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Dear Colleagues and Friends,

Welcome to the third edition of the World Diamond Mark 
Magazine! 

Last year was full of events for the World Federation of Diamond 
Bourses (WFDB). We successfully enlarged our ranks, accepted 
the Gem & Jewellery Export Promotion Council (GJEPC) as our 
first associate member and launched several important initiatives 
towards becoming the industry leading body  - not only in our own 
eyes, but in particular in the eyes of others.

Last December, some of us attended the inaugural World Diamond 
Conference in Delhi. And in January-February of this year, the 
promotional campaign of the WDM in Dubai resulted in a fantastic 
surge in diamond jewellery sales during the Dubai Shopping Festival 
in the United Araba Emirates. It is heartening see that the efforts of 
the World Diamond Mark are starting to bear fruit. More and more 
industry stakeholders understand the need for an encompassing, 
industry-wide effort toward the generic promotion of diamond and 
diamond jewellery. More importantly, they acknowledge the pivotal 
role of the WFDB in establishing the WDM and in leading the 
process toward growth of diamonds and diamond jewellery market 
share in the luxury market.

Today is the right time to show our public support to the World 
Diamond Mark. As the President of the World Federation of 
Diamond Bourses, my main task is to advance the interests of all 
manufacturers and traders who are members of the WFDB affiliated 
bourses. I see this directly connected to the fate of the WDM. The 
breakthrough achieved by the team in India, Turkey and Dubai 
needs to be supported and cemented throughout the world, at each 
and every WFDB affiliated bourse.

The WFDB is both the father and the mother of the WDM, and by 
extension, this is a project that is run on behalf of the 30 member 
bourses. Therefore, it is pertinent that you, if you have not yet done 
so, become more aware of, involved in and supportive of the Mark.

In recent years, the bourses created successful marketing platforms 
such as the Antwerp Diamond Trade Fair, the International 
Diamond Week in Israel, New York and elsewhere. This, however, 
is not enough. The industry’s efforts need also to be directed to the 
retailers and the consumers. I have thrown my full weight behind 
the efforts of the World Diamond Mark and urge you to do the 
same.

Being our own brainchild, the programme needs to be present at 
each and every event of each and every bourse. I would like to ask 
all Presidents to take concrete steps to accommodate the World 
Diamond Mark at every possible platform, - give it prominence 
on your website and publications, put information in the trading 
hall and gathering places, invite the WDM to participate in the 
above events as well as all trade gatherings organized by the bourses 
worldwide. 

Ernest Blom, 
President of the WFDB

Vice Chairman of the WDMF
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INDIA CREATES HISTORY IN 
GLOBAL DIAMOND INDUSTRY
By Suresh Chotai

Presence of India’s Prime 
Minister Mr. Narendra 
Modi and President 

of the Russian Federation 
Mr. Vladimir Putin at the 
inaugural session of the 
WDCI has given greater 
impetus and importance to the 
global diamond industry and 
especially to the Indo-Russian 
diamond trade. Both the 
veteran leaders have given top 
priority to enhance bilateral 
diamond trade between the 
two countries and by virtue of 

it India has taken a step ahead 
in direction of becoming 
diamond trading hub in near 
future.

India wants to buy more 
rough diamonds directly 
from mining companies as 
the world’s biggest polisher 
of the gems seeks to bypass 
traditional dealers. Mr. Modi 
called upon more major 
suppliers such as Russia’s OAO 
Alrosa to sell directly to India, 
which polishes 80% of the 
world’s diamonds, avoiding 

trading centers such as 
Antwerp and Dubai. Mr. Modi 
said he asked the Mr. Putin 
to drop duties on jewellery 
makers who send rough 
stones to India and re-import 
polished gems.

Mr. Narendra Modi reiterated 
his government’s commitment 
of establishing Special Notified 
Zone (SNZ), first in Mumbai 
and then in Surat that would 
help miners to bring roughs 
on consignment basis to 
display and book orders 

from local buyers. India’s 
Gem & Jewellery Export 
Promotion Council (GJEPC) 
plans to conduct weekly 
auctions of rough diamonds 
in collaboration with Bharat 
Diamond Bourse (BDB) at 
Mumbai. The main objective 
is to provide producers direct 
access to Indian market and 
vice versa.

Mr. Modi mentioned that he 
and the Russian president 
had initial discussions on the 
diamond industry during their 

The global diamond industry witnessed a historic moment when 
two top political leaders of Asia’s two great nations graced the 
recently concluded World Diamond Conference India (WDCI) 
in New Delhi. No industry in the world is lucky enough to have 
two governmental heads present together in its event.

Vladimir Putin and Nahendra Modi
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meeting on the margins of 
the G20 summit in Australia 
and it took only 15 days for 
the Russian leader to take 
forward the discussion and 
push through the concrete 
decisions.

“I strongly feel that if India 
and Russia come together, 
diamond will sparkle 
the whole world,” Modi 
proclaimed in eloquent Hindi.

Mr. Modi also announced 
a first-ever in the history of 
global diamond industry 
Introduction of outsourcing of 
polishing services by India to 
cater to the needs of the global 
diamond industry.

Addressing the WDCI, 
President Mr. Putin reminded 
that Russia’s diamond reserves 
are more than 1 billion carats, 
the largest in the world, while 
Russia’s Alrosa accounts for 
more than quarter of the 
global diamond mining.

“Indian companies and 
companies with Indian capital 
account for about 50 per cent 
of Russian rough diamond 
sales. Considering that we 
need to think about closer 
cooperation. We discussed 
with Mr. Modi what policies 
are required to maximize the 
output of diamond industry,” 
said Mr. Putin.

Mr. Putin invited Indian 
diamond manufacturers to 
invest in manufacturing units 
in Russia.

During the Conference, 
Russia’s mining giant 
Alrosa finalized three year-
agreements for direct rough 
supply to India’s 12 diamond 
companies beginning effective 
from 2015. The contracts were 
signed by Mr. Illya Raschin, 
Acting President of Alrosa 
with the respective heads 
of all of the 12 companies 
in the presence of Mr. 
Siddharth, Joint Secretary, 

Dept. of Commerce, Ministry 
of Commerce & Industry, 
Government of India. The 
12 companies selected as 
cliental of Alrosa are: Rosy 
Blue, Diamond India Ltd, 
Jasani, Kiran Gems, Shree 
Ramkrishna Exports, Hari 
Krishna Exports, KGK, 
Dimexon, Venus Jewel, Karp 
Impex, Sheetal Manufacturing 
and Asian Star. During the 
new contract period, the 
estimated direct sales from 
Alrosa to Indian companies 
would be about US$ 700 
million, and the total for 
the three year period would 
reach US$ 2.1 billion. This 
represents a massive fivefold 
hike in the current direct 
supplies of rough from Alrosa 
to India and will provide 
a huge boost to the Indian 
manufacturers.

“Fourteen out of fifteen 

diamonds in the world 
are being cut and polished 
in India”, Commerce and 
Industry Minister Nirmala 
Sitharaman said in her 
address at the conference. She 
mentioned that the Indian 
cutting and polishing industry 
should be praised not only for 
expertise and skilled labour, 
but for willingness to work on 
low margins.

The minister noted that the 
Indian government realizes 
that the diamond industry 
is not in the best shape 
as it is experiencing the 
weakening demand. However, 
government is ready to revise 
polices in order to boost the 
industry growth, she assured.

Mr. Alex Popov, Chairman 
of the World Diamond Mark 
Foundation (WDMF), said 
that the conference exceeded 
not only the expectations of 
the participants, but also his 
own. “The topic of generic 
marketing was the golden 
thread that ran through all 
the discussions and bound 
the various presentations and 
speeches together. This was 
also the first time that retail 
jewellers and brands featured 
prominently, presenting 
diamond industry members 
with valuable insights.”

“It was a very intense two-day 

Alex Popov, World Diamond Mark Foundation Ken Wong, CEO of the Chow Tai Fook group, the world’s 
largest retail jewellery chain, offering an overview of his 
company’s diamond and diamond jewellery promotions, 
campaigns and sales. 
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meeting that brought the 
need for generic marketing 
and promotion of diamonds 
to the full attention of all 
participants,” Popov said. 
“Of course, WDMF and the 
World Federation of Diamond 
Bourses (WFDB) are very 
grateful to India’s Gem & 
Jewellery Export Promotion 
Council for taking the lead 
in organizing this exclusive 
event that was headlined by 
the conference inauguration 
in the presence of two of the 
world’s most powerful leaders, 
the president of Russia and 
Prime Minister of India,” he 
added.
 
“The diamond industry is 
currently facing a decline and 
the task of the global diamond 
community is to revive the 
demand from the consumer. 
The World Diamond Mark, 
a non-profit foundation 
established in 2012 by the 
World Federation of Diamond 
Bourses to promote consumer 
desirability and confidence 
in diamonds, is making 
determined efforts to boost 
the growth of the diamond 
industry and increase the 
share of diamond in the 
luxury market sector. India, 
being the center of diamond 
manufacturing and trade, 
plays a key role in the success 
of the World Diamond Mark 
initiative on the global stage,” 
he said.

A suggestion made by one 

of the producers, to create 
a diamond industry think-
tank to discuss the ways to 
move forward the issue of 
generic diamond promotion, 
was gladly adopted by the 
WDMF and the WFDB. 
“This initiative will help us 
propel the development of 
the WDMF and contribute 
toward the inclusion of all 
stakeholders in the World 
Diamond Mark growth 
and acceptance throughout 
the industry and in the 
downstream market.”

Mr. Popov announced that 
the first think-tank meeting 
is scheduled for upcoming 
March. He also revealed that 
the next World Diamond 
Conference is slated for 
November 2015. “We 
would hope to emulate the 
excitement and quality of the 
inaugural event, and to make 
this an annual tradition,’ he 
concluded.

During two days’ 
deliberations of the WDCI, 
almost every issue of the 
diamond and jewellery 
industry was comprehensively 
discussed by the industry 
leaders and bureaucrats.

Mr. Vipul Shah, Chairman 
of the GJEPC said, “This is 
the first ever World Diamond 
Conference and it is a matter 
of pride for it to be held 
here. India is the largest 
manufacturing hub. We 
purchase roughs, annually 80 

per cent by volume. Indian 
diamond companies are 
constantly upgrading their 
product. The human element 
is also important in India. 
We have the largest number 
of employees involved in the 
industry in comparison to the 
world. Special Notified Zones 
and SEZs are in the wish list 
of GJEPC and have been 
submitted to the government. 
The list has been accepted by 
the government in principle. I 
invite all, not just Indians but 
our diamond industry peers 
abroad to set up shop here.”

“Russia continues to remain 
an important market for us. 
Not only for direct sourcing of 
rough diamonds, India wants 
to increase the size of its 
polished diamond market in 
Russia. Our Prime Minister’s 
appeal to Putin to allow 
import of diamonds from 
India duty free is going to help 
the Indian diamond industry,” 
Mr. Shah said.

Almost 50 per cent of 
diamonds exported from 
India are sold to the US, 
according to GJEPC statistics. 
Exports to Russia are far less, 
totaling $8.2 million in 2011. 
Russia with its small local 
diamond manufacturing 
industry but impressive 
retail market with $16 
billion annual turnover is an 
attractive target for Indian 
diamantaires. However, the 
import duty structure on 

polished diamonds in Russia 
remains a serious barrier.

Custom duties are flat 20 per 
cent on invoice value, on top 
of that the importer pays 1to 
2 per cent of inspection levy 
and 18 per cent VAT, which 
raise the value of the imported 
jewellery to retailer by 42 
per cent. Such duties are not 
reasonable at all. Nowhere in 
the world does one pay such 
duties as in Russia.

GJEPC statistics shows that 
in the past one decade, India’s 
total polished diamond export 
from 2000 to 2010 to Russia 
was around $3.67 million (Rs 
15 crore). The annual export 
of polished diamonds in 2013-
14 to Russia was a meager $8 
million. On the other hand, 
rough diamond imports 
from Russia have registered 
a phenomenal growth after 
2009. In 2009-10, India 
imported rough diamonds 
worth $250 million and that 
it increased to $700 million in 
2013-14. By buying directly 
from mines, Indian importers 
can cut costs by as much as 
10%, according to Vipul Shah.

Mr. Ernest Blom, President 
of the World Federation of 
Diamond Bourses (WFDB) 
acknowledged and thanked 
the GJEPC, WDM and Alrosa 
for sponsoring an event of this 
nature to plan and build the 
position of diamond jewellery 
in the luxury goods market. 
The importance of this can be 

Russell Mehta, standing, while listening to the address of India’s 
Prime Minister Nahendra Modi.
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judged by the attendance of 
Vladimir Putin, the Russian 
President and Narendra Modi, 
the Prime Minister of India.

Reference was made by 
Blom to the long association 
between India and diamonds, 
probably going back 6,000 
years and its current standing 
in the market as the biggest 
cutter and polisher of 
diamonds by volume in the 
world.

He pointed out that the 

responsibility for developing 
a marketing plan and strategy 
for diamond jewellery has 
become the responsibility 
of the industry as they can 
no longer rely on mining 
houses to do this. The WFDB 
representing 30 Bourses across 
the globe has for the past 67 
years been at the forefront of 
developments in the diamond 
industry. The WFDB has 
recognized the importance of 
marketing and the elevation 
of the status of diamond 

jewellery in the eyes of the 
consumer when competing 
for the luxury Dollar spend. 
Based on this assessment, 
the WFDB created the World 
Diamond Mark (WDM). 
The WDM has been very 
active in building awareness, 
raising funds and launching 
this very extensive program 
to assist with the marketing 
of diamond jewellery. Blom 
thanked his colleagues at the 
WDM for their commitment 
and success in the roll-out of 
the key development for the 
WFDB.

Reference was made as to 
how the diamond industry is 
dependent on Mother Earth 
for its product and that natural 
diamonds take millions of 
years to be made deep inside 
the Earth as opposed to other 
products in the luxury market 
that can be produced by 
factories based on demand.

The matter pertaining to 
diamond certificates was 
raised by Blom in reference 
to recent issues regarding 
grading and he stated that 
the WFDB will be hosting 
a meeting in early 2015 to 

facilitate discussion about 
grading standards and 
methodology for the industry. 
This meeting will be inclusive 
of industry people and key 
laboratories from around the 
world.

“We are here to plan strategies 
to ensure growth of our 
industry through future years. 
We need to maintain integrity 
to strengthen consumer 
confidence. The correct 
rating of diamonds has been 
becoming an issue. Tackling 
this issue is of paramount 
importance to retain the 
consumers’ confidence. We 
are here to talk about all the 
problems and find solutions to 
sustain our industry’s growth,” 
Mr. Blom added.

Mr. Ilya Ryaschin, Acting 
President, Alrosa said, “China 
and India continued to 
drive the market due to the 
growing purchasing power 
of the middle class. We will 
produce 163 million carats 
by 2019 of rough. This will 
be outrun by the diamond 
consumer demand. There is 
a huge need of exploration. 
We produce 36 million carats 

The Retailers’ Panel at the WDCI. From left: Kent Wong; Olivier Mellerio, CEO of Mellerio dits Meller; and Karim Merchant, COO of the Pure Gold 
Jewellery Group 

Mehmet Can Ozdemir  presenting a copy of the World Diamond 
Magazine to Mr. Hasmukh Adhia, Financial Services Secretary, 
Ministry of Finance of Government of India and Additional Chief 
Secretary of the Finance Department in the Gujarat government.
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per year. 1 billion carats stock 
is preserved with us. For the 
next 25 years, we will be able 
to continue our production. 
Three underground mines 
were launched in 2014. So 
far, 25 per cent of production 
of ALROSA is done from 
underground mines, which 
will be up by 10 per cent in 
our opinion. We face 2 facts: 
depletion of the diamond 
deposits and the need of 
exploration of new mines and 
diamond deposits.”

Mr. Ryaschin further 
added, “In all, 70 per cent of 
diamonds are polished and 
cut here in India. ALROSA 
seeks to build stable marketing 
and sales systems. Currently, 

we sell 70 per cent to our 
ALROSA Alliance Clients. 
Other percentage is sold 
through spot market. We, 
as a diamond industry, who 
employs millions of people 
of the world should be able 
to find ways to function very 
smoothly.”

Mr. Jean-Marc Lieberherr, 
Managing Director Rio Tinto 
Diamonds said, “Rio Tinto 
aims to tap into the increasing 
demand for diamond-gifting 
sales in India. Besides, the 
company’s 1,000-hectare 
diamond mining project with 
27 million carat of reserve in 
Madhya Pradesh is expected 
to get a mining lease next year, 
and will likely start producing 

by 2020.”

He talked about the diamond 
culture in India and the 
company’s plans on the 
sidelines of the two-day World 
Diamond Conference in 
New Delhi. With Nazraana, 
a syndicated brand among 
Rio Tinto Diamonds, 150 
Indian retailers, six jewellery 
manufacturers and four 
jewellery partners, the 
diamond mining company 
aims to cash in on the 
increasing demand in 
diamond-gifting sales. Mr. 
Lieberherr said a key element 
of Rio Tinto Diamonds’ 
marketing focus in India is to 
support growth in domestic 
diamond jewellery sales.

“Nazraana, a two-year old 
brand, will make a mark in 
the $3 billion to $4 billion 
diamond gifting market. It 
will also be marketed across 
India’s neighbouring countries 
such as the Gulf countries in 
future.”

India is the world’s largest 
centre for cut and polished 
diamonds, with Surat housing 
most of the country’s polishing 
factories. India contributes 85 
per cent in terms of volume to 
the $80 billion global diamond 
market, while Russia is the 
world’s largest producer of 
diamonds.

Rio Tinto Diamonds is 
also developing the fashion 
jewellery segment with 
Chinese retailers. Mr. 
Lieberherr said the diamond 
business contributes about $1 
billion to its turnover.

He hinted Rio Tinto’s 30-year 
partnership with the Indian 
diamond industry makes it 
the best fit to drive the sector’s 
growth in the country.

Mr. Lieberherr said the 
company’s presence in the 
local industry was a decades-
long journey that covers 
“everything” — from diamond 
manufacturing technology, to 
market development initiatives 
and “the first diamond 
discovery in India in decades.”

Aelx Popov speaking, with WDCI moderator Keshini Navaratnam, Kent Wong; Olivier Mellerio, CEO of 
Mellerio dits Meller; and Karim Merchant, COO of the Pure Gold Jewellery Group and Oded Edelman, CEO 
of JamesAllen.com at the head table.  

Haribhai Chaudhary, Union Minister of State for Home Affairs, honored the conference with his presence for the opening ceremony.
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His statement comes barely a 
week after the news of Russian 
President Vladimir Putin 
aiming to secure a long-sought 
deal with India that would 
significantly boost exports of 
state-owned diamond miner 
Alrosa.

He said the Company remains 
bullish about the opportunities 
India has to offer, even though 
its flagship diamond project in 
the country, Bunder (monkey 
in Hindi), has run into permit 

hurdles.

Environmentalists have been 
raising concerns over potential 
threats to a tiger corridor 
about 100 km from the deposit 
in the in Madhya Pradesh 
region. So Rio is now working 
on securing environment and 
forest clearances to get its final 
mining plan approved.

“Development of our 
Bunder diamond project 
in Madhya Pradesh is a 
natural continuation of the 

partnership model and would 
put India among the top 10 
diamond producing countries 
in the world,” Lieberherr said.

The touted project, discovered 
in 2004, is expected to 
generate about 30,000 
jobs and produce up to 3 
million carats a year. Once 
operational, Bunder will be 
one of the only four diamond 
mines globally that are likely 
to be operational over the next 
decade.

The company also said that 
its Argyle Diamonds mine in 
Australia will be delivering 
increased volumes from 
2015, which will have a 
direct impact on the Indian 
manufacturing sector.

Mr. Stephen Lussier, CEO of 
Forevermark and executive 
vice president of marketing 
for the De Beers Group of 
Companies, lauded the Indian 
diamond industry saying, “As 
demonstrated by conferences 
like this one, India is a 
leading diamond country and 

its innovation and energy 
underpin the success of a 
global industry.”

Explaining his position on 
marketing, Lussier iterated at 
the outset, “Different solutions 
are required for the future 
from those in the past.”

Lussier gave a brief insight 
from De Beers’ most recent 
Consumer Diamond 
Purchasing Survey in 
India, which looked at 
the purchasing behaviour 
of 40,000 middle-class 
consumers across all regions 
of India in tier 1-4 cities. 
Though they were still 
analysing the data, which 
Lussier would shortly be 
shared with the rest of the 
industry, he said the top-line 
results are very encouraging. 
“In 2002, De Beers estimated 
that the acquisition rate of 
diamond jewellery among 
the Indian middle class was 
around 2%. The results of 
our new study show that the 
acquisition rate has jumped 
to 9% in 2014, nearly 5 times 
– representing exceptionally 
strong growth over the past 
decade” Lussier informed the 
audience.

When looking at the variety 
of possible scenarios that 
the diamond industry may 
encounter in the years ahead, 
Lussier said, recent research 
by McKinsey suggests real 
positive growth in even the 
most pessimistic scenario. The 
McKinsey scenario deemed 
the most likely, sees what 
they call the ‘double cylinder 
effect’ of continued economic 
recovery in the US, and the 
ongoing escalation of demand 
in China and India, delivering 
strong and sustained growth 
in global consumer demand 
for diamonds.

 But, he cautioned, the world 
is changing very quickly and 
other industries are investing 
and progressing.

From left: Vipul Shah, Edward Ascsher and Andrey Polyakov, Vice 
President, ALROSA.

From left: Alex Popov; Shmuel Schnitzer (second row), president of the Israel diamond Exchange and a 
WFDB Honorary President; Avi Paz, former president of the Israel diamond Exchange and WFDB Honorary 
President; and Rami Baron, president of the Diamond Dealers Club of Australia and a WDMF Board 
Member.
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“Retailers, Rio Tinto, De Beers are all 
investing in marketing,” Lussier said. 
“But not as much as other industries are. 
We must not only increase our spend 
but also make what we are spending 
much more effective. And we need to 
understand consumer mindsets; we need 
to understand what the opportunities are.”

Outlining the De Beers position, Lussier 
put forward the following three points:

1. While De Beers remains the world’s 
leading diamond producer by value, we 
no longer sell the majority of the world’s 
diamonds and need to seek marketing 
solutions that, while they help to maintain 
the dream, also help to drive demand for 
the diamonds we mine. This doesn’t mean 
there aren’t opportunities for collective 
effort but it’s not our priority.

2. The retailers need margin. Margin 

erosion in the retail sector is a significant 
risk to long term Demand for Diamonds. 
Retailers increasingly require a 
differentiated product upon which they 
can make a fair margin in order to fund 
the marketing, inventory, and retail 
environments necessary to compete 
against other luxury goods categories.

3.  Lastly, the consumer is demanding 
a higher degree of confidence in 
purchasing. Confidence around the 
ethical nature of the product from mining 
to manufacturing and certainly the 
naturalness and thus true value of the 
product.

The answer he felt is lies in branding to 
differentiate as well as to create enhanced 
value; and the other is the digital world.

 “That is why De Beers has invested 
so heavily in Forevermark,” Lussier 

said. Though Lussier did not discount 
participation by De Beers in a collective 
marketing effort, when pressed on the 
issue, he was clear that it was not a 
priority for the company.

Mr. Edward Asscher, President of 
the World Diamond Council (WDC) 
said, “On an ongoing basis, the united 
leadership of the diamond industry 
is more inclined than ever before to 
continue formulating and implementing 
improved ethical business standards.”

“The mandate of the World Diamond 
Council is to do everything to promote, 
support and defend the Kimberley 
Process and to represent the industry in 
negotiations with the governments,” Mr. 
Asscher stated. “Today the WDC also is 
looking at all the challenges surrounding 
the KP and to assess the risks around it.”

Noting the active role that the WDC 
plays in the Kimberley Process, which has 
been successful in reducing the incidence 
of conflict diamonds in the pipeline, 
Mr. Asscher emphasized that today the 
WDC is also focusing on educating KP 
member nations and organizations “to 
get more knowledge and coordinate the 
working methods and procedures, so that 
exporting and all importing countries use 
the same methods.”

Referring to informal meeting that had 
taken place in New Delhi just prior to the 
start of the World Diamond Conference, 
Mr. Asscher said that the heads of the 
industry’s various representative bodies 
had reiterated their support for WDC and 
its mission. “In the diamond family, as 
in any other family, there are sometimes 
differences of opinion,” he stated.

From left: Alex Popov, Ernest Blom, and Rajiv Mehta, former chairman GJEPC.

Local Indian participants display great enthusiasm and uplifting in the presence of their Prime 
Minister Nehandra Modi.
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Anoop Mehta, President of the Bharat Diamond Bourse

But ultimately that is superseded by 
common cause, he continued. “The WDC 
is a unique organization, for it requires 
that the most important leaders of the 
diamond industry must work closely 
together. After some public discussions 
it is my pleasure to confirm today that 
all organizations are now aligned in the 
interest of the total diamond industry,” 
Mr. Asscher said.

“The sum of our united organizations is in 
this way much greater than the sum of its 
parts,” he added. “And that is for the good 
of our industry. When you get to my age, 
one does not think of the next quarter or 
the next year - one thinks of the interests 
of the next generation.”

Mr. Darshan Mehta, President and 
CEO, Reliance Brands said, “Luxury 
consumers are divided in four buckets: 
the experimentalists, the connoisseurs, 
the flaunters and the aesthetes. Six 
mantras that define marketing in 
India are: the store is the temple of the 
brand; exemplary after sales services; 
limited edition products; VIP events for 
top-end consumers; communicating 
lineage, craftsmanship and brand values; 
technology is the new differentiator. 
The store journey consists of six points 
for us: the store fascia; greetings; the 
engagement; product trials which is a 
high stress zone; and the billing. The 
Presidential suites of five star hotels are 
the best for the VIP events. The luxury 
industry is going through newer hoops to 
make a mark.”

Mr. Rajev Kher, India’s Commerce 
Secretary, said that diamonds are going 
to play an important role in the country’s 
trade profile.

“The gem & jewellery sector is currently 
the second largest contributor to India’s 
exports,” said Kher. “While petroleum 
products account for 37% of the kitty, 
gems and jewellery has a 15% share.”

He exhorted the diamond industry to 
“graduate to the next level”, locate areas 
where value addition opportunities lie 
and work at occupying that space.  “In 
this regard diamond studded jewellery 
comes to mind as does marketing -  
specifically branding – so that we are not 
just in the cut and polished segment but 
go all the way to retail and branding,” he 
suggested.

He felt that to do this, it was important 
to keep track of consumer preferences 
and trends all over the world, rather than 
merely follow what is coming out of other 
countries. It is in these areas that India 
needs to augment its skills and capacity.

“What India offers is a young population, 
both as consumers and as a skilled 
workforce.” This, he saw as a major 
advantage. If you link the growth of a 
sector with overall economic growth and 
the prosperity of the country then there 
is a natural connect and this drives the 
development of the sector,” Mr. Kher said.

He concluded by reiterating his 
department’s commitment to the 
industry. “We propose to work together 
with the gems and jewellery industry and 
all its stakeholders, both national and 
international to see how we can derive 
greater competencies,” he said.

Leading diamond industry organizations 
including WFDB, IDMA, CIBJO and 
others expressed their strong and 
unequivocal support for the World 

Diamond Council’s (WDC) mission and 
its leadership position in the struggle 
against conflict diamonds following a 
meeting on the eve of the inaugural World 
Diamond Conference in Delhi.

The statement issued after the meeting 
said, “In response to the various reports 
in the media about the WDC, we wish to 
reiterate that we value the role the WDC 
plays in the Kimberley Process (KP) and, 
by extension, the meaningful role of the 
KP in the global diamond industry and 
trade. We therefore call attention to the 
WDC’s mission statement and reconfirm 
and pledge our continuous full support to 
the WDC and its objectives.”

It also reiterated the WDC mission 
statement which says: “The primary 
objective of the WDC is to represent the 
diamond industry in the development 
and implementation of regulatory and 
voluntary systems to control the trade 
in diamonds embargoed by the United 
Nations or covered by the Kimberley 
Process Certification Scheme.”

Among the meeting’s participants 
were Ernest Blom, President of World 
Federation of Diamond Bourses; Edward 
Asscher, President of the World Diamond 
Council, WDC; Ronnie VanderLinden, 
Secretary General of the International 
Diamond Manufacturers Association 
(IDMA) and Gaetano Cavalieri, 
President of CIBJO, the World Jewellery 
Confederation.

During the two days’ deliberations, banks 
and the gems and jewellery industry 
together also pledged to maintain greater 
transparency in the business practices.

Summing up the two-day Conference 
organized by the GJEPC in association 
with India’s Ministry of Commerce 
and Industry and the World Diamond 
Mark Foundation (WDMF), Mr. Vipul 
Shah said, “I am glad to note that the 
first ever World Diamond Conference 
India has been well received. It is a 
proud moment for us as India brought 
the global diamond industry together at 
one platform, for creating the common 
objective for generic market. I am 
hopeful that the impetus provided by the 
Conference will help the industry aim 
towards better and a brighter tomorrow.”

-Suresh Chotai
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How did the World 
Diamond Mark Foundation 
come into being?

The idea of the mark has 
been around for a while and 
came from the executive 
committee of the World 
Federation of Diamond 
Bourses (WFDB). The 
Foundation was formally 
established in 2012 as a 
non-profit organization 

headquartered in Hong 
Kong. We invited everybody 
in the industry to join. The 
first to come on board was 
the International Diamond 
Manufacturers Association 
(IDMA) and then India’s 
Gem and Jewellery Export 
Promotion Council 
(GJEPC). We still have a few 
open spots on the board and 
some serious people from 

the industry who would 
like to join. We are looking 
for people who can help 
promote our cause, such as 
potential business partners, 
investors or major charity 
personalities. 

What does the World 
Diamond Mark represent?  

The World Diamond Mark 
represents the midstream 

diamond manufacturers and 
dealers, with the intention of 
uniting them with the retail 
and mining sectors. Being 
the brainchild of the WFDB, 
and with IDMA on board, 
the mark represents a vast 
majority of the trade. We’ve 
taken the conscious decision 
to go downstream and 
tackle the most important 
issue facing the industry, 

By Avi Krawitz, Senior Reporter, Rapaport

The World Diamond Mark Foundation was established to promote 
consumer demand and confidence in diamonds. The goal of the 
foundation is to run generic marketing campaigns and provide 
information through its World Diamond Mark and Authorized 
Diamond Dealer programs. Rapaport News’ Avi Krawitz recently sat 
down with Alex Popov, the foundation’s Chairman, to discuss plans 
for the World Diamond Mark in 2015 and beyond.
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which is the desirability of 
diamonds to consumers. 
Therefore, we’ve focused on 
the relationship between 
the consumer and diamond 
and diamond jewellery 
retailers. We’ve built a value 
proposition for retailers to 
participate in the program 
known as Authorized 
Diamond Dealers. The 
package includes benefits 
for the retailer and also 
certain obligations, in 
addition to the marketing 
component. The program’s 
primary function is to run 
an industry-wide generic 
marketing campaign directed 
toward the consumer. 
Since the retailer is the link 
between the entire diamond 
pipeline and the end-
consumer, we need retailers 
at the heart of our marketing 
strategy.  

Do retailers pay a fee to 
participate?

Retailers pay an annual 
fee to be an Authorized 
Diamond Dealer. Pure Gold 
Jewellers recently signed 
on as our first Authorized 
Diamond Dealer. We signed 
a general agreement with 
them and now our legal and 
compliance team is going 
to examine each location in 

its network of stores in the 
Middle East and India. We 
are not in the compliance 
business like the Responsible 
Jewellery Council that 
looks at a company’s overall 
activities. We’re focused 
on making sure that the 
particular store within the 
group, or the retail door, 
meets the appropriate 
standard in terms of selling 
diamonds and diamond 
jewellery. Primarily, we 
check their diamond-selling 
knowledge and if they 
engage in responsible retailer 
behavior. 

What sort of compliance is 
required of retailers? 

One of our criteria is that 
the applicant should be 
a member of a respected 
industry organization. 
That could be Jewelers 
of America, the GJEPC, 
or other similar industry 
bodies. This makes our job 
easier because we require 
a recommendation from 
reputable members of the 
trade. So if you’re already 
a member of one of these 
organizations, it serves as a 
type of recommendation.  

How do you monitor the 
standards of the retailers?

We maintain the right to 
conduct random checks. Our 
representatives examine how 
diamonds are presented in 
the store. They also check 
the sales personnel’s ability 
to explain diamonds to 
consumers. For example, a 
salesperson might not know 
how to read the grading 
report, or how to explain 
the differences between the 
various laboratories’ reports. 
We also assess their sales 
techniques and look around 
for any signs of false display. 
We are looking at ways to 
develop a peer review system 
through our online platform. 
As we direct people to 
Authorized Diamond 
Dealers and give assurances 
that they are trustworthy, 
consumers will be able to 

respond with their feedback.

What does the Authorized 
Diamond Dealer gain from 
joining the program?

They receive the World 
Diamond Mark. This 
gives retailers additional 
recognition based on our 
shared set of values. Retailers 
also receive training. We 
have possibilities for online 
training and programs 
with the labs HRD and 
Gemological Science 
International (GSI), which 
we are already adapting to 
fit the needs of the retailers 
in areas, such as diamond 
trading, gemology training 
and sales techniques. 
The third benefit we are 
offering is a tremendous 
value proposition. We’re 
seeking to enlist industry 
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service providers into 
the program, including 
grading laboratories, trade 
show organizers, magazine 
publishers, equipment 
providers, logistics 
companies, insurance 
firms, the banks and 
others. Through us, these 
service providers can offer 
something to the retailer 
to increase their business. 
We can offer their services 
to retailers as part of our 
package.

Is the idea to develop 
another diamond brand?

No, diamonds are already 
a brand and we should sell 
them as such. People should 
sell the diamond, not their 
own brand name. That is 
what authorized dealers are 
about. It’s similar to Rolex, 
for example. Rolex selects 
partners and provides them 
all the necessary support. 
The company then tells 
consumers to buy a Rolex 
and do so from its list of 
reputable dealers.  

How do diamond 
manufacturers and dealers 
benefit from this? 

The two biggest concerns 
in the midstream are profit 
margins and inventory, 
which also relate to issues 
with the banks. The World 
Diamond Mark cannot solve 
these challenges. What we 
can do is increase consumer 
awareness about diamonds. 
We know that diamonds 
have lost market share in the 

luxury space. Our mandate 
is to take back the industry’s 
share of the luxury market. 
The midstream will benefit if 
and when we recapture even 
a small portion of consumer 
spending. But those in the 
midstream will have to 
capitalize on this opportunity 
or they will still be squeezed 
even as consumer spending 

increases. Manufacturers 
must come with the right 
products and behave in 
the right way. They need 
to behave like a brand and 
hold firm on their prices. 
The first rule of a brand is 
to be confident enough in 
your own product not to give 
discounts. Everyone has their 
own place in the market and 
if each negotiates correctly, 
including with the miners on 
rough prices, then everyone 

should be happy. 

What are the biggest 
challenges you face?

Our first challenge is 
credibility. We now have 
relationships with players 
in the industry and all the 
bourses are on board. That 
shows that they believe in us 
and we’re starting to prove 

that their investment was 
worthwhile. We showed 
what we can do at the World 
Diamond Conference in 
India, which was a World 
Diamond Mark event. Our 
second event was at the 
Dubai Shopping Festival 
in January, where we have 
negotiated to receive 20 
percent of advertising space 
that was initially allocated 
for gold jewellery. We’ve 
given away 40 carats of 
diamonds, provided by a 
variety of supporters and 
graded by GSI, which were 
presented in a beautiful blue 
box, branded with the World 
Diamond Mark logo and 
a brochure explaining the 
story of the World Diamond 
Mark. This was our first 
event in Dubai this year and 
we will organize another two 
events in April. 

What are some other 
examples of the activities 
you’re involved in?

We’ve formed a working 
group between the World 
Diamond Mark, Fiera Di 

I believe that with these initiatives we will 
be able to reach our goal of 20,000 dealers 

by 2020.
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Vicenza, the Dubai World 
Trade Centre, the Dubai 
Multi-Commodities Centre, 
the Dubai Department of 
Events and Retail, Turkish 
Jewellery Exporters’ 
Association (JTR) and the 
GJEPC. We’re looking at 
hosting a diamond jewellery 
fashion extravaganza just 
before the VicenzaOro 
Dubai show, where jewellers 
from India, Italy, Middle East 
and Turkey will demonstrate 
their designs on the catwalk. 
Everything we are already 
doing we want to take 
further. The conference 
we did in India will be in 
Asia next year and in other 
countries thereafter. The 
World Diamond Tour is a 
diamond exhibition, which 
we will start in Dubai and 
then take it further to other 
centers. It will be a three-
week diamond exhibition 
open to the public. We 
also publish a spectacular 
catalogue for this exhibition 
that will available online. 
There will be a lot of pleasant 
surprises in the World 
Diamond Tour. Part of our 
focus on Dubai is to tie into 
activities around the World 
Expo in 2020 that is set to 
take place there. In Turkey, 
we have a partnership 
with HRD and JTR. They 
connected us with Borsa 
Istanbul, with whom we 

signed an MoU and plan 
to sign an agreement soon. 
We’re launching in Istanbul 
in March at the beginning 
of Istanbul Jewellery fair. 
Whoever wants to enjoy 
tax-free imports of diamonds 
to Turkey has to become a 
member of Borsa Istanbul. 
Whoever becomes a member 
of Bourse Istanbul will be a 
member of World Diamond 
Mark and we share the 

revenues to reinvest in 
generic marketing. Another 
Turkish partner - JTR is 
publishing our magazine, the 
World Diamond Magazine. 

What is your budget?  

We enjoy considerable 
support but it’s still not 
enough. We need about $5 
million for our operations 
this year, excluding 
promotional events. We 
need this sum to hire a 
full-time CEO, to put a 
team together, and hire a 
leading advertising agency 

on contract. Currently, 
everyone who works with 
us is either a volunteer or 
working on a freelance basis. 
I’m the chairman of the 
board and CEO but we need 
to hire a permanent CEO as 
there should be a separation 
between the two.  

What are the foundation’s 
goals?

Our goal is to have 20,000 

Authorized Diamond 
Dealers worldwide by 
2020. We want the mining 
companies and large 
manufacturers to contribute 
to a fund, matching dollar 
for dollar whatever we 
bring in from retailers 
and service providers. We 
want the World Diamond 
Mark to lead the generic 
promotion of diamonds 
with representation from all 
segments of the industry. I 
envision a think-tank and 
supervisory board that will 
provide the strategy and a 

CEO who can implement 
it. And we want the best 
advertising people in the 
world to compete with each 
other to work with us.

Where do you stand on the 
road to achieving that goal?

We’ve started two pilot 
projects in Turkey and Dubai 
which will enable us to check 
the effectiveness of our value 
proposition and solidify our 
operational structure. Our 
initial plan was to launch 
in China and Hong Kong, 
but we decided to postpone 
our rollout in East Asia and 
focus on areas where we 
have greater resources at the 
moment. Nevertheless, we 
plan to launch in China and 
Hong Kong by the end of 
2015. We also plan to open 
an online platform, which 
any jeweler around the world 
can use to apply to become 
an Authorized Diamond 
Dealer. I believe that with 
these initiatives we will be 
able to reach our goal of 
20,000 dealers by 2020.

(With many thanks to 
Rapaport News and Avi 
Krawitz)

Pure Gold Jewellers recently signed on as 
our first Authorized Diamond Dealer. We 
signed a general agreement with them and 

now our legal and compliance team is going 
to examine each location in its network of 

stores in the Middle East and India.



BORN INTO DIAMONDS
When you grow up 
as a daughter of a 
famous diamond 
dealer who has 
travelled the world 
in search of exclusive 
and unique diamonds, 
it is hardly surprising 
that you develop an 
exquisite taste for the 
queen of gemstones - 
the diamond. This is 
the case with Valerie 
Messika, daughter 
of the illustrious 
diamond business 
man André Messika.
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Propelled into the world 
of diamonds and ‘haute 
joaillerie’ - high end 

jewellery - at an early age, 
Valérie Messika created her own 
brand in 2005. Valerie’s unique 
jewellery designs and creations 
express her own passion for 
diamonds, in particular for 
natural fancy colored diamonds, 
and demonstrate her mature, 
tasteful and sophisticated design 
talents. No wonder that Messika 
attracts an enthusiastic and 
an equally exclusive clientele 
throughout the world and that 
her creations adorn the page 
of countless high-fashion and 
jewellery magazines. 

The Victoria necklace, the 

exceptional 60.06 carat fancy 
yellow cushion-shaped 
diamond, is one of the most 
amazing Messika’s creations. 
“As I kept looking at the stone, 
it became evident that it need 
a very daring and expressive 
setting that would almost seem 
to make the stone float at its 
own accord,” Valerie explained. 
“It was not easy to set a 60-carat 
stone and preserve the illusion 
of the stone floating. The two 
very sleek lines of platinum, 
set with top quality colorless 
diamonds enable me to preserve 
that illusion of weightlessness.” 

Diamonds’ shapes and colours 
inspire Valérie to create her 
designs. She never starts from 

a pre-set pattern. Designs and 
techniques are chosen only to 
set off the unique character of 
the diamond. “‘Less is more’ is 
my credo and my collections 
revolve around four core values: 
Lightness, Liberty, Purity, and 
Sensuality”, Valérie said. “I have 
been always lucky to work with 
diamonds in a free and with an 
audacious mind set”. From the 
required diamond purity, to the 
clean designs that enhances it, 
Messika is always in search for 
the essential emotion.

This year, Messika celebrates 
its tenth anniversary and will 
open, for that occasion, a high 
jewellery atelier in the heart of 
Paris.

THE VICTORIA NECKLACE IS THE PIECE OF 
THE GALA DINNER OF THE 

ISTANBUL JEWELLERY SHOW, 
12 - 15 MARCH 2015 

"The Victoria necklace, 
the exceptional 60.06 carat 

fancy yellow cushion-
shaped diamond, is one of  

Messika's most amazing 
creations."
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At perhaps one of the most challenging times for the Israeli and global diamond 
industry, the beginning of 2015 seemed like a good time to get an in-depth 
understanding of the state of the Israeli diamond industry and the wider global 
markets. Israel Diamond Exchange President Shmuel Schnitzer sat down with the 
World Diamond Magazine to explain the state of the Israeli diamond sector and 
that of the global market.  Among the issues that have rattled the diamond sector 
in 2014 were industry financing and tighter credit lines, the too narrow margins 
between polished and rough prices, and the reports of non-disclosed lab-grown 
diamonds being placed into parcels of natural mined diamonds.

By Albert Robinson
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INTERVIEW

What is the situation 
regarding credit for the 
diamond market now? What 
is the level of debt in the 
Israeli market and has that 
changed much in 2014? And 
what is the IDE doing to help 
its members where financing 
is concerned?

I would say that Israel’s 
diamond sector has a level 
of debt of around $1.4 
billion-$1.5 billion. This 
number has not changed a 
great deal in recent years; it 
has stayed more or less the 
same.

We at the IDE are making a lot 
of efforts to bring about extra 
financing. We are discussing 
joint ventures with banks, 
financial institutions and 
insurance companies. We 
hope to bring about a situation 
where the banks can increase 
funding and give more credit. 
Some banks have given the 

maximum credit that they are 
allowed to give to the diamond 
sector under the law so there 
is a possibility of giving credit 
with other ventures so they do 
not need to touch their own 
capital. 

We are continuously thinking 
about how we can bring more 
capital to our members. Of 
course, all this comes when 
the Antwerp Diamond Bank 
is being wind down and 
when Bank Leumi has also 
withdrawn from the diamond 
sector. But we can say there 
has been a positive reaction 
from Israeli banks. They 
do not regard the provision 
of credit to Israel diamond 
companies as risky and are 
willing to enlarge it.

Financing remains a 
critical problem. What 
is the situation in Israel 
as compared to the other 
diamond centers?

Well, it is a problem here. The 
difference between here and 
India, for example, is that we 
have been dealing with the 
problem since at least the 
2008 financial crisis whereas 
the Indians have been feeling 
it really in the past two to 
three years because there was 
government t assistance for 
them.

Israeli firms have a longer 
experience in dealing with 
finances. They have learned 
that they need to bring 
money into their businesses 

not simply to look for bank 
credit. As a result, they are 
less dependent on the banks 
to finance their businesses. It’s 
also important to point out 
that one of the reasons that 
the volume of trade in rough 
and polished diamonds is 
not bigger is because of the 
tight financing situation. Our 
industry had a total turnover 
of $25 billion to $30 billion 
in 2014. For a turnover of 
that size it does not make 
sense that we are only getting 
financing of $1.5 billion.

‘It’s also important to point out that one of the reasons 
that the volume of trade in rough and polished 

diamonds is not bigger is because of the tight financing 
situation. Our industry has a total turnover of $25 

billion to $30 billion. For a turnover of that size it does 
not make sense that we are only getting financing of 

$1.5 billion.’

The trading floor of the Israel Diamond Exchange during the Winter Edition 2015 of the International Diamond Week in Israel.
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What were the results of the 
International Diamond Week 
held in Israel on February 8 
– 12, 2015 in terms of trading 
volume and general mood?

It was truly the best we ever 
had.  I invite you to take a look 
at the video gallery and watch 
a number of the interviews 
and reports.  Throughout 
the past three years, we have 
learned a lot and the current 
setup, layout of the hall, 
and the diversity of buyers 
was fantastic. We hosted 
a delegation of close of 40 
diamond buyers from Turkey, 
and delegation of the partner 
bourses – the Diamond 
Dealers club of New York and 
the Antwerp Diamond Bourse. 
In total, 450 buyers from 24 
countries worldwide attended. 
As to sales, all participants 
– the 350-plus exhibiting 
members and the buyers 
reported back positively.  
Don’t forget that also for the 
local market – i.e. the Israeli 
diamond trading community 
- this is an important 
networking event. With the 
majority of diamond trading 
taking place in the 1200-plus 
offices in our complex, the 
floor was very busy as it is 
a wonderful opportunity to 
get an over overview of what 
their colleagues have to offer.  
The low cost model of the 
event – as all takes place on 
the existing trading floor-  
has proven a very effective 
marketing, networking and 
sales tool.

This brings about the issue of 
the changing role of diamond 
exchanges around the 
world. How relevant do the 
trading floors remain for the 
diamond trade?

Let’s be clear: the diamond 
industry is constantly 
changing and continues to 
evolve, particularly because of 
the younger generation joining 
the business and bringing in 

many innovations. We are 
happy to host the International 
Diamond Weeks in Israel. 
These events bring in many 
hundreds of visitors from all 
over the world who come to 
meet our members on the 
trading floor here in Ramat 
Gan.

How would you characterize 
the situation in the polished 
diamond market currently? 
Polished prices increased 
strongly at the start of 2014 
but then they have slipped 
back.

This issue remains critical 
because the gap between rough 
and polished prices is too 
small. Rough is too expensive. 

We have held talks both as the 
IDE and the World Federation 
of Diamond Bourses with the 
producers. Unfortunately, it 
is very difficult to persuade 
them of the case for reducing 
prices – after all without the 
diamantaires they would 
not have any business. But 
they, also, are looking at their 
bottom lines. They want to 
maximize their revenues.

The issue of synthetic stones 
is still a difficult one for the 
industry. What is your view 
of the issue and what should 
be done? What can you say 
about the Natural Is Real’ 
campaign.

We are not against synthetics 
– rather it is a case of simply 
ensuring that there is full 
disclosure, and that grading 
laboratories differentiate 
between synthetic and natural 
diamonds in a very obvious 
manner, such as the color 
of certificates. The Israel 
Diamond Exchange promoted 
the ‘Natural Is Real’ campaign 
at the Israel Diamond Week 
at the Diamond Dealers Club. 
The campaign was originally 

launched during last year’s 
Israel Diamond Week in 
New York, and stresses the 
Israeli diamond industry’s 
commitment to natural 
diamonds. The Israeli diamond 
center for the main part 
manufactures and trades in 
larger, higher-quality, natural 
diamonds. 

What is your view about how 
the diamond industry will 
fare this year?

Unfortunately, I think the 
financing issue will be 
problematic worldwide. In 
Israel, we are holding talks 
with the income tax authorities 
and we hope to make progress 
regarding the resolution of 
certain issues.

Looking at the different 
markets around the world, I 
expect China to be positive. In 
Hong Kong I hope the political 
situation will resolve itself 
because it is having an impact 
on sales of diamond jewellery 
in the stores there.

In the United States, I believe 
business will continue to be 
good, if not spectacular. And 
in Europe, I estimate the 
market will be at the same level 
as we have seen this year. One 
must bear in mind that there is 
business being done in Europe. 
The continent is known to be 
suffering financially, but there 
are certain countries that are 
doing well. In Switzerland, 
for example, there is strong 
demand for calibrated goods 
from watch manufacturers.

‘Let’s be clear: the diamond industry is constantly 
changing and continues to evolve, particularly because 

of the younger generation joining the business and 
bringing in many innovations. We are happy to host the 

International Diamond Weeks in Israel. These events 
bring in many hundreds of visitors from the United 

States and the rest of the world to come and meet our 
members on the trading floor here in Ramat Gan.’

INTERVIEWWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D



World Diamond Magazine  21

COLOURED GEMSTONE APP 
FOR THOSE ON THE GO

Mayer & Watt released the first 
commercial-colored gemstone 
app for Apple and Android.   

Mayer & Watt, a colored gemstone dealer 
that specializes in fine-quality gemstones, 
has released the very first commercial app 
available in the jewellery industry that 
is dedicated to loose colored gemstones. 

The app allows users to browse high-
resolution photographic images of 
inventory, explore the varied world 
of colored gemstones using their own 
Gemipedia, which explains in detail the 
specifics of each type of gemstone with 
history, lore and gemology.

“Having these incredible images of the 
coolest gemstones on the planet on my 
iPhone and tablet is invaluable,” said Mark 
Loren, a jewellery designer  in Fort Myers, 
Florida. The app can be used by people in 

the trade as a sales or educational tool, or 
downloaded by retail clients as well. The 
idea is to allow everyone the opportunity 
to learn about the tremendous variety of 
colored gemstones available today. 

Many jewelers do not have the time to 
educate either their sales staff or customers 
about every gemstone. This is a wonderful 
tool for the jeweler to use and share with 
his clients. The app is available for free 
download at both the Apple Store and 
Google Play. 

Mayer & Watt has been in business for over 
33 years, first in Beverly Hills, California 
and then in Maysville, Kentucky for the 
past 22 years. They import and wholesale 
loose colored gemstones of the highest 
quality and rarity from every corner of the 
globe.

RAPAPORT BASEL 
PRESENTATION ABOUT 
INVESTMENT DIAMONDS
Martin Rapaport will make a keynote presentation about 
investment diamonds at The Diamond Show in Basel, 
Switzerland. The one-hour talk will present the framework for 
a transparent, competitive and liquid market for investment 
diamonds.

The presentation is open to bonafide members of the financial 
community and high-net-worth investors. Firms and individuals 
wishing to attend the presentation or obtain additional 
information are invited to email invest@diamonds.net.

Mr. Rapaport will be available for private one-on-one 
consultations with invited guests following the presentation. The 
presentation will take place at Markthalle, Viadukstrasse 10 in 
Basel, Switzerland on Friday, March 20 at 11 a.m.

NEWS
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The first well-documented 
use of a diamond ring to 
signify engagement was 

by the Archduke Maximilian 
of Austria in the imperial court 
of Vienna in 1477 upon his 
betrothal to Mary of Burgundy, 

and it was not widely praised 
or seen to have any influence 
on the diamond industry. 
Diamonds were not necessarily 
linked to romance, marriage, or 
engagement. 

That is until the time the 
slogan “A diamond is forever” 
was coined, which led to a big 
wave of marketing campaigns 
focusing on promoting diamond 
rings for engagement, which has 
been a big success ever since. 
Thereafter, the demand for 
diamonds broadened from royal 
families to the broader public. 
The great breakthrough of the 
marketing campaign took the 
entire diamond and jewellery 
industry to new heights. 

Over the decades, diamonds 
came to be seen as the most 
valuable resource on earth. 
Their unique features have 
convinced many people to 
join the exclusive world of 
diamonds, and try to extract 
as much profit as possible. 
Needless to say, this includes 
not only jewellery lovers, but 
also retailers, manufacturers, 
mining companies, and 
financing institutions. Together, 
they form a chain in today’s 
diamond world, with many 
more participants joining. 

While diamantaires enjoy 
part of the profit in the value 
chain, there are today many 
problematic issues relating to 
illiquidity, valuation, the misuse 
of synthetic diamonds, and, in 
a broader sense, sustainability. 
Though the diamond market 
has shown clear signs that its 

roller-coaster trajectory ride 
of recent years has moderated 
under more stringent 
regulations, for a leading 
financing bank such as ABN 
Amro, the challenge of creating 
bankability (transparency plus 
profitability) still remains the 
key issue when looking ahead. 

Diamonds by their nature face 
the issue of resource depletion. 
The long-term projection is that 
demand will surpass supply, 
supported by the outlook for 
strong market and economic 
fundamentals, and supply is 
projected to develop in line 
with the reduction in global 
production levels. Because 
of this, many retailers are 
exploring long-term contractual 
agreements to secure access 
to supply. On the other hand, 
the retailers and jewellery 
manufacturers are increasingly 
integrating and cooperating 
with midstream and upstream 
players. Thus, rising prices in 
the value chain are inevitable. 

Leading banks in the diamond 
sector have come to realize that 
they have been taking equity-
type risks in the diamond 
midstream, without getting the 
corresponding returns. 

This is now a challenge, and as a 
result, borrowing costs are going 
up while banks are asking their 

THE ROAD TO BANKABILITY: 
CRAFTING INCREMENTAL 
IMPROVEMENTS, NOT GREAT 
BREAKTHROUGHS
By Erik Jens, Global Head Diamond & Jewellery Clients ABN AMRO N.V.
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borrowers to professionalize 
their capital management. 
Overall, this trend is expected 
to affect the way the industry 
operates. New lending standards 
will increase the regulatory 
burden on the midstream, 
leading to higher costs and 
operational complexity. One 
possible consequence of this is 
that some less well-established 
companies may even cease to 
exist in the industry, leading to 
some level of consolidation. 

On the other hand, there is a 
general lack of transparency 
in business practices and 
in the quality of reported 
financials across the midstream, 
leading to a loss of trust. This 
is compounded by the fact 
that the midstream is highly 
leveraged. Banks are therefore 
becoming more critical and 
thorough in terms of funding 
decisions, and are looking 
for a greater level of security 
against their loans. To succeed 
in today’s highly competitive 
midstream especially, diamond 
businesses must develop 
strongly differentiated, value-
added propositions and apply 
strict control and monitoring 
principles that set them apart 
from their competition. 

Over time, financing the 
midstream market can be 
a key strength, as well as a 
key challenge for us. The 
middle-stream stage is when 
diamonds are cut, polished, 
and turned into jewellery. It 
is the most complex part of 
the value chain due to the 
extensive range of activities that 
it covers, e.g. secondary sales 
of rough diamonds, cutting 
and polishing, primary and 
secondary sales of polished 
diamonds, and jewellery 
manufacturing. 

Much like in the upstream stage, 
middle-stream participants 
sell diamonds mainly through 
long-term contracts, auctions, 
and short-term or one-time 

sales. However, one difference is 
that one-time agreements make 
up 90 percent of middle-stream 
sales. Challenges for middle-
stream players are wide ranging, 
and include how to remain 
cost-competitive in terms of 
cutting and polishing, accessing 
customers, and maintaining 
beneficiation requirements. Yet 
the main concern is the ability 
to overcome the difficulty in 
appraising diamonds, as well 
as the lack of: uniform pricing, 
pricing transparency, market 
liquidity, convenient financial 
instruments, market knowledge, 
and transparency. 

All of these issues have made 
us realize that the diamond-
financing business needs to 
adjust its operating model in 
order to sustain growth in 
the industry. This also means 
that the financing banks play 

a vitally important role in the 
entire value chain. Mid-stream 
players have been struggling 
to gain access to liquidity, due 
to conditions arising in both 
the diamond and the banking 
industry, e.g. limited in supply, 
rising interest costs and the 
changes in macro-economic 
development. 

The debt volume among 
the mid-stream players has 
given rise to concentration 
risk. A new operating model 
for diamond financing is 
needed, built on four pillars: 
transparency of industry 
operations, involvement of up-
downstream players to support 
the mid-stream to spread out 
debt burden throughout the 
pipeline, development of new 
and more asset-based financing 
products, and the attraction of 
new banks to the industry as 

well as other sources of finance. 

 Bankability comprises the 
ability to finance the industry 
not just in top-line revenues, but 
also in mid-sized revenues in 
the hope of resolving illiquidity. 
With this target in mind, we 
focus on improving asset 
conversion cycles, efficiencies, 
purchasing strategy, and 
manufacturing enhancement. 
In addition, we also believe in 
openness between banks and 
their clients in order to work 
through issues that can lead 
to greater transparency. With 
this aim of transparency, we 
closely examine the corporate 
structure, credit exposure 
and pricing (if this applies to 
the international accounting 
standards, especially when 
reporting receivables and 
inventory), and streamlining 
process such as the removal of 

inventory round-tripping. 

Backed by more than 100 
years of financing experience 
in the diamond industry, we 
are differentiated from our 
competitors in terms of our 
leading market position and 
strong brand equity in a niche 
market; the client-centric 
approach regarding the long 
term client relationships driven 
by sector expertise aligned 
with the overall ABN AMRO 
Sustainability strategy known 
as “a better bank contributing 
to a better world”. We have set 
sustainability as an important 
driver behind our overall 
strategy; our clients are 
supported in their business by 
our offices in different time 
zones, which allows us to make 
cross-regional connections; we 
combine a centralized approach 
to the business strategy with a 

localized commercial approach, 
ensuring proximity to clients 
and markets; we are able to 
make cross-sector connections. 

To become a truly global 
provider in the sector, we 
strive to engage upstream and 
downstream sectors, together 
with sector stakeholders, in 
continuing to play a key role 
in changing the industry 
landscape into a more corporate 
sector (transparency, financial 
robustness, sustainability, and 
efficiency). One of the successful 
initiatives we have taken was at 
the beginning of this year when 
we published for our clients an 
in-depth Sustainable Diamond 
Jewellery Guide which is 
intended to stimulate dialogue 
between different initiatives, 
organizations and companies 
within the diamond and 
jewellery value chain, including 
ABN AMRO and its staff. 

As our business vision states, 
“We aim to be a leading and 
proud partner to the Diamond 
and Jewellery business, enabling 
us as one global team to elevate 
the business to a sustainable 
long-term future”. Beyond our 
extensive sector knowledge, 
strong client relationships, 
and presence in key value 
chain locations, the concept of 
bankability demands financing 
companies where there is 
liquidity as well as the supply 
of the right goods with the 
right prices; indeed, we must 
continue with our shared 
responsibility and efforts to 
find new ways of financing the 
industry. Nevertheless we call 
on all industry bodies to apply 
strict control and monitoring 
for a healthy and steady growing 
market. As a thought leader 
in a field of exploring and 
contributing, that should be 
one of the key strategic outposts 
of today’s diamond financing 
industry, it is an evolution, not a 
revolution.
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A top Indian 
jewellery 
retailer will 

invest $ 25 million in 
Gujarat International 
Finance Tec-City 
(GIFT) project which 
aims to create the 
first global financial 
hub in India.
Pure Gold Jewellers 
will invest in various 
projects of GIFT 
City, they claim to 
be the only World 
Diamond Mark 
(WDM) certified 
company in the Gulf 

Cooperation Council 
(GCC) and India. It 
has 125 stores across 
12 countries.
Finance Minister 
Arun Jaitley 
announced in his 
budget speech 
last month that 
regulations for 
investors in Gujarat 
International Finance 
Tec-City project 
(GIFT) will be in 
place by March 2015.
An investment 
friendly tax regime 

like the GIFT opens 
endless possibilities 
for India’s economy 
and the cost of 
transaction for 
businesses like 
ours will be more 
affordable, according 
to Firoz Merchant, 
Founder and 
Chairman of Pure 
Gold Jewellers.
“We decided to 
invest in the various 
projects of GIFT 
City as we see a 
huge potential in 
this for jewellery 

companies like ours 
in the commodity 
sector to avail of cost 
effective operations 
that will aid us in 
our expansion plans 
in India and also 
globally,” Merchant 
said.
“With the support 
of the Honourable 
Prime Minister and 
the government 
as highlighted in 
the recent budget 
announcement, this 
is a project that has 
a strong backing 
and I firmly believe 
that GIFT will be 
a success story,” he 
added.
GIFT City is a 
50:50 joint venture 
between Gujarat 
Urban Development 
Company Limited 
(GUDCL) and 
Infrastructure 
Leasing and Financial 
Services (IL&FS) 
Limited and is a 
dream project of 
Prime Minister 
Narendra Modi that 
he had proposed 
in 2007 as Chief 
Minister of Gujarat.

TOP INDIAN JEWELLERY 
RETAILER TO INVEST 
$ 25 MILLION IN GIFT PROJECT
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WFDB ASIA BOURSE 
PREPARES FOR EXCO 
AND ASIA SUMMIT

The finishing touches are being 
placed on the World Federation 
of Diamond Bourses (WFDB) 

executive committee (Exco) meeting and 
Asia-Pacific presidents’ summit to be held 
in Shanghai on March 9 and 10. Regional 
WFDB presidents, along with WFDB’s 
president, Ernie Blom, will be hosted by 
the Shanghai Diamond Exchange (SDE).

Together with Blom, the presidents 
of diamond exchanges in the region, 
including Thailand, the United Arab 
Emirates (UAE), Australia, Japan, Hong 
Kong, South Korea and Russia will be 
taking part in the annual meetings, which 
provide the opportunity for regional 
issues to be discussed in depth, as well 
as subjects affecting the global diamond 
trade. The Exco will be held on March 9, 
while the Asia-Pacific Summit takes place 
on March 10. 

The SDE, as the host of the meetings, 
will also stage a series of activities with 
networking events. 

“I believe that these summit meetings 
are extremely important in order for 
us to discuss the burning issues of the 
day, to understand where we are going 
and to help us see the bigger picture,” 
said Blom. “Even though we enjoy 
instant communication with friends 
and colleagues around the world, these 
summit meetings still retain their 
importance because we come face-to-
face with our colleagues from across the 
world and are able to discuss in a calm 
and informed manner the issues that are 
affecting all of our members. 

“The regional summit meetings began 
about five years ago and they have proven 
their value again and again. They give 
the heads of the diamond exchanges in 

Asia the opportunity to interact with each 
other and to understand the points of 
view of the other bourse presidents. The 
issues of concern that are important to 
Asia are raised and we are able to receive 
a briefing from each exchange on their 
particular national perspective and this is 
invaluable.”

Blom added that it was particularly 
appropriate that China was hosting this 
year’s meetings. “Just last month, the 
Shanghai Diamond Exchange announced 
a big rise in imports in 2014. Imports 
of polished diamonds to China via this 
bourse rose by 31 percent on the year 
in 2014 to $2.24 billion. And there was 
also a big increase in volume terms of 20 
percent to 1.71 million carats. China, and 
the Pacific region in general, are helping 
to lead the way in diamond sales and that 
gives us great optimism going forward.”
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One of the main objects of 
interest about a company 
is the story of how it was 
established. Can we hear that 
story and the growth process 
of the company?

Rıfat Kemahlı and Raşit 
Hoşgör who were involved 
in jewellery business in the 
Grand Bazaar in 1970s dreamt 
of transforming their business 
so as to cover production and 
exports, and thus the first steps 
to creating Arpaş were taken. 
The company, which was 
established in 1982 following 
those steps, turned its dreams 
into reality in a short period 
of time, established a plant 
in Turkey for jewellery 
production, and became the 
first Turkish company to 
export gold jewellery and now 
reaches 75 countries. Arpaş 
which, in the first years, had 
small workshops in the Grand 
Bazaar to produce its products 
under contract manufacturing, 
has always adopted quality 
and standardized production 
as its core principles. In 1984, 
it relocated the jewellery 
production which has been 
performed in the Grand 

Bazaar and its vicinity 
for five centuries to the 
plant that it constructed 
Merter. Having introduced 
exportation to the industry 
with aggressive export attempts 
and pioneered formation 
of laws, Arpaş has used 
state-of-the-art technology 
since its incorporation, 
and continuously invests in 
technology. It also employs 
specialized masters and 
engineers, thus creating a 
vision and a radical change in 
the human resources structure 
of the industry. 

The company has an export-
oriented growth strategy. 
It broke new grounds and 
pioneered the Turkish 
jewellery industry to expand 
into foreign markets. How 
did your export activities 
start? 

With its establishment in 1982, 
Arpaş first entered Dubai 
and Saudi Arabia. In 1987, it 
determined USA as its target 
market, combined the high 
production quality standards of 
the market with its technology, 
and opened its first office in 

FROM DREAM TO 
TOP OF THE WORLD
Arpaş which was established in 1982 in pursuit of a dream, is today one of the top 
five jewellery producers in the world. The company, which stands as a symbol for 
the Turkish jewellery industry as it has transformed itself from an artisan into an 
industrialist, has also pioneered the industry in global expansion. Today, hundreds 
of our companies follow the road opened by Arpaş and export products to the 
whole world. Fatih Kemahlı, Arpaş Board Member, talked to the World Diamond 
Magazine  about its activities and the story of its journey which started with a 
dream and reached global peaks.
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the USA in 1988. Currently, 
the USA constitutes 20% of its 
export volume. Arpaş which 
only focused on its mission of 
export to the markets in the 

world till 1993, then started to 
make its products for Turkish 
consumers from 1993.

Today, you are one of the 
biggest companies in the 
world in terms of the number 
of employees, as well as size 
and quality of your facilities 
and machinery. In addition, 
you have an infrastructure 
which integrates almost all 
production technologies 
under one roof. What can you 
tell us about this? 

Since 2013, Arpaş has been 
performing its activities in 
its new building located in 
Esenyurt. The new factory 
building which has 28,000 
square meters of space 
incorporates a wide range 
of production technologies, 
employs 1,200 versatile and 
experienced staff members, 
which makes it No.1 in Europe 
in its industry. It is also one 
of the five biggest producers 
in the world. With dedication 

to quality, environmentally 
conscious production/service 
and authenticity principles 
since the very first day of its 
incorporation, Arpaş has 

been one of the worldwide 
pioneering companies of the 
industry with its rich jewellery 
collection including almost 
500,000 models of gold, silver, 
diamond and gold-silver 
designs in our country and 74 
countries. 

Hitting the road with the 
classical casting technology, 
Arpaş has invested in 
technology in order to find 
itself a spot in the world 
market, and broken new 
grounds in the Turkish 
jewellery industry by using 
production technologies such 
as press, tube, hollow, omega 
and machine chain, 3D casting, 
CNC, plastic injection. Thanks 
to its production engineers, 
it combines classic jewellery 
production processes with 
scientific and technological 
means, and has adopted a high 
quality and environmentally 
conscious production method.

One of the main issues which 

you are sensitive about in 
your production processes is 
environmental consciousness. 
What are the principles of 
Arpaş regarding this matter?

Arpaş is a brand which has 
dedicated itself to processing 
precious stones and metals into 
jewels by paying due respect to 
the environment and people. 
In this context, all waste which 
is created during the business 
processes of our company 
are recovered in the recycling 
and treatment facility of our 
company. Thus, the materials 
which are obtained as a result 
of recycling are disposed of 
in our facilities or in other 
relevant companies which are 
approved by the Ministry of 
Environment in accordance 
with applicable environmental 
protection regulations. 
As we respect the coming 
generations, our customers, 
nature and ourselves, Arpaş 
works on continuously 
developing new solutions in 
order to consume minimum 
energy, produce minimum 
waste and create maximum 
value. Our company is also a 
member of the Responsible 
Jewellery Council. 

In addition to its giant 
production power, Arpaş 
is also a very successful 
organization in terms 
of marketing and sale 
operations. Can we have 
some information about 
your distribution channel 
structure, as well as your 
worldwide marketing-
oriented activity concept?

Arpaş has no associates abroad 
and it manages its sales and 
marketing activities through 
its four different affiliated 
organizations. In this context, 
the company can reach 
America through its office 
located in New York, to the 
Mediterranean region through 
its office located in Antalya, to 
the whole of Turkey through 
the Arpaş Academy located in 
Istanbul, as well as to the whole 
of Europe and the Middle East 
through its 20 sales-marketing 
staff in its headquarters. 

Arpaş is the leader of Turkish 
the jewellery industry with 
exports to 75 countries in 
five continents, along with 
high quality products and 
sustainable services provided 
to the whole world. Aside 
from Turkey and America, 
the countries to which we sell 
products are, among others, 
EU countries, Australia, Japan, 
Russia, Hong Kong, Mexico, 
and Dubai. In this context, 
with US$ 133.8 million in 
foreign currency inflow 
according to the 2013 year-end 
reports, we were ranked 101st 
in the top 500 companies 
ranking by the Turkish 
Exporters Assembly. We are 
also one of the five biggest 
gold jewellery producers in the 
world. 

Being one of the few producers 
in the world which integrates 
almost all technology and 
product groups under one 
roof and having a very 
distinguished place with the 
production of gold watches, 

Respect for the environment and 
transformation is a principle for Arpaş.

Any entity that conducts business 
in terms of quality, authenticity and 
integrity, and adopts respect for our 

world and nature as its core principles is 
not considered as a customer by us but a 

business associate of ours.
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which is considered to be 
the top level in jewellery 
production, we currently 
export to any country which 
does not prohibit imports of 
gold jewellery. In this regard, 
we actually do not look for new 
markets but aim at expanding 
our current markets. With 
our wide range of products 
nearly up to 500,000 units, 
our company is one of the 
world leaders in terms of the 
number of models and large 
product range. As such, our 
company can reach many 
countries across the world, and 
we prepare design works for 
different cultures and tastes. 

To summarize, our target 
group consists of anybody who 
attaches importance to gold 
jewellery as contemporary 
accessories, follows fashion 
but also is aware of their own 
style, and adopts quality and 
authenticity as their core 
principles. In this scope, 
we ensure delivery of our 
products across the world 
mainly through wholesalers 
and chain stores, while we 
use our authorized sellers, 

retail jewelers and some big 
wholesalers to deliver our 
products in Turkey. Any entity 
that conducts business in terms 
of quality, authenticity and 
integrity, and adopts respect 
for our world and nature 
as its core principles is not 
considered as a customer by us 
but a business associate of ours. 

Arpaş has a very productive 
and fast production team with 
the ability to learn and take 
action very quickly, together 
with very experienced and 
wide marketing staff, product 
development units that have 
creative teams that both 
closely follow trends and 
create authentic designs. In 
this connection, our target 

for this year is to continue to 
meet the demands and needs 
of our customers and our 
industry in line with our top 
quality, service/production and 
authenticity principles, focus 
on our available customers, 
and reach all the jewelers in the 
world to make Arpaş a more 
valuable Turkish brand.

Arpaş has been participating 
in fairs more and more. What 
are your opinions about 
VicenzaOro which was held 
recently?

VicenzaOro, which was 
organized in January, in which 
we have been participating for 
18 years, was a very favourable 
start in line with our targets. In 

the fair, we received favorable 
feedbacks from customers 
in terms of quality, product 
versatility and presentation, 
in particular, which provide 
a pleasant motivation and 
impetus for us to carry on 
towards our targets, knowing 
that our work and diligence are 
appreciated.

Finally, what are your 
estimates regarding the global 
market, and can we have a 
general evaluation regarding 
your company’s plans in 
2015?

Generally, in a period which 
is characterized by very low 
growth rate but increased 
versatility in all markets, Arpaş 
aims at moving onward with 
correct road maps by duly 
focusing on correct models 
and products, including 
new technologies for our 
production capacity, in line 
with our principles, supporting 
business volume of our 
customers. In this context, 
in 2015, we plan to produce 
mainly products made of only 
gold in categories such as gold-
silver and/or silver. 

"Arpaş has used state-of-the-art 
technology since its incorporation, and 
continuously invests in technology. It 
has also employed specialized masters 
and engineers, thus creating a vision 
and a radical change in the human 

resources structure of the industry."

INTERVIEWWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D



World Diamond Magazine  29

FOCUS

By Suresh Chotai

About 
SURESH CHOTAI
The author is editor of a 
leading B2B news website 
www.gems2jewellery.com 
. He has been in active 
journalism since 1987 and 
having sound knowledge 
of the global diamond & 
jewellery industry.

http://www.
jewellerynetasia.
com/en-us/editorial/
Blogs/555/5622/is-
diamond-industry-losing-
grounds

CAN CHINA DISPLACE 
INDIA IN DIAMOND 
MANUFACTURING?

WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

India has so far enjoyed 
undisputed leadership in the 
sector of global diamond 
manufacturing but now its 
nearest rival China has reached 
to the level from where it may 
be in a position to overtake 
India in near future.

Strategically, China has rightly 
broken the established trade 
route by procuring diamonds 
directly from mines in African 
countries in which Chinese 
companies have a stake. As 
a result, value of China’s net 
exports of polished diamonds 
has gone up by 72% in last five 
years to $8.9 billion. On the 
other hand, India’s exports rose 
by 49% to $14 billion over the 
same period.

According to the latest data 
released by the United Nations 
(UN), China’s share of the 
global polished diamond 
market has tripled to 17% 
in the past decade while 
India’s share has fluctuated 
between 19 and 31%. Industry 
people say that China’s active 
purchase of rough diamonds 

from African countries has 
been continuously reducing 
the supply available to Indian 
manufacturers; as a result 
many manufacturing units 
across the country have to lay 
off workers due to heavy losses.

India, as usual has depended 
on the middlemen in trading 
hubs like Antwerp, Tel Aviv 
and Dubai for its required 
supply of rough diamonds, 
which is mainly obtained from 
Russia or Africa. But now 
India has become aware of 
China’s race with it to acquire 
the lead position in the field of 
manufacturing.

India has earned help from 
the world’s top diamond 
supplier Russia, to maintain 
its position in the global 
diamond manufacturing trade. 
During Russian President Mr. 
Vladamir Putin’s recent visit 
to India in December 2014, 
the Russian diamond-giant 
ALROSA signed an agreement 
worth USD 700 million for 
three years effective from 
2015 with 12 leading Indian 

diamond companies, on merit 
of which Indian manufacturing 
units will now get direct and 
regular supply of rough.

But Can China really achieve 
Numero Uno position in 
global diamond manufacturing 
sector?

The Chairman of Rapaport 
Group Mr. Martin Rapaport 
feels, “China cannot overtake 
India as the leading diamond 
polishing hub in immediate 
future but India needs to 
introduce some tax reforms 
which can make the Indian 
diamond polishing industry 
more attractive to foreign 
miners. Besides, Chinese 
diamond polishing industry 
works on a contract-basis 
and through joint ventures 
and the Chinese artisans are 
proficient at mass producing 
small stones, but they lack the 
expertise required for bigger 
and finer stones.”

Moreover, China may be 
enjoying an upper hand at this 
moment in securing rough 
diamonds but its cutting and 
polishing industry is not as 
organized as India’s and rising 
labour costs there can prove to 
be a problem in China’s race 
with India.

Experts here feel that such a 
deal (MoU with ALROSA) 
may give India a temporary 
relief. In fact it should follow 
China’s example and reform 
its tax regime to make itself 
more lucrative for global 
miners. China had scrapped 
its value-added tax on rough 

diamonds in 2006 while a 4% 
levy was applied to processed 
stones. These provisions have 
helped China to become one 
of the world’s leading trade 
and manufacturing centers 
for diamond jewellery and 
processed stones.

The industry leaders here 
also feel that India now needs 
to explore such tax policies 
and trade measures that are 
more attractive to diamond 
producers. Major diamond 
trading countries like UAE and 
Belgium have created Special 
Trade Zones to facilitate 
rough diamond sales in their 
own countries. India is so far 
lacking such zones. However, 
the Indian government has 
agreed to create one Special 
Notified Zone (SNZ) in 
Mumbai and Surat in near 
future.

So India for sure, is not going 
to concede its lead in the field 
of diamond manufacturing at 
any cost.



30 World Diamond Magazine 

The answer to the 
question whether in 
2014 the glass of wine 

was half full or half empty for 
the luxury industry, is now a 
moot point. It was, indeed, a 
challenging year. Obviously, 
geo-political developments 
occurring in the Middle East, 
Ukraine, Hong Kong or China 
impacted business. Also lower 
than expected economic 
growth rates in the BRIC 
countries, plus the still sluggish 
economies in Europe, had a 
negative influence. 

 In general, sales in the last 
four months of 2014 were 
disappointing and thus 
contradicting most of the 
positive market projections 
forecasted earlier during the 
past the year. While some 
categories still showed very 
good results others experienced 
a substantial slow-down of 
growth.

Despite a difficult Russian 
market, the German premium 
car industry, for instance, was 
on the winner¹s side in 2014. 
The main brands, such as Audi, 
BMW and Mercedes, reported 
record sales. With almost 
190.000 globally delivered cars, 
Porsche was up 17 percent. 
According to management 
statements, Rolls-Royce and 
Bentley also were slated to 

achieve new all-time heights. 

The industry of high-end 
watches, however, faced a 
difficult year. Hong Kong, 
as major hub for the Asian 
business, was disturbed by 
political uncertainties. And 
China¹s continuous efforts 
to curb down corruption 
decelerated growth further 
for two markets that alone 
amount for approx. 25 percent 
of the total business. Basically 
only the USA and Japan 
substantially contributed to 
growth (plus five percent resp. 
17 percent). However, it still 
can be expected that 2014 
will be declared a record 
growth year. The export 
of Swiss wristwatches, as 
an important market 
indicator, reportedly 
broke the 21 billion 
CHF barrier in 
2014 with an 
increase of two 
to three percent. 
Final figures 
were expected to 
become available 
at press time. 
As far as luxury 
watches are concerned 
(export value +3,000 CHF/
piece) the growth will be in 
line with the overall trend. 
Yet, compared to the average 
annual rate of 12.5 percent 
between 2000 and 2012 (!), the 

watch luxury segment has lost 
significant momentum in the 
past two years with increases 
of only 2.8 percent in 2013 
and probable 2.5 to 3.5 percent 
last year. This segment again 
represents some 65 
percent of the 
total Swiss 
export 
values. 

Overall, the watch industry is 
in a phase of restructuring that 
will lead to a reduction of its 
more than 1.500 brands which 
introduce more than 10.000 
novelties per annum.

High-end French wines also 
belonged to a category that 

encountered a drop 
in exports 

depending 
very 

Gilan / Bosphorus



much on the Chinese market, 
too, whereas leather goods 
are reported to have gained 
- especially due to stronger 
demands in the US and Japan. 

A look at the development of 
last year¹s share prices of the 
major luxury groups reflects the 
inconsistent industry picture: 
LVMH plus 11 percent, Hermès  
plus ten percent, Kering  plus 
three percent, Richemont 
zero percent, Hugo Boss zero 
percent, The Swatch Group 
minus 24 percent.

 For 2015, the outlook promises 
no major changes compared to 
last year. China is expected to 
continue a controlled growth 
of its economy; anti-corruption 
measurements will remain 
on the political agenda. In 
2014, consumption in Japan 
was only temporarily boosted 
as consumers anticipated 
an increase of the VAT rate 
of five to eight percent. The 
last months were not strong. 
Assuming that the conflict 

in Ukraine will not end soon 
demand in the whole region 
of former Soviet Union will 
stay at very low levels. In 
Europe, France and Italy 
are not expected to provide 
substantial impulses. After a 
flat 2014, Germany may return 
to a stronger growth but will 
depend largely on foreign 
tourism. Switzerland will try 
to absorb the decision of its 
central bank to detach the Swiss 
Franc from the Euro. And the 
US alone will not be able to lift 
up the whole industry. Luxury 
remains a mood’s business and 
currently too many ‘no fun’ 
topics pull the markets down 
(e.g. global terrorism). The 
industry¹s slowdown of growth 
will continue for the time being. 
Given current high stocks on 
manufacturers’ and retailers’ 
levels and the general time lag 
of the industry’s dynamisms 
after phases of downturns, 
The Bridge To Luxury (TBTL) 
expects a stronger pace of global 
sales only to return in spring or 
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mid 2016 earliest. 

In the meantime especially 
independent and smaller 
brands will face sometimes 
very tough challenges 
concerning the international 
distribution access, sufficient 
margins and liquidity. Tight 
cost control and streamlining 
of operations along the value 
chain will be an industry¹s 
imperative. Although the time 
for anti-cyclical investments 
into branding and innovation is 
there, many especially smaller 
companies will not be able 
to afford. This will accelerate 
the process of the industry¹s 
further concentration as 
the large groups with their 
economies of scale are able to 
leverage businesses better. As 
a consequence, an increasing 
number of independent 
brands under difficulties will 
be available for acquisition 
while less investors shall be 

interested to currently venture 
into luxury. 

 Yet, on the long run the luxury 
industry still can expect to 
expand substantially with an 
increasing number of HNWI 
individuals globally and this 
especially in the emerging 
markets. Already today, Credit 
Suisse estimates the global 
private wealth at 260 trillion 
US$ and expects a further 
build-up of fortunes. 

 In 2015 TBTL foresees five 
major industry topics alongside 
the typical external factors such 
as political stability or currency 
exchange rates:

 (1) The further merge of the 
on- and offline universes driven 
by new technical solutions. 
Innovative apps will provide 
fresh knowledge to consumers 
with regard to global pricing 
transparency, stock availability 
and better services; and on 

industrial levels the merge will 
lead to new ways of defining 
supply chains (e.g. logistics). 

 (2) Even though on a case-
by-case analysis the luxury 
groups will be more cautious 
in opening up more (and 
expensive) mono-brand 
boutiques, the aim remains 
to integrate vertically. Besides 
traditional considerations such 
as margin maximisation, the 
absorption of classical retailing 
has become a new requisite if 
companies want to be able to 
control and thus to take full 
advantage of the potentials the 
internet selling is promising in 
the future.

 (3) Consumer sophistication 
and individualisation: The time 
it takes for new markets to 
mature in product knowledge 
and appreciation has narrowed 
considerably. In economies like 
China consumers nowadays 
take a much closer look before 
they purchase luxury items. 
And they are less brand loyal 
than traditional shoppers. One 
way to react to more cautious 
customers and their higher 
standards in product evaluation 
is to individualise the offering 
for more and personal 
exclusivity feeding a universal 
growing social trend. The other 
one is innovation, of course.

 (4) The increase of branded 
jewellery as one of the main 
future industry drivers with 
above average growth rates.

 (5) Tourism will determine 
business further. For Europe, 
a weak Euro will initiate 
more visits from around the 
world. International travel 
destinations for high-end 
tourism need to adapt further 
though (e.g. the availability of 
Chinese breakfast in luxury 
hotels is still an exception). 
Consumer brands should 
react more strongly, too, for 
instance by welcoming tourists 
on airport billboards in the 
appropriate languages. 

 For the luxury industry TBTL 
does not expect an important 
momentum coming from 
smart watches. First of all, 
from a consumer perspective, 
they are not considered luxury 
goods per se. Second, the 
watch industry does not enjoy 
any of the specific young and 
life-stylish brand creditability 
that Apple, Samsung or Sony 
enjoy and therefore need to be 
reckoned with as a purchase 
alternative. Thirdly, the watch 
industry lacks the technical 
capability to define the 
interfaces between hard- and 
software dimensions the way 
the IT-giants are able to.

Articles: http://www.
thebridgetoluxury.com/index.
php/en/news-a-publications 

Frank Müller is the founder of THE 
BRIDGE TO LUXURY – a consulting 
firm that is dedicated to support 
high-end brands on strategic and 
operational challenges. Previously, 
he was a managing director of A. 
Lange & Söhne and CEO of Glashütte 
Original. Frank Müller served the 
Swatch Group SA as member of the 
extended management board. He 
studied business administration at the 
University of Mannheim and the ESCP 
Europe and received his doctorate 
from the University of St. Gallen. 

INTERVIEWWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

About Dr. Frank Müller



World Diamond Magazine  33

DIAMONDS ARE 
INVESTORS’ BEST FRIEND
Intelligence diamond with european fund manager to 
launch innovative investiment fund in certified polished 
diamonds

The Dubai-based diamond company 
wants to make diamonds investors’ 
best friends

Nowadays, with the market’s volatility, 
finding a stable monetary figure is 
very complex. 

Diamonds have the necessary stability 
and price growth which can be very 
attractive to potential investors.  

Intelligence Diamond  has agreed 
terms with an European fund 
manager to set up an investment 
vehicle in certified polished diamonds. 
The fund will be headquartered in 
an EU jurisdiction and is currently 
waiting for regulatory approval. The 
Lisbon Cut Diamond Fund is a 5 years 
closed fund with an investment of 50 

million Euros and an expected average 
return of 19%.

The polished diamonds will be 
certified by a Belgian diamond 
powerhouse, HRD Antwerp, which 
will give to the diamonds the 
necessary credibility and a guarantee 
to investors.
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Mr. Ayhan Güner, Chairman of the Turkish Jewelry Exporters' Association, indicated 
that the abolition of special consumption tax (SCT) on gemstone imports opens up a 
wealth of possibilities to the Turkish jewellery industry and trade and that following 
the reoval of this obstacle, the gem and jewellery business world is taking a close look 
at the Turkish market. Mr. Güner also reported on the promotional activities carried 
out by Turkish Jewelry Exporters' Association leading up to the Istanbul Jewelry 
Show, which is among one of the most important gem and jewellery fairs in the world. 

NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

GLOBAL INDUSTRY FOCUS ON



World Diamond Magazine  35

In a conversation with World 
Diamond Mark magazine, 
Mr. Ayhan Güner, Chairman 
of Turkish Jewelry Exporters 
Association, took stock 
of the Turkish jewellery 
industry and the global 
jewellery industry and trade 
and discussed how these 
developments affect the 
growth of Turkey's industry.

‘The global market gem 
and jewellery market has 
a dynamic structure that 
touches upon a wide variety 
of markets, including ours. 
For instance, during the 
past years, Belgium and 
Israel. Which both are 
considered leading diamond 
trade centres, have suffered 
significantly from the recent 
economic crisis   and its 
ensuing slowdown, the 
effects of which still can be in 
Europe. 

The macroeconomic figures 
show that the effects of the 
crisis are now gradually 
decreasing. Of course, Turks 
are still confronted with the 
visa barrier to entry into the 
European Union member 
states. These facts make 
Belgium, still one of the most 
important centers for the 
diamond trade, less accessible 
and less important than in 
the past.  The same thing 
is applicable to Israel, as 
well. The security problems 
in Israel along with visa 
problems have had negative 
effects on the diamond trade. 
Gaining access to Israel is 
not easy and visitors are 
apprehensive of the security 
situation in the country  

However as a result of 
the abolition of special 
consumption tax (SCT) on 
gemstone imports, the eyes 
of the jewellery industry 
of the world are on Turkey, 

Mr. Ayhan Güner said, 
summarizing as follows: 
“Turkey is now in the 
spotlight as we can being 
offering services and compete 
with diamond centres 
like Belgium and Israel. 
Following the abolishment of 
taxes on gemstone imports, 
our competitive position has 
completely changed, as we 
are loner burdened by the 
20% special consumption 
tax (SCT) that was weighing 
us down. Now, we can work, 
compete and grow, as we 
the playing field we are on 
with other gem and jewellery 
centers in the world, are now 
level. "

Easy access

Turkey is a country 
which enjoys flexible visa 
applications. Turkey not 
impose strict visa policies 
unlike Europe and Israel. 
No matter where you come 
from, you can easily enter 
and exit Turkey. Turkey's 
geographical location enables 
a high number of potential 
partners, clients and buyers 
to you to reach the most 
important markets of the 
world with a flight that takes 
only a couple of hours. You 
can fly to Turkey from almost 
anywhere in  Europe, but 
also from North Africa, the 
Middle East and Asia only 
in 3 or 4 hours. At the same 
time, you can directly fly to 
many points in the world 
with Turkish Airlines, which 
is world’s one of the best 

airlines, Güner added.’

Easy to Establish 
Companies

The commercial code 
applicable in Turkey does 
not stipulate any challenging 
rules for the incorporation 
of companies by foreigners. 
You can establish and start to 
operate your company only 
in a single day in Turkey. 
You do not need to enter 
into partnership with a local 
firm. Moreover, there are no 
restrictions in purchasing 
any real estate in Turkey 
thanks to the reciprocity code 
adopted in Turkey.’

The most extensive jewelry 
stocks of the world’’

Anatolia boasts a 5000-
year jewellery history and  
culture, and Turkish factories 
produce according to 
international standards, using 
state-of-the-art technology. 
"We rank among the top 
three countries of the world 
in gold production. We are 
also the world's undisputed 
leader in the production of 
diamond jewelry mountings, 
and we probably have the 
largest choice – and stocks - 
in the world,” Guner said.  

We are aiming to be the 
trade and gemstone cutting 
center of the region 

"We have entered into 
cooperation with the 
university so we established 
a basis for gemstone cutting 
operations in Turkey. In 

cooperation with the Istanbul 
Trade University, we formed 
the Jewelry Engineering 
Department in the university. 
At the same time, we put 
have into operation a 
gemstone cutting workshop 
and laboratory. Turkey can 
become one of the world’s 
most important centers in 
gemstone cutting.  By using 
the advantages which we 
have, we aim to be the center 
of gemstone cutting and 
trading center of the region.” 

We have taken important 
steps in promoting our fair

The Turkish Jewelry 
Exporters;  Association has 
taken significant measures to 
promote the Istanbul Jewelry 
Show which has become 
one of the most important 
fairs on the international 
fair calendar. We formed 
Turkey’s biggest purchase 
commission organization. 
As a result of our meticulous 
research, we reached more 
than 1000 buyers from all 
over the world. . We will 
host our guests in nearly 
700 rooms which we have 
booked in our contractual 
hotels. In addition, we have 
made many trips abroad and 
have conducted research 
regarding premium buyer 
profiles, and invited such 
buyers to our fair.  Prior to 
the Istanbul Jewelry Show, 
there is an important fair in 
Hong Kong but this has not 
stopped us from reaching 
very many quality buyers, to 
our satisfaction. 

We think that the purchase 
commission organization, 
instituted by our association, 
will also greatly contribute 
to the fair. We wish that our 
fair may be fruitful for our 
industry.” 

As a result of our intensive studies, we 
reached more than 1000 buyers from all 
over the world. . We will host our guest 
in nearly 700 rooms which we have 
booked in our contractual hotels. 
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The Israel Diamond 
Exchange and Russian 
diamond producer 

ALROSA, the world’s 
largest diamond miner, 
signed a Memorandum of 
Understanding (MoU) in 
February, as the Israeli diamond 
industry and the Russian 
mining giant seek to improve 
their mutual understanding and 
increase cooperation.

The MoU was signed on the 
second day of the February 
8-12 International Diamond 
Week in Israel by ALROSA 
delegation head Andrey 
Polyakov, and the ALROSA vice 
president, and IDE President 
Shmuel Schnitzer. Following 
the ceremony, the ALROSA 
delegation and representatives 
of the Israel diamond industry 

made their way to Jerusalem for 
a reception and meeting with 
Israel’s President Reuven Rivlin, 
who hosted the parties at the 
official presidential residence.

The basis of the MoU is bilateral 
promotion of the diamond trade 
between Russia and Israel. In 
addition, the MoU covers a wide 
range of topics, among others 
the intention to create a long-
term cooperative relationship, 
to advance promotion and 
support of the countries’ 
businesses in international 
markets, to establish 
cooperation and information 
exchange in diamond education 
as well as polished diamond 
identification and grading, 
to promote joint research 
toward new technologies 
for diamond cutting and 

polishing, to develop new 
methods of sorting and origin 
analysis of diamonds and the 
identification of synthetics and 
treated diamonds, to advance 
the struggle against mixing 
synthetic diamonds with natural 
diamonds, and to develop 
further responsible business 
practices for responsible and 
environmentally friendly 
business models.

Thanking President Rivlin 
for his hospitality, delegation 
head Andrey Polyakov said 
ALROSA recognized the Israeli 
diamond industry as a pivotal 
player in the global diamond 
business. The advantages of 
Israel’s diamond industry are 
its technological developments, 
which have been phenomenal, 
he said during a visit to the 

newly inaugurated Modern 
Manufacturing Center. “We are 
sure that we’ll be able to identify 
the many interests and synergies 
we share and cooperate 
successfully,” he stated.

“We’re honored and pleased 
with the visit of this high 
ranking delegation of the 
ALROSA company and the 
Russian diamond industry,” said 
Shmuel Schnitzer. “Annually, 
ALROSA produces a quarter 
of all gem quality diamonds 
in the world and we are very 
pleased with the closer ties that 
we are establishing by means 
of the MoU. Of course, during 
this visit we also discussed the 
interests of Israel’s diamond 
manufacturers,” the IDE 
president added.

IDE AND ALROSA SIGN MOU TO 
ADVANCE CLOSER COOPERATION

Israel President Reuven Rivlin (seated right) shaking hands with Israel Diamond Exchange Presdient Shmuel Schnitzer, with the ALROSA 
delegation, government and IDE representatives looking on.
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“The new collections are part of Rio 
Tinto’s ongoing investment to develop 
the diamond fashion jewellery market 
in China,” says a news release from Rio 
Tinto.

 The latest international trends in 
design were deconstructed by PDLG 
Creative Intelligence. The organisation 
also demonstrated how these translate 
into diamond fashion jewellery for the 
Chinese consumer.

 “Trends are increasingly global and 
consumers around the world have the 
same desire; to express themselves 
through diamond jewellery,” said PDLG 
Creative Intelligence creative director 

and forecaster Paola De Luca. “I’m 
delighted to be able to share these global 
design directions tailored especially for 
Rio Tinto’s trade partners in the Chinese 
market.”

Rio Tinto Diamonds says that in the five 
years that it has been present in China, it 
has “witnessed this market’s appetite for 
global jewellery trends”.

“We entered the Chinese market in 
2010 after identifying the beginning of 
a long term trend of Chinese consumers 
adopting diamond jewellery as an 
every-day fashion accessory,” explained 
Rio Tinto Diamonds Marketing general 
manager Bruno Sané. “Over the ensuing 

years we have been delighted to see this 
trend accelerate.”

Rio Tinto believes that increased 
volumes of diamonds from its Argyle 
underground mine in Australia will 
cater to  China's growing demand for 
diamonds and diamond accessories, “as 
the quality of Argyle diamonds is ideally 
suited for fashion jewellery”.

Rio Tinto provides the Chinese diamond 
trade comprehensive support including 
on the design front, research, training 
and marketing under its ‘The Fashion of 
Diamonds’ initiative.

Rio Tinto Woos Chinese Jewellery 
Consumers with New Diamond 
Jewellery Designs
In a bid to create “opportunities for diamond purchasing beyond the 
solitaire engagement ring” Rio Tinto launched a new range Argyle 
diamond jewellery collections at the Hong Kong International 
Jewellery Show held recently.



38 World Diamond Magazine 

TRENDSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

At press time, the eyes 
of the fashion world 
were on the London 

Fashion Week.

While we saw clues of coming 
trends several months ago, 
the megatrends of the coming 
season are revealed in the 
fashion weeks in New York, 
London and Paris. However, 
the voices of designers who 
have created their own styles 
claiming to be Seasonless, 
Fashionless and Timeless… 
are being heard louder than 
even before. 

In the modern era, jewellery 
lovers prefer completing 
their free styles with timeless 
jewellery regardless of any 

rules. Different forms, and 
even “formlessness”, are 
finding a place among new 
trends. 

The move away from 
traditional rules is guiding 
consumers of the new 
generation into discovering 
new and different gems, and 
different and interesting 
colours. Following on 
from last year when 
diamond colours unfamiliar 
to consumers rose to 
prominence, we are seeing 
many new colours being used. 
In addition to this, the use 
of diamonds with gemstones 
of different colours which 
are both affordable and 

can complete every outfit 
are drawing a great deal of 
attention.

And for those who cannot 
ignore the leading lines 
and colours of mainstream 
fashion and are influenced by 
general fashion trends, the 
warm colours prominent in 
last year’s catwalks are being 
reflected in jewellery, with 
rosegold, fire opal and citrine 
decorating jewels with their 
warm colours. 

While the state of the 
economy, seasonal changes 
and environmental factors 
affect consumers’ shopping 
habits, designers respond 
to these events with 

differentiated jewellery 
models. Global events are 
influencing the lines of 
jewellery designs, of course, 
but nature is also continuing 
to be a source of inspiration 
for designers. 

While bird and feathered 
figures remain popular, 
flowers, plants, the sky and 
sea, and even the rising sun 
also continue to be a source 
of inspiration in a range of 
jewellery designs.  

Today, a range of important 
jewellery fairs between the 
international fashion weeks 
are influencing unchanging 
lines and classic models.

SEASONLESS
    FASHIONLESS,     
       TIMELESS…By Aylin Gözen
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Gemmological 
laboratories were first set 
up as places to identify 

gemstones of natural origin. 
Verneuil synthetic stones were 
on the market appearing as 
spinels and corundums in all 
colours. The spinels imitated 
aquamarines and peridots, 
amongst others, whilst the 
corundums masqueraded as 
blue and yellow sapphires, 
rubies, and even colour-change 
alexandrites. There were also 
flux-grown stones such as those 
of Kashan and Ramura. These 
were new products, unknown 
to most dealers and traders, 
and they needed independent 
experts to identify them. The 
next products that needed 
identification were cultured 
pearls appearing from Japan, 
which came into the world 
markets in the early twentieth 
century. This caused havoc in 
the pearl market; prices dropped 

as there was little differentiation 
between natural and cultured 
pearls until the two products 
were separated by laboratories.

These early laboratories were set 
up in most jewellery-producing 
centres, but were run through 
other bodies. This was because 
there was little funding available 
so they needed subsidizing, and 
most importantly they had to 
be commercially independent 
to prevent fraudulent results. In 
the UK a laboratory was set up 
in Hatton Garden, London, and 
run by the London Chamber of 
Commerce.

Research had to be done in 
developing the methods of 
detection, so the laboratories 
were run by people with a 
scientific background, and this 
led them to become educational 
institutions trying to teach 
traders (and anyone else that 
was interested) the basics 

and, later on, more advanced 
gemmological knowledge.

Identification, research and 
education were their most 
important aspects until the 
grading of diamonds became 
necessary. 

Initially diamonds were not 
graded to determine their 
value but as a method of 
communication. Traders had 
developed local ‘languages’ using 
descriptive terms such as ‘white’, 
‘yellow tints’, ‘light PK’ (pique), 
‘small inclusions’ and so on. 

This worked in localities 
where traders were in daily 
contact with each other and 
could compare goods, thus 
allowing them to ascertain 
prices and so be able to trade. 
However, this only worked in 
closed communities — each 
locality developed its own 
terminology. The most common 

were descriptive terms, but 
others used localities where the 
diamonds were found. 

One such system is the 
Scandinavian Diamond 
Nomenclature (Scan.D.N), 
which uses terms such as ‘River’, 
‘Wesselton’,‘Crystal’, ‘Cape’ and 
‘Yellow’.

Once you are involved in 
international trading, a system 
that all can understand and use 
is needed. Around the early 
1950s the GIA developed its 
colour-grading system, using 
letters to denote colour. This 
is achieved through a series of 
“master stones,” where each 
stone is perceptibly different 
from the previous one. The GIA 
decided to name the top stone 
(the one showing no colour) “D” 
and then graded them down to 
“Z.” The colour of a diamond is 
then determined by comparing 
it to the master stones. If the 

Harry Levy FGA 
discusses the use of GIA 

terminology but lack 
of GIA standards in 

laboratories. 

NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D



World Diamond Magazine  41

colour falls between a G and H 
for example, it will be classed as 
G, although some systems would 
grade such a stone as H. There 
is no confusion as the master 
stones are so named to adjust for 
this apparent discrepancy.

Thus in the second system just 
mentioned the H master stone 
would be a G using the first 
system. These games have been 
played between laboratories for 
years to show that each is using 
an independent system from the 
others.

The letter ‘D’ was selected by the 
GIA as the highest colour grade 
as this was the failure grade in 
American school exams. At that 
time the top colour was referred 
to as either ‘A’, ‘A++’, ‘A+++’, 
‘Super A’, or similar terms by 
the traders in the market. D was 
a colour that was never used, 
so the GIA used this as the top 
grade knowing that nobody else 
had used this letter — this was 
recounted to me by Richard 
Liddicoat.

The clarity grade was adopted 
by all, using the descriptive 
terms such as ‘flawless’, ‘very 
very small inclusions’ (VVS), 
‘small inclusions’ (VS), ‘slight 
inclusions’ (SI) and so on. 
Exactly where and how the 
divisions occurred in the 
different systems is not exactly 
clear.

Having established a system to 
grade for colour and clarity, the 
carat weight was always given, 
and the cut was also listed as 
a descriptive term, and so the 
4Cs as a means to determine 
the value of a stone became 
available.

Traders saw the introduction 
of these criteria as an attempt 
to make diamond prices 
transparent and at the 1982 
World Federation of Diamond 
Bourses’ Congress in New York 
a resolution was passed that 
no bourse member would be 
allowed to produce a diamond 
price list based on laboratory 
grading. Martin Rapaport did, 
however, and was expelled from 
New York’s bourse. Martin 
appealed and went to court, 
was re-admitted and the rest is 
history.

It should be noted that Martin 
Rapaport’s list is based on asking 
prices in New York for GIA 
graded stones of a good make. 
It should also be noted here that 
a Diamond Grading Report 
is simply a report and not a 
certificate. A certificate gives 
facts, whereas a report gives 
opinions. Grading diamonds 
has become a very big business 
and we now have a proliferation 
of laboratories. Anyone can set 
up a laboratory and there are 
no controls as to its adequacy, 
competency and even honesty. 

For many years CIBJO tried 
to administer such controls by 
having a register of approved 
laboratories.

For legal reasons CIBJO has 
stopped doing this and now has 
a listing of laboratories, but with 
no comments.

Most laboratories are set up with 
their main business as diamond 
grading. Few of these can 
identify stones and are unable to 
give origins and treatments for 
coloured stones. For diamond 
grading, laboratories have to 
give their reports in a way 
acceptable to the trade, and 
thus they have adopted GIA 
terminology, or if they have 
their own system, give charts of 
how to compare their system to 
the GIA one. 

This is where problems have 
come about. To grade to GIA 
standards one needs master 
stones that are aligned to the 
GIA master stones of the GIA. 
To simply take GIA-graded 
stones and use these as master 
stones does not work. To be a 
master stone a diamond has to 
be exactly the same as the GIA 
equivalent master stone. A GIA 
graded stone can lie anywhere 
between two adjacent stones 
and to use this can give a wrong 
grade. 

Further to this, in order to 
get business away from the 
GIA, laboratories can give a 
‘soft’ grade. This means that 
if a stone is on a borderline 
they will give it the better 
grade. This can be abused by 
deliberately upgrading a stone 
by one colour, or one clarity, or 

sometimes both. Some abuse the 
system further by mis-grading 
diamonds by two grades. If 
challenged they claim they grade 
by their own master stones 
and grading system, so their 
‘G’ is not the same as the GIA 
‘G’. Those who trade regularly 
understand all this and base 
their buying on a larger discount 
on the Rapaport price than on 
an equivalent GIA graded one.

It should be noted that there is 
not a uniform discount on all 
stones found on a Rapaport list. 
Some think that the discount is 
always 25% but this is not so — 
it can vary, and often does, and 
on occasion there is a premium. 
This often occurs with the larger, 
better stones.

Thus we do not have a universal 
grading system. We seem to 
have one as many aboratories 
use the GIA system, but many 
do not adhere to GIA standards. 
Attempts have been made in the 
past to achieve a standard and 
15 years of work was done to 
achieve this, but when a country 
vote was taken, the standard 
achieved was not accepted. 

Assuming accurate scales, all 
one-carat stones will weigh one 
carat all over the world, but 
not all GVS1 stones will be the 
same; this will depend on the 
grader and the location of the 
laboratory.

This is a time bomb ticking 
away; at some stage someone 
will want to know why he paid 
a price for a GVS1 stone in one 
location, only to be told when he 
tries to sell it that it is of a lower 
grade and worth less.

About Harry Levy

Harry Levy is among the diamond, gem and jewellery 
industry’s most treasured and veteran public servants. 
He is, among others, president of the London Diamond 
Bourse; President of the Gemmological Association 
of Great Britain and Chairman of the International 
Diamond Council. 
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Mr. Mustafa 
Akayı, Vice 
Chairman 

of Jewelry Exporters' 
Association (JTR), spoke 
with the World Diamond 
Magazine toward the 
March Istanbul Jewelry 
Show, making following 
points: 
“Turkey is now 
one of the most 
important players 
of the international 
jewellery industry. In 

line with this, our fair 
is also among the most 
prominent fairs oin 
the international trade 
show calendar. The 
fair is visited by many 
thousands of industry 
professionals, both local 
and international. Of 
cours,e we also know 
that the fair helps 
boost our industry's 
exports. Therefore, we 
as the Jewelry Exporters' 
Association, make it 

our business to help and 
promote this important 
fair. This year, for 
example, we have formed 
Turkey’s biggest purchase 
commission. Based on 
long-term research, 
we have targeted 
and attracted more 
than 1,000 qualified 
jewellery buyers that 
we will accommodate 
in nearly 700 rooms in 
our contractual hotels. 
In addition to this, our 

members and JTR's 
business development 
teams fan out 
throughout the world 
to unlock new markets 
and find potential buyers 
who are then invited to 
come to the fair. Every 
year, we are getting 
better and see better 
results, for the fair, for 
the members and for the 
industry at large."

Mr. Mustafa Atayık, Vice Chairman of Turkish Jewelry 
Exporters' Association (JTR) strongly believes in the potential 
of the Istanbul Jewelry Show which has become one of 
the most important fairs on the trade's international fair 
calendar. Mustafa Atayık pointed out that the JTR has taken 
significant action toward promoting the fair, and said he was 
looking forward to a favorable fair.
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COLOUR 
YOUR WORLD 

WITH DIAMONDS
Earlier this year, the historic city of Antwerp was the host of the 

sixth annual Antwerp Diamond Trade Fair (ADTF), held February 1 
to 3, 2015. Open exclusively to trade professionals, this edition featured 

a glittering event that included a special festive “Antwerp Diamond Night” 
on February 1. Organized by the Antwerp World Diamond Centre, the 
representative of the Antwerp diamond sector, the location of the ADTF 
could not be more perfect since 84 percent of all rough and 50 percent 
of all polished diamonds pass through the city. To gain insight into the 
types of products that visitors saw at the fair, Cynthia Unninayar spoke 

with Mike Akiki, Managing Director of Antwerp Cut (antwerpcut.
be), a Natural Coloured Diamond Manufacturer since 1989.
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CU: Your brand, Antwerp 
Cut, specializes in natural 
colour diamonds. Why 
colour?
Mike Akiki: When I started 
cutting diamonds 26 years 
ago, I quickly realized that for 
white diamonds the criteria 
were clearly defined, very 
traditional, and “closed.” From 
my very first encounter with 
natural colour diamonds, I 
envisioned the infinite number 
of possibilities of what could 
be done with a coloured gem. 
There was space for creativity 
and artistic expression. When I 
set the gems free, I want them 
to mesmerize, to conquer the 
eyes and the soul of the one 
looking at them. It’s the same 
for jewellery. It is a question 
of combinations: design and 
colour led by imagination, 
talent, and fantasy.

CU: What are the most 
common natural colour 
diamonds, and the most rare?
MA: Yellow is the most 
common colour. A very small 
percentage of natural yellow 
diamonds have a superior 
tone and saturation. Sourced 
from the Zimmi mine in Sierra 
Leone, these natural yellows 
present a level of saturation 
that sets them apart from 
the ordinary gems. They are 
among the very few natural 
colour diamonds that can 
be cut into 

traditional round brilliants 
while keeping a superior level 
of colour. It took me years to 
collect more than 20 round 
brilliant-cut Zimmi diamonds 
to create a one-of-a-kind 
layout that we will showcase at 
the ADTF. In my opinion, the 
rarest natural colour diamonds 
are the violet, purple, and 
orange hues, although red 
diamonds are highly prized by 
collectors.  

CU: Size aside, a “white” 
diamond is often valued by 
how colourless it is. What 
determines the value of a 
coloured diamond?
MA:  Two main criteria 
determine the value of natural 
colour diamonds. First is the 
rarity, and second is related to 
the hue, tone, and saturation of 
the stone’s colour. As opposed 
to white diamonds where less 
colour is better, in natural 
colour diamonds, more colour 
is better. 

CU: Is there a difference in 
the way a natural colour 
diamond is cut compared to a 
white diamond?
MA:  White diamonds are 
mostly cut to match the 
specific criteria of the 4 C’s. 
When I cut a natural colour 
diamond, my main guideline 
is colour. It’s a very natural 

and organic 
process 
where I 

complete 
a stone’s 
journey 
by making 
the right 
combination 
between colour 
and cut. Each 
natural colour 
diamond has its own 
intricacies and needs. 
Patience, respect and passion 
are my strongest allies. 
Without them, I could never 
achieve the level of beauty, 
intensity, and magic that I want 
for my stones.

CU: Who is the target buyer 
of natural colour diamonds?
MA: Everyone! Colour impacts 
our world, our life, every day, 
all day. The taste and demand 
for natural colour diamonds 
is growing and, despite the 
impressive prices realized at 
the auctions, there is a natural 
colour diamond for everyone! 
As in fashion, natural colour 
diamonds are a beautiful 
means of self-expression. 
 
CU: You have been exhibiting 
at the ADTF since its origin. 
How do you find it as a venue 
for showcasing your stones?
MA: Today, Antwerp Cut 
showcases one of the most 
important inventories of 
natural colour diamonds in 
Antwerp. Since no two are 
alike, “seeing is believing,” 
which is why trade fairs are 
essential. The ADTF offers its 
visitors the opportunty to see 
90 qualified exhibitors in one 

place 
and 
to buy directly from the 
source in a comfortable and 
upscale atmosphere. The 
city is strategically located, 
a train ride away from 
Paris and London, and is a 
convenient stop for buyers 
after the Vicenza trade fair. 
The ADTF organizers have 
shown great care over the past 
years to improve and evolve 
with the needs of both the 
exhibitors and the buyers, 
including offering three nights 
accommodation for first-time 
overseas buyers, as well as 
transfers from nearby airports 
and train stations to the show. 

Editor’s Note: Entry to 
the ADTF is strictly by-
invitation-only. Invitations 
must be obtained directly 
from the organizer, either by 
recommendation from one of 
the exhibitors or by registering 
at antwerpdiamondfair.com. 
All buyers must produce 
verifiable documentation that 
they are qualified members of 
the gem and jewellery trade. 
(antwerpdiamondfair.com)

Cynthia Unninayar 
 Cynthia Unninayar is a 20-year veteran of the watch and 
jewellery industry, who started her professional career as 

a well-published research scientist. While living 
in Switzerland, she left the technical-scientific 
world for the world of watches, joining Europe’s 
most prestigious watch magazine, Europa Star. 
She was later asked to edit its sister publication, 
Couture International Jeweler, which has been 
rebranded as CIJ Trends & Colours. In addition to 
editorial duties, she is also in demand as a writer, 
translator, and guest speaker.
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WORLD JEWELLERY INDUSTRY 
COMES TOGETHER IN ISTANBUL 
JEWELLERY SHOW MARCH 2015
Turkey’s number one and the ultimate trading platform for the 
worldwide jewellery industry professionals; “Istanbul Jewellery Show” 
March 2015 organised by UBM Rotaforte will be held in between 12 - 15 
March 2015 at Istanbul Exhibition Center (CNR Expo)for the 40th time, 
in its 30th year anniversary.
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The 4 day event will occupy 
more than 60,000 square 
metres of exhibition space in 6 

halls and gather over 1250 local and 
overseas exhibitors in National and 
International Pavillions from more 
than25 countries including Turkey 
with an extensive display of Fine Gold 
Jewellery, PearlJewellery, Silver Jewellery 
and House holds, Diamonds&Precious 
Stones Jewellery, Diamonds, Preciousand 
Semi -Precious Stones, Pearls, Watches, 
Jewellery Display&Packaging Materials, 
GemologicalLabs, Transportation, 
Softwares,  Safes, Mold, Machinery,  
Jewellery Tools &Equipments just for 
industry professionals.

Capital of the Gold and Jewelery 
Industry in the Region

As the 3rd largest manufacturer of gold 
jewellery and the 2nd biggest exporter 
of the world, Turkey serves around 80 
countries in the region as a trading hub 
for countries in the Mediterranean, 
Eastern Europe, Russian Federation 
and CIS, the Middle East, Black Sea, 

Caucasia and North Africa. 

With Turkey’s strategic location,”Istanbul 
Jewellery Show March” isserving as 
the gateway for the world jewellery 
industry and provides a unique meeting 
platform for to explore new business 
opportunities, ideal place to source for 
wide range of new products, discover 
the latest trends of gold, diamond, silver 
jewellery, gold mounting, gemstones, 
pearls and watches with the competitive 
price and quality to order for the new 
spring – summer – autumn retail season.  

The Turkish art and craft of jewellery, 
inspired by 5000 years of cultural and 
historical heritage of Anatolia combined 
with the latest technology, outstanding 
craftsmanship, immense variety,flexible 
production capacity, excellent finishing 
quality, competitive prices and shortest 
delivery time make“Istanbul Jewellery 
Show March” to be an ideal place for 
sourcing products on every category 
of price and quality, from price point 
merchandise to high-end design 
jewellery.

Istanbul Jewellery Show March as 
a“Destination To Satisfy Any Sourcing 
Needs” from raw materials and 
technology to fine finished jewellery 
will gather together the entire jewellery 
industry includingmanufacturers, 
wholesalers, retailers, exporters, 
importers, designers, buying agents 
and major industry professionals with 
a bigger selection of products of high 
quality contemporary designs and 
competitive prices by placing orders at 
the fair site.

Istanbul Jewellery Show March is 
supported by the Small and Medium 
Enterprises Development Organisation 
(KOSGEB), Jewellery Exporters’ 
Association (JTR), certified by the 
Union of International Fairs (UFI) 
and the Quality Management System 
ISO-9001, ensuring that it represents an 
outstanding international trade event 
serving the fast growing domestic and 
international markets surrounding 
Turkey.
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ISTANBUL JEWELLERY SHOW 
“JEWELLERY TALKS” SEMINAR PROGRAMME

13 MARCH 2015, FRIDAY

11.00 Ans Anthonis
Chief Officer DiamondLab&Research / HRD

Synthetic Diamond Identification on Mounted 
Jewellery

12.00
Erol Aksoy 
Statü Chartered Accountancy – Chartered 
Accountant 

Techniques for Hedging of Foregin Exchange Risks 
in Jewellery Accounting and the Documentation of 
Scrap Gold Revenues 

13.00 Cemil Alyanak 
Alfa Plus CEO Heat Treatment in Gold Alloys and Edge Hardening

14.00 Tolga Burkay, 
Sisma Mea General Manager

3D Prototyping Technology through Laser Metal 
Sintering

15.00 Deepa Sirinivasa
Instructor, GIA Spotlight on Synthetic Diamonds

16.00 Serhan Alyanak 
OTECH General Manager Disc Finishing Machines Against Hand Polishing

14 MARCH 2015, SATURDAY

11.00 Deepa Sirinivasa
Instructor, GIA Spotlight on Synthetic Diamonds

12.00 Serhan Alyanak 
OTEC General Manager Disc Finishing Machines Against Hand Polishing

 13.00 Tolga Burkay, 
Sisma Mea General Manager

3D Prototyping Technology through Laser Metal 
Sintering

 14.00
Erol Aksoy 
Statü Chartered Accountancy – Chartered 
Accountant 

Techniques for Hedging of Foregin Exchange Risks 
in Jewellery Accounting and the Documentation of 
Scrap Gold Revenues 

15.00 Ans Anthonis
Chief Officer DiamondLab&Research

Synthetic Diamond Identification on Mounted 
Jewellery

 16.00 Cemil Alyanak 
Alfa Plus CEO Heat Treatment in Gold Alloys and Edge Hardening

PLACE: IJS – HALL 6 – Jewellery EXPORTERS UNION BOOTH 
All presentations are 20 minutes. There will be simultaneous 

translationservice during the seminars.
Info:  www.jtr.org.tr • esinsozer@jtr.org.tr



Tüm sunumların süresi 20 dakikadır. Yabancı dilde yapılacak olan 
sunumlar için simultane tercüme hizmeti verilecektir.

All presentations are 20 minutes. � ere will be simultaneous 
translation service during the seminars.

Yer: IJS - Salon 6 - Mücevher İhracatçıları Birliği Standı
Place: IJS – Hall 6 – JEWELRY EXPORTERS UNION BOOTH 

Mücevher İhracatçıları Birliği
İstanbul Jewelry Show ’da
sektörel konuların ele alınacağı
seminerler düzenliyor.

13-14 Mart 2015 IJS CNR Expo Center

Mücevher
Sektörü
Konuşuyor
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Always breaking grounds in the sector with 
extraordinary designs; Roberto Bravo offered 
its ambitious collection to the professionals of 
the sector at one of the most important fairs 

of the global jewellery sector – the VicenzaOro Fair. The 
Roberto Bravo stand was located in the ICON Pavilion 
where the world’s major brands were exhibiting. The 
booth attracted visitors from all over the world and drew 
visitors’ attention with a wide range of new collections 
and the (Chinese) “Year of the Goat,” which symbolizes 
goodness and beauty.

The 2015 Roberto Bravo booth also displayed stunning 
and exciting pictures and drew great attention at the 
VicenzaOro Fair. The collection was shot by the world 
famous Russian photographer Andrey Razoomvsky. The 
photo shoots focused on Roberto Bravo new collection 
that was inspired by the Chinese “Year of the Goat” for 

which the company has created an unusual design project. 

Roberto Bravo also presented “Le Grand Bleu Collection.” 
Roberto Bravo Chairman Mustafa Kamar said: “Italians 
– who are among the undisputed stars of the jewellery 
design world – never fail to fascinate jewellery lovers at 
the VicenzaOro fair, with their innovations in design and 
technology. This year, all the VicenzaOro pavilions were 
overhauled, and for the first time manufacturers and 
brands  - large and small  - were allocated booths and were 
positioned according to their product categories.”

Kamar said that that his company exhibited in the Hall 
7 of the ICON Pavilion which is the most popular area 
of the fair, as world famous jewellery brands are all 
there.He said: “We very much enjoyed presenting our 
collections, prepared with the latest technologies and best 
craftsmanship, and our collection shoots of the ‘Year of 
the Goat’ line, which symbolizes goodness and beauty!”

ROBERTO BRAVO 
DAZZLES AT VICENZAORO 
WITH UNUSUAL DESIGNS

Roberto Bravo was among the brands which drew a great deal 
of attention at the VicenzaOro Fair with unusual designs and 
collections relating to the Chinese Year of the  Goat.
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By Anthony DeMarco 

WILL THE ACQUISITION OF NATIONAL
JEWELER MARK THE END OF AN 
INDEPENDENT TRADE PRESS?
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An independent press is 
something that the citizens 
of the U.S. view with pride. 
However, in this era of 
media ownership left to a 
few large conglomerates 
independence is something 
that has been compromised 
to the point of being 
largely unrecognizable. The 
traditional public service 
duties of the media have 
been eclipsed by increasing 
profits and gaining audience 
at all costs.

 Trade publications, while 
largely beholden to those 
who advertise, still had 
a great of independence. 
In the jewellery industry 
this independence has all 
but ended with Friday’s 
announcement that 
jewellery trade association, 
Jewelers of America, will 
enter into the publishing 
business by acquiring 
jewellery trade publication, 
National Jeweler.

 JA will purchase National 
Jeweler from Emerald 
Expositions, which owns 
the JA New York shows, 
Couture and tradeshows in 
several other markets. The 
tradeshow company and JA 
already had a relationship 
through the two New York 

tradeshows. 
No reason 
was given for 
the acquisition and 
financial terms weren’t 
disclosed.

“JA and National Jeweler 
will remain and act 
independent of each other,” 
...the statement reads. 
“National Jeweler is natural 
fit for our organization, 
as it shares our mission 
to be an informative 
resource to retail jewellery 
professionals,” David J. 
Bonaparte, JA President & 
CEO, said in the statement.

 “We look forward to taking 
advantage of the additional 
resources being part of 
the JA team offers us, but 
we remain focused on our 
mission: to objectively 
deliver the news that retail 
jewellers need to run their 
businesses on a daily basis.” 
Michelle Graff, editor-in-
chief of National Jeweler, 
added.

 No matter how it’s being 
spun, it’s difficult not to see 
this as a publication that 
will lose at least some (if not 

all) of its 
independence.

 There are three major 
jewellery trade publishers 
left in the US. The largest 
and most significant is JCK 
(my former employer). After 
facing the possibility of 
collapse during the 2008-
2009 economic downturn, 
which dramatically 
impacted both the jewellery 
and publishing industries, 
Reed Expositions, which 
owns JCK tradeshows, 
took ownership of 
JCK. It gave publishing 
responsibilities to a third-
party publisher: McMurry/
TMG, a marketing company 
known for creating custom 
magazines for a variety of 
organizations ranging from 
the Ritz-Carlton to WebMD.

 The result was a loss of 
editorial independence.

 The remaining independent 
publisher is Smart Work 
Media, which owns trade 
magazines InStore and 
InDesign and the Smart 

Jewellery Show. These 
publications are the 
only ones left that truly 
targets jewellery retailers, 
something all of the 
publications should be 
doing, although it relies too 
much on “industry experts” 
and not enough on its 
editorial staff.

 As far as I’m concerned the 
U.S. jewellery trade press has 
already been compromised to 
the point of being irrelevant. 
This acquisition is like 

rubbing salt on 
the wound.

About Anthony 
De Marco 
Anthony De Marco is a 
freelance writer and editor 
who travels the world 
covering luxury jewellery, 
watches and luxury 
lifestyles. He works as a 
correspondent for Forbes.
com and JewelleryNetAsia. 
In addition, he has his 
own blog covering the 
jewellery and watch industry. 
jewellerynewsnetwork.
blogspot.com.
This article was published 
earlier in the blog section of 
the www. Jewellerynewsasia.
com website. http://www.
jewellerynetasia.com/en-us/
editorial/list?author=Anthony 
percent20DeMarco.
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The high attendance underscored the position of Antwerp 
as one of the most important diamond trade hubs.

Three bourse halls, 
the Beurs voor 
Diamanthandel, the 

Diamantclub van Antwerpen 
and the Antwerpsche 
Diamantkring, welcomed 
hundreds of visitors over a 
period of three days for the 6th 
Antwerp Diamond Fair. The 
event was held from February 
1-3, 2015.
Buyer delegations from the 

Middle East, China, Eastern 
Europe and North Africa 
networked with Antwerp’s 
diamond professionals, with 
buyers finding sellers and vice 
versa at competitive market 
prices.
A highlight of the three-day 
event’s programme was the 
“Antwerp Diamond Night”, a 
networking event staged by the 
Antwerp World Diamond Centre 

(AWDC). 
AWDC CEO Ari Epstein 
addressed the audience, saying 
the Antwerp Diamond Trade 
Fair, alongside many other 
initiatives, bears witness to the 
fact Antwerp is, and remains, the 
world’s most important diamond 
trade hub in the global diamond 
industry.
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n   Powered by the Antwerp World Diamond Centre.

n  Exhibitors :  100 Antwerp diamond companies.

n   Visitors : jeweller retailers, designers,  
manufacturers, diamond buyers.  
By pre-registration.

n  www.antwerpdiamondfair.com

Ann. ADTF 20x27cm  World Diamond magazine.indd   1 10/03/15   17:15
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By Albert Robinson 

More than half a century 
ago, De Beers, the diamond 
company, hit a marketing home 
run by convincing returning 
WWII veterans eager to settle 
down and get married to 
mark the milestone of their 
engagement with a diamond. 
The ‘Diamonds Are Forever’ 
tagline worked well for that 
generation, which in turn 
gave birth to the gigantic Baby 
Boomer generation. And with a 
little tweaking, it worked equally 
well for the Boomers in the 70s 
and 80s, but the signs are that 
it isn’t working so well for the 
babies of the Baby Boomers - 
the Millennials.

The Millennials are not 
following in the footsteps of 
previous generations when it 
comes to the rights of passage 
into adulthood. For one, they 
are delaying marriage, or doing 
away with it all together. For 
those who choose to marry, they 
are dispensing with many of the 

wedding traditions marketers 
depend upon, like registering 
for fine china, silverware and 
crystal or investing three 
month’s salary on a diamond 
after being confused and 
befuddled researching the 4Cs. 

“The problem for jewellery 
marketers isn’t that Millennials 
are rejecting diamond 
engagement rings, but 
marketers need to talk with the 
next generation in a way that 
is meaningful and relevant to 
their lifestyles. That ‘Diamonds 
Are Forever’ tagline has lost 
meaning for a generation that 
has heard the widely-quoted 
‘50 percent of all marriages end 
in divorce’ statistics and often 
times has experienced it in their 
families growing up,” says Pam 
Danziger, president of Unity 
Marketing and author of a new 
study, Marketing Jewellery to 
Millennials: How to sell luxury 
jewellery to the next generation 
of affluents. 

Unity Marketing’s report 
delivers new ideas and insights 
that can help jewellery 
marketers understand the 
psychology of this new 
generation and find new ways to 
communicate with the wealthier 
members of that cohort about 
fine jewellery.

Millennials, it seems, get a 
greater thrill from buying 
technology than they do 
jewellery. It’s not just the need 
to mark an engagement with 
the purchase of a diamond ring 
that Millennials are questioning. 
A recent survey among 1,335 
affluents, 18 percent of whom 
are Millennials, discovered that 
affluent Millennials (aged 24-34 
years and incomes $100,000 and 
above) derive far more pleasure 
from their technology purchases 
than they do from buying fine 
jewellery. 

For example, some 46 percent 
of Millennials said buying 
technology is a category that 

gives them great pleasure, as 
compared with 25 percent who 
felt the same about jewellery.  
This finding is particularly 
relevant to jewelers since the 
commitment to pre-purchase 
research and spending levels are 
very similar for technology and 
jewellery. 

Danziger says, “These 
Millennials would much rather 
drop $700 on the latest phone 
or tablet computer, than on 
a new pair of earrings or cuff 
links.  Marketers and retailers 
need to discover how to change 
the conversation, so that 
buying jewellery is as fresh and 
exciting as the latest iPhone. 
The problem facing jewelers 
is how to communicate with 
Millennials to reassure them 
they already have the skills 
needed to buy fine jewellery and 
that doing so is just as cool as 
buying the latest techno-gadget.”

Hearts On Fire has found a 
new way to make shopping 

MILLENIALS PROVIDE 
MARKETERS WITH A NEW 
CHALLENGE
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for jewellery cool, and the 
jeweler may have found a way to 
bridge the generation gap. The 
company has designed a whole 
new jewellery buying experience 
in a store that evokes some of 
the subtle design aesthetics and 
high-tech vibe one finds in an 
Apple store. Today there are two 
HOF stores in Las Vegas and 
King of Prussia, PA, with more 
to come.

Explaining the new ideas around 
displaying and selling diamond 
jewellery, Glenn Rothman, CEO 
of Hearts On Fire, said, “With 
all of the technology and digital 
innovation in our lives today, 
consumer expectations have 
changed when it comes to how 
they want to shop. Especially 
when it comes to highly 
considered purchases, such as 
diamond jewellery, consumers 
no longer want a traditional feel 
and are searching for a more 
unique, personal experience. 
That is why we are excited to 
continue to refine and expand 
our retail concept - breaking 
conventional shopping barriers 
and making the diamond 
jewellery retail experience 
enjoyable and interactive fun 
again.”

Everything about the Hearts On 

Fire store says this is not your 
ordinary, everyday jewellery 
store. The different jewellery 
store experience starts with the 
sheer curtains that hang on the 
inside windows and the studied 
use of shade and lighting to 
create a mood inside the store. 
There are no overhead florescent 
lights inside, but area lighting 
that the store’s staff can control 
depending upon the lighting 
needs and feelings they want 
to create. The store features 
several full length mirrors that 
catch light and give customers 
the chance to experience the 
jewellery they try from head-
to-toe.

Most distinctive, however, 
are the eye-level ‘Jewel Boxes’ 
display cases that spotlight a 
carefully curated selection of 
designs and replace long display 
cases you have to bend over and 
that are filled with row-after-row 
of look-alike jewellery. 

Finally the store has a high-
tech edge with keyless access 
to the Jewel Box cases and a 
‘Knowledge Wall’ that digitally 
displays information about the 
brand, the diamond cutting 
process that creates the brilliance 
in the Hearts On Fire diamonds, 
and models and celebrities 

wearing beautifully designed 
pieces.

“Jewelers need to learn a whole 
new language to connect with 
the next generation of jewellery 
customers - the Millennials. That 
language has to communicate 
not just in words and pictures, 
but in emotion and experience. 
It has to have the cool 
sophistication of high tech, but 
also the back-to-basics values 
of fine design and quality. Unity 
Marketing’s new trend report 
will help marketers understand 
and communicate with the 
next generation of customers,” 
Danziger says.

Millennials, people born 
between the early 1980s and 
2000s, have been called a 
lot of names. Narcissistic, 
lazy, indecisive. They have 
been labeled the boomerang 
generation for the many 
unable or unwilling to leave 
their parents’ home, or even 

more negatively, the Peter 
Pan generation because they 
supposedly won’t grow up.

But now marketers, 
manufacturers and retailers are 
recognizing the group’s potential 
as something important to their 
bottom line: the consumers who 
will drive the economy in the 
decades ahead.

Since the 1960s — the era of 
“Mad Men” — the baby boom 
generation, born between 
1946 and 1964, has dominated 
corporate strategies behind 
selling nearly everything. Still 
constituting one-quarter of 
the nation’s population, baby 
boomers created an economy 
fueled by credit cards and 
trips to shopping malls as 
they came of age in a time of 
relative affluence. For all the 
rebelliousness of the 1960s and 
early 1970s, most ended up 
buying houses in the suburbs, 
eating at fast-food restaurants, 

Consumers no longer want a 
traditional feel and are searching 

for a more unique, personal 
experience



By 2020 millennials are projected to be 50% of the 
workforce and by 2025 this number is expected 

to reach 75%. This is a group of people that grew 
up as digital natives meaning they had access to 

social networks, smart phones, tablets, and pretty 
much all of the other pieces of technology that we 

use today and the new behaviors that go along 
with them.
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and acquiring spacious minivans 
and S.U.V.s despite having 
relatively small families. But now 
young adults in their 20s are 
moving to surpass baby boomers 
as the largest age group, 
changing the way everything is 
sold, even breakfast drinks and 
mattresses.

“Our whole consumer model is 
based on the baby boom,” said 
Diane Swonk, chief economist 
for Mesirow Financial. Now, the 
coming generation is “setting up 
a whole new consumer model.”

Perhaps the biggest change is 
that today’s young adults — in 
part because they came of age 
in a harsher economic climate, 
in part because they have many 
more choices — are putting off 
major life decisions as well as 
the big purchases that typically 
go with them. As a result, 
their consumer behavior is 
unpredictable. “They’ve learned 
to live life in a different way,” 
says one expert.

There are more 23-year-olds — 
4.7 million of them — than any 
other age, according to census 
data from June 2014. The second 
most populous age group was 24, 
and the third was 22. There is no 
official age range for millennials 
but the generation generally 
is defined as being born 
between the early 1980s 
and early 2000s. By 2020, 
they will account for 
one-third of the adult 
population.

At the same time, millennials are 
the most educated generation 
in American history. Far more 
members of this generation are 
going to college than of past 
generations. The largest slice is 
now graduating and emerging 
in a post-recession landscape 
where the job market is still 
troubled but starting to show 
signs of improving. Many of 
the new college graduates have 
student debt to pay off. And 
wage growth for younger college 
graduates has risen slowly since 
the recession, lagging that of all 
full-time workers and making 
expensive purchases more 
difficult.

But they also have significant 
earning potential in the years to 
come and, because of the sheer 
size of the group, have the ability 
to reshape the economy in ways 
that haven’t happened since the 
huge baby boom generation 
was hitting the job market and 
moving into first homes.

Mortgage lenders and 
automobile manufacturers, who 
deal with the largest purchases 
most people make, have yet to 
figure out how to successfully 
tap this group of consumers. 

It’s worth remembering, of 
course, that baby boomers 
puzzled marketers in their day 
as they embraced consumer 
crazes — Frisbees, bell bottoms 
and stereo systems — even 
though they craved self-
expression and many took part 
in counterculture activities. 
They, too, were described like 
millennials: selfish, entitled and 
unwilling to grow up. Even as 
they entered their 30s, the writer 
Tom Wolfe labeled the era the 
“Me Decade.”

“There is no strong reason to 
believe that millennials are 
dramatically different than the 
generations of Americans that 
preceded them,” Jason Furman, 
chairman of the Council of 
Economic Advisers, said last 
month at a housing forum on 
how millennials have fared in 
the years after the recession. 
“Rather, it is the unlucky 
economic times with which they 
were presented that explains 
much of their challenge.”

Still, many young adults are 
proving particularly baffling 
to marketers and researchers. 
While baby boomers have long 
exhibited consistent brand 
loyalty, 20-somethings “trade 
up and trade down,” said Jeff 
Fromm, who runs FutureCast, 
a millennial trends consulting 
company, and wrote a book 
about marketing to millennials.

Last September, the fashion 
magazine Teen Vogue worked 
with Goldman Sachs in a survey 
of young women ages 13 to 29 
to come up with a list of the 
most popular brands sought by 

the cohort. Both Target 
and Louis Vuitton 

made the top 20 list. 
Such behavior has 

spawned a cottage industry of 
consultants who collect fees 
from companies clamoring to 
figure out what this age group 
wants.

The Center for Generational 
Kinetics in Austin, Tex., was 
founded four years ago and has 
worked with about 100 clients 
including Mercedes-Benz, Four 
Seasons Hotels, General Electric 
and numerous retailers who 
want advice on how to appeal to 
millennial tastes. “What worked 
five years ago doesn’t work 
now in terms of marketing and 
selling and advertising,” said 
Jason Dorsey, the center’s chief 
strategy officer. “This has created 
a lot of urgency as more and 
more of these millennials enter 
the market and start to have 
money or spend money they 
don’t have.”

Adapting to this new group of 
consumers should be worth 
it. While baby boomers, 
not surprisingly, outspend 
millennials by a wide margin, 
millennials already represent 
$1.3 trillion in consumer 
spending, out of total spending 
of nearly $11 trillion, according 
to a study by Moosylvania, a 
digital marketing company in St. 
Louis. Young adults, the study 
found, need a lot of reassurance 
but don’t like to be marketed to.

By 2020 millennials are 
projected to be 50% of the 
workforce and by 2025 this 
number is expected to reach 
75%. This is a group of people 
that grew up as digital natives 
meaning they had access to 
social networks, smart phones, 
tablets, and pretty much all of 
the other pieces of technology 
that we use today and the new 
behaviors that go along with 
them. This is a generation that 
doesn’t know what it’s like 
to get 200 emails a day, sit in 
cubicles, or use many of the 
legacy technology platforms that 
most organizations use today. In 
additional, millennials are also 
bringing new attitudes, values, 
and approaches to getting 
work done. It’s no wonder why 
organizations around the world 
are so concerned with this new 
generation of worker.
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Whether you are a retailer, designer, or even a blogger, you have a brand. And, if you want to advance that 
brand, you cannot afford to ignore social media. To learn more about this ever-evolving phenomenon, 

Cynthia Unninayar caught up with the very busy master marketer or, as he is often called “Brand 
Architect,” Dan Scott. Dan’s marketing experience includes positions with QVC, Chanel, and Verisign, 
followed by a decade as Chief Marketing Officer at Scott Kay. Two years ago, he became CMO of World 

Trade Jewelers, where he is responsible for the global growth of billion-dollar iconic brands translated into 
jewellery, such as Hershey Kiss pendants, the brand’s top rated licensed product, and Hasbro’s Scrabble 
Jewellery, now Macy’s #1 selling initial pendant. Ranked #15 out of 5,000 CMOs in the USA and elected 

for the third year to the CMO North American Advisory Board, Dan utilizes social media to create 
intense brand awareness, build community, and to sell, but not in the way you may think.
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CU: Let’s start with the 
basics. What is a brand?

Dan Scott:  Simply stated, 
a brand is a promise. You 
can count on one hand 
how many true brands 
there are in the jewellery 
industry. That’s sad when 
compared to fashion or 
fragrance, but it’s not a 
lost cause. We too often 
call something a “brand” 
because it has a name, 
logo, slogan, or tagline. 
To give birth to a baby 
brand, however, one 
must carefully nurture 
a jewellery design or 
collection. Then, through 
the proper channels, 
you stand by your brand 
promise and deliver on it 
each and every day to the 
right audience. 

CU: What is social 
media and how can it 
help build a brand?

DS:  Social media is 
a 24/7 cocktail party 
with peer-to-peer 
conversations that take 
place via text, images, 
videos, or audio, or any 
combination of these. 
Popular channels of 
communication include 
Facebook, Instagram, 
Pinterest, Twitter, 
YouTube, and LinkedIn. 
The party never stops and 
the guest list is endless. 
You may invite your 
brand to the party, but 
don’t think for a moment 
that, because a social 
platform bears your 
brand name, you are in 
control. The consumer 
has the ultimate say. 
Before you type, pin, 
post, or tweet, visit your 
toughest competition and 

just observe. Remember, 
once you hit enter, it’s 
online forever. A strong 
brand or a promise never 
dies and there is magic in 
instantaneous action and 
reaction, but what could 
spread like wildfire to 
promote and reinvigorate 
your brand can also shoot 
to kill with as little as one 
bad post.

CU: In the ever-evolving 
world of social media, 
what’s the difference 
between a “like,” a “fan,” 
and “shares,” and are 
they important?

DS:  Remember the 
days when people would 
jump for joy when their 
website had a million 
hits? We have since 
learned that a “hit” is 
somewhat meaningless. 
One does not know who 
“hit” the page. “Fans” 
or “likes” are, in a way, 
similar. You don’t know 
who they are, where 

they came from, or 
what, exactly, they are 
“liking.” Having said that, 
however, there is great 
power in numbers for 
the sheer attention of it 
all. Human nature proves 
that people are drawn to 
crowds, and thousands of 
Facebook fans make your 
brand or product look 
successful. 

“Shares” are the digital 
version of word of 
mouth. When people 
share, it’s a peer-to-peer 
endorsement, but shares 
can also be negative.  
If people have a bad 

experience, they tell the 
world. When you see 
those—and you may 
well get them—do not 
hit delete or block them 
(unless it is profane 
and modern filters take 
care of most of those). 
Resist the temptation 
to be defensive. Rather, 
communicate with the 
person, just as any great 
customer service person 
would do. The difference 
here is that the world 
is watching, and it can 
turn against you in a 
moment. Try and right 
the wrong, even if you 
are right. People who 
express discontent are 
still people who care. 
But, if the conversation 
stays negative, try and 
take it offline. There 
are ways to do this, and 
they are specific to each 
circumstance, which we 
can talk about offline.

We should also mention 
“unique visitors” (UVs). 
They tell us that one 
specific visitor, on one 
day, from one IP address 
came from a completely 
traceable online location. 
This makes for a killer 
marketing dashboard. 
You can see the visitation 
time, duration, action 
taken, and so much 
more. UVs can produce 

Cynthia Unninayar 
 Cynthia Unninayar is a 20-year veteran of the 
watch and jewellery industry, who started her 
professional career as a well-published research 
scientist. While living in Switzerland, she left the 
technical-scientific world for the world of watches, 
joining Europe’s most prestigious watch magazine, 
Europa Star. She was later asked to edit its sister 
publication, Couture International Jeweler, which 
has been rebranded as CIJ Trends & Colours. In 
addition to editorial duties, she is also in demand 
as a writer, translator, and guest speaker.
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email addresses, home 
addresses, and phone 
numbers—and other 
opt-in information. This 
is useful once it’s put into 
action. 

CU: Let’s take a concrete 
example. Can a brand 
convert traffic to sales, 
using, for example, 
Facebook?

DS:  Not really. Nothing 
that works in the physical 
world works here, not 
promotion nor incentives 
nor discounts. With 
social media, you engage 
your audience. You speak 
around your brand and 
not to it or about it. An 
example can be seen 
on the Hershey Kiss 
Facebook page, which 
now has nearly 200,000 
fans, with over 5,000 
active interactions every 
few hours. One of the 
most popular posts—it 
reached 15,000 people 
in 15 minutes—was an 
adorable baby sleeping 
in a bed of Hershey Kiss 
chocolates. No jewellery. 
Thousands of people 
shared the post and the 
result sold more Kiss 
pendants than we had 
ever experienced. But, 
when we placed a hero 
shot with the popular 
kisses, we flat-lined. The 
baby image spoke around 
the product and touched 
a cord with the audience, 
without mentioning the 
product itself. 

CU: What does the 
term “psychographics” 
mean and why is it so 
important?

DS:  Let me start by 
saying that it is extremely 

important to know your 
customer. Psychographics 
is a marketing term 
used to identify 
people’s personalities, 
aspirations, and 
desires. To understand 
psychographics is to 
understand the “why” 
of people’s purchases. 
It is a multi-layered 
evaluation of “why” 
someone “needs” a Rolex 
over a Timex. Yesterday’s 
marketers used only 
household income, age, 
and geography to target 
their customers. Today, 
one must get inside 
consumers’ minds and 
follow their lead. It’s 
their voice, their likes 
and dislikes that control 
how well a product 
performs. If you force-
feed your brand in social 
media, people will be 
turned off. You must 
allow the conversation to 
grow organically, while 
carefully guiding it, and 

your brand will thrive. 

 CU: How does one 
determine which social 
platforms best address 
their target audience?

DS:  Studies show that 
Facebook is skewing 30+ 
with somewhat higher 
household income. 
Instagram and Twitter 
are more tweens, teens, 
and twenties. Pinterest 
is varied, but attracts 
mostly women, aged 25 
to 45. Pinterest is also the 
best platform for click 
through to buy. Facebook 
is not—F-commerce 
tanked—and Instagram 
won’t allow you to click to 
buy, at least not yet. Once 
you identify your brand’s 
psychographics, you are 
half way to finding the 
right platform to get your 
message out.

CU: You have had 
tremendous success with 
“influencers” so how 
do you leverage these 

people to help sell your 
products or services?  

DS:  Today’s influencers, 
or informal “brand 
ambassadors,” you might 
say, are the fashionistas 
and trendsetters you 
never hear of,  
but who have millions 
of active followers. 
They are people such as 
Michelle Phan, a hair-
and-makeup guru who, 
with more than seven 
million subscribers 
and one billion page 
views, is a certified 
YouTube superstar. You 
can cultivate your own 
influencer. They are out 
there. You just need to 
find them and make them 
a star for your brand 
promise.

For more on branding 
and marketing in today’s 
digital environment, Dan 
Scott can be reached at 
info@danscott.com
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The Israel Diamond 
Pavilion, organized by 
the Israel Diamond 

Institute Group of Companies 
(IDI), will this year host 115 
companies. There will also be 
about 30 Israeli companies 
exhibiting in other locations 
throughout the show. Among 
the Israeli exhibitors there 
will be 11 companies that are 
participating in this show for 
the first time.

Once again IDI will be the 
sole sponsors of the event’s 
Gala Dinner. This year for the 
first time, the gala will feature 
a fashion show of models 
wearing Israeli diamond 
jewellery. Jewellery by Israeli 
companies Sorum, Shlomo 
Bichachi, Aharonoff Creations, 
Leibish & Co., Yakubov 
Group and Moti Kashi will be 
featured.
The Israel Diamond Pavilion 

at the Diamond Hall at the 
AsiaWorld-Expo has been 
expanded to 1,560 square 
meters. This year it will include 
a luxury lounge, with all 
day refreshments and “Find 
Your Diamond” terminals. 
Additional “Find Your 
Diamond” terminals will also 
be located at the Diamond Bar 
in Hong Kong Pavilion in Hall 
7.  The “Find Your Diamond” 
system, enables buyers to 
search the inventory of all 
Israeli exhibitors at the show to 
find the exact diamonds they 
are seeking. The proprietary 
system, developed by IDI 
especially for trade shows, has 
proved extremely beneficial to 
both buyers and exhibitors.
 The Israeli exhibitors will be 
presenting diamonds of all 
shapes and sizes, with several 
companies showing very 
large and important stones 
and fancy colored diamonds. 

Moreover, many of the 
exhibitors will also be showing 
specially designed pieces of 
diamond jewellery.
 
Hong Kong is Israel’s second 
largest market for polished 
diamonds, representing close 
to 30% of total polished 
diamond exports. In addition 
to Hong Kong, Israel supplies 
polished diamonds to China, 
India, Thailand, Singapore, 
Taiwan, Japan and other Asian 
markets.
 
The Israeli Diamond Industry 
is very keen to foster trade 
with Asian markets. IDI 
Chairman Moti Ganz said:  
“The demand for polished 
diamonds in Asia is growing 
and the potential is huge. More 
and more, diamonds are being 
viewed in Asia as a prime 
luxury item. There is also 
increased interest in diamonds 

as an investment channel.”
 
IDI Managing Director Eli 
Avidar said he was confident 
about the success of this show 
for Israeli exhibitors. “Demand 
for polished diamonds has 
grown over the past several 
months, both in Asia and in 
the U.S. markets. The Hong 
Kong March show is very 
important as it is the “opening 
show” for 2015 and attracts 
buyers from the entire region, 
as far off as Australia. This is 
a very good venue for Israeli 
diamantaires to meet existing 
clients and to establish new 
business contacts.” Avidar 
added that IDI would be 
participating in four trade 
shows in Hong Kong this year 
- in March, June, September 
and November.

The Israeli Diamond Industry will have a major showing at HKTDC’s Hong Kong 
International Diamond, Gem & Pearl Show this March with a large contingent of 
exhibitors and an enlarged pavilion. In addition, Israeli diamond jewellery will be 
the stars of the event’s Gala Dinner fashion show.
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We’ve all had them. 
They are the ones 
that make you wish 

you had just stayed home. 
They might be standing in 
your store, on the phone or 
even just an email but they can 
ruin your day. They are not 
happy; in fact they might be 
quite angry.  

But an unhappy customer can 
become loyal to you for life if 
you handle their dissatisfaction 
properly.

The Caribbean, where I do 
most of my work, is a major 
retail market for jewellery. I 
often get called upon to help 
mediate and manage consumer 
complaints against jewellers in 
the Caribbean tourist markets. 
I’ve been involved in a couple 
hundred of these disputes. 
Most of the customers are 
tourists and do not live on the 
island where they made their 
purchase. So when there is a 

problem, the usual contact is 
on the phone or email. Some 
cases are settled very smoothly 
and others have resulted in 
total meltdowns. Let’s explore 
how to resolve problems, and 
better yet, how to prevent 
them in the first place.

Communication

How you handle 
communication is vital to the 
outcome. Your goal should 
always be a happy, satisfied 
customer. If they have a 
legitimate complaint, take care 
of it immediately.

We’ll start with the dissatisfied 
customer’s feelings. They 
may be angry, suspicious, 
confused, or afraid.  It is just 
how they feel, so you need to 
acknowledge those feelings. It 
does not mean that you agree 
with their problem, but you 
agree that they have a right to 
their emotions. The important 

thing to remember is that right 
or wrong, your customer’s 
feelings are valid.  

Most of all, a dissatisfied 
customer wants someone 
that will actually listen to 
them. Keep the lines of 
communication open. Never 
ignore them.  If the dialogue 
is by email always reply 
promptly, even if it is just an 
acknowledgment that you 
received their message. (Do 
this personally and not with an 
auto responder.) 

Listen to what they have to 
say calmly and with an open 
mind. (They may be right!) At 
this point they may come at 
you full blast. Usually they just 
need to vent their frustration 
and you get to be the target. 
Sometimes they are ready for 
battle.  They may be assertive 
and may even make threats. 
hey may even be upset about 
something else in their life and 

are just taking it out on you. 
Stay calm and let them know 
that you can understand why 
they are upset. Tell them that 
you will do your best to resolve 
the problem. Don’t promise 
anything unless you are a 
hundred percent sure that you 
can deliver. If you say you will 
call or write at a certain time…
do it! This is how you start to 
regain their trust.

The first few contacts with 
an unhappy customer are the 
most important; this sets the 
stage for how the customer 
responds to you in the future.  
Never argue with them.  Don’t 
even attempt to defend your 
position yet. Let them feel 
that you are on their side and 
that you sincerely want them 
to be happy.  And you should 
mean it!  You do want happy 
customers, don’t you?

Jewellery is an emotional 
purchase so it is normal for 

THE DISSATISFIED CUSTOMER
By Dave Siskin
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a customer to be emotional 
when they have a jewellery 
problem. Because of that you 
need to remove your own 
emotion from the equation. 
A complaint is not a personal 
attack against you or your 
store.   It is just business.  
Remain calm throughout 
the conversation.  Practice 
talking in a slow clear voice.  
Low tones with careful 
pronunciations sound very 
authoritative and controlled.  
A high voice that is speaking 
quickly sounds nervous and 
unsure.   Many older people 
(over age 50) have hearing 
difficulties that make high 
pitches difficult to hear, so 
speak low and slow.

Allow them time to vent 
their frustrations, at least to 
a point. Always acknowledge 
the customer’s feelings. A 
good phrase that can bring 
them back to a calm state is: 
“you sound like a reasonable 
person….” If they start getting 
off on a tangent, try to calmly 
bring them back to the facts 
at hand. As they calm down, 
try to take control of the 
conversation. Ask appropriate 
questions that can be answered 
with a yes or a no or limited 
amount of talking. Calmly 
discuss the facts in a step by 
step manner. Get them to 
understand and agree with 
the facts at each step. Then ask 
them what they think is fair. 
It is amazing how often the 
customer “sees the light” and 
agrees with your point of view. 

Be certain you know your 
store’s return policy. If your 
store does not have a 

written policy, make this your 
next project. You always have 
the ability to waive a policy 
in a customer’s favor if you 
feel that you can make them 
happy enough to continue the 
relationship. In fact, it makes 
them feel special to know that 
you made an exception just 
for them.

The same suggestions apply 
if the correspondence is by 
email. Keep the tone of your 
email calm and professional. 
Remember at all times that 
anything written in an email 
is a permanent record. Always 
be professional and business-
like. If you think of each 
dissatisfied customer as an 
opportunity to demonstrate 
your professionalism and 
integrity, you can turn them 
around and make them a 
customer for life. 

Prevention is always the best  

The best way to deal with 
customer dissatisfaction is 
to prevent it from happening 
in the first place but that is 
not always possible. A retail 
jewellery store needs to be 
prepared for customer service 
concerns by establishing 
sound policies, proper 
paperwork, and training of 
all staff.

Every jewellery store needs 
to have a customer service 
manual. This manual should 
contain your product return 
policies and step-by-step 
procedures for handling any 
customer correspondence or 
complaints. Your return policy 
needs to define what may be 

returned and for what 

reasons. Some stores will only 
allow returns on defective 
items while others offer a 
“No questions asked” return 
privilege. Be sure to set a time 
limit. Returns by mail may 
require an authorization or the 
package will be refused. You 
may wish to have a “restocking 
fee” to cover any cleaning or 
polishing needed to get the 
item ready for the showcase. 
These are decisions that are 
up to the individual store, but 
no matter what your policies 
may be…write them down in 
a manual.

Your sales receipts need to 
reflect your return policy. 
Many stores print the entire 
return policy on the back of 
the receipt. If your policy is 
“All sales final”, make sure it is 
prominent on the front of the 
receipt. Any exceptions to the 
policy should also be written 
on the front of the receipt. 
Have your customer sign all 
receipts. 

Many credit cards will not 
honor your store’s no-return 
policy unless it is clearly 
written on the receipt, the 
credit card slip and displayed 
as signage at the check-out 
counter. Otherwise, the credit 
card company can issue a 
chargeback and force the 
return. Check with your credit 
card processor to be sure, but 
you want to be in control of 
this policy if possible.  

Training your sales staff in 
product knowledge and proper 
disclosure will go a long way 
toward preventing future 
problems. They also need to 
be trained on how to handle 

the dissatisfied customer. You 
may want to train one person 
to specialize in customer 
service or you may want the 
person who sold the item to be 
responsible for their customer. 
They need to know your 
return policies and procedures 
and if they are authorized to 
make any exceptions. They 
should always strive for 
customer satisfaction with the 
ultimate goal of retaining that 
customer’s future business.

Customer dissatisfaction is just 
a normal part of retail life, but 
more importantly, it is your 
opportunity to demonstrate 
your professionalism and 
concern for your client. This 
is the point that you either 
gain a customer for life or lose 
them forever. In this article, 
I’ve only touched on the 
basics of a proper customer 
service system. It takes a lot 
of thought, planning and hard 
work to create a good system. 
You may even want to hire a 
consultant to help establish 
your policies, procedures and 
training. It is one of the most 
important things you can do 
for your business.

About 
DAVE SISKIN
Dave Siskin is the owner 
of Carigem International 
and the Caribbean 
Gemological Institute. A 
veteran gemologist and 
jewellery expert, he has 
decades of experience in 
jewellery retailing. 

Every jewellery store needs to have a 
customer service manual. This manual 

should contain your product return 
policies and step-by-step procedures for 
handling any customer correspondence 

or complaints. 
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By Brad Huisken 

Selling the features of a product is important, but they are often not why 
the customer decides to buy. The customer is often looking at the outcome; 
how will this purchase look down the road after they take it home? Will 
it be the outcome they wanted when they came in to see you, or will they 
ultimately be disappointed in their purchase? 

As a salesperson, it is 
important that you 
sell to the customer 

with the outcome in mind. 
At the point of sale, features 
such as price may matter, but 
making sure the customer is 
satisfied in the long run is the 
real goal. 

A customer comes in to see 
you and is looking for an 
engagement ring and has an 
idea of what he wants. The 
two of you begin looking at 
rings and it’s obvious that 
there is nothing in his price 
range that has him excited, 
you can see it in his face. 

You’ve done your best to 
show him what he wants 
in his price range but the 
outcome is not going to make 
him happy. Therefore it’s time 
to take a chance and show 
him a ring that is slightly out 
of his price range, but would 
probably accomplish the 
outcome he is looking for. 

The second you show him 
the ring, it’s obvious that this 
is the outcome he is looking 
for. If you had addressed the 
price before showing him 
the more expensive ring, 
then the customer probably 

never even gives it a look. 
By showing him the ring 
with the outcome in mind 
rather than price, you’ve 
already overcome any price 
objection. 

Customers are always going 
to have some sort of a price 
range for whatever it is they 
are buying, but a lot of times 
they will go higher if they 
have to in order to get exactly 
what they want. It is up to the 
salesperson to show every 
customer the outcome they 
are looking for. 

The last time I bought a 
laptop, I had my mind set on 
one model. After explaining 
what I would be using it 
for to the salesperson, he 
asked if he could show me 
a model that was slightly 
more expensive. I agreed 
and that’s the one I ended up 
purchasing. The salesperson 
listened to what I wanted and 
sold me the laptop that gave 
me the best outcome. 

Features are important, but 
it’s the outcomes, or the 
benefits, that will ultimately 
make the customer 
happy, thus increasing the 
perception of value. 

MILLENIALS PROVIDE 
MARKETERS WITH A NEW 
CHALLENGE

About Albert Robinson
 Brad Huisken is President of IAS Training.  Mr. 
Huisken authored the books I’M a salesman!  Not a 
PhD. and Munchies For Salespeople, Selling Tips 
That You Can Sink Your Teeth Into, he developed 
the PMSA Relationship Selling Program, the PSMC 
Professional Sales Management Course, The 
Mystery Shoppers Kit, The Employee Handbook 
and Policy & Procedures Manual, The Weekly 
Sales Training Meeting series along with Aptitude 
Tests and Proficiency Exams for new hires, current 
sales staff and sales managers, along with the new 
Weekly Internet Sales Training Series.  In addition, 
he publishes a free weekly newsletter called “Sales 
Insight” For a free subscription or more information 
contact IAS Training at 1-800-248-7703, info@
iastraining.com, www.iastraining.com or fax 303-936-
9581
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Turkish Economy which becomes 
more and more integrated to global 
economy increases its share in 

the global trade, as well as continues to 
improve quality of its export products 
and services. Jewellery industry which 
is among industries that show the 
highest improvement in terms of added 
value increases export value per kg as it 
exports more finished jewellery made 
of precious and semi-precious stones 
instead of finished jewellery made of gold. 
Taking the first step in this regard and 
opening “Precious Stone Cutting Centre” 
which provides employment to hearing-
impaired youth, Jewellery Exporters 
Union introduced a more qualified and 

common education project for processing 
of precious and semi-precious stones. As 
processing of precious stones is one of the 
most important problems of the industry, 
the project: “Processing the future with 
precious stones” has been introduced in 
order to ensure permanent improvement 
of this performance.  As a qualified and 
well-educated workforce that can create 
high added value is only possible with 
vocational education, Jewellery Exporters 
Association will introduce this project 
to improve vocational and technical 
education quality in terms of curriculum, 
trainer, and technical infrastructure 
aspects. 

Speaking in the press conference where 
the project was publicized, Mr. Ayhan 
Güner, Chairman of Jewellery Exporters 
Association, told that 5 million people 
were employed in jewellery industry in 
India, and added: “Today Turkey is world’s 
one of the most deep-rooted countries 
with high production capacity. And what 
are our weak sides? Our weak side is 
that we cannot cut and process the raw 
diamond, which actually provides the 
highest added value. We were making 
jewellery using processed stones. However, 
now we will take the raw stone, cut it and 
process it on our own, and then give it to 
the industry to create higher added value.”

WITH EDUCATION, JEWELLERY 
EXPORTERS ASSOCIATION ADDS 
VALUE TO ECONOMY
Qualified education for higher added value 

Getting involved in projects with high added value, Jewellery Exporters Association now sets 
to introduce a new project for providing a more qualified vocational education and improving 
the skill of Turkish Economy to create more added value. Under the project which has been 
carried into effect by joint contributions of European Union and Republic of Turkey, it is aimed 
at providing more qualified vocational education to raise qualified personnel for processing of 
precious and semi-precious stones in Turkey.
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The 2014 results 
were driven 
predominantly 

by demand in the 
U.S. and the growing 
middle class in India 
and China who are 
increasingly choosing 
diamond jewellery 
to mark important 
occasions such as 
engagements and 
weddings. Stephen 
Lussier, Forevermark 
CEO, commented 
“With Forevermark 
achieving sales at a 
retail value of around 

$750million a year, 
our retail partners and 
consumers are really 
embracing the brand.”
Stephen Lussier 
continued, “Consumer 
preference for branded 
diamonds and diamond 
jewellery is set to 
continue to increase in 
2015. As Forevermark’s 
distinctive brand 
proposition addresses 
confidence issues on 
quality and integrity, 
and provides the 
assurances that 
today’s consumers are 
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FOREVERMARK WELL 
POSITIONED TO BUILD 
ON 2014 SUCCESS
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Diamond brand Forevermark saw impressive growth 
in 2014, ending the year in  1,542 retail stores across 34 
markets, a 20% increase on 2013.

demanding from their 
high value purchases, 
we are well positioned 
to succeed as a leading 
force in the category.” 
Forevermark’s licensee 
program saw the brand 
expand into Botswana 
and Turkey. Since the 
Turkish launch with 
exclusive partner Zen 
Diamond in May last 
year, Forevermark 
diamonds are already 
available in 42 of their 
stores, with more 
openings planned 
in 2015. In addition, 
Middle East partner, 
Damas opened a new 
store in Saudi Arabia 
selling Forevermark.
The ongoing success of 
Forevermark has led to 
unprecedented growth 

at The Forevermark 
Diamond Institute. 
In 2014, grading and 
inscriptions increased 
by a significant 67% 
and 47% respectively, 
year on year, and a 
milestone was reached 
when the one millionth 
diamond was inscribed 
with the Forevermark 
unique inscription 
number and icon.  In 
the last quarter, a 
new inscription and 
grading facility in 
Surat, India began 
operations ahead of 
schedule. With 100 
newly trained staff, it 
is expected to have the 
same capacity as the 
Antwerp facility by the 
end of 2017.
Forevermark also 

unveiled a powerful 
new marketing 
campaign in 2014 
that aims to highlight 
the brand’s driving 
belief in the power of 
a promise, and why 
only a Forevermark 
diamond can truly 
convey consumers’ 
most important 
promises in life. It 
has been positively 
received in the U.S., 
India and licensee 
markets to date and 
will launch in Greater 
China this spring.
Recognising the 
increasing importance 
of digital in a 
consumer’s journey to 
purchase, Forevermark 
re-launched its brand 
website in the latter 

part of the year with 
an elegant new look 
and feel that fully 
immerses consumers 
in Forevermark’s 
unique story. Since the 
refreshed site went live, 
there have been over 
1.5 million page views.
Forevermark continues 
to grace the red carpet 
with international 
stars including 
Sienna Miller, Dakota 
Johnson, Kate Hudson, 
Jennifer Garner 
and Margot Robbie 
wearing Forevermark 
diamonds at some of 
the world’s most high 
profile events.
Stephen Lussier added, 
“We have set ourselves 
ambitious targets for 
2015 and continue 
our plans to expand 
further in existing and 
new markets. We look 
forward to working 
with our partners 
around the world to 
maximise what is a 
real opportunity for 
Forevermark in the 
year ahead.”
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RECORD FIGURES CONFIRM 
LEADERSHIP ANTWERP 
DIAMOND INDUSTRY
Over the past twelve months, Antwerp clearly confirmed its leadership 
role in the global diamond trade and remains the preferred partner for 
diamond trade worldwide. Despite heavy competition from rivaling 
diamond hubs, more goods were traded year on year. A total of 227,2 
million carats of rough and polished diamonds were traded, with a total 
value of 58.8 billion USD, surpassing the 2012 record of USD 56.5 billion.
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ROUGH TRADE UP 10% IN VALUE 
Both exports and imports of rough 
diamonds rose significantly compared 
to 2013. 114.5 million carats of rough 
diamonds were exported, valued at 15.7 
billion USD, equaling a volume increase of 
7.5% and an increase in value of 7%. 
As for imports, the increase is even more 
apparent. Compared to 2013, imports 
rose 10% in terms of volume, amounting 
to an increase in value of 13%. In total, 
no less than 99.9 million carats of rough 
diamonds were imported, for a total value 
of USD 14.9 billion. 

POLISHED TRADE UP 4% IN VALUE 
Contrary to the rough trade figures, 
polished trade is clearly under increased 
pressure. On average, in terms of volume, 
exports of polished goods fell by 5%. At 
the same time, the total value of exported 
polished diamonds rose by 4%, indicating 
more high value goods were traded. Total 
exports of polished diamonds amounted 
to 6.4 million carats, with a value of USD 
14.4 billion. 

MAIN TRADING PARTNERS 
Looking at Antwerp’s most relevant 
trading partners in terms of polished 
exports, we can identify the same markets 
as last year. Hong Kong remains the 
number one destination for polished 
diamonds, followed by the United Arab 
Emirates and the United States on 
respectively second and third place. 
From a value perspective, the ranking is 
somewhat different, with the United States 
in pole position, followed by Hong Kong 
in second and Israel in third place. 

Antwerp’s main import partners for 
polished goods are consecutively India, 
Hong Kong and the United Arab Emirates. 
Similarly, the top three differs in terms of 
imported volumes, with the United States 
ranking first, followed by Hong Kong and 
India. 
The bulk of rough diamonds leaving 
Antwerp is destined for India, followed 
by the United Arab Emirates and Hong 
Kong. In terms of rough imports, the 
Russian Federation remains Antwerp’s first 
trading partner. The top three of countries 
of origin in terms of rough imports is 
completed by the United Arab Emirates 
and Botswana. 

DIFFICULT SITUATION FOR THE 
ANTWERP DIAMOND DEALERS 
In spite of these record figures, 2014 
was a tough year for diamond traders 
throughout the global diamond industry. 
The announced wind down of the 
Antwerp Diamond Bank and the 
continued uncertainty due to the lack 
of liquidity and diminishing access to 
diamond financing and banking services 
weigh heavily on the industry. 
In addition, traders in diamond hubs 
worldwide are being confronted with 
narrowing profit margins. This evolution 
is largely due to strong rough prices, 
caused by a combination of natural 
scarcity and the main mining companies’ 
solid positions, whereas polished prices 
haven’t risen at the same pace. Diamond 
traders were forced to sell their goods at 
lower prices, with average profit margins 
of 2 to 3% falling steeply. 

FUTURE: DIAMOND AS AN 
INVESTMENT 
Antwerp remains positive about the 
future. Once the economic crisis and 
consequent troublesome years have 
passed, global demand for diamonds 
will pick up, largely due to emerging 
economies, and will outpace rough supply 
over the next decade. 
In its most recent report (December 
2014) commissioned by the AWDC, Bain 
& Company estimates the US diamond 
market, currently the largest retail market 
for diamonds, will grow by 2 to 3% over 
the next decade, while the Chinese market 
is expected to double. By 2024, the middle 
class in India is forecast to triple in size, 
resulting in a positive outlook for the 
Indian diamond market as well. 
According to the report, besides being 
a luxury product, diamonds will 
become increasingly more important 
as an investment product. Currently 
an estimated 5% of polished diamonds 
are bought for investment purposes, a 
marginal phenomenon compared to 
investment purchases of other precious 
metals such as gold or silver. Nonetheless, 
diamonds can be considered a valuable 
product, which are become scarcer as 
existing mines are nearing depletion and 
only a few significant new deposits were 
discovered over the past years. 
The trend to invest in diamonds is 
specifically noticeable in the East, where 
people have been investing in precious 
metals such as gold and silver for decades. 
More recently, a similar evolution became 
apparent in the Russian Federation. 
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AWDC will be present at the Istanbul Jewellery Show from 12 to 15 March in the Istanbul Fair 
Center (CNR Expo). The ISTANBUL Jewellery SHOW offers unique network and business 
opportunities to jewellery professionals who wish to create new business connections and expand 
in new markets. As one of the world’s leading manufacturers and exporters of gold jewellery, 
Turkey serves as the jewellery trading hub for countries in the Mediterranean, Eastern Europe, 
Russian Federation and the CIS, Middle East and North Africa.
For more info, visit march.istanbuljewelleryshow.com

VISIT THE AWDC BOOTH 
AT THE ISTANBUL JEWELLERY 
SHOW FROM 12 - 15 MARCH
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First Jewellery Retailer Adopts WDM’s 
Authorized Diamond Dealer Program
Dubai-based Pure Gold Jewellers has become the first 
jewellery retailer to adopt and introduce the World Diamond 
Mark’s Authorized Diamond Dealer (ADD) program.

Pure Gold Jewellers, which 
operates more than 100 
jewellery stores in the 

UAE and India, says it will be 
implementing the ADD programs 
“to enthuse consumers and 
enhance their buying experience.” 
The agreement was signed 
with Pure Gold Jewellers CEO 
and managing director Karim 
Merchant during the recent 
inaugural World Diamond 
Conference in India.
 
"We are happy to be the very first 
adopter of the ADD programmes,” 
said Merchant. “We look 
forward to supporting the World 

Diamond Mark in designing 
and implementing WDM's 
promotional campaigns and events 
in the UAE and India. In practical 
terms, this means that Pure Gold 
Jewellers will be endorsing and 
recommending the WDM to our 
customers, business contacts and 
industry organizations in the UAE, 
the GCC countries and India. In 
addition, we will be engaging the 
governmental and jewellery trade 
organizations as well as retail 
associations for local support," he 
stated.
 
Pure Gold Group operates two 
large jewellery factories in India 

and China, runs 130 stores in Asia 
and the Middle East and plans 
to open another 200 stores in the 
coming years.
 
The World Diamond Mark 
Foundation (WDMF) was 
established in 2012 by the 
World Federation of Diamond 
Bourses to promote consumer 
confidence in diamonds through 
various activities including the 
creation of generic marketing. 
Its Authorized Diamond Dealer 
(ADD) accreditation program aims 
to increase the reputation, brand 
value and revenue of jewellery 
retailers.
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ALROSA STRENGTHENS 
TIES WITH INDIA

ALROSA and Indian 
Gem & Jewellery 
Export Promotion 

Council (GJEPC) co-
organized the World Diamond 
Conference in New Dehli, 
India.

The President of the Russian 
Federation Vladimir Putin 
and the Prime Minister of 
India Narendra Modi were 
the guests of honor at the 
conference on 11 December.

The World Diamond 
Conference provides the 
market participants an 
opportunity to discuss some 
acute issues, including ways to 
increase consumers’ demand 

for polished diamonds and 
their confidence in this 
product. The leaders of the 
diamond industry such as 
De Beers, Rio Tinto, World 
Diamond Council, World 
Federation of Diamond 
Bourses and the largest 
representatives of world 
jewellery retail are among the 
participants of the conference.

Acting CEO of ALROSA 
Ilya Ryashchin presented 
the company’s development 
strategy and its vision of 
prospects and current trends 
on the diamond market.

The core of ALROSA’s sales 
policy is supplies under 

long-term contracts. Today 
the company considers 
candidates for long-term 
supply allocations for 2015-
2017. On the sidelines of the 
conference ALROSA signed 
12 long-term agreements with 
Indian companies, including 
polished diamond producers 
and jewelers. Direct supplies to 
long-term clients from India 
will be increased, as compared 
to 2014.
India is the largest diamond 
manufacturing center, with 
about 70% of the world’s 
rough diamonds cut in this 
country. Indian companies 
successfully cooperate with 
ALROSA under long-term 
supply contracts, as well as 

in the format of tenders and 
spot sales. In 2014, ALROSA’s 
rough diamond sales to the 
Indian companies exceeded 
$2.3 billion; direct supplies 
to India amounted to $700 
million.

ALROSA places emphasis 
on partnering with diamond 
industry organizations and 
cooperation with clients. 
In April 2014, the company 
signed - Memorandum of 
Understanding (MoU) with 
GJEPC in order to exchange 
information on the current 
situation on the world 
diamond market, cooperate on 
Kimberley Process agenda and 
synthetic diamonds issues.
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The Israel Diamond 
Exchange (IDE) and 
the Israel Diamond 

Manufacturers Association 
will be hosting the biennial 
Presidents' Meeting of the 
World Federation of Diamond 
Bourses (WFDB) and the 
International Diamond 
Manufacturers Association 
(IDMA) in Israel, at the Tel 
Aviv Hilton Hotel, June 14-16, 
2015.  

During the two-and-a-half-
day event, the leaders of the 
30 diamond bourses affiliated 
to the WFDB, and IDMA's 
16 member organizations 
will discuss the most pressing 

issues affecting the global 
diamond industry. They will 
be joined by an exclusive 
group of invited guests, 
mostly representatives of 
the major rough producers; 
companies and entities that 
provide crucial services to the 
industry, such as banks and 
other financing institutions; 
insurers; logistics, security 
and technology providers; 
governmental and non-
governmental organizations 
and other industry interest 
groups. 

Instituted in the early 1980s, 
Presidents' Meetings take place 
every two years, with the full 

World Diamond Congress 
held in the intervening years. 
Originally, the scope of the 
Presidents' Meetings was more 
limited in size and attendance, 
but over the years, the need 
to meet and discuss crucial 
issues has grown, and with 
that the range and number 
of participants taking part in 
Presidents' Meetings. 

It is the second Presidents' 
Meeting to be held in Israel. 
The first time Israel hosted 
a Presidents Meeting was in 
1990. Israel has also hosted six 
World Diamond Congresses - 
in 1956, 1968, 1978, 1986, 1996 
and in 2006. 

Israel Diamond Exchange 
President Shmuel Schnitzer, 
who is also an Honorary 
WFDB President, said the 
meeting comes at a time when 
the diamond industry is facing 
a variety of challenges: rough 
diamond supplies, pressure on 
polished diamond prices, the 
need for additional financial 
partners, and mounting 
competition in the luxury 
consumer product markets. 
"We look forward to hosting 
our colleagues from the WFDB 
affiliated bourses and the 
IDMA membership and trust 
we will discuss ways to take 
our industry toward significant 
growth."

PRESIDENTS’ MEETING 
IN ISRAEL
Israel diamond industry to host 2015 Presidents’ Meeting, 
June 14-16, 2015, in Tel Aviv
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Intellligence Diamond, in partnership with other international entities, 
is working on the construction of an Investment Fund to develop the 
mining sector in Africa.  It is called a ‘super angel’ mining fund.

The Super Angel Mining Fund is being 
created with the objective of giving the 
necessary expertise, training, equipment 
and cash flow to the artisanal miners 
that don't have the necessary means to 
develop their activity with dignity.

The Investment Fund is being 
structured with some of the biggest 

management fund companies in Europe 
and aims to be capitalized in two 
closings subscriptions of US$34 million, 
at a total of US$68 million. 

The first closing objective is to 
attract governments and other public 
investment funds. For the second 
closing the Fund will be opened also to 

private and other public investors.

This is very good news for the small-
scale miners, which will benefit 
from a sustainable support for their 
work and will improve their working 
conditions and environment. The Fund’s 
subscription terms will be presented, to 
the market, very soon
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THE ECONOMIST: 
TURKEY’S ECONOMY 
TO GROW FASTER THAN REST 
OF THE WORLD IN 2015



World Diamond Magazine  79

According to The Economist, the growth rate of the global economy will be 3.8% in 2015, 
while the economy of Turkey will expand by 4 percent. Despite global risks, the current 
state of the Turkish economy is good, though 2015 will be a challenging year. Companies 
determining their 2015 business strategy would be well-advised to take a glance at the 
following research which reveals important conclusions about the USA, Middle East and 
Europe – which are important markets for the jewellery sector.

Though a number of research 
institutes expect the growth 
rate of Turkey to be around 

3 percent in 2015, according to The 
Intelligence Unit, the research unit 
of The Economist, Turkey will grow 
by 4 percent in 2015. Income per 
capita in Turkey is seen at $11,180 
in 2015, while inflation is estimated 
to be 7.4 percent. 2015 growth 
estimates of the OECD, Standard 
and Poor’s and Moody’s in regard 
to Turkey vary from 2.8 percent to 
3 percent.

As a result of the lifting of the 

credit card instalment ban, put into 
effect by the Banking Regulation 
and Supervision Agency in 
jewellery shops, a revival in the 
domestic market is expected in 
comparison to 2014, while it is 
estimated that the effects of the 
new Special Consumption Tax 
regulation shall take effect in the 
middle and long-term. 

United Arab Emirates is the 
biggest market 

Although there are severe political 
stability issues in the Middle East, 

the United Arab Emirates, the 
trade centre of the region, carries 
on being a safe haven. Dubai 
expects the growth in fixed assets 
and construction to influence 
economic growth in 2015. The 
growth rate of the United Arab 
Emirates in 2015 is estimated to 
be 4.5 percent, while the growth 
in fixed assets and construction is 
expected to be 6 percent. The UAE 
is the biggest export market for the 
Turkish jewellery sector. Exports to 
the UAE during the 11 months of 
2014 was $505 million, while this 
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UAE is the biggest export market for the Turkish jewellery sector. The figure of export we have 
carried out to this country during the 12 months of the previous year was 547 million dollars, 
while this figure increased this year to 548 million dollars. The Emirates shall keep on being 
important for our sector in 2015.

figure is seen increasing this year 
to $516 million. The Emirates 
will keep on being important for 
our sector in 2015.

Positive Expectations in the USA 

Economic revival finally seems sustainable in the USA. 
The economy has been growing at an annual rate of 

over 3 percent in the last 18 months. Employers in the 
USA created the largest number of new jobs of the 
last eight years during this period, with 2.5 million in 
2014. Similar growth is expected in 2015. 

Though the housing sector has not fully overcome 
the 2008-09 crises, recovery goes on. With about 3 
percent growth in 2015, the USA economy will lead 
the developed economies this year. The USA shall play 
a major role in the revival of the global economy in 
2015, with data from the Turkish Jewelry Exporters 
Association confirming this. The Turkish jewellery 

sector’s exports 
to the US market 
over 11 months 
in 2014 was 
$121 million, an 
increase of 13% 
in comparison 
to the same 
period of 2013. 
Economic revival 
expectations in 
the USA may 

influence the 
Turkish jewellery sector’s views about the country, 
with companies such as Wal-Mart and QVC becoming 
important again, as they were in the late 1990s. A 
serious struggle with Far East companies will be 
waiting for Turkish firms in the US market in 2015.
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The Turkish Jewellery sector’s export to USA market over 12 months in 2014 is 176 
million dollars. This shows an increase by 15% in comparison to the same period of 
the previous year. Economic revival expectations in USA may influence the Turkish 
jewellery sector’s view to this country; companies such as Wal-Mart and QVC may 
become important again, as they were in late 90s. A serious struggle with Far East 
companies will be waiting for Turkish firms in the USA market in 2015.

Pessimism in Europe 

The ongoing state of the European 
economy continues. The 2015 
target of the Eurozone will be to 
avoid a third recession in the last 
seven years. Germany, the most 
important economy of Europe, may 
be surprisingly fragile as a result of 
the sanctions imposed on Russia. 
The majority of analysts are not 
expecting a big improvement in 
the European economic crisis in 
2015. The jewellery sector’s export 
to Europe, including Russia, over 
the first 11 months of 2014 is $794 
million. Despite this, Europe, 
together with the Near East, 
Middle East and Asia, which saw 
exports of $832 million in the same 
period, is one of the biggest export 
markets for the Turkish jewellery 
sector. It is important to closely 
follow developments in Europe.

The research made by The 
Economist includes 2015 
estimations on a country by 
country basis. It is important 
for jewellery exporters to make 
assessments on such a basis. 
Data obtained from the Jewellery 
Exporters Association and 
estimates regarding 
specific countries can 
be examined in the 
table.
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United Arab Emirates shall keep on being the most important trade 
centre of the region. Instability in Middle East shall have an adverse 
effect on the country, while the ongoing growth of far-east shall 
reflect positively. 

The tension between Russia and Ukraine shall lead to recession, 
inflation and investment-drying. We will be watching how Western 
reaction to Russia influences the living standards inside. The Economy 
is estimated to grow by 1% in 2015, while an inflation of 7.3% is 
expected. the Eurasian Union shall take effect on 1st January. The 
economic magnitude of the union, which includes 170 million people, 
is calculated to be 2.4 trillion dollars.       

It shall feel the impact of sectarian tension and ISIS in 2015. 
However, Iraq, with 6.8%, shall become one of the countries with 
the best economic performance in 2015.     
   

Recovery shall become stable and the already speedening 
employment increase shall grow stronger. Wages shall begin to 
increase, consumer shall spend more. However, the weakness in 
overseas markets shall limit the export increase. GDP is estimated to 
increase by 3.2% in 2015.

Making reforms in energy, education, and telecom, the government 
shall accelerate its economy, by aid of the highly competitive export 
sector. The country’s economy shall estimatedly grow by 4.0% in 
2015. 

The country’s economy is under the pressure of sanctions imposed 
on Russia and of the problems suffered by the European economy. 
Prime Minister Angela Merkel does not seem willing to bear the cost 
of supporting Euro or standing against Russia. This shall cause the 
German GDP to achieve a moderate growth of 1.8% in 2015.

There is a tension within the government, as a reflection of the 
growth debates against the European budgetary discipline. President 
François Hollande had leashed out in regard to “growth” in mid-2014. 
Despite this, the economy is estimated to achieve a weak growth of 
0.8% in 2015.        
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Stuck in debt and struggling with high level of unemployment, 
the economy is estimated to grow merely by 3 per thousand in 
the forthcoming year.  Inflation is expected to be 0.4%. It seems as 
Prime Minister Matteo Renzi shall not have enough time to resolve 
such issues, since an election possibility may come up upon collapse 
of the coalition.

With econonomic indicators getting well in the country, Prime 
Minister Mariano Rajoy is expected to protect his power for one 
more period. Pressures of Bask and Catalan separatists shall go 
on, though winds of separation shall not blow in 2015. Spanish 
economy is expected to get out of the European intensive care unit 
and to achieve a growth of 1.4% in 2015.    

Economy is reviving. Household debt is high, the budget is weak, 
yet the Central Bank shall increase the interests in 2015. Economic 
growth per capita is expected to be 2.5%. Income per capita is 
expected to be 44,330 dollars, and the inflation is estimated to be 
2.0%. 

Russian sanctions on European agricultural products harmed the 
Polish economy. The 2015 economy shall be shaped by Russia, the 
weak Euro zone and the strict budget. GDP increase is estimated 
to be 3.5% and the inflation rate to be 1.2%.

With GDP estimated to increase by 2.7%, the inflation is estimated 
to be 1.9%. The government is expected to make progress in its 
reforms regarding the employment market, pension system and 
taxation system.       
 

Making efforts for transiting from an export-oriented investment 
economy to a consumption and welfare society, China is expected 
to grow less than in 2014. EIU made an estimation that the Chinese 
economy shall grow by 7.0% in 2015, and that the inflation shall be 
2.9%. (+Hong Kong).     

The Government is struggling with the heavy burden resulting 
from subsidies. Nevertheless, the quick approval of public projects 
and the recovery of Western commercial partners shall aid the 
economy. Income per capita is expected to be 1,980 dollars and 
GDP increase to be 6.5% in 2015.        
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Klaus Dittrich, Chairman of the Board of 
Management of Messe München GmbH, 
is also very satisfied: “Despite the tense 

situation in the industry, the trade show was 
characterized by a very positive mood. The 
numerous orders that were placed show that 
INHORGENTA MUNICH continues to be the 
most important platform for good business.” 
Albert Ruppenthal, Managing Director of 
Ruppenthal, joins in on this opinion: “We are 
delighted about the high-quality trade audience 
which is even better than in the past years. You 
really do not have the force anybody, the people 
are prepared to buy.” 
The majority of the 233 new exhibitors 
announced already during the trade show that 
they would participate again in the 2016. In 
total, over 26,000 visitors from more than 75 
countriescame to Munich in order to gather 

information about new products, trends and 
developments of the industry. About one third 
of the visitors travelled to Munich from abroad. 
The most strongly represented countries (in 
the following sequence) were, among others, 
Austria, Switzerland, Italy, the Netherlands, 
Spain, Great Britain and Northern Ireland, 
the Czech Republic and Hungary. The visitors’ 
satisfaction is also reflected in the results 
of the survey conducted by the trade show 
market research institute Gelszus Messe-
Marktforschung: 94 percent of the respondents 
rated INHORGENTA MUNICH as excellent, 
very good or good. Primarily the atmosphere 
in the halls and the high-quality ambiance were 
unanimously given a very good evaluation by 
the visitors of the trade show.
In addition, INHORGENTA MUNICH has 
given fresh impetus to the industry with the 

This year, the 42nd INHORGENTA MUNICH 
has shown again that it is an important order 
and communication platform for manufacturers 
and specialist dealers. 1,055 exhibitors from 40 
countries presented their new products in the 
period from 20 to 23 February. Many of them 
expressed how extremely satisfied they were with 
the course of the trade show and praised the high 
quality of the trade visitors and the good level of 
orders. As for example Frank Maier, Managing 
Director at Leo Wittwer, who states: “We have 
had a very good frequency of international trade 
visitors and good sales in Hall B2.”
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Inspiration Lab, which has taken place for the 
second time this year. Besides the focal subject 
“Made in Germany”, a further focus was on 
wearable technologies, intelligent jewellery 
objects and watches as well as interactive fashion 
and accessories. The Smartwatch Forum and the 
Seminar Program presented the watch of the 
future. In addition, the latest developments of the 
3D printing technology as well as one of the first 
3D body scanners worldwide were presented. 
As at previous editions, the trade show offered a 
springboard for many young international artists 
and young talented designers in Hall C2, where 
they had the occasion to present their collections 
to a wide audience.
The next INHORGENTA MUNICH will be held 
from 12 to 15 February 2016 at the exhibition 
grounds of Messe München.



2014 ENDS WITH STRONG GOLD 
DEMAND IN Q4, DRIVEN BY 
JEWELLERY AND CENTRAL BANKS
2014 saw a stabilisation of the gold market as it pulled back from the 
extremes of 2013, according to the latest Gold Demand Trends full year 
report from the World Gold Council. Annual gold demand was 3,924 
tonnes (t), 4% lower than 2013. The year ended strongly, with gold 
demand in Q4 2014 up 6% year on year to 987t, driven by demand for 
jewellery and central bank buying.

Investment demand, the other big driver 
of the gold market, was up 2% in 2014, 
from 885t in 2013 to 905t last year. Total 

bar and coin investment was down 40% as 
investors who had made major purchases in 
2013 held back from further purchases. This 
was offset by a dramatic slowdown in out-
flows from exchange traded funds (ETFs), 
from 880t in 2013 to 159t in 2014.

Central banks continued to see the value of 
gold as a reserve asset in 2014. Annual cen-
tral bank demand was up 17% to 477t.  This 
was particularly evident in the last quarter 
of 2014, when demand was up 40% year 
on year to 119t, making Q4 2014 the 16th 
consecutive quarter and 2014, the fifth 
consecutive year that central banks were net 
purchasers of gold.

Total supply in 2014 was virtually un-
changed compared to 2013 at 4,278t, as 
recycling contracted to a seven year low, 
offsetting annual mine production growth, 
which was up 2% to a record 3,114t.

Marcus Grubb, Managing Director, Invest-
ment Strategy at the World Gold Council 

commented:

“2014 was a year of stabilisation and in-
novation in the gold market, with annual 
gold demand down by just 4% after the 
record-breaking level of buying seen in 2013. 
It was a standout year for Indian jewellery, 
despite government restrictions on gold 
imports, reinforcing the nation’s affinity 
with gold. Meanwhile Chinese gold demand 
returned to those last seen in 2011/2012 as 
consumers and investors took time to digest 
the substantial volumes accumulated in 
2013.

“What’s particularly notable about 2014 is 
that the striking shift in physical gold de-
mand from West to East is now being fol-
lowed by gold infrastructure development in 
Asia. New products and trading platforms 
were introduced like the Shanghai Gold Ex-
change International Board, the “Gold Send” 
mobile app in Turkey and the new kilobar 
contracts in Singapore and Hong Kong  - all 
designed to make gold more accessible to 
greater numbers of buyers in the East.”  

The key findings of the report are as follows:

86 World Diamond Magazine

NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D



•	 Following an exceptional 2013, gold de-
mand stabilised in 2014, declining just 4% 
to 3,924t.

•	 Jewellery remains the biggest component 
of demand for gold. Indian demand for 
jewellery was up 8% to 662t, the best year 
of jewellery demand since records began in 
1995 and China’s jewellery demand whilst 
down 33% was still the second best on re-
cord.

•	 There was also strong jewellery demand 
in the UK and US, driven by improved eco-
nomic performance, up 18% to 28t and 9% 
to 132t respectively.

•	 However, overall jewellery demand fell 
by10% to 2,153t as China digested the record 
breaking levels of jewellery accumulated in 
2013.   

•	 Annual central bank demand was up 
17% to 477t, the fifth consecutive year and 
16th consecutive quarter that banks were net 
purchasers of gold.

•	 Investment was up 2% to 905t last year, 
despite a fall of 40% in bar and coin invest-
ment to 1,064t as consumers who purchased 
in 2013 held back from further buying. ETF 
outflows slowed significantly, from 880t in 
2013 to 159t in 2014.

•	 Total supply in 2014 was virtually un-
changed compared to 2013 at 4,278t. Recy-

cling contracted to a seven year low, down 
11% to 1,122t. This offset the increase in 
annual mine production, up 2% to a record 
3,114t - a level that we expect will signal a 
plateau over 2015.

•	  Additional gold demand and 
supply statistics for Full Year and Q4 2014

•	 Global demand for jewellery was 2,153t 
for the year, down 10% on 2013. Q4 global 
jewellery demand was 575t up 1% from Q4 
2013.

•	 Fourth quarter gold demand of 987t was up 
6% versus Q4 2013.

•	 Investment demand was 905t up 2% on 
2013, with a 40% drop in bar and coin de-
mand to 1,064t. The quarterly figure was up 
10% to 198t.

•	 ETF outflows slowed for the full year from 
880t in 2013 to 159t in 2014.

•	 Full year demand in the technology sector 
was 389t, down 5% on 2013. Technology for 
Q4 saw modest declines, totalling 95t, down 
3% year on year.

•	 Total supply for the year was 4,278t, 
virtually unchanged compared to 2013. The 
quarterly picture saw total supply at 1,091t, 
down 2% on Q4 2013.

Net central bank purchases totalled 119t for 
Q4 up 40% on Q4 2013.
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“Despite the global economic challenge, 
the two shows recorded a slight 
increase in buyer attendance. It is a very 
encouraging result. Attendance from 
some traditional markets even recorded 
double-digit percentage growth, such 
as the US, Italy, the UK and Japan. 
Attendance from certain emerging 
markets such as Thailand, Israel and 
South Africa also recorded significant 
growth, reinforcing Hong Kong’s 
position as a leading jewellery sourcing 
hub,” Benjamin Chau, HKTDC Deputy 
Executive Director, said.

Cautious Optimism
The HKTDC commissioned an 
independent agency to conduct 
onsite surveys during the two shows, 
interviewing 1,206 buyers and exhibitors 
about their views on market prospects, 
products and industry trends. The survey 
found that around 80 per cent of buyers 
expect steady or increased overall sales 
this year. Over 60 per cent of buyers and 
exhibitors expect retail prices to remain 
steady in order to remain competitive. 
Both buyers and exhibitors are optimistic 
about the growth potential of Hong 
Kong’s and the Chinese mainland’s 

jewellery markets, with most buyers 
and exhibitors considering the Chinese 
mainland a key market to explore.

In terms of product materials, the 
majority of buyers and exhibitors 
interviewed expect karat gold to be the 
most popular in 2015, including gold-
karat white (48%), gold-karat yellow 
(32%) and gold-karat rose (33%). They 
also predict that diamonds (50%) will be 
the most popular gemstone this year, and 
one carat (48%), round cut (45%) and 
colourless (41%) diamonds will lead the 
market.

After Hong Kong Jewellery Show March

MARKET SENTIMENT GOOD 
DESPITE GLOBAL CHALLENGES
The world’s largest jewellery marketplace, formed by the Hong Kong International 
Diamond, Gem & Pearl Show and the Hong Kong International Jewellery Show ended. 
Under the “Two Shows, Two Venues” arrangement for a second successive year, the two 
shows welcomed over 76,000 buyers from 140 countries and regions, up 2 per cent over 
last year. Nearly 30,000 buyers visited the Diamond, Gem & Pearl Show at AsiaWorld-
Expo (2-6 March), while over 46,000 visitors attended the Jewellery Show at the Hong 
Kong Convention and Exhibition Centre (4-8 March). Both events are organised by the 
Hong Kong Trade Development Council (HKTDC).
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The majority of respondents consider 
jewellery shows in Hong Kong effective. 
Ninety one per cent of buyers and 93 
per cent of exhibitors consider Hong 
Kong’s fairs a major channel to find new 
suppliers, while 79 per cent of exhibitors 
consider the fairs a key avenue to 
promote new products.  The majority of 
respondents said the twin Hong Kong fairs 
are their must-attend trade show.
US, Europe Markets Shine
Buyers from the United States have 
continued to surge. The US Jewellery 
Importers and Manufacturers Association 
had organised 10 jewellery companies 
to visit the Hong Kong International 
Diamond, Gem & Pearl Show to buy 
diamonds and coloured stones. The 
Association’s President, Dagbjorn Johnson, 
considered the shows well organised and 
conducive to stone sourcing. Adrienne 
Dequarto, the Director of Catalog 
Merchandising of Luxury Brand Holdings, 
which is also based in the US, highlighted 
that the shows are important because 
they facilitate sourcing for the upcoming 
seasons and preview new trends, adding 
that; “we have fixed 50 appointments 
through HKTDC’s business matching 
service before coming to the show, and we 
have already bought samples for all our 
product lines.”

The purchasing power of the emerging 
markets should also not be ignored. 
Ayman  M. N. Al Chaar, the owner 
of  UAE-based Samer Jewellery, said he 
had placed onsite orders worth more than 
US$300,000. San Seyho, the Director of 
Cambodia’s Chheng Hak Stone Diamond, 

noted that Cambodian consumers 
prefer high-end jewellery set with large 
diamonds as a sign of their wealth and 
status. “We hope to find big diamonds, 
pearls, vintage diamond jewellery and 
uniquely designed jewellery at the 
two shows,” he said. “The Hong Kong 
International Jewellery Show is huge, 
where buyers can find what they need. We 
plan to buy US$100,000 worth of jewellery 
at the show to test our market.”

Amid the economic uncertainties 
in Europe, there were some pleasant 
surprises at the fair. The Italian Jewellery 
Silverware and Watch Federation’s Chief 
Executive, Steven Tranquilli, revealed that 
the Italian retail market is recovering, 
and consumers are favouring medium- to 
high-end jewellery items. “The Federation 
will organise a delegation of about 50 
Italian retailers to visit the two shows 
again next year,” he said. 

Springboard To Asia
More than 4,360 exhibitors from 52 
countries and regions took part in the two 
shows, setting a new record, and ensuring 
the event’s continued status as the world’s 
largest jewellery marketplace. Most 
exhibitors said Hong Kong’s position as an 
international jewellery trading hub helps 
them enter Asian markets.

This year, the Diamond, Gem & Pearl 
Show introduced the new “Treasures of 
Ocean” zone to showcase exquisite pearls. 
Many exhibitors revealed that Chinese 
mainland buyers had a strong demand 
for high quality pearls. Jose Casares, the 
Director of Switzerland’s Shanghai Gems 

S.A, a pearl wholesaler, said Chinese 
mainland customers were particularly 
interested in natural, top-grade pearls, 
and this will help his company’s growth 
in the Chinese mainland market. Alain 
Boite, the President of Alain Boite S.A.S. 
from France, is also optimistic about 
Asia’s emerging markets, and is eager to 
reach international buyers through the 
shows. “We’ve achieved good business 
at the shows this year. Many customers 
approached us to buy all sorts of pearls in 
different sizes. We’ve met some new buyers 
from the Chinese mainland, Hong Kong 
and Indonesia as well, and their demand 
for gold pearls is especially strong,” he 
said. Japan’s JETRO also gathered nearly 
100 Japanese companies to exhibit at the 
Hong Kong International Diamond, Gem 
& Pearl Show. The President of Japan 
Pearl Exporters, Yoshihiro Shimizu, was 
particularly complimentary about the 
show’s good traffic and active trades.

As well as pearls featured at the Australia 
pavilion, its opals were also very well 
received. Andrew Cody, the Director of 
Australia’s Cody Opal (Australia) Pty 
Ltd and head of the 11-company-strong 
delegation from Australia, said: “The 
buyers’ feedback was 50 per cent above 
our expectations. There’s a strong demand 
particularly for black opals because of 
their rarity. We’ve met many Chinese 
mainland customers who are looking 
for high-end loose opals and we’ve 
successfully closed deals with them.”

First-time British exhibitor Moira Fine 
Jewellery had a booth at the Jewellery 
Show’s Hall of Extraordinary and 
Antique & Vintage Jewellery Galleria. 
The company’s owner, Suzanne Lauder, 
said European jewellery sales have 
slowed down in recent years, but the 
show can help her company reach more 
international buyers and discover Chinese 
mainland clients.

Hong Kong’s exhibitors have also benefited 
from the rise in buyers. Cherry Chong, the 
Manager of diamond and jewellery retailer 
Lili Jewellery Limited, said the company’s 
handmade jewellery is rare in the market. 
Their works have been very well received 
by European and Indian buyers and some 
even placed their orders on site, she said.
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Held in Vicenza January 23-28, VicenzaOro Winter Fair 
–covered an area of some 35.000 m2, in nine pavilions 
housing 1500 exhibitors.  Unlike in previous years, most 

of the participating Turkish exhibitors under the JTR banner 
found themselves, to their dismay, in Hall 3.1.  The hall’s location 
was not very good and this negatively impacted the number of 
visitors to the hall. It was also noted that the fair performed not 
better compared to previous fairs, in terms of number of visitors 
and the efficiency of the fair. 

While, as noted, most of the Turkish exhibitors  located in Hall 
3, some companies like Arpaş, Mioro, Innova and İpekyolu 

exhibited in Hall 2. Roberto Bravo and Atasay hosted their 
visitors in Hall 7 where world-other famous brands had their 
stands, too.  

The T-Gold pavilion - for machinery and equipment - housed 
123 international companies. The number of Turkish visitors 
to this section was relatively high, as Turkish manufacturers 
are not only keeping theirs finger on the pulse of jewellery 
manufacturing technology, but also are always on the lookout 
to update and renovate their machinery and look for the latest 
innovative manufacturing solutions.   Turkish  companies like 
Steel çelik, Bulunmaz and others had a fairly busy fair.

One of the world’s most important jewellery fairs,  VicenzaOro 
Winter was held in Vicenza, this January. A large number of 
Turkish jewellery sector companies exhibited at the fair as 
part of a exhibitors’ group organized by the Turkish Jewellery 
Exporters’ Association. According to a statement made by 
Fiera di Vicenza, the number of buyers who visited the fair has 
increased by 13 percent compared to last year.

VICENZAORO WINTER
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A new report “Turkey: Gold in Action” from the World 
Gold Council, explores the role gold plays in the daily 
life of the world’s fourth largest consumer of gold, as well 
as examining its contribution to supporting the national 
economy. Turkey is a microcosm of the global gold market.

World Gold Council
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Turkey is a microcosm 
of the global gold 
market – a country 

which is home to the entire 
gold value chain from mining 
and refining, to jewellery 
design and investment. 
Its long tradition of gold 
demand, underpinned by 
a deep cultural heritage, 
strong fabrication capacity 
and a substantial coin 
market has resulted in 
households accumulating 
an estimated 3,500 tonnes(t) 
(US$145.3bn) of gold tucked 
“under-the-pillow”, a term 
used in Turkey to refer to 
physical gold stored by the 
general population.

The WGC report assesses 
the role that gold plays in 
consumers’ lives, examines 
the economic contribution of 
the entire supply chain and 
explores how the metal has 
been monetised to support 
the national economy. In 
2012 alone, gold fabrication, 
consumption and recycling 
added at least US$3.8bn 
to Turkey’s economy. An 
innovative central bank 
policy introduced in 2011 
incentivised commercial 
banks to create a range 
of gold-backed banking 
products to mobilise Turkey’s 
stock of gold. This improved 
the health of the banking 
sector by reducing costs and 
improving liquidity, as well as 
ensuring commercial banks 
boost their gold reserves. 
Policymakers have now 
successfully seen around 250t 
of gold (US$10.4bn) drawn 
into the financial system 
and put to work supporting 
Turkey’s economy.

Alistair Hewitt, Head of 
Market Intelligence at the 
World Gold Council said: 
“Amid a challenging global 

economic climate, Turkey 
faces ongoing political and 
social pressures to ensure that 
it steers a steady economic 
course. Gold represents 
many things in this society 
– from employment for 
over a quarter of a million 
people in the gold industry, 
to an investment protecting 
people’s wealth against the 
ravages of inflation and 
currency weakness. It is also 
a unique example to the rest 
of the world of how gold can 
successfully be put to work at 
the core of a nation’s financial 
architecture.”

Some of the key findings 
of the research include the 
following:

•	Gold	is	deeply	ingrained	
in Turkish culture. The use 
of gold coins as a medium 
of exchange was pioneered 
by merchants in Lydia – the 
precursor of modern Turkey 
– as far back as 700BC and 
continues to be one of the 
world’s largest official coin 
fabricators.

•	Turkey’s	long-standing	
desire for gold has resulted 
in households accumulating 
a large stock of gold tucked 
“under-the-pillow”. An 
estimated 3,500t of gold 
has been collected by 
households. Gold makes 
a significant contribution 
to Turkey’s economy. Gold 
fabrication, consumption 
and recycling added at 
least US$3.8bn to Turkey’s 
economy in 2012 alone.

•	Gold	is	a	small,	but	

important cog in Turkey’s 
financial system. By the 
end of 2013, commercial 
banks held around 250t, 
equivalent to US$10.4bn, 
which had been put to 
work supporting Turkey’s 
economy. This includes 40t - 
about US$1.7bn – of Turkey’s 
“under-the-pillow” stock, 
which has been mobilised 
since mid-2012.

•	With	a	well-developed	
post-production supply 
chain, Turkey has ambitions 
to become a regional refining 
and recycling hub. Turkey 
has a number of large scale 
refiners which refine doré 
to internationally accepted 
LBMA standards as well  as 
processing or recycling gold.

•	Its	gold	mining	industry	is	
small, but growing quickly. 
Gold production has 
increased in almost every 

year since 2001, growing 
from 2t to 33.5t in 2013

According to the report it’s 
not just domestic demand 
that is strong. Turkey’s 
jewellery industry benefits 
from exports and a healthy 
tourist trade. Turkey’s gold 
jewellery exports boomed 
after export restrictions were 
lifted in 1983.  

Italy still holds the number 
one spot, but for some time 
Turkey has been the world’s 
second largest exporter of 
gold jewellery. Its biggest 
export market is the Middle 
East, but it also exports to the 
US, Russia and Germany. 

Between 1998 and 2013, the 
value of Turkish jewellery 
exports, most of which 
was gold, increased from 
US$209mn to US$3.3bn, 
generating valuable overseas 
earnings.

To experience the importance 
of gold in the Turkish 
Jewellery Industry, visit 
the Istanbul Jewellery Fair, 
organized in March and 
October of every year.

An estimated 3,500t of gold has been 
collected by households. Gold makes 
a significant contribution to Turkey’s 

economy.
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ANTWERP DIAMOND 
PAVILION AMONG LARGEST 
AT 2015 HONG KONG 
INTERNATIONAL DIAMOND, 
GEM & PEARL SHOW



Considering that Hong 
Kong remains the # 
1 destination in the 

world for polished diamonds, 
with a market that is second 
in value only to the United 
States, this show is highly 
important to Antwerp diamond 
companies. Representatives 
from businesses of all sizes 
will have a tremendous variety 
of loose stones on display at 
an extremely favorable price/
quality ratio.

With the Chinese market for 
diamonds expected to double 
in the next 10 years, the future 
looks very bright, and the 

Antwerp diamantaires want to 
have their networks in place 
when that happens.

AWDC, short for Antwerp 
World Diamond Centre, 
is an industry-established 
foundation, whose mission 
is to serve and support the 
diamond business in Antwerp, 
the world's most important 
diamond trade hub. AWDC 
is the coordinating body and 
the official representative of 
the Antwerp diamond sector, 
and as such are recognized 
internationally as the host, 
spokesperson and intermediary 
for the Belgian diamond 

community. In this capacity, 
AWDC liaises on behalf of 
the Belgian diamond sector 
with governments and actively 
promotes support for the 
diamond sector at home and 
abroad.

84% of all rough diamonds and 
50% of all polished diamonds 
pass through Antwerp. 
Diamonds represent 5% of the 
total Belgian exports and 15% 
of all Belgian exports outside 
the EU, making diamonds the 
most important export product 
outside the EU.

The AWDC will host 109 leading diamond traders in the Antwerp 
Diamond Pavilion at the 2015 Hong Kong Diamond, Gem and 
Pearl Show. It is the second year the traditional Hong Kong March 
fair features a separate loose stones venue. In its first year, the show 
attracted over 28,000 professional buyers from around the world, 
marking its emergence as one of the most successful shows in the 
industry.
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FAIR CALENDER
 01 MARCH 2015 SIBJEWELLERY NOVOSIBIRSK RUSSIA

 03-06 MARCH 2015  ASIA’S FASHION JEWELLERY & ACCESSORIES FAIR - MARCH HONG KONG HONG KONG

 11-14 MARCH 2015 AMBERTRIP VINILUS LITHUANIA

 02-07 MARCH 2015 AL ABDER AJWEX AL AIN UNITED ARAB EMIRATES

 02-06 MARCH 2015 HKTDC HONG KONG INTERNATIONAL DIAMOND, GEM SHOW HONG KONG HONG KONG

 04-08 MARCH 2015 HKTDC HONG KONG INTERNATIONAL  SHOW HONG KONG HONG KONG

 05-08 MARCH 2015  JUNWEX EKATERINBURG EKATERINBURG RUSSIA

 12-15 MARCH 2015 ISTANBUL JEWELLERY SHOW MARCH 2015 ISTANBUL TURKEY

 19-26 MARCH 2015 BASELWORLD BASEL SWITZERLAND

 20-22 MARCH 2015 GEM & JEWELLERY INDIA INTERNATIONAL EXHIBITION CHENNAI INDIA

 25-28 MARCH 2015 AMBERIF GDANSK POLAND

 22-25 MARCH 2015 FREIBURG JEWELLERY & GEM FAIR  FREIBURG GERMANY

 28-31 MARCH 2015 AREZZORO AREZZO  ITALIA

 31 MARCH-4 APRIL 2015 MIDDLE EAST WATCH AND JEWELLERY SHOW SHARJAH UNITED ARAB EMIRATES

 08-12 APRIL 2015 JWS ABU DHABI ABU DHABI UNITED ARAB EMIRATES

 09-12 APRIL 2015 ARU-ALMATY ALMATY KAZAKSTAN

 20-22 APRIL 2015 CHINA INT.’L GOLD, JEWELLERY & GEM FAIR SHENZEN CHINA

 APRIL 2015 JEWEL FAIR KOREA SEOUL KOREA

 07-10 MAY 2015 INTERNATIONAL JEWELLERY WATCH VIETNAM  HO CHI MINH VIETNAM

 15-18 MAY 2015 VICENZA SPRING VICENZA ITALIA

 MAY 2015 JEWELLEY UKRANIE KIEV UKRAINE

 MAY 2015 KOBE INTERNATINAL SHOW KOBE JAPAN

 JUNE 2015 AGTA GEM FAIR TUCSON AMERICA
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 2015
 27-31 MAY 2015 NEW RUSSIAN STYLE 2013 MOSKOVA RUSSIA

 28 MAY -1 JUNE 2015 JCK LAS VEGAS LAS VEGAS AMERICA

 05-07 JUNE 2015 HYDERABAD JEWELLERY, PEARL & GEM FAIR HYDERABAD  INDIA

 11-13 JUNE 2015 JUBINALE SUMMER TRADE FAIR 2015 GDANSK POLAND

 JUNE 2015 CHINA INTERNATIONAL GOLD, JEWELLERY & GEM FAIR GUANGZHOU CHINA

 25-28 JUNE 2015 ASIA’S FASHION JEWELLERY & ACCESSORIES FAIR - JUNE HONG KONG HONG KONG

 25-28 JUNE 2015 HONGKONG JUNE JEWELLERY & GEM FAIR HONG KONG HONG KONG

 27-30 JUNE 2015 MINERAL & GEM ASIA  HONG KONG HONG KONG

 JULY 2015 MALAYSIA INT.’L JEWELLERY FAIR KUALA LUMPUR MALAYSIA

 JULY 2015 JA NEW YORK SUMMER SHOW DIRECTORY  NEW YORK AMERICA

 21- 24 AUGUST 2015 MALAYSIA INT.’L JEWELLERY FAIR KUALA LUMPUR MALAYSIA

 AUGUST 2015 IIJS 2015 MUMBAI INDIA

 AUGUST 2015 JAPAN JEWELLERY FAIR TOKYO JAPAN

 SEPTEMBER 2015 INTERNATIONAL JEWELLERY LONDON LONDRA ENGLAND

 09-13 SEPTEMBER 2015 MADRIDJOYA MADRID SPAIN

 SEPTEMBER 2015 VICENZA FALL VICENZA ITALIA

 SEPTEMBER 2015 JUNWEX WATCH  MOSKOVA RUSSIA

 04-07 SEPTEMBER 2015 ECLAT DE MODE / BIJORHCA PARIS PARIS FRANCE

 SEPTEMBER 2015 JUNWEX MOSCOW “8TH WHOLESALE JEWELLERY FAIR” MOSKOVA RUSSIA

 SEPTEMBER 2015 HONGKONG SEPTEMBER JEWELLERY & GEM FAIR HONG KONG HONG KONG

 06-10 OCTOBER 2015 MIDDLE EAST WATCH AND JEWELLERY SHOW SHARJAH UNITED ARAB EMIRATES

 15-18 OCTOBER 2015 ISTANBUL JEWELLERY SHOW OCTOBER 2015 ISTANBUL TURKEY
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