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Dear Readers,

You may have noticed my absence from the last two 
issues of the World Diamond Magazine, but I am now 
back as Editor-in-Chief of this publication and I hope 
to bring it back to its former glory, together with our  
partners.

A few months ago, Mustafa Kamar was elected 
as president of the Turkish Jewellery Exporters' 
Association (JTR). Kamar is convinced the Turkish 
jewellery industry and trade has much more potential to 
grow and also expand its sales abroad significantly. Read 
the interview with Mustafa Kamar on the first pages of 
this new issue!

Beyond the Turkish industry, the global diamond, gem 
and jewellery trade is facing lots of other challenges. 
This past July, the United States Federal Trade 
Commission released the final revision to its "Guides 
for the Jewelry, Precious Metals, and Pewter Industries." 
These guides focus on advising U.S. marketers and 
those marketing in the U.S. how to make claims about 
jewellery products that are not deceptive to consumers. 
Read all about in the CIBJO Ethics Commission Report 
on page [56]

What will the global industry gem and jewellery 
industry's reaction to these substantial changes be? Will 
it be viewed as an opportunity or as yet another threat to 
the vested order?

This October, CIBJO – the World Jewellery 
Confederation will hold its annual congress in Bogota, 
Colombia, and shortly after that the World Federation 
of Diamond Bourses (WFDB) and the International 
Diamond Manufacturers Association (IDMA) will be 
gathering in Mumbai for their biennial congress – the 
38th!

Following the publication of the new FTC Rules, the 
first reactions we heard and read from non U.S. gem 
and jewellery industry officials were of the  'knee-jerk' 

type: "We don’t want these rules, we don’t accept them, 
and we will fight them, tooth and nail. "Unfortunately, 
I have since not read any constructive responses that 
leave the door wide open to dialogue and could lead to 
compromise and practical solutions."

At the congresses in October, which are preeminent 
platforms for discussions on these matters, the central 
question to ask and resolve should be: Isn't it time, 
in view of the new FTC rules (which obviously came 
to be in response to market trends in the U.S.) that 
organisations like ours  i.e. CIBJO or the International 
Diamond Council, the joint body of the WFDB 
and IDMA in charge of nomenclature, change their 
"horizontal" approach to a "vertical" approach? Indeed, 
for decades, we have witnessed diamond, gem and 
jewellery industry professionals and operatives setting 
their rules, regulations and nomenclature within and 
for their own layer of the industry - hence my use of 
the term horizontal - according to their own and often 
academic, narrow interests and reasoning. Many of 
these professionals and operatives have been involved in 
and have been setting the tone of these discussions for 
many years and often decades. 

Maybe, just maybe, the time had come for those above 
mentioned operatives and professionals to give up 
their seats to members of the next generation who 
have a clear view and full grasp of the vertical nature 
of our industry and trade, to driven professionals and 
operatives, skilled, trained and ethically sound, who are 
closely connected to market trends and developments in 
the  downstream markets and who understand, embrace 
and are comfortable with change as the only constant in 
their current, vertical business environment? 

The CIBJO and WFDB/IDMA congresses in October 
are a grand opportunity to finally do away with the 
'isolationism' that has for so long stood in the way of the 
so much needed synchronisation of market trends with 
nomenclature. It will take courage, not whining and 
reminiscing about the good old days, to induce these 
much-needed processes.

Yaakov Almor
......
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The Turkish Jewellery Industry  
to Follow New Strategy

At the meeting 
you said that 
to guarantee a 

brilliant future for the 
Turkish jewellery industry, 
all our industry's parties 
would need to work closely 
and harmoniously to 
attain its goals. You also 
introduced a five-year 
plan. What are its major 
elements? 
First of all, I like to reiterate 
my sincere thanks and 
gratitude for the trust my 
colleagues and the members 
of JTR have given me. I am 
sure that together with my 
colleagues on the board, the 
JTR management and the 
members, we can take the 
steps necessary to propel 
our industry forward and 
significantly expand our 
export quota. In my maiden 
speech, I specifically quoted 
a number. By the year 2023, 
our industry should be 
exporting no less than $12 
billion worth of jewellery 
products!

What needs to be done to 
achieve this?  
There is nothing new 
under the sun. First of all, 
we need to streamline the 
bureaucratic processes that 
hamper the smooth sailing 
of our production and the 
consequent exports. Don’t 
get me wrong: the Turkish 
government has been a great 
supporter of our efforts 

Following his election as the new President of the Turkish Jewellery Exporters’ 
Association (JTR) Mustafa Kamar gathered his new board, management and members 
to discuss the direction the Turkish jewellery industry is taking and to define an  
export target and consequently devise a detailed five-year plan for the sector that will 
serve as a guideline for the entire industry.

INTERVIEW
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to grow our industry's 
production and increase its 
exports. But we still need 
to jump through too many 
bureaucratic hoops. To be 
more effective, competitive 
and consequently more 
profitable, the government 
needs to eliminate the 
trading barriers our suppliers 
encounter and ease the 
bureaucratic processes, 
including the financial 
processes . Therefore, all 
parties that are involved  - 
governmental and private 
- to these processes need to 
rally together to implement 
the necessary changes so we 
can indeed reach that $12 
billion goal! 

Where will you find new 
markets? 
Naturally, we will continue 
to service our current, 
classic export markets.  But 
we also need new target 
markets and new audiences. 
Therefore, it is not enough 

to look at our markets in the 
Middle East, such as Iran, 
the United Arab Emirates, 
and other countries there. 
To be successful, we first 
must run a careful analysis 
of the current, global 
jewellery consumer markets 
and identify those markets 
where we do not have a 
significant presence and that 
we could break into. It is here 
that the cooperation with 
the government, with the 
economic offices and with 
the representatives at our 
trade missions and embassies 
all over the world is of vital 
importance. 

What can we do 
immediately to grow 
Turkish jewellery sales 
abroad?  
Of course, we need to take a 
close look at those markets 
that we already service and 
explore how we can conquer 
a large market share in them. 
We also need to look if we 

Take, for example, the UAE's jewellery exports to Qatar. In 2017, the UAE exported $687 million to 
Qatar. In contrast, the Turkish jewellery industry exported just $7 million to Qatar in the same year. 
That needs to change!

INTERVIEW
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	 U.A.E. TURKEY
SWITZERLAND 531																	 3																							
KUWAIT 532																		 1																							
İRAN 598																		 397																		
HONG	KONG 678																		 110																		
QATAR 681																		 7																							
INDIA 1.700															 1																							
IRAQ 2.600															 547																		
NEPAL 109																		 -																			
FRANCE 118																		 16																					
JORDAN 124																		 15																					
TAILAND 165																		 3																							
SINGAPORE 206																		 19																					
ENGLAND 212																		 23																					
S.	ARABIA 255																		 7																							
LEBANON 265																		 62																					
BAHRAIN 342																		 1																							
ITALY 376																		 47																					
OMAN 400																		 0																							
U.S.A. 469																		 207																		
TURKEY 497																		
U.A.E. 1.400															
OTHER	MARKETS 1.150															 1.250															
TOTAL 12.008												 4.116															

EXPORT	(Million	USD)

EXPORT	OF	U.A.E.	AND	TURKISH	JEWELLERY	INDUSTRIES

So, we produce the jewellery in Turkey, then export 
a big part of that production to the UAE, just to 
see the UAE sell it further on, with a much higher 
added value. Why aren't we benefitting from 
this higher added value ourselves? The Turkish 
jewellery industry and trade needs to look carefully 
at those markets the UAE is selling our goods 
in, gain access to those same markets and being 
exporting directly to the markets! 

are being effective in those 
markets. Take the United 
Arab Emirates (UAE), for 
example. We export $1.4 
billion to the UEA. But at 
the same time the UAE 
exports no less than $12 
billion to other markets. 
Now we all know that the 
UAE is not a manufacturing 
centre of jewellery, but 
rather an important 
distribution hub. So, we 
produce the jewellery in 
Turkey, then export a big 
part of that production to 
the UAE, just to see the UAE 
sell it further on, with a 
much higher added value.  
Why aren't we benefitting 
from this higher added 
value ourselves? The Turkish 
jewellery industry and trade 
needs to look carefully at 
those markets the UAE is 
selling our goods in, gain 
access to those same markets 
and begin exporting directly 
to the markets!  Take, for 
example, the UAE's jewellery 
exports to Qatar. In 2017, 
the UAE exported $687 

million to Qatar. In contrast, 
the Turkish jewellery 
industry exported just $7 
million to Qatar in the same 
year. That needs to change!

It’s not guesswork. We need 
to do our research, look at 
the numbers, understand 
where added value can be 
realised and consequently 
act upon these analyses. 
That needs to be and under 
my guidance, this will be the 
Turkish jewellery industry's 
new strategy!"

Is five years enough to 
reach your stated goals?  
We need to remain realistic 
and first do our homework, 
all of us, together. After 
we have evaluated the data 
and crunched the numbers, 
we will share the outcome 
of our research with our 
members. We need then 
to draw our road map 
based on these analyses 
and data, and not work on 
assumptions. There's lot of 
work ahead of us!

INTERVIEW
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INSIGHT REPORT 2018

The Millennial and Gen Z generations combined accounted for 
two-thirds of global diamond jewellery sales in 2017, as diamond 
jewellery demand reached a new record high of US$82 billion, 
according to data published today by De Beers Group in its latest 
Diamond Insight Report.

WORLD
DIAMOND 
MAGAZINE
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Millennials, those people 
currently aged 21 to 39, 
represent 29 percent of the 

world’s population and are the current 
largest group of diamond consumers. 
They accounted for almost 60 per cent 
of diamond jewellery demand in the US 
in 2017 and nearly 80 percent in China. 
Gen Z, those currently aged up to 20, is 
an even larger consumer generation - 
representing 35 per cent of the world’s 
population and will come of age as 
diamond consumers over the coming 
decades. Despite the generation being a 
long way from financial maturity, Gen 
Z is already making its presence felt in 
the diamond market, with the oldest 
Gen Z consumers (those currently aged 
18 to 20) acquiring five per cent of all 
diamond jewellery pieces in the US last 
year.

The report highlights key similarities 
and differences between Millennials 
and Gen Z as a result of their life 
experiences that have particular 
implications for diamond brands and 
retailers. For example, Millennials are 
in general more mistrusting, requiring 
brands to earn their trust before they 
can pursue growth, while Gen Z tend to 
be more individualistic and optimistic, 
desiring products that help build their 
own personal brands.

There are also a number of important 
similarities between the generations, 

especially with regards to valuing 
love, being digital natives, being 
engaged with social issues and desiring 
authenticity and self-expression. 
Considering these similarities and 
differences, the 2018 Diamond Insight 
Report highlights three key areas of 
opportunity that the two younger 
generations present for the diamond 
industry.

Opportunity 1 - Meeting Millennial 
and Gen Z needs for love and 
commitment on their own terms

Romantic love remains the key driver 
globally for diamond jewellery sales, 
with both Millennials and Gen Z 
holding strong aspirations to be in 
committed relationships. However, 
their attitudes towards how they 
express and symbolise their love 
are evolving. When it comes to 
love and marriage, although many 
Millennials and Gen Z still want to 
follow tradition, there is an increasing 
focus on personalised products and 
relaxed experiences that reflect their 
individual values and preferences. The 
bridal market continues to be of central 
importance, representing around 27 
per cent of diamond jewellery demand 
in the main diamond consuming 
countries, but diamonds given simply 
as a gift of love or romance (unrelated 
to marriage) are also a significant share 
of demand from younger consumers, 
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representing a further 12 per cent of 
total demand in 2017. Diamond brands 
and retailers must therefore complement 
traditional designs with more niche, 
customisable offerings to reflect the 
broader interpretation of love and 
commitment from young consumers.

Opportunity 2 – Tailoring 
communications, messages and 
media to the natural behaviour and 
preferences of Millennials and Gen Z

As digital communication natives, 
Millennials and Gen Z have an ‘always 
on’ attitude that means they live by a 
motto of ‘I Want What I Want When 
I Want It’. Online shopping and social 
media are as significant to these 
generations as physical retail outlets 
when it comes to researching purchases. 
The majority (60 per cent) of US 
Millennial and Gen Z women aged 18 to 
39 search the internet prior to purchasing 
a diamond to learn about designs, quality, 
pricing and brands, with the younger 
Millennials and Gen Z being more likely 
than older Millennials to look on social 
media for inspiration prior to purchase. 
In China, nearly all (98 per cent) Gen 
Z and Millennial consumers aged 19 
to 29 research their purchase through 
one or more channels before buying. As 

Millennials and Gen Z experience this 
seamless ‘phygital’ coexistence in their 
everyday lives, they expect an equally 
seamless omnichannel experience when 
buying products. Omnichannel strategies 
that are organic, authentic, humorous 
and use out-of-the-box thinking resonate 
most with these consumers. However, 
retailers need to understand the different 
channels they favour. Gen Z’s most 
popular social media platforms are 
Instagram and Snapchat, while Facebook, 
Twitter and Pinterest are considered 
older generations’ media and of relatively 
less interest to Gen Z.

Opportunity 3 – Aligning company 
and brand purposes and social 
commitments to Millennial and Gen Z 
priorities

Millennials and Gen Z both display 
strong concern for social causes and 
responsibly sourced products. This 
highlights the opportunity for diamond 
brands and retailers to be more proactive 
in communicating the good that 
diamonds do throughout the world, and 
the contribution their individual brands 
make to important social causes. Gen Z 
find corporate ‘storytelling’ insufficient 
to meet their expectations and expect 
brands to be able to back up their ethical 

claims, moving from ‘tell me’ to ‘show 
me’ when it comes to ethical sourcing, 
making technologies such as blockchain 
that can provide digital asset tracking 
more important.

Bruce Cleaver, CEO, De Beers Group, 
said: “The younger generations present 
wide-ranging opportunities for the 
diamond industry with the significant 
size and purchasing power of today’s 
Millennials and tomorrow’s Gen 
Z consumers. While both of these 
generations desire diamonds just as 
much as the generations that have come 
before them, there are undoubtedly new 
dynamics at play: those diamonds may 
now be in different product designs, used 
to symbolise new expressions of love and 
researched and purchased in different 
ways to mark different moments in life.

“Diamond jewellery demand reached 
a record global high in 2017; however, 
with the younger consumers’ desire for 
qualities that diamonds can perfectly 
embody – including love, connections, 
authenticity, uniqueness and positive 
social impact – the most exciting times 
for the diamond industry are still ahead 
of us if we can seize the opportunities.”

Source : De Beers Group

WORLD
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Cartier releases  
new line - Coloratura
Cartier recently released 
a new collection, named 
Coloratura. The collection 
consists of not less than 240 
difereent perices that enable 
Cartier to "have an intimate 
conversation between gems 
and colours."

Referring specifically to its 
past, the top player of Place 
Vendome has created a new 
collection that is a homage 
to its rich past in design and 
splendour and once again 
Cartiers master jewellers 
have allowed themselves to 
be inspired and enriched 
by the jewellery traditions 
of Asia, in particular India 
and Japan.

In its own press statement 
Cartier refers to the 
new line as "vibrating 
with colours, exuding 
fascination, the high 
jewellery collection 
...re-discovers the world’s 
diversity....Unique 
gemstones of stunning 
beauty, cross-referencing 
inspirations, a savoir-faire 
conveying contemporaneity 
and plays of colour...." 
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Brexit is still pretty 
much everyday news. 
What the outcome will 

be, no one seems to know, 
but it has had a -most likely- 
short term effect on jewellery 
sales in the UK. Believe it 
or not, but jewellery sales 
have gone up after the Brexit 
referendum. How come and 
who is buying?

The UK jewellery retail 
market
The UK's fine jewellery 
market is the eighth largest 
international market with a 
retail value of $4.46 billion 
at the end of 2017 and is 

predicted to rise to £4.6 
billion by the end of the year, 
according to Euromonitor.

"The decline of the pound 
sterling, following the Brexit 
vote in 2016, was beneficial 
for fine jewellery retailers 
in the immediate aftermath. 
With a cheaper currency and 
plenty of stock, jewellery 
could be sold with a 
preserved margin to foreign 
customers happy to seize the 
opportunity," according to 
Euromonitor. 

To get a better understanding 
and perspective, I contacted 
Euromonitor with some 

BREXIT: What Does It Mean 
For Jewellery Retail In The 
United Kingdom?

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
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more questions. After all, foreigners 
spending money on jewellery, profiting 
from a low exchange rate, are not going to 
benefit jewellery sales in the UK and surely 
not the midsize retailers who do not carry 
international, high-end and famous brands 
in their stores. 

I therefore asked Karolina Zlotkovska of 
Euromonitor to tell us more:

Brexit and jewellery retail - short-term 
results

Brexit seems to have driven foreigners to 
spend more on jewellery in the UK. Is this 
only valid for London, or have other cities 
in the UK have profited, too?

Following the Brexit referendum results, 
the pound sterling depreciated against 
all major currencies and international 
expenditure on luxury goods - including 
high end jewellery - rose quickly in the 
UK. Besides London, a few other cities 
such as Manchester and Birmingham 
may have benefited from foreigners 
shopping in the country to benefit 
from the weakened pound sterling. No 
doubt, the famous Bicester Village of 
Oxfordshire, which is the second most 
visited destination by Chinese tourists 
in the UK after Buckingham palace, has 
done well. However, since most foreign 
tourists visiting the UK see London as 
their primary shopping destination, most 
external spending on jewellery occurred 
in the London area.

Jewellery brands 
such as Cartier, 
Tiffany and perhaps 
even less glamorous 
but still fashionable 
and popular brands 
like Pandora were 
the ‘names’ in 
jewellery profiting 
most from the 
weak pound since 
these foreigners are 
mostly affluent but 
bargain hunting 
customers…
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London jewellery retail 
versus the rest of the U.K.

And what has Brexit meant 
for domestic sales in the 
local market?

It meant that the British 
have shopped much more 
at home rather than abroad, 
due to the unfavorable 
exchange rates. This, 
however, could change 
again, depending on the 
developments leading 
toward the implementation 
of Brexit.

And on the long-term; what 
are the expectations for the 
UK jewellery market? Fears 
and hopes?

Many UK economic 
sectors rely on uninhibited 
international trade and 
jewellery is no exception. 
There is a lot of room for 
speculation on what could 
happen depending on what 
Brexit deal - or no deal 
- will be reached. Brexit 
could potentially disrupt 
the local jewellery industry, 
as tourist sales are critical 
for this market. We could, 
possibly, witness a repeat of 
2016, i.e. increased sales due 
to a weakened pound. But 
clearly, we'll have to reserve 
judgment as Brexit’s impact 
on the jewellery market 
will continue to evolve 
over the next few years. Of 
course, sales to the domestic 
market could be disrupted 
as well, especially if no 
deal is reached, and local 
purchasing power, consumer 
confidence and disposable 
income levels may be 
impacted. 

On a brighter note, if jewellery 
imports are disrupted, then 
potentially local brands could 
benefit from that, but this will 
most likely be outweighed 
by the other, aforementioned 
disruptions.

Where are the foreign 
customers from?

The foreign customers who 
spend the most on shopping, 
including jewellery, in the 
UK are tourists from China, 
other European countries, 
the Gulf countries, India, 
Malaysia, Singapore, and the 
USA.

Just a few jewellery brands 
profiting

Talking to Nicolas Jouan, 
another Euromonitor 
analyst, helped confirmed 
my gut feeling that jewellery 
brands such as Cartier, 
Tiffany and perhaps even 
less glamorous but still 
fashionable and popular 
brands like Pandora were the 
'names' in jewellery profiting 
most from the weak pound 
since these foreigners are 

mostly affluent but bargain 
hunting customers…

For now, the Brexit is clearly 
causing a lot of uncertainty 
concerning the UK's 
economic future and its 
relations with Europe. Will 
jewelers carry and customers 
buy more domestically 
produced jewellery? What 
brands will do well? How 
many local brands in the UK 
meet the demand of a public 
that is savvy online and 
influenced by global trends? 

The future of retail jewellers 
in the UK

While no-one can really 
foresee all the consequences 
of Brexit, I expect that in the 
UK the public will spend 
more on UK-made jewellery, 
but retailers will also need 
to continue and stock up 

on jewellery from Italy, 
Germany France and other 
countries that are far more 
significant in producing 
jewellery and in bringing 
famous jewellery brands to 
market. 

Don't get me wrong: there 
are many fabulous English 
jewellery designers and 
companies, but for the 
demand and supply of 
jewellery, local is just not 
going to be enough. And 
while the UK may be an 
island, it's geographical 
position and disposition will 
not stop customers from 
wanting more.

On a personal note, I 
am still befuddled about 
how an outcome of a 
mere 52 percent in favour 
in such an incredibly 
important referendum, 
held in a country that is 
not accustomed to a 'direct 
democracy' has been 
decisive! And how come 
that no special measures 
were taken to inform and 
prepare the public better for 
the referendum? Wouldn't it 
have been the moment for an 
advisory referendum?

The outcome, the ultimate 
impact on the UK economy 
and in particular the 
consequences for the 
jewellery industry will only 
be revealed later. Meanwhile, 
keep calm and carry on….

This article  - edited and 
shortened version for the 
World Diamond Magazine  - 
was originally published on 
Ligthart's business blog on 
bizzita.com. 
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The Turkish Jewellery Exporters' Association 
(JTR) will be hosting more than 1000 buyers from 
all over the world during the Istanbul Jewelry 
Show (IJS) between October 11-14 in Istanbul.  
This year, too, JTR is again breaking a record by 
bringing not less than 1,000 buyers to Turkey to 
take part in IJS. The 1,000-member guest list is 
the result of meticulous research to define the 
ideal buyers' profile and to invite and fly in those 
manufacturers and retailers who will generate the 
best possible results.

JTR Board member Ceyhan Hoşgör said the 
following about this special programme: 
"JTR's buyers programme has been in place for 
quite some time now and throughout the years 
we've honed our skills and improved our ability 
to spot, locate and identify those buyers that are 
the best fit to the Istanbul Jewelry Show and its 
exhibitors. Of course, over the years, due the 
intense efforts and significant investments that 
we have made in this programme, we now have in 

hand one of the best data bases of the  
international gem and jewellery industry  
and trade. 

Of course, we are most interested in those buyers 
that are the best fit to what our exhibitors have to 
offer. We really want to see them spend a lot of 
time at the show and with our exhibitors.  
And to guarantee a good fit, we expect our 
exhibiting members to prepare themselves well  
for the show and specifically for these special 
buyers. It is a lot of work, but this model has 
proven to be very successful!

Naturally, we continue to try and reinvent 
ourselves. To help them spend their time in an as 
efficient as possible manner, we have come up with 
all kind of meeting models, some of which that can 
only be compared to a speed dating programme. 
Another programme that we also adopted 
successfully is the dedicated VIP delegation 
programme for the most important buyers." 

Participation in foreign buyers' 
delegation reached 1000

The number of foreign buyers participating in the foreign 
purchase delegate program organised by the Turkish Jewellery 
Exporters’ Association has reached 1000. Turkey’s largest 
foreign buyer organisation significantly contributes to the 
Istanbul Jewelry Show’s fast and positive growth.
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De Beers, Lightbox and 
the Impact on the Diamond 
Industry

De Beers has 
announced the 
formation of a 

new company, Lightbox, 
that will be selling man-
made diamonds (MMDs), 
mounted in earrings, 
pendants and bracelets - no 
rings.

I will assume everyone has 

read the details and heard 
their rationale for claiming 
that this move will have little 
or no impact in the natural 
diamond industry. Briefly, 
they will be selling MMDs 
in finished jewellery with 
total weights up to one carat, 
mounted in silver or gold, 
and with simple pricing 
- $800 per carat. There is 

no grading of the stones, 
which are white, yellow, 
blue or pink; the jewellery 
is meant for “moments” not 
“milestones” (like weddings).

De Beers has arrived at 
this moment after a few 
decades of seeing their 
business transformed from a 
monopoly into a commercial 

venture facing all the 
pressures of a competitive 
market.  

At the turn of the century, 
Rio Tinto, with their major 
mine at Argyle in Western 
Australia, went their own 
way, sensing that they 
would do much better by 
selling directly to cutters, 

Ben Janowski comes from a New York diamond family that reaches back nearly 100 years 
to Portugal and Belgium. He has been in the diamond and jewelry industry for over 35 
years, first in top management positions for major American companies and then, since 
1992, as a consultant specializing in strategic planning for the American market. Go to his 
Web site - http://www.janosconsultants.com/for more information.

ABOUT 
BEN JANOWSKI
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especially Indian companies, than 
by contracting to sell productions 
through De Beers. Then came the 
EU, forcing Russia to cease selling 
their productions through De 
Beers. Then Botswana started to 
take a larger and larger share of 
the profits in their major mines. 
De Beers, in what seemed like an 
appropriate response, liquidated 
most of their $5 billion stockpile, 
as its function as a market buffer 
was coming to an end.

De Beers initiated or supported 
a variety of actions aimed 
at maintaining their market 
position. That included Supplier 
of Choice; CSR; the Kimberley 
Process; beacon programs; the 
co-venture with LVMH to open 
De Beers stores (now fully owned 
by De Beers); and developing a 
brand, Forevermark. Beneficiation 
became the new word in Africa, 
as De Beers was induced to 
yield more profits and control 
in Botswana, South Africa and 
Namibia. It would be fair to say 
that all these efforts, aimed at 
maintaining industry leadership, 
have met with mixed success.

All of this occurred during a 
period in which diamond prices 
became more volatile and many 
mines began to approach end 
of life. Major productions of 
diamonds are in decline, not only 
for De Beers but for all producing 
nations, and it will continue that 
way in the future. Some mines 
have already closed, others will 
be closing almost annually. None 
of this was lost on anyone in the 
industry, and De Beers, having 
always planned well ahead, must 
have gone through continuing 
reevaluations of their position 
and what their future might be, or 
could be.

De Beers had been very successful 
over many years in nurturing 
their sightholders, with three 
main objectives in mind, aside 
from maintaining their monopoly. 
See to it that sightholders made 
money, but not too much. Get 
diamonds downstream with the 

lowest possible intermediate 
markups, partially by generating 
competition between the 
sightholders. See to it that 
diamond supply stayed close to 
demand so that prices could rise, 
achieved most of the time by 
controlling stock levels and mine 
productions. And, of course, all 
that would work as long as De 
Beers was a monopoly.

Now, all of that is essentially out 
the window.  

So the thinking had to turn to 
imagining the company’s business 
in the future. For one thing, very 
early on, start producing MMDs 
if mining did not have long 
term viability and profitability. 
GE and Sumitomo had already 
been doing it for decades and 
supplying industrial grades would 
keep De Beers in that business. 
And, unlike GE and Sumitomo, 
De Beers would also have the 
additional objective of acquiring 
the skills to produce gem quality 
diamonds. Selling diamonds for 
$800 a carat is a lot better than $1 
a carat for industrial boart. It must 
have been clear that the historical 
core business, mining gem quality 
diamonds, would hit a wall some 
day. That wall is now in view.

This led De Beers into a new 
four-part structure: produce 
MMDs, own retail stores, develop 
an international brand, and 
manufacture jewellery. And, of 
course, work the mines as long as 
they remain viable.

Those internal discussions must 
be continuing daily, as none of 
this comes easily. But the tilt is 
clear. The miners at De Beers 
are steadily being edged out 
by the marketers. What better 
evidence is there of the evolution 
from the old De Beers than the 
Oppenheimer family selling their 
interests and stepping away?The 
decision to develop Lightbox is, 
by far, the most momentous move 
the company has made since the 
creation of the cartel, one that 
many observers in the industry 
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have long been expecting. 

De Beers has the skills in the 
Element Six division to mass 
produce gem quality MMDs. 
So here is how I guess the 
decision process might have 
gone in developing a ten-
point program.

1. OK, we have a decade or 
two to convert the business 
from mining naturals to 
producing MMDs and 
essentially becoming once 
again the major producer of 
"diamonds." 

2. We have advanced the 
technology to the point 
where we have an edge, but 
if we wait too long, other 
producers will catch up.

3. We need to protect 
our sightholders because 
they need to be there for 
at least another ten to 20 
years. And we need to sell 
mine productions as fast as 

possible, and at the highest 
prices bearable.

4. Some sightholders are 
already developing MMD 
capability, wholesalers and 
retailers are not hesitating 
selling MMDs, so that wave 
has started. We need to act 
to try and kill that kind of 
competition.

5. We need to make a 
dramatic start, 

but in such a way as to 
damage the competition but 
keep our sightholders from 
screaming.

6. This will not be easy. To 
minimize the damage, let’s 
keep the price points down; 
do no grading, as that is done 
only for “real” diamonds; 
do not make rings, as that is 
the big driver of the natural 
diamond business.

7. We cannot say that 
Lightbox will impact sales of 
naturals, which it will. No, 
that’s no good. 

8. We cannot say that we do 
not know what impact it will 
have, because that will really 
drive the market nuts. No, 
that’s no good.

9. Let’s conduct a survey on 
how this range of jewellery 
will sell. It should be fairly 
direct to show that we are 
addressing a big piece of the 
market, under $1,000 retail, 
with a sort of upgraded 
costume jewellery. State 
that this market sector that 
has been poorly serviced, 
and that the new lines will 
only act to enhance "real" 
jewellery sales.

10. Moreover, to demonstrate 
that this is a “new” business, 
lets disintermediate 
our entire established 
distribution and go directly 
to the consumer (DTC).

This survey, which I have not 
seen, gave them what they 
wanted - an indication that 
the major impact will be on 
costume and Moissanite. 
Given a choice, will a 
consumer not pick MMDs 
over wannabe simulants like 
Moissanite or CZs? That’s an 
easy one. 

The reality is that retail 
price points up to $1,000 
are critical to all jewellery 
retailers. It represents the 
bulk of the traffic for all mass 
and mid-market retailers. 
The range is important for 
establishing relationships 
with consumers. This is not 
an underdeveloped range in 
the market, but a good deal 
of it has been taken over 
by silver, lower karat gold, 
and non-precious materials, 
especially with gold prices 
staying high. And diamonds 
have very much been in this 
range. So I do not buy the 
claims by De Beers based on 
their survey at all.

So far, De Beers cannot be 
faulted in what they have 
done. This is straightforward 
business planning for a 
company that is feeling the 
obsolescence of its business 
model.

The question remains, what 
else are they planning, and 
what will be the real impact 
on the industry?

It seems very unlikely that 
De Beers would be taking 
this direction, plunging 
into a product that has been 
attacked by many diamond 
people, just to pursue this 
very limited range of fashion 

De Beers has arrived at this moment after a few 
decades of seeing their business transformed from a 
monopoly into a commercial venture facing all the 
pressures of a competitive market.  
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jewellery. That would leave 
them a minor player in the 
future diamond business. 
Also, spending about $100 
million to build a new factory 
in Oregon could not be 
justified to sell “moments” 
jewellery. Nobody can 
reasonably think that is their 
short- or long-term objective.

I have long thought of MMDs 
as the logical product to fill 
what will be a growing hole 
in the supply of diamonds 
as mines expire, the earnings 
gap grows, and a large, new 
middle class rises in Asia. 
We already see retailers 
hastening to add MMDs 
to their selections, a trend 
that will accelerate and force 
competitors to feel obligated 
to follow suit. The timing of 
such a trend really booming 
is hard to predict, but it is 
approaching quickly. If De 
Beers wants to position itself 
to be the key supplier when 
that trend matures, it cannot 
wait until it happens and then 
try to plunge into the market 
with MMDs. It needs to start 
now with this innocuous 
effort and work to establish 
its position well in advance. 
And clearly, it is willing to 
do so knowing that it will 
potentially create chaos and 
disrupt the natural diamond 
business. This is a calculated 
risk, but one that De Beers 
almost has to take if it will 
remain a major factor in the 
business over the long term. 
And long term is what De 
Beers has always focused on.

No one should underestimate 
the effects that Lightbox will 
have. It is going to disrupt 
the natural business to a 
far greater degree than has 
already occurred. Lightbox 
has made MMDs a totally 
acceptable product. It will 
incentivise those already 
producing MMDs to ride this 
new coattail and to increase 
production and pursue 
technological advancement. 
It will force many retailers to 

seriously consider carrying 
MMDs from Lightbox, and 
undoubtedly from many 
other companies.

It may also accelerate 
the decline in natural 
productions because MMDs, 
in the most popular sizes, 
will be of far better quality 
than naturals and available at 
far lower prices. Exploration 
and development of new 
diamond mines may slow 
considerably as companies 
will seek near assurance that 
the productions will have 
high value. Existing mines 
may become unprofitable, 
and some may alter their 
extraction processes in order 
to avoid the costs involved 
in producing low quality 
diamonds. The recycling 
of existing diamond stocks 
will boom further. Most 
importantly, there will be 
little reason for naturals and 
MMDs not to be mixed in 
the manufacture of popular 
jewellery and be fully 
disclosed as such.

There are many other 
aspects of this evolutionary 
and revolutionary moment 
that occur to me, perhaps a 
subject for future posts. To 
believe that De Beers will not 
expand the range of this line 
to include rings and more 
expensive products is foolish. 
The same is already true for 
many other manufacturers 
using MMDs - and De 
Beers will have to be there 
eventually if they are in fact 
going to be the big dog.

The attempts by various 
institutions in the industry to 
fight the expansion of MMDs, 
even punish dealers who 
would dare to carry MMDs, is 
not only counterproductive, 
but will also guarantee that 
the disruption to come will 
be even more painful than it 
needs to be.
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Following his election as 
the new president of the 
Turkish Jewellery Exporters' 
Association (JTR), Mustafa 
Kamar has been very 
outspoken about his wish to 
increase Tukey's jewellery 
exports. Recognising how 
important the UAE and 
in particular Dubai is for 
Turkish jewellery exporters, 
JTR is reaching out to more 
and larger companies. 

Significant efforts and great 
investments were expensed 
to identify new, potential 

buyers from the UAE and 
consequently, a VIP buyers 
list was composed. Among 
the most important buyers 
invited from the UAE, and 
possibly from the Middle 
Eastern jewellery market, 
were representatives of the 
Malabar, Damas, Al-Kassar 
and Abdullah Bahmdein 
companies. 

JTR President Mustafa 
Kamar expressed his 
pleasure with the presence 
of these buyers: "Our 
biggest target market 

is the Middle East. We 
export most to the UAE 
, in particular to Dubai. 
Most of these exports are 
absorbed by about ten to 
15 UAE companies, that 
consequently distribute 
them further.

Ultimately, Turkey's interest 
is to export directly to the 
end markets and to be less 
reliant on distributors. In a 
market that is increasingly 
getting more competitive, 
margins are getting smaller 
and added value lower. 

Therefore, we need to do all 
we can to secure the added 
value, and that means we 
need to get more direct 
access to the end markets! 

The VIP buyers who will 
be participating in this 
edition of the IJS have been 
carefully researched and 
selected.  This model has 
proven to be very successful, 
both for the buyers and our 
exhibitors!"

JTR ups efforts in hosting VIP  
buyers' delegations 

As part of its new strategy to sell more goods to the Gulf region, the Turkish Jewellery 
Exporters Association (JTR) has significantly increased its efforts and investments in 
attracting buyers from the United Arab Emirates (UAE). This year, the VIP delegation 
from the UAE included buyers from the Malabar, Damas, Al-Kassar and Abdullah 
Bahmdein companies. 
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FROM ISTANBUL TO THE WORLD 

Turkey, one of the 
world’s most important 
gold jewellery 
manufacturers, is home 
to a string of large and 
innovative firms that 
produce a wide range of 
finished gold jewellery 
industry. One of those 
is Arpaş. Founded in 
1982, the company 
current exports its 
products to almost 80 
countries. The company 
became a a member 
of the Responsible 
Jewelery Council 
in 2014. The World 
Diamond Magazine 
spoke briefly to its CEO, 
Fatih Kemahlı, about 
the latest developments 
at the firm.

Can you give us some 
background on the 
company?  
Founded in Istanbul in 1982, 
Arpaş is counted among the 
pioneers of Turkey's modern 
jewellery manufacturing and 
also was among the first firms 
to build an export market for 
its gold jewellery. The creation 

of a viable export market 
went hand in hand with the 
industrialisation of Turkey's 
jewellery manufacturing 
and consequently with the 
introduction of avanced 
production technologies 
of gold processing, such 
as rolling, and of gold 
jewellery maufacturing. By 

employing and involving 
mechnical engineers in its 
jewellery manufacturing, the 
company helped bring about 
a revolution, one that changed 
Turkey from a jewellery 
producing nation that was 
reliant on a labour-intensive, 
artisinal work force, into a first 
fully industrialised jewellery 

producing nation to reckon 
with. Nowaways, Arpaş is a 
leading manufacturre of first-
row, finished jewellery sold 
in prominent jewellery stores 
in 79 countries. Of course, 
the company also has an 
important foothold in  
Turkey itself. We've come  
long way since 1982!

ARPAŞ 
INTERVIEW
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Arpaş has been very open 
about its efficient use of 
technology, eco-friendly 
production and different 
production techniques. What 
can you share about them? 
I dare say that Arpaş is among 
the few brands in Turkey that 
has integrated responsible 
sourcing and responsible 
production into its businness 
model and practices. Our 
sourcing  - of the precious 
metals we use, in particular 
gold; the gemstones we set, 
all are closely monitored with 
regard to their provenance, 
as well as their impact on the 
environment and the people 
who live and work in it. 
All these processes take place 
under our factory's single 
roof, a new factory building of 
approximately 28.000 square 
meters. Here, working with the 
latest production technology 
and tools, our engineers and 
craftspeople all help build 
the products that have made 
Arpaş the succesful Turkish 
jewellery brand it is today.

Can you say more about 
environmental awareness and 
sustainability? 
At Arpaş, we only source pure 
gold and pure silver from 
trusted, certified sourced. 
In practice, this means that 
we want to know where and 
how the precious metals were 
mined an where and how it 
is refined. Of course, we are 
committed to upholding the 
environmental standards for 
our suppliers as well is our 
own production processes.  
Of course we do not use heavy 
metals such as nickel and 
cadmium that pose a serious 
health risk.  With our more 
than 640 models created with 
unique designs and universal 
trends, we guarantee our 
customers that of Arpaş' 
jewellery is void of any 
allergenic components. 

Since when are you a member 
of RJC? 
Since 2014, we are one of 
the few Turkish jewellery 
manufacturers to be a member 
of the Responsıble Jewellery 
Councıl. 

RJC Members commit 
to and are independently 
audited against the RJC 
Code of Practices – an 
international standard on 
responsible business practices 
for diamonds, gold and 
platinum group metals. The 
Code of Practices addresses 
human rights, labour rights, 
environmental impact, mining 
practices, product disclosure 
and many more important 
topics in the jewellery supply 
chain. RJC also works with 
multi-stakeholder initiatives 
on responsible sourcing and 
supply chain due diligence. 
The RJC’s Chain-of-Custody 
Certification for precious 
metals supports these 
initiatives.

In the spirit of and guided by 
the RJC, Arpaş recycles all the 
waste generated during the 
production process. We are 
constantly working on new 
ways to generate the minimum 
amount of waste by consuming 
the least amount of energy and 
to create maximum value. We 
believe that this is what should 
be done for future generations, 
our customers and most 
importantly for ourselves.

We do not ever use 
unknown sourced gold 
and silver that are used 
already and purificated 
subsequently.
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RDI Diamonds to offer diamond  
sales training to retailers
RDI Diamonds of New York 
has always believed in helping 
jewellers become more 
successful and making their 
lives easier. Working towards 
this goal every day has led to 
the creation of their in-house 
RDI VIP Experience.

Michael Indelicato, CEO 
of RDI Diamonds, has 
challenged himself to design 
an event that is not only 
convenient for jewellers 
to attend, but contains as 
much value in 24 hours as 
possible. “While attending 
shows all across the country, 
we discovered that jewellers 
everywhere are facing more 
issues than just inventory,” 
said Indelicato. “Jewellers are 
confronting challenges with 
internet competition, keeping 
up with ever evolving social 
media, hiring, retaining 
employees and so much 
more.”

The training seminars 
cover industry trends, sales 
techniques and training. 
“I have had the privilege 
of speaking at numerous 
jewellery shows as well as 
training seminars at hundreds 
of stores around the country,” 
said Andrew Rickard, VP of 
Operations. “My seminars 
have been specifically 
developed to train jewellers 
on what the best of the best 
are doing, how they’re doing 
it and how you can replicate it 
for your store.”

Post event surveys have 
shown that in addition to 
the amazing seminars by 
Rickard, jewellers also find 
immense value in the sales 
and marketing round tables 
where they have the chance 
to learn from their peers. 

“So many times, we have 
witnessed jewellers working 
together to solve each other’s 
problems and share success 
stories,” said Samantha Lape, 
Marketing Director.

To bring even more value 
before and after the event, the 
RDI Diamonds Marketing 
Staff offer pre-show materials 
for jewellers to collect pre 
orders for their buying 
session. RDI also provides a 
professional photographer 
and access to event 
photographs so that attendees 
can promote their trip when 
they return with all of their 
newly acquired knowledge 
and inventory.

The next event will be held 
in their Rochester, NY 
facility on Sunday, October 
28th - Monday, October 
29, 2018 and will feature 
special guest The EDGE, 
the nation’s leading POS 
system for jewellers, and 
MDJ Advantage, with over 
a century of experience they 
are serious about bringing 
jewellers diversified jewelry 
opportunities. This event will 
have a focus on the upcoming 
Holiday Season. 

As of 2017 RDI Diamonds 
went through the rigorous 
and in-depth audit process to 
become an exclusive member 
of the Responsible Jewellery 
Council. They are committed 
to advancing responsible 
ethical, human rights, social 
and environmental practices 
throughout the diamond 
industry and apply it to 
their day-to-day operations, 
business planning activities 
and decision-making 
processes.

“While attending shows all across the 
country, we discovered that jewellers 
everywhere are facing more issues than 
just inventory.”

DIAMONDS
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World Jewellery Industry 

Organised by UBM Rotaforte Uluslararası Fuarcılık A.Ş., the Turkish branch office 
of UBM Asia which is the biggest exhibition organiser on the Asian continent, and 
recognised as one of the top five jewellery exhibitions in the world, the Istanbul Jewelry 
Show will be bringing together the professionals of the jewellery industry for the 47th 
time. The exhibition will be held at CNR Expo, the Istanbul Fair Centre, between 
October 11-14, 2018. As part of the International Buyer Delegation Programme, 
1000 buyers from the target countries of the jewellery industry will be hosted at the 
exhibition. Master and young jewellery designers will be showcasing their latest designs 
at the show’s Designer Market. 

Gets Together at IJS for the 47th Time
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As aresult of many 
years of investments, 
expansion, 

diversification and lots of 
hard work, the Istanbul 
Jewelry Show has become 
on of the top five jewellery 
exhibitions in the world. 
It is Turkey’s first and only 
specialised international 
jewellery exhibition, 
organised by UBM Rotaforte 
Uluslararası Fuarcılık A.Ş., a 
firm that can boast not less 
than 33 years of experience, 
at CNR Expo, the Istanbul 
Fair Centre . 

This Fall's exhibition will 
be featuring over 800 local 
and international jewellery 
companies and brands, 
representing a wide range 
of product groups and 
sectors including gold, gold 
mountings, refined gold, 
gold jewellery, diamonds, 
a wide variety of coloured 
gemstones stones, pearls, 
silver, silver accessories 
and silver household items, 
luxury watches and fashion 
watches, molds, shop window 
decorations, machinery and 
equipment, safes, software, as 
well a wide range of services 
that include logistics, security, 
diamond grading, gemstone 
identification and grading, as 
well as lighting products. The 

exhibitors will be showcasing 
their special products and 
collections to over 16.000 
professionals of the sector.

International buyers at IJS 
As has become customary, 
the exhibition operates 
its International Buyer 
Delegation Programme 
in coordination and with 
the active support of the 
Ministry of Trade of Turkish 
Republic. The programme 
is organised by the General 
Secretary of the Istanbul 
Minerals and Metals 
Exporters Association 
(IMMIB), as well as the 
Turkish Jewellery Exporters’ 
Association (JTR) and UBM 
Rotaforte, with the joint 
goal to stimulate and grow 
jewellery exports, to find and 
encourage new markets and 
to preserve its impressive, 
existing global market share. 
As part of the programme, 
not less than a 1000 buyers 
of the jewellery sector from 
Europe, the Middle East, the 
Americas, North Africa and 
the Far East will be hosted 
during 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!

Master and young jewellery 
designers 
Organized every year by the 
Turkish Jewellery Exporters’ 
Association (JTR), as part 
of the Istanbul Jewelry 
Show, the Designer Market 
pavillion will be bringing 
together master and young 
jewellery designers on the 
same platform. The designers 
will showcase their signature 
designs and jewellery at the 
Designer Market specially 
created at the exhibition 
venue.
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2018 CIBJO Congress takes 
place in Bogotá, Colombia, 
October 15-17

CIBJO, the World Jewellery 
Confederation, will hold 
its 2018 annual congress in 

Bogotá, Colombia, October 15-17, with 
pre-congress meetings beginning on 
October 13.

The congress is hosted by 
Fedesmeraldas, the National Federation 
of Emeralds of Colombia, which this 
year will be a celebrating the 20th 
anniversary of its founding. Immediately 
prior to the event, from October 12 to 
14, Fedesmeraldas will also host the 
second edition of the World Emerald 
Symposium, which CIBJO Congress 
participants are encouraged to attend.

CIBJO Congresses serve as the 
official gathering place for the World 
Jewellery Confederation’s Assembly of 
Delegates, and also are the venue for 
the annual meetings of CIBJO’s sectoral 
commissions, where amendments can 
be introduced to the organisation’s 

definitive directories of international 
industry standards for diamonds, 
coloured stones, pearls, gem labs, 
precious metals and coral, known as  
the Blue Books.

This is the second time that a CIBJO 
Congress will have been held in South 
America, with the first having taken 
place in Salvador, Brazil, in 2015. As 
Latin America’s fourth largest economy, 
Colombia is synonymous with the fine 
emerald sector, which is anchored by 
a mining industry that has functioned 
uninterrupted since the rule of the Incas, 
and archaeological evidence indicates 
that gemstones were already being 
mined in the area more 3,000 years 
ago. The country also has substantial 
gold reserves, and is a producer of 
silver and platinum. Bogotá, its capital 
and primary business hub, is home to 
an emerald sorting, cutting and trade 
centre, as well as a growing jewellery 
industry and trade centre.
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Gold Demand Trends

• Indian consumers were confronted with a high local   
   gold price and seasonal challenges
• Economic factors, and a new VAT regime in some  
   markets hit Middle Eastern demand 
• Chinese consumers responded well to industry     
   focus on innovation and branding

Q2 2018
Challenging conditions 

in a few markets were 
the main reason for 

the y-o-y global decline in 
Q2 gold jewellery demand. 
India and the Middle East 
were the main drivers of the 
decline, although weakness 
in those markets was partly 
offset by growth in China 
and the US. Comparing H1 
2018 with H1 2017, demand 
was little changed: 1,031.2t 
compared with 1035.8t. 

It may seem surprising that 
gold jewellery demand failed 
to perk up in response to 
the relatively sharp decline 
in the US$ gold price over 
the quarter. But currency 
weakness in many markets 
meant that local consumers 
did not benefit from similar 
gold price reductions; instead 
they were faced with steady – 
or even higher – prices. 

Stronger dollar drove the 
divergence between US$ 
gold price and local currency 
prices.

India  
Indian gold demand was 
down from a strong Q2’17, 
falling 8% to 147.9t due to 
high local prices and seasonal 
factors, but was in line with 
the long-term average. The 
y-o-y drop in demand was 
magnified by the jump in 
demand seen in Q2 last year 
when consumers rushed to 
make gold purchases before 
GST was implemented on 1 
July. In a longer-term context, 
Indian jewellery demand was 
relatively healthy, just 1% 
below the five-year quarterly 
average of 149.1t and 3% 
higher than average Q2 
demand over the preceding 
ten years (144.1t). 

GOLD
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Demand was boosted in April by 
Akshaya Tritiya and the wedding season, 
before fizzling out. India’s gold trade 
reported brisk demand during the 
festival, despite relatively high local gold 
prices at that time. And wedding-related 
purchases supported demand early in the 
quarter. This positive effect soon wore 
off however, as the rupee continued to 
weaken against the US$, keeping the 
domestic gold price elevated. 

Adhik Maas – an inauspicious time for 
Hindus – was also a contributing factor 
to the y-o-y decline. Adhik Maas is an 
additional month in the Hindu calendar, 
which occurs every 30-36 months 
in order to align the lunar and solar 
calendars. It is considered an inauspicious 
time for events such as weddings, so 
tends to have a dampening effect on gold 
jewellery demand. The start of Adhik 
Maas in mid-May coincided with the 
local gold price moving quite sharply into 
discount versus the US$ price. 

Steep discounts seen in India during 
inauspicious month of Adhik Maas

The imminent monsoon kept demand 
subdued towards the end of the quarter. 
Although the inauspicious Adhik Maas 
period ended on 13 June, it was rapidly 
followed by the onset of monsoon 
preparations among rural communities, 

aided by government attempts to boost 
farm incomes (such as loan waivers and 
raising Minimum Support Prices on 
certain crops). Farming communities 
were heavily involved in sowing crops 
ready for the monsoon - often a time 
during which gold is used as collateral for 
loans to buy seed rather than to purchase 
gold jewellery.

China 
Jewellery demand extended its recent 
recovery, gaining 5% to 144.9t in Q2. 
Y-t-d demand reached a three-year high 
of 332.9t. 

The market followed familiar themes: 
consumers increasingly prefer innovative, 
creatively-designed pieces over 
traditional jewellery. While traditional, 
plain 24-carat jewellery continues to 
dominate the market – accounting for 
around 70% of gold jewellery demand 
– the shift towards alternative, newer 
products continued. 18ct, 22ct, 3D hard 
gold and premium higher-carat products, 
such as 9999s (99.99% pure gold) 
jewellery, performed well. 

A greater emphasis on service and 
branding is paying dividends among 
increasingly discerning consumers. The 
fledgling trend towards more innovative 
promotion, marketing and customer 

Indian gold demand was 
down from a strong Q2’17, 
falling 8% to 147.9t due 
to high local prices and 
seasonal factors, but was 
in line with the long-term 
average. 

GOLD
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service gathered pace in Q2, with positive 
results. Retailers and manufacturers 
are investing much-needed resources 
into more effectively targeting and 
engaging key younger audiences. Jeweller 
CHJ Jewellery, for example, partnered 
exclusively with a popular TV series 
"Women in Beijing", which follows the 
lives of young ambitious women living in 
big cities. Research conducted by Deloitte 
in 2017 mirrors the results of our own 
2016 consumer research programme, 
finding that millennials are less interested 
in heritage and tradition than in buying 
something unique and different.1, 2 
The industry is alert to this trend and 
as it continues to address the need for 
more tailored, effective promotion and 
marketing, jewellery demand should 
benefit.

Middle East & Turkey 
Jewellery demand across Middle Eastern 
markets continued to struggle against a 
challenging economic background. Iran, 
unsurprisingly, posted the region’s biggest 
Q2 loss. Demand fell 35% to 6.6t – the 
lowest quarter in our historical data 
series. Faced with renewed economic 
sanctions and a collapsing currency, 
which caused a huge rise in the local 
price, demand for gold jewellery 
slumped. Instead demand was channelled 
into gold investment products (which, 

unlike gold jewellery, are VAT-exempt), 
pushing demand for bars and coins to a 
four-year high.

Elsewhere in the region, y-o-y 
comparisons in the UAE and Saudi 
Arabia (down 24% and 10%, respectively) 
suffered due to the impact of VAT, 
introduced at the beginning of the year. 
Total H1 demand in Saudi Arabia has 
halved in the last three years: 18.0t in H1 
2018 compared with 36.2t in H1 2015. 
The continued push for localisation – 
favouring domestic employees over expat 
workers – has also undermined demand, 
given that many of the latter are Indians 
with ingrained gold-buying habits.

Egypt was again the only market to see 
improvement, up 10% to 5.1t. This y-o-y 
gain is however, somewhat misleading as 
the comparison is against a record low 
quarter: demand was just 4.7t in Q2 2017. 
Nonetheless, the domestic environment 
is encouraging: a US$2bn IMF loan was 
approved after the Egyptian government 
implemented a programme of reform and 
investment, contributing to economic 
growth. The currency has stabilised but 
remains relatively weak, which should 
continue to support the export sector. 

Indian gold demand was 
down from a strong Q2’17, 
falling 8% to 147.9t due 
to high local prices and 
seasonal factors, but was 
in line with the long-term 
average. 

GOLD



World Diamond Magazine | 41

NEWS

The 10% y-o-y 
fall in jewellery 
demand in Turkey 
was a response to 
the very high and 
volatile local gold 
price a time of 
political tension. 
Jewellery demand 
of 10t was the 
second-lowest Q2 
in our series for 
Turkey. 

The 10% y-o-y fall in jewellery demand 
in Turkey was a response to the very high 
and volatile local gold price at a time of 
political tension. Jewellery demand of 10t 
was the second-lowest Q2 in our series 
for Turkey. The value of the Turkish lira 
plunged as global investors reacted to 
comments by President Erdogan that 
called into question the independence of 
the central bank in setting interest rates. 
This, in turn, caused the local price of 
gold to skyrocket during Q2. Budget-
conscious consumers – already uneasy 
over the faltering economic environment 
and somewhat controversial presidential 
election – put jewellery buying plans on 
hold. 
 

The West 
US jewellery demand continued along 
its recent path of steady growth: demand 
grew 5% to a ten-year Q2 high of 28.3t. 
Y-t-d demand was equally buoyant: at 
51.9t gold jewellery demand saw the 
strongest H1 total since 2008. Demand 
benefited from the positive domestic 
economic environment: rising wages, 
lower taxes boosting household incomes, 
unemployment at historic lows and 
heightened consumer confidence. 
Department stores report good jewellery 
sales (with some reportedly reallocating 
store space back to gold from silver) and 
the high-end of the market is performing 
well.

GOLD
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Europe saw a continuation of 
recent modest growth. A marginal 
uptick in Q2 demand (14.5t from 
14.4t) was mirrored in the H1 
total (27.4t from 27.2t). Demand 
was supported by the relatively 
stable euro gold price and a 
subdued reaction from consumers 
to geopolitical uncertainties, 
although in the UK consumers 
remained hesitant in the face 
of Brexit uncertainty. Italy was 
again the weak spot, with demand 
affected by drawn-out political 
wrangling after the general election 
in March. But the top end of the 
market remains resilient, helping 
to contain losses.

Other Asia 
Growth in Indonesia and Vietnam 
more than compensated for 
weakness elsewhere in the region. 
Demand in Indonesia reached 

a three-year high: Q2 demand 
grew 10% to 11.2t. Consumers, 
buoyed by healthy domestic 
economic growth, responded well 
to gold sales promotions. It was a 
similar picture in Vietnam, where 
a 14% y-o-y rise in Q2 demand 
contributed to the strongest H1 
since 2008 (9.5t vs 9.9t in 2008). 
Continued Vietnamese economic 
growth was reflected in positivity 
among jewellery consumers. 
Jewellery wholesalers and retailers 
expanded their sales networks to 
capitalise on this upbeat mood.

The mood in South Korea’s 
jewellery market was relatively 
muted: demand slipped to a 
five-year low of 4.9t as consumer 
sentiment was subdued by 
increasing signs of a global trade 
war, despite the easing of political 
tensions on the Peninsula.

Jewellery demand across Middle 
Eastern markets continued to 
struggle against a challenging 
economic background. Iran, 
unsurprisingly, posted the 
region’s biggest Q2 loss. 
Demand fell 35% to 6.6t – the 
lowest quarter in our historical 
data series. 

GOLD
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Many people begin their 
day with a car, bus or 
subway ride to the office. 
But for workers at the 
Gahcho Kué Diamond 
Mine in Canada’s Northwest 
Territories (NWT), chances 
are they’ll go by plane. It’s 
a 200-mile journey from 
city to mine and the route 
is easily accessible by air 
or, for two of the coldest 
months of the year, via an 
ice highway where truckers 
ferry vital supplies over 
frozen lakes. Mine workers 

take a chartered flight from 
Yellowknife, the capital 
city of this vast northern 
region of Canada, arriving 
on a landing strip located 
just 250 miles south of the 
Arctic Circle. There, they 
board school buses to the 
mine’s modest campus—
their last leg of the journey 
before work begins. 

But travel time isn’t wasted. 
Kimi Balsillie, a Gahcho Kué 
environmental officer, uses it 
to update workers on onsite 
safety. Balsillie personifies 

how diamond mining has 
changed the region for 
the better. With a position 
that focuses on employee 
safety and environmental 
standards, her work is also 
a testament to the industry’s 
respect for the vast, mineral-
rich land where it mines the 
world’s most precious gems.

Since the discovery of  
diamonds in the early  
1990s, Canada has become 
an increasingly important 
producer, and now ranks 
third  

in worldwide diamond 
production. The Canadian 
tundra has offered both 
riches and extraordinary 
career opportunities, 
especially for women and 
the territory’s indigenous 
people. This dedicated 
community of workers is 
the new face of modern 
diamond mining—an 
industry that is thriving 
in one of the world’s most 
remote locations. 

The Northwest Territories are a land of terrible beauty. Marshes, lakes and streams come to life 
during the summer months but during the winter, when temperatures can average -50 degrees 

Celsius, all is covered with a glistening layer of snow and ice. 

The new face of 
diamond mining

DIAMONDS
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Balancing progress with 
tradition 
Balsillie is a Yellowknife 
native and a Métis—a 
group descended from the 
First Nations people and 
early European settlers. As 
an environmental officer 
and a member of the local 
population, she understands 
the need to balance progress 
with tradition. When 
operations began in the late 
‘90s to reach the diamond-
bearing kimberlite pipes 
that lie deep below the area’s 

permafrost, the mining 
companies established rules 
to both protect and respect 
the land and the indigenous 
population. “There are three 
golden rules that we live 
by,” says Balsillie. “Zero 
harm, improve continually 
and always be resource 
compliant.” It takes work, 
Balsillie says, but it’s work 
that’s well worth the effort.

Gahcho Kué Diamond Mine Environmental Officer Kimi Balsillie is 
a Métis and a Yellowknife native who has seen the region’s economy 
improve with the discovery of diamonds. With strong opportunities  
for women and the area’s indigenous people, she exemplifies the new 
face of diamond mining.

Surrounded by water, the Diavik Diamond Mine was the second to 
open in Canada’s Northwest Territories. Along with nearby Gahcho 
Kué and Ekati, the mines’ combined footprint is slightly more than  
23 square miles—or 0.004% of the region’s 520,000 square miles. 

Megan Rodel, a native 
of South Africa, 
handles work flow 
optimization for 
Gahcho Kué, Canada’s 
newest diamond mine. 
She has seen first-hand 
how employment 
opportunities have 
added to an improved 
quality of life for many 
residents.

The 200-mile long ice highway, shown here as closed due to warm 
weather, is actually built upon a series of frozen lakes. During the 
two coldest months, it provides a much-needed thoroughfare between 
Yellowknife and the mines. Large trucks ferry diesel fuel, equipment 
and other vital supplies for the mining operation during the heart  
of winter. 

DIAMONDS
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Out on the tundra, Balsillie scans for area wildlife, including wolverines, Artic foxes and the giant hares for 
which Gahcho Kué is named (“gahcho” means “big rabbit” in the local Chipewyan language).

Megan Rodel takes a quick look at some of the rough diamonds in the processing facility at Gahcho Kué.  
The mining operation is the sixth to open in Canada in almost 20 years.

Boosting the economy 
Today, there’s a new 
level of excitement 
in the Northwest 
Territories. Diamond 
mining operations have 
boosted the economy 
and offered a true 
living wage to many. 
With its cold climate 
and high cost of living, 
Balsillie remembers 
when there were far 
fewer employment 
opportunities. Then 
came the discovery of 
diamonds and things 
changed, for the better.

The mining industry 
is committed to hiring 
local and indigenous 
Northern residents. 
Kelly Lafferty-Norn, a 
35-year old Métis, works 
for Diavik Diamond 
Mine. Though she 
once worked an hourly 
office job in nearby 
Hay River, Lafferty-
Norn—a mother of 
four—now drives trucks 
and earns an extremely 
competitive wage. 
She is one of Diavik’s 
haul-truck operators, 
moving ore from mine 
to processing facility. 
Women now account 
for nearly 30 percent 
of the work force. In 
the history of diamond 
mining, women have 
always played significant 
roles - two women 
geologists discovered 
the first kimberlite 
deposits in Russia and in 
Australia, and geologist 
Maureen Muggeridge 
was responsible for 
finding the massive 
diamond deposit near 
Lake Argyle. 

DIAMONDS
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Career opportunities 
Although the work can 
be anything but easy, the 
camaraderie among workers 
adds to the extraordinary 
community that has 
blossomed here. During a 
recent interview with a local 
Yellowknife radio station, 
Balsillie described the things 
that make Gahcho Kué so 
special. “We’re like a family 
here. During the day, we 
work and at night we come 
together as friends and get 
to know one another. It’s 
very supportive.” A 24-hour 
cafeteria, on-site gym and 

complimentary personal 
and career development 
classes on subjects ranging 
from public speaking to 
financial planning also help 
workers to do their best and 
optimise their chances for 
advancement.

There are many career 
opportunities available to 
the women and men who 
work here. The mines may 
operate 24-hours a day, 
365 days a year excavating 
precious gems. But women 
like Megan Rodel, a native 
of South Africa who grew 

up in the mining industry, 
say the real treasure comes 
from the ability to climb 
the ranks. Rodel, 31, started 
in production mining and 
now manages work flow 
optimisation at Gahcho 
Kué. She has seen a number 
of her co-workers earn 
significant promotions. 
“This is more than just a 
job,” she says. “Here, you 
can have a career.”

Rodel loves the diversity 
of the work she does and 
welcomes its challenges. 
“There’s something new to 

learn each day,” she says. 
With a degree in mining 
engineering, her career has 
followed the trajectory of 
the very products she helps 
to unearth—from coal to 
diamonds. “I began my 
career working to mine 
coal and now I help to mine 
diamonds. It’s a dream job 
for me,” she says. “Each 
diamond that emerges from 
the earth is unique and has 
its own story to tell. And 
that’s a dream in itself.”

Kelly Lafferty-Norn, one of Gahcho Kué’s haul-truck drivers, makes mandatory safety 
reviews after operating her 60-ton rig. She’s one of the many women whose hard work and 
professionalism has added to the mine’s success. 

Canada is now the world’s third largest 
producer of rough diamonds. After they 
are loosened from the kimberlite, the gems 
are sorted by size at the mine’s production 
facility.

DIAMONDS
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Tiffany's raises profit 
forecast, launches 
new solitaire ring

CANDLE LANTERN COLLECTION   
by TEKIN SEYREKOGLU JEWELRY

Tiffany & Co outstripped 
quarterly estimates for profit 
and revenue and raised its 
full-year earnings forecast as 
the retailer sold more jewelry 
in China and the Americas. 
Second-quarter global net 
sales rose 12 percent to $1.1 
billion and first half sales net 
sales increased 13 percent 
to $2.1 billion, reflecting 
geographically broad-based 
growth and increases in all 
product categories.

Net sales in the Americas, 
accounting for almost  half 

of the company’s total sales, 
rose eight percent to $475 
million in the second quarter 
and eight percent to $900 
million in the first half. 
Sales in Asia Pacific grew 28 
percent to $301 million in 
the second quarter and 28 
percent to $629 million in 
the first half. The company 
mainly attributed the rise 
in both markets to higher 
spending by local customers.
In past September, the jeweler 
unveiled the Tıffany True, 
an new innovative diamond 
solitaire ring.

Known as one of the first and 
finest jewellers in Turkey since 
1963, Tekin Seyrekoglu succesfully 
established multiple jewellery lines 
with extraordinary designs and 
quality. Due to his vast passion 
for history and tradition, he 
created an exclusive line called 
"Candle Lantern,’’ inspired by 
his oldchildhood memories of 
beautiful vintage lanterns lighting 
dim roads and dark corners.
He also created a unique edition 
of candle lantern necklaces and 
rings, combined with different 
colourful enamels scattering away 
the shadows of night where each 
and every single lantern holds a 
story of its own and shines with 
everlasting beauty!
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CANDLE LANTERN COLLECTION   
by TEKIN SEYREKOGLU JEWELRY



Midas is now a certified member of 
Responsible Jewellery Council
Midas has taken its quality 
one step further as it has 
become a member of 
Responsible Jewellery 
Council, a non-profit 
organization that started 
its activities in USA. It’s 
the organization’s aim is 
to maintain consumer 

confidence by advancing 
responsible business 
practices throughout 
diamond and gold jewellery 
supply chain. It is seeking 
to achieve its objective by 
developing business ethics 
and environmental and 
social standards those apply 

to members at each step 
in the supply chain – e.g. 
mining companies, refiners, 
traders, processors/cutters, 
manufacturers and retailers. 
RJC has over 500 members 
from 53 countries around 
the world. Among the 
members of RJC are such 

large-scale companies from 
all over the world such as De 
Beers, Rio Tinto, Pandora, 
Gucci, Hublot, Rosyblue, 
Lange&Sohne, Asian Star, 
Andre Messika, IWC and 
membership process requires 
very careful audit and 
assessment procedures.
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One of the gems outside 
the Istanbul Jewelry Show 
(IJS) was the congress of 
ICMAH – the International 
Committee for Museums and 
Collections of Archaeology 
and History, organised by 
ICOM, the International 
Council of Museums, which 
took place in parallel to the 
show.

Noga Raved, the curator 
and coordinator of Facets 
of Mankind – the World 
Diamond Museum and 
the former curator of 
the Harry Oppenheimer 
Diamond Museum 
in Ramat Gan, Israel, 
participated in the event 
and offered an overview 
of the challenges faced by 
those running a physical 
museum that represents 
an industry and where that 
industry's awareness of the 
requirements to manage 
and sustain a museum is 
minimal. 

At the Istanbul gathering, 
Raved, who is about to 
complete her PhD and has 
ample experience as a curator, 
detailed the special efforts 
and attention needed to put 
together a representative 
collection(s); how to upkeep, 
develop and expand these 
collections; how to present 
the objects to the public 
and how to try and find the 
right balance between the 
educational values and the 
needs of  the industry it 
represents.

During her employment at 
the museum, Raved worked 
closely with Ms. Nurit Shohat 
, a trained lawyer, who during 
her 18 years at the Harry 
Oppenheimer Diamond 
Museum had become head 
of education and the de-facto 
manager.  Ms. Shohat was 
a full and valuable partner 
in preparing the lecture, 
although she was unable to 
attend the conference itself.

In her presentation, which 
was well illustrated by 
numerous photos and 
illustrations of the diamond 
museum's collections, 
objects, interior and location, 
Raved touched upon the 
difficulties a curator faces 
to present and make the 
museum representative of an 
industry that is and remains 
inaccessible to the public 
at large. After all, due to 
its character and its high-
value products, the trade 
takes place behind securely 
closed doors. In addition, 
one needs to choose how 
to display and explain the 
life-cycle of the industry, 
the processes the diamonds 
are going through and their 
importance to the human 
civilization; how to present, 
the diamond industry's tools 
and equipment; and how 
to 'translate' the industry 
economic, technological and 
last but not least its cultural 
value to society. 

Unfortunately, the Harry 
Oppenheimer Diamond 
Museum was shuttered and 
closed during 2018, the result 
of mismanagement, the lack 
of awareness in the industry 
of its historical and cultural 
value and the lack of will to 
sustain it economically.

At the same time, Noga 
Raved continues to build 
the virtual collections of the 
World Diamond Museum 
which is in the process of 
becoming the leading online 
resource of collection of 
diamonds and diamond 
jewellery in art and science 
throughout history, in all 
cultures and over the entire 
globe. 

For more information, go to 
www.facetsofmankind.org. 

Another gem in Istanbul 
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Alrosa's CEO, Sergey Ivanov, 
was ranked second out of 34 
mining companies’ CEOs 

according to Institutional Investor 
ranking Emerging EMEA Executive 
Team 2018. According to the ranking 
based on the buy-side analysts votes 
Sergey Ivanov topped the 2018 
ranking list. Furthermore, Sergey 
Takhiev, ALROSA’s Head of Corporate 
Finance, topped the list of the Best IR 
Professionals based on all votes while 
at his previous position with NLMK, 
Russia’s largest steelmaker.

Aleksey Vladimirovich Moiseev, Deputy 
Minister of Finance of the Russian 
Federation, the Ministry of Finance of 

the Russian Federation signed a Memorandum 
of Understanding with HRD Antwerp for the 
establishment of an HRD Antwerp diamond grading 
lab in Moscow.

The signing of this landmark MoU is an important 
step forward in the process of opening the first HRD 
Antwerp laboratory in the Russian Federation. Ari 
Epstein, President of the Board of Directors of HRD 
Antwerp, emphasized the importance of Russia as the 
world’s largest producer of rough diamonds, and as an 
industry leader when it comes to transparency in the 
value chain. "This collaboration will further enhance 
confidence in the diamond and jewellery market in 
Russia and worldwide," said Epstein. The signing of 
the agreement took place in the presence of Ludo Van 
Campenhout, Antwerp Alderman for Diamonds.

Alrosa's Ivanov ranked 
among best CEOs in mining
sector

HRD Antwerp and Russian 
Ministry of Finance sign 
cooperation agreement
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AVOIDING DECEPTION IN THE 
UNITED STATES MARKET

The U.S. Federal Trade 
Commission released 
the final revision to 

its Guides for the Jewelry, 
Precious Metals, and Pewter 
Industries (16 CFR Part 23). 
These focus on advising 
U..S marketers and those 
marketing in the United 
States how to make claims 
about jewellery products 
that are not deceptive to 
consumers. 

Legally, an act or practice 
is considered deceptive 
if it involves a material 
statement or omission that 
would mislead a consumer 
acting reasonably under 
the circumstances. As a 
reminder, the FTC Guides 
apply to conduct at all levels 
of the U.S. jewellery trade. It 

is the responsibility of every 
member of that country’s 
industry to understand these 
changes and to implement 
them accordingly. 

The FTC tries to harmonise 
its guidance with 
international standards 
when possible, but it 
must base its guidance 
on Section 5 of the FTC 
Act. In contrast, many 
international standards 
are developed through 
industry consensus-building 
processes that are based not 
on Section 5’s standards 
for preventing deception 
and unfairness, but rather 
other considerations, such 
as facilitating trade and 
promoting international 
cooperation. Those 

By Tiffany C. Stevens, President of CIBJO Ethics Commission and Sara E. Yood

Tiffany C. Stevens (centre), President of the CIBJO Commission, chairing the body’s session during the 2017 CIBJO Congress in Bang-
kok, Thailand. She is flanked by Udi Sheintal (left), the commission vice president, and Sara E. Yood, co-author of this special report.
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standards are thus not 
solely, or necessarily, based 
on protecting consumers 
from deceptive and unfair 
practices. 

The FTC does not especially 
seek to harmonise global 
trade standards, but instead 
envisions its purpose as 
consumer protection in 
the United States. Be that 
as it may, the FTC Guides 
definitely have a global 
impact, hence the decision 
to focus upon them in this 
year’s Ethics Commission 
Special Report.

The other primary 
international standards of 
importance to the jewellery 
and gemstone sectors are 
those issued by ISO and the 
various CIBJO Blue Books. 
An in-depth discussion 
of these concepts and 
their potential for impact 
across the global market 
will be had at the 2018 
CIBJO Congress in Bogotá, 
Colombia.

CHANGES TO FTC 
GUIDELINES FOR 
PRECIOUS METALS

A. Products with precious 
metal surface layers 

1. Products plated with 
silver or platinum 

The previous guides did 
not address unqualified 
claims of silver or platinum 
plated products. The revised 
guides require marketers of 
plated silver and platinum 
products to state that the 
product does, in fact, only 
have a surface layer of 
precious metal. For example, 
“sterling silver plated” or 
“850Pt. Plated” would be 
appropriate disclosures. 

2. Describing precious metal 
plated products 

The revised guides make 
changes to the manner by 
which marketers describe 
products with precious 
metal surface layers. First, 
for any product with a 
surface layer of precious 
metal that is marketed 
explicitly with the name 
of the precious metal, the 
guides advise sellers to 
assure reasonable durability 
for the product and its 
precious metal surface layer. 
Second, for any product 
with a surface layer of 
precious metal, the revised 
guides advise marketers to 
disclose the purity of the 
coatings if they are under 
24K gold, 925PPT silver, or 
950PPT platinum. 

Additionally, the guides 
provide e examples of 

reasonable durability as 
follows: 

a. Elecrolytic gold plating 

The revised guides retain 
the same standards for 
thickness and karat fineness 
amounts as the previous 
guides (0.175 microns/7 
millionths of an inch and 
10K minimum fineness) 
to describe “gold plate(d)” 
and “gold electroplate(d)” 
products. However, the 
revised guides have removed 
the terms “gold flashed” and 
“gold washed” for products 
with an electroplating that 
does not meet a minimum 
thickness throughout, 
equivalent to 0.175 microns 
of fine gold. 

b. Mechanical gold plating 

The revised guides now 
advise a 1/40th minimum 
weight ratio for non-
deceptive use of the terms 
“gold plate(d),” gold overlay,” 
and “rolled gold plate.” The 
previous guides’ minimum 
standard of 1/20th 
minimum weight ratio for 
“gold filled” is retained. 

Additionally, the guides now 
advise that if a seller is using 
the terms “gold overlay” 
or “rolled gold plate” for 
a product with a weight 
ratio under 1/20th, then 
the weight ratio should be 
disclosed.

3. Rhodium Surface Layers 

The revised guides require 
disclosure of rhodium 
plating. And as with other 
precious metal applications, 
the seller must assure the 
reasonable durability of 
rhodium coating. 

B. Precious metal minimum 
thresholds 

The previous guides 
required that precious 
metal alloys used to make 
jewellery have a minimum 
threshold fineness for the 
use of the terms “gold” or 
“silver” (10-karat fineness 

The FTC does not especially 
seek to harmonise global 

trade standards, but instead 
envisions its purpose as 

consumer protection in the 
United States.
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for gold, 900 parts-per-
thousand for coin silver, 
and 925 parts-per-thousand 
for sterling silver). The 
revised guides eliminate 
the minimum thresholds, 
allowing marketers to 
use the terms “gold” to 
describe products under 
10-karat gold so long as 
the fineness is disclosed 
(for example, “8K gold”). 
The minimum threshold 
for silver is also revised, to 
allow the use of the term 
“silver” to describe products 
under 900 PPT silver (for 
example, “750 PPT silver”). 
The revised guides retain 
the 900 PPT threshold for 

“coin silver” and the 925 
PPT threshold for “sterling 
silver.” The previous 
requirements regarding 
minimum thresholds for 
platinum remain intact. As 
a reminder, the National 
Gold and Silver Stamping 
Act in the United States 
requires that if you use a 
quality or fineness mark on 
the item, you must also use 
your federally-registered 
trademark (commonly 
known as a “maker’s mark”) 
next to the quality mark. 

C. Products containing 
more than one precious 
metal 

The revised guides add 
guidance that if a product 
is made with more than 
one precious metal, 
the predominant metal 
should be listed first in the 
description or precious 
metal stamp.For example, 
a product that is made up 
of predominantly sterling 
silver with 14K gold accents 
should be described listing 
the sterling silver before 
the 14K gold (“Sterling 
+ 14K” or “Sterling/14K 
accent”). However, for 
products where it is clear 
from the description that 
the metal listed first is 
not predominant, this 

dominance listing is not 
required (such as “gold over 
silver” or “gold overlay”).

CHANGES TO 
GUIDELINES FOR 
DIAMONDS 

A. Use of terms to describe 
laboratory-grown diamonds 

The previous guides 
required use of the terms 
“laboratory-grown”, 
“laboratory-created”, 
“[manufacturer name]- 
created”, or “synthetic” 
immediately preceding the 
word “diamond” to describe 
laboratory-grown diamonds. 
The revised guides now 
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advise marketers of 
laboratory-grown diamonds 
sharing essentially the 
same optical, physical, 
and chemical properties 
as mined diamonds that 
they may use words or 
phrases other than the 
ones listed in the previous 
guides (“laboratory-grown,” 
“laboratory-created,” 
“[manufacturer name]- 
created,” “synthetic”) if they 
clearly and conspicuously 
convey that the product is 
not a mined stone. 

Furthermore, the revised 
guides remove “synthetic” as 
a recommended descriptor, 
but do not prohibit the use 
of that term to describe 
laboratory-grown diamonds.

B. Use of the term ‘cultured’ 

The previous guides did 
not specifically address 
use of the term “cultured” 
to describe laboratory-
grown diamonds or other 
gemstones. The revised 
guides advise against using 
the term “cultured” to 
describe a laboratory-grown 
diamond without additional 
descriptive or qualifying 
language. The accepted 
descriptors or qualifications 
are “laboratory-grown”, 
“laboratory-created”, 
“[manufacturer name]- 
created”, and “some other 
word or phrase of like 
meaning.” Importantly, the 
descriptors or qualification 
must be clear, prominent, 
and understandable. 

C. Use of ‘real,’ ‘genuine,’ 
‘natural,’ etc.

The previous guides 
disallowed use of the terms 
“real,” “genuine,” “natural,” 
“precious,” “semi-precious” 
and similar terms to 
describe a manufactured 

or artificially-produced 
product. The revised guides 
retain this guidance, thereby 
disallowing these terms 
to be used for laboratory-
grown diamonds or any 
other industry product 
that is manufactured or 
produced artificially.

D. Change to Definition of 
Diamond 

The revised guides removed 
the word “natural” from the 
basic definition of diamond, 
reflecting that there is 
now more than one way to 

create a diamond. However, 
this does not change the 
requirement to describe a 
laboratory-grown diamond 
with the type of language 
just prescribed. 

It is important to stress 
that the unqualified term 
“diamond” still refers to a 
natural diamond. 

CHANGES TO 
GUIDELINES FOR 
PEARLS 

A. Treatment disclosure 

The previous guides did 
not specify that treatments 
to pearls or cultured pearls 
must be disclosed. The 
revised guides require 
that a treatment to pearls 
or cultured pearls be 
disclosed if the treatment 
is not permanent, it 
requires special care, or it 
significantly affects the value 
of the pearl. This mirrors 
the existing treatment 
disclosure requirement for 
gemstones. 

For example, dyeing 
pearls or cultured pearls 
to alter their colour 
must be disclosed since 
it significantly affects 
the value of the pearl or 
cultured pearls. 

CHANGES TO 
GUIDELINES 
FOR GEMSTONES 
(INCLUDING 
DIAMONDS) 

A. Composite gemstone 
products 

The revised guides 
specifically address products 
made with gemstone 
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material and any amount 
of filler or binder (such as 
lead glass or a polymer), 
prohibiting the unqualified 
gemstone name to be used 
for these products. The 
revised guides also state that 
calling a composite product 
a “treated [gemstone]” is not 
enough to disclose the true 
nature of the product.

The revised guides similarly 
prohibit products with any 
amount of filler from being 
called a “laboratory-grown 
[gemstone], “laboratory-
created [gemstone],” 
[manufacturer name]-
created [gemstone]” or 
“synthetic [gemstone]”. 
Marketers may use 
“composite [gemstone],” 
“hybrid [gemstone],” and 
“manufactured [gemstone],” 
so long as the terms are 
clearly and conspicuously 
qualified to convey that 
the product does not have 
the same properties as the 
named stone, and that it 
requires special care. 

For example, a compliant 
description of a lead-
glass filled ruby could be 
“composite ruby – lead-
glass-filled – special care 
required”. A compliant 
description of turquoise 
bound by a polymer that 
does not have special care 
requirements could be 
“composite turquoise – 
polymer-bound.”

B. Varietal names 

The previous guides did not 
address the use of varietal 
names (such as “emerald” 
“ruby” “amethyst,” etc.) 
for gemstones. The revised 
guides add a new section 
advising marketers not 
to use incorrect varietal 
names. For example, use of 
the terms “yellow emerald” 
to describe golden beryl 

or heliodor, or “green 
amethyst” to describe 
prasiolite is now prohibited. 

C. Use of terms for 
laboratory-grown gemstones 

The revised guides 
now advise marketers 
of laboratory-grown 
gemstones sharing the 
same optical, physical, 
and chemical properties 
as the named stones that 
they may use words or 
phrases other than the 
ones listed in the previous 
guides (“laboratory-grown,” 
“laboratory-created,” 
“[manufacturer name]- 
created,” “synthetic”) if they 
clearly and conspicuously 
convey that the product is 
not a mined stone.

D. Use of ‘real,’ ‘genuine,’ 
‘natural,’ etc. 

The previous guides 
disallowed use of the terms 
“real,” “genuine,” “natural,” 
“precious,” “semi-precious” 
and similar terms to 
describe a manufactured 
or artificially-produced 
product. The revised guides 
retain this guidance, thereby 
disallowing these terms 
to be used for laboratory-
grown gemstones. 

 

E. Removal of definition of 
‘gem’ 

The previous guides 
contained a section stating 
that “[i]t is unfair or 
deceptive to use the word 
“gem” to describe, identify, 
or refer to a ruby, sapphire, 
emerald, topaz, or other 
industry product that does 
not possess the beauty, 
symmetry, rarity, and value 
necessary for qualification 
as a gem.” This has been 
eliminated from the revised 
guides.

MISCELLANEOUS 
CHANGES 

A. Use of the term 
‘handmade’ 

The previous guides 
allowed a product to be 
called “handmade” or 
“hand-wrought” when 
the entire shaping and 
forming of such product 
from raw materials and its 
finishing and decoration 
were accomplished by 
hand labour and manually-
controlled methods, which 
permitted the maker 
to control and vary the 
construction, shape, design, 
and finish of each part of 
each individual product. 

The list of items that are 
considered raw materials 
included “bulk sheet, strip, 
wire, and similar items that 
have not been cut, shaped, 
or formed into jewellery 
parts, semi-finished parts, or 
blanks.” 

The previous guides further 
advised marketers not to 
claim that a product was 
“hand-forged,” “hand-
engraved,” “hand-finished,” 
“hand-polished,” or “has 
been otherwise hand-
processed,” unless the 
operation described was 
accomplished by hand 
labour and manually-
controlled methods. The 
revised guides retain this 
guidance, and further add 
“precious metal clays, ingots, 
and casting grain” to the list 
of raw materials.

B. Addition of ‘bracelet and 
necklace snap tongue’ to 
assay exemptions 

The revised guides add 
“bracelet and necklace snap 
tongues” to the exempted 
items listed in the appendix 
for gold alloy products, 
and for products made in 
combination with silver and 
gold. 

For further reading, find the 
full text of the revised FTC 
Guides at: 

https://www.federalregister.
govdocumen
ts/2018/08/16/2018-17454/ 
guides-for-the-jewelry-
precious-metals-and-
pewter-industries. 
The FTC’s explanatory 
document is found at: 
https://www.ftc.gov/
public-statements/2018/07/
statement-basis-purpose-
final-revisions-jewelry-
guides.
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By Jonathan Kendall, 
President

CIBJO Marketing & 
Education Commission 

As you all know successful 
marketing is based on 
profound understandings 
of consumer insights and 
trends, and then using such 
knowledge to offer products 
and services in a way that 
meets consumer desires. 

In March of this year I was a 
guest panellist at the Retail 
Jewellery Council event, 
held at the Hong Kong 
International Jewellery Show. 
I enjoyed the discussions 
immensely and the 
importance of maintaining 
consumer confidence in 
jewellery was a recurring 
theme throughout the day. 

For my own part I presented 
on the Z Generation and its 
likely impact on our industry 

over the coming decade.

This is a group of young 
people that is already vitally 
important to all our futures. 
Understanding its members’ 
thoughts, perspectives, 
lifestyles, hopes and emotions 
will be paramount to our 
success in the years ahead. 

Generatıon Z defıned

So who are they? In short, 
They are the next consumer 
powerhouse. 

They’re the post-millennials 
born after 1996. Today 
younger than 22, they are 
expected to account for about 
40 percent of all consumers 
by 2020. 

What are they like? Well first, 
we need to realise they’re very 
different to the soon-to-be 
greying millennials. 

For many of them, there’s 

far less interest in drinking 
and drugs, and some have 
already accused Generation 
Z of being boring, too 
sensible and screen-addicted. 

Research suggests that teens 
currently spend a median 
of five hours a day on their 
phones.

There is little doubt they 
have considerably more to 
distract them than any of 
the preceding generations 
did, and social media is 
their biggest time stealer 
with Snapchat, Twitter, 
Instagram and the global 
equivalents taking up huge 
percentages of their life. 
Interestingly Facebook is for 
“older” people, which shows 
how things today change 
incredibly rapidly. 

Rısk averse, and but socıally 
conscıous 

Recent studies indicate that 
members of Generation Z 
typically possess a variety 
of character traits. They 
are notably more cautious 
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and risk averse than their 
parents, partly because 
of the technology around 
them. As a result, they are 
inclined to curate themselves 
conservatively online, for 
they wish to make certain 
that they are being positively 
portrayed. They also are 
socially aware and are 
interested in racial, gender 
and income equality. From 
their perspective, standing up 
for these values is the correct 
thing to do.

The environment is of 
paramount importance, so 
unsurprisingly they consider 
reducing environmental 
impact to be a requirement 
of all businesses. It is an area 
where we as an industry need 
to step up.

Members of Generation Z 
are very much part of global 
communities, with friends 
on whose opinion they rely 
residing often in a range of 
countries. Consequently, 
having international appeal 
is becoming more important 
in the jewellery industry than 
ever before. 

Iconic people, or celebrities as 
they popularly are referred to, 
play a major role in the social 
media used by Generation 
Z. So any jewellery product, 
brand or company that can 
tie itself to this year’s big 
name could certainly gain 
a huge following around 
the world. We need to show 
we care, because they very 
much care. We must be clear 
about what we stand for, so 
our businesses, brands and 
products are not interpreted 
as being uninvolved, or, even 
worse, opposed to the social 
causes that are important to 
Generation Z.

Adaptıng strategıes for 
Generatıon Z

It is essential that the 
jewellery industry adopt 
marketing strategies and 
methods that are appropriate 
for successfully connecting

 with Generation Z. Gone 
are the old media approaches 
of TV commercials, long-
term PR plans and static 
messaging. 

Today it’s all about fast 

delivery of interactive 
messages.

Everything is immediate. For 
marketers, the ability to tell 
a quick story with relevant 
value is a required skill. You 
might only have just a few 
seconds to hold your subjects’ 
attention. You must get to the 
point before they move on.

We need to communicate 
with them through those 
social media that they prefer 
using, catering to their 
interests in a manner they 
can relate to, and presenting 
content to which they can 
connect.

But the fact that they 
consider traditional TV as 
outdated and boring does not 
mean that video should be 
discounted. On the contrary. 
The social media has 
democratised this medium, 
providing every one of us the 
ability to upload our own or 
others’ materials, essentially 
turning everyone into a 
potential film maker and 
distributor. And it’s fun!

We should encourage the 

uploading of jewellery photos 
and videos, showing off of 
new designs and the posting 
of personal stories of love, 
relationships and enjoyable 
experiences. 

Posts must be tailored to meet 
the specific requirements of 
each social media platform, 
while at the same time 
keeping the overall message 
consistent across the web. 
On Snapchat, for example, 
encouraging consumers to 
share experiences of your 
brand or product can work 
very well.

Messages need to be 
authentic, and using 
real people is popular. 
Customisation, snappy 
and socially meaningful 
messages about jewellery will 
successfully engage Gen Z 
to our products, brands, and 
businesses.

Always remember, in 
communicating your 
jewellery messages, fit is vital.

They are the future. It’s time 
to react.

CIBJO
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Diamonds 

by Yoram Finkelstein 

Cutting and polishing 
diamonds is a much more 
complicated process 
than one might think. 
Among the hundreds of 
gemstones that are cut and 
polished, diamond is the 
hardest material found on 
earth. Diamond has been 
designated with Hardness 
10 on the scale of Moh. 
Therefore, there are only a 
few methods available to 
cut and polish a diamond.  
The traditional method to 
cut a diamond is with…
another diamond. The 
entire, traditional process 
of diamond processing - 
sawing, bruting, cutting and 
polishing - involves other 
diamonds, in one form or 
another. However, since the 
introduction of the diode-
pumped laser, diamond can 
be kerfed, sawn and cut by a 
laser beam. But despite the 
introduction of advanced 
equipment, new technologies 
and a better understanding 
of the rough diamonds 
subjected to the production 
process, there remain some 
diamonds that are as good 
as impossible to cut and that 
'refuse to cooperate…'

Challenges 

A diamond expert, who 
may be a planner, a sawyer, 
a bruter or a polisher, needs 
to be intimately familiar 
with the different surfaces of 
rough diamonds. He or she 
must be able to determine 
the polishing or facet grain 
directions to successfully 
plan, cut and polish a 
diamond.

Since no diamond is equal 
to another, we sometimes 
stumble upon especially 
'stubborn' diamonds 
which, so it seems, under 
no circumstance can be 
produced successfully, or 
can be cut and polished in 
such a way that the process 
will render an acceptable, 
possibly beautiful and 
saleable stone. 

Experienced cutters usually 
know what type of rough 
diamonds will raise a red flag. 
These usually are diamonds 

that display numerous, 
intertwining grain directions. 
The simplest form of rough 
that tends to display such 
characteristics is called a 
'macle.' According to "The 
GIA Diamond Dictionary,"a 
macle is generally defined 
as a flat, triangular, contact-
twinned type of rough 
diamond crystal in which 
two crystals have grown 
together with a 180-degree 
rotation in the orientation 
of their internal crystal 
structure."

Besides the twinning of grain 
directions, there are also 
certain, typical inclusions 
that can prohibit a diamond 
from being cut and polished. 
One example is what we call 
"knots" or "naats." These are 
inclusions which are actually 
very small, individual 
diamonds inside a diamond.

When the grain directions 
of these naats are similar to 
those of the host diamond, 

the "worst case scenario" 
can exemplified by a simple, 
raised area on the host 
diamond's facet - which in 
itself is difficult to polish 
-  but if the naats' grain 
direction is different, and 
appear in groups, which is 
usually the case, they can 
halt the cutting process of a 
diamond entirely.

The photo above displays 
a diamond which was 
attempted to be cut around 
30 years ago by my late 
father. The signs of multiple 
and unsuccessful attempts at 
cutting and polishing a table 
facet on the diamonds' table 
are clearly noticeable. One 
can count at least six different 
attempts to find polishing 
angles on this stone. At the 
upper left side of the table 
one can observe multiple 
miniature “knot” inclusions, 
marked with green circles, 
which do not allow cutting, 
and additional signs of 
unwanted friction can be 
visible as miniature vertical 
lines, (marked with blue 
circles. 

The only 'normal' polishing 
directional signs can be 
observed in the top right area 
of the rather semi-smooth 
polishing plane, marked with 

Most of us who buy and sell diamonds, set diamonds in high-end jewellery, 
sell them to consumers or just write about them, may never have cut or 
polished a diamond, let alone have studied countless pieces of rough diamond, 
trying to determine how to cut and polish them best. Some diamonds, 
however, prove too challenging to be cut and polished successfully as Master 
Cutter Yoram Finkelstein tells us in his fascinating and well-illustrated article.

Diamond has been designated with 
Hardness 10 on the scale of Moh. Therefore, 
there are only a few methods available to cut 

and polish a diamond. 

that don’t cut it….
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Photo 3. In the process of placing a table facet and four crown 
facets on this diamond, multiple feather inclusions surfaced, 
obliterating the diamond's transparency.

Photo 4. This photo shows the table reflection of the stone and 
if one looks closer, one can notice the open surface marks and 
see how the feathers developed in the cutting process. Bear in 
mind this was supposed to be an inclusion-free diamond!

Photo 1. This rough diamond is in fact an amalgamation 
of multiple macles that consequently displays a plurality 
of different 'grain' directions. The diamond's grain is the 
orientation of its internal crystal structure.

Photo 2. Signs of multiple and unsuccessful attempts at cutting 
and polishing a table facet on the diamonds' table are clearly 
noticeable.

a red circle, and the point 
where the polishing was 
halted, as it approached the 
“knot” area, is marked with a 
purple circle.

Zimmi can mean trouble 

Some beautiful and rare 
material, such as vivid 
yellow rough diamonds 

from Zimmi, a small town 
in the Pujehun District of 
Sierra Leone which is famous 
for its production of rough 
that displays orangey, vivid 
yellow hues, is considered 
very sensitive rough material 
which often may result in 
the surfacing of feather 
inclusions during the 

various stages of cutting and 
polishing.

Conscious of these risks, I 
planned the rough diamond 
shown in photo 3 (above) 
with the purpose to avoiding 
the sawing of the diamond. 
However, after carefully 
grinding off the top of the 

stone, removing the satellite 
stone in the process, after 
placing the table facet and 
adding four crown facets, 
numerous feathers appeared 
on the table's surface, causing 
an almost complete loss of 
transparency, which caused 
me to abort the cutting 
process altogether.
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Caption Photo 5: Photo 5. Here, it is very easy to observe the 
optical damage the feather inclusions caused, as they came to 
the surface. Once exposed, these feathers obstruct most of the 
diamond's potential light return. A real pity for a diamond of 
such great and rare colour!

Caption Photo 7: Photo 7. In this image, a horizontal fine line 
can be observed. It displays the crevices on the sawing plane's 
surface, evidence of the feathers which developed during the 
laser sawing process. In this stage of production, it is still quite 
difficult to pick up on the surfacing feathers.

Caption Photo 8: Photo 8. Once illuminated with direct light, 
one can clearly notice the T-shaped feather which developed 
during the sawing process. 

Caption Photo 6: Photo 6. This is another example of a rough 
diamond from Zimmi that was laser-sawn and in the process 
was damaged by feathers coming to the surface of the sawing 
planes. This photo illustrates the rough diamond after it was 
laser-sawn into two separate stones. The laser marks caused 
by sawing process are clearly visible on the surface of the two 
sawing planes.
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One of the things in 
the field of sales 
that doesn't get 

talked about a lot is the 
environment that you are 
selling in. We talk about 
customer service, closing 
techniques, business 
conversations and handing 
objections but what about the 
environment? 

What do I mean by 
environment?

Simply stated, is the 
environment you are selling 
in welcoming to your 
customers? 

Is it customer friendly and do 
those same customers want 
to return? 

Your company can have all 
the top salespeople, the best 
product and the highest level 
of customer service but if 

the environment is less than 
welcoming, then customers 
are going to be less likely to 
return.

Environmental fit

There's a reason that most 
jewellery stores are very well 
lit, have nice displays and 
often have nicer flooring 
than a typical clothing store 
for example. They are selling 
very nice things and want 
the environment the fit with 
what they are selling. Be 
honest, would you rather buy 
an engagement ring from 
a store like that or in some 
dark and dingy warehouse? 
I, of course, can't answer for 
you but I do believe I know 
how most of you would 
answer.

We've also been in stores 
where the aisles are too 
narrow and crowded, and 

therefore uncomfortable. You 
have to step over things to 
get to what you want, and the 
simple act of getting around 
is difficult. The deals might 
be really good in that store 
but how often are you going 
to go back if the environment 
is dark and depressing?

Low cost, but effective

There are many things a 
business can do to improve 
their environment and it 
doesn't have to cost that 
much, or take a lot of effort. 
If your business attracts a 
lot of kids who come in with 
their parents then hire a 
balloon artist once a month, 
or have a small area of the 
store dedicated to kids, with 
puzzles and books. Happy 
kids equals happy parents 
and happy parents equal 
happy customers, who are 
more willing to buy.

You know your business and 
your environment better than 
anyone and I would never 
tell anyone how to handle 
their day-to-day business. 
What I would say is this: 
a welcoming environment 
often equals more sales.

About Brad Huisken 

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

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

Environment



World Diamond Magazine | 69

NEWS

According to new research 
from Euromonitor 
International, India is set to 
overtake US as the world's 
second largest fine jewelry 
market by the end of 2018, 
reports Business Matters. 
The study shows that China 
remains the biggest market 
for fine jewelry with sales 
reaching US$86.3 billion by 
the end of 2017, which are 
expected to reach US$92 
billion by the end of this 
year. The Chinese market 
as a whole has grown by 
over 21% in the last five 
years. The biggest takeaway 
from the Euromonitor 

International study is that 
the Indian fine jewelry 
market will be worth 
US$62.8 billion, or $4 
billion more than US retail 
spend which is projeted to 
reach US$58.6 billion by 
the end of 2018.

The US market for fine 
jewelry has grown by  
12% over the last five years 
(from US$52.2 billion 
in 2014), but the Indian 
market has increased by 
a phenomenal 74% over 
the same period (US$36.1 
bn in 2014). According to 
Euromonitor International, 
all of the top 5 markets 

(China, India, USA, Japan 
and Hong Kong) will have 
grown to the end of 2018, 
although the smallest of the 
five, Hong Kong, has seen 
a small decline over the 
last five years (going from 
$7.8bn in 2014 to $7.2bn in 
2018).

The statistics were 
revealed as Euromonitor 
International discussed the 
impact of foreign spend 
on luxury jewellery sales 
in the UK and abroad, 
“Jewellery overview and 
impact of travel” at the 
leading jewellery trade 
event International 

Jewellery London. 
Fotoulla Michael, Head 
Of Sales, International 
Jewellery London, said, 
"This research shows that 
the Indian market for 
fine jewellery has grown 
enormously over the last 
five years. There has been 
news in recent months 
about increased appetite 
for platinum, diamonds 
and also coloured stones, 
alongside the more 
traditional demand for gold 
jewellery. India’s growing 
domestic market will have a 
huge impact on worldwide 
jewellery trade.”

India Will 
Displace US 
as Second 
Largest Fine 
Jewelry  
Market in 
2018
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The Asscher family is 
one of a handful of 
diamond dynasties 

that have made an indelible 
mark on the diamond 
industry. The company 
bearing their name has been 
working in diamonds for over 
150 years and is still run by 
the descendants of its founder. 
The Asschers have been 
responsible for cutting some 
of the most famous diamonds 
in history and, more recently, 
have been at the leading edge 

of design and development in 
diamond manufacturing and 
design.

Joseph Isaac Asscher 
founded the company in 
1854. Their first offices at 
Tolstraat 127 in Amsterdam 
are still the company’s global 
headquarters. Joseph named 
it the I.J. Asscher Company 
after his son, Isaac Joseph 
Asscher who followed in his 
father’s footsteps. Isaac would 
go on to have five sons, among 
them Joseph and Abraham 
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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 
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who became some of the 
most proficient, trusted and 
famous diamonds cutters in 
history. The Asscher brothers, 
as they would become 
known, changed the name of 
the company to the Asscher 
Diamond Company.

In 1902, Joseph Asscher would 
design and patent the Asscher 
cut. The step cut diamond is 
similar to an emerald cut, 
with the obvious difference 
being that it is more of an 
octagonal shape. A well-cut 
Asscher has been described 
as an ‘endless hallway of 
reflective mirrors.’ Asschers 
are almost always set in a 
minimalist four-prong setting 
that gives the stone a square 
appearance and highlights its 
deep pavilion. It was possibly 
the first diamond cut ever to 
receive a patent, which the 
company maintained for its 
50-year duration. 

Today, the previously 
patented Asscher cut is more 
commonly known as a square 
emerald. In 1903, Abraham 
Asscher would be charged 
with cleaving and cutting the 
Excelsior Diamond, which 
at 997 carats, was the largest 
diamond ever discovered at 
the time. The Excelsior had 
been discovered in South 

Africa 10 years earlier but 
had been stored in a safe at 
De Beers in London as it was 
considered too big and too 
expensive to find a suitable 
buyer. Its owners grew tired 
of storing and insuring the 
valuable stone, and Asscher 
was given specific instructions 
to cut the large diamond into 
smaller pieces that would 
make it easier for them to sell. 
De Beers’ management said 
that dividing the stone into 
many small pieces was "the 
greatest tragedy of modern 

times in the history of famous 
diamonds." The Excelsior 
would be cut into 11 large 
stones and an additional 11 
smaller stones. The largest 
polished diamond, Excelsior 
I, was polished into a 69-carat 
pear shape that was sold in 
1996 for $2.6 million.

When the Cullinan Diamond 
was found in 1905, the Asscher 
brothers were the natural 
choice to polish it, only this 
time they were given specific 
instructions that the rough 

stone should yield the world’s 
largest faceted diamond. 
King Edward VII invited the 
Asscher brothers to London, 
and it was decided that the 
stone would be cleaved into 
three pieces. As legend has it, 
in 1908 when Joseph Asscher 
attempted to cleave the stone, 
he did so in front of a public 
audience. His first attempt 
broke his blade, while the 
stone remained intact. He 
promptly dismissed the 
crowd and began working 
on a new design for larger 
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tools to do the job. One 
week later, armed with new 
tools and in the presence of 
only a witnessing notary, he 
successfully cleaved the stone 
as planned. He apparently 
fainted immediately 
afterward.

World War II would not be 
kind to the Asscher family. 
When the Nazis invaded 
the Netherlands in 1940, 
they entered the Asscher 
factory and confiscated the 
company’s entire inventory. 
The Jewish family was sent 
to concentration camps 
along with all the employees. 
During this time, the 
company’s patent on the 
Asscher cut expired with no 
one able to renew it. This 
allowed other companies to 
copy it, and the Asscher began 
to be produced as the square 
emerald. This confusion 
continues today and many 
square emeralds are not cut 
to the same strict proportions 
designed by Joseph Asscher.

After the war, the Amsterdam 
diamond cutting industry, 
which was at the time one of 
the largest in the world, was 
almost completely wiped 

out. Ten members of the 
Asscher family survived the 
Holocaust, along with just 
15 of the nearly 500 diamond 
cutters. Two of the survivors, 
Louis and Joseph Asscher, 
were given an opportunity to 
start a new company in New 
York, but instead choose to 
return to the Netherlands 
and rebuild their family 
business. Their efforts paid 
off, and in 1980, the company 
was given a royal title by Her 
Majesty Queen Juliana of the 
Netherlands in recognition 
of their long history and 
valuable contributions to 
the diamond industry and 
to the Netherlands. It is the 
only diamond company in 
the world to have been given 
such an honour. At the time, 
the Queen gave Louis Asscher 
a choice upon his retirement: 
a knighthood or the lasting 
legacy for his company. Louis 
chose the latter, and the 
business became known as 
the Royal Asscher Diamond 
Company, the name that it 
continues to bear today.

In 1999, Louis Asscher’s sons, 
Edward and Joop, began 
researching ways to enhance 
Joseph’s original Asscher 

Cut. Two years later, and 
nearly 100 years after Joseph 
patented the original Asscher 
cut, they unveiled the newly 
patented Royal Asscher cut. 

The Royal Asscher cut is a 
step-cut featuring 74 facets, 
compared to the 58-facet 
Asscher cut. Owing to 
its patent, only the Royal 
Asscher Company can 
produce the stone, and 
each diamond comes with a 
certificate of authenticity and 
a laser inscription bearing 
the Royal Asscher logo and 
identification number. There 
are reportedly fewer than 
75 people in the world who 
are qualified to cut a Royal 
Asscher, and each undergoes 
an intense three-month 
training program, before they 
are allowed to begin polishing 
diamonds into this shape.

Today, the company is owned 
by the sixth generation of 
the Asscher family and it is 
jointly managed by Edward 
Asscher, his son Mike and 
daughter Lita. In 2008, Royal 

Asscher created the Star of 
Africa line, which guarantees 
a minimum donation of 
$50,000 to the Diamond 
Empowerment Fund, a 
non-profit international 
organization founded by 
Russell Simmons. Donations 
will sponsor students from 
Sierra Leone who attend the 
African Leadership Academy, 
instituted on the belief that 
ethical leadership is the 
key to transforming Africa. 
Revenue from the sale of 
items in the Star of Africa line 
provides funding to establish 
education, healthcare and 
self-sufficiency programmes 
in Africa's diamond-
producing areas.

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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Great sales managers

What's the 
difference 
between a great 

sales manager and a good 
one? What makes the great 
ones great? It's a multilayered 
question, but it starts with 
one basic and simple act.

A great sales manager is 
on the floor as much as 
possible. He or she is out 
there, leading the store's 
sales team by example. If a 
sales manager is out on the 
floor talking to customers, 
dealing with objections and 
closing sales, the standards 
for interaction with 
customers are consistently 
demonstrated. When 
salespeople observe quality 
sales practices in action, they 
gain effective techniques to 
improve their own efforts 

with customers. Subtle shifts 
in presentation and closing 
techniques are modeled and 
tweaks are made mostly 
without active instruction. 
Building generous attitudes 
with customers becomes 
a natural outcome of sales 
conversations.

Team control

As salespersons observe their 
managers effectively dealing 
with all types of customer 
concerns, closer ties are 
forged between sales team 
members. When managers 
actively handle objections 
and succeed, the division of 
boss versus worker dissolves 
and all staff members are 
valued as part of the group 
driving the success of sales. 
Being actively engaged in the 

minute to minute operations 
of the sales floor allows 
managers to assess the flow 
of customers' experience 
of the store, whether it be 
merchandise placement, 
displays showcasing items 
to their best advantage, 
or observing sales staff 
"clumped" around the 
cashwrap.

Team spirit 

As managers interact with 
staff on the sales floor, it is 
easier to develop positive 
relationships with the 
individuals who comprise 
the team. By interacting 
with staff on the sales floor, 
strengths in techniques 
become obvious and areas 
of staff development needs 
can be generated to be 

addressed at staff meetings. 
On those rare occasions 
where corrective action needs 
to be handled, firsthand 
observation can produce 
improvements without 
drama. 

Additionally, as managers 
observe customer 
interactions, developing 
problems can often be 
diverted before they escalate. 
Customer service is the name 
of the game in sales and 
a manager who circulates 
the sales floor is in the best 
position to assure that the 
standards of excellence are 
upheld.

Quality managers create 
quality staffs; quality staffs 
create maximum customer 
satisfaction.

Author, trainer, consultant and speaker Brad Huisken is President of IAS Training.  Mr. 
Huisken has authored a wealth of sales training books. He recently developed his Train the 
Trainer Course and IAS Training’s Certified Jewellery Sales Professional Program. He also 
publishes a free weekly newsletter called “Sales Insight.” For more information, contact 
IAS Training at 1-800-248-7703, info@iastraining.com, www.iastraining.com or fax +1-
303-936-9581
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