(IDMA)  and CIBJO, the World Jewellery 
Confederation, have fulfilled the final 
stage of an agreement, by which the 
nomenclature used by the International 
Diamond Council (IDC) will now 
be harmonised with that of CIBJO’s 
Diamond Blue Book.

The agreement was formalised at the 
2017 CIBJO Congress in Bangkok, 
after the CIBJO Diamond Commission 
approved amendments to the CIBJO 
Diamond Book that had been requested 
by the IDC, as part of the agreement 
between the three organisations.

“The CIBJO Diamond Book may now 
function as the single official reference 
book for nomenclature in the entire 

diamond and jewellery industry, with the 
goal of enhancing consumer confidence,” 
explained Udi Sheintal, the CIBJO 
Diamond Commission President.

“The true beneficiaries of this agreement 

are the diamond consumers, who will 
now be able to refer to a single set of rules 
for describing diamonds,” said CIBJO 
President Gaetano Cavalieri. “Our Blue 
Books are living documents, which 
are reviewed year in and year out on a 
continuing basis, to ensure that they are 
current with changing conditions and 
technological developments. The fact that 
the CIBJO Diamond Book now endorsed 
by the WFDB and the IDMA, serves 
the interest of both the industry and the 
marketplace.

“This is a major step forward that we 
have worked towards for a long time. 
The IDC was created by the WFDB and 
the IDMA to defend the integrity of the 
diamond, and the step of creating a single, 
universally applicable book will combat 
any confusion in the market about 
nomenclature,” said WFDB President 
Ernie Blom

International coach launches online retail 
sales training programme

WFDB, IDMA and CIBJO agree to harmonise 
IDC nomenclature and Diamond Blue Book 

Brad Huiskens, a contributing 
writer to the World Diamond 
Magazine, and a well-known, 
US-based sales coach and 

trainer, recently launched an online sales 
training and performance measurement 
tool that brings his expertise directly into 
retail stores.

As retail jewellers face more pressure 
from online competition, it is important 
for brick-and-mortar stores to make the 
most of every sales opportunity they 
have, Huisken noted. “Sales associates and 
managers need tools to build customer 
relationships and increase sales. Statistics 
show that a trained staff will produce a 
minimum of 25 percent more than an 
untrained staff,” he said. 

The web-based application combines 
videos featuring Huikens’s retail 
sales techniques with performance 
measurement and leaderboards to 
keep associates motivated. The system 
also provides managers with reports 
so they can monitor their employees’ 

progress and identify areas for growth. 
New training content is available on 
the programme each month, and 
leaderboards credit associates for 
correctly answered quiz questions based 
on that training. Team members also 
accrue points for performance against 
store KPIs, such as closing rate and add-
on percentage. The training videos are 
less than three minutes each, so associates 
can fit them in during downtimes without 
disrupting store business.

“No matters the size of a retail jeweller’s 
business, to survive and to thrive in 
today’s economy, retailers can no longer 
settle for retail clerks,” Huisken said. 
“They must employ highly trained 
sales professionals who understand 
that building a relationship with their 
customers is essential.”

The programme is available to stores as a 
web app for desktop, tablets, and mobile. 
Interested retailers can learn more and 
sign up at http://training4retail.com. 
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HRD Antwerp launches ID CARD

Earlier this year, HRD 
Antwerp NV launched 
its ID CARD, a highly 
affordable, new type of 

grading report for round diamonds 
tahat weigh between 0.08 and 0.998 
carat.

“The ID CARD is a highly 
affordable, new type of grading 
report for diamonds that weigh 
between 0.08 and 0.998 carat,” 
Michel Janssens, CEO of HRD 
Antwerp, explained. “With this 
new product, we aim to bring a 
comprehensive solution to one of 
the diamond market’s main current 
challenges and ensure confidence in 
small-sized diamonds. Indeed, 99 
percent of the polished diamonds 
traded annually in the world 
weigh less than 0.30 carat, but the 
overwhelming majority of these 
diamonds is not graded because the 
cost of grading them cuts too deeply 
into the traders’ profit margins,” he 
added.

Two versions

The ID CARD is available in two 
versions, depending on the weight of 
the stone submitted for grading. The 
ID CARD is issued for diamonds 
ranging from 0.08 carat to 0.298 
carat, and offers a description 
of the diamond’s colour, clarity, 
proportions and fluorescence. 

The ID CARD PLUS is available  for 

diamonds ranging from 0.30 carat to 
0.998 carat, and offers a description 
of the diamond’s colour, clarity, 
proportions, symmetry, polish and 
fluorescence.

HRD’s market analysis indicated 
that symmetry and polish grades 
are rarely required for goods below 
0.30 carat, and that the terms ‘good 
make’ or ‘poor make’ are usually 
sufficient for such goods. “Hence the 
distinction between the ID CARD 
and the ID CARD PLUS. The ID 
CARD PLUS service, however, is 
available for diamonds under 0.30 
carat upon special request,” Janssens 
noted. 

Grading technology at its fi
nest                                                                   

To facilitate the speed and efficiency 
of the grading process, HRD’s 
researchers and scientists developed 
semi-automated, high-tech devices 
to perform a select number of 
grading procedures. “Extensive 
testing and trials have proven that 
these semi-automated procedures 
are reliable, repeatable, and the 
results extremely consistent,” 
Janssens said.

Maximum security report                                                                 

To ensure the safety and security of 
the diamond, each stone graded by 
HRD Antwerp’s ID CARD Service 
is delivered to the customer in a 

uniquely designed credit card-
sized holder, made of a very sturdy, 
tamper-resistant polycarbonate. Its 
key security features are:

Security arrows

These tiny arrows are strong enough 
to withstand accidental knocks and 
scratches. But when the holder is 
opened, the arrows instantly break 
and it is impossible to replace or 
repair them. Intact arrows therefore 
assure that the diamond contained 
in the holder belongs with the ID 
CARD. Keys to open the ID CARD 
will be provided to clients upon 
delivery.

Diamond fingerprint

HRD Antwerp has developed the 
world’s most advanced diamond 
photography device. We no longer 
provide you with drawings that 
indicate pinpoints, clouds or 
inclusions. We give you digital access 
to the most authentic and detailed 
picture of the diamond instead. Each 
ID CARD has a unique QR code 
that belongs to the specific diamond. 
By scanning the QR code, you can 
access to the diamond fingerprint 
online at My HRD, including all 
other information regarding the 
diamond.

Unique laser inscription

Diamonds submitted to the ID 

CARD grading service can be laser 
inscribed with the Diamond ID 
number indicated on the ID CARD - 
unless technically unfeasible.

UV Pattern

The front of the ID CARD contains 
fluorescent fibres and flags that are 
only visible with UV light. These 
security measures are similar to 
those embedded in currency notes.

Hologram

A security hologram, similar to the 
hologram HRD Antwerp embeds 
in its Diamond Grading Reports, 
is incorporated into the back of the 
ID CARD. Other features include 
custom-made delivery boxes, which 
can hold 25 ID CARDs for easy 
transport, and personalisation of the 
ID CARDs with a company logo.

“Our new ID CARDs really are 
a revolutionary and promising 
product. With these ID CARDs, 
we aim to help the industry 
ensure complete confidence in all 
diamonds, while taking into account 
the lower margins achievable on 
these goods and reducing the cost of 
grading them,” Mr. Janssens said.

HRD’s ID CARDS are available 
on request at HRD’s Diamond 
& Jewellery labs in Antwerp and 
Istanbul, and will be available at the 
organisation’s Mumbai Diamond & 
Jewellery lab before the year-end.
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Sales Reminders

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

ABOUT 
BRAD HUISKEN

By Brad Huisken

Know your customer

Keep learning
Personalize it

Celebrate your customer

Learn your customers’ goals

Your customers and their needs are always 
changing and if you want to keep selling to 
them, then you need to keep learning about 
your customers. It’s also vital that you keep 
learning about the products you sell and keep 
up on any changes that may impact how you 
go about your job.

We all have business cards and we all give 
them out but really, don’t they all look the 
same? The best way to make yours stand out is 
to write a note on every card you give out. Use 
the customer’s name and jot down a quick note 
that is unique to that customer. Yes, it will take 
time but your business card will be the one 
that stands out.

Celebrate your customer whenever possible. 
The customers are the reasons we have jobs, if 
they were no customers then there would be 
no salespeople. With that in mind, take time to 
celebrate them. Mark any and all anniversaries 
that are appropriate, send birthday cards, 
graduation cards etc. In short let them know 
that you see them more than just customers, 
you see them as friends.

Often time customers are buying more 
than just an item, they are investing 
in their future. The only way for a 
salesperson to help them achieve those 
goals is to learn what they are. We 
just talked about getting to know your 
customer and this is a big part of that.

Every now and then it’s good to 
remind ourselves of a few of 
the basics, and maybe some of 
the not so basics, in the field 

of sales. Many of these will serve as 
reminders and hopefully some of them 
will be more educational.

This should go without saying, every 
salesperson should take any time 
necessary to get to know their customers. 
Get to know their wants, their needs 
and the best way to go about meeting 
those. Remember your goal, in addition 
to making a sale, is to establish a repeat 
customer base and getting to know your 
customers is a great way to do that.

RETAIL
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The Responsible Jewellery Council (RJC) announced it has 
appointed Edward Johnson as Director of Business Development. 
Johnson’s brief is to expand the RJC’s expertise, to drive the 
organisation’s growth and to strengthen its influence and reputation 
throughout the global jewellery industry.

ohnson joined the RJC 
team from GIA (the 
Gemological Institute 
of America) where he 
worked to establish 

GIA’s presence in the United 
Kingdom and to further its 
expanse across Europe from 
2015 as Director of Business 
Development. He brings a 
wealth of experience and 
enthusiasm to his new role 
at the RJC. Prior to his time 
with GIA, Edward, who is a 
Graduate Gemologist, ran 
an independent jewellery 
appraisal company and served 
as a consultant gemmologist 
to the Hong Kong Jade and 
Stone Laboratory. He continues 
to take a close interest in the 
ethics and integrity of the 
jewellery trade.

At RJC, Edward will report 
directly to Executive Director 
Andrew Bone and will focus 
his efforts on developing 
strategies to expand the RJC 
membership, to strengthen 
the organisation’s relationship 
with key stakeholders and to 
evaluate new opportunities 
for growth and expansion 
into niche markets, with the 
purpose to reinforce the RJC’s 
core values and vision for a 
responsible worldwide supply 
chain that promotes trust in 

the global fine jewellery and watch industry. 
Edward will be working to develop the RJC 
globally, in particular in Greater China, India 
and the USA.

“I am incredibly excited to be joining the team 
at the RJC and look forward to progressing 
their vision of an industry wide accreditation. 
The work of the RJC proposes a set of unique 
challenges, but also an exciting prospect 
of growth and opportunity to promote the 
industry’s strong determination to deliver 
confidence to its consumers and uphold 

sustainable practices,” Johnson said. 

Andrew Bone, Executive Director of RJC said 
he was delighted to welcome Edward to the 
team at the RJC. “I look forward to working 
with him on furthering our influence as a 
respected membership and standards setting 
organisation for the fine jewellery and watch 
supply chain. His extended experience in 
the industry and sustained commitment 
to upholding the values shared by all our 
members, make him the ideal representative for 
the RJC.”

“I am incredibly excited to be joining the team at the 
RJC and look forward to progressing their vision of an 
industry wide accreditation.”
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Adapting to industry 
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In 2017, Amsterdam, the city where the modern diamond 
industry struck its first roots more than four and a half 
centuries ago, has no major significance as a diamond 

trading center, and certainly no significance in diamond 
manufacturing.  Its bourse, which is the second oldest 

diamond exchange in the world, is small, and many of its 
100-odd members are retailers. Any Dutch diamantaire will 

tell you that Antwerp is the world’s undisputed diamond hub.  
So how come consumers around the world think that 

Amsterdam is still the world’s diamond capital?

By Ya’akov Almor
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It’s the marketing, stupid! 

Because of marketing.  That 
single word sums it all up, 
but the story behind it is 
fascinating.

Two Dutch diamond companies, Coster 
Diamonds and Gassan Diamonds, are 
currently responsible for the marketing 
message of “Amsterdam Diamond 
City.” While both companies have deep 
historical roots in Amsterdam’s past 
history as a diamond manufacturing and 
trading centre, today these companies 
concentrate exclusively on marketing 
diamonds to the many millions of 
tourists that visit Amsterdam. And there 
is no escaping the marketing message 
they transmit. Thanks in large part to 
them, Amsterdam is painted as the 
world’s diamond capital in invitations, 
brochures, flyers, billboards, TV ads, and 
of course, online. In short, the message 
“Amsterdam—City of Diamonds” is 
everywhere. For instance, the back of 
my Amsterdam hotel room key bore an 
invitation from Gassan Diamonds to 
come and see its factory and showroom.

“We spend huge amounts of time and 
efforts to get the message out, and we 
use a wide variety of marketing methods 
and advertising tools in order to bring 
tourists to our showrooms,” said Kees 
Noomen, president of Coster Diamonds, 
when he hosted me at his company’s 
premises. 

Luck also enters into it. Coster’s current 

location is ideal. The company occupies 
four interconnected patrician villas, right 
across the street from the Stedelijk (City) 
Museum and the Van Gogh Museum, 
and adjacent to the Dutch capital’s 
Museum Plaza. “Many years ago, Coster 
had to move out of its original premises 
in the original diamond district, due to 
major city renovations, and it was offered 
this location instead. And it’s just great 
for tourist traffic,” Noomen said.

Gassan Diamonds also has a great 
location. Back in the heydays of 
Amsterdam’s diamond industry, the 
firm’s majestic building housed a huge 
diamond polishing plant, once built and 
owned by the Boas diamond company, 
where, during the late 19th and early 

20th century, the polishing wheels were 
powered by steam engines….

The cutters are long gone, but the 
landmark building remains on one of 
Amsterdam major waterways, which gets 
a lot of tourist traffic from the hundreds 
of canal boats that moor alongside its 
quay, located at the back of the building. 
In front of the building, a huge courtyard 
offers parking to the dozens of tour buses 
that drive through the gates every day.

But getting the tourists into their 
buildings is just the culmination of 
the process.  “Our network is pretty 
large and we’re constantly tapping into 
it,” explains Willian van der Horn, 
marketing manager for Gassan 

The myth of 
Amsterdam’s 
continuation as a 
diamond centre is 
strongly supported 
by its indisputably 
rich and fascinating 
past.
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Diamonds. “We are in constant touch with 
incoming tour operators, as well as with 
cruise companies that have Amsterdam as 
a regular stop.” 

At both Coster and Gassan, incoming 
tourists are first given a detailed tour of 
the “factory,” which is in fact a showroom 
where a handful of diamond cutters 
sit behind glass partitions, cutting and 
polishing or repairing individual stones. 
Once the tourists have been inducted 
into the secrets of the world of diamonds 
and are inspired by its romantic stories, 
they are introduced to the jewellery 
showrooms located elsewhere on the 
premises.

Van der Horn said that Gassan has guides 
and sales representatives on staff that 
speak some 30 languages, so that Japanese 
tourists are welcomed in Japanese, 
Russians in Russian and Chinese tourists 
in Mandarin or Cantonese. 

Coster Diamonds works in a similar 
fashion. Having members on staff who 
speak the tour groups’ languages gives 
these firms much greater advantages than 
just the ability to offer them a guided tour 
in their mother tongue. The guides are 

familiar with the tourists’ background 
and culture, and therefore know what 
aspects of the guided tour to focus on, and 
precisely which products will appeal most 
to these potential consumers, Noomen 
said.

So why does the consumer come away 
with the impression that Amsterdam is 
still a diamond centre ? It’s a combination 
of the immediate historical surroundings, 
such as the building itself, the rich 
diamond manufacturing and trading 
history as portrayed by the many 
historical photos and the fascinating story 
that a company like Gassan and Coster 
tell about its past and its present. The 
myth of Amsterdam’s continuation as a 
diamond centre is strongly supported by 
its indisputably rich and fascinating past.”

At Coster Diamonds, an extra dimension 
was added to the diamond experience 
this year. The company turned one of its 
four villas into a museum, dubbing it the 
Amsterdam Diamond Museum (www.
diamantmuseumamsterdam.nl). 

While it has been set up by a private 
company and is small, this museum 
offers a concise but interesting overview 

of the geological origin of diamonds, 
mining, and the history of diamond 
manufacturing and trading in Amsterdam 
in the past four centuries. Coster, 
personified by Robert Tamara, the 
museum’s director and chief curator, has 
-- in this writer’s view -- done a terrific job 
and created another small jewel.

“The museum has given our company 
yet another dimension,” Tamara said. 
“Through it, we seek to pay tribute to our 
city’s past and the rich diamond history 
Amsterdam can draw on, as well as its 
present.”

Of course, the story would not be 
complete without a description of the 
tourists. Where are they from? And who 
buys more, the Americans or the Chinese? 

“Think again,” Noomen said. “As the 
world changes, so do the tourists. Russian 
tourists have become very important 
buyers and the Chinese also have a great 
appetite for diamond jewellery and they 
know what they want. Americans still 
come and buy, but they have long since 
lost their number one spot among our 
tourist clientele.”

Many years ago, Coster had to move out of its original premises in the 
original diamond district, due to major city renovations, and it was offered 
this location instead.
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National Jeweler, a leading 
news source for jewellery 
professionals in the USA,  
released the 2017 “State of 

the Majors,” a report which analyzes 
the performance of the country’s largest 
jewellers and the state of jewellery 
retailing today. The report comes at a time 
of great change and opportunity for the 
retail jewellery industry.

“The ‘State of the Majors’ consists of 
two comprehensive lists, both of which 
contain detailed information on the 
biggest jewellery sellers in North America 
today,” said Editor-in-Chief Michelle 
Graff. “It is an excellent resource for 
anyone who needs data on the fine 
jewellery industry.”  

The “State of the Majors” consists of two 
separate lists, which analyze 2016 sales 
data. The $100 Million Supersellers ranks 
the United States’ largest jewellers by 
annual sales, including both specialty 

jewellers and multi-line retailers. The Top 
50 North American Retail Jewelry Chains 
list ranks specialty jewellers by number of 
stores.

The report also contains in-depth analysis 
articles that cover three other important 
sectors of the U.S. jewellery market 
including the State of the Diamond 
Industry, State of the Colored Stone 
Market and State of Jewelry Design.

“The National Jeweler team is very proud 
of this year’s ‘State of the Majors.’ Our 
editorial and sales teams put in a lot of 
effort to make it a robust issue packed 
with useful insight. Now back in annual 
circulation, we are thrilled by the response 
from the industry and know that its 
release has been widely anticipated,” says 
National Jeweler Publisher Matthew 
Tratner.

The “ The State of the Majors” was 
researched and authored by veteran 

industry writer and editor Peggy Jo 
Donahue, former editor-in chief of JCK 
Magazine and Professional Jeweler 
magazine.  

To read “The State of the Majors,” go 
to:   http://www.nationaljeweler.com/
magazine/stateofthemajors. 

Robert Weldon, who 
has been manager 
of photography 
and visual 

communications for GIA 
(Gemological Institute 
of America) since 2006, 
was appointed Director of 
the Richard T. Liddicoat 
Gemological Library and 
Information Center. He 
succeeds Dona Dirlam, who 
retired after 38 years of service 
at GIA.

Dirlam was largely responsible 
for establishing and expanding 
the center, now recognised 
as one of the world’s leading 
resource center for gems, 
gemmology and jewellery. 
Over her tenure she expanded 

the collection to more than 
57,000 books, 700 journal 
and magazine titles, almost 
200,000 digital images and 
some 2000 video recordings.

“Cultivating our library’s 
collection and creating 
accessibility for the public 
has been the library’s main 
goal,” said Dirlam. “What 

we have accomplished in the 
past decades will continue 
under the leadership of Robert 
Weldon.” 

Weldon plans to carry on 
Dirlam’s legacy of expanding 
GIA’s collection and making it 
available to students, the trade 
and the public. He holds a 
Bachelor of Science degree in 

Business Administration from 
the University of Arkansas 
(Fayetteville). After receiving 
his GIA GG in 1987, Weldon 
spent three years working 
in the GIA library for Dona 
Dirlam. In 1990, he joined 
JCK Magazine as colored 
gemstone editor; he later 
joined Professional Jeweler 
as a senior writer. Since 
returning to GIA in 2006, his 
photographs and articles have 
been featured in numerous 
gemological, jewelry and 
consumer publications. He 
has authored or co-authored 
more than half dozen articles 
in Gems & Gemology and his 
photographs have appeared on 
31 of its covers.

Robert Weldon appointed Director of GIAs 
Richard T. Liddicoat Gemological Library
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There are many ways 
to examine the 
diamond industry. 
If you are a regular 

reader of my articles, you 
know that I have broken it 
down from many angles. In 
all of them, I looked at the 
industry from the perspective 
of an insider. As someone 
active in the diamond 
industry, I see it from my 
perspective, especially in 
the up- and mid-stream, as 
well as from the perspective 
of someone active in the 
high-end polished diamond 
investment side. I try to 
understand my clients, and 
make sure they get good 
value for their money, and 
as such, it makes sense to 
examine the industry from 
another perspective – that of 
an outsider.

Most diamond buyers are 
regular folks, men and 
women who buy diamond 
jewellery, either as an 
adornment or to signify 
an important life event 
– engagement, marriage, 
childbirth, change in career, 
or some other important 
and emotional life event. 
However, there is another 
kind of diamond buyer: an 
investor. The investor usually 
wants to buy something that 
looks good when considering 
an investment in an equity, 

be it a painting or a vintage 
car. So, the diamond that such 
an investor would consider 
should be pretty. That being 
said, a diamond that also 
serves as an equity investment 
must offer much more than 
beauty. First and foremost, it 
should make sound economic 
sense. The question is: do 
investment-grade diamonds 
offer an interesting economic 
opportunity, and how does 
the diamond industry viewed 
from that perspective?

I know you probably feel that 
an investor would mainly and 
simply look at past returns 
to make up their mind. 
They will likely compare 
price trends to alternative 
investments. However, a 
smart and seasoned equity 
investor would also want to 
look forward, and ask a few 
additional questions: what 
kind of prospects would 
such an investment have? 
Is availability decreasing? Is 
demand growing? These are 
important questions, but we 
in the diamond industry have 
limited influence on these 
issues. The past is behind us. 
Availability is more a matter 
of historic geological activity 
than anything else. We 
have the power to influence 
demand by investing in 
marketing, for example, but 
there is a bigger picture that 

we have to consider, and it 
has an enormous impact on 
how attractive investment 
grade polished diamonds can 
be in the eyes of an equity 
investor – the way we conduct 
ourselves.

Many may dismiss this 
notion, but think of how we 
consider our vendors and 
even clients: we want to know 
their purchasing history, there 
credit worthiness, of course, 
but also, have they ever been 
accused of misconduct? Has 
anyone ever complained 
about them? Based on these 
factors, we may or may not do 
business with them. Even if 
we do business with them, we 
may sell them less to mitigate 
a future problem, only against 
immediate payment or COD, 
or ask for better guarantees. 
The way they did business 
in the past, even if it is with 
others, influences how we 
do business with them in 
the future. This is true for a 
one-on-one situation, as well 
as when we consider entering 
a new industry. We have to 
ask how well that particular 
industry works. If the answer 
is not well, I’ll go elsewhere, 
because, as we say in Hebrew 
– you don’t rest a healthy 
head in a sick bed.

So let us consider what we 
are doing, and think about 

how it may look to an 
outsider. At the bottom of 
the diamond pipeline, we see 
no real growth in demand. 
According to De Beers’ 2017 
Diamond Insight Report, 
global consumer demand for 
diamond jewellery grew by 
just 0.3 percent year-over-
year. Only two countries are 
responsible for that growth, 
as small as it is. They are 
the US, where demand for 
diamond jewelry rose 4.4 
percent in 2016 vs 2015, 
and Japan, the third-largest 
diamond consumer market, 
where demand increased by 
8.1 percent. Japanese demand, 
however, increased only due 
to the appreciation of the yen 
against the US dollar. From 
a consumer perspective, the 
Japanese spent 2.9 percent 
less on diamond jewelry. The 
three other major diamond 
consumer markets suffered 
a deep drop in demand: 
in China demand fell by 
4.8 percent, in India by 13 
percent, and in the Gulf 
region by 10 percent. In the 
rest of the world, demand fell 
3.2 percent. It is a very poor 
state of affairs if demand for 
diamond jewelry remained 
flat only thanks to two 
countries, especially when in 
one of them it was by chance.

Even in the US, where 
business was supposedly 

Equity investment:
do we have what it takes?

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.
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good, we know that the 
number of specialty jewellery 
stores continues to decrease. 
The number of stores was 
down some 6 percent year-
over-year because of tough 
business conditions and the 
lack of interest on the part 
of storeowners’ children to 
enter the business. Further 
underscoring the problems of 
diamonds on the consumer 
level, the value of diamonds 
sold in retail, meaning the 
value of the stones without 
the jewelry, decreased 0.7 
percent during 2016 on the 
back of a 2 percent decline 
during 2015. Clearly, the 
prospects for consumer 
demand are not good. This 
does not look like a growth 
market.

Most of you are very 
familiar with the state of 
the midstream, which is 
troubled by a wide range of 
issues. Banks that finance 
the industry are closing 
their diamond departments 
and ending their funding 
altogether. The list includes 
Standard Charter Bank, 
Bank Leumi, and the closure 
altogether of Antwerp 
Diamond Bank. Very quietly 
and without fanfare, a range 
of banks in India decided to 

depart as well. The reason for 
their departure in all cases 
was quality of business – 
banks either lost money or 
expressed concern with the 
way the diamond industry 
did business, and decided 
that they did not want to be 
associated with it.

In addition, manufacturers 
and wholesalers’ margins have 
been very thin for years. In the 
last few years, margins have 
gotten worse, as wholesale 
prices of polished diamonds 
have steadily declined over the 
last three years. At the same 
time, the cost of borrowing 
increased, and the cost of 
manufacturing remained 
largely unchanged because 
salaries and energy costs have 
been steady. The cost of real 
estate only increased, and the 
cost of machinery has been 
fixed or increased too.

Another cost bearing on 
diamond manufacturers, which 
is a major issue, is that of rough 
diamonds. Although prices 
of rough diamonds declined 
in 2015 and the first half of 
2016, these declines are not 
catching up with the decline 
in polished diamond prices. 
Worse, during the second half 
of 2016, rough diamond prices 
increased although polished 

diamond prices decreased. A 
business where your revenue is 
declining, and your expenses 
are either fixed or rising, is 
one where profitability erodes 
to nearly nothing – and 
then beyond nothing. That 
is why there are so many 
businesses closing or going 
under in the mid-stream of the 
diamond pipeline. This is an 
unsustainable business model.

As for the upstream of the 
diamond pipeline, although 
things are better there, they are 
not that rosy. BHP Billiton, the 
world’s largest miner, decided 
to exit diamond mining, and 
sold its assets, because they 
did not consider diamonds 
very profitable. Rio Tinto, 
the world’s second-largest 
miner, sold a small mine 
in Zimbabwe, and plans to 
close its biggest mine, Argyle 
in Australia, in a couple of 
years when it depletes its 
current stage in the mine. 
They decided not to develop 
it further. De Beers has sold 
a number of mines over the 
years, because they found 
them to be less profitable, and 
have recently closed a mine in 
Canada for the same reason.

All along the diamond 
pipeline, the industry is 
resisting the introduction of 

new tools that could improve 
business, is shying away from 
issues of transparency, and is 
refusing to address pressing 
issues of public concern such 
as ethics – even though the 
industry has nothing to be 
ashamed about. We are already 
seeing a price to this: lab-
grown diamonds are starting to 
eat away at natural diamonds’ 
market share in the US, the 
sole country where there is 
still some real growth. What 
will happen if growth in the 
US flattens, or worse, declines 
like in most of the rest of the 
world?

And so, considering all of the 
above, would you invest in the 
diamond industry? What do 
you think an equity investor 
would do? If you think they 
will turn to invest in other 
areas, then we are in agreement 
that the industry does not look 
healthy. This begs the question: 
what are we going to do about 
it?

The views expressed here are 
solely those of the author in 
his private capacity. No one 
should act upon any opinion 
or information without 
consulting a professional 
qualified adviser. This article 
was originally featured on 
http://www.ehudlaniado.com. 
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Brands driven by real 
collaborations beyond mere 
brand ambassadorships

The spirit of partnership 
has always had a part 
to play in the jewellery 
industry, especially 

between designers, goldsmiths, 
gem-setters, polishers and the 
whole manufacturing stream. But 
today, a new breed of collaborations 
between brands, manufacturers and 
celebrities has created an interesting 
balance, leading to greater ‘future-
proofing’ potential for the jewellery 
industry.

Of course, collaborations between 
big names and big brands in the 
jewellery sector have been done 
before. But, what makes this latest 
breed different is the way in which 
famous faces are expected to do 

more, say more, and act more than 
just a brand ambassador plastered 
on billboards. Think Lady Gaga and 
Tiffany & Co., and more recently 
Rihanna and Chopard as two 
interesting fine jewellery examples.

The rise of digital means that it 
takes more than just a signature on 
the bottom of a magazine advert to 
convince customers that a ‘genuine’ 
collaboration is being presented. 
This authentic partnership is what 
millennials are looking for, not just 
the obvious transaction of millions 
of dollars from brand to celebrity.

For this reason, brands have to 
think even harder about whom they 
bring on board — ensuring that 

By Sam Willoughby

RETAIL



 Winter 2018-12 | World Diamond Magazine  73

an embarrassing spate of media 
attention won’t dampen their own 
identity. Plus, for a collaboration 
to be truly authentic, it must be 
seen to be long-lasting — a single 
season link-up is hardly likely to 
showcase genuine commitment to 
mutual goals or causes.

The fashion industry has known 
this for some years; think Kate 
Moss, and later Beyonce, for 
Topshop, Gigi Hadid for Tommy 
Hilfiger, David Beckham for 
H&M and many more. Jewellery 
has a weaker track record, but 
not invisible. Paloma Picasso for 
Tiffany & Co. is an example of the 
jewellery industry getting it right.

Today, more evidence of these 
genuine collaborations is making 
it to the trade media, both in the 
UK and internationally. Think 
jeweller Stephen Webster and 
British artist Tracey Emin; fashion 
jewellery brand Daisy London and 
TV personality Laura Whitmore; 
Welsh gold brand Clogau and 
wedding dress designer David 
Emmanuel; jewellery designer 
Delfina Delettrez and fashion 
house Fendi; and global brand 
Swarovski leading the charge 

with supermodel Karlie Kloss. 
What these collaborations have 
in common is that they are 
well-thought-out, long-lasting, 
consistent across all channels and 
have a logical connection in terms 
of style and tone.

The hope for jewellery brands 
is that a collaboration results in 
a rush to the tills, and a long-
lasting air of collectability that 
sees pieces appear at auction for 
twice their value in 20 years’ time. 
Most will be hoping for a repeat 
of round-the-block queues caused 
by high street clothing retailer 
H&M and its collaborations with 
Balmain, Kenzo and Maison 
Martin Margiela. At the very 
least, jewellery brands should be 
hoping for a consistency of sales 
like Marks & Spencer’s lingerie 
partnership with supermodel 
Rosie Huntington-Whiteley.

Signs hint to the fact that the 
jewellery and watch industries 
are finally beginning to see the 
power of mutually beneficial, 
long-term partnerships. Take 
for example high fashion house 
Roberto Cavalli and watch-maker 
extraordinaire Franck Muller, who 

have collaborated on a complete 
range of watches. The brand’s UK 
distributor, Bezel Watches, has 
already received great feedback, 
especially as the collection blends 
the dual-specialisms of both 
houses. The brand exhibited at IJL 
2017 earlier this year , to prove 
it was ready to make its mark 
both in the UK and Europe and 

internationally. 

As contemporary collaborations 
are tied up with digital prowess, 
brand identity and marketing, 
the jewellery industry will need 
to continue to bolster these areas 
before it sets the standards for 
partnerships. Until that point, it 
will always fall behind its sister 
industries.



The seventh 
International 
Diamond Week 
in Israel (IDWI), 

to be held February 5 to 
7, 2018, will showcase the 
role of new technology in 
upgrading the diamond 
industry, today and in the 
future. At the event the 
Israel Diamond Exchange 
(IDE) plans to unveil a 
series of groundbreaking 
initiatives that will make 
an important impact on 
the diamond industry 
worldwide.

Earlier this year IDE 
declared its direction for 
the future: to harness 
technology for the 
advancement diamond 
industry. IDE signaled 
the new direction with 
the launch of the B2B 
e-commerce platform 
Get Diamonds, the new 
internet marketing centre 
for bourse members and the 
first Diamond Innovation 
Center for technological 
start-ups in the diamond 
industry. Most recently 
IDE revealed the upcoming 

launch of a digital currency 
backed by diamonds. 

IDE President Yoram 
Dvash said, “Technology 
is revolutionising the way 
we live and the way we 
do business. At the next 
International Diamond 
Week, we’ll reveal how IDE 
is using these technologies 
to transform the diamond 
industry.”

Many hundreds of buyers 
from around the world 
are expected to participate 

in IDWI 2018, with 
registration proceeding 
briskly since it was opened. 
This event has become 
a staple on the diamond 
world calendar because 
of the amount and variety 
of goods offered and the 
minimal costs. Hundreds 
of Israeli and international 
companies will be 
exhibiting both polished 
and rough goods. Moreover, 
participants will receive 
three complimentary nights 
at a local hotel.

Seventh IDWI
to feature 
technology theme
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Federation of Belgian Diamond Bourses, 
Pelikaanstraat 62, Antwerpen 2018, Belgium

The Federation of Belgian Diamond Bourses is proud to be celebrating the 
Antwerp Diamond Year with its many thousands of bourse members and with 
all Antwerpians
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The International Colored Gemstone Association 
(ICA) announced the winners of its 2017 
International Poster Competition. The competition 
- the brainchild of Yehuda Kassif, former general 

manager of the Israel Precious Stones & Diamonds Exchange 

and former Curator of the Harry Oppenheimer Diamond 
Museum in Ramat Gan - has become a well-known 
competition that has no rival or parallel, also not in the 
diamond industry and trade. A total of three posters won prizes 
and one poster received a special mention.

3

2

4

1

3

Second prize, Zoran 
Regan Veira from 

Sydney, Australi,a with 
“Nature’s Greatest 

Gift.”

First prize, Shanna 
Senior from New 
York, USA, with 

“Heart to Heart.”

Third prize, Icaro 
Carlos from Sao 

Bernando do 
Campo, Brazil, 

with “Colors are 
the smiles of nature 

[Leigh Hurt]”

Special Recognition/
Certificate of 

Appreciation, H. 
Turgay Unalan from 

Eskisehir Turkey, with 
“Nothing is impossible 

with love”
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It was December 2008 and I was 
having lunch with Mark Boston 
and his wife Milly at the Four 
Seasons hotel in Mumbai. Mark 
and Milly had moved there after 
the terrorist attack on the Taj 
Mahal hotel, where they usually 
stayed.

The Bostons had been through 
an unbelievable ordeal. They 
were in their room when they 
heard a series of explosive 
reports. One frequently hears 
these in Mumbai, as many 
people celebrate weddings and 
festive occasions by publicly 
letting off crackers.

“But these explosions didn’t 
sound like crackers,” Mark told 
me. “They were too regularly 
spaced. I told Milly they actually 
sounded like gunfire.”

Despite this, Mark was skeptical 
himself and looked out of the 
window that overlooked the 
terrace that where the Taj served 
barbecued food.

“I was surprised to find it 
deserted,” Mark said. “It’s usually 
a bustling place. And then I saw 
this man with a slung carbine 
making his way across the 
terrace. That’s when it hit me — 
it really was gunfire!”

Remarkably, Mark said, there 
was someone still at the 
switchboard, and he learned that 
terrorists had attacked the hotel. 
He was advised to stay in his 
room as the terrorists seemed to 
be shooting people at random. 
Things got worse when their 
daughters called from Spain, 
where they were holidaying, to 
say they were watching the attack 
on television and had learned the 

terrorists were opening rooms 
and shooting people.

The explosions got worse as 
Indian security forces engaged 
the terrorists and grenades were 
used. The floor above them 
caught fire. Should they try 
and hide in the room or make 
a break for it? Would the fire 
engulf them? After a tense time, 
they decided to head out. They 
crept out into the corridor and 
made their way to a staircase, 
where they found another guest 
also trying to sneak out to safety.

They made it down safely, and 
exited by a side door, only to 
be confronted by a side gate 
that was chained shut. After a 
desperate few moments, they 
were able to prise the gate far 
enough apart to squeeze through 
and run to safety.

I would have understood if Mark 
never wanted to come back after 
an experience like that. And 
yet, while we were talking, Nik 
Gowing, the BBC news presenter 
walked into the restaurant and 
Mark immediately went over to 

tell him not to take too negative 
a view of the situation. I was 
truly amazed.

That was Mark Boston for you. I 
first met him some 30 years ago 
in London, when I was picked 
to launch the GJEPC’s magazine 
Solitaire International. I went 
to London and Antwerp for 
my initiation to the diamond 
industry. He and I immediately 
hit it off. Our contact and 
relationship developed over the 
years.

Sometime later, when the 
UK government’s Developing 
Countries Trade Agency 
(DeCTA) was trying to 
get a jewellery design and 
development program off the 
ground in India, Mark offered 
to help. He asked me what could 
be done. I suggested a design 
competition with an exposure 
to European design studios as a 
prize, could be just the thing to 
kick-start such an initiative.

Mark immediately offered to 
sponsor a design competition. 
He offered flight tickets and 

a month’s internship with a 
London design studio for the 
two winners. That fledgling 
competition has, over the 
decades, become today’s Solitaire 
Design Awards.

Mark as everyone knows, was 
perhaps the most persuasive 
voice in the early 1960s that 
convinced a then reluctant De 
Beers to look at supplying rough 
diamonds to India. He never 
lost his enthusiasm for India and 
more importantly, he never lost 
his enthusiasm for the diamond 
industry.

He had his own, widely 
respected blog. He was also a 
much-appreciated blogwriter 
for GEMKonnect, some of 
which were also published here, 
in earlier issues of the World 
Diamond Magazine, until the 
cancer made it too difficult for 
him to continue.

But all this apart, I really liked 
Mark for who he was as a person. 
He was a kind, considerate and 
decent human being. He also had 
a terrific sense of humour and 
could deliver side-splitting one-
liners with a deadpan English 
gentleman’s face.

I’ll miss that wonderful human 
being and his droll humour.

RIP old friend.

This article was originally 
published on GemKonnect.

Vinod Kuriyan is Chief Editor of GEMKonnect. He has over 30 years of 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

Mark Boston: A friend I was glad to have
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This past fall, the Istanbul Jewelry Show 45th edition showcased the 
products and services of more than 800 Turkish and international 
brands and companies to close to 16,000 visitors, both local and 

international. Compared to the show of October 2016, this fall’s show 
registered an 18 percent increase in the number of visitors arriving 

from abroad. More than 1,000 foreign buyers were seen throughout the 
exhibition, conducting meetings and closing business deals that help 
the Turkish jewellery industry and trade realise around 80 percent of 

Turkey’s annual jewellery exports. 

Istanbul Jewelry Show of October 2017 hosted 
15.514 visitors from 109 countries

Heart of the Jewellery 
Industry Beats in Istanbul!
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The Istanbul Jewelry 
Show, which is organised 
by UBM Rotaforte 
Uluslararası Fuarcılık A.Ş. 

for the past 32 years, is now among 
the top five international jewellery 
fairs wordwide. UBM Rotaforte 
is the Turkish subsidiary of Hong 
Kong-based UBM Asia, the largest 
and most proliferated exhibition 
organiser on the Asian continent. 
As ususal, the show was staged at 
CNR Expo, Istanbul Fair Center, 
adjacent to Atatürk International 
Airport. 

The exhibition featured over 800 
local and international jewellery 
companies and brands representing 
a wide range of product groups. 
These included diamonds, coloured 
gemstones, pearls, gold jewellery 
and gold gemset jewellery, silver 
jewellery and silver accessories, 
jewellery mountings and watches, 
jewellery manufacturing equipment 
and technology, security products, 
store accessories and packaging, 
as well as a wide range of industry 
services. The exhibitors showcased 
their special products and 
collections to the delight of some 
15,500 sector professionals who 

hailed from 109 countries. 

Visitors from 30 new countries 
and an 18 percent  increase in 
the number of international 
visitors 
The long-term success of the 
Istanbul Jewelry Show is the 
result of the understanding and  
successful cooperation between the 
Ministry of Economy of Turkish 
Republic, the General Secretary 
of IMMIB – the Istanbul Minerals 
and Metals Exporters Association, 
the Turkish Jewellery Exporters’ 
Association (JTR) and UBM 
Rotaforte. Together, these parties all 
support the  “International Buyers 
Delegation Programme.” Within 
the programme’s framework, more 
than a 1,000 international buyers 
are sponsored to come and visit the 
show. The programme’s organising 
committee is keen to invite buyers 
from new, untapped markets and 
to create new export markets. 
Delegations from the Middle East, 
the Americas, North Africa and 
the Far East have been hosted at 
the exhibition and reportedly the 
business deals concluded during the 
course of the exhibition have helped 

The next, 46th edition of the 
Istanbul Jewelry Show will be held 
at NR Expo, the Istanbul Fair Center, 
March 22 – 25, 2018.

generate around 80 percent of Turkey’s annual 
jewellery exports.

Compared to October 2016, the 2017 edition 
hosted visitors from 30 new countries and 
registered an 18 percent increase in the 
international visitors. About 44 percent were 
international visitors, with the remainder from 
Turkey.

Turkish design highlighted at Istanbul 
Jewelry Show!
One of the most exciting and successful 
transitions initiated and successfully executed 
by Turkey’s  jewellery industry is the shift from 
contract manufacturing to the manufacturing 
of independent, original, home-grown jewellery 
designs. As a result, Turkey’s reputation for unique 
jewellery designs and finished products has risen 
tremendously. At the October show the new, trendy 
designs of the 2018 Winter and Spring jewellery 
collections generated lots of the attention among 
the buyers. 
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The Tacy Diamond Pipeline, 
which has provided an 
independent and unbiased 
view of the diamond pipeline 

since 1989 and serves as a guidepost 
and benchmark of industry value 
addition, will henceforth be published 
by Pharos Beam Consulting LLP in 
India. The Tacy Pipeline pioneered the 
concept of counting every diamond 
only once and hence avoiding inflated 
turnover numbers. It has been used 
by various industry researchers for 
analysing the industry performance 
across years, establishing value addition 
and midstream performance and 
profitability. It has also served as the base 
for research reports put out by reputed 
consulting companies and has been used 
as evidence in arbitration and court 
proceedings.

The Tacy Pipeline has hitherto been 
published by Chaim Even Zohar through 
the Diamond Intelligence Briefs and 

other media. Pranay Narvekar, of Pharos 
Beam Consulting LLP in India, has 
been involved in developing the pipeline 
with Tacy since 2009. To assure that the 
Tacy Pipeline will go from strength to 
strength throughout generations, Pharos 
Beam has worked closely with Tacy in 
preparing several previous editions of 
the Pipeline. It was announced today 
that the forthcoming 2017 Pipeline will 
be published by Pharos Beam, adhering 
to the proven methodology, and 
ensuring that the diamond industry can 
continue to use the pipeline consistently, 
as in the past.

Pranay Narvekar of Pharos Beam says, 
“The Tacy Pipeline is the starting point 
for any industry analysis and provides 
consistent and unbiased data for analysis 
without turnover based distortions. It is 
indeed a great privilege that we would 
be able to carry forward the Pipeline 
and our association in its development 
in the past gives us the confidence that 

we would be able to continue to provide 
this service to the industry in the same 
consistent manner.”

“I have always been fascinated by the 
fact that a relatively modest $15 billion 
raw material source, can generate some 
$150 billion internal country and/
or between trading centre turnovers 
generating employment for a few million 
people. The total midstream (diamond 
manufacturing and trading) added value 
may at best come to $6 billion, before the 
downstream (jewellery manufacturing 
and retail) adds its added value,” reflects 
Chaim Even-Zohar. “Looking just at the 
employment factor, one can never doubt 
that the social and welfare contribution 
of diamonds are a source of ‘good’ in a 
society that measures value not just in 
money terms, but rather how society 
benefits from it. It is really befitting 
the pipeline that it gets its new ‘home’ 
in India, the world’s largest diamond 
manufacturing and trading centre.”

“The Tacy Pipeline is the starting 
point for any industry analysis and 
provides consistent and unbiased 
data for analysis without turnover 

based distortions. "
Pranay Narvekar
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Amid the convergence of 
high-level dignitaries and 
global leaders attending the 
United Nations General 

Assembly (UNGA) on October 2017, the 
Diamond Empowerment Fund (DEF) 
presented a cheque for $130,000 to the 
Botswana Top Achievers programme 
at a reception hosted by the Botswana 
delegation. The grant will be used to 
continue the support of Batswana youth 
through access to higher education 
so they, in turn, can help contribute 
to the economic development and 
diversification of Botswana. DEF has 
supported the Top Achievers programme 
with over $740,000 in donations since 
2011. 

The reception in DEF’s honor was 
hosted by the Botswana Ambassador 

to the United Nations, H.E. Charles T. 
Ntwaagae, and Botswana Vice-President 
Mokgweetsi Masisi. Mr. Masisi will 
become the next President of Botswana 
in April of 2018. Other dignitaries 
present for the reception included 
Botswana’s Ambassador to the United 
States, H.E. David Newman, Mrs. Neo 
Masisi, and delegates from Botswana 
attending the UNGA. 

“Everyone from Botswana attending 
this reception in some way benefitted 
from diamonds. We thank the Diamond 
Empowerment Fund for investing in the 
future of our next generation of leaders,” 
said Vice President Masisi during the 
check presentation ceremony.

Botswana is one of the top producers of 
diamonds by carat weight and value in 

the world. It is also a shining model of 
the positive impact diamonds have on 
communities when good governance is 
combined with good corporate social 
responsibility and best business practices 
in the private sector. The Top Achiever 
programme is administered through 
Botswana’s Ministry of Education and 
Skills Development. 

DE.F’s support of Botswana’s Top 
Achievers and other programmes in 
diamond communities is made possible 
through fundraising efforts such as the 
annual Diamonds Do Good Awards 
Gala, held in June in Las Vegas in 
conjunction with the JCK Show. Visit 
diamondempowerment.org for more 
information.

Diamond Empowerment Fund 
awards $130,000 

to Botswana top achievers 
programme.
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