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Welcome to the fourth edition of the 
World Diamond Magazine. 

 The Presidents’ Meeting of the World Federation of 
Diamond Bourses (WFDB) and the International Diamond 
Manufacturers Association (IDMA) – held June 14-16 in Tel 
Aviv - is a grand opportunity to hold talks with some of the 
leaders of the world’s major diamond mining companies on 
the creation of the Diamond Producers Association (DPA).

My colleagues and I are looking forward to meeting some 
of the representatives of the mining firms. It is critical that 
the diamond firms are involved in the development of the 
diamond sector and all other players in the diamond pipeline 
address the important issues that face the industry.  We are 
delighted that the founding members of the DPA – ALROSA, 
De Beers, Rio Tinto, Dominion Diamond Corporation, 
Lucara Diamond Corporation, Petra Diamonds Ltd. and 
Gem Diamonds Ltd. – aim to work together to support the 
development of the diamond sector.

After many years of discussions, the leading diamond 
producers have taken this long-awaited step. In today’s 
world, no sector can thrive without the united effort of 
all stakeholders. The WFDB represents more than 20,000 
companies that are members of our 30 diamond bourses in 
21 countries and has been leading the industry, with codes 
of conduct and establishing best practices for its members. 
We have always done this in consultation with the mining 
companies, governments and sister organizations around 
the globe. In the almost 70 years of the WFDB’s existence, 
we have learned that in order to achieve results, all industry 
sectors and all major centers need to speak one voice.

Since the beginning of 2014 when the World Diamond Mark 
Foundation (WDMF), which the WFDB backs very strongly, 
started its quest to revive generic diamond promotion to 
enhance consumer desire and trust in diamonds, we have 
been in constant contact with all the leading diamond mining 
firms. At the Presidents’ Meeting in Tel Aviv, the WDMF will 
present its marketing plan to the leaders of all parts of the 
diamond industry, including the mining companies. 

Reports of this important meeting will reach you in the next 
edition of the World Diamond Magazine. Meanwhile, enjoy 
this issue!

YaÕ akov Almor 
Editor in Chief

Remzi ‚ elen
Managing Editor
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WD Magazine: What is 
the WDM’s mission and its 
objectives? 

AP: The World Diamond 
Mark seeks to ensure the 
health and future growth of 
the diamond and diamond 
jewellery businesses within 
the luxury market sector. 
Therefore, its objective 
is to shift consumers’ 
attitudes towards diamonds 
and diamond jewelry by 
rebuilding trust and desire in 
diamonds. Studies have shown 
that in order to complete a 
purchase, consumers need to 
have a purchasing intention, 

or desire, for a product as well 
as trust in the product and the 
retail outlet. 

Desire is the most important 
purchasing motive for 
products in the luxury 
category. Without desire, 
diamonds will become lost 
among luxury holidays, 
electronic gadgets and upscale 
handbags. WDM aims to 
rebuild desire for diamonds 
through developing them 
as a symbol of admirable 
propositions – love, wealth, 
privilege, beauty and so on, as 
a progressive, modern image 
especially for young people, 

and to offer a luxury shopping 
experience and for it to be 
seen as an item that preserves 
its value.

Trust is the required element 
when desire exists. Desire 
without trust does not lead 
to socially accepted desire, 
or to an actual purchase. 
Therefore, WDM lays specific 
emphasis on trust in the 
product’s quality and origins 
and production, in the retail 
outlets, in product advice and 
in additional services.

WD Magazine: What about 
the WDM’s proposition as far 
as the consumer is concerned?

AP: The WDM has a detailed 
plan to connect diamonds 
with admirable propositions 
for consumers. And with 
admirable propositions, we 
mean the desire for a symbol, 
such as love, wealth, privilege 
and beauty. 

These propositions might 
vary among geographic 
regions, but always relate to 
the expression of success and 

status. Within its marketing 
task, WDM implements 
among others the following 
activities:

PR campaigns to bring 
diamonds back onto the 
luxury stage, associated with 
beauty;

Fashion Shows;

Diamond Exhibitions;

B2B luxury diamond buying 
events;

Designer collaborations.

Young people currently have 
an ambivalent relationship 
to diamonds, and these are 
exactly the people who are the 
target group for engagement 
rings and other bridal 
jewellery. A new diamond 
promotional strategy needs 
to be tailor-made specifically 
for them. 

To do so, WDM will aim 
to recreate the image of 
diamonds for younger 
generations using digital 
promotional campaigns, 
diamond blogs and a pop 

mapping out its future role
With a year having passed 
since the World Diamond 
Mark Foundation (WDMF) 
was established, The World 
Diamond Magazine asked 
WDMF Chairman Alex Popov to 
provide a review of the WDM’s 
mission and objectives and 
how it addresses the needs of 
consumers and the retailers.
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culture.

Of course, consumers don’t 
only want to purchase 
diamonds. They want to 
enjoy every step of selecting 
and purchasing an object 
of desire. WDM is working 
with retailers within the 
WDM Authorised Diamond 
Dealer programme to make 
diamond jewellery shopping a 
personal treat and an inspiring 
experience for all consumers. 
WDM believes that this can 
be achieved by education and 
product support for retailers. 
WDM education includes 
sales training for sales 
employees, luxury marketing 
training for marketing 
and management, shop 
design advice and product 
presentation support.

WD Magazine: Please explain 
the premises for WDM’s key 
‘selling points?’ 

AP: Desire for diamonds 
is the basis for a diamond 
keeping its value in the future. 
Therefore, the key selling 
point of diamonds is that they 
are precious, sophisticated and 
timeless objects of beauty and 
adoration. Within this selling 
proposition, it is important 
that WDM’s marketing 
Integrates the history of 
diamonds and historic 
diamonds in its campaigns, 

incorporates the message 
that diamonds keep their 
value over generations, and 
research into the resale value 
of diamonds.

While consumers have a 
wide range of luxury product 
options, they have become 
more conscious about all 
aspects of the products 
they desire. Consumers 
willing to spend money on 
diamonds want to be sure 
that the product they buy is 
original and that all quality 
characteristics provided 
are truthful and recognised 
globally.

In order to achieve this 
objective, WDM will carry 
out a series of activities that 
include enhancing diamond 
grading services though 
co-operation with diamond 
labs, the provision of B2B and 
B2C information on simulants 
and synthetics, and the 
Diamond Originality Code of 
Practice for WDM Authorised 
Diamond Dealers. 

Of course, trust is not 
restricted to the quality of 
the diamonds. Consumers 
are aware of issues related 
to the origins of diamonds 
and expect to know about 
responsible actions that the 
industry is taking. Therefore, 
we will work with industry 

organisations to address 
existing challenges, integrate 
B2B and B2C information 
from existing industry 
standards, such as the KP 
and RJC, in the diamond 
promotional plan, and present 
a PR strategy and a central 
contingency plan.

WD Magazine: And what can 
you say about the retailers’ 
role? 

AP: The most critical path in 
the selling process happens 
in the retail outlet. Retailers 
need to offer not only a 
luxury purchasing experience, 
but also trusted advice 
and product selection. It is 
essential that consumers have 
the strong belief that they will 
receive the best quality, most 
fashionable diamonds and the 
best value product. Retailers 
need to build this trust, and 
WDM offers help for the retail 
sector in this process.

How is this done? The WDM 
accredits and annually 
crosschecks the WDM 
Authorised Diamond Dealers. 
It requires WDM Authorised 
Diamond Dealers to commit 
to the WDM Code of Practice, 
offers specific sales training 
for shop personnel to enhance 
knowledge levels and works 
together with Industry 
Standard Organisations to 
help retailers understand and 
implement the WDM Code of 
Practice.

Naturally, we also wish to 
enhance the trust in services 
offered by the retailers. A 
variety of sophisticated and 
consumer-friendly services 
can be offered together with 
the diamond purchase. These 
services enhance and confirm 
the diamond purchase. WDM 
supports retailers offering, for 
example, diamond insurance 
and services based on specific 
consumer profiles (CRM). 
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WDm partner pure golD JeWellers, holDs 
first WDm sales training programme 
anD is recipient of Dubai’s 2014 best 
consumer frienDly retailer aWarD
Pure Gold Jewellers, the first international retail jeweler which adopted 
the World Diamond Mark Authorised Diamond Dealer programme, 
recently held a first sales training programme by WDM for the chain’s 
store managers and assistant managers, in Dubai.

Sheikh Mansoor Bin Mohammed Bin Rashid Al Maktoum presenting the award to Firoz Merchant (right) and Karim Merchant.
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“Pure Gold Jewellers is always a step 
ahead in executing the World Diamond 
Mark programme in the retail industry, 
which refl ects in their great customer 
service. Th is year, the focus of the 
training was to comprehend the apt 
behavioral traits required for jewellery 
retailing. We strongly believe this starts 
with recognizing one’s own personality 
style and then deciding what to do 
to maximize one’s sales eff ectiveness. 
By understanding oneself, one also 
learns to understand the customer. 
Th is understanding helps in providing 
customer with the best solution,” Alex 
Popov, the World Diamond Mark 
Foundation Chairman, stated. 

Th e training programme highlighted 
the importance of understanding 
human psychology, as selling is mainly 
a psychological game, the one who 
understands it better plays the game 
better. With participants divided into 
several groups each with a leader, 
the training focused on how eff ective 
communication can lead to happier and 
more satisfi ed customers. 

“Th rough simplicity and proven sales 
techniques, WDM trainers instructed 
our team in building profi cient customer 
centric solutions to ensure customer 
satisfaction,” says Karim Merchant, 
Group CEO and MD of Pure Gold 
Jewellers. “We are looking forward 
for a vibrant growth this year, and the 
WDM training will positively aid in 
achieving greater consumer confi dence 
in diamonds and diamond jewellery,” he 
added.

Recipient of 2014 “Best 
Consumer Friendly Retailer 
Awa rd.”

Th is year Pure Gold Jewellers 
is also the recipient of 
the 2014 “Best Consumer 
Friendly Retailer Award. 
Th is award is part of Dubai’s 
Consumer Friendly Index (CFI) 
2014 awards for the retail sector, 
under the auspices of the Commercial 
Compliance and Consumer Protection 
(CCCP) division of the Department 
of Economic Development (DED) of 
Dubai, the United Arab Emirates (UAE). 

Started by DED in 2012, CFI honors 
private sector businesses for their eff orts 
in delivering high customer service 
standards. “We topped the CFI 2014 in 
the jewellery category and also scored 
the highest amongst all the seven retail 
sectors evaluated for the award. We 
are the only company to be awarded 
in both categories which is a matter of 
great pride for us,” said Firoz Merchant, 

Founder and Chairman of Pure Gold 
Jewellers.

“Th e CFI is a great government initiative 
to improve customer satisfaction levels 
and raise consumer confi dence in 
Dubai’s retail off erings. It is an honour to 
receive the CFI award. I strongly believe 
customers are the focal point of any 
business, and therefore providing great 
customer service is part of our business 
philosophy. CFI is a reliable benchmark 
for retail and hospitality businesses to 
work towards achieving the highest 
degree of customer satisfaction. We will 
continuously strive towards improving 
our processes and services to ensure the 
best experience for our customers,” Firoz 
Merchant added.

Pure Gold Jewellers has won several 
awards in a row recently, which includes 
the Dubai Service Excellence Scheme 
(DSES) annual awards, winning in 
the Best Service Performance Brand 
category and also the coveted Best 
Outlet recognition. 

“What makes this award special is the 
knowledge that Pure Gold Jewellers 
has become a brand name synonymous 
with a seamlessly pleasant shopping 
experience,” Karim Merchant noted.

i strongly believe 
custoMers Are the 

focAl Point of 
Any business, AnD 

therefore ProviDing 
greAt custoMer 

service is PArt of our 
business PhilosoPhy.

" 

Firoz Merchant

Consumer Friendly Index (CFI) 
2014 awards for the retail sector, 

i strongly believe 
custoMers Are the 

focAl Point of 
Any business, AnD 

therefore ProviDing 
greAt custoMer 

service is PArt of our 
business PhilosoPhy.



the year the industry lost 
confidence in its future 
(Reprinted from Diamond Intelligence Briefi ng By Chaim Even-Zohar)

The entire diamond 
pipeline – from rough 
to retail – ultimately 

constitutes one single supply 
chain. Any chain is only as 
strong as its weakest link.

During a recent breakfast 
with a prominent industry 
leader, we both mused 
about a diamond-grading 
scandal. His views about it 
are etched into my memory. 
“If we cannot upgrade our 
diamonds, there is no profi t 
left  in the parcel,” he said. He 
then continued: “Compulsory, 
mandatory, government-
controlled grading standards? 

We’ll go through the motions, 
but it will never happen. It’s in 
nobody’s interest. ...” 

As further evidenced 
by this anecdote, the 
diamond market in 2014 
was characterized by 
an erosion of morality, 
(isolated) illegal excesses, 
and a general breakdown of 
trust, all of which, perhaps, 
were consequences of the 
protracted, multi-year 
absence of real profi tability 
in the midstream levels of the 
diamond value chain (i.e., 
manufacturers and traders).

2014: a year of confidence 
lost
From a business perspective, 
the year can be easily 
summarized in one sentence: 
Th e industry’s performance 
in 2014 was not dissimilar 
to that of the previous year. 
During the last year, we 
saw the pace of growth of 
the diamond-jewelry retail 
market slow further, though 
slightly so. We also saw 
that the diamond content 
in jewelry continued to 
slide downwards, and that 
polished prices remained 
unstable edging downwards. 

Meanwhile, rough prices 
edged upwards. 

Otherwise, not much 
changed in 2014 – except 
for one aspect: More players 
lost confi dence in their 
own businesses, in the 
industry’s future, and in 
other stakeholders. Above all, 
many players lost confi dence 
in some of their rough 
suppliers. A De Beers broker, 
commenting on a recent 
sight, observed that “it is 
clear that some Sightholders, 
whose blind loyalty over the 
years was unquestioned, and 
ensured they bought from 
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De Beers ‘at all costs,’ have 
now reached the point where 
months of negative or flat 
margins in manufacturing 
has resulted in them simply 
returning goods and being 
unconcerned if their actions 
result in a reduced supply 
allocation going into the new 
contract.”

The indifference toward the 
midstream’s plight by some 
of the oligopolistic rough 
suppliers – and the latter’s 
respective changes in business 
models – was bound to be 
reciprocated at some point. 
That point seems to have 
arrived.

continued negativity
In the time-honored trust-
based industry, 2014 was a 
watershed year. Most players 
reluctantly realized that the 
traditional fabric of mutual 
trust has become an illusion. 
Whether between suppliers 
and customers, clients 
and bankers, bankers and 

regulators, or industry and 
governments, it is clear that 
something quite irreversible 
happened.

The negative business mood 
that started in earnest toward 
the end of 2014 is continuing 
well into 2015. The negative 
mood is further exacerbated, 
to quote the De Beers 
broker, by “the cumulative 
disappointments resulting 
from the U.S. holiday sales 
season, Chinese New Year, 
Valentine’s Day, the Hong 
Kong trade show and more 
recently the Basel world show, 
coupled with a further recent 
drop in polished prices [that] 
continue to take their toll 
and have created a feeling 
of despondency amongst 
manufacturers.”

‘upgrading’ the state of the 
industry
The diamond industry isn’t 
really doing as well as what 
trade statistics, press releases, 
conference presentations, and 

highly impressive research 
reports claim. The difference 
between industry reality 
and its image is akin to the 
upgraded diamond-grading 
report. It’s like certifying 
a company’s responsible 
business practices when there 
are more reasons to call in the 
police, or when best practice 
principles are merely viewed 
as a promotional slogan 
without enforceable substance.

It’s all talk. Take for example 
the idle talk among industry 
leaders about taking action 
against defrauding colleagues 
engaged in the selling 
of undisclosed synthetic 
diamonds. The industry 
players are “playing a role” in a 
massive joint effort to sustain 
the delusion and pretend that 
things are better than they are. 
That’s how we are collectively 
upholding the diamond 
dream.

So, you ask, why is this a 
diamond-pipeline issue? 
When value-chain integrity 

is eroding and a few 
unscrupulous operators 
are impacting the terms of 
trade, competitive distortions 
are created. In such an 
environment, merchants will 
not be competing on a level 
playing field. 

slanted research?
The more the diamond 
industry gets “over-
researched,” the more it seems 

“We knoW 
thAt suPPly 

Will cleArly 
be loWer thAn 

DeMAnD in 
the future 

yeArs. so the 
ProsPects Are 
Pretty gooD.”

" 

De Beers Group CEO and President 
Philippe Mellier
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De Beer Group 
CEO and President 
Phillippe Mellier

to be “under-performing.” 
While these prevalent industry 
studies contain descriptions 
of considerable “prosperity” 
(diamond equity), for most 
pipeline participants, little of 
this is visible in one’s wallet. 
Unless, of course, one happens 

to be a producer and/or a 
beneficial owner of diamond 
mines.

Indeed, producer-sponsored 
research endlessly highlights 
the “inevitable” looming 
diamond-supply shortages. 

This research attributes the 
shortages to the growing gap 
between supply and demand, 
and includes the inherent 
and implied promise of 
phenomenal prices increases 
and future profits. Just wait, 
says the research, hang in 
there.

De Beers Group CEO and 
President Philippe Mellier 
reiterated these goods tidings 
in a recent interview with 
JCK’s Rob Bates:  “We know 
that supply will clearly be 
lower than demand in the 
future years. So the prospects 
are pretty good.” However, 
he didn’t say pretty good for 
whom. What Mellier did 
stress, however, was that he 
is “not responsible for the 
margin of my customer. 
They are responsible for their 
margin.”

Also in this interview, Mellier 
compared his diamond 
clients to a “business I know 
very well — car dealers 
— they make 1.5 percent, 
and they are all smiling 
and happy about it.” These 

words reverberated through 
the pipeline like a tsunami. 
Is this the main supplier 
who aspires, with clients, 
to promote “the diamond 
dream”? The self-anointed 
industry leader basically 
telling clients: “I do what’s 
good for De Beers. You take 
care of your own business.”  
Loyalty is a two-way street. 
Mellier has formally ended 
the end of an era. Clients feel 
now free to refuse to purchase 
rough, and walk away 
from De Beers. It may have 
crystallized their thoughts 
about supplier.

Yes, though De Beers is 
still the dominant diamond 
producer, certainly from a 
competition law perspective, 
the company may not be 
legally responsible. However, 
according to Mellier, who 
was quoted in De Beers’ 2014 
Diamond Insight Report, 
the company prides itself on 
being “the world’s leading 
diamond company” that 
“aspires to play a leading 
role in helping all those with 
an interest in the industry 
understand how and why it is 
evolving.”

Post 2014, the industry begs 
to understand the illogical 
difference between rough 
and polished prices, and why 
those purchasing rough are 
faced with losing money…

The 2014 picture gives rise 
to serious concerns. Nobody 
can predict how long the 
industry can get away with 
illusory growth, illusory 
profits, illusory financial 
stability, dropping diamond 
prices, loss of inventory 
values, and loss of moral 
fabric. Economists know that 
when confidence is lost, that 
loss can be severe, sudden 
and simultaneous across 
a number of markets and 
pipeline segments. Restoring 
it may take years – if at all.
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the 2014 DiamonD pipeline
pace of retail 
growth continues to slide
Let’s turn to the figures. 
The annual pace of growth 
in diamond jewelry sales is 
declining. Last year’s global 
diamond-jewelry retail sales 
reached US$78.5 billion. Our 
multi-year pipeline analysis 
shows that in the last three 
years, global diamond-
jewelry sales year-on-year 
show a compound annual 
growth rate (CAGR) 
of +7%. This 
is fantastic. 
However, 
a closer 
look 
really 
tells us 
that in 
2011, 
the 
growth 
was 18% 
following 
a disastrous 
financial crisis year, and 
that in each of the following 
years, growth was a low 
single digit.

A similar analysis done 
by Alrosa over a four-year 
period arrives at the same 
7% (CAGR) growth. Alrosa 
concludes that in 2013 
growth totaled 8% and fell to 
just about an (estimated) 2% 
in 2014. (In comparison, our 
2014 pipeline estimates give a 
better picture – we calculate 
a 5% global year-on-year 
retail growth.) Meanwhile, 
De Beers mentioned a 
4% growth for 2014, an 
improvement over the 3% of 
the preceding year.

We expect that in 2015 the 
growth rate will further 
decline to 3%, getting us 
to some US$81 billion 

diamond retail sales. By any 
standards these are very 
low growth rates – and they 
completely hide (or willfully 
ignore) what should be of 
much greater concern to 
the industry: The diamond 
content in these retail sales 
is steadily declining. There is 
little comfort for a diamond 
manufacturer or trader if 
the retail jeweler sells more 
diamond jewelry, when the 
pieces contain less diamonds. 

So much for the retail 
growth figures. 

More about 
that later.

it is the 
bottom 
line that 
counts

For the 
players in 

the diamond 
trade and 

industry, it is the 
bottom line that counts. 
Seen from that angle, true 
transparency would require 
reports citing the coming 
“supply gap” graph, which 
should include a mandatory 
disclosure footnote: The 

main beneficiaries of these 
higher prices will only be the 
producers themselves – and 
nobody (!!) else.

Please read that sentence 
again: the main beneficiaries 
of these higher prices will only 
be the producers themselves – 
and nobody (!!) else.

The way the producer 
sales mechanisms are 
evolving, current and future 
incremental diamond 
“wealth” is not about to 
be readily shared with 
the midstream (diamond 
manufacturers and traders) 
or the downstream (the 

jewelers and retailers). 
Perhaps the industry needs 
its own cautionary notes like 
those that appear on cigarette 
cartons: “Beware of these 
higher (rough) prices – they 
are not good for your health. 
Actually, they may kill your 
business.”

higher rough prices
Higher producer prices 
lead to greater demand for 
financing. The end-of-year 
industry banking debt is 
estimated at US$15.5 billion 
globally (of which 40% was 
in India, 24% in Belgium, 
9% New York, 8% each in 
Israel, Hong Kong and Dubai, 
and the rest elsewhere). One 
might argue that banks would 
also benefit from higher 
rough diamond prices. Not 
so. They will be beneficiaries 
only when margins for the 
midstream rise, since they 
fund the midstream and 
not the suppliers. Moreover, 
if the disconnect between 
the prevailing polished 
prices and the rough prices 
commanded by producers 
continues, higher rough 
prices will cause business 
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failures (bankruptcies) in the 
midstream – something that 
will inevitably lead to a rise in 
banking defaults.

It seems that rough is priced 
(and traded accordingly) at 
the polished prices that are 
expected to prevail by the 
time the resultant polished 

gets to the jewelers. This 
means that one buys rough, 
hoping that prices will go up. 
This reflects the prevailing 
psychology – diamond 
dealers will purchase goods in 
anticipation of better prices.

At a recent conference, one 
mega manufacturer lamented 
that “we, in the middle of the 
pipeline, should remember 
that we can’t live just in hope 
for future, we need to get 
there.” Call it the “confidence 
factor,” which is of paramount 
importance and which largely 
dissipated by the end of 2014. 
If price directions disappoint 
– and even decline – it’s not 
just that the mood becomes 
sour, it also reflects a real hit 
at inventory values. 

uncertain production 
figures
Consistent with the research 
consensus regarding rough 
supplies, the current reduced 
pace of growth in diamond-
jewelry sales is, indeed, partly 

offset by a greater reduction 
in the pace of rough diamond 
production. However, that 
being said, as we alluded 
to earlier, it has become 
apparent that the more 
transparency and research 
that emerges, the greater the 
confusion – or, one might 
add, the more obvious the 

agenda of the reporting entity.

As the Kimberley Process 
(KP) figures for 2014 have not 
yet been released, let’s take, 
for example, the final official 
KP (government-reported) 
production figures for 2013. 
The KP reports that in that 
year the mining countries 
produced 130 million carats 
valued at US$14.1 billion. 
McKinsey puts the rough 
diamond production at 
“over 136 million carats.” 
Bain & Co. sticks to the 
130-million figure. However, 
the much-heralded (and 
beautifully printed) De 
Beers Diamond Insight 
Report 2014 exuberantly 
states that in 2013 the world 
produced 146 million carats 
worth US$18 billion. It is 
clear that De Beers must 
be mistaken, otherwise 
the “unrecorded (or illicit) 
production” bypassing the 
KP from unknown sources 
would be around 16 million 
carats, raising doubts about 

the origins (legitimacy) of 
the equivalent of over 12% 
of official world production. 
Moneywise, these “diamonds-
from-nowhere” would 
represent anywhere between 
US$2-4 billion. The NGOs 
would have a field day.

Tacy’s 2014 preliminary 
rough production figure is 
estimated at 132.3 million 
carats, valued at $16.52 
billion (making for an average 
of $124.84 per carat). This is 
slightly above our 2013 figure.

As some producers were also 
selling from inventory last 
year (especially Alrosa), the 
rough supplies to the markets 
were slightly higher at 
US$16.7 billion. The resultant 
polished sales, measured in 
polished wholesale prices 
(pwp), came to US$21.8 
billion, ostensibly, delivering 
a total added value of US$5 
billion. That makes 2014, for 
the “midstream” players, a 
“slightly better than break 
even” year.

Our research shows that 
the operational costs 
for manufacturing and 
marketing comes to some 
US$3.8 billion. Additionally, 
financing costs some US$1.1 
billion. Also, allowing for 
some write-offs, there is 
really “not much” left – if 
anything at all. This is without 
calculating the impact of 
fluctuations in prices and 

currencies. The inventories 
held by the midstream (see 
the “overhang” line on the 
pipeline chart) increased 
by some US$0.5 billion to 
a staggering US$1.5 billion 
by the end of December 
2014. [This growth is partly 
attributed to the lengthy 
turnaround periods of 
the GIA, thus some of the 
potential earnings have been 
shifted forward.]

Diamond content in retail 
sales Declines
From an analysis perspective, 
especially in times of market 
volatility, one must be 
cautious when analyzing 
a single year, because of 
withdrawals or additions to 
inventory at every level of the 
pipeline.

The polished diamond 
content in diamond-jewelry 
retail sales totaled US$23.01 
billion. This figure is the 
equivalent of 29.3% of 
the total retail value. The 
downward trend of this figure 
should be a concern. In the 
last five years, the diamond 
content in jewelry pieces sold 
hovered around 28.5-33.5% 
of the retail price. (This is 
partly dependent on the price 
of gold. Retailers sell by price 
points: When the gold price 
goes up, retailers will reduce 
the diamond content of the 
jewelry piece. Diamond 
contents vary greatly around 

the PolisheD DiAMonD content 
in DiAMonD-jeWelry retAil sAles 

totAleD us$23.01 billion. this figure 
is the equivAlent of 29.3% of the 

totAl retAil vAlue. the DoWnWArD 
trenD of this figure shoulD be A 

concern. in the lAst five yeArs, the 
DiAMonD content in jeWelry Pieces 
solD hovereD ArounD 28.5-33.5% of 

the retAil Price.

" 



 2015-4 | World Diamond Magazine  15

the globe, depending on 
the retail structure and 
overheads in the diff erent 
geographies.)  Taking a 
multiple year view, aft er the 
“fall” of 2010, global diamond 
retail sales have grown 30% 
from US$60.17 billion to 
US$78.5 billion last year. If 
one looks at the diamond 
content in retail sales over a 
fi ve-year period (2010-2014), 
the annual fi gure has grown 
by some 26%. Th e fi ve-year 
average stands at US$21.8 
billion. However, the fi ve-year 
growth of diamond content 
in jewelry retail pieces trails 
behind the 30% growth in 
diamond retail sales: this 
means that there are fewer 
diamond dollars in the fi nal 
jewelry products. From a 
high of 33.3% in 2011, it 
has been reduced to 29.3% 
in 2015. Th us, on average, 
in every diamond-jewelry 
piece retailing for US$1,000, 
the diamond content (pwp) 
is no more than US$293. 
Our research indicates that 
this fi gure will decline even 
further to 28.7% in 2015. 
Th us, while diamond-jewelry 
retail sales are growing, the 
overall diamond content in 
these sales is declining.

Not all of the producers have 
internalized this new reality. 
In the past, the percentage 
increase in pwp values 
by and large tracked the 
percentage increase in retail 
diamond-jewelry sales. With 
retailers’ operating overhead 
increasing at a higher rate 
than turnover, their product 
development and buying 
patterns have changed in 
pursuit of higher gross 
margins, lower product costs 
and, therefore, lower polished 
wholesale prices.

A 5% increase in retail 
demand no longer leads 
to a similar 5% increase 
in polished demand. It is 

becoming much less – and 
in certain geographies 
and/or scenarios, polished 
wholesale demand can be fl at 
or negative while retail sales 
rise. (In the U.S., for example, 
we estimate that diamond 
content grew by merely 
1.2%.) Clearly, the industry’s 
focus shouldn’t just be on 
growing jewelry sales but also 
on having equal (or better) 
growth in polished wholesale 
sales.

impact of recycling and 
synthetics on Value 
addition
From a supply perspective, 
the phrase “overall diamond” 
content includes distinctly 
diff erent products: (1) 
natural diamonds coming 
from newly mined diamonds 
or inventory withdrawals; 
(2) recycled diamonds (or 
as De Beers calls it, 

“consumer diamond 
reselling”); and (3) (mostly 
undisclosed) synthetics. Th e 
aforementioned US$23.01 
billion fi gure includes slightly 
more than US$1 billion of 
recycled and synthetic goods 
– and that’s a conservative 
estimate.

In terms of profi ts (i.e., their 
relative share in the added 
value), we are not comparing 
apples to apples, as the 
margins made on recycling 
and synthetics are higher 
than those to be earned on 
the processing and sales of 
“freshly” (naturally) mined 
diamonds. Th is is something 
the diamond producers 
conveniently overlook. 
Th ey are preoccupied with 
delivering more sophisticated 
synthetic detection 
equipment. But diamond 
manufacturers and retailers 
live or die by their margins. 
If the margins to be earned 
on man-made diamonds are 
signifi cantly better (as indeed 
they are) than those on 
naturally mined diamonds, 
more diamantaires will divert 
business to synthetics. A 
retailer – almost by defi nition 
– will always try to sell the 
most profi table items he has 
in store.

Th e main gem-quality 
synthetic producer, Jatin 
Mehta’s family-owned IIa 
Technologies from Singapore 
and Malaysia, bombards 
the jewelry market with 

sponsored research reports 
by Frost & Sullivan, which 
is forcefully building a case 
against natural diamonds. 
What the “synthetics tsar” 
clearly understands is that 
retailers and diamond 
manufacturers are not driven 
by “ideologies” – rather, 
they are driven only by their 
bottom line.

Today, the industry still 
seems almost entirely united 
in its fi ght against synthetics 
because of fears of what they 
might do to their inventory 
values and to their equity. 
If, hypothetically, there were 
no inventories, the players 
in the diamond industry 
and jewelry retailers would 
go for the product that 
aff ords them the best profi t 
prospects. It should not go 
unnoticed that some of the 
diamond sector’s highest 
elected representatives, i.e., 
the industry’s leaders, are also 
in the gem-quality synthetic 
business.

From our analysis, it seems 
that IIa Technologies is 
responsible today for about 
80% of the synthetic gems 
in the market. As these 
diamonds dominate a rather 
small size and quality range, 
they undoubtedly have an 
impact on certain polished 
prices. Th e business model 
of IIa Technologies is based 
on buying and selling to a 
number of key customers. 
Especially in the case of 
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related-party transactions, 
this allows for a considerable 
degree of ambiguity regarding 
production output. The 
company’s CEO, Vishal Mehta, 
has gone on record stating that 
the annual output is 300,000 
carats polished.

A quick review from a few 
thousand stones on offer on 
the marketing company’s 
website shows that many 
diamonds are priced at 
US$10,000 per carat or more. 
(It is also claimed that they 
sell for 30-40% less than 
comparable naturally mined 
goods.) As the greater majority 
of output is smaller goods, 
we assume an average market 
price (pwp) of US$1,300 per 
carat for the production, 
which would get us to US$400 
million for this company 
alone.

Our information on the 
capacity of growers would 
suggest that the output 
might be larger. Allowing an 
additional US$100 million 
for the half a dozen other 
CVD and HPHT gem-quality 
synthetic producers, we state 
for pipeline purposes that 
synthetic supplies to the 
market are ≥US$0.5 billion, 
which is unchanged from 

last year. But it is possibly far 
more. Moreover, assuming 
that a considerable part of 
the output will fetch normal 
natural market prices for being 
sold as undisclosed, often 
already set in jewelry, many 
sales will have taken place 
without a synthetic discount.

The most recent Bain & Co. 
diamond study concludes 
that “there is no indication 
at this time that consumers 
view synthetic diamonds as 
acceptable substitutes for 
natural diamonds when they 
make an emotional purchase. 
There may be a market 
niche for synthetic, gem-
quality diamonds similar to 
the niches created by cubic 
zirconia, moissanite, and 
Swarovski crystals.”

The study also finds that 
“the most pressing issue 
involving synthetics in the 
past few years has been 
the undisclosed entry of 
synthetics into the [natural] 
diamond supply chain.” It is 
this “undisclosed” element 
that justifies our inclusion 
of synthetics in the diamond 
pipeline. If and when there is 
certainty that these diamonds 
are marketed just as 
Swarovski, CZ or moissanite, 

their inclusion in our pipeline 
may become superfluous.

recycled Diamonds 
Will become 33% of 
Diamond market
Though one can argue about 
precise figures, McKinsey 
offers an observation that 
represents an industry 
consensus. It says that natural 
“rough carat production will 
likely remain at approximately 
the same level for the next 
10 years before gradually 
starting to decline in 2025.” 
In plain English, this means 
that the diamond market 
will not grow. If there aren’t 
more diamonds, then – as 
we already suggested earlier 
– the growth in the natural 
diamond business can only 
come from higher rough 
prices, where the benefits 
may not flow through to 
midstream and downstream 
players. Today, the diamond 
manufacturers don’t even have 
sufficient margins to embark 
on meaningful (natural) 
promotion programs. 

In our research, we expect that 
the “shortages” in supplies 
may be met by synthetics. 
We are less sanguine than 
McKinsey in our belief that 
synthetics do represent an 
economic substitute. In 
contrast, and what strikes 
me as rather puzzling, is 
that McKinsey and De Beers 
both see consumer recycling 
as the answer to the supply 
shortages.

The recent McKinsey 
diamond study predicts that 
diamond supplies will reach 
some 145 million carats by 
2025 (that’s within ten years) 
of which only slightly over 95 
million will represent newly 
mined rough diamonds and 
close to 50 million carats 
will come from recycling: 
i.e., consumers or investors 

selling their stones back to the 
market. Says McKinsey: “Even 
under the most aggressive 
assumptions, recycling will 
likely only represent about 
1/3 of supply by 2025.” Look 
at the word “only” – read in 
proper context, McKinsey’s 
expectations are much higher; 
this one-third is some kind of 
“worst” case scenario. In the 
better cases, it would be much 
more.

McKinsey also sees recycling 
as a disincentive to the 
development of new mines. 
Says McKinsey: “Supply 
struggles to keep up with 
increasing demand from the 
East. Some additional capacity 
is brought on-stream, but 
increases in recycling offset 
some of the potential supply 
growth.”

It’s quite amazing that while 
some argue that synthetics 
might be the answer to the 
looming supply shortages 
gap, McKinsey believes that 
recycled diamonds will fill 
that role. In either scenario, 
when there are substitutes, 
there will be less money 
invested in new mining 
projects. It’s a vicious circle.
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2014: producers going 
Downstream
Though other producers 
haven’t adopted this as a 
business model, De Beers 
showed in 2014 that it 
will become increasingly 
active in the downstream 
markets – and view these 
as a source of revenue. 
Recently, at a diamond 
conference, De Beers 
Executive Vice President 
Paul Rowley highlighted 
the company’s “significant 
investments in detection 
technology, consumer 
demand via Forevermark, 
the Best Practice Principles 
program, diamond-
grading opportunities with 
Forevermark, and [its latest 
addition] consumer diamond 
reselling in the United States.” 
The question that remains 
unanswered is whether 
De Beers will also become 
a supplier of gem-quality 
synthetics.

So far, De Beers publicly 
denies any intention to join 
the gem-quality synthetics 
market. Most observers 
don’t really believe these 
refutations. De Beers is 
walking the most unlikely of 
roads to seek additional profit 
streams – walking away from 
an enormous profit potential 
isn’t exactly consistent with 
current profit-maximizing 
objectives. It is not difficult 
to package such decisions 
in ways that will show this 
is really necessary to protect 
the natural markets.  We 
truly believe that this is just a 
matter of time. The company 
possesses the best technology, 
and it has made huge 
investments. It would be “out 
of character” for De Beers to 
ignore that market niche. Its 
main problem is only “how to 
tell this to Botswana…”

But, having said that, 

Botswana is probably 
prepared. A policy strategy 
paper by Professor Roman 
Grynberg and Diana 
Philimon of the Botswana 
Institute for Development 
Policy has reasoned that De 
Beers “can either remain 
out of the synthetic gem 
market thereby allowing the 
emerging excess demand for 
diamonds to be filled by other 
producers or entering the 
synthetic gem industry and 
running the risk of potentially 
diminishing the value of its 
global diamond mine assets. 
There can be little doubt 
that De Beers will have no 
choice but to evolve into a 
major synthetic gem supplier. 
Whereas in the past De 
Beers’ technical superiority 
in the area of synthetics 
could assure the company an 
element of market control 
in this area, the diffusion 
of the CVD and annealing 
technologies to many firms 
and countries will assure 
that they will not be able to 
dominate the synthetic gem 
market for long.”

Do mining profits need to 
be protected?
Mining has always 
constituted the most 
profitable part of the pipeline. 

In the Tacy Pipeline, the 
direct cost of mining 
production is stated in a 
range of 40-45% of the value 
produced. Some mines are 
extremely profitable: At 
Jwaneng in Botswana, for 
example, at one time, it cost 
8 cents to produce one dollar 
of diamond revenue. It may 
have gone up since. But, 
according to De Beers, it will 
still only cost 12 cents to get 
a dollar of Jwaneng revenue 
by 2020. How are these 
calculations made?

Traditionally, the transparent 
mining companies publish 
a so-called “Diamond 
Account,” which shows the 
gross margins made on 
diamond sales. The account 
includes the sales revenues on 
the income side from which 
it deducts expenditures such 
as purchases, depreciation 
and amortization, production 
costs, decrease (increase) 
in stocks, marketing 
expenditure, sorting and 
selling costs, exploration/
prospecting and research and 
new business development 
costs. Thereafter, mines 
may have other income 
(investments, interest earned, 
etc.), and expenditures 
such as taxation and royalty 
obligations, etc.

So, how can one compare 
the profitability of mining 
deposits held by different – 
and competing – diamond 
mines? One way of doing 
this is through isolating the 
production costs proper. 
De Beers’ management has, 
over the years, always made 
sure that its mines are the 
lowest-cost producers in 
the diamond industry. This 
was part of the traditional 
cartelistic control structure. 
If there was ever a “price 
war” among diamond mines 
(similar to what we see today 
in oil at OPEC), or if there 
was a severe demand shock 
causing diamond prices to 
plunge, De Beers’ mines 
would still be profitable to 
operate while others would, 
perhaps, have to close down.

As in this year’s diamond 
pipeline story, with such 
concerns about the absence 
of midstream profits being 
raised, it is relevant to end 
this review with a word about 
mining profits. De Beers takes 
pride in showing to select 
audiences a slide detailing the 
direct cash cost expenditure 
to mine diamonds. It also 
illustrates the other mines 
– but, for legal reasons, will 
not specifically provide their 
names, as this potentially 
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could create issues of 
proprietary information of 
commercial relevancy.

Take a look at the graph  below 
with the projections for 2020. 
This shows that in virtually all 
of its major mines, it costs De 
Beers just 22 cents to produce 
a dollar. Its averages over many 
years – and we have been 
monitoring the annual figures 
throughout several decades – 
have always hovered around 
20-25 cents to get a dollar. 
Once a Washington colleague 
(from National Geographic) 
remarked that it costs the U.S. 
government more to print 
a US$10 bill than it costs to 
get the equivalent value from 

Jwaneng. Having said that, the 
current arrangements with 
the government of Botswana 
assures that the government 
gets – one way or the other 
– 80.2% of all of Debswana’s 
mining profit.

And this is exactly what 
should worry us. In mining 
companies like Alrosa, the 
shareholders get the benefit 
of all the revenues. Therefore, 
they remain “pure mining” 
companies.

There are other comparisons. 
Analysts looking at companies 
in their totality will find De 
Beers’ operating profits to be 
in the 20% range (as they are 

losing heaps of money on their 
downstream activities), while 
Alrosa will have around 38%, 
Rio Tinto 16%, Dominion 
17%, and Petra 35%.

De Beers, however, needs to 
generate alternative sources of 
income. That’s why it is getting 
involved in midstream and 
downstream activities, ranging 
from trading in recycled 
diamonds, getting into the 
diamond-grading business, 
franchising its diamond brand, 
etc.

Earlier this month, in a 
motivational speech, De 
Beers’ VP Paul Rowley told a 
conference audience that “the 

industry will soon be faced 
with a period of heightened 
opportunity, the like of which 
we have not seen in more than 
a generation.  …. If we want 
to make the most of the future 
then we must all look at how 
we can invest now to increase 
our future returns. I therefore 
encourage you all to look 
at your business, look at its 
strategic positioning and look 
at how you can use your own 
strengths to capitalize on this 
period of opportunity.”

Somehow, it seems difficult 
to identify these “heightened 
opportunities.” Nor is it clear 
from where the funds will 
come to make “the investment 
to secure future returns.” 
Producers should know that 
no company will invest in a 
project without future returns. 
There is talk – as has been the 
case for decades – of further 
industry consolidation. But 
consolidation comes at a cost, 
as the overall equity of the 
industry is eroding. Those 
who exit the trade also take 
their money with them. This 
cannot be the right response to 
the pipeline’s present daunting 
challenges. Let’s hope that 
experienced pipeline players 
will find a way out or, better 
yet, a way forward. 
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I was watching TV a few 
days ago and for some reason 
I caught myself watching 
the commercials. Usually I 
flip the channel or focus on 
other things, but this time 
was different. One of the 
commercials I saw offered 
up a good reminder for all 

salespeople and I thought I 
would pass it onto you. 

It was a car commercial 
designed to show customers 
that they are dedicated to 
customer service and will 
leave no stone unturned. 
The commercial shows 
salespeople “practicing” their 
presentations with trainers 
throwing a variety of curve 
balls at them. The salespeople 
handle all of the situations 
and are applauded for doing 
so as the commercial ends. 
The idea of the commercial is 
obvious: our salespeople are 
ready to help you. 

As with any commercial, it’s 
a little corny, but the lesson 
is a good one. It doesn’t 
matter how long you’ve been 
in the field of sales, a little 
practice here and there is 
always a good idea. Think 
about it; pro athletes still 
practice even though they’ve 

been playing their respective 
sports for years. Why should 
salespeople be any different? 
Here are a few areas every 
salesperson can practice from 
time to time. 

•	 Handling	objections: 
Grab a co-worker for five 
or ten minutes and have 
them offer up objections. 
The more you practice 
dealing with different 
things that may come up, 
the better you will be at 
handling them.

•	 Review	features	and	
benefits: Have a family 
member or friend listen 
to you while you review 
all of the features/benefits 
of the products you are 
currently selling. Focus on 
the products that you do 
not sell a lot of and make 
sure you are ready when 
a customer does show 
interest.

•	 Review	Add-On	
Techniques: In most 
stores add-on sales 
provides the greatest and 
easiest area of growth. 
Practice coming up 
with Add-On questions. 
Assumptive Add-On 
Close and the “Don’t let 
me forget” techniques.

•	 Practice	closing: We’ve 
talked about this idea 
from time to time but 
going over your various 
closing techniques is 
always a good idea. Run 
over closes in your head 
and make sure you are not 
taking short cuts.

There are many more areas 
for a salesperson to practice 
but the basic idea is a simple 
one. Whether you’ve been in 
the business for 25 years or 
25 weeks, every salesperson 
can benefit from a little 
practice from time to time. 

Brad Huisken
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Turkey has ambitions 
to grow its diamond 
trading activity to 
complement its vast 
jewelry manufacturing 
and rich heritage in gold 
jewelry consumption. 
The country recently 
abolished various 
prohibitive taxes on 
diamond imports and 
believes it now has the 
structures in place to 
pursue growth. 

Q&A with Ayhan Güner, Chairman of the Turkish Jewellery Exporters Association

Reprinted from Rapaport Magazine By Avi Krawitz
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- What is the function 
of the Turkish Jewellery 
Exporters Association?
- The association is a 
structure that helps Turkish 
jewelry manufacturers export 
their goods worldwide. It 
develops the guidelines for 
exports and examines ways 
to enable manufacturers to 
explore new markets and 
strengthen their position in 
existing markets. 

To enter different markets, 
for example, we encourage 
our members to participate in 
trade shows and we finance 
50 percent of their show 
fees. We also finance their 
marketing and sometimes 
even their travel expenses. 

- What is the typical 
profile of your members?
-  We have 1,380 members. 

They are all jewelry 
manufacturers but of different 
sizes. We have members that 
export $100 million worth of 
jewelry each year and some 
exporting $100,000 worth. 

The strength of the Istanbul 
market is that we have 
many small workshops that 
manufacture jewelry. There 
are over 10,000 of these 
small workshops that work 
with the exporters. So the 
exporter receives an order 
from overseas and brings it to 
the workshop to manufacture 
on their behalf. That gives our 
exporters flexibility in terms 
of their costs. 

Having these small 
workshops is an advantage 
because an exporter can 
spread an order out between 
a number of workshops. 
If, for example, a big order 

comes in, an exporter can 
easily employ 50 workshops 
so that the order can go out 
very quickly. This is the most 
flexible aspect of the Turkish 
market. 

We also have big fabricated 
manufacturers that make up 
the top ten of our members. 

- What are the major 
markets for Turkish 
jewelry? 
- We export globally with 
particular strength in the 
U.S., the Gulf, Germany 
and Russia, including all 
the former soviet countries. 
Turkey is focused on markets 
that most other centers do 
not necessarily consider. So 
we have a unique perspective 
on places like Azerbaijan, 
Kazakhstan, Iran and Iraq. 
These are also countries that 
are not easy to go to but 
buyers from these countries 
can easily come to Turkey to 
trade. 

- How are those markets 
performing at the 
moment?
- Those markets are 
important to us in terms 
of our trading volume; but 
Russia is struggling because 
of the oil crisis and due to the 
devaluation of the ruble. 

In such economic conditions, 
all markets are a little down, 
including Turkey. However, 
Turkey’s strong point is that 
we work with a diversified 
range of countries. So, when 
there is a crisis on one side, 
the other side is ready to do 
business. 

- How was 2014 for your 
members?
- The first three quarters of 
2014 were quite good for the 
Turkish market. The fourth 
quarter was more difficult 
and our exports to Europe 

declined a bit. Although our 
focus on Iran compensated 
for those declines. 

Women in Iran have very few 
options regarding where to 
spend their money, so jewelry 
is a popular choice. Therefore, 
in countries such as Iran and 
Iraq, women are investing in 
gold and diamond jewelry.

We saw in the fourth quarter 
that demand from Iran, Iraq 
and North Africa helped 
stabilize our market

- What was the level of 
Turkey’s jewelry exports 
in 2014?
- Our exports reached $4.5 
billion, according to Turkish 
customs measurements. I say 
that because $4.5 billion was 
declared, but there is still a 
large volume that is exported 
unofficially. 

Our exports grew by about 28 
percent in 2014, which makes 
jewelry among Turkey’s 
fastest growing export 
products – about double that 
of other products.

What impact has the recent 
abolishment of the tax on 
precious stone imports had 
on those numbers? One 
would expect that would 
encourage trade through 
official channels.

The Special Consumption 
Tax was abolished only in the 
second half of 2014, so the 
infrastructure was not yet 
properly established to have 
a full impact in 2014. The 
new legislation is designed to 
encourage manufacturing and 
exports. Our manufacturers 
will be able to import the 
precious stones they require 
for manufacturing jewelry 
without paying the tax, which 
was previously extremely 
prohibitive for them. 

New members are registering 
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every day to take advantage 
of this. So even though it is 
taking time to fi ne-tune the 
infrastructure, we’ve already 
seen a spike in the volume of 
trade. From September, when 
the new regulation took eff ect, 
until the end of the year, 
we did nearly one full year’s 
worth of imports.

- What percentage of your 
exports are diamond 
jewelry?
- About 30 percent of the $4.5 
billion of recorded exports 
was in diamonds and the rest 
was gold.

Th e diamond content 
is growing. Diamonds 
previously accounted for 
about 15 percent of the total. 
We 

made a decision to grow our 
diamond exports and our goal 
is for diamonds to eventually 
account for half of our jewelry 
exports, with gold making up 
the rest. 

- How important is the 
local market for Turkish 
jewelry manufacturers?
- If you consider that there 
are approximately 25,000 
jewelry retail shops in Turkey, 
it’s really important for the 
Turkish economy.

A strong local market 
provides a basis for our export 
sector. It gives us a plan B so 
that when the world economy 
is changing, we have our own 
internal market working for 
us. Th at is very important for 
a stable manufacturing sector. 

Local demand is better 
than global demand 

in the current 
environment. 

Due to the 
structure 
of Turkish 
manufacturing, 
does it not 
become diffi  cult 
to monitor 
your sourcing 
practices – given 
that ethical 

sourcing has become an 
important element of the 
diamond and gold jewelry 
business today? 

When an exporter works with 
the small workshops, they 
supply all of the materials. So 
the sourcing problem is out of 
the question. 

We’re also working under 
a new structure called 
Borsa Istanbul, which is a 
government institution. So 
any illegal processes have been 
dramatically reduced. 

Our gold sourcing practices 
are enhanced because we have 
a number of refi neries that 
are approved by the London 
Bullion Market Association 
(LBMA) and they are always 
checked for the responsible 
sourcing of gold. Gold 
mechanisms are audited and 
all invoices are checked. When 
a sale is made, manufacturers 
need to produce all of the 
necessary identifi cations and 
documents. 

Regarding diamonds, it’s not 
very complicated because we 
always buy from legitimate 
companies. Turkey is a 
member of the Kimberley 
Process, although we are 
not polishing diamonds, so 

there is no issue with confl ict 
diamonds.

- What is Turkey’s strength 
and what added value 
does it off er buyers?
- Istanbul has one of the 
largest inventories of 
mountings in the market. 
Whoever comes to Istanbul 
to buy mountings can easily 
fi nd 250,000 diff erent available 
designs. 

In markets like Iran, 
Azerbaijan, Kazakhstan and 
old Russia, buyers are not 
really used to working with 
order systems. Th ey want to 
come and choose what they 
want to buy and then go.

A buyer who comes to 
Istanbul to choose their 
mountings can source their 
entire product there since 
we have all of the sectors 
in Istanbul anyway. Th at is 
why we want to grow the 
diamond sector in Turkey so 
that a buyer can fi nd whatever 
diamonds they want in the 
market. 

Our aim is for Istanbul 
to become a jewelry and 
diamond hub. Th at is part 
of the government’s 10-year 
strategy for 2023. 

- How are you going to 
achieve that?
- Turkey already has gold, 
silver, mounting and jewelry 
manufacturing. Th e only thing 
missing in a meaningful way is 
diamonds.

We feel there is an opportunity 
to grow our activities in 
the diamond market, given 
that there has been some 
consolidation in other 
diamond centers. Th erefore, 
it’s important to establish 
joint-venture partnerships 
with those big hubs, and to 
attract diamond companies to 
open offi  ces in Turkey. 
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People travel to diamond 
trading centers like India, 
Israel and Belgium to fi nd 
their diamonds, buy and 
leave. But Istanbul is diff erent 
since you can go there and get 
everything, including your 
gold, silver and mounting. 
A jeweler can fi nalize their 
product before leaving. 

Istanbul is also a place where 
everyone can go. It has 
everything. In creating a hub, 
you cannot think only about 
business, you also have to 
think about social aspects. For 
example, hospitality is also 
very important. 

- What are the biggest 
challenges that the jewelry 
industry in Turkey faces 
with its growth initiatives?
- Turkish legislation and 
infrastructure is being 
established relatively late 
compared to other centers. So 
we are now working to close 
the gap. To grow, we need 

to develop collaborations 
and joint ventures wherever 
possible with today’s diamond 
hubs.

- Where do you envision 
the level of exports in the 
industry to be in 2023?
- We want to get at least 
one-third of the volume of 
trade in global markets. It’s 
ambitious, but if you check the 
government’s plans, they are 
really pushing toward that. If 
the geopolitical environment 
improves, we can easily 
reach that through relatively 
untapped markets such as the 
Middle East, Russia, Ukraine 
and Syria. Syria used to be a 
great market for us. If the wars 
were to end, we could double 
our exports the next year. 

- Th ere still seems to be 
a lot of work to be done 
in terms of the structures 
in place to enable that 
growth.
- Th e infrastructure is already 

in place, so all that needs to 
be done is the fi ne-tuning of 
those laws. 

We have an incredible 
heritage of jewelry dating 
back thousands of years. But 
we’re not marketing that. We 
are marketing 600 years of 
heritage, but in Anatolia we 
have a 10,000-year tradition 
of jewelry manufacturing. So 
that’s a powerful message and 
heritage. 

Imagine that before people 
were establishing diamond 
hubs, in the Ottoman Empire 
time, there was diamond 
polishing in Istanbul and 
the surrounding areas. Most 
of the precious stones were 
coming to Istanbul at the time. 
We’re confi dent that history 
can be recaptured.

People travel to diamond 
trading centers like India, 
Israel and Belgium to fi nd 
their diamonds, buy and 
leave. But Istanbul is diff erent 
since you can go there and get 
everything, including your 
gold, silver and mounting. 
A jeweler can fi nalize their 
product before leaving. 

Istanbul is also a place where 
everyone can go. It has 
everything. In creating a hub, 
you cannot think only about 
business, you also have to 
think about social aspects. For 
example, hospitality is also 
very important. 

- What are the biggest 
challenges that the jewelry 
industry in Turkey faces 
with its growth initiatives?
- Turkish legislation and 
infrastructure is being 
established relatively late 
compared to other centers. So 
we are now working to close 
the gap. To grow, we need 

Special thanks to Avi Krawitz
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inDia’s JeWellery inDustry 
set for recorD groWth
In spite of the Indian rupee declining in the international markets, the
country’s jewellery export growth is expected to touch a four-year high,
crossing $40 billion, in the current financial year thanks to the positive
atmosphere created by robust American demand. Industry leaders also
expect a rise in demand for gold jewellery in West Asia and Turkey. Based
on these favourable business conditions, India’s Gem and Jewellery Export
Promotion Council (GJEPC) has fixed an export target of $43 billion this year.

By Suresh Chotai
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The US constitutes 
around 42 percent 
of global jewellery 

consumption and around 40 
percent of India’s overall gem 
and jewellery export goes to 
America. Chairman of the 
GJEPC Mr. Vipul Shah says, 
“We are expecting high single-
digit - seven to nine percent - 
growth in the overall segment 
this year. Diamond jewellery 
demand is robust across all 
destinations including the 
US. Gold jewellery demand 
has also seen an impressive 
growth in 2014-15. The trend 
seems likely to continue, on 
rising order flows. Thus, we 
can easily cross $40 billion 
mark in exports this year.”

China has eroded some 
of India’s market share in 
the past few years. But the 
increasing cost of labour there 
has now made exports from 
China more expensive than 
India, the leaders feel.

India’s domestic gold jewellery 
industry is also expected to 
grow by eight to ten percent 
in the medium to long-term, 
according to a recent report 
released by credit ratings 
agency ICRA. The growth will 
be mainly driven by growing 
penetration of the organized 
sector and improving 

consumer 

sentiment, the report says.

At the same time, recent 
policy measures by the Indian 
government have eased 
gold availability to a great 
extent. This, coupled with 
the re-introduction of low 
cost gold metal loans has also 
helped create an encouraging 
environment, it added. This 
has already been reflected in 
Q4 of the year 2014, which 
achieved 19 percent growth 
year-on-year growth. During 
the FY, volumes reached a 
high of 662 tonnes, despite H1 
seeing lower than expected 
volumes. 

The ICRA report also says 
that in the long term, gold 
jewellery demand in India has 
strong cultural underpinnings 
and is also being driven by 
evolving lifestyle and growing 
disposable income, especially 
in Tier 2, Tier 3 cities and 
rural markets which account 
for a major chunk of the 
demand. It also adds that a 
majority of the eight leading 
jewellers it surveyed have seen 
a moderation in 2013-14 and 
2014-15 due to the impact 
of weak demand and rising 
competitive pressures. This 
was founded on an analysis of 
store-level metrics, including 
same store sales progress, 
Earnings Before Interest, 
Taxes, Depreciation and 
Amortization (EBITDA) 
and revenue per sq. ft. ICRA 
however, estimates that 

this will change leading 
to a 4 percent -8 percent  
growth in many of these 
parameters.

Adding to these expert 
opinions, Mr. Ishu 
Datwani, founder of 
Anmol Jewellers said:

“In recent years, Indian 
manufacturing quality 
has improved a lot. 
Our labour being 
inexpensive, we have 

been able to compete in terms 
of pricing and doing very 
well in the global market. But 
there is still the upper end to 
the market which the Italians 
control where we need to 
improve gradually. We are still 
in the more mass produced 
categories. But there is 
definitely an improvement in 
the finishing of our jewellery 
and we have managed to 
reduce the gap between us and 
the Italians in terms of finish.”

As far as the domestic 
market is concerned, Mr. 
Datwani said: 

“There has been a lot of 
competition here - for which 
I don’t think one can blame 
anybody - but the fact that 
the country has seen a lot of 
growth in population and the 
competition is not just limited 
to the jewellery industry, 
but it is across most other 
industries. Apart from this, 
the last financial year was a 
bit tough for the jewellery 
industry mainly because there 
has been sluggishness in the 

economy because of the global 
slowdown. The impact of the 
slowdown was not felt earlier, 
but it was felt only in last one 
year. Besides, all the policies 
of the previous Government 
had an adverse effect, so it 
would take some time for 
the new government policies 
to actually show a positive 
impact,” he explained 

“One of the reasons why 
the jewellery industry is 
struggling today to survive 
and grow is being the fact 
that the younger generation 
is more attracted towards 
latest electronic gadgets and 
instruments and jewellery has 
taken a backseat. I guess we 
need to be more innovative 
and think out of the box to 
promote jewellery among 
young consumers. We do have 
an important cultural reason 
for people to buy jewellery 
in our country, which is the 
wedding. So we must promote 
weddings and in a way tempt 
the young to go back to 
jewellery,” he added.

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.
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TRENDS

BLUE SUMMER
BLUE GEMSTONES
The days of 
Summer have 
arrived, with the 
attractive blue of 
clear skies and the sea 
calling us. In summer, 
our eyes receive even 
more blue as the sunrays 
passing through the atmosphere 
are scattered even wider by 
oxygen and nitrogen molecules. 

By Aylin Gözen
Elixir of Life Collection

Waterfall Necklace
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are scattered even wider by are scattered even wider by 
oxygen and nitrogen molecules. oxygen and nitrogen molecules. 

l'OiseauBleu

BLUE SUMMERBLUE SUMMER 

BLUE GEMSTONES



Best in Colored Gemstone 
Above 20k Winner

Etho Maria

Grand Prize winner by Omi Privê
Lightning Ridge Black Opal Ring

With shades 
of blue all 
around us, 
new jewellery 

collections featuring blue 
gemstones are on the market, 
with widespread displays of 
blue gemstone jewellery at the 
Vicenza, Basel, Hong Kong 
and Istanbul fairs. 

One of these is Adler’s new 
summer collection: ‘L’Oiseau 
Bleu (Blue Bird). In addition 
to blue gemstones on display 
at the Vicenza and Hong 
Kong trade shows, the 
‘Waterfall Necklace’ in the 

‘Elixir of Life’ Collection of 
FD Diamond, consisting of 
diamonds and blue topaz 
stones was promoted on 
many TV channels covering 
the Istanbul Jewellery Show. 
Th e colour blue was al so 
prominent in the winning 
designs of the jewellery 
competition organized during 
the Las Vegas 
Couture 
Show 

between May 28 and June 1.

Blue has been frequently used 
in art and fashion all the way 
back to ancient times. Th e 
most expensive color pigment 
known is the ultramarine 
shade of blue used in Ancient 
Egypt. Th e gemstone Lapis 

Lazuli, from mines 
in Afghanistan, 

was used 
at that 

time, 
and 

subsequently in the 
Renaissance period, for 
forming a blue pigment. 

Blue was in the forefront in 
fashion when it was worn by 
King Louis IX of France in the 
13th century. As a result, blue 
became the colour of wealth 
and nobility. 

Among the best-known 
gemstones with blue 
shades likely to be seen this 
summer are blue diamonds, 
tanzanite, aquamarine, blue 
topaz, sapphire, tourmaline, 
chalcedony, turquoise, lapis 
lazuli, Iolite and spinel. 

Best in Colored Gemstone 
Below 20k Winner
Tomasz Donocik
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NEWS

By Edahn Golan - EdahnGolan.com

The Vegas JCK and Couture 
shows not only cemented 

where the problems are, they 
also showed where positive  

activity is taking place, 
possibly signaling the way for 

the rest of the category. The 
show started with a certain 
degree of promise, suffered 

from low foot traffic and yet, 
provided some hope.

By Edahn Golan - EdahnGolan.com

1
Exhibitors Optimistic
Walking through the hallways on the 
opening day of the JCK Las Vegas show, 
diamond traders expressed optimism. Some 
may argue that salespeople are by nature 
optimistic folks, but in the diamond industry, 
it seems that salespeople are usually realistic. 
The source of this optimism may have been 
a belief in the US market as well as a feeling 

that prices of polished diamonds reached bottom. If prices will 
not decline anymore, than there is no point for retailers to hold 
out for further price declines. If a gun appears in the first act is 
a sign it will shoot in the third, than optimism in the first act is 
a sign of disappointment.

US Okay, The Rest 
Of The World Slow
Repeatedly traders stated that they are not so 
much worried about the US market, but for 
their sales in the rest of the world. Demand 
in China and Hong Kong is suffering from a 
continued slowdown and other markets, such 
as Japan, are reportedly expressing lower 
demand for diamonds.

In the US on the other hand, demand is at a slow but 
continuous pace. As the largest consumer market, the volume 
is there. And currently, that is what traders are looking for – 
volume that generates a steady cash flow.
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By Edahn Golan - EdahnGolan.com

Wholesalers 
want to protect 

their bottom 
line and the 

value of their 
inventory 

for obvious 
reasons. More 
than that, they 

are showing 
confidence in 

the value of 
their product.

3
Prices Bottomed, 
Wholesalers Are 
Protecting The Value 
Of Their Inventory
In the drive to generate cash 
flow – and in a textbook 
response to declining demand 
– wholesale prices of polished 
diamonds declined, brought 

very near to the point of complete loss of margins 
(and in some cases, past that point, according to 
polishers), in the past few months.

It is hard to tell so early after the show if prices 
were reduced further and if so by how much. 
However, the general sentiment was that prices 
should not be allowed to slip down any further. 
Wholesalers want to protect their bottom line and 
the value of their inventory for obvious reasons. 
More than that, they are showing confidence in 
the value of their product. This is very important. 
At some point, they need to refuse lower prices or 
risk losing the confidence retailers have in it. This 
confidence is eroding anyway on the consumer 
level and needs to be addressed on different 
fronts.

A Growing Realization 
That Enduring 
Economic Diamond 
Value Needs To Be 
Addressed
Partially, the problem with 
diamonds is that they are 
perceived as an unnecessary 
product. They are not food 

or shelter. However, diamonds can have other 
worthwhile qualities, such as enduring value. 
More people in the industry are feeling that the 
resale value of diamonds is a topic that should be 
addressed.

For starters, one popular myth that must be 
busted: that diamonds are not worth much, 
“proven” by the low price a consumer gets when 
trying to sell back a diamond to a store. The myth 
is the expectation that after you buy a diamond at 
retail, you should be able to sell it back to a retailer 
for a premium price above retail. Obviously, that 
goes contrary to the retail business model – buy 
low, sell high, buy at wholesale prices, sell at retail 
prices. The expectation of getting back a full retail 
price plus a premium is just not realistic.

That said, at least some retailers took advantage 
of consumers’ lack of knowledge and paid them 
much less than wholesale prices when buying 
from them their old diamonds. I’m being cautious 
here. In some cases, the distance between 
wholesale prices, what consumers were paid 
and honest practices were far off, creating a very 
negative sentiment in the consumer market, and 
it is coming back to bite us in the lower back 
regions.

More people in the diamond industry, wholesalers 
and retailers, are coming to the realization that a 
middle road must be found. Consumers should 
learn which diamonds have a good resale value, 
a way to track and find out what the value is over 
time and this must be done without breaking the 
traditional retail model or over commoditizing 
diamonds to the point that romance is lost.

During a panel at JCK, Forevermark CEO Stephen 
Lussier said that when they spoke with owners 
of high-end diamonds, there was a need to 
extend the discussion “beyond the 4Cs.” This is 
to say, explain other attributes of a diamond that 
impact its value. This is a bold statement from a 
De Beers VP, especially the Veep in charge of De 
Beers’ retail brand. De Beers is willing to take the 
discussion with consumers away from romance, 
enduring love, etc. into the realms of commodity.
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5 6
Talking About The 
Need For Marketing 
Is Finally Turning Into 
Action
Ever since De Beers ended the 
generic diamond promotion 
marketing campaign “a 
diamond is forever,” many 
asked, demanded, pleaded, 

even begged for the company or any other entity 
to pick up the initiative and promote the diamond 
category for everyone’s benefit. Until now, and 
with only one exception, the demand was that 
somebody, anybody, take care of it. All of a 
sudden, there are several initiatives in the works.

First, this is the end of the demand that “someone” 
will do it, and the beginning of if no one else does 
it, then let us think about how we can do it. That 
is refreshing. Among the initiatives are a group of 
miners, a group of industry activists, small groups 
of traders thinking of specific issues and more. 
This is an important change. I guess when your 
back flush against the wall, change does happen.

Price Point
Buyers were very price 
conscious. Partially because 
retailers, just like wholesalers, 
are keeping a very tight control 
on their expenses. The diamond 
industry, all the way down to 
retailers, is facing a decline 
in sales. Another reason is an 

attempt to get the most out of the situation and 
see if they  negotiate prices down by another point 
or two.

Sales were not 
spectacular, with some 
exceptions
Rounds, one carat and smaller, 
were not moving well at all and 
selling prices were low. A couple 
of companies specializing in 
fancy shapes reported decent 
sales, especially for Cushions 

and side stones. This may reflect an interest in 
something “different,” an item that may catch 
the interest of consumers not captivated by the 
traditional items.

On the other hand, bigger goods did better, part 
of a wider trend of higher priced items. It seems 
that the higher segment of American consumers is 
still buying diamonds. They have both the budget 
and interest. This bodes well with the decent 
business seen at the Couture show. Branded and 
stylized designs at both shows did well pointing 
to a dichotomy in the retail segments – high-end 
is moving and consumers find them worthwhile. 
Price point sensitive items are not doing well at all 
and desperately need marketing support.

Retailers’ Inventory 
Levels Are High (But 
Not Necessarily With 
The Right Goods)
Not only wholesalers have 
inventory issues. Wholesalers 
may be surprised to hear that 
retailers are suffering from a 
similar problem. What they 

bought a year ago is largely still in the display 
cases and aging. Their inventories are not in sync 
with sales and this tied up asset is not allowing 
them great flexibility in revitalizing their offering 
with fresh goods.Consumers should 

learn which diamonds 
have a good resale 

value, a way to track 
and find out what the 
value is overtime and 

this must be done 
without breaking 

the traditional 
retail model or 

over commoditizing 
diamonds to the point 
that romance is lost.
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9
Handmade, One Of A 
Kind Design Is Hot
Well-designed items are 
capturing the attention of 
consumers and generating 
sales. It is about differentiation, 
offering something new and 
different (yes, ‘different’ is 
important), with high-quality 

production. It makes a big difference.

Of these, the handmade, one off type of designs 
are doing especially well. The reason could be, 
again, differentiation. Stepping away from a 
mass-production – even if well designed and high 
quality – provides even greater uniqueness. That is 
what generates sales today!

Diamond 
Set Guitars 
Attract A 
Lot Of 
Attention! 

The Coronet 
electric Gibson 
guitar, placed 

at a strategic location at the JCK Las Vegas show 
had a constant stream of gawkers, and was a 
star attraction. Set with 500 carats of diamonds, 
and valued at $2 million, it had it all – a story, 
style, eye catching design, it was different, novel 
and unique. The entire diamond story with steel 
strings and a fret.

Originally published at http://edahngolan.com/10-things-learned-at-the-las-vegas-shows/

About Edahn Golan
Edahn is an analyst advising financial institutions, global 
diamond firms, diamond industry organizations and 
governmental agencies on topics ranging from provenance 
of fancy color diamonds to the diamond’s contribution to local 
economies. Among his clients are diamond firms, miners and 
the world’s second largest retail metrics firm.
The NY Times, WSJ and many other leading publications have 
quoted him about the diamond sector and diamonds.
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“Mr. Mellier will be a most 
welcome speaker and 
participant,” said World 
Federation of Diamond 
Bourses (WFDB) President 
Ernie Blom, which together 
with the International 
Diamond Manufacturers 
Association (IDMA), 
represents more 95 percent 
of all the individuals and 
companies that manufacture 
and trade in diamonds, 
worldwide. It is therefore the 
trade’s most important forum 

and we’re very much looking 
forward to Mr. Mellier’s 
insights and observations.”

IDMA President Maxim 
Shkadov, who recently has 
been critical of the rough 
producers’ marketing policies, 
including those of De Beers, 
said he was pleased Mr. 
Mellier would be speaking 
at and participating in the 
meeting. “The Presidents’ 
Meeting is a perfect platform 
to keep the dialogue with the 
producers going and IDMA’s 

members will no doubt wish 
to engage Mr. Mellier in their 
discussions.”

The 2015 Presidents Meeting 
is being hosted by the Israel 
Diamond Exchange (IDE) 
and the Israel Diamond 
Manufacturers Association 
(IsDMA). IDE President 
Shmuel Schnitzer, who is also 
a WFDB Honorary President, 
said he was honored to have 
Mr. Mellier among those 
who headline the Presidents’ 
Meeting.

“The global diamond industry 
and trade is experiencing 
enormous change and it is 
certainly ‘living in interesting 
times,’” Schnitzer noted. 
“Change has become the only 
constant in our business, but 
we need to remember that the 
common goal of our trade, 
and for that matter of all the 
participants in the upcoming 
Presidents’ Meeting, is to 
ensure that our future will 
be bright, sparkling and 
prosperous.”

Philippe Mellier, Chief Executive Officer of the De Beers 
Group, will be the keynote speaker at the June 14-16 
Presidents’ Meeting in Tel Aviv. Mr. Mellier will offer his 
‘Perspectives on the Diamond Industry’.

De beers’ 
ceo phillippe 

mellier to 
address 

presidents’ 
meeting
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HRD Antwerp has 
concluded a new 
agreement with 

Egyptian Gold, the biggest 
jewellery store chain of 
Egypt, was signed by Mark 
Descheemaecker, General 
Director in charge of Belgian 
Airways and Railways, 
Michel Janssens, a member 
of HRD’s Administrative 
Board, Mustafa Nasaar, 
President of Egyptian Gold, 

and Mehmet Can Özdemir, 
HRD Antwerp’s Middle 
East General Manager. The 
provisions of the agreement, 
which include certification 
of all diamond jewellery in 
Egyptian Gold stores and 
training of personnel, are 
estimated to be completed 
within two years. 

Mr. Mustafa Nasaar, pointed 
out that the agreement was 

extremely important for the 
firm. “The goldsmith and 
jewellery industry has been 
changing and developing 
all over the world. We have 
to ensure compliance with 
international standards. 
We know that certification 
of jewellery is one of the 
most important conditions 
required for ensuring 
reliability in the eyes of 
consumers. For a while, 

we have been selling HRD 
certificated jewellery in 
our stores. Upon seeing the 
sales performance of such 
products, we decided to have 
all our products certificated 
by HRD. The agreement 
further includes a training 
program for our personnel. 
We will continue to grow with 
the important contribution 
of HRD.”

In addition to its existing international agreements, HRD Antwerp 
has concluded a new agreement with EG, Egypt’s biggest jewellery 
store chain, which was signed in a ceremony held in the office of 
Antwerp’s Governor.

hrD antWerp eXpanDs
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ubai’s standing as of one of the world’s leading 
luxury destinations and the undisputed 
jewellery capital of the Middle East and wider 
region was signifi cantly enhanced with the 
inaugural  edition of VicennzaOro Dubai 
(VOD), a new jewellery super show organised 
by DV Global Link - a joint-venture company 
between Fiera di Vicenza and the Dubai 
World Trade Centre (DWTC). 

One of the highlights of the VOD was the 
World Diamond Mark’s (WDM) and Fiera di 
Vicenza’s fi rst-ever joint diamond jewellery 
catwalk at the VOD show on Friday, April 24. 
Six models displayed magnifi cent diamond 
jewellery pieces provided by the Dubai-
based house of Dhamani, and Dehres Hong 
Kong. Th e show was attended by VOD’s 
Emanuele Guido; Matteo Marzotto, and 
Corrado Facco, President and CEO of Fiera 
di Vicenza, respectively; representatives of the 
Dubai diamond, gem and jewellery business 
community, as well as international exhibitors 
and show visitors. 

“Th e catwalk was part of the WDM’s eff orts 
to promote diamonds and diamond jewellery 
at international jewellery trade shows,” 
Krisztina Kalman-Schueler, the WDM 
Programme Director explained. “Th is is this 
fi rst time WDM has organised a diamond 

jewellery fashion event in cooperation with 
our supporting partner, Vicenzaoro Dubai. It 
serves as a teaser for many similar events that 
will be held at other international trade shows 
around the world in the coming months,” she 
explained. 

Th e models displayed a choice of dazzling 
diamond-studded jewellery pieces - including 
exquisite necklaces, bracelets, earrings and 
diamond rings. Among the items were a 
72-carat stone in a 200 carat total weight 
colorless and yellow diamond collier, pairs 
of 20-caraters of D colour and IF clarity in 
earrings, and exquisite rings and necklaces 
with diamonds of diff erent sizes, shapes and 
colours. 

“We are grateful for the invaluable help 
of houses of Dhamani and Dehres, Marg 
Mashiach, a renowned fashion designer from 
Berlin for the wonderful dresses, and to the 
fantastic staff  and management of VicenzaOro 
Dubai. Th is small-scale fashion jewellery show 
off ered spectators a glimpse of the show we 
will be staging at the IJW in Mumbai, India, 
in August, and at a series of international 
jewellery shows in the Fall, worldwide.” Popov 
concluded. 

Running 23-26 April 2015 at the DWTC, 

With more than 
6,000 visitors and 
buyers from over 

110 countries, 
VOD’s Executive 

Director 
Emanuele 

Guido said the 
global jewellery 

industry’s newest 
world class 

sourcing platform 
got off  to a good 

start.

World Diamond mark holds 
first ever jewellery fashion 
show in Dubai
At inAugurAl vicenZAoro DubAi, uniteD ArAb eMirAtes
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more than 6,000 local, regional and 
international visitors and major buyers 
from over 110 countries descended 
on the high-end jewellery sourcing 
platform, with leading international 
traders saying the event had opened 
a new chapter in the global jewellery 
sector. 

A top-tier contingent of buyers from 
the UAE, India, Saudi Arabia, Iran, 
Pakistan, Lebanon, Turkey, Egypt, 
Syria, China, Russia, Jordan, Azerbijan, 
Kuwait, Algeria, Bahrain, Afghanistan, 
Thailand, Yemen, Australia, Qatar and 
Iraq, amongst others, flocked to the four-
day showcase, as the inaugural event 
rubberstamped its pre-debut billing as 
the leading B2B jewellery platform for 
the Middle East, Africa, Central and 
South-east Asia, and Russia. 

Attendees encountered a series of 
cutting-edge innovations throughout 
the entire global jewellery industry 
production chain, as more than 500 top 
brands from over 25 countries nations 
exhibited their latest collections and 
products across four clusters: Global 
Brands, Fine Jewellery & National 
Pavilions, Gemstones & Diamonds and 
Packaging & Supply. 

Established and emerging exhibitors 
from countries including the UAE, Italy, 
India, Turkey, Hong Kong, Belgium, 
Greece, Thailand, the USA, Spain, 

Dubai’s standing as of one of the 
world’s leading luxury destinations 
and the undisputed jewellery capital 
of the Middle East and wider region 
was significantly enhanced with the 

inaugural  edition of VicennzaOro 
Dubai (VOD), a new jewellery super 
show organised by DV Global Link - a 
joint-venture company between Fiera 
di Vicenza and the Dubai World Trade 
Centre (DWTC). 

One of the highlights of the VOD was 
the World Diamond Mark’s (WDM) 
and Fiera di Vicenza’s first-ever joint 
diamond jewellery catwalk at the VOD 
show on Friday, April 24. Six models 
displayed magnificent diamond jewellery 
pieces provided by the Dubai-based 
house of Dhamani, and Dehres Hong 
Kong. The show was attended by VOD’s 
Emanuele Guido; Matteo Marzotto, 
and Corrado Facco, President and 
CEO of Fiera di Vicenza, respectively; 
representatives of the Dubai diamond, 
gem and jewellery business community, 

as well as international exhibitors and 
show visitors. 

“The catwalk was part of the WDM’s 
efforts to promote diamonds and 
diamond jewellery at international 
jewellery trade shows,” Krisztina 
Kalman-Schueler, the WDM Programme 
Director explained. “This is this first 
time WDM has organised a diamond 
jewellery fashion event in cooperation 
with our supporting partner, Vicenzaoro 
Dubai. It serves as a teaser for many 
similar events that will be held at other 
international trade shows around the 
world in the coming months,” she 
explained. 

The models displayed a choice of 
dazzling diamond-studded jewellery 
pieces - including exquisite necklaces, 
bracelets, earrings and diamond rings. 
Among the items were a 72-carat stone 
in a 200 carat total weight colorless 
and yellow diamond collier, pairs of 
20-caraters of D colour and IF clarity 
in earrings, and exquisite rings and 
necklaces with diamonds of different 
sizes, shapes and colours. 

“We are grateful for the invaluable help 
of houses of Dhamani and Dehres, 
Marg Mashiach, a renowned fashion 
designer from Berlin for the wonderful 
dresses, and to the fantastic staff and 
management of VicenzaOro Dubai. 
This small-scale fashion jewellery show 
offered spectators a glimpse of the show 

Mr. Alex Popov President of the World Diamond Mark and His 
Highness Sheikh Hasher Bin Maktoum Al Maktoum, Director General 
of Dubai’s Department of Information.



WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

36 World Diamond Magazine | 2015-04

FAIR

we will be staging at the IJW in Mumbai, 
India, in August, and at a series of 
international jewellery shows in the Fall, 
worldwide.” Popov concluded. 

Running 23-26 April 2015 at the DWTC, 
more than 6,000 local, regional and 
international visitors and major buyers 
from over 110 countries descended 
on the high-end jewellery sourcing 
platform, with leading international 

traders saying the event had opened 
a new chapter in the global jewellery 
sector. 

A top-tier contingent of buyers from 
the UAE, India, Saudi Arabia, Iran, 
Pakistan, Lebanon, Turkey, Egypt, 
Syria, China, Russia, Jordan, Azerbijan, 
Kuwait, Algeria, Bahrain, Afghanistan, 
Thailand, Yemen, Australia, Qatar and 
Iraq, amongst others, flocked to the four-

day showcase, as the inaugural event 
rubberstamped its pre-debut billing as 
the leading B2B jewellery platform for 
the Middle East, Africa, Central and 
South-east Asia, and Russia. 

Attendees encountered a series of 
cutting-edge innovations throughout 
the entire global jewellery industry 
production chain, as more than 500 top 
brands from over 25 countries nations 
exhibited their latest collections and 
products across four clusters: Global 
Brands, Fine Jewellery & National 
Pavilions, Gemstones & Diamonds and 
Packaging & Supply. 

Established and emerging exhibitors 
from countries including the UAE, Italy, 
India, Turkey, Hong Kong, Belgium, 
Greece, Thailand, the USA, Spain, 
China, Germany, the United Kingdom, 
Switzerland, France, Singapore, Japan, 
Taiwan, Jordan and South Korea 
forged new business relationships with 
buyers from all around the world, 
while strong transactions between 
hundreds of international suppliers 
and buyers illustrated the event’s 
capacity to facilitate a strategic trade 
bridge to address regional demand and 
international supply. 

VICENZAORO Dubai’s successful debut 
underlines the strategic collaboration 
between two of the world’s leading 
trade event organisers and managers in 

His Highness Sheikh Hasher Bin Maktoum Al Maktoum, Director General of Dubai’s Department 
of Information, Mr Matteo Marzotto, President  Fiera di Vicenza, His Excellency Helal Saeed 
Almarri, Director General, Department of Tourism & Commerce Marketing (DTCM) and CEO, 
Dubai World Trade Centre (DWTC).
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DWTC and Fiera di Vicenza. In addition, 
the new ‘Super Show’ justified support 
from high-level partners including Dubai 
Multi Commodity Centre (DMCC), a 
government organisation that promotes 
trade in the region; Dubai Gold & 
Jewellery Group (DGJG), a non-profit 
association that supports Dubai’s status 
as the ‘City of Gold’ and a key global 
jewellery trading hub; and L’Azurde, a 
Saudi Arabian company and market 
leader in the distribution of jewellery 
across the MENA region. 

“In-line with our expectations, the debut 
of VICENZAORO Dubai achieved very 
positive results,” said Corrado Facco, 
Vice Chairman of DV Global Link and 
Managing Director of Fiera di Vicenza. 
“Despite unfavourable economic 
circumstances and geopolitical contexts 

in notable major markets for the global 
jewellery industry, the success of the 
inaugural event has strengthened our 
resolve to continue expanding the show 
over the next few years – especially in 
tactical capacity areas such as high-
end consumption and luxury product 
absorption. This super show is a strategic 
operation for both Fiera di Vicenza and 
the international jewellery industry – the 
Dubai event has the capacity to connect 
global suppliers with emerging customers 
in the Far East and Africa. We hope this 
first edition represents the prologue of a 
great success story, one where DV Global 
Link builds its standing as a global player 
and VICENZAORO Dubai establishes 
a position as one of the world’s top five 
events for the international B2B jewellery 
and goldsmith sectors by 2020. 

A packed calendar of events, seminars, 
business meetings and exclusive social 
events unfolded under the guise of the 
four-day exhibition, which covered more 
than 12,000 square metres of exhibition 
space and was formally opened by His 
Highness Sheikh Hasher Bin Maktoum 
Al Maktoum, Director General of the 
Dubai Department of Information, in the 
presence of top management of Fiera di 
Vicenza, DWTC and DV Global Link. 

Among the other significant VicenzaOro 
Dubai events was “The Italian Beauty” 
exhibition, organised by VicenzaOro 
Dubai and the ICE (Italian Trade 
Promotion Agency), which featured 
beautifully designed and ornately made 
contemporary Italian jewellery. Featuring 
over 30 necklaces made by prestigious 
Italian companies, the exhibition was 
inspired by the ‘Beauty Room’ - one of 
the main halls in the Jewellery Museum 
in Vicenza, Italy – and was curated by 
Alba Cappellieri, a jewellery design 
professor at Milan Polytechnic and one of 
Italy’s top experts in the jewellery field. 

Also noteworthy was the “India Evening”, 
organised by the Gem Jewellery Export 
Promotion Council (GJEPC) in which 
Indian exhibitors met international 
buyers and guests. 

Space was likewise dedicated to new 
trends in the jewellery sector, thanks to 
TRENDVISION Jewellery + Forecasting, 
the first and only independent 
observatory in global forecasting created 
by Fiera di Vicenza, which organised 
the seminar “Product Directions Update 
2015-2016” and presented the new 2016 
consumer profile. Also in the Trend Area 
were expressions of the main trends of 
the goldsmith and jewellery sectors, as 
identified by the observatory. 

The extensive programme of seminars 
included: “Diamonds - Are they 
Forever?” held by the GIA (Gemological 
Institute of America), “Synthetic and 
treated Diamonds” organised by SGL 
(Solitaire Gemological Laboratories), and 
two events offered by DMCC: “Accessing 
cost effective financing for Jewellery 
Industry” and “Ensuring accessibility to 
global jewellery markets”. The calendar 
also included two seminars dedicated to 
diamond processing, curated by the IGI 
(International Gemological Institute).

Mr. Matteo Marzotto, President Fiera di Vicenza, Mr. Corrado Facco, MD, Fiera di Vicenza - Vice 
Chairman DV Global Link, His Highness Sheikh Hasher Bin Maktoum Al Maktoum, Director 
General of Dubai’s Department of Information,His Excellency Helal Saeed Almarri, Director 
General, Department of Tourism & Commerce Marketing (DTCM) and CEO, Dubai World Trade 
Centre (DWTC).
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“As I looked through some 
of the media reports on the 
diamond industry in the 
lead up to the show, I was 
reminded of how two people 
can look at exactly the same 
image and see something 
entirely diff erent – it’s all a 
matter of perspective.

And the diamond industry 
has felt a little like this 
recently. Th ere has been a 
fair amount of apparently 
confl icting information – 
one day there will be a story 
of a growing industry; the 
next there will be a report of 
depressed demand. While 
this may appear confusing, 
the simple explanation is 
that sometimes both things 
can be true at the same 
time. And of course it is 
entirely understandable 
that many businesses will 
have a narrower view of 
performance. Many diamond 
businesses only operate in 
one element of the value 
chain or specialize in a single 
geographical market. And 
for others, the nature of their 
business may rely on their 
ability to navigate short-term 
dynamics, without regular 
reference to longer-term 
trends.

But at De Beers, we are 
fortunate to have a diff erent 
perspective from many other 
participants in the diamond 
trade. As miners, we need 
to have a long-term view 
on market dynamics, as the 

huge capital investments we 
make – which can run into 
the billions of dollars – oft en 
don’t even start to pay off  for 
several years. It’s therefore 
vital for us to look further 
ahead so we can be confi dent 
that our investments are 
worthwhile. Alongside this, 
we also have activities across 
the value chain which enable 
us perhaps to see a wider view 
of what is happening.

Of course, while we at De 
Beers may have the benefi t 
of a broader canvas and a 
longer-term view because of 
our various activities in the 
value chain, we understand 
that it is not always easy to 
think about the long-term 
when you need to respond 
to a quickly moving polished 
market or handle a consumer 
standing across the counter 
from you asking for a better 
deal.

We recognize that there are 
challenges for the industry 
to address and we do not 
underestimate them. We 
see fi rst-hand how rapid 
external changes and internal 
pipeline dynamics have 
created some diffi  culties for 
businesses across the value 
chain, including De Beers, 
and we fully appreciate that 
the last few months have 
been tough. Our futures are 
interconnected and we know 
that what is good for you will 
also be good for De Beers in 
the long run.

Th ese challenges – that we all 
face – must not be ignored. 
But of course, it would be just 
as remiss of us if we were to 
ignore the opportunities on 
the horizon. And whichever 
way we look at the industry, 
it’s undeniably set on a 
very strong global footing. 
And within this worldwide 
picture the U.S. has also been 
performing well.

And as we look ahead, in the 
medium to long-term the 
industry has very favorable 
global prospects and the 
U.S. market is set to play a 

central role in the industry’s 
bright future. As I have 
said, there are of course 
still several challenges to 
address, but as an industry 
we understand the nature of 
these challenges. Our ability 
to analyze the world in which 
we will operate enables us 
to implement responses to 
short-term issues, to prepare 
strategies for the longer-
term environment and to 
maximize value over the 
course of the journey towards 
our exciting future.

So, fi rst of all – let us consider 

De beers ceo Philippe Mellier made a major 
presentation at the jck show in early june. 
below are excerpts from that speech.

mellier maKes maJor 
presentation at JcK shoW
De beers ceo Philippe Mellier made a major 
presentation at the jck show in early june. 

mellier maKes maJor 
presentation at JcK shoW

our futures Are 
interconnecteD AnD 

We knoW thAt WhAt is 
gooD for you Will Also 
be gooD for De beers in 

the long run.

" 
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what it is that gives us cause 
for optimism regarding 
recent global performance. 
Well, first of all, our data 
shows that global diamond 
jewelry demand reached 
a new record high of $81 
billion in 2014. This proves 
that the diamond dream is 
still very much alive and, 
following the concerns over 
how the Great Recession 
may impact diamond buying 
behaviors, it is great to see 
that consumers spent more 
on diamond jewelry last year 
than ever before.

Alongside this, the data also 
paints a continued picture 
of some global growth. 
The increasing demand for 
diamond jewelry was not 
a cultural phenomenon 
confined to a particular part 
of the world – this indicates 
diamonds’ universal appeal 
and the industry’s ability to 
tap into sources of demand 
wherever they may be. In 
2014, positive growth for 
diamonds in local currency 
terms was achieved in each 
of the five major consumer 
markets, which together 
represent around 75 percent 
of global demand. Again, this 
is an excellent achievement 
as it shows how consumer 
desire for diamonds can be 
maintained worldwide in 
what was – and still is – a 
fragile, if recovering, global 
economy. It is also impressive 
that growth was maintained 
in locations that have varying 
levels of maturity and 

differing consumer 
preferences.

Meanwhile, as we move 
through the economic 
cycle, we continue to see 
the historical pattern of 
diamonds exerting an 
increasingly strong pull 
on consumers’ desire, with 
diamond demand having 
grown healthily for the last 
few years.

So, the global picture has 
been positive in recent times. 
But of course today we have a 
particular interest in how the 
U.S. has performed within 
this worldwide picture. Well, 
turning to the US specifically, 
there are also several reasons 
for satisfaction at how things 
have developed.

One thing that I believe 
surprised many people is that 
the U.S., despite being easily 
the largest and the most 
mature consumer market, 
posted the strongest growth 
last year with 7 percent 
growth year on year. When 
you are working from an 
already large base of demand, 
maintaining strong growth 
rates is never easy. And 
when the majority of the 
consumer base is already 
familiar with your product 
and what it represents, 
achieving growth becomes 
even harder. It is therefore 
extremely impressive that 
U.S. demand outpaced that 
seen everywhere else around 

the globe.

In terms of the global share 
of demand by country, strong 
performance in 2014 also 
means that the U.S. is now 
heading back toward to its 
pre-recession global share of 
diamond demand. Of course, 
this highlights the continuing 
scale of opportunity in the 
country where the diamond 
dream was first nurtured, 
as far back as the late 1930s. 
There may be some ‘new 
kids on the block’ when it 
comes to diamond demand 
around the world, but it 
seems as though as things 
stand, no one gets the glamor 
of diamonds quite like the 
American consumer.

And while a strong U.S. 
economy has clearly helped 
demand across the retail 
scene in recent times, there 
were some particularly 

positive signs for jewelry 
in 2014. But we must not 
become complacent as the 
competitive set is strong and 
there is still much to do.

So, there are strong grounds 
for optimism when we 
consider the global diamond 
demand outlook. But why 
are we confident about the 
future prospects for the U.S. 
industry? Well, firstly it is 
instructive to look at the 
macroeconomic picture. 
Historically, growth in 
demand for diamonds in the 
U.S. has a close correlation 
with increases in GDP and, 
as we look ahead to the end 
of the decade, forecasts are 
for strong U.S. GDP growth 
over this period. Data also 
indicates that we can expect 
to see a significant uptick in 
U.S. private consumption in 
this time frame, as well as 
healthy growth in personal 

disposable 
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income. In addition, 
diamonds’ share of the U.S. 
consumer’s wallet has been 
increasing since 2009 and is 
forecast to continue to grow. 
So, the macroeconomics 
clearly point to a lot of 
further potential.

It is also interesting to 
consider the forecast growth 
in the base of affluent U.S. 
consumers over the coming 
years. Affluent consumers are 
expected to be the engines 
of U.S. diamond jewelry 
demand growth and the 
number of U.S. households 
with annual income over 
$100,000 is expected to 
increase by a compound 
annual growth rate of almost 
5 percent through to 2019. 
This means that around 10 
million additional affluent 
households will be created 
by 2019 in a country that 
currently has just 115 million 
households in total. This 
growth in the potential 
demand base here in the 
home of the diamond dream 
is a major source of domestic 
opportunity and one that we 
must ensure we maximize.

But it is also the case that we 
can expect to see demand 
in the U.S. supported by 
purchases from international 
consumers. Chinese tourists 
are well known to undertake 
a lot of their luxury spending 
overseas and forecasts are 
that, by 2019, the numbers 
of Chinese tourists visiting 
the U.S. will see a compound 
annual growth rate of almost 
20 percent.

Allied to this is the U.S. 
industry’s ability to respond 
effectively to market-shaping 
trends. We have talked 
before about the importance 
of recognizing the trends 
relating to online activity, 
consumer preferences for 
branded products and the 

share of advertising voice 
among competitive products. 
It appears that the U.S. 
industry has listened to the 
messages and is starting to 
respond effectively to these 
trends, with more retailers 
becoming aware of the benefit 
of carrying more branded 
stock, more businesses setting 
up an online presence that 
suits their customers’ needs 
and some encouraging signs 

relating to advertising spend 
in the jewelry category.

Early indications are that 
leading retail jewelry 
businesses and jewelry 
brands collectively increased 
their advertising spend by 
considerably more than the 
rate of inflation – with some 
specific brands increasing 
by more than 10 percent - 
and this clearly helps when 
it comes to share of overall 
advertising voice. Meanwhile, 
an improved approach to 

digital marketing activities 
also has the potential to help 
the industry encourage more 
millennials to buy into the 
diamond engagement ring 
tradition. Forevermark has 
seen success through its 
digital marketing approach 
and it appears that it is not 
just the pure-play internet 
retailers in the U.S. industry 
that appreciate the value of 
online – the data indicates 

that around two thirds of 
U.S. online sales are now 
made by brick and mortar 
or multi-channel retailers, 
with Internet-only retailers 
making up the balance of the 
online sales

So, the global industry and 
the U.S. market clearly both 
have great potential. But of 
course, as any successful 
sportsman will confirm, 
potential is one thing and 
realizing that potential is 
another. We at De Beers 

recognize that there are 
significant challenges and the 
future opportunity will only 
be maximized if we as an 
industry find the right ways 
to navigate the challenges 
that could prevent us from 
reaching the bright future 
that all of the data indicates.

So, it is important for us 
to consider some of these 
challenges and our ability to 
respond. As such, I would like 
to run through what we see 
as some of the major issues 
facing the industry.

The first challenge relates to 
global production capacity 
in the face of growing 
demand. This is especially 
pressing given the medium 
to long-term industry 
production outlook, the 
low hit rate of exploration 
and the time that it takes 
for discoveries to be turned 
into operational mines. 
Looking first at existing 
sources of supply, global 
rough diamond production 
forecasts from McKinsey 
indicate that existing rough 
diamond production will 
start to plateau and then 
decline gradually post 2020. 
When we look at exploration, 
of around 7,000 kimberlite 
pipes discovered globally, 
just 60 of these have been 
economically viable to mine. 
And of course, it usually 
takes several years to turn a 
deposit into a functioning 
mine – and this process could 
take even longer in future as 
diamond deposits become 
rarer and more remote. At 
De Beers we are not only 
maximizing the capacity at 
our existing mines through 
a program of major capital 
investment, committing to 
some of the largest projects 
in our 127 year history, but 
we also continue to invest 
in exploration. At Jwaneng, 
we are making an eighth 
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cut, extending the life of 
one of the world’s richest 
diamond mines. At Venetia, 
we are spending around 
$2 billion on taking South 
Africa’s largest diamond mine 
underground and extending 
its life beyond 2040. And 
in Canada’s Northwest 
Territories we are building the 
largest new diamond mine 
currently under development 
globally with Gahcho Kue. 
And alongside these major 
investments, we also continue 
to invest in exploring for 
new mines in some of the 
most prospective areas on 
the planet so that we have 
the best chance of adding 
additional production to 
the existing global portfolio. 
Meanwhile, other diamond 
producers are also showing 
their faith in the industry’s 
future by developing sources 
of supply in locations as 
diverse as Russia, Canada 
and India. But again, tapping 
these resources requires 
significant capital and if 
they are to prove a profitable 
long-term investment, the 
industry must continue to 
focus on growing the value 
of diamonds. Without this, 
future investments in new 
sources of supply will not 
make economic sense.

A second key challenge 
relates to the increasing need 
for financial transparency. 
The 2008-09 financial crisis 
has fundamentally changed 
the face of global financing 
and banks now require much 
more ‘bankability’ from 
those to which they lend. In 
the diamond sector this has 
had major consequences. 
Since the financial crisis, the 
rates at which banks lend to 
diamantaires have increased 
significantly. This clearly 
puts a strain on the liquidity 
in the diamond pipeline, 
creating in imbalance in the 
flow of goods and reducing 
the efficiency of the value 
chain. At De Beers we have 
responded by introducing 
more rigorous financial 
strength and transparency 
requirements for our global 
sightholder sales customers, 
thereby supporting the 
development of the 
diamond sector as a worthy 
recipient of bank funding. 
Our customers must meet 
International Financial 
Reporting Standards or the 
U.S. Generally Accepted 
Accounting Principles for 
their groups and financial 
information; they must meet 
a maximum debt to equity 
ratio; and they must receive 

an unqualified sign off from 
an approved auditor on their 
financial information. All of 
this will serve to support the 
industry’s reputation with 
this important stakeholder 
group.

Another issue to consider 
is the growing impact 
of technology which is 
becoming more and more 
important in all parts of 
society and the diamond 
trade is no exception. 
Efficiency is also of 
paramount importance 
as input costs rise and all 
businesses need to maximize 
their margin potential. De 
Beers’ recent investment 
in Synova, a technology 
business that develops 
water-guided laser cutting 
equipment that has the 

potential to deliver significant 
efficiency benefits in 
the cutting sector, is an 
important step in this area. 
It’s a very exciting technology 
as its reduced generation of 
heat in the cutting process 
enables an increased yield 
when turning rough into 
polished and it can therefore 
deliver real, tangible benefits 
to the cutting and polishing 
part of the pipeline. In an 
environment where the 
industry’s midstream is 
increasingly looking for 
ways to keep costs low 
and to improve efficiency, 
several diamond technology 
companies have developed 
new solutions that will help 
the industry sustain its 
success long into the future.

A fourth concern is one 
that will no doubt be front 
of mind for many of you 
in the audience today: 
consumer confidence. The 
end consumer’s desire 
for diamonds is the only 
true source of value in the 
diamond industry, so their 
confidence in their purchases 
is vitally important to our 
future success. We have all 
seen the lessons from other 
industries such as the fur 
trade and we know that we 
simply cannot afford to have 
the confidence of our one 
true source of value ebb away. 
Of course, by now we are all 
aware of the risks related to 
the trade in undisclosed gem 

the enD consuMer’s Desire for DiAMonDs 
is the only true source of vAlue in the 

DiAMonD inDustry." " 
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synthetics. We are proud 
at De Beers to be one of 
the leading developers of 
instruments to ensure that we 
can detect all gem synthetics, 
simulants and treatments 
so that consumers can be 
confident when they buy a 
diamond.

And another challenge 
that will exercise many of 
your minds is retail margin 
pressure. As consumers 
increasingly use the internet 
for research purposes ahead 
of a diamond purchase, brick 
and mortar retailers are faced 
with greater pressure on 
their margins. Consumers 
are now much more able 
to play retailers off against 
one another. They can look 
up diamonds or diamond 
jewelry with a particular set 
of 4Cs on the Internet and 
identify typical price ranges 
for the stones concerned. 
While the consumer may not 
appreciate the intricacies of 
diamonds and may not really 
understand the premium 
inherent in a stone with better 
proportions, for example, this 
is of no consolation to the 
retailer who wants to secure 
a sale. However, branded 
offerings create new choices 
for consumers and help to 
generate value as people are 

usually willing to pay more 
for differentiated products. 
They also help generate 
greater consumer traffic 
in-store as the differentiated 
offerings provide a new point 
of interest with a distinct 
marketing approach. With 
this in mind, it is good news 
that many of the global 
brands are investing more 
and more money in their 
jewelry advertising. In 
addition, when we look at 
the proportion of overall 
revenue that several of the 
U.S. industry’s top diamond 
jewelry retailers have spent 
on marketing, there has been 
a gradual upward trend in 
recent years and this naturally 
supports success in the 
domestic market. Of course, 
our Forevermark brand also 
plays a key role in this space 
with its range of marketing 
activities.

And while we recognize 
that this list of industry 
challenges is not exhaustive, 
one other issue I think 
worth highlighting today 
is the growing importance 
of responsible sourcing 
for millennials. Fair trade 
products are occupying 
a greater share of retail 
categories across the 
board and it is no surprise 

that this is of particular 
importance to people when 
buying something with the 
uniquely emotional appeal 
of a diamond. Younger 
consumers increasingly 
want to be shown, rather 
than told, how a product 
can evidence its ethical 
credentials and this will 
increasingly be the difference 
between making a sale and 
watching the consumer 
purchase a different 
product or something from 
another category altogether. 
Forevermark also plays an 
important role in this area, 
in the way it is positioned to 
meet emerging needs from a 
new generation of consumers. 
With its brand promise of 
diamonds that are beautiful, 
rare and responsibly sourced, 
Forevermark is one of a 
number of young and rapidly 
growing brands that are 
well-placed to meet changing 
consumer desires. But we all 
need to do our part to bring 
millennials with us on our 
Diamond Dream.

We believe that our 
approaches are very effective, 
but it is important to bear in 
mind that no single business 
can tackle the diamond 
sector’s challenges by itself. 
We require an industry-wide 
effort to deliver industry-
wide success. It is therefore 
encouraging to see a number 
of businesses investing to 
support the ability of the 
industry to reach its full 
potential and I urge you all 
to keep looking at how best 
your own business can bolster 
the long-term prospects for 
diamonds.

The industry is clearly 
positioned for growth and, 
while there are certainly 
some challenges that need to 
be addressed, we believe we 
have put in place the right 

strategies to overcome these 
and the industry recognizes 
where it can improve further. 
We are therefore getting 
ourselves in great shape 
to capitalize fully on the 
outstanding opportunities 
that will be driven by the 
demand-side dynamics.

So, I urge you to continue 
to bear in mind the 
importance of focusing on 
marketing, branding and 
retail standards; to keep 
alive to the preferences of 
consumers old and new; and 
to make sure you prepare 
your business to thrive in a 
growth environment. This 
is what we are doing at De 
Beers and these are not just 
words – several billion dollars 
of investment throughout 
the pipeline shows just how 
strongly we believe this.

If we can all overcome the 
challenges we face while 
keeping in mind the scale 
of the long-term potential 
for the industry then we will 
forge a future of which we 
will all be proud. A future in 
which banks and regulators 
have full confidence in 
a robust and reliable 
industry. A future in which 
technology doesn’t hold us 
back, but drives every part 
of the pipeline forward. A 
future in which consumers 
connect strongly with brands 
and retain their trust in 
diamonds. And a future in 
which demand grows more 
strongly than ever before.”

consuMers 
Are noW Much 
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De beers scientist and international 
gem lab experts to speak at 2015 
mediterranean conference in greece
One of the prominent 
speakers at the  first  
Mediterranean Gemmological 
and Jewellery Conference 
(MGC) in Athens will be Dr. 
Brad Cann, a researcher of 
De Beers Technologies UK, 
who will present a paper on 
“Fluorescence imaging of 
CVD synthetic samples and 
natural diamonds.” Cann joins 
a cast of other prestigious 
scientists and gemologists 
who are headlining the 
inaugural conference.       

Other topics at this first MGC 
in Athens include:

•	The production, 
gemmological characteristics 
and value of Argyle 
coloured diamonds; how 
to distinguish them from 
non-Argyle pink diamonds 
and from synthetic pink 
diamonds;

•	The testing and 
identification of melee 
synthetic diamonds and 
pearls;

•	An update on the 
production of synthetic 
HPHT and CVD diamonds 
and how to identify and 
evaluate them using 
standard and advanced 
instruments;

•	The examination of 
the characteristics of 
Mozambique rubies 
compared to Burma’s rubies, 
and a discussion on the 
impact of the term “Pigeon 
Blood” on the value of high 
quality rubies;

•	A screening of “Trip to 
Mogok,” a GRS documentary 
on gem mining in Mogok

•	A Round Table discussion 
on synthetic diamonds 

that includes an update 
on the breakthrough 
in the production and 
identification techniques of 
synthetic diamonds, with top 
experts in the production 
and the identification 
of synthetic diamonds 
answering questions from 
the audience.

The MGC speakers are: 
Dr. Thomas Hainschwang 
(Lichtenstein), Francesca 
Peretti (Switzerland), Branko 
Deljanin (Canada), Wolf 
Kuehn (Canada), Dr. Joe 
C.C. Yuan (Taiwan), Dr. Brad 
Cann (UK), John Chapman 
(Australia) and Gail Brett 
Levine (USA).

 Other highlights of the 
conference are a workshop 
organized by CGL-GRS on the 
use of a standard instruments 
and advanced instruments in 

detecting 50 natural, HPHT-
grown, CVD-grown and 
treated diamonds.

 The MGC has confirmed 
participants from Austria, 
Algeria, Canada, Greece, Italy, 
Russia, Spain, Turkey, United 
Kingdom and the USA. All 
2015 MGC participants are 
invited to submit digital 
posters (on topics related 
to gemmology, jewellery, 
education and retail) for the 
“MGC Poster Competition.”

 Sponsors of the inaugural 
conference are OGI (Israel), 
CERTILINE (Italy) and HRA 
(Canada). The conference 
will take place on June 27 and 
28th at the luxurious Divani 
Apollon & Thalasso Hotel at 
the heart of Athen’s Riviera 

 A guided tour of Athens, 
scheduled for June 29, is 
included in the conference fee.
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Andrea Santos, life partner of 
the Portuguese soccer star Vitor 
Baia (fourth from right below), 

is modeling the 60.06-carat vivid  
fancy yellow diamond that is set 

in Victoris Collier, by Valerie  
Messika, a leading French jewellery 

designer.

The collier was presented and 
showcased by the World Diamond 

Mark during the show and was 
worn by Tukish diva Candan Ercin 

during the show's Gala evening. 
Both events garnered huge press 

coverage, from dozens of national 
and international news agencies 

and tv stations.

UBM Rotaforte 
Executive Director 
Şermin Cengiz 

made the following 
comments regarding the 40th 
International Istanbul Jewelry 
Show: “UBM Rotaforte has 
been organizing the Show 
every year for the past 30 
years, twice a year – in March 
and October. The export 
target which the Turkish 
jewellery industry aims to 
achieve in the next three years 
is $5 billion, while the target 
for 2013 is $12 billion.  

“With our Istanbul Jewelry 
Show, which we organize 
specifically for jewelry 
industry professionals, 
we bring together many 
foreign and local companies, 
designers and important 
jewelry buyers. This year, 
we held the 40th Show in its 
30th year of operations. We 
achieved a higher number 
of visitors which we were 
very pleased about since we 
reached the targets set by the 
industry under the current 

economic conditions both 
in the domestic and global 
markets. 

“Although all jewellery 
industry fairs over the world 
have witnessed decreases, 
both in the number of 
visitors and in participating 
companies exhibiting 
products and services, 
we achieved a 10-percent 
increase in the number of 
foreign visitors, a 9 percent 
rise in the number of local 
visitors, and a 6-percent 
increase in the number 
of total visitors. In total, 
more than 28,000 industry 
professionals from Turkey 
and across the world visited 
the show. That is important 
in enabling the Turkish 
jewellery industry to achieve 
its mid-term and long-term 
targets. Turkey has now 
become a focal point of the 
world jewellery industry, from 
Eastern Europe to the Near 
East, Europe to the Middle 
East, and from North Africa 
to the Turkic Republics.” 

The Istanbul Jewelry Show, held in March 2015, organized by UBM 
Rotaforte under the main sponsorship of the Turkish Economy Bank 
(TEB), was named as one of top five shows out of more than 500 held 
all over the world. It brought together leading world jewellery industry 
players for the 40th time in the past 30 years. 
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The whole industry came together at the Gala Night of the Ajur 
Design Competition of the Jewellery Exporters’ Association. With 
nearly 1,000 participants, the gala also hosted many foreign guests. 
With Candan Erçetin taking to the stage, awards were delivered to 
those who achieved top places in the competition.
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the biggest industrial 
organisation 
The gala night, which is 
the biggest event of the 
Turkish jewellery industry, 
was widely publicized 
in the national and 
international press. Among 
the participants were World 
Diamond Mark President 
Mr. Alex Popov, Pure 
Gold President Mr. Firoz 
Merchant, Fenerbahçe soccer 
players Raul Meireles and 
Bruno Alves, and Barcelona’s 
ex-goalkeeper Vitor Baia. 

the way to high added 
value passes through 
design 
Ayhan Güner, Chairman 
of Jewellery Exporters’ 
Association, addressed the 
participants in the gala: 
“There is one matter which 
has always been highlighted 
by the Jewellery Exporters’ 
Association, which is 
creating high added value. 
The way to create high added 
value in our industry is via 
design. If you do not want to 
be the supplier of the world 
but rather a country leading 
the whole world, producing 
high profit margins and 
creating high added value, 
then we have to develop 
ourselves in terms of design. 

“Therefore, we organize 
the Ajur Jewellery Design 
Competition every year. 
With each passing year, 
we receive an increasing 
number of applications. 
Along with the increasing 
number of applications, the 
quality of the designs also 
improves. We are supporting 
improved designs. And we 
organize this night to honor, 
in front of you, our fellow 

designers who created the 
designs that achieved top 
places in this competition. 
I congratulate the fellow 
designers who clinched top 
ranks in the competition, 
and I hope that they will 
create more designs that will 
create added value in our 
industry.’’

our efforts contribute to 
advancement of our fair 
“As a result of our diligent 
efforts before this fair, we 
formed the biggest buyer 
mission organisation in 
Turkey. With the support of 
our government, we hosted 
1,100 visitors. We conducted 
months-long studies in 
determining the visitors who 
would take part. The quality 
of the visitors was also 
important for us. Thanks to 
such efforts, we increased 
the number of visitors at 
a time when almost all 
other fairs in the world are 
suffering from a decreasing 
number. I hope this will have 
positive reflections on our 
industry in the short and 
medium terms.’’ 

mustafa atayık; ‘our gala 
has become a tradition’
Mustafa Atayık, Deputy 
Chairman of the Jewellery 
Exporters’ Association, 
indicated that the Gala Night 
of the Ajur jewellery design 
competition had become a 
tradition. “It an extremely 
important organisation as 
it gathers many local and 
foreign industry members. 
In addition to contributing 
greatly to creating design 
consciousness, it is also 
important as it is mentioned 
and publicized in local 
and international media. 

There are scarcely any 
organizations of such size 
in the world. I would like to 
thank all my fellow friends 
who contributed,” he said. 

murat başak; ‘the industry 
will grow with the design’
Murat Başak, a board 
member of the Jewellery 
Exporters’ Association 
and Head of the Design 
Competition Committee, 
said that he was extremely 
pleased with the fact that it 
organized such an excellent 
gala event as a result of 
great efforts. “Ajur Design 
Competition has evolved 
into a tradition. This 
organisation is important 
for two reasons: Firstly, this 
organisation is extremely 
important in creating 
awareness relating to 
diamond jewellery design. 

“The ever increasing 
number of participants is 
an indication of this fact. 
Our subject for this year 
was “Metamorphosis”. 
And with this night, we 

honor our designers who 
clinched the top places. 
Another important aspect 
of the organisation is that 
it brings together many 
local and foreign industry 
members. At this event, 
we hosted more than 1,000 
guests. Every year, we 
increase the number of our 
foreign visitors. And this 
is extremely important. 
We would like to thank 
everybody who contributed 
to this event and the 
organisation,” he said. 

mustafa Kamar: ‘the 
buying mission greatly 
contributed’
“We are happy to see many 
foreign and local industry 
members here. Every year, 
we host increasing numbers 
of foreign guests at our gala. 
Of course, the contribution 
of buying missions is 
enormous. Thanks are 
due to the buying mission 
organisation which we 
organized with the support 
of our government.”
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Th e Turkish Jewelry Exporters’ Association 
hosted over 1,100 international visitors at the 
Istanbul Jewelry Show. Th ere were buyers 
from across the world as the Istanbul 
Jewellery Show recorded a 10%-increase 
in the number of visitors while 
other international shows are seeing 
decreases.

The Jewelry Exporters’ 
Association (JTR)  
buying mission set a 

record as a result of months 
of promotional eff orts in the 
four corners of the world. 
More than 1,100 buyers were 
hosted during the Istanbul 
Jewellery Show. Th e Buyers 
Mission, which was organized 
with the support of the 
Ministry of Economy, greatly 
contributed to increasing 

the number show visitors, 
ensuring a more dynamic 
show compared to other 
international fairs. 

 JTR Vice Chairman Mustafa 
Kamar, the President of the 
Buyers Mission, made the 
following statement regarding 
their eff orts: “Th e Istanbul 
Jewellery Show is now one of 
the most important events in 
the international fair calendar. 

JTR does its best to enhance 
the show. 

“One of our initiatives was the 
Buyers Mission organization 
which contributed greatly 
to the show. For this event, 
we carried out scanning 
studies months before to 
fi nd buyers for the show. 
Both the members of our 
association board and our 
fellow designees visit many 

places in the world, and 
invited prominent buyers to 
Istanbul. Both the number 
of participants and the 
quality of the participants 
improves with each passing 
year. Th is year, almost all the 
international shows faced 
decreased numbers of visitors, 
while the Istanbul Jewellery 
Show achieved an increase, 
which is an indication of the 
success of our eff orts.”

istanbul JeWellery shoW

Th e Turkish Jewelry Exporters’ Association 
hosted over 1,100 international visitors at the 
Istanbul Jewelry Show. Th ere were buyers 

Jewellery Show recorded a 10%-increase 
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Jewelry Exporters 
Association Deputy 
Chairman Mustafa 

Atayık emphasized that; 
the number of visitors who 
visited to Istanbul Jewelry 
Show increased by 10% 
while the number of visitors 
decreased in many fairs in 
the world and therefore their 
preparatory work before the 
fair has been paid off .  Atayık 
stated that; the recession 
in the global markets had 
negative impact on fair 
organizations and highlighted 
the followings; ‘’Economic 
and political instability in 
international markets also 
adversely aff ect to the global 
industry. Stagnation in the 
industry is also refl ected 
negatively to jewelry fairs. We 
have observed this tendency 
in many fairs including some 
important fairs like Hong 
Kong in September and 
Vicenza in January. Th at’s 
why we have paid special 
attention to the promotional 
activities of the fair. As the 
members of the board and 
the staff  of the association, we 
have organized visits to many 
countries. We organized the 
biggest purchase delegations 
of Turkey. We are delighted 
to see that; as a result of our 
activities, the number of 
visitors of Istanbul Jewelry 

Show has increased at a 
signifi cant rate of 10%.”

We have positive 
expectations
Th ere is market shrinkage 
in our major export markets 
due to the economic crisis 
arisen aft er Russia-Ukraine 
tension; the low growth rate 
in European economy despite 
having positive growth rates 
and the political instability in 
North Africa and the Middle 
East. However, I expect that; 
these markets will return 
to normal - starting from 
Russia- in the medium and 
long term. ‘’

Market diversifi cation 
is important
‘’Due to market shrinkage in 
our existing markets, market 
diversifi cation strategy has 
become extremely important. 
As Jewelry Exporters 
Association, we paid eff orts 
in this direction. For example, 
we have organized a national 
participation to Poland as 
it could succeed the most 
stable economic growth 
performance in Europe in the 
recent years. Our exporters 
can focus on to diff erent 
markets. I also expect an 
increase on the exports to US 
market.’’

our efforts haVe paiD off
Jewelry Exporters Association Deputy Chairman Mustafa
Atayık emphasized that; the preparatory work performed
by the association before Istanbul Jewelry Show has been
paid off  and it could provide important contribution to the
increase on the number of visitors by 10% while the number
of visitors in all other trade fairs in the world has declined in
this period.
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israeli Diamantaires 
haVe great hopes 
for us marKet
For a great many Israeli diamond companies the JCK Show Las Vegas 
is central to their marketing eff orts in the United States.  Th is year, 
with the apparent economic recovery in the United States, Israeli 
exhibitors are looking forward to a lively show and robust sales.
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These positive expectations are 
boosted by economic statistics. 
The United States is the largest 
consumer market for diamond 

jewelry and in 2014 the demand for 
polished diamonds in the US surpassed 
the level prior to the economic crisis that 
began in 2008. 

The sales of the Israeli diamond industry 
to the American market increased in 
2014 by five percent; Israel’s share of US 
diamond imports remained steady at 38 
percent.  Over 89 percent of the polished 
diamonds imported to the U.S. weigh 
half a carat or more, while 97 percent  of 
diamonds imported from Israel weigh 
over half a carat.

Of the 100 Israeli diamond companies 
exhibiting at JCK, close to 50 will be 
located at the Israel Diamond Institute’s 
national pavilion located in the Diamond 
Plaza. The pavilion’s longest standing 
exhibitor - since 2002 - is Shlomo 
Bichachi, founder of Bichachi Diamonds, 
a powerhouse of fine-make straight 
cut diamonds. Bichachi Diamonds was 
Israel’s 15th largest diamond exporter in 
2014, with exports of over $46 million. 

Bichachi’s experience at the show has 
always been positive. This year he plans 
to bring 2000 pairs of side stones in 
all sizes and shapes, including special 
ones such as half-moons, as well as side 
stones of up to 3 carats. “I’m sure that the 

richness of the display will have an effect 
on clients,” he said. He is also looking 
for new clients -- jewelry designers and 
manufacturers, including large chains. “I 
am now ready to commit to programs. 
My goal is to have 60 percent of my 
manufacturing output sold in advance,” 
he says.

RDS Diamonds counts JCK as an 
anchor. Mainly serving the American 
market, with a concentration on 
retailers throughout the country, RDS 
specializes in large, fine make fancy 
shapes, mostly squares. Exhibiting in 
the Israel Diamond Pavilion since 2007, 
company co-founder Itay Rabih says that 

JCK is where they are able to meet their 
customers and where their customers 
know they can find them. “JCK is our 
advertising. It is the face of our business,” 
says Itay. Itay expects this year’s show to 
be well attended. “With the uncertainty 
in the market lots of people want to 
know the direction of the industry and 
will come to learn what’s happening. A 
lot of traffic means that we’ll have the 
opportunity to make new contacts and 
lots of sales.”

Rony Eitany of Regent Diamonds will 
be participating in JCK this year for the 
first time. Having based his business 
during more than 30 years selling stones 
of 3 carats and up in Southeast Asian 
markets, Eitany feels it is time to branch 
out to the enormous US market. He 
knows that he has unique stones that are 
well suited to the US market, and has 
sold in the past through middle men. 

Although it will be his first exposure 
to JCK Las Vegas, Eitany is confident 
he will do well. “I’m not expecting to 
take America by storm. I know that it 
takes a long time to build up a clientele, 
to establish relations based on trust. 
I’m looking for independent high 
end retailers and designers who are 
seeking special goods. JCK will be a 
good opportunity to meet some serious 
buyers,” he said. 
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how to design a product to meet 
customer requirements?
introduction
Owing to the world economic crisis, both large and small 
companies face business problems. Many companies have 
to terminate the business. The remaining companies have to 
struggle to survive and preserve their business. Good design 
and good quality are not enough to survive in a competitive 
market. Manufacturers face a strong challenge from the 
increasing requirement of variety by customers. Thus, it is 
important to work closely with customers to make sure that the 
products will fulfill their needs and requirements. This article 
aims to propose “How to design a product to meet customer 
requirements?”

Personalized Production
The novelty for the XXIst century is that they mainly ask 
for personalized products and services (Koren, 2010), see 
Fig. 1. The global manufacturing is the next manufacturing 
paradigm that points in two directions: regionalized and 
personalized production. Regionalized production for global 
markets is stimulated by exactly the same imperatives as mass 
customization, but directed more by cultural and regional 
differentiations. Personalized production for domestic markets 
is stimulated by the desire of customers to have exactly the 
product that they need (rather than merely settling for options) 
without paying the price of a craft-built product. Personalized 
production emphasizes timely production. A short delivery 
time to the customer is an essential component in gaining a 
competitive advantage in personalized production.

These trends lead to force design method to think a new 
partnership between designers and customers when designing 
or thinking. The place of customers in the design process is 
being rethought from design for customers to collaborative 
design with customers and sometimes to design by customers. 
It calls for customers to participate to the design process.

emotional Design
In Emotion is crucial for everyday decision making (Norman, 
2004). Emotion fundamentally involves physiological arousal, 
expressive behaviors, and conscious experience (Myers, 2004). 
Customer’s satisfaction is an affective behavior of customer. 
It relies on desires more than needs which desires are mainly 
depending on aesthetic, semantic and symbolic aspects 
of cognitive response to design (Crilly et al., 2004). This 
means that the customer purchases a product based on more 
subjective terms such as manufacturer image, brand image, 
reputation, design, impression, etc., although the products 
seem to be equal. 

Emotional design is relationship between the emotional 
responses and design appearance that focused on the user’s 
need and experience. It is not only communicated through 
the style of design, function, form and usability, but also 

built up experience for the user on their needs and demands 
There are three levels of information processing according 
to the situation and response: visceral, behavioral, and 
reflective. Visceral design concerns itself with appearances. 
Behavioral design has to do with the pleasure and effectiveness 
of use. Reflective design considers the rationalization and 
intellectualization of a product. They are integrated through 
any design (Norman, 2004). Thus, emotional design is product 
design targeted to satisfy customer’s needs or requirements. By 
controlling certain design factors, customer’s emotion can be 
evaluated, designed, and satisfied (Crilly et al., 2004). 

Emotional design is a common research field involving both 
designers and human factors. It is focuses on the evaluation 
and decision-making phase in the design process. It is a 
technique to identify correspondences and gap between 
customer’s perception and designer’s intention, see Fig. 2. The 
correspondence is used to guide designers for designing the 
new product. The gap is removed or modified to be relevant to 
customer’s perception (Kongprasert, 2015). The advantage of 
emotional design is that the product designed responses the 
needs or requirements of customers.

Methodology
The methodology is based upon the analysis of product 
semantics, the subjective words and phrases used to describe 
the characteristics of product or service. It was based on 
questionnaire. Emotional design was used to evaluate how 
products were perceived. The designing Teak wood chair was 
used to be case study to describe the methodology. This case 
study, manufacturer would like to redesign Teak wood chair 
to meet customer requirements that expected on “Modern” 
chair. The methodology included 3 phases. The first phase 
was to explore the customers’ perception to product visual 
form (existing product). The second phase was to design a 

Fig. 1. The manufacturing paradigm evolution.

By Nattapong KONGPRASERT
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new product. Th e third phase was to explore the customers’ 
perception to product visual form (new product). Th is approach 
followed the following steps:

4.1 explore the customers’ Perception to Product 
visual form (existing Product)
Th is phase was to explore the correspondence and the gap 
between designer’s intention and customer’s perception. Th e 
method included the following steps:

1) Defi nition of product samples and product attributes: this 
step was to collect the product samples and extract the product 
attributes. 

2) Defi nition of semantic words: this step was to explore the 
semantic words. Semantics is oft en used in ordinary language 
to denote a problem of understanding that comes down to word 
connotation. It is used to describe the characteristics of the 
product from the customer’s point of view. It is composed of 
two opposite semantic words and a fi ve level scale. Th e semantic 
words were collected from magazines and websites by experts 
and designers. For teak wood chairs, they were modern-classic, 
functional-elegant, comfortable-fashionable and deluxe-simple.

3) Defi nition of the questionnaire: the questionnaire was to 
provide designers with a fi ne understanding of customer’s 
perceptions. It supports the exploration of the customer’s 
perception of product visuals. It was created to help the 
designer interview the targeted customers. It was used to 
interpret the customer’s perception of product visual forms. 
It was composed of three parts: semantic, product attributes 
and the relationships between semantic and product attributes, 
Fig. 5. Th e questionnaire was pointed on paper data from 
interviews target group.

4) Interview target customers: this step was to interview target 
customers. Th e reliability of data depends on quantity of target 
customers.

5) Data analysis: this step was the interpretation data from the 
questionnaire and data analysis by using multivariate statistical 
methods like principal component analysis, factor analysis, 
regression analysis, cluster analysis, conjoint analysis, etc. Th is 
case study used principal component analysis (PCA).

6) Interpret the results: the PCA results show all products and 
each product attribute that acted on with semantic words, see 
Fig. 6 and 7. Th ey were interpreted and clustered by experts. 
Fig. 6 illustrates the PCA mapping of Chair. Most Teak wood 
chair (No.1, 2, 3 and 5) were related to “modern”. Teak wood 
chair No.4 was more “classic”. Th en, this chair needs to redesign 
to meet the customer requirements. 

Fig. 2. Main Emotional Design principle.

Fig. 3. Th e product samples (Teak wood chairs).

Fig. 4. Th e product attribute of Teak wood chairs.

Fig. 5. Th e example of questionnaire.

Fig. 6. PCA mapping of Chair.

Nattapong KONGPRASERT
Department of Industrial Engineering, Faculty of Engineering

Srinakharinwirot University, THAILAND
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Fig. 7 illustrates the PCA mapping of Back. A1, A2, A3 and 
A4 were related to “classic”. Th is value is made of the parallel 
pattern. Th en, designers have to design a back that is a free-
form pattern to express “modern” value as A5

Fig. 8 illustrates the PCA mapping of Seat. All seats were 
related to “classic”. Th ey were made of the parallel pattern. 
Th is result can be divided in two groups. First, it illustrates 
“comfortable” value. It was made of parallel pattern that 
parallel with Back such as C3, C4 and C5. Second, it illustrates 
“fashionable” value. It was also made of parallel pattern but it 
parallel with Arm. It had a wood frame to cover the parallel 
pattern such as C1 and C2. 

Design a new Product
From the results in previous phase, they can be a guide for helping 
designers to design a Teak wood chair that meets the customer 
requirements. Th e new Teak wood chair is shown in Fig. 9. 

back: this chair used a free-form pattern to express “modern” 
value. Designers create many patterns on the frame that 

illustrate “modern” value, see Fig. 9. Customers can design and 
select a favorite Back pattern by themselves.

seat: designers prefer to express “comfortable” rather than 
“fashionable”. Th en, they create a new Seat by using parallel 
pattern that has many wide dimensions and parallels with Back.

explore the customers’ Perception to Product 
visual form (new Product)
Th e new Teak wood chair was evaluated against by customers 
to explore the customers’ perception to product visual form. It 
was the same step as fi rst phase. 

Th e new Teak wood chair is compared with the existing chairs, 
see Fig. 10. Th e new Teak wood chair expresses “modern”, 
“elegant” and “fashionable”. It is related with the customer 
requirements that focus on “modern” design.

conclusions
Th is article was to propose How to design a product to meet 
customer requirements?. Emotional design was used to 
explore the customers’ perception to product visual form. 
Th e methodology was based on the questionnaire. PCA was 
used to extract the correspondences and the gaps between the 
customers’ perception and the designer’s intention. Th e power 
of PCA mapping was very appreciated by designers. Th ey were 
able to easily determine the design strategy and the direction of 
the brand concept. Th e PCA mapping results were used to guide 
designers designing a product to meet customer requirements.

Fig. 7. PCA mapping of product attribute.

Fig. 8. PCA mapping of product attribute.

Fig. 9. Th e new Teak wood chair and back pattern.

Fig. 10. PCA mapping of new Teak wood chair.
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The Antwerp diamond 
industry is focusing on 
reinforcing its foothold 

in the Turkish diamond 
and jewelry market and has 
made this clear by means 
of a threefold initiative. In 
March we participated in 
the Istanbul Jewelry Show. 
AWDC is currently part of 
a Belgian trade mission to 
Istanbul and Baku where 
the AWDC, Borsa Istanbul 
and the Turkish Jewelry 
Exporters Association 
signed a Memorandum 
of Understanding, and 
from May 4 to 6, AWDC 
welcomes a delegation of 
Turkish diamond jewelers, 

jewelry wholesalers and 
manufacturers to Antwerp for 
a unique Visitor Program.

Turkey is one of the fastest 
growing economies in the 
world. Its sustained economic 
growth and burgeoning 
middle class has created 
greater purchasing power 
and made the luxury market 
flourish. Having an extensive 
jewelry manufacturing 
culture and a rich tradition 
of gold consumption, 
Turkey is Europe’s largest 
gold producer and one of 
the most dynamic jewelry 
markets globally, serving as 
the trading hub for countries 

in the Mediterranean, Eastern 
Europe, Russian Federation, 
Middle East and North 
Africa.

The Turkish government has 
clearly stated its intention 
to turn the country into a 
major diamond hub with the 
development of a roadmap 
for doing so. Enter Antwerp, 
the most obvious partner 
to help them realize their 
objectives. This is why, 
during the trade mission 
spearheaded by Secretary 
of State for Foreign Trade 
Pieter De Crem, the AWDC, 
Borsa Istanbul and the 
Jewelry Exporters Association 

signed a Memorandum of 
Understanding.

As Margaux Donckier, 
spokeswoman of AWDC, 
concludes, “The intention 
of the government to profile 
the country as a center 
for (polished) diamonds, 
combined with its emerging 
middle class, will turn Turkey 
into a significant player on 
the global luxury market. By 
ensuring that our Antwerp 
diamond traders have solid 
contacts with the most 
important Turkish jewelers, 
we have the clear ambition to 
establish a strong foundation 
for the coming years.”

aWDc reinforces footholD 
in turKish marKet
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Pieter De crem,
 secretary of state for  foreign trade of belgium,

Pieter De crem,
 secretary of state for  foreign trade of belgium,

Mehmet can Özdemir, general Manager,
hrD Antwerp Middle east / Pieter De crem, 
secretary of state for  foreign trade of belgium

cathy berx, governor of the Province of Antwerp /
tuncay Dinç, President, bist

stephane fischler, President, AWDc tuncay Dinç, President, bist

Mehmet can Özdemir, general Manager,
hrD Antwerp Middle east 

Ayhan güner, chairman, jewellery exporter's Association
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As one of the fastest growing economies, strategically positioned between 
Europe and Asia, and supported by a strong government policy to develop 
Turkey as a global trade hub for polished diamonds, the Turkish diamond 
market is clearly ready for exponential growth. In April, a delegation of 16 
Turkish jewelers, wholesalers and manufacturers paid a visit to Antwerp in 
the framework of the AWDC Antwerp Diamond Visitor Program and met 
with a choice of Antwerp diamond companies.
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Turkey is considered 
one of the fastest grow-
ing economies in the 

world, and constitutes the 
gateway to countries in the 
Black Sea area and Central 
Asian countries such as Ka-
zachstan and Turkmenistan. 
These regions represent an es-
timated 300 million potential 
consumers. 

Following the signing of a 
memorandum of understand-
ing between AWDC, Borsa Is-
tanbul and the Turkish Jewelry 
Exporters Association (JTR), 
AWDC invited a delegation 
of large and medium-sized 
Turkish jewellers, wholesalers 
and manufacturers to net-
work with Antwerp diamond 

companies. The initiative was 
met with great interest both 
in Turkey and Antwerp, and 
available spaces were quickly 
fully booked. 

The two-day visit couldn’t 
have come at a better time says 
Turkish jeweller Kadir Gözka-
ra from One Service: “Just a 
few months ago, the Turkish 
government abolished the 
import duties on diamonds, 
making it more interesting 
to increase for trade between 
Europe and Turkey at compet-
itive prices. Turkish jewellers 
no longer have to depend on a 
handful of wholesalers.”

The twenty or so Antwerp dia-
mond companies that partici-

pated were also positive about 
the event. Jireh Chau from 
Brilliant Trading Company 
said: “Turkey is an interest-
ing market and through this 
AWDC initiative we managed 
to further expand our existing 
network significantly. We will 
certainly participate in simi-
lar future initiatives taken by 
AWDC.” 

  Shashin Choksi from Swati 
Gems added: “We have been 
present on the Turkish mar-
ket for 34 years, but during 
this event, we managed to 
meet with new people, some 
of whom were important large 
jewellers. The Turkish mar-
ket has evolved tremendously 
over the past years, which cre-

this neW 
APProAch 

WAs cleArly 
successful.

" 
AWDC spokesperson 
Margaux Donckier

ates new opportunities.” 

  It was the first time the 
AWDC invited a group of 
foreign retailers to come to 
Antwerp, to bring them in di-
rect contact with a selection of 
Antwerp diamond companies. 
“This new approach was clear-
ly successful.”, said AWDC 
spokesperson Margaux Don-
ckier. “By bringing potential 
clients to Antwerp instead 
of flying a delegation of Ant-
werp companies out to Tur-
key, we not only saved time 
and money, but it also allowed 
us to demonstrate Antwerp’s 
unique strengths in terms of 
quality standards and the level 
of transparency we uphold to 
new and upcoming markets.”
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One thing is clear - the structure of the companies
in the diamond industry will not remain the same. The signs are no longer just 

written on the wall - they are shouting out

The Moment of Truth
by Moti Ganz - Chairman, Israel Diamond Institute

n Hayahalom 213 I published an article under the title,
“The State of the Industry as 2014 Begins.” I’m sorry to 
admit that I was over-optimistic at the time. In early 2014, 

I predicted that the price of rough would cause a 10% rise in the 
price of polished before the second quarter of 2014 - but I was 
proven wrong. We remained stuck in a stagnant situation, and 
even witnessed a decline in the price of polished, along with an 
increase in the price of rough.

A Backward Formula
It’s all because the rough prices are derived in a “backward” 
calculation. Instead of the logical formula: price of rough + 
operating costs + marketing costs + reasonable profit = price of 
polished, we are forced to operate according to a totally illogical 
formula: the rough producers look at the price of polished and 
create their own formula for setting the price of rough. We are 
passive observers in this game. Our profit doesn’t factor into the 
formula.
You don’t have to be a major diamantaire or a brilliant analyst to 
understand De Beers’ formula. All you need to do is listen to a 
respected figure, like the head of commercial department at De 
Beers - Howard Davies. Perhaps the most dramatic revelation we 
heard during his visit to Israel was his explanation of how De Beers 
determines its rough prices: it examines the demand for polished, 
does in-depth research on the diamond jewelry marketing centers, 
and uses that as the basis for setting the price of rough. De Beers 
is only one example. The other major rough producers do exactly 
the same. When the prices are derived backwards, there’s no 

chance we’ll ever have any air to breathe, at any time. I am sorry 
if I sound pessimistic, but that’s how things look right now. I hope 
I am proven wrong. 
Whatever the case, at this stage, the entire burden falls upon one 
link in the value chain of the diamond industry - the manufacturers. 
We are the weakest link (and that’s not just a TV program; it’s 
the reality of our life) and we bear the entire burden of financing, 
pricing and marketing. We are the suckers that never die but just 
change places. That’s us.

A Turn and a Half
Before I continue, let’s define the term “manufacturer.” In this 
article I’m not referring to anyone who buys rough here and there 
for this or that price and then gives it to subcontractors to process. 
Such companies are manufacturers, too, and they have their rightful 
place in the industry. But here I use the word “manufacturer” 
to refer to companies that have factories and commitments to 
supply their employees with work. The largest of them - those 
that manufacture in the area of 10 million dollars and more a year -
have an impact on the entire manufacturing sector throughout 
the world. In the world diamond industry there remain less than 
100 who fit this description, most of them in India. They all work 
at a loss, including the Indian manufacturers, even though their 
financing situation is better than in other cutting centers.
In general it can be said that in the 1980s a manufacturer who 
processed rough in an amount of over 100 million dollars a year 
turned it over four times; in the 1990s, it was three times a year; 
in the early 2000s, two times a year, and now one and a half times. 

I
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In early 2014, I published an article under the title, “Th e 
State of the industry as 2014 begins.” I’m sorry to admit 
that I was overly-optimistic at the time. At that time, I 
predicted that the price of rough would cause a 10 per-

cent  rise in the price of polished before the second quarter 
of 2014 – but I was proven wrong. We remained stuck in a 
stagnant situation, and even witnessed a decline in the price 
of polished, along with an increase in the price of rough.

A	backward	formula
It’s all because the rough prices are derived in a “backward” 
calculation. Instead of the logical formula: price of rough + 
operating costs + marketing costs + reasonable profi t = price 
of polished, we are forced to operate according to a totally 
illogical formula: the rough producers look at the price of 
polished and create their own formula for setting the price 
of rough. We are passive observers in this game. Our profi t 
doesn’t factor into the formula.

You don’t have to be a major diamantaire or a brilliant analyst 
to understand De Beers’ formula. All you need to do is listen 
to a respected fi gure, like the head of commercial department 
at De Beers – Howard Davies. Perhaps the most dramatic rev-
elation we heard during his visit to Israel was his explanation 
of how De Beers determines its rough prices: it examines the 
demand for polished, does in-depth research on the diamond 
jewelry marketing centers, and uses that as the basis for set-
ting the price of rough. De Beers is only one example. Th e 
other major rough producers do exactly the same. When the 
prices are derived backwards, there’s no chance we’ll have any 

air to breathe, at any time. I am sorry if I sound pessimis-
tic, but that’s how things look right now. I hope I am proven 
wrong. 

Whatever the case, at this stage, the entire burden falls upon 
one link in the value chain of the diamond industry – the 
manufacturers. We are the weakest link (and that’s not just a 
TV program; it’s the reality of our life) and we bear the entire 
burden of fi nancing, pricing and marketing. We are the suck-
ers that never die but just change places. Th at’s us. 

A	turn	and	a	half
Before I continue, let’s defi ne the term “manufacturer.” In 
this article I’m not referring to anyone who buys rough here 
and there for this or that price and then gives it to subcon-
tractors to process. Such companies are manufacturers, too, 
and they have their rightful place in the industry. But here I 
use the word “manufacturer” to refer to companies that have 
factories and commitments to supply their employees with 
work. Th e largest of them – those who manufacture in the 
area of 10 million dollars and more a year – have an impact 
on the entire manufacturing sector throughout the world. In 
the world diamond industry there remain less than 100 who 
fi t this description, most of them in India. Th ey all work at a 
loss, including the Indian manufacturers, even though their 
fi nancing situation is better than in other cutting centers.

In general it can be said that in the 1980s a manufacturer 
who processed rough in an amount of over 100 million dol-
lars a year turned it over four times; in the 1990s, it was three 

by Moti ganz – chairman, israel Diamond institute

One thing is clear – the structure of the companies in the 
diamond industry will not remain the same. Th e signs are no 

longer just written on the wall – they are shouting out
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times a year; in the early 2000s, two 
times a year, and now one and a half 
times. Consequently, a manufacturer 
who used to need equity and bank 
fi nancing of about 25 million dollars 
a year now needs some 75 million 
dollars a year in bank fi nancing. And 
all this is in a period when the banks 
are reducing the credit they extend to 
diamond businesses, either because 
of the Basel Accords requirements or 
because of the unfounded belief that 
diamantaires are particularly vulnera-
ble to money laundering and fi nanc-
ing terror.

Th e banks in Israel express their re-
spect for the diamond industry and 
praise its conduct in times of crises, 
as well as its strong reliance on equity. 
However, the banks in Israel fi nance 
sales transactions only, and not pur-
chases. In other words, the credit they off er is excellent for 
dealers but useless to manufacturers. Th e Israeli banks are 
very strict about the niche of fi nance for sales. Experience 
has taught them how to manage commerce fi nancing wisely, 
and for that they deserve praise. However, there is defi nitely 
good reason for the banks in Israel to fi nance the manufac-
turing sector, because you can’t base a diamond industry on 
the trade of polished alone.

Marketing	the	polished
So far we’ve considered two of the elements of change – the 
formula for pricing rough and the reduction of bank fi nanc-
ing. Now let’s consider the marketing of polished. Let’s say 
a large manufacturer purchased rough, started processing it 
and fi nanced it and now it needs to sell the polished. In order 
to market the product, the manufacturer has to price it and 
channel the goods to the destinations that maximize returns. 
At the present time, there is no manufacturer in the world 
that can sell polished before it has been completed, priced 
and sorted. Gone are the days when manufacturers could sell 
parcels for cost plus. Nowadays they sell stone by stone, or 
in groups sorted very carefully by quality. Th is is not a new 
situation, but it has intensifi ed and become more extreme.

Our clients buy only what they need in order to fi ll exist-
ing orders or serve their programs. Th e manufacturers are 
forced to keep stock. Th is stock could have handsome mon-
etary value, but unfortunately, not now.

The	burden	of	stock
In the past, the strength of a polished trader was measured 
by the breadth and depth of its collection, but today that 
bears no importance. To the contrary – in the era of the in-
ternet, stock is a heavy burden. For this reason, only a few 
of the large polished dealers in the world hold stock. Th ey 

all know that working as a diamond 
wholesaler is no longer an attrac-
tive option; most of the wholesalers 
have found other channels of activ-
ity downstream or upstream on the 
pipeline, or have left  the industry all 
together.

Th e manufacturers, who used to sell 
to these dealers, now have to mar-
ket all their production to retailers, 
which means creating marketing 
departments in their offi  ces and op-
erating marketing systems abroad. 
Again we’ve lost out. And again the 
burden is on the manufacturer.

negative	profi	t
In better times, the operating costs 
of a manufacturer who worked in an 
organized manner – owning a facto-

ry and an offi  ce – came to four percent 
of its turnover without fi nancing. Now, it’s impossible to cov-
er costs. Th e company owners trick themselves and cover all 
the expenses with equity  – an unhealthy practice for anyone. 
All the large manufacturers do business at a loss.

Nowadays, wherever you are in the world, the diff erences in 
the fi nal sale price of intra-industry trade of GIA, from 30 
points to 5 carats, S12, FL, J, and D, are no more than 2 or 
3 percent. It’s simply a matter of supply and demand. If we 
look at our returns on polished in any of these categories and 
go back to the rough, we see that we can’t buy that rough to 
make polished. As I said before – all the manufacturers are 
losing.

The	boy	who	cried	wolf
All that I have said above led to last year’s state of aff airs, 
when we didn’t see even one serious diamantaire open a fac-
tory. Th e opposite was true – we saw serious manufacturers 
reducing their scope of work and running factories only to 
maintain the manufacturing core. Th ese actions speak loud-
er than words.

We kept calling out “wolf, wolf ” – and now the wolves have 
come. We have reached the moment of truth. Th e industry 
has to decide how it is going to proceed. Each and every one 
has to think about the structure of his company and how his 
business will look in another year or two, or fi ve. I don’t have 
the magic formula is or know what the company, business 
or marketing structure should be. But one thing is clear – 
things can’t continue like this.

Published	 courtesy	 Yahalom	 Magazine	 and	 shira	
Ami,	editor

Moti Ganz – Chairman, Israel Diamond Institute
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HRD, one of the world’s most important diamond grading and training 
organisations, has taken an important step into the Middle East 
market. HRD’s office in Istanbul was moved to its new buildings in 
Nuruosmaniye Street in line with the growing needs of the organisation, 
while Mehmet Can Özdemir has been appointed HRD Middle East 
General Manager. At the opening ceremony of the new building, the 
ribbon was cut by Belgian Foreign Trade Minister Pieter De Crem, 
Antwerp Governor Cathy Berx, Istanbul Stock Exchange (BIST) General 
Manager Tuncay Dinç, Jewellery Exporters’ Association Chairman 
Ayhan Güner and AWDC President Stephane Fischler.

Pieter De Crem Ayhan Güner Tuncay Dinç Mehmet Can ÖzdemirStephane Fischler
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HRD Middle East 
General Manager 
and Jewellery 

Exporters’ Association 
Board Member Mehmet 
Can Özdemir said that the 
move to the new complex 
in Nuruosmaniye Street had 
been carried out in order to 
meet increasing needs after 
it was decided that HRD’s 
Middle East operations 
would be located in Turkey. 
“We, HRD Turkey, have been 
endeavoring to improve the 
jewellery industry in Turkey. 
With our efforts, we are 
trying to make Turkey one 
of the most important actors 
in the world in the diamond 
jewellery category just as it 
is in the gold sector. We now 
have an important advantage 
in Turkey following the 
change in the special 
consumption tax which used 
to be applicable on gemstone 
imports to Turkey. With the 
resolution passed by HRD’s 
management in Belgium, 
our operations for the whole 
Middle East region will 
henceforward be organized 
from this center,” said Mr. 

Özdemir in his speech at the 
opening ceremony. 

Meanwhile, Belgian Foreign 
Trade Minister Pieter De 
Crem said that the HRD’s 
operations were of great 
importance in improving the 
cooperation between the two 
countries: “Our knowledge, 
which we accumulated 
in Antwerp over many 
centuries, set standards 
recognized and accepted in 
the four corners of the world. 
With the new building in 
which HRD is now located, 
this will improve the quality 

of the service it provides 
to the global industry. We 
have full faith that Mehmet 
Can Özdemir, who has won 
praise of everybody with his 
efforts so far, will continue his 
successful efforts.”

Loose gemstone certification 
service will also be provided 
at the new HRD premises. 

With the new investment 
in Turkey, HRD, which 
mainly focused on preview 
reports and training services 
in Turkey, will provide 
certification services for 

gemstones up to 0.70 carat. 
The new office, whose 
service elements have been 
expanded, will provide 
services to the Middle East 
after the new structuring. 

Dubai office will soon enter 
into service 
Although the Middle East 
operations will be managed 
in Turkey, in order to ensure 
a more solid communication 
and ensure higher service 
standards, the HRD Liaison 
Office in Dubai will soon 
enter into service.

Mehmet can Özdemir, Mustafa Atayık, Ayhan güner, Pieter De crem, tuncay Dinç, İsmail gültekin

Mehmet can Özdemir, tuncay Dinç , Ayhan güner, Pieter De crem, stephane fischler
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The U.S. fine jewelry 
industry is in a 
crisis right now, 
which means that 

by extension, the entire 
global industry has cause for 
concern. Although for a few 
years in the mid- and late 
aughts, the global diamond 
and jewelry industry shifted 
its focus away from the 
United States and toward 
China, India, the Middle East, 
and Russia, we’ve discovered 
those growing economies 
aren’t a panacea. For now, 
the United States remains the 
industry’s premier economic 
engine, and that engine needs 
a tune-up.

Even though the U.S. 
recession is over, her 
economy is humming 
along nicely, and luxury 
jewelers are doing well, 

there’s a huge undercurrent 
of change that has more to 
do with demographics than 
economics.

Let’s discuss economics for a 
moment. Income disparity—
the gap between the haves 
and have-nots—in the United 
States is huge and growing. 
The economic recovery is 
heavily lopsided: those who 
had little before the Great 
Recession still have little 
after it—and many have even 
less—so the chances that 
they’re going to buy much 
jewelry are slim. 

Jewelers, therefore, are 
dependent on the luxury 
consumer who is better 
educated and has a higher 
income. For the most part, 
those consumers still are 
Boomers. And Boomers 
aren’t getting younger: the 

youngest Boomers are now 
50 and the eldest will turn 70 
in 2016. They’re a consuming 
bunch and still spending like 
crazy, plus the demographic 
bracket that encompasses 
both younger Boomers still 
in their peak earning years 
and older Millennials just on 
the cusp of their peak earning 
years seems quite promising. 

But Millennials—whom, 
like everyone else, fine 
jewelers are chasing—don’t 
seem to be very interested 
in traditional fine jewelry. If 
you ask a typical independent 
jeweler what percentage of 
total business comes from 
Millennials, the answer can 
be as high as 40 percent. Ask 
that same jeweler how much 
non-bridal revenue comes 
from Millennials, and usually 
the answer is “not enough.” 

Historically, the engagement 
ring marked the start of a 
lifelong relationship with 
one’s jeweler as well as 
one’s spouse. Great service 
and trust built during that 
transaction are what keep the 
customer coming back for 
anniversaries, birthdays, baby 
gifts, kids’ graduations, and 
so on.

But Millennials are the first 
generation of Americans that 
doesn’t necessarily feel the 
need to get married. They’re 
also the first generation in 
a long time that will not do 
as well financially as their 
parents did. They are more 
conservative spenders, 
many are carrying a huge 
amount of student debt—the 
price of a knowledge-based 
society—and they’re facing 
a truly global economy with 

Why the industry must 
spend money to survive
By Hedda Schupak
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competition everywhere, 
unlike the U.S.-dominated 
post-WWII economy their 
parents enjoyed.

Even Millennials that want 
an engagement ring don’t 
necessarily feel the need 
to buy a new one. Many 
still do, of course—or else 
jewelers wouldn’t be selling 
40% of their merchandise 
to them—but many others 
are choosing to either use a 
family heirloom, a less-costly 
nontraditional or estate ring, 
or they’re foregoing the ring 
altogether in favor of saving 
money.

Outside of bridal, Millennials 
are far more interested in the 
design of a piece of jewelry 
than the intrinsic value of 
the materials. They’ll buy 
something made of brass and 
feathers as readily as gold 
and diamonds—and perhaps 
more so, because they know 
the brass piece isn’t a lifetime 
commitment. 

They are sentimental and 
family-oriented, and they also 
prize individuality. That’s why 
Pandora has done so well: 
customers can build their 
own individualized bracelet 
with beads that symbolize 
things that are important to 
them, and each purchase is 
both rich in meaning and 
gentle on the wallet. The 
shopping experience in 
Pandora boutiques also feels 
luxurious, even if the price 
isn’t.

“A Diamond Is Forever,” the 
most legendary tagline in 
advertising history, doesn’t 
resonate with the generation 
that grew up trading in 
their phones and gadgets 
every year. Boomers grew 
up with the message that 
fine jewelry is something 
special, something lasting and 
tangible with which to mark 
life’s milestones, but it’s been 

more than a decade since 
De Beers stopped its generic 
diamond advertising, and 
many younger consumers 
barely remember “A Diamond 
Is Forever,” if they ever heard 
it at all. Pandora, meanwhile, 
gives Millennials that same 
emotional experience but at 
a price that doesn’t demand 
a sacrifice, and with the 
comfort of knowing that in 
their trade-up world, if they 
later decide that particular 
bead needs to go, it’s okay.

Boomers grew up in an 
era when good design was 
expensive and inexpensive 
things were poorly designed. 
The “good” china and the 
sterling flatware came out for 
holidays and the “everyday” 
dishes and cutlery weren’t 
nearly as pretty. But by the 
time Millennials were born, 
good design was available 
to the masses, thanks to 
innovators like Jasper Conran 
and IKEA. Millennials grew 
up with good design and take 
it for granted. They expect 
even the cheapest items to be 
well designed, and therefore 
don’t see the need to spend 
scads of money on it. They 
can go to Pottery Barn, 
IKEA, or even Target and 
buy beautiful tableware for 
a fraction of the cost of fine 
china, crystal, and sterling 
silver—and they’re not going 
to lose sleep over a chipped 
plate or broken wineglass. 

Boomer children got a few 
new outfits at the beginning 
of the school year. Millennials 
are used to a new outfit for 
every occasion and almost 
a full wardrobe turnover 
every few months, courtesy 
of H&M and the like. And of 
course we know their gadgets 
must be upgraded every year 
or two. They’re eco-conscious, 
and they’re all about recycling 
and ethical sourcing—but not 
necessarily about making the 

first purchase last. 

There are other issues 
complicating the picture, 
but the fundamental issue is 
that fine jewelry just hasn’t 
been made relevant enough 
to these consumers. They’d 
rather surprise their partner 
with a trip to the Himalayas 
to mark an anniversary.

When a Millennial woman 
wants to splurge on 
something luxurious, it’s 
more likely to be a handbag 
or a pair of shoes—or 
climbing gear—than a piece 
of jewelry. Indeed, even many 
Boomer women will head to 
the luxury handbags before 
the jewelry counter, because 
the “jewelry as gift of love” 
message has been hammered 
home so hard and for so 
long that both jewelers and 
consumers have a hard time 
seeing past it. The woman 
who can afford a designer 
handbag or shoes can easily 
afford a piece of fine jewelry, 
but she’s conditioned to think 
that such a purchase should 
only be a special gift, not 
something to buy just because 
she likes how it looks.

If we’re to change that 
perception, the jewelry 
industry needs to invest in 
marketing to a degree that 
it never has done before, it 
needs to create a broader 
selection of fashionable 
product that sits in the same 
price space as bags and shoes, 
and it also needs to be patient 
and realize that the fruits 
of those efforts may not be 
apparent for some years. 

We need to position jewelry 
as a fashion accessory as well 
as the best gift of love, and 
these two messages need to 
remain absolutely distinct and 
different because it’s a distinct 
and different shopping 
experience. The absence of 
generic diamond advertising 

has left a huge hole that is 
only partially filled by major 
retailers such as the Sterling 
group (Kay, Jared, etc.,) but 
those ads still emphasize “gift 
of love,” barely touching on 
the idea of choosing jewelry 
“just because,” the same 
as a handbag. Meanwhile, 
accessories designers have 
happily reaped those dollars 
that our industry left on the 
table.

The credit and finance crunch 
in this industry hampers 
the ability to fund a major 
marketing initiative, but it’s 
crucial to somehow find a 
way. We’ve already seen what 
happens without it, and it’s 
imperative that we take that 
money back.

Further reading here and 
here.

About Hedda Schupak
Hedda 
Schupak, 
a 29-year 
veteran of 
the jewelry 
industry, is 
the editor of 

The Centurion Newsletter, an 
American B2B webzine for 
luxury jewelers. An award-
winning former editor-in-chief 
of JCK magazine, Hedda 
has covered trends in the 
fine jewelry and fashion 
industries for almost three 
decades. She is a popular 
lecturer in the jewelry 
industry and has given more 
than 120 presentations at 
major international jewelry 
shows, regional conventions 
and manufacturers’ and 
jewelry store managers’ 
meetings. She has been a 
guest columnist for trade 
and consumer magazines 
in Italy, Japan, Australia, 
Brazil, and the United States, 
and is regularly quoted by 
the general media including 
outlets such as the New 
York Times, the Los Angeles 
Times, the Philadelphia 
Inquirer, and the Atlanta 
Journal-Constitution, as well 
as on television in the United 
States and abroad.
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One of the biggest complaints 
I hear from jewellery store 
owners is the amount of time 
it takes to actively pursue 

a social media presence. Yet another 
common complaint is employees that are 
glued to their smartphones during work 
hours. Why not solve both problems 
at the same time? Let your employees 
be brand ambassadors for your store 
on social media with your business 
accounts as well as their own accounts. 

First of all you need to establish 
guidelines. These should be spelled out 
in your employee handbook. Have rules 
for how they use each account. Make 
it clear that live, in the store customers 
come first and posting should only 
happen during breaks or slow times. 
There is nothing worse than a customer 
seeing your entire staff pecking away at 
their phones.

On your business account, provide a 
clear brand message and point of view 
that promotes your goals and identity. 
Make sure that religion, politics and 
other controversial topics never appear 
on your business account. You want 
your account to be friendly, open and 
positive.

Have limitations on what may or may 
not be posted. Selfies on the showroom 
floor, photos of happy customers 
with their new jewellery, exciting new 
acquisitions, a video of your benchman 
performing a difficult repair, or a 
rendering of your newest CAD design 
are all wonderful things to post on 
social media. Your messy office, photos 

of your safe or other security features 
must be forbidden. If you are in a 
tourist area, photos and information 
about interesting places to visit can help 
establish you as a local expert.

Encourage employees to use their own 
accounts to help promote your store. 
People like to shop with friends and this 
could add to their sales and commissions 
if used properly. Full disclosure is a 
must! If they promote or recommend 
your store they need to add a statement 
of their relationship to the business. If 
they post a strong opinion that may be 
taken as your store’s viewpoint, they 
need to include a disclaimer stating 
that it is their own opinion and not 
the opinion of the store. You want full 
honesty and transparency. If they are 
going to use their own social accounts 
to promote your store you will need to 
come to an agreement, in writing, to 
“friend” you and allow you to be able to 
view their posts.

But in general, let your employees 
use their own common sense without 
interference or need to get approval for 
every post. You want it to be fun and 
enjoyable. After all, it is SOCIAL media 
and you want them to be sociable.

Have weekly contests with a prize for the 
best post. Choose an item or service that 
you want to promote and offer a bonus 
to the employee that generates the most 
sales from their social media efforts. 

You need to be on social media and your 
employees are already there, so this can 
be a win-win for you and your team.

Let your employees be 
brand ambassadors for 
your store
By David Siskin
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turkey is a candidate to 
become the world’s jewellery 
manufacturing base
Turkish jewellery sector is starting to benefit from the new collaboration 
opportunities arising from the implementation of new regulations 
regarding the Special Consumption Tax collected from precious stone 
importation. A delegation consisted of the members of the board of 
directors the Jewellery Exporters’ Association important negotiations 
during the “International Diamond Week” held in Israel.

Gürkan Merim, Mehmet Can Özdemir, Alex Popov, Krisztina Kalman - Schueler Ayhan Güner, Ernest Blom, Oğuz Özdemir
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The new collaboration 
opportunities begun 
to form after the 

implementation of the new 
regulation regarding the 
Special Consumption tax 
collected from precious 
stone importation – which 
was considered as the main 
obstacle for the development 
of Turkish jewelry sector 
-.The Jewelry Exporters” 
Association which pay 
intense efforts in order to 
develop these collaboration 
opportunities – made 
important negotiations in 
Israel in order to develop 
the relations with this 
country as Israel is one of the 
important countries which 
dominate the world precious 
stones trade. The delegation 
which participated in the 
“International Diamond 
Week” held in Tel Aviv met 
with the leading names of 
the world jewelry industry 
including the President 
of Israel Diamond Stock 
Exchange Market, Shmuel 
Shintzer,  

the stones of israel will 
turn into jewels in turkey
Ayhan Güner, the President of 
Jewelry Exporters’ Association 
made many interviews on 
TV channels including Israel 
State television and Italian 
RAI TV and highlighted the 
following issues: “Anatolia is 

a geography where jewelry 
is produced more than 5000 
years. We have extremely 
important advantages in this 
area. Turkish jewelry sector 
is in the position of one of 
the world’s leading jewelry 
manufacturing sectors. I 
can say that we are in a very 
good position especially in 
terms of mounting jewelry 
type and stock. We have huge 
factories which serve rapidly 
and flexibly, use advanced 
technologies and employ 
hundreds of experts. In 
addition, we are located in a 
geographically very important 
place. We can reach many 
important markets such as 
Middle East, Europe, Russia 

and North Africa by only 
maximum 4 hour flights. Also, 
it is possible to reach directly 
to hundreds of important 
points of the world by Turkish 
Airlines. One of our other 
important advantages is visa 
facility. Turkey is a country 
where you would not have any 
visa problem like you have 
in Israel or Europe. Indeed, 
you can travel to Turkey as 
visa-free from many countries. 
Establishing commercial 
enterprises in Turkey is very 
easy. In Turkey, you can 
establish your company and 
start to operate your activities 
within 1 day. There is not any 
51% partnership obligation 
like Dubai obliges to investors. 

Turkey is an extremely safe 
country where world’s citizens 
can easily enter and exit. You 
do not experience security 
problems in Turkey like you 
experience in Israel. As a 
result of all these advantages, 
we have one of the World’s 
leading gold manufacturing 
and exportation sectors. A 
decision recently taken by 
our government opened 
us the doors to become the 
world’s leading diamond 
jewelry sector. As a result of 
the change on the regulations, 
the Special Consumption 
collected from precious stones 
has been abolished. Therefore, 
the companies 

Gürkan Merim, Ya'akov Almor Mehmet Can Özdemir, Ernest Blom, Ya'akov Almor
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Diamond miner 
Stornoway is the first 
producer to mine 

diamonds in the Canadian 
province of Quebec. The 
Renard mine is expected 
to yield 1.6 million carats 
of diamonds annually with 
a value of $304 million. Its 
production is estimated to 
come to the market during 
the second half of 2017. In 
case the Renard production 
is marketed in Antwerp, the 
share of rough diamonds 
from Canada on the Antwerp 
market could increase by 64 
percent. 

New political 
arrangements
In recent years, Canada has 
undergone significant changes 
with regard to diamond 
mining. In a comment, Ari 
Epstein, AWDC’s EO of the 

Antwerp World Diamond 
Centre, said that, “A number 
of legislative changes have 
ensured that the regional and 
local authorities, such as the 
Northwest Territories, have 
obtained wider competencies 
as concerns the mining 
industry. This mission was 
important for Antwerp as 
a diamond center because 
of these new political 
arrangements. The new 
political leaders confirmed 
and reinforced the strong 
current relationship.”

Antwerp Governor Cathy 
Berx said: “Throughout 
our conversations with the 
Canadians…all praised 
Antwerp as a reliable 
and highly transparent 
trade partner. We clearly 
share the same values, 
such as transparency, the 
importance of correct 

controls and corporate 
social responsibility. These 
shared values can only 
further strengthen our 
good relationships. We can 
conclude this was a very 
successful mission.”

Untapped potential
The high-quality Canadian 
production doubled between 
2012 and 2014, increasing 
from 1.5 million carats to 3.6 
million carats of diamonds, 
representing a value increase 
from $2.5 billion USD to $3.8 
billion. While Canada already 
is already one of the largest 
diamond mining countries 
in the world, trailing only 
Botswana and Russia, the 
country still has tremendous 
untapped potential. 

Currently, Canada’s diamond 
mining remains concentrated 

in the Northwest Territories, 
with the Dominion 
Diamonds’ Ekati mine the 
largest, followed by Diavik, 
which is jointly owned by 
Rio Tinto and Dominion 
Diamonds, De Beers’ 
and Mountain Province 
Diamonds’ Gacho Kué mine, 
and De Beers’ Snap Lake 
mine. The rough production 
of Ekati and Diavik are 
currently marketed through 
Antwerp. Stornoway’s 
Renard project is only the 
first diamond project in the 
Province of Quebec and 
its production is expected 
to come to Antwerp in 
2017. Diamonds occupy 
a significant position in 
the trade balance between 
Canada and Belgium. No less 
than 26.4 percent - in value 
- of all goods imported from 
Canada are diamonds.

Canada is the third largest diamond 
producer in the world and one of the 
most important suppliers of rough 
diamonds to Antwerp. In April, a 
delegation of the Antwerp World 
Diamond Centre (AWDC), headed 
by Antwerp’s governor Cathy Berx, 
travelled to Montreal, Toronto and 
Yellowknife. The delegation came 
away from these meetings with the 
impression that there is good chance 
that the Canadian diamond producer 
Stornoway will channel its entire 
production from the Renard mine in 
Quebec through Antwerp.Ari Epstein, AWDC’s EO
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neW technogolies maKes our 
proDuct Quality perfect

We observe that 
our small and 
big brands have 

started export operations, 
and attempted to put their 
products on different markets 
after effects of recent domestic 
stagnancy. Now, we witness 

that a couple of small sized 
workshops come together and 
make joint export attempts. 
“Dubai” is the first country 
that comes to mind when 
export is the question. Having 
significant tax advantages, 
Dubai is the focal point of 

the world jewellery trade. 
Jewellery manufacturers 
from very different countries 
try to sell their products 
to wholesalers in Dubai. 
Jewelries manufactured 
in different points of the 
world are delivered to many 

countries, in particular Arab 
countries, through Dubai. 
Hakan Saraç, Chairman of 
Mert Wedding Band, said 
that Turkish jewelers had 
been selling jewellery to 
Dubai for nearly 30 years, and 
sales to Dubai increased and 

decreased depending on rises 
and falls in oil prices. 

Hakan Saraç said that as new 
companies had entered Dubai 
market in recent years, the 
number of products offered 
had increased significantly, as 
a result of which the region 
staged great competition due 
to supply exceeding demand. 
“To be honest, buyers in the 
region push our brands as 
much as they can in order to 
get the best purchase prices. 
Thus, Turkish jewellery 
products are put on the 
market with minimum profit 
margins. For example, the 
Italians sell only 1 ton gold 
to make as much profit as 
Turkish jewelers make by 
selling 3-ton gold. Our rush to 
save the day always makes our 
future troublesome,” he said. 

export operations of a 
company gain a solid 
ground only in 10 years 
Mr. Saraç pointed out that the 
Turkish jewelers could sell 
their products to many other 
different countries in addition 
to Dubai, and he continued as 
follows: 

“Of course, entering new 
markets is not a thing which 
you can start now and achieve 
tomorrow. First, you need to 
properly analyze jewellery 
culture and expectations of 
consumers in the relevant 

market. Then, you should 
allocate a certain marketing 
budget for relevant market, 
and patiently participate as an 
exhibitor in fairs organized 
in that region. It would take 
at least 10 years to establish 
a solid export department 
and business for a brand. It 
is only after that period the 
customers develop a loyalty 
for the brand. In the near 
future, I expect an increase 
in demand in Iran market. 
The favorable agreements 
between Iran and USA will 
gear up opening of Iran. 
The US market also shows 
some moving up. The main 
matter is that a brand should 
not seek export solely for 
the reason that the domestic 
market shrinks but that brand 
should prepare a roadmap 
which would guide it in its 
expansion overseas because 
when the sales stagger in the 
domestic market, you tend 
to make export sales in a 
panic, you offer the bottom 
prices to buyers, and then 
you have no other chance 
to increase workmanship 
prices again. This has negative 
effects on all our companies. 
In recent years, we observe 
that some big sized buyers 
are suspicious of cheap prices 
as they have concerns that 
such products will not be 
continuous. And this shows 
us that cheap manufacturing 
will not be sufficient alone.” 

Having introduced different wedding band styles to societies with different cultures, 
Mert Wedding Band has clinched a well deserved spot among top 10 wedding band 
companies of the world. Mr. Hakan Saraç, Chairman of Mert Wedding Band and 
Board Member of Exporters Association, said he believed that Turkish Jewellery 
manufacturers would make more courageous moves in entering different markets in 
coming years.
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By David Siskin
safety
While leaving work for the day 

an employee of a jewellery 
store in Philadelphia, 

Pennsylvania was abducted, beaten and 
hit with a stun gun while the assailants 
unsuccessfully demanded the alarm 
codes and combination to the safe at the 
store where she works.

Once again, this is a reminder that 
we are in a very dangerous business. 
People assume that anyone working 
in a jewellery store, from the owner to 
the person that sweeps the floor, has 
access to valuable goods. It is easy to 
be complacent but we must always be 
conscious of safety. This is a good time 
to review your plans and procedures for 
keeping you, your employees and your 
family safe.

Safety in numbers
The most dangerous time is opening and 
closing. You need to be extra vigilant. 
Ideally, all the staff should arrive near 
the same time and wait in their cars until 
there are at least two or three people 
before going into the store together. 
At closing everyone should leave as a 
group. At both times at least one person, 
preferably more, should have a cell 
phone out and have the local emergency 
number (911 in the US) punched in and 
ready so that a quick press of the send 
button will summon the police.

Escort staff and salesmen
Anytime a staff member or jewellery 
salesman enters or leaves your store, 
they should be watched or escorted. 
Have them give a quick call before they 
come in so someone can stand outside 
and watch. Again, have a pre-dialed cell 
phone at the ready. When they leave they 
need to be watched or escorted until they 

are safely in their car. I knew of one 
store owner that had an extremely 
well-trained guard dog that would follow 
people to their car.

Keep your home life private
Family is our greatest pride and joy 
but also our greatest weakness. We will 
do anything for them. As much as we 
want to brag about our kids and their 
accomplishments, keep all references 
to their identity away from your store. 
Pictures of your family displayed in the 
showroom give criminals a positive 
identification of your loved ones. Photos 
of your kids receiving awards at school 
posted on social media or even in the 
local newspaper tell the bad guys where 
to look for them. Never, ever, publish 
your home address anywhere.

Don’t be too social
It is easy to get caught up with constantly 

updating 
your daily 

activities on 
social media. But if everyone 
knows where you are or will be all 
the times; you are at risk. Rather than 
posting about where you are going or the 
restaurant you are at now, try posting 
about where you have just been instead. 
It’s just as much fun but considerably 
safer.

You are never completely off duty
The jewellery business is rewarding but 
it comes with a price. We simply can 
never let our guard down. It only takes 
a moment of inattention, anywhere or 
anytime, for something to happen. We 
need to be cautious and suspicious of 
everyone and everything that is out 
of the ordinary. Our lives, the lives of 
our loved ones, and the lives of our 
associates depend on it.
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ObjecTiOns
It’s been a while since we’ve touched on objections and how to go about 
overcoming them. Every salesperson, no matter how experienced, is 
going to encounter objections. Your ability to deal with an objection and 
save the sale will go a long way in determining your success.

By Brad Huisken
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It’s been awhile since we’ve 
touched on objections and 
how to go about overcoming 
them. Every salesperson, 
no matter how experienced, 
is going to encounter 
objections. Your ability to 
deal with an objection and 
save the sale will go a long 
way in determining your 
success. 

Here’s a review of some of 
the most important things a 
salesperson must do when 
dealing with objections. 

listen to the entire 
objection: The quickest way 
to lose a customer to an 
objection is to interrupt your 
customer as they are telling 
you what the problem is. A 
salesperson must listen to 
the entire objection before 
attempting to save the sale. 
If you listen closely enough, 
they may actually give you a 
clue as to what they need. 

Acknowledge the objection: 
This simply means that you 
restate the objection back to 
the customer. It shows them 
that you fully understand 
what they are objecting to, 

and it confirms what they 
said for the salesperson. 

Give agreement: It’s 
important to let the customer 
know that they are not in for 
an argument. However giving 
agreement is not the same 
as agreeing. If a customer 
says, “I need to think about 
it,” then agreeing would 
be, “Yes you should think 
about it.” Giving agreement 
would mean a salesperson 
would say something like, 
“I can understand why you 
would need to think about 
it, it is a big decision isn’t it?” 
Remember every step in the 
process is designed to get 
your customer to say “Yes.” 

relieve resistance: There 
are many times when an 
objection is simply leftover 
fear from a customer and 
can be relieved easily with 
a simple question. Ask 
your customer, “Before you 
go, may I ask you a quick 
question?” Then the quick 
question is: Did you love 
the ____? To this question 
you will either get a “yes” 
or “no”. Should they not 
love the item – then fix it 

by going back to the needs 
assessment and asking more 
questions. If they say “Yes, I 
loved the ____.” Then move 
on to the next step. You 
would be surprised at how 
often a question like that will 
relieve tension and help the 
customer feel better about 
their purchase. 

review nA=A/DA: As a 
reminder, that stands for 
Needs Assessment=Answers 
so demonstrate the answers. 
When dealing with an 
objection, take the time to 
review what the customer 
wanted/needed and that you 
demonstrated to the wants 
and needs. By doing this, it 
should allow your customer 
to tell if their objection 
carries weight or if they are 
ready to buy. The biggest 
thing a salesperson can do 
is this: acknowledge the 
objection and then work with 
the customer to work out a 
solution. 

If we have gotten this far then 
we need to determine if it is a 
price objection.

Address the price: Only after 

going through all the other 
steps, should you address 
the price and you should do 
so by asking “How do you 
feel about the price?” If the 
price is fine, then add value 
to the product or to buying 
from you. Remember the 
additional benefit could be 
another Company Story 
phrased as a Feature, Benefit 
and Agreement 

Price can be one of two 
different issues, either Value 
or Budget. 

If the price is too high then 
it is up to the salesperson to 
determine if it is a matter of 
budget or value. The easiest 
way to address this is by 
asking a simple question: “Is 
the price of this ____ too 
high or is it more than you 
wanted to spend today?” 

If the customer says the price 
is too high then that tells the 
salesperson that is a question 
of value. 

increase the value: If the 
objection gets this far, it 
might be time for something 
big. Presumably you left 
a benefit out during the 
demonstration process that 
you could always use later. By 
bringing up that extra benefit 
now, you may save the sale. 
This can often be resolved be 
adding value to the product, 
whether it be free delivery or 

every 
sAlesPerson, 

no MAtter 
hoW 

exPerienceD, 
is going to 
encounter 
objections. 

" 
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something else. 

If it is more than the 
customer wanted to spend, 
then it is a question of 
budget. Then ask, “How 
much did you want to spend 
today?” If that’s the case, then 
it is up to the salesperson 
to see what can be done. 
Maybe it’s something as 
simple as looking at a similar 
product that is priced lower. 
Remember though that you 
must sell the lower priced 
product on its own merits. It’s 
probably not going to have 
everything that the higher 
priced product does, but it 
has its own benefits that can 
be featured as well. 

The important word in the 
initial question is “today.” By 
adding the word today, you 
put a sense of urgency to the 
question. You should not 
emphasize the word but you 
do want to find out if they are 
buying, and that’s one way 
to do it. 

There are all kinds of 
objections and because of 
that, there 

are just as many ways to 
deal with them. One of the 
more common objections 
can be referred to as the stall 
objection. A stall is all those 
things that may or may not 
be true. Here’s an example of 
what that might look like and 
how to overcome it. 

Prospect: I like it but I 
think I should look 

around and see what 
else is out there 

before making a 
decision. 

salesperson: 
I can 
understand 
you wanting 
to look 
around, it’s a 
big decision 

isn’t it? 

Prospect: Yes. 

salesperson: Before 
you go, may I ask you a 

question? 

Prospect: Yes, of course. 

salesperson: How did you 
feel about “benefit number 
one?” 

Prospect: I really liked that, 
it’s exactly what I’m looking 
for. 

salesperson: It really is a 
great benefit, what about 
benefit number two. 

Prospect: I’m not really sure 
about that one. 

Bingo, you have gotten to the 
root of the problem and now 
you can go about solving it. 
A customer stalls for a few 
reasons but the main one is 
that there are issues that are 
bothering the customer. 

If the salesperson can 
discover the true objection, 
then they can work with the 
customer to find a solution. It 
could be something as simple 
as the color is not right or 
something else along those 
lines. 

If it’s the color that is 
bothering the customer, then 

simply ask what color they 
would prefer. If the product 
comes in that color, then the 
objection is solved. If the 
product does not come in 
their preferred color, you can 
still save the sale. 

Simply say, “I’m sorry this 
product does not come in 
that color but it does come 
in these colors. Do any of 
these other colors appeal to 
you?” If the customer wants 
the product enough, then 
chances are they are going to 
go with their second choice. 

If a salesperson takes the time 
to ask the right questions, 
then overcoming a stall 
objection is not as difficult as 
it might sound. 

Our look at handling 
objections continues with a 
look at the value objection. 
Just as we did with the stall 
objection, we will use a 
scenario to illustrate how to 
overcome a value objection.

Prospect: Ok, I need to talk 
to my wife. I’ll let you know.



salesperson: I can certainly 
understand you wanting to 
talk it over with your wife, 
it’s an important decision, 
isn’t it?

Prospect: Yes, we always 
make these decisions 
together.

salesperson: I completely 
understand, may I ask you 
a question before you leave 
today?

Prospect: Yes.

salesperson: How did you 
feel about the room in the 
car, it seems like it would be 
perfect for your needs.

Prospect: That was great, 
exactly what we are looking 
for with three kids.

salesperson: How did you 
feel about the color?

Prospect: That’s something I 
want to talk to my wife about, 
she’s not a big fan of red.

salesperson: The color is 
important and I understand 
why you would want to 
discuss it, how did you feel 
about the price?

Prospect: Well to be honest, I 
thought the price was a little 
high. (Specific objection)

salesperson: I understand. Is 
the price of this car too high 
or is it simply more than you 
wanted to spend today?

Prospect: I thought the price 
was too high.

salesperson: I understand 
that. (Fix it-pull out your 
powerful benefit and add a 
new reason to buy.) “There 
is one thing I forgot to add, 
however. This particular 
car also comes with a five 
year service warranty. That 
includes all oil changes and 
any repairs the vehicle may 

need.”

Prospect: I didn’t realize 
that. That would save a lot of 
money in those five years and 
that makes the price today 
much more manageable. 

salesperson: Ask for the sale.

When a customer has a value 
objection, it can often be 
overcome by simply adding 
value to the product in 
question. 

We wrap up our look at 
overcoming objections with 
a look at how to deal with the 
budget objection. Dealing 
with a budget objection is 
different than dealing with 
someone who believes the 
price is too high. 

If the price is simply too 
high, value can be added but 
if the customer does not have 
enough in their budget then a 
different tact must be taken.

Prospect: Thank you, I’ll 
think about it and we can 
meet again next week.

salesperson: Ok, I 
understand you would want 
to think about it. It’s a big 
decision, isn’t it?

Prospect: Yes it is.

salesperson: Before you 
go may I ask you a quick 
question?

Prospect: Yes, of course.

salesperson: How do you 
feel about the number of 
diamonds (benefit number 
one) in the stone?

Prospect: That is exactly 
what I was looking for, my 
fiancé would love the entire 
setting.

salesperson: It is very 
nice, isn’t it? How did you 
feel about the shape of the 

setting? (Benefit number 
two)

Prospect: It was fine but the 
shape is not really important.

salesperson: Ok, how do you 
feel about the price?

Prospect: Actually, I thought 
the price was a little high.

salesperson: Is the price 
of this ring too high or is it 
simply more than you wanted 
to spend today?

Prospect: It’s more than I 
wanted to spend.

salesperson: I understand, 
how much were you looking 
to spend?

Prospect: I was really hoping 
to stay under this amount.

salesperson: I see and I 
have some good news for 
you. We have a very similar 
ring that is well within your 
price range. The only real 
difference is that it has a few 
less diamonds and the setting 
is just a touch smaller, but 
everything else looks exactly 
the same.

Now you have an opportunity 
to fix the objection and save 
the sale.

The overriding theme in 

overcoming objections is 
simply communicating with 
your customers and getting 
them to open up about what 
the real issue is. If you are 
able to do that, then almost 
any objection can be handled.

Now that you’ve dealt with 
all of the objections, it’s time 
to close. We’ll start reviewing 
some of those techniques in 
our next article. 
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The Millennial Generation (Generation Y) is rapidly eclipsing 
the coveted Baby Boomer demographic. Millennial retail sales 
are predicted to be worth $US 2.45 Trillion in 2015 and by 2018 
they will bypass the Baby Boomers by forking over $US 3.4 
Trillion in spending.

By David Siskin
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You need to 
understand who 
Millennials are 

and what motivates them. 
Millennials are the best 
educated generation in 
history. Th ey are obsessed 
with researching everything. 
Th rough technology they 
are well connected to 
information and people. 
Th eir reach is global. Th ough 
they may never meet, they 
are making friends all 
over the planet. Th ey are 
extremely busy; multitasking 
is a way of life. Th ey care 
about happiness and love to 
laugh. Th ey are concerned 
about doing the right thing 
for society and the planet.

Selling jewellery to 
Millennials takes an entirely 
diff erent approach. Gone 
are the days of classic sales 
techniques. Here are a few 
tips to help you reach this 
powerful demographic.

forget the Abc 
concePt
Th e quickest way to get a 
Millennial to leave your store 
is to follow the old ABC 
rule: Always Be Closing. 
Constantly pounding them 
with closing statements 
makes them feel pressured. 
Th ey have enough pressures 
in life; they don’t need you 
to add to it. Fine jewellery is 
intimidating enough. Pushy 

sales technique will push 
them right out the door.

cut out the b.s.
Don’t try to pull the wool 
over a Millennial’s eyes. 
Know your facts and only 
speak the truth. Always 
remember; they are 
educated, connected, and 
addicted to research. Th ey 
will verify anything you 
tell them, possibly even 
as you speak. If you try to 
baffl  e them with B.S.; they 
will know it and call you 
on it.

get to the Point
Th ey are not interested in 
a canned sales pitch. Th ey 
don’t want your entire 
spiel. Just tell them how 
your product and service 
will fulfi l their needs and 
desires without all the fl uff . 
Don’t spend much time on 
the 4C’s and the other basic 
parts of a diamond sale. 
More than likely they have 
already researched the facts. 
Th ey just want to know what 
you are off ering and how 
much it will cost them.

be An ADviser, not A 
sAlesMAn
Millennials want to know 
that you are listening to 
them. Th ey want you to 
acknowledge their desires 
and needs. Th ey expect you 
to off er solutions and advice. 

Take the time to nurture 
a relationship and build a 
long-term bond. Solve their 
problems, fi ll their needs 
and play into their desires. 

helP theM feel gooD 
About jeWellery
When Millennials is spend 

money on a luxury item, 
they want justifi cation 
beyond how it looks on 
them. Th ey want to know 
where it came from and 
what good their purchase 
can do for others. Highlight 
your eff orts for responsible 
sourcing. Try to use recycled 
gold and let them know 
about it. Create a program 
that gives a percentage of 
your profi ts to help others 
live a better life. Millennials 
want their money to count 
for something beyond your 
bottom line. Help them to 
help others. Millennials 

think and respond 
diff erently from what you 
may expect. Accept them as 
they are, treat them well, tell 
the truth and you can build 
a relationship that will last a 
lifetime.

About 
Dave 
Siskin

Dave Siskin 
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in jewellery retailing. 
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Luxury remains a social conundrum. This results in brand managers 
being reluctant to view it as a legitimate strategic option and therefore as 
an opportunity for brand profile and growth.

FELTZ & DE
Yellow sapphire necklace
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luxury shines 
This is shown, for example, 
by the three million visitors 
that marvel at the Baroque 
opulence of Versailles each 
year. The attractiveness of 
luxury is also reflected in 
consumer figures: Bain & 
Company estimates that the 
global turnover of the luxury 
goods market will rise to 865 
billion euros in 2014. 

The socio-economic changes 
following the Second World 
War meant that Europe 
quickly had a broad class 
of consumers with access 
to high-end goods. This 
phenomenon is now being 
repeated in countries such 
as Russia, China and Brazil. 
For companies that wish 
to profile themselves as 
luxury goods providers, 
this represents interesting 
potential: higher sales and 
margins, opportunities for 
clear positioning, access to 
customers who, while being 
critical, are highly loyal, and 
public interest generated by 
the fascination of luxury itself.

resistance to luxury
However, luxury does not 
simply sell itself. At an 
operational level, a great deal 
of attention is required – for 
example with regard to price 

management and issues such 
as currency fluctuations, 
discounts and product 
calculation. In the field of 
sales, the aim is to observe 
grey markets and avoid overly 
aggressive line extensions. 
Quality management needs to 
be right; product imitations 
are to be combated. A 
sophisticated approach should 
be taken in communication. 
At a global level the luxury 
industry can prove highly 
sensitive to economic 
fluctuations.

Yet, the biggest challenge is a 
different one: it is cultural in 
nature. Criticism of luxury 
already existed in ancient 
times. Despite secularisation, 
aversion to luxury remains 
to this day. This is further 
broadened by social policy 
discourse that is critical 

of capitalism and 
consumerism. 

Even in 
the 

emerging BRICs states, 
environmental pollution, 
social problems associated 
with growth and other 
issues are increasingly in the 
spotlight. There is also the fact 
that in a fast-paced world, the 
longing for time, relationships 
and contemplation is on the 
increase, thus putting the 
consumption of high-end 
goods in perspective.

This has consequences for 
brand managers. Smaller 
manufacturers, in particular, 
frequently have an aversion 
to, or even fear of, the 
world of luxury, as they 
view themselves more as 
traditional craft operations 
than suppliers to the rich and 
beautiful. This reduces their 
commercial potential. Luxury 
can be a highly stimulating 
entrepreneurial task. 
Addressing it firstly means 
investigating the term and 
nature of luxury.

What is luxury?
There are numerous 
definitions of luxury, but 
finding an authoritative 
one is difficult. For brand 
management, it is essential 
that a formulation is used 
at all – including as a 
distinction to terms such 
as prestige and premium. 
Unfortunately, in practice 
these are often used 
synonymously, or at least 

not clearly distinguished 
from one another.

Luxury is characterised by 
three key features: firstly, it 
offers a superlative product. 
Luxury is frequently 
described as something 
that goes beyond normal, 
average consumption. This 
relative observation makes 
distinguishing between the 
areas of premium and prestige 
difficult. However, the fact that 
a luxury item originates from 
an established manufacturer, 
requires a great deal of time 
to be created or displays the 
highest number of carats, 
means that it occupies the 
position it rightly deserves: 
right at the top. A luxury 
brand therefore explicitly 
offers, as a second feature, the 
possibility of identification. 
The customer can differentiate 
between “lower” classes of 
goods or associate himself 
with “higher” ones, according 
to consumption patterns. 
In its social discrimination, 
luxury is selective and thus 
provocative - and has to be, if 
it is to function. 

The elements of world record 
and status result in the third 
element, the high price level 
for the item. Although prestige 
brands also offer status, they 
do not offer world records 
– and premium brands offer 
neither world records nor 
acclaim.
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Luxury-Category-Matrix

Monetary value

Consumer opportunity 
price very high 

(assumed ,,old" luxury)

Consumer 
price very high 

(assumed "old" luxury)

C
om

m
unicative

direction

introverted
Irrelevant

(non-paid sabbatical
spent with family)

Quiet luxury 
(Cooking seminar in a 3* 

restaurant in Paris)

extroverted

Irrelevant

(non-paid week's 
long participation at 
ATACdemonstration)

Loud luxury

(red 450 hp sports car in 
front of a villa)

Summit-Brand-Matrix
(Matrix of High-end Brands)

Focus product

Relative 
leadership

Absolute leadership

Focus
com

m
unicaiton

Product focused basic
and incremental USP

Premium
Brand

Prosumer
Brand

Status
Prestige

Brand
Luxury
Brand

options for strategic 
luxury management
For companies active in the 
exclusive segment there are 
four strategies available. The 
best approach depends on 

the internal and external 
circumstances of the brand 
and entrepreneurial boldness. 
A thorough analysis is 
important, particularly in 
markets in which luxury faces 
problems of acceptance.

1. Taking the offensive with 
loud luxury: if the target 
group is large enough 
economically, then luxury 
can be represented loudly 
with greater risk. This is 
an option with younger 
consumers, in particular, 
who define themselves via 
their consumption outwardly 
more strongly than older 
target groups. The gain in 
status must be addressed 
openly in the communication. 

Resistance to luxury may be 
countered by, for example, 
finding globally acknowledged 
testimonials that legitimise 
loud luxury. In addition, PR 
should include arguments that 

justify luxury, for example 
through its positive economic 
effect (creation of jobs etc.). 

2. Quiet luxury: if loud luxury 
is ruled out as an alternative, 
for example because the 
company’s own corporate 
culture frowns upon it, 
then it can be positioned 
quietly: the communication 
to the customer should then 
attest to a personality that 
is characterised by culture, 
intellect and connoisseurship. 
Luxury would then be a 
reward for performance or as 
a treat.

3. Evasion through 
internationalisation: 
companies that avoid a 

luxury approach in their 
domestic market can resort 
to internationalisation. In the 
long term, the opportunities 
for growth in Russia, the 
Middle East and Asia remain 

enormous. A prerequisite 
for this is that new markets 
are encountered without 

prejudice. They have now 
reached a level of maturity 
comparable to that of Europe. 
However, a deviation should 
not lead to a reduction 
in profile in the domestic 
market. One reason for this is 
that Europe is a reference role 
for tourists, who expect their 
favourite luxury brands to be 
presented there in the manner 
that they are familiar with 
from home.

4. Withdrawal to prestige/
premium: those avoiding 
the explosiveness of 
luxury can position their 
brand in the prosuming 
or premium segment. In 
communicating the message, 
the term “luxury” is then 
avoided, instead focusing 
on craftsmanship, tradition 
and manufacture. And those 
luxury items that are not 
setting world records can still 
turn to prestige.

find suitable positioning
Luxury brands can be an 
exciting and rewarding 
area of activity. Those that 
choose their positioning 
wisely, conduct professional 
marketing and, above all, are 
confident, can also celebrate 
luxury in markets that are 
otherwise resistant to luxury 
goods.

About the author: 
Dr.Frank Müller 
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the World of pink Diamonds
and identifying them
By Branko Deljanin, Dr Adolf Peretti,
and Matthias Alessandri

Fig 1: Loose Colored Diamonds Collection. Courtesy of Francis Errera LTD, Hong Kong

introduction
Only one in 10,000 natural diamonds has enough colour to be graded a 
fancy-coloured stone (fi g. 1).  Blue and pink (especially when they are saturated 
enough to be called fancy red) diamonds are considered the most expensive 
natural gems by weight in the world (fi g. 2). Rio Tinto’s Argyle mine in 
Australia has produced large quantities of diamonds since 1985, the 
majority of which are brown stones marketed as ‘champagne’ and 
‘cognac’. Less than 0.1 percent of diamonds produced exhibit some 
pink colouration and yet they represent 10 percent of the value of 
all Argyle diamonds. In today’s market, Argyle pink diamonds 
(with paperwork proving origin) command a premium in 
the neighbourhood of 15-30 percent over non-Argyle pink 
diamonds.

One of the challenges in today’s gem industry is to quickly 
and accurately identify the origin of colour of pink diamonds 
- natural, treated or synthetic. GRS laboratories with the CGL-GRS 
lab (a joint venture of GRS lab (Hong Kong) and CGL Vancouver) 
established four research centers in Switzerland, Hong Kong, 
Th ailand and Canada with the intent to create a task force 
for joint research and discovery of the arrivals of new diamond 
treatments and synthetics in the world market (published March 2014, 
ref 2,3). Current research projects include new CVD-grown diamonds 
and the provenance of pink diamonds (in- house research). Th e purpose of 

Fig 2: Diff erent shapes and colors
for Argyle pink and blue diamonds.
Courtesy of Rio Tinto Diamonds, Perth.
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Fig 3: Location of Argyle diamond mine with geology 
Courtesy of John Chapman, Perth.

the current paper is to examine natural pink diamonds 
(from four continents) and synthetic pink diamonds 
that are currently found in the market and to give some 
suggestions as to what dealers can do to spot them using 
standard, inexpensive instruments. Th e commercial 
signifi cance of the various types will also be touched on.

impact	of	Auction	sales
In the late 1980s, public perception surrounding fancy-
coloured diamonds began to change when the 0.95 
carat ‘Hancock Red’ from Brazil was sold for almost $1 
million US per carat at a Christie’s auction. Th is stone 
was studied by one of the authors (AP) at that time. 
Since that time, Dr. Peretti has documented the extreme 
impact this one sale has had on subsequent prices and 
the corresponding recognition of fancy diamonds as 
a desirable asset class. Th e demand for rare colours 
increased and the media began to play a more active role 
in showcasing new and previously unknown beauties. 

Prized for their rarity and beauty, pink coloured 
diamonds are hot-ticket items today, thanks in part 
to celebrities such as Jessica Biel, who received a pink 
diamond engagement ring from Justin Timberlake, and 
the 6.10 carat pink sparkler that Jennifer Lopez received 
from Ben Affl  eck. 

Th e highest price ever paid for a gemstone? Th e “Pink 
Star’ diamond off ered at Sotheby’s November 2013 
Geneva auction was sold for $83.02 
million. Th e GIA-graded fancy vivid 
pink diamond, nearly doubled the 
2010 record price of $46 million set, 
also for a pink diamond. Th e 59.6 carat 
oval-cut pink diamond was acquired 
by the auction house aft er New York 
buyer defaulted. Th e stone is recorded 
in Sotheby’s inventory at about $72 
million U.S. dollars. (Source: Reuters)

Geology	of	the	Argyle	Mine
Rio Tinto’s Argyle mine is located 
in the remote northwest region of 
Australia, southwest of Kununurra and 
2,200 km northeast of Perth (fi g. 3).

Th e Kimberley Craton consists of 
a central core of a thick series of 
nearly fl at-lying sedimentary and 
volcanic rocks that were deposited 
between 1.9 and 1.6 billion years ago, 
underlain by a base of crystalline 
igneous and metamorphic rocks. Early 
in 1976, geologists from Ashton Joint Venture found 
certain indicator minerals (such as ilmenite, chromite, 

chrome diopside, and pyrope garnet) in stream-gravel 
concentrates which indicated the presence of diamond-
bearing host rocks.

Lamproites are special ultrapotassic magnesium-rich 
mantle-derived volcanic rocks with low CaO, Al2O3, 
Na2O and high K2O. Leucite, glass, K-richterite, 
K-feldspar and Cr-spinel are unique to lamproites and 
are not associated with kimberlites. Th e diamonds in 
lamproites are considered to be xenocrysts and derived 
from parts of the lithospheric mantle that lies above 
the regions of lamproite genesis. Kimberlites are also 
magmatic rocks but have a diff erent composition and 
could contain pink diamonds of non-Argyle in origin.

impact	of	Mining	Activities
Th e Argyle mine fi rst started producing diamonds 30 
years ago and reached its peak output of 42 million 
carats from the lamproite pipe in 1994. Since then, the 
output has reduced to a recent low of 10 million carats, 
but with the current underground operation now in 
place, the annual output is expected to increase beyond 
20 million carats per year. In March 2014, two of the 
authors (AP and BD) made an expedition to the Argyle 
Mine and studied its geology and mining operations (fi g. 
4). A unique information video was documented on this 
mine for possible movie release. Th ey had a chance to 
visit the open pit operation that closed in 2013, the new 
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Introduction
Only one in 10,000 natural diamonds has 

enough color to be graded a fancy-colored 
stone (Fig. 1). Blue and pink diamonds, 
especially when they are saturated 
enough to be called fancy red, are 
considered the most expensive natural 
gems by weight in the world (Fig. 2). 
Rio Tinto’s Argyle mine in Australia has 
produced large quantities of diamonds 
since 1985, the majority of which 
are brown stones marketed as 
‘champagne’ and ‘cognac’. 

Less than 0.1% of diamonds 
produced exhibit some pink coloration, 
and yet they represent 10% of the 
value of all Argyle diamonds. In 
today’s market, Argyle pink diamonds 
(with paperwork proving origin) command 
a premium of around 15- 30 % over non-
Argyle pink diamonds. 

One of the challenges in today’s gem 
industry is to quickly and accurately identify 
the origin of the color of pink diamonds - 
natural, treated or synthetic. GRS laboratories 

joined forces with the CGL-GRS lab (a 
joint venture of GRS lab Hong Kong and CGL 

Vancouver) to establish research centers in 
Switzerland, Hong Kong, Thailand and 

Canada with the intention to create 
a task force for joint research 
and discovery of the arrivals of 
new diamond treatments and 

synthetics in the world market 
(published March 2014. ref 2, 3).
Current research projects include 

new CVD-grown diamonds and the 
provenance of pink diamonds (in-
house research). The purpose of this 

paper is to examine natural 
pink diamonds (from four 

continents) and synthetic 
pink diamonds that are 

currently found in the market 
and to give some suggestions 

The World of Pink Diamonds 
and Identifying Them
By Branko Deljanin, Dr Adolf Peretti, 
and Matthias Alessandri 

as to what dealers can do to spot them using standard, 
inexpensive instruments. The commercial significance of 
the various types will also be touched on. 

Impact of Auction Sales 
In the late 1980s, the public perception surrounding fancy-

colored diamonds began to change when the 0.95-carat 
‘Hancock Red’ from Brazil was sold for almost $1 million per 
carat at a Christie’s auction. This stone was studied by one 
of the authors (Dr. Adolf Peretti) at that time. Since then, 
Dr. Peretti has documented the extreme impact this one 
sale has had on subsequent prices and the corresponding 
recognition of fancy diamonds as a desirable asset class. The 
demand for rare colors increased and the media began to 
play a more active role in showcasing new and previously 
unknown such stones. 

Prized for their rarity and beauty, pink colored diamonds 
are hot-ticket items today, thanks in part to celebrities such 
as Jessica Biel, who received a pink diamond engagement 
ring from Justin Timberlake, and the 6.10-carat pink sparkler 
that Jennifer Lopez received from Ben Affleck. 

The highest price ever paid for a gemstone? The “Pink 
Star’ diamond offered at Sotheby’s 
November 2013 Geneva auction was 
sold for $83.02 million. The GIA-graded 
fancy vivid pink diamond, nearly 
doubled the 2010 record price of $46 
million set, also for a pink diamond. The 
59.6 carat oval-cut pink diamond was 
acquired by the auction house after 
New York buyer defaulted. The stone 
is recorded in Sotheby’s inventory at 
about $72 million U.S. dollars. (Source: 
Reuters)

Geology of the Argyle Mine 
Rio Tinto’s Argyle mine is located 

in the remote northwest region of 
Australia, southwest of Kununurra and 
2,200 km northeast of Perth (Fig. 3). 

The Kimberley Craton consists of a 
central core of a thick series of nearly 
flat-lying sedimentary and volcanic 
rocks that were deposited between 
1.9 and 1.6 billion years ago, underlain 
by a base of crystalline igneous and 
metamorphic rocks. Early in 1976, 

geologists from Ashton Joint Venture found certain indicator 
minerals (such as ilmenite, chromite, chrome diopside, 
and pyrope garnet) in stream-gravel concentrates which 
indicated the presence of diamond-bearing host rocks. 

Lamproites are special ultrapotassic magnesium-rich 
mantle-derived volcanic rocks with low CaO, Al2O3, Na2O 
and high K2O. Leucite, glass, K-richterite, K-feldspar and Cr-
spinel are unique to lamproites and are not associated with 
kimberlites. The diamonds in lamproites are considered to be 
xenocrysts and derived from parts of the lithospheric mantle 
that lies above the regions of lamproite genesis. Kimberlites 
are also magmatic rocks but have a different composition 
and could contain non-Argyle origin pink diamonds. 

Impact of Mining Activities 
The Argyle mine first started producing diamonds 30 years 

ago and reached its peak output of 42 million carats from 
the lamproite pipe in 1994. Since then, the output has fallen 
to a recent low of 10 million carats, but with the underground 
operation now in place, the annual output is expected to 
increase beyond 20 million carats per year. In March 2014, 
two of the authors (Branko Deljanin and Dr. Adolf Peretti) 

Fig 1: Loose Colored Diamonds Collection. Courtesy of Francis Errera LTD, Hong Kong.

Fig 2: Different shapes and colors 
for Argyle pink and blue diamonds. 
Courtesy of Rio Tinto Diamonds, Perth.

Fig 3: Location of Argyle diamond mine with geology. 
Courtesy of John Chapman, Perth.
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underground operation and the processing/recovery 
plant. To date, 90 percent of the world’s pink diamonds 
originate from the Argyle mine in Australia that has 
produced more than 790 million carats of diamonds 
so far. Th e fact that the mine was commercially able to 
transition successfully from open pit to underground 
operations is a good indication that the coloured 
diamond market continues to thrive.

Processing 
At the Argyle mine, the processing of lamproite rocks in 
order to fi nd diamonds involves the following 
fi ve basic operations:

1. Crushing the ore (in several steps)

2. Scrubbing the broken rock fragments with 
water to remove dust

3. Screening the ore into specifi c size fractions

4. Starting from a particular size fraction of the 
ore, concentrating the diamonds from other 
heavy minerals (e.g., garnet) using a heavy 
medium

5. Separating the diamonds from the other heavy 
minerals by means of X-ray screening

Th e average size of the Argyle rough is usually less 
than 0.10 ct (for crystals larger than 0.8 mm). Th e largest 

diamond crystal recovered to date (1991) was 42.60 ct. 
However, pink to red diamond crystals in general do 
not exceed 4.00 ct. Pink diamonds of 1.00 ct sizes are 
therefore considered ‘single stones commanding special 
attention’.

More than 60 percent of the Argyle diamond crystals are 
irregular in shape (fi g. 5). Macles (twins) comprise about 
25percent, while 10percent are naated or polycrystalline 
aggregates (industrial quality).

Although operations at Argyle have successfully 
transitioned to underground, the mine’s production life 
is only expected to run until approximately 2020. Th is 
limitation, combined with the rarity of pink diamonds 
is a contributing factor to skyrocketing prices in recent 
times.

Argyle	pink	diamonds	testing	and	value
Pink diamonds appeared only sporadically in jewellery 
until the discovery of the Argyle mine. In the mid-
eighties it became the fi rst mine ever to produce a 
steady supply of melee (up to 0.10 carats) and smaller 
pink diamonds (less than one carat), along with the 
more rare 1.00 carat+ pinks. Th e new mine supplied 
enough volume to make pavé setting jewellery with pink 
diamonds possible.

Th e entire annual production of Argyle pink diamonds 
greater than 0.50 carats could fi t into the palm of one 
hand. Th e largest Argyle pink diamond is “Th e Pink 
Jubilee”, an 8.01 carat, half rough, half polished diamond. 
Its original weight was 12.76 carat, the largest pink rough 
ever produced by the western Australian mine.

Fig 4: B. Deljanin and Dr.Peretti at the Argyle mine in 
2014. Courtesy of John Chapman, Perth

Fig 5: Brown and pink diamond crystal from the Argyle mine. 
Courtesy of Rio Tinto Diamonds, Perth.
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Over the last fi ve years, the demand for pink diamonds 
has increased in part due to the following factors: 

•	 Exposure in mainstream media, 
most oft en in the form of world 
famous celebrities buying pink 
diamonds, as well as record-
breaking prices at major 
auctions

•	 Australia’s strict 
adherence to the 
Kimberley Process and 
the proven “confl ict 
free” Australian origin

•	 Th e overall rarity of 
pink diamonds compared to other colours

Yaniv Marcus from the diamond investment division 
of Leibish & Co. Israel said: “In the last 20 years the 
value of rare fancy colour diamonds such as a 1.00 carat 
Fancy Intense Pink with VS clarity has increased 30 fold. 
Th is increase is mainly caused by the desire of investors 
to fi nd an alternative investment vehicle to secure wealth 
over a long period of time, and to pass it on to the next 
generation”.

Th e rarest pink and blue diamonds are sold at annual 
tenders held in major cities around the world to a sele  
ed group of diamond dealers. Only a total of a few kilos 
of pinks are produced every year. Th ese are mostly 
small diamonds and as mentioned a small portion of 

approximately 50 stones of over 1.00 carat are found 
each year. Th ese stones gain strong attraction when they 
are sold in specially organized Argyle tenders.

Leibisch’ Chief Buyer made the decision to buy a 1.71 
carat Fancy intense and re-cut it to 1.68-carat, Fancy 
Vivid Purplish Pink, Radiant-shaped diamond, one of 
the largest Argyle vivid pinks currently available (Fig. 
6). One of the luckiest combinations of numbers in the 
Chinese language is 168 as the numbers when spoken 
rhyme with the words which mean ‘Forever Wealthy’.

Testing with standard gemmological instruments it 
is helpful to screen for Argyle diamonds that usually 
have very specifi c inclusions and a pronounced blue 
fl uorescence under UV light.  Checking fl uorescence 
reaction is a very useful screening test when Argyle pink 
diamonds are mounted in jewellery (fi g 7, 8). When 
loose and examined under CPF (Cross Polarized Filters), 
Argyle pinks display a strong strain typical for type Ia 
natural diamonds (that contain nitrogen as impurity). In 
2007, one of the authors (BD) initiated a research project 

(in conjunction with an international team) on the 

Fig 6: Th e 
1.68-carat 
Fancy Vivid 
Purplish 
Pink 
11-RAD- 
Tweezers, 
Courtesy of 
Leibish, Tel 
Aviv.
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made an expedition to the Argyle Mine and studied its 
geology and mining operations (Fig. 4). A unique information 
video was documented on this mine for possible movie 
release. They had a chance to visit the open pit operation 
that closed in 2013, the new underground operation and 
the processing/recovery plant. To date, 90% of the world’s 
pink diamonds originate from the Argyle mine in 
Australia that has produced more than 790 million 
carats of diamonds so far. The fact that the mine 
was commercially able to transition successfully 
from open pit to underground operations is a 
good indication that the colored diamond market 
continues to thrive. 

Processing 
At the Argyle mine, the processing of lamproite 

rocks in order to find diamonds involves the 
following five basic operations: 
1. Crushing the ore (in several steps) 
2. Scrubbing the broken rock fragments with 

water to remove dust 
3. Screening the ore into specific size fractions 
4. Starting from a particular size fraction of the 

ore, concentrating the diamonds from other heavy 
minerals (e.g., garnet) using a heavy medium 

5. Separating the diamonds from the other heavy minerals 
by means of X-ray screening 

The average size of the Argyle rough is usually less than 0.10 
carat (for crystals larger than 0.8 mm). The largest diamond 
crystal recovered to date (1991) was 42.60 carats. However, 
pink to red diamond crystals in general do not exceed 4 
carats. Pink diamonds of 1 carat sizes are therefore considered 
‘single stones commanding special attention’. 

More than 60% of the Argyle diamond crystals are irregular 
in shape (Fig. 5). Macles (twins) comprise about 25%, while 10% 
are naated or polycrystalline aggregates (industrial quality). 

Although operations at Argyle have successfully moved 
underground, the mine’s production life is only expected 
to run until approximately 2020. This limitation, combined 
with the rarity of pink diamonds, is a contributing factor to 
skyrocketing prices in recent times. 

Argyle Pink Diamonds Testing And Value 
Pink diamonds appeared only sporadically in jewelry until 

the discovery of the Argyle mine. In the mid-1980s, it became 
the first mine ever to produce a steady supply of melee (up 
to 0.10 carats) and smaller pink diamonds of less than one 
carat, along with the more rare 1.00 carat-plus pinks. The 
new mine supplied enough volume to make possible pavé 
setting jewelry with pink diamonds. 

The entire annual production of Argyle pink diamonds 
greater than 0.50 carats could fit into the palm of one hand. 

The largest Argyle pink diamond is ‘The Pink Jubilee’, an 
8.01-carat, half-rough, half-polished diamond. Its original 
weight was 12.76 carats, the largest pink rough stone ever 
produced by the western Australian mine. 

Over the last five years, the demand for pink diamonds 
has increased in part due to the following factors: 
• Exposure in mainstream media, most often 

in the form of celebrities buying them, 
as well as record-breaking prices 
at major auctions 

• Australia’s strict adherence to 
the Kimberley Process and 
the proven “conflict free” 
Australian origin 

• The overall rarity of pink 
diamonds compared to 
other colors 

Yaniv Marcus, from the 
diamond investment division of Leibish & Co. Israel, said: 
“In the last 20 years the value of rare fancy color diamonds 
such as a 1.00 carat Fancy Intense Pink with VS clarity has 
increased 30 fold. This increase is mainly caused by the 
desire of investors to find an alternative investment vehicle 
to secure wealth over a long period of time, and to pass it 
on to the next generation.”

The rarest pink and blue diamonds are sold at annual 
tenders held in major cities around the world to a select 
group of diamond dealers. Only a few kilos of pinks are 
produced every year. These are mostly small diamonds and, 
as mentioned, a small portion of approximately 50 stones 
of over 1.00 carat are found each year. These stones gain 
strong attraction when they are sold in specially organized 

Argyle tenders. 
Leibish made the decision to buy a 1.71 carat Fancy 

Intense stone and re-cut it to a 1.68-carat, Fancy Vivid Purplish 
Pink, radiant-shaped diamond, one of the largest Argyle 
vivid pinks currently available (Fig. 6). One of the luckiest 
combinations of numbers in the Chinese language is 168 
as the numbers when spoken rhyme with the words which 
mean ‘Forever Wealthy’. 

Testing with standard gemological instruments, it is helpful 
to screen for Argyle diamonds that usually have very specific 
inclusions and a pronounced blue fluorescence under UV 
light. Checking fluorescence reaction is a very useful screening 
test when Argyle pink diamonds are mounted in jewelry (Figs 
7, 8). When loose and examined under CPF (Cross Polarized 
Filters), Argyle pinks display a strong strain typical for type 
Ia natural diamonds (that contain nitrogen as impurity). In 
2007, one of the authors (Branko Deljanin) initiated a research 
project, in conjunction with an international team, on the 

characterization of pink diamonds of different origins (ref.1). 
It found that under a UV lamp, Argyle stones exhibit 

Fig 5: Brown and pink diamond crystals from the Argyle mine.
Courtesy of Rio Tinto Diamonds, Perth.

Fig 8: All Argyle diamonds in tiara fluoresce strong blue 
under LW light. Courtesy of NCJV, Perth.

Fig 4: B. Deljanin and Dr. Peretti at the Argyle mine in 
2014. Courtesy of John Chapman, Perth.

Fig 6: The 
1.68-carat 
Fancy Vivid 
Purplish 
Pink I1-RAD-
Tweezers. 
Courtesy 
of Leibish, 
Tel Aviv.

(in conjunction with an international team) on the 

Fig 7: Tiara with 175
Argyle pink diamonds 

with origin paperwork, 
offered for $2.25 

million. Courtesy of 
Linnneys Jeweller, Perth.
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Fig 8: All Argyle diamonds in tiara fl uoresce strong blue
under LW light. Courtesy of NCJV, Perth

Fig 7: Tiara with 175 
Argyle pink diamonds 
with origin paperwork, 
off ered for $2.25 million. 
Courtesy of Linnesy 
Jeweller, Perth.
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characterization of pink diamonds of diff erent origins 
(ref.1).  It found that under a UV lamp Argyle stones 
exhibit typical fl uorescence that corresponds to typical 
visible spectra and a characteristic ‘fi ngerprint’ in the 

infrared part of the spectra. While rare Golconda’s and 
Brazilian pink diamonds are typically type IIa (do not 
contain nitrogen), Argyle pinks comprise nitrogen and 
are type Ia diamonds.  

Argyle-type diamonds have specifi c characteristics 
that are quantifi able as the result of “Advanced 
FingerprintingTM”. Th e data for every individually 
analyzed diamond are archived in the GRS research 
repository. To the best of our knowledge, Argyle 
diamonds are almost exclusively of a specifi c type (that will 
be reported in our next publication) and to date we have not 
discovered this type in any other mines in the world. Th ere is 
no guarantee that this will be the case in the future, but as new 
mines with pink diamonds emerge on the market (“Lace Mine” 
in South Africa in second quarter of 2015) their production 
will be tested and results compiled along with existing research.

Francis Errera, director of Francis Errera LTD Hong 
Kong, an expert in Natural Fancy Color Diamonds 
declared:” I can’t remember any better investment than 
Pink Diamonds. Even smaller sizes like 0.30 or 0.50 
carat pink diamonds are so rare, increasing by 15 to 25 
percent per year since 1986. When I started marketing 
pink diamonds in 1977, a one carat “Intense Pink” 
diamond, and eye clean clarity used to be sold for the 

same price than a one carat colorless F color Internally 
Flawless. Today, the value of a one carat Fancy intense 
Pink Diamond with eye clean clarity is about 25 to 30 
times the value of a one carat diamond in F color and IF 
clarity. I really think that the future of pink diamonds 
prices will be brilliant, and I would advise all my best 
friends and clients to continue buying the pinks as an 
alternative investment form.”

Historical	Review	and	characteristics	of	
non-Argyle	Pinks
Aft er India’s major production of diamonds began in the 
17th century (including rare, large Golconda colourless 
and pink diamonds), Brazil was the next primary source 
for colourless and coloured diamonds, including rare 
pink stones originating from the panning of gravel in 
Brazilian rivers in the 17th century and until the present. 
It was in one such small river that a local boy found 
a red 13.90-carat diamond crystal while swimming. 
In 1990, the crystal was subsequently purchased by 
William Goldberg Diamond Corp., and cut to produce 
a 5.11-carat fancy red, the largest of its kind. In 2001, 
it was purchased by Moussaieff  Jewellers for $1.8 
million per carat and re-named the ‘Moussaieff  Red’ (fi g 
9).Originating from approximately one gram of carbon 
that turned red as a result of a right combination of 
pressure and temperature, the stone is currently valued 
at over 20 million USD. One of the authors (BD) had a 
chance to see this rare stone while working in New York.

Many other pinks were mined in the last 100 years 
from special carrot shaped magmatic rock called 
”kimberlite” (central and south Africa, Russia, Canada). 
Th e following are known sources of pink and purple 
non-Argyle diamonds and their claim to fame regarding 
important stones in historical order:

•	Indonesia	(Borneo-	
Kalimantan); more 
pinkish brown, oldest 
diamond mining 
from rivers, starting 
in 16th century

•	India	(Golconda	
- 186 carats, Light 
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typical fluorescence that corresponds to typical visible spectra 
and a characteristic ‘fingerprint’ in the infrared part of the 
spectra. While rare Golcondas and Brazilian pink diamonds 
are typically type IIa (do not contain nitrogen), Argyle pinks 
comprise nitrogen and are type Ia diamonds. 

Argyle-type diamonds have specific characteristics that 
are quantifiable as the result of ‘Advanced FingerprintingTM’. 
The data for every individually analyzed diamond is archived 
in the GRS research repository. To the best of our knowledge, 
Argyle diamonds are almost exclusively of a specific type 
(that will be reported in our next publication) and to date 
we have not discovered this type in any other mines in the 
world. There is no guarantee that this will be the case in the 
future, but as new mines with pink diamonds emerge on the 
market, such as the Lace mine in South Africa in the second 
quarter of 2015, their production will be tested and results 
compiled along with existing research. 

Francis Errera, director of Francis Errera Ltd Hong Kong, 
an expert in natural fancy color diamonds declared: “I can’t 
remember any better investment than pink diamonds. Even 
smaller sizes like 0.30 or 0.50 carat pink diamonds are so rare, 
increasing by 15-25 % per year since 1986. When I started 
marketing pink diamonds in 1977, a one carat Intense Pink 
diamond, and eye-clean clarity used to be sold for the same 
price as a one-carat colorless F color Internally Flawless stone. 
Today, the value of a one-carat Fancy Intense pink diamond 

with eye-clean clarity is about 25 to 30 times the value of 
a one carat diamond in F color and IF clarity. I really think 
that the future of pink diamonds prices will be brilliant, and 
I would advise all my best friends and clients to continue 
buying the pinks as an alternative investment form.” 

Historical Review and Characteristics 
of Non-Argyle Pinks 

After India’s major production of diamonds began in 
the 17th century (including rare, large Golconda colorless 
and pink diamonds), Brazil was the next primary source for 
colorless and colored diamonds, including rare pink stones 
originating from the panning of gravel in Brazilian rivers in 
the 17th century and until the present. It was in one such 
small river that a boy found a red 13.90-carat diamond 
crystal while swimming. In 1990, the crystal was subsequently 
purchased by William Goldberg Diamond Corp., and cut 
to produce a 5.11-carat fancy red, the largest of its kind. 
In 2001, it was purchased by Moussaieff Jewellers for $1.8 
million per carat and re-named the ‘Moussaieff Red’ (Fig. 
9).Originating from approximately one gram of carbon that 
turned red as a result of a right combination of pressure and 
temperature, the stone is currently valued at over $20 million. 
One of the authors (Branko Deljanin) had a chance to see 
this rare stone while working in New York. 

Many other pinks have been mined in the last 100 years 
from special carrot shaped magmatic rock called kimberlite 
(central and south Africa, Russia, Canada). The following are 
known sources of pink and purple non-Argyle diamonds and 
their claim to fame regarding important stones in historical 
order: 
•	 Indonesia (Borneo-Kalimantan); more pinkish brown, oldest 

diamond mining from rivers, starting in the 16th century. 
•	 India	(Golconda - 186 carats, Light Pink the ‘Darya-i-

Nur’, Golconda - the 34.65-carat 
“Princie” Fancy Intense 
pink diamond sold in 
2013 for $39,323,750, 
the 28.15-carat ‘Agra’ 
pink diamond) from 
kimberlite in the 17th 
century. 

•	 Brazil (Minas Gerais - the 5.11-carat “Moussaieff Red” in 
1990) - from rivers in 18th century until now. 

•	 South	Africa	(56.90 carats, the Fancy Vivid Pink ‘Pink 
Star’) - from kimberlite in late the 19th century until now 
(the Lace mine in South Africa in 2015). 

•	 Venezuela (Santa Elena) - pink diamonds found in rivers 
in the 1920s until now.

•	 Tanzania	(the 23.60-carat ‘Williamson Pink’, 
flawless) - in 1947 from kimberlite. 

•	 Congo	(Katanga Province - Kasai, a mixture 
of brown and pink) - from rivers in the mid 
20th century. 

•	 Russia (Siberia - Mir, mostly purple diamonds, 
Fig. 10) - from kimberlites in 1950s until now. 

•	 Canada (Northwest Territories - Diavik 
mine in 2003, pinkish-purple diamonds, 
Fig. 11 and Northern Ontario - Victor mine 
in 2006, light pink) - from kimberlite, for 
the last 10 years. 

•	 Lesotho (23.82-carat pink rough 
diamond from the Kao mine) - in 2014 
from kimberlite. 

It is interesting to note that some diamonds from different 
countries (like Russia and Canada) have very similar 
characteristics regarding color (more purple than pink) 
and gemological characteristics (no fluorescence, type Ia) 
indicative of the similar geological environments in which 
they were formed. 

“Pink-color diamonds are rare, and especially in Canada. 

I am thrilled, on behalf of the Ontario government, to present 
this 2.74-carat pink diamond (Fig 12) as the first pink diamond 
from the De Beers Victor mine, cut and polished in Ontario,” 
said Michael Gravelle, Minister of Natural Resources, Canada. 

Pink diamonds of type IIa (like the 59.60-carat Pink Star) 
could be much larger than Argyle pink diamonds and have 
characteristic “tatami pattern” under CFP (Cross Polarized 
Filters) and not show any fluorescence or only faint reaction 
under UV lamp (table 1). Natural type IIa diamonds may 
be extremely large and of high clarity but normally contain 
some graining. Pink diamonds from Central Africa, Canada 
and Siberia tested at GRS labs also do not show fluorescence 
under the LW UV lamp and have very different ‘fingerprints’ 
in spectra (impurity positions) when tested with advanced 
instruments (UV-VIS, FTIR and PL spectrometers), so it is possible 
to distinguish them from Argyle pinks. 

In 2014-15, GRS and CGL-GRS labs compiled an impressive 
database of all current major pink diamond producing 
countries using standard and advanced instruments. Some 
preliminary results based on studied and published articles 
are shown in Table 1 for general interest, and production 
from new sources will be tested as they become available. 

Screening for Natural and Synthetic 
Diamond Types 

Approximately 97% of all natural diamonds 
are considered type Ia, with the presence 

of nitrogen (N). These can occur in all 
colors including purple and pink. 1% 
of all diamonds are orangey-yellow to 
brown type Ib, and less than 2% are type 

IIa colorless, pink or light brown. Type IIa 
and IIb diamonds are the rarest of diamonds 

due to the absence of nitrogen impurities, but 
IIb contain boron and therefore they 
are blue. 

Synthetic diamonds are created using 
either high pressure, high temperature 
(HPHT) or carbon vapour deposition 

(CVD). Nowadays, sizes from 0.50 to 1.50 carat are common. 
These processes can produce near-colourless type IIa, yellow 
type Ib, pink type Ib or IIa (after annealing and irradiation), 
and blue type IIa (new GRS research, see http://www.
gemresearch. ch/news/2013-11-07_BlueDiamond/CVD-
BlueDiamond.pdf ) as well as type IIb. As such, knowing 
the approximate diamond type is a great help in the initial 
screening of diamonds. Some instruments like the type IIa 

Fig 9: Fancy red 5.11-carat Moussaieff
Red in ring. Courtesy www.moussaieff.co.uk

Fig 10: 0.25-carat rough
Russian purple diamond.
Courtesy of GRS, Hong Kong.

Fig 11: 9.99-carats of rough purple diamonds from the 
Diavik mine, Canada. Courtesy of Corona jewellery, Toronto.

Fig 12: The largest 
Canadian pink diamond 
set in a ring, 2.74-carat 

Light Pink SI1. Courtesy of 
HRA group, Vancouver.
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Fig 9: Fancy red 5.11-carat Moussaieff  Red in ring.
Courtesy www.moussaieff .co.uk
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typical fluorescence that corresponds to typical visible spectra 
and a characteristic ‘fingerprint’ in the infrared part of the 
spectra. While rare Golcondas and Brazilian pink diamonds 
are typically type IIa (do not contain nitrogen), Argyle pinks 
comprise nitrogen and are type Ia diamonds. 

Argyle-type diamonds have specific characteristics that 
are quantifiable as the result of ‘Advanced FingerprintingTM’. 
The data for every individually analyzed diamond is archived 
in the GRS research repository. To the best of our knowledge, 
Argyle diamonds are almost exclusively of a specific type 
(that will be reported in our next publication) and to date 
we have not discovered this type in any other mines in the 
world. There is no guarantee that this will be the case in the 
future, but as new mines with pink diamonds emerge on the 
market, such as the Lace mine in South Africa in the second 
quarter of 2015, their production will be tested and results 
compiled along with existing research. 

Francis Errera, director of Francis Errera Ltd Hong Kong, 
an expert in natural fancy color diamonds declared: “I can’t 
remember any better investment than pink diamonds. Even 
smaller sizes like 0.30 or 0.50 carat pink diamonds are so rare, 
increasing by 15-25 % per year since 1986. When I started 
marketing pink diamonds in 1977, a one carat Intense Pink 
diamond, and eye-clean clarity used to be sold for the same 
price as a one-carat colorless F color Internally Flawless stone. 
Today, the value of a one-carat Fancy Intense pink diamond 

with eye-clean clarity is about 25 to 30 times the value of 
a one carat diamond in F color and IF clarity. I really think 
that the future of pink diamonds prices will be brilliant, and 
I would advise all my best friends and clients to continue 
buying the pinks as an alternative investment form.” 

Historical Review and Characteristics 
of Non-Argyle Pinks 

After India’s major production of diamonds began in 
the 17th century (including rare, large Golconda colorless 
and pink diamonds), Brazil was the next primary source for 
colorless and colored diamonds, including rare pink stones 
originating from the panning of gravel in Brazilian rivers in 
the 17th century and until the present. It was in one such 
small river that a boy found a red 13.90-carat diamond 
crystal while swimming. In 1990, the crystal was subsequently 
purchased by William Goldberg Diamond Corp., and cut 
to produce a 5.11-carat fancy red, the largest of its kind. 
In 2001, it was purchased by Moussaieff Jewellers for $1.8 
million per carat and re-named the ‘Moussaieff Red’ (Fig. 
9).Originating from approximately one gram of carbon that 
turned red as a result of a right combination of pressure and 
temperature, the stone is currently valued at over $20 million. 
One of the authors (Branko Deljanin) had a chance to see 
this rare stone while working in New York. 

Many other pinks have been mined in the last 100 years 
from special carrot shaped magmatic rock called kimberlite 
(central and south Africa, Russia, Canada). The following are 
known sources of pink and purple non-Argyle diamonds and 
their claim to fame regarding important stones in historical 
order: 
•	 Indonesia (Borneo-Kalimantan); more pinkish brown, oldest 

diamond mining from rivers, starting in the 16th century. 
•	 India	(Golconda - 186 carats, Light Pink the ‘Darya-i-

Nur’, Golconda - the 34.65-carat 
“Princie” Fancy Intense 
pink diamond sold in 
2013 for $39,323,750, 
the 28.15-carat ‘Agra’ 
pink diamond) from 
kimberlite in the 17th 
century. 

•	 Brazil (Minas Gerais - the 5.11-carat “Moussaieff Red” in 
1990) - from rivers in 18th century until now. 

•	 South	Africa	(56.90 carats, the Fancy Vivid Pink ‘Pink 
Star’) - from kimberlite in late the 19th century until now 
(the Lace mine in South Africa in 2015). 

•	 Venezuela (Santa Elena) - pink diamonds found in rivers 
in the 1920s until now.

•	 Tanzania	(the 23.60-carat ‘Williamson Pink’, 
flawless) - in 1947 from kimberlite. 

•	 Congo	(Katanga Province - Kasai, a mixture 
of brown and pink) - from rivers in the mid 
20th century. 

•	 Russia (Siberia - Mir, mostly purple diamonds, 
Fig. 10) - from kimberlites in 1950s until now. 

•	 Canada (Northwest Territories - Diavik 
mine in 2003, pinkish-purple diamonds, 
Fig. 11 and Northern Ontario - Victor mine 
in 2006, light pink) - from kimberlite, for 
the last 10 years. 

•	 Lesotho (23.82-carat pink rough 
diamond from the Kao mine) - in 2014 
from kimberlite. 

It is interesting to note that some diamonds from different 
countries (like Russia and Canada) have very similar 
characteristics regarding color (more purple than pink) 
and gemological characteristics (no fluorescence, type Ia) 
indicative of the similar geological environments in which 
they were formed. 

“Pink-color diamonds are rare, and especially in Canada. 

I am thrilled, on behalf of the Ontario government, to present 
this 2.74-carat pink diamond (Fig 12) as the first pink diamond 
from the De Beers Victor mine, cut and polished in Ontario,” 
said Michael Gravelle, Minister of Natural Resources, Canada. 

Pink diamonds of type IIa (like the 59.60-carat Pink Star) 
could be much larger than Argyle pink diamonds and have 
characteristic “tatami pattern” under CFP (Cross Polarized 
Filters) and not show any fluorescence or only faint reaction 
under UV lamp (table 1). Natural type IIa diamonds may 
be extremely large and of high clarity but normally contain 
some graining. Pink diamonds from Central Africa, Canada 
and Siberia tested at GRS labs also do not show fluorescence 
under the LW UV lamp and have very different ‘fingerprints’ 
in spectra (impurity positions) when tested with advanced 
instruments (UV-VIS, FTIR and PL spectrometers), so it is possible 
to distinguish them from Argyle pinks. 

In 2014-15, GRS and CGL-GRS labs compiled an impressive 
database of all current major pink diamond producing 
countries using standard and advanced instruments. Some 
preliminary results based on studied and published articles 
are shown in Table 1 for general interest, and production 
from new sources will be tested as they become available. 

Screening for Natural and Synthetic 
Diamond Types 

Approximately 97% of all natural diamonds 
are considered type Ia, with the presence 

of nitrogen (N). These can occur in all 
colors including purple and pink. 1% 
of all diamonds are orangey-yellow to 
brown type Ib, and less than 2% are type 

IIa colorless, pink or light brown. Type IIa 
and IIb diamonds are the rarest of diamonds 

due to the absence of nitrogen impurities, but 
IIb contain boron and therefore they 
are blue. 

Synthetic diamonds are created using 
either high pressure, high temperature 
(HPHT) or carbon vapour deposition 

(CVD). Nowadays, sizes from 0.50 to 1.50 carat are common. 
These processes can produce near-colourless type IIa, yellow 
type Ib, pink type Ib or IIa (after annealing and irradiation), 
and blue type IIa (new GRS research, see http://www.
gemresearch. ch/news/2013-11-07_BlueDiamond/CVD-
BlueDiamond.pdf ) as well as type IIb. As such, knowing 
the approximate diamond type is a great help in the initial 
screening of diamonds. Some instruments like the type IIa 

Fig 9: Fancy red 5.11-carat Moussaieff
Red in ring. Courtesy www.moussaieff.co.uk

pinkish brown, oldest 

Fig 10: 0.25-carat rough
Russian purple diamond.
Courtesy of GRS, Hong Kong.

Fig 11: 9.99-carats of rough purple diamonds from the 
Diavik mine, Canada. Courtesy of Corona jewellery, Toronto.

Fig 12: The largest 
Canadian pink diamond 
set in a ring, 2.74-carat 

Light Pink SI1. Courtesy of 
HRA group, Vancouver.
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Fig 10: 0.25-carat rough 
Russian purple diamond.
Courtesy of GRS, Hong Kong.
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Pink the ‘Darya-iNur’, Golconda - the 34.65-carat 
“Princie” Fancy Intense pink diamond sold in 2013 for 
$39,323,750, the 28.15-carat ‘Agra’ pink diamond) from 
kimberlite in the 17th century.

•	Brazil	(Minas	Gerais—the	5.11-carat	“Moussaieff		Red”	
in 1990) - from rivers in 18th century until now.

•	South	Africa	(56.90	carats,	Fancy	Vivid	Pink	“Pink	
Star”) - from kimberlite in late 19th century until 
now (“Lace Mine” in South Africa in 2015),.

•	Venezuela	(Santa	Elena)	-	pinkish	
diamonds founded in rivers in 1920’s until 
now.

•	Tanzania	(the	23.60-carat	‘Williamson	
Pink”, fl awless) - in 1947 from 
kimberlite.        

•	Congo	(Katanga	Province-	Kasai,	
mixture of brown and pink) - from 
river in mid of 20th century.

•	Russia	(Siberia—Mir,	mostly	purple	
diamonds, fi g. 10) - from kimberlites 
in 1950’s until now;

•	Canada	(Northwest	Territories	-	Diavik	
mine in 2003, pinkish-purple diamonds, fi g. 
11 and Northern Ontario - Victor mine in 2006, 
light pink) - from kimberlite, for last 10 years;

•	Lesotho	(23.82-carat	pink	rough	diamond	from	its	Kao	
mine) - in 2014 from kimberlite.

Interesting to mention is that some diamonds from 
diff erent countries (like Russia and Canada) have very 
similar characteristics regarding colour (more purple 
than pink) and gemmological characteristics (no 
fl uorescence, type Ia) indicative of the similar geological 
environments in which they were formed.

“Pink-colour diamonds are rare, and especially 
in Canada. I am thrilled, on behalf of the Ontario 
government, to represent this 2.74 pink diamond 
(fi g 12) as the fi rst pink diamond from the De Beers 
Victor Mine, cut and polished in Ontario”, said Michael 
Gravelle, Minister of Natural Resources, Canada.

Pink diamonds of type IIa (like 59.60 carat Pink Star) 
could be much larger than Argyle pink diamonds and 
have characteristic “tatami pattern” under CFP (Cross 
Polarized Filters) and not show any fl uorescence or only 
faint reaction under UV lamp (table 1).  Natural type IIa 
diamonds may be extremely large and of high clarity but 
normally contain some graining. Pink diamonds from 
other localities (Central Africa, Canada and Siberia) 
tested at GRS labs also do not show fl uorescence under 
LW UV lamp and have very diff erent “fi ngerprints” in 
spectra (impurity positions) when tested with advanced 
instruments (UV-VIS, FTIR and PL spectrometers), so 
it is possible to distinguish them from Argyle (Western 

Australia) pink diamonds.

In 2014/15 GRS and CGL-GRS labs 
have compiled an impressive 

database of all current major pink 
diamond producing countries 
using standard and advanced 
instruments. Some preliminary 
results based on studied and 

published articles are shown in 
summary (table 1) for general 

interest, and production from new 
sources will be tested as they become 
available.

screening	 for	 natural	 and	
synthetic	Diamond	Types

Approximately 97 percent of all natural 
diamonds are considered type Ia, with 

presence of nitrogen (N). Th ese can occur in 
all colours including purple and pink. 1percent of all 
diamonds are orangey-yellow to brown type Ib and less 
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typical fluorescence that corresponds to typical visible spectra 
and a characteristic ‘fingerprint’ in the infrared part of the 
spectra. While rare Golcondas and Brazilian pink diamonds 
are typically type IIa (do not contain nitrogen), Argyle pinks 
comprise nitrogen and are type Ia diamonds. 

Argyle-type diamonds have specific characteristics that 
are quantifiable as the result of ‘Advanced FingerprintingTM’. 
The data for every individually analyzed diamond is archived 
in the GRS research repository. To the best of our knowledge, 
Argyle diamonds are almost exclusively of a specific type 
(that will be reported in our next publication) and to date 
we have not discovered this type in any other mines in the 
world. There is no guarantee that this will be the case in the 
future, but as new mines with pink diamonds emerge on the 
market, such as the Lace mine in South Africa in the second 
quarter of 2015, their production will be tested and results 
compiled along with existing research. 

Francis Errera, director of Francis Errera Ltd Hong Kong, 
an expert in natural fancy color diamonds declared: “I can’t 
remember any better investment than pink diamonds. Even 
smaller sizes like 0.30 or 0.50 carat pink diamonds are so rare, 
increasing by 15-25 % per year since 1986. When I started 
marketing pink diamonds in 1977, a one carat Intense Pink 
diamond, and eye-clean clarity used to be sold for the same 
price as a one-carat colorless F color Internally Flawless stone. 
Today, the value of a one-carat Fancy Intense pink diamond 

with eye-clean clarity is about 25 to 30 times the value of 
a one carat diamond in F color and IF clarity. I really think 
that the future of pink diamonds prices will be brilliant, and 
I would advise all my best friends and clients to continue 
buying the pinks as an alternative investment form.” 

Historical Review and Characteristics 
of Non-Argyle Pinks 

After India’s major production of diamonds began in 
the 17th century (including rare, large Golconda colorless 
and pink diamonds), Brazil was the next primary source for 
colorless and colored diamonds, including rare pink stones 
originating from the panning of gravel in Brazilian rivers in 
the 17th century and until the present. It was in one such 
small river that a boy found a red 13.90-carat diamond 
crystal while swimming. In 1990, the crystal was subsequently 
purchased by William Goldberg Diamond Corp., and cut 
to produce a 5.11-carat fancy red, the largest of its kind. 
In 2001, it was purchased by Moussaieff Jewellers for $1.8 
million per carat and re-named the ‘Moussaieff Red’ (Fig. 
9).Originating from approximately one gram of carbon that 
turned red as a result of a right combination of pressure and 
temperature, the stone is currently valued at over $20 million. 
One of the authors (Branko Deljanin) had a chance to see 
this rare stone while working in New York. 

Many other pinks have been mined in the last 100 years 
from special carrot shaped magmatic rock called kimberlite 
(central and south Africa, Russia, Canada). The following are 
known sources of pink and purple non-Argyle diamonds and 
their claim to fame regarding important stones in historical 
order: 
•	 Indonesia (Borneo-Kalimantan); more pinkish brown, oldest 

diamond mining from rivers, starting in the 16th century. 
•	 India	(Golconda - 186 carats, Light Pink the ‘Darya-i-

Nur’, Golconda - the 34.65-carat 
“Princie” Fancy Intense 
pink diamond sold in 
2013 for $39,323,750, 
the 28.15-carat ‘Agra’ 
pink diamond) from 
kimberlite in the 17th 
century. 

•	 Brazil (Minas Gerais - the 5.11-carat “Moussaieff Red” in 
1990) - from rivers in 18th century until now. 

•	 South	Africa	(56.90 carats, the Fancy Vivid Pink ‘Pink 
Star’) - from kimberlite in late the 19th century until now 
(the Lace mine in South Africa in 2015). 

•	 Venezuela (Santa Elena) - pink diamonds found in rivers 
in the 1920s until now.

•	 Tanzania	(the 23.60-carat ‘Williamson Pink’, 
flawless) - in 1947 from kimberlite. 

•	 Congo	(Katanga Province - Kasai, a mixture 
of brown and pink) - from rivers in the mid 
20th century. 

•	 Russia (Siberia - Mir, mostly purple diamonds, 
Fig. 10) - from kimberlites in 1950s until now. 

•	 Canada (Northwest Territories - Diavik 
mine in 2003, pinkish-purple diamonds, 
Fig. 11 and Northern Ontario - Victor mine 
in 2006, light pink) - from kimberlite, for 
the last 10 years. 

•	 Lesotho (23.82-carat pink rough 
diamond from the Kao mine) - in 2014 
from kimberlite. 

It is interesting to note that some diamonds from different 
countries (like Russia and Canada) have very similar 
characteristics regarding color (more purple than pink) 
and gemological characteristics (no fluorescence, type Ia) 
indicative of the similar geological environments in which 
they were formed. 

“Pink-color diamonds are rare, and especially in Canada. 

I am thrilled, on behalf of the Ontario government, to present 
this 2.74-carat pink diamond (Fig 12) as the first pink diamond 
from the De Beers Victor mine, cut and polished in Ontario,” 
said Michael Gravelle, Minister of Natural Resources, Canada. 

Pink diamonds of type IIa (like the 59.60-carat Pink Star) 
could be much larger than Argyle pink diamonds and have 
characteristic “tatami pattern” under CFP (Cross Polarized 
Filters) and not show any fluorescence or only faint reaction 
under UV lamp (table 1). Natural type IIa diamonds may 
be extremely large and of high clarity but normally contain 
some graining. Pink diamonds from Central Africa, Canada 
and Siberia tested at GRS labs also do not show fluorescence 
under the LW UV lamp and have very different ‘fingerprints’ 
in spectra (impurity positions) when tested with advanced 
instruments (UV-VIS, FTIR and PL spectrometers), so it is possible 
to distinguish them from Argyle pinks. 

In 2014-15, GRS and CGL-GRS labs compiled an impressive 
database of all current major pink diamond producing 
countries using standard and advanced instruments. Some 
preliminary results based on studied and published articles 
are shown in Table 1 for general interest, and production 
from new sources will be tested as they become available. 

Screening for Natural and Synthetic 
Diamond Types 

Approximately 97% of all natural diamonds 
are considered type Ia, with the presence 

of nitrogen (N). These can occur in all 
colors including purple and pink. 1% 
of all diamonds are orangey-yellow to 
brown type Ib, and less than 2% are type 

IIa colorless, pink or light brown. Type IIa 
and IIb diamonds are the rarest of diamonds 

due to the absence of nitrogen impurities, but 
IIb contain boron and therefore they 
are blue. 

Synthetic diamonds are created using 
either high pressure, high temperature 
(HPHT) or carbon vapour deposition 

(CVD). Nowadays, sizes from 0.50 to 1.50 carat are common. 
These processes can produce near-colourless type IIa, yellow 
type Ib, pink type Ib or IIa (after annealing and irradiation), 
and blue type IIa (new GRS research, see http://www.
gemresearch. ch/news/2013-11-07_BlueDiamond/CVD-
BlueDiamond.pdf ) as well as type IIb. As such, knowing 
the approximate diamond type is a great help in the initial 
screening of diamonds. Some instruments like the type IIa 

Fig 9: Fancy red 5.11-carat Moussaieff
Red in ring. Courtesy www.moussaieff.co.uk

Fig 10: 0.25-carat rough
Russian purple diamond.
Courtesy of GRS, Hong Kong.

Fig 11: 9.99-carats of rough purple diamonds from the 
Diavik mine, Canada. Courtesy of Corona jewellery, Toronto.

Fig 12: The largest 
Canadian pink diamond 
set in a ring, 2.74-carat 

Light Pink SI1. Courtesy of 
HRA group, Vancouver.
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Fig 11: 9.99-carats of rough purple diamonds from the Diavik mine, 
Canada. Courtesy of Corona jewellery, Toronto.
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typical fluorescence that corresponds to typical visible spectra 
and a characteristic ‘fingerprint’ in the infrared part of the 
spectra. While rare Golcondas and Brazilian pink diamonds 
are typically type IIa (do not contain nitrogen), Argyle pinks 
comprise nitrogen and are type Ia diamonds. 

Argyle-type diamonds have specific characteristics that 
are quantifiable as the result of ‘Advanced FingerprintingTM’. 
The data for every individually analyzed diamond is archived 
in the GRS research repository. To the best of our knowledge, 
Argyle diamonds are almost exclusively of a specific type 
(that will be reported in our next publication) and to date 
we have not discovered this type in any other mines in the 
world. There is no guarantee that this will be the case in the 
future, but as new mines with pink diamonds emerge on the 
market, such as the Lace mine in South Africa in the second 
quarter of 2015, their production will be tested and results 
compiled along with existing research. 

Francis Errera, director of Francis Errera Ltd Hong Kong, 
an expert in natural fancy color diamonds declared: “I can’t 
remember any better investment than pink diamonds. Even 
smaller sizes like 0.30 or 0.50 carat pink diamonds are so rare, 
increasing by 15-25 % per year since 1986. When I started 
marketing pink diamonds in 1977, a one carat Intense Pink 
diamond, and eye-clean clarity used to be sold for the same 
price as a one-carat colorless F color Internally Flawless stone. 
Today, the value of a one-carat Fancy Intense pink diamond 

with eye-clean clarity is about 25 to 30 times the value of 
a one carat diamond in F color and IF clarity. I really think 
that the future of pink diamonds prices will be brilliant, and 
I would advise all my best friends and clients to continue 
buying the pinks as an alternative investment form.” 

Historical Review and Characteristics 
of Non-Argyle Pinks 

After India’s major production of diamonds began in 
the 17th century (including rare, large Golconda colorless 
and pink diamonds), Brazil was the next primary source for 
colorless and colored diamonds, including rare pink stones 
originating from the panning of gravel in Brazilian rivers in 
the 17th century and until the present. It was in one such 
small river that a boy found a red 13.90-carat diamond 
crystal while swimming. In 1990, the crystal was subsequently 
purchased by William Goldberg Diamond Corp., and cut 
to produce a 5.11-carat fancy red, the largest of its kind. 
In 2001, it was purchased by Moussaieff Jewellers for $1.8 
million per carat and re-named the ‘Moussaieff Red’ (Fig. 
9).Originating from approximately one gram of carbon that 
turned red as a result of a right combination of pressure and 
temperature, the stone is currently valued at over $20 million. 
One of the authors (Branko Deljanin) had a chance to see 
this rare stone while working in New York. 

Many other pinks have been mined in the last 100 years 
from special carrot shaped magmatic rock called kimberlite 
(central and south Africa, Russia, Canada). The following are 
known sources of pink and purple non-Argyle diamonds and 
their claim to fame regarding important stones in historical 
order: 
•	 Indonesia (Borneo-Kalimantan); more pinkish brown, oldest 

diamond mining from rivers, starting in the 16th century. 
•	 India	(Golconda - 186 carats, Light Pink the ‘Darya-i-

Nur’, Golconda - the 34.65-carat 
“Princie” Fancy Intense 
pink diamond sold in 
2013 for $39,323,750, 
the 28.15-carat ‘Agra’ 
pink diamond) from 
kimberlite in the 17th 
century. 

•	 Brazil (Minas Gerais - the 5.11-carat “Moussaieff Red” in 
1990) - from rivers in 18th century until now. 

•	 South	Africa	(56.90 carats, the Fancy Vivid Pink ‘Pink 
Star’) - from kimberlite in late the 19th century until now 
(the Lace mine in South Africa in 2015). 

•	 Venezuela (Santa Elena) - pink diamonds found in rivers 
in the 1920s until now.

•	 Tanzania	(the 23.60-carat ‘Williamson Pink’, 
flawless) - in 1947 from kimberlite. 

•	 Congo	(Katanga Province - Kasai, a mixture 
of brown and pink) - from rivers in the mid 
20th century. 

•	 Russia (Siberia - Mir, mostly purple diamonds, 
Fig. 10) - from kimberlites in 1950s until now. 

•	 Canada (Northwest Territories - Diavik 
mine in 2003, pinkish-purple diamonds, 
Fig. 11 and Northern Ontario - Victor mine 
in 2006, light pink) - from kimberlite, for 
the last 10 years. 

•	 Lesotho (23.82-carat pink rough 
diamond from the Kao mine) - in 2014 
from kimberlite. 

It is interesting to note that some diamonds from different 
countries (like Russia and Canada) have very similar 
characteristics regarding color (more purple than pink) 
and gemological characteristics (no fluorescence, type Ia) 
indicative of the similar geological environments in which 
they were formed. 

“Pink-color diamonds are rare, and especially in Canada. 

I am thrilled, on behalf of the Ontario government, to present 
this 2.74-carat pink diamond (Fig 12) as the first pink diamond 
from the De Beers Victor mine, cut and polished in Ontario,” 
said Michael Gravelle, Minister of Natural Resources, Canada. 

Pink diamonds of type IIa (like the 59.60-carat Pink Star) 
could be much larger than Argyle pink diamonds and have 
characteristic “tatami pattern” under CFP (Cross Polarized 
Filters) and not show any fluorescence or only faint reaction 
under UV lamp (table 1). Natural type IIa diamonds may 
be extremely large and of high clarity but normally contain 
some graining. Pink diamonds from Central Africa, Canada 
and Siberia tested at GRS labs also do not show fluorescence 
under the LW UV lamp and have very different ‘fingerprints’ 
in spectra (impurity positions) when tested with advanced 
instruments (UV-VIS, FTIR and PL spectrometers), so it is possible 
to distinguish them from Argyle pinks. 

In 2014-15, GRS and CGL-GRS labs compiled an impressive 
database of all current major pink diamond producing 
countries using standard and advanced instruments. Some 
preliminary results based on studied and published articles 
are shown in Table 1 for general interest, and production 
from new sources will be tested as they become available. 

Screening for Natural and Synthetic 
Diamond Types 

Approximately 97% of all natural diamonds 
are considered type Ia, with the presence 

of nitrogen (N). These can occur in all 
colors including purple and pink. 1% 
of all diamonds are orangey-yellow to 
brown type Ib, and less than 2% are type 

IIa colorless, pink or light brown. Type IIa 
and IIb diamonds are the rarest of diamonds 

due to the absence of nitrogen impurities, but 
IIb contain boron and therefore they 
are blue. 

Synthetic diamonds are created using 
either high pressure, high temperature 
(HPHT) or carbon vapour deposition 

(CVD). Nowadays, sizes from 0.50 to 1.50 carat are common. 
These processes can produce near-colourless type IIa, yellow 
type Ib, pink type Ib or IIa (after annealing and irradiation), 
and blue type IIa (new GRS research, see http://www.
gemresearch. ch/news/2013-11-07_BlueDiamond/CVD-
BlueDiamond.pdf ) as well as type IIb. As such, knowing 
the approximate diamond type is a great help in the initial 
screening of diamonds. Some instruments like the type IIa 

Fig 9: Fancy red 5.11-carat Moussaieff
Red in ring. Courtesy www.moussaieff.co.uk

Fig 10: 0.25-carat rough
Russian purple diamond.
Courtesy of GRS, Hong Kong.

Fig 11: 9.99-carats of rough purple diamonds from the 
Diavik mine, Canada. Courtesy of Corona jewellery, Toronto.

Fig 12: The largest 
Canadian pink diamond 
set in a ring, 2.74-carat 

Light Pink SI1. Courtesy of 
HRA group, Vancouver.
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Fig 12: Th e largest Canadian 
pink diamond set in a ring, 
2.74-carat Light Pink SI1. 
Courtesy of HRA group, 

Vancouver.



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

92 World Diamond Magazine | 2015-04

than 2percent type IIa colourless, pink or light brown. Type 
IIa and IIb diamonds are the rarest of diamonds due to their 
absence of nitrogen impurities, but IIb contain boron and 
therefore they are blue.

synthetic diamonds are created using either high pressure, high 
temperature (HPHT) or carbon vapour deposition (CVD). 
Nowadays sizes from 0.50 to 1.50 carat are common. These 
processes can produce near-colourless type IIa, yellow type Ib, 
pink type Ib or IIa (after annealing and irradiation), and blue 
type IIa  (new GRS research, see http://www.gemresearch.ch/

news/2013-11-07_BlueDiamond/CVD-BlueDiamond.pdf ) 
as well as type  IIb. As such, knowing approximate diamond 
type is a great help in the initial screening of diamonds. Some 
instruments like “type IIa diamond spotter” developed by SSEF 
are not enough to identify possible synthetic or treated origins 
of diamonds. It can only screen if a diamond is transparent to 
UV and if it is low in nitrogen, indicating a type IIa ,  IIb or a 
rare type IaB. 

Visually, natural and synthetic diamonds can look very similar 
when comparing size, cut, colour and clarity. Their commercial 
values differ significantly, however, which highlights the 
importance of detection and disclosure. For example, coloured 
synthetics can easily cost 50 to 60 per cent less than their 
natural counterparts. In the case of colourless lab-growns, the 
price difference is around 30 to 40 per cent. 

The CPF method is relatively simple and inexpensive to set 
up, and only requires a set of two linear polarization filters (or 
a portable polariscope) that are attached to any microscope 
(figure 13) or portable light source. To use the CPF method, 
position the suspected diamond between the Cross-Polarized 
filters and rotate it in transmitted light to observe birefringence 
patterns (“strain”). In combination with the simple CPF 
method, the fluorescence technique can be used to screen for 
diamond types and help identify a possible synthetic origin of a 
coloured diamond. 

The procedures explained here are relatively simple, easy 
to learn, and inexpensive. A CPF set and UV lamp costs 
about $500 USD. In the light of several occurrences of salted 
parcels of undisclosed diamonds reported in the last few 
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diamond spotter developed by SSEF are not enough to 
identify possible synthetic or treated origins of diamonds. It 
can only screen if a diamond is transparent to UV and if it is 
low in nitrogen, indicating a type IIa, IIb or a rare type IaB. 

Visually, natural and synthetic diamonds can look very 
similar when comparing size, cut, color and clarity. Their 
commercial values differ significantly, however, which 
highlights the importance of detection and disclosure. For 
example, colored synthetics can easily cost 50-60% less 
than their natural counterparts. In the case of colourless 
lab-growns, the price difference is around 30-40%. 

The Cross Polarized Filters (CPF) method is relatively simple 
and inexpensive to set up, and only requires a set of two 
linear polarization filters (or a portable polariscope) that 
are attached to any microscope (Fig. 13) or portable light 
source. To use the CPF method, position the suspected 
diamond between the Cross-Polarized filters and rotate it in 
transmitted light to observe birefringence patterns (‘strain’). 
In combination with the simple CPF method, the fluorescence 
technique can be used to screen for diamond types and 
help identify a possible synthetic origin of a colored diamond. 

The procedures explained here are relatively simple, easy 
to learn, and inexpensive. A CPF set and UV lamp costs about 

$500. In the light of several occurrences of salted parcels 
of undisclosed diamonds reported in the last few years, 
vigilance and an understanding of gemological tools are 
critical to ensuring confidence in the supply line. CGL-GRS 
offers workshops on the use of standard instruments in screening 
for natural, treated and synthetic diamonds, the next one 
is at Mediterranean Conference in Greece, June 28 2015. 

Synthetic diamond producers, such as AOTC Canada 
(HPHT-grown) and Scio Diamonds USA (CVD-grown) increased 
their production of pink diamonds by 5-10% over the last five 
years to meet higher consumer demand for more affordable 
but still color-stable pink lab-grown diamonds. 

GRS and CGL-GRS labs acquired pink CVD-grown 
diamonds from a new producer Orion (PDC), Hong Kong, 
and compared them to pink diamonds of different origin (Fig. 
14) from our research collection that includes natural pink 
diamonds from Argyle, natural pink non-Argyle diamonds 
from six different locations, CVD-grown plus irradiated and 
annealed pink diamonds by Scio Diamonds USA, HPHT 
enhanced, irradiated and annealed natural pink diamonds, 
HPHT-grown and irradiated pink diamonds by Chatham USA, 
HPHT-grown and irradiated diamonds by a Russian producer, 
HPHT-grown and HPHT-grown and irradiated diamonds by 
AOTC, Canada. 

Characteristics of HPHT-Grown diamonds 
AOTC, Chatham and Gemesis employ a traditional 

temperature gradient method to grow their stones. The 
capsule contains ‘seeds’ and metal-based material that 
will act as a solvent for the graphite and a catalyst to 
enable crystal growth. Nitrogen enters the growth capsule, 
making most of the synthetic diamond yellow, but they 
could be irradiated to produce pink color or nitrogen could 

be ‘removed’ to produce colorless stones. The majority of 
synthetic crystals are 1-4 carats, or 0.50-2.0 carats once they 
are polished. Even diamonds as big as five-carat polished, 
near-colorless, HPHT-grown diamonds were made in Russia 
by New Diamond Technologies in February 2015. 

When 20 years ago these lab-grown diamonds entered 
the market, they were small and included (SI1-I2) and it was 
easy to separate them from natural stones based on triangular 
metallic incisions. But growing technology improved and over 
70% of HPHT-grown diamonds are VS or better clarity. Luckily, 
due to irradiation treatment, HPHT-grown pink diamonds have 
characteristic strong orangey red reaction under both LW 
and SW UV light (Fig. 15) and it’s a good screening technique 
to pick up these stones, even from parcels of melee pink 
diamonds or mounted stones. These diamonds are grown in 
a relatively short time in very stable controlled environments 
and will not show any pattern (stress) under CPF. 

Characteristics of CVD-Grown Diamonds 
In 2014, GRS and CGL-GRS reported on a new generation 

of Orion PDC Hong Kong pink CVD-grown diamonds of much 
more ‘natural looking’ fancy colors of all sizes (orangey pink 
and purplish pink) and higher clarity (VVS-VS) that are in the 
market (ref.3). They are harder to identify than HPHT-grown 
pink diamonds using standard gemological instruments. In 
this clarity range, it is not possible to distinguish them from 
pink natural diamonds just by using a loupe or microscope. 
In some CVD stones, black inclusions (assumed to be non-
diamond carbon) are visible, and when located in one plane 
perpendicular to the direction of growth, they are a reliable 
indicator of the diamonds’ CVD origin. Blackish irregular 
clouds that are found in this CVD-grown pink diamond from 
PDC are also a reliable indicator (Fig. 16). 

All new pink color CVD samples are type IIa diamonds, very 

Fig 13: Pink diamond of unknown origin between cross 
polarized filters under the microscope. 
Courtesy of CGL-GRS, Vancouver.

Fig 14: Group of PDC Orion pink and blue, Scio Diamonds 
brown CVD grown diamonds. Courtesy of GRS, Hong Kong

Fig 15: Synthetic pink diamonds show the strong pinkish 
orange (CVD on left) and orangey red (HPHT on center left) 
fluorescence in LWUV, and Argyle pinks react blue (center 
right and right). Courtesy of GRS, Hong Kong.

Table	1:	general	characteristics	of	pink	natural	&	lab-grown	diamonds	using	standard	gemological	instrument	

Origin	of	
Pink	Diamonds	 Magnification	 Pattern	under	Cross	

Polarized	Filters	 LW/SW	UV	Fluorescence	

Argyle	(western	
Australia)

Graphite spots, “frosted” 
feathers, parallel pink 
octahedral graining 

Strong multicolored TYPE 
Ia pattern

LW: med/str. blue
SW: weak/med blue

Brazil,	India	-	Golconda,	
Lesotho,	South	Africa,	
Tanzania	

Weak parallel pink octahedral 
graining, mostly clean or high 
clarities 

“Tatami” pattern in TYPE 
IIa 

LW: none to weak 
blue (strong orange-
Golconda)
SW: none (weak orange - 
Golconda) 

Brazil,	Canada,	Congo,	
Indonesia,	Russia,	
Venezuela	

Crystals, pinpoints, med/str. 
parallel pink octahedral and 
surface graining

Medium to strong TYPE 
Ia pattern

LW: none to med/strong 
blue
SW: none to weak blue

HPHT-grown	(synthetic)
Metallic crystals, cloud of 
flux white “pinpoints”, cubo-
octahedral zoning

Absence of any pattern 
indicates synthetic origin

LW: strong orangey red
SW: strong red

CVD-grown	(synthetic)	

Black “pinpoints” in one plane 
(parallel to seed), no graining, 
amorphous black carbon, 
blackish clouds 

Strong “columnar 
pattern” indicates 
synthetic origin, but 
“Tatami” similar to natural 
IIa is possible 

LW: strong pinkish orange 
SW: strong pinkish red
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diamond spotter developed by SSEF are not enough to 
identify possible synthetic or treated origins of diamonds. It 
can only screen if a diamond is transparent to UV and if it is 
low in nitrogen, indicating a type IIa, IIb or a rare type IaB. 

Visually, natural and synthetic diamonds can look very 
similar when comparing size, cut, color and clarity. Their 
commercial values differ significantly, however, which 
highlights the importance of detection and disclosure. For 
example, colored synthetics can easily cost 50-60% less 
than their natural counterparts. In the case of colourless 
lab-growns, the price difference is around 30-40%. 

The Cross Polarized Filters (CPF) method is relatively simple 
and inexpensive to set up, and only requires a set of two 
linear polarization filters (or a portable polariscope) that 
are attached to any microscope (Fig. 13) or portable light 
source. To use the CPF method, position the suspected 
diamond between the Cross-Polarized filters and rotate it in 
transmitted light to observe birefringence patterns (‘strain’). 
In combination with the simple CPF method, the fluorescence 
technique can be used to screen for diamond types and 
help identify a possible synthetic origin of a colored diamond. 

The procedures explained here are relatively simple, easy 
to learn, and inexpensive. A CPF set and UV lamp costs about 

$500. In the light of several occurrences of salted parcels 
of undisclosed diamonds reported in the last few years, 
vigilance and an understanding of gemological tools are 
critical to ensuring confidence in the supply line. CGL-GRS 
offers workshops on the use of standard instruments in screening 
for natural, treated and synthetic diamonds, the next one 
is at Mediterranean Conference in Greece, June 28 2015. 

Synthetic diamond producers, such as AOTC Canada 
(HPHT-grown) and Scio Diamonds USA (CVD-grown) increased 
their production of pink diamonds by 5-10% over the last five 
years to meet higher consumer demand for more affordable 
but still color-stable pink lab-grown diamonds. 

GRS and CGL-GRS labs acquired pink CVD-grown 
diamonds from a new producer Orion (PDC), Hong Kong, 
and compared them to pink diamonds of different origin (Fig. 
14) from our research collection that includes natural pink 
diamonds from Argyle, natural pink non-Argyle diamonds 
from six different locations, CVD-grown plus irradiated and 
annealed pink diamonds by Scio Diamonds USA, HPHT 
enhanced, irradiated and annealed natural pink diamonds, 
HPHT-grown and irradiated pink diamonds by Chatham USA, 
HPHT-grown and irradiated diamonds by a Russian producer, 
HPHT-grown and HPHT-grown and irradiated diamonds by 
AOTC, Canada. 

Characteristics of HPHT-Grown diamonds 
AOTC, Chatham and Gemesis employ a traditional 

temperature gradient method to grow their stones. The 
capsule contains ‘seeds’ and metal-based material that 
will act as a solvent for the graphite and a catalyst to 
enable crystal growth. Nitrogen enters the growth capsule, 
making most of the synthetic diamond yellow, but they 
could be irradiated to produce pink color or nitrogen could 

be ‘removed’ to produce colorless stones. The majority of 
synthetic crystals are 1-4 carats, or 0.50-2.0 carats once they 
are polished. Even diamonds as big as five-carat polished, 
near-colorless, HPHT-grown diamonds were made in Russia 
by New Diamond Technologies in February 2015. 

When 20 years ago these lab-grown diamonds entered 
the market, they were small and included (SI1-I2) and it was 
easy to separate them from natural stones based on triangular 
metallic incisions. But growing technology improved and over 
70% of HPHT-grown diamonds are VS or better clarity. Luckily, 
due to irradiation treatment, HPHT-grown pink diamonds have 
characteristic strong orangey red reaction under both LW 
and SW UV light (Fig. 15) and it’s a good screening technique 
to pick up these stones, even from parcels of melee pink 
diamonds or mounted stones. These diamonds are grown in 
a relatively short time in very stable controlled environments 
and will not show any pattern (stress) under CPF. 

Characteristics of CVD-Grown Diamonds 
In 2014, GRS and CGL-GRS reported on a new generation 

of Orion PDC Hong Kong pink CVD-grown diamonds of much 
more ‘natural looking’ fancy colors of all sizes (orangey pink 
and purplish pink) and higher clarity (VVS-VS) that are in the 
market (ref.3). They are harder to identify than HPHT-grown 
pink diamonds using standard gemological instruments. In 
this clarity range, it is not possible to distinguish them from 
pink natural diamonds just by using a loupe or microscope. 
In some CVD stones, black inclusions (assumed to be non-
diamond carbon) are visible, and when located in one plane 
perpendicular to the direction of growth, they are a reliable 
indicator of the diamonds’ CVD origin. Blackish irregular 
clouds that are found in this CVD-grown pink diamond from 
PDC are also a reliable indicator (Fig. 16). 

All new pink color CVD samples are type IIa diamonds, very 

Fig 13: Pink diamond of unknown origin between cross 
polarized filters under the microscope. 
Courtesy of CGL-GRS, Vancouver.

Fig 14: Group of PDC Orion pink and blue, Scio Diamonds 
brown CVD grown diamonds. Courtesy of GRS, Hong Kong

Fig 15: Synthetic pink diamonds show the strong pinkish 
orange (CVD on left) and orangey red (HPHT on center left) 
fluorescence in LWUV, and Argyle pinks react blue (center 
right and right). Courtesy of GRS, Hong Kong.

Table	1:	general	characteristics	of	pink	natural	&	lab-grown	diamonds	using	standard	gemological	instrument	

Origin	of	
Pink	Diamonds	 Magnification	 Pattern	under	Cross	

Polarized	Filters	 LW/SW	UV	Fluorescence	

Argyle	(western	
Australia)

Graphite spots, “frosted” 
feathers, parallel pink 
octahedral graining 

Strong multicolored TYPE 
Ia pattern

LW: med/str. blue
SW: weak/med blue

Brazil,	India	-	Golconda,	
Lesotho,	South	Africa,	
Tanzania	

Weak parallel pink octahedral 
graining, mostly clean or high 
clarities 

“Tatami” pattern in TYPE 
IIa 

LW: none to weak 
blue (strong orange-
Golconda)
SW: none (weak orange - 
Golconda) 

Brazil,	Canada,	Congo,	
Indonesia,	Russia,	
Venezuela	

Crystals, pinpoints, med/str. 
parallel pink octahedral and 
surface graining

Medium to strong TYPE 
Ia pattern

LW: none to med/strong 
blue
SW: none to weak blue

HPHT-grown	(synthetic)
Metallic crystals, cloud of 
flux white “pinpoints”, cubo-
octahedral zoning

Absence of any pattern 
indicates synthetic origin

LW: strong orangey red
SW: strong red

CVD-grown	(synthetic)	

Black “pinpoints” in one plane 
(parallel to seed), no graining, 
amorphous black carbon, 
blackish clouds 

Strong “columnar 
pattern” indicates 
synthetic origin, but 
“Tatami” similar to natural 
IIa is possible 

LW: strong pinkish orange 
SW: strong pinkish red
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Fig 13: Pink diamond of unknown origin between cross polarized 
filters under the microscope. Courtesy of CGL-GRS, Vancouver.
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diamond spotter developed by SSEF are not enough to 
identify possible synthetic or treated origins of diamonds. It 
can only screen if a diamond is transparent to UV and if it is 
low in nitrogen, indicating a type IIa, IIb or a rare type IaB. 

Visually, natural and synthetic diamonds can look very 
similar when comparing size, cut, color and clarity. Their 
commercial values differ significantly, however, which 
highlights the importance of detection and disclosure. For 
example, colored synthetics can easily cost 50-60% less 
than their natural counterparts. In the case of colourless 
lab-growns, the price difference is around 30-40%. 

The Cross Polarized Filters (CPF) method is relatively simple 
and inexpensive to set up, and only requires a set of two 
linear polarization filters (or a portable polariscope) that 
are attached to any microscope (Fig. 13) or portable light 
source. To use the CPF method, position the suspected 
diamond between the Cross-Polarized filters and rotate it in 
transmitted light to observe birefringence patterns (‘strain’). 
In combination with the simple CPF method, the fluorescence 
technique can be used to screen for diamond types and 
help identify a possible synthetic origin of a colored diamond. 

The procedures explained here are relatively simple, easy 
to learn, and inexpensive. A CPF set and UV lamp costs about 

$500. In the light of several occurrences of salted parcels 
of undisclosed diamonds reported in the last few years, 
vigilance and an understanding of gemological tools are 
critical to ensuring confidence in the supply line. CGL-GRS 
offers workshops on the use of standard instruments in screening 
for natural, treated and synthetic diamonds, the next one 
is at Mediterranean Conference in Greece, June 28 2015. 

Synthetic diamond producers, such as AOTC Canada 
(HPHT-grown) and Scio Diamonds USA (CVD-grown) increased 
their production of pink diamonds by 5-10% over the last five 
years to meet higher consumer demand for more affordable 
but still color-stable pink lab-grown diamonds. 

GRS and CGL-GRS labs acquired pink CVD-grown 
diamonds from a new producer Orion (PDC), Hong Kong, 
and compared them to pink diamonds of different origin (Fig. 
14) from our research collection that includes natural pink 
diamonds from Argyle, natural pink non-Argyle diamonds 
from six different locations, CVD-grown plus irradiated and 
annealed pink diamonds by Scio Diamonds USA, HPHT 
enhanced, irradiated and annealed natural pink diamonds, 
HPHT-grown and irradiated pink diamonds by Chatham USA, 
HPHT-grown and irradiated diamonds by a Russian producer, 
HPHT-grown and HPHT-grown and irradiated diamonds by 
AOTC, Canada. 

Characteristics of HPHT-Grown diamonds 
AOTC, Chatham and Gemesis employ a traditional 

temperature gradient method to grow their stones. The 
capsule contains ‘seeds’ and metal-based material that 
will act as a solvent for the graphite and a catalyst to 
enable crystal growth. Nitrogen enters the growth capsule, 
making most of the synthetic diamond yellow, but they 
could be irradiated to produce pink color or nitrogen could 

be ‘removed’ to produce colorless stones. The majority of 
synthetic crystals are 1-4 carats, or 0.50-2.0 carats once they 
are polished. Even diamonds as big as five-carat polished, 
near-colorless, HPHT-grown diamonds were made in Russia 
by New Diamond Technologies in February 2015. 

When 20 years ago these lab-grown diamonds entered 
the market, they were small and included (SI1-I2) and it was 
easy to separate them from natural stones based on triangular 
metallic incisions. But growing technology improved and over 
70% of HPHT-grown diamonds are VS or better clarity. Luckily, 
due to irradiation treatment, HPHT-grown pink diamonds have 
characteristic strong orangey red reaction under both LW 
and SW UV light (Fig. 15) and it’s a good screening technique 
to pick up these stones, even from parcels of melee pink 
diamonds or mounted stones. These diamonds are grown in 
a relatively short time in very stable controlled environments 
and will not show any pattern (stress) under CPF. 

Characteristics of CVD-Grown Diamonds 
In 2014, GRS and CGL-GRS reported on a new generation 

of Orion PDC Hong Kong pink CVD-grown diamonds of much 
more ‘natural looking’ fancy colors of all sizes (orangey pink 
and purplish pink) and higher clarity (VVS-VS) that are in the 
market (ref.3). They are harder to identify than HPHT-grown 
pink diamonds using standard gemological instruments. In 
this clarity range, it is not possible to distinguish them from 
pink natural diamonds just by using a loupe or microscope. 
In some CVD stones, black inclusions (assumed to be non-
diamond carbon) are visible, and when located in one plane 
perpendicular to the direction of growth, they are a reliable 
indicator of the diamonds’ CVD origin. Blackish irregular 
clouds that are found in this CVD-grown pink diamond from 
PDC are also a reliable indicator (Fig. 16). 

All new pink color CVD samples are type IIa diamonds, very 

Fig 13: Pink diamond of unknown origin between cross 
polarized filters under the microscope. 
Courtesy of CGL-GRS, Vancouver.

Fig 14: Group of PDC Orion pink and blue, Scio Diamonds 
brown CVD grown diamonds. Courtesy of GRS, Hong Kong

Fig 15: Synthetic pink diamonds show the strong pinkish 
orange (CVD on left) and orangey red (HPHT on center left) 
fluorescence in LWUV, and Argyle pinks react blue (center 
right and right). Courtesy of GRS, Hong Kong.

Table	1:	general	characteristics	of	pink	natural	&	lab-grown	diamonds	using	standard	gemological	instrument	

Origin	of	
Pink	Diamonds	 Magnification	 Pattern	under	Cross	

Polarized	Filters	 LW/SW	UV	Fluorescence	

Argyle	(western	
Australia)

Graphite spots, “frosted” 
feathers, parallel pink 
octahedral graining 

Strong multicolored TYPE 
Ia pattern

LW: med/str. blue
SW: weak/med blue

Brazil,	India	-	Golconda,	
Lesotho,	South	Africa,	
Tanzania	

Weak parallel pink octahedral 
graining, mostly clean or high 
clarities 

“Tatami” pattern in TYPE 
IIa 

LW: none to weak 
blue (strong orange-
Golconda)
SW: none (weak orange - 
Golconda) 

Brazil,	Canada,	Congo,	
Indonesia,	Russia,	
Venezuela	

Crystals, pinpoints, med/str. 
parallel pink octahedral and 
surface graining

Medium to strong TYPE 
Ia pattern

LW: none to med/strong 
blue
SW: none to weak blue

HPHT-grown	(synthetic)
Metallic crystals, cloud of 
flux white “pinpoints”, cubo-
octahedral zoning

Absence of any pattern 
indicates synthetic origin

LW: strong orangey red
SW: strong red

CVD-grown	(synthetic)	

Black “pinpoints” in one plane 
(parallel to seed), no graining, 
amorphous black carbon, 
blackish clouds 

Strong “columnar 
pattern” indicates 
synthetic origin, but 
“Tatami” similar to natural 
IIa is possible 

LW: strong pinkish orange 
SW: strong pinkish red
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Fig 14: Group of PDC Orion pink and blue, Scio Diamonds brown 
CVD grown diamonds. Courtesy of GRS, Hong Kong

years, vigilance and an understanding of gemmological tools 
are critical to ensuring confidence in the supply line. CGL-
GRS offers workshops on the use of standard instruments in 
screening for natural, treated and synthetic diamonds, the next 
one is at Mediterranean Conference in Greece, June 28 2015.

Synthetic diamond producers like Aotc canada (HPHT-
grown) and scio Diamonds usA (CVD-grown) increased 
their production of pink diamonds by 5-10 percent over 
the last 5 years to meet higher consumer demand for more 
affordable but still colour-stable pink lab-grown diamonds.

GRS and CGL-GRS labs acquired pink CVD-grown diamonds 
from a new producer Orion (PDC), Hong Kong, and compared 
them to pink diamonds of different origin (fig. 14)  from our 
research collection that includes  natural pink diamonds from 
Argyle, natural pink non-Argyle diamonds from 6 different 
locations, CVD-grown plus irradiated and annealed pink 
diamonds by Scio Diamonds USA, HPHT enhanced, irradiated 
and annealed natural pink diamonds, HPHT-grown and 
irradiated  pink diamonds by Chatham USA, HPHT-grown 
and irradiated diamonds by a Russian producer and HPHT-
grown and HPHT-grown and irradiated diamonds by AOTC, 
Canada. 

characteristics	of	HPHT-grown	
diamonds
AOTC, Chatham and Gemesis employ a traditional 
temperature gradient method to grow their stones. The capsule 
contains “seeds” and metal-based material that will act as a 
solvent for the graphite and a catalyst to enable the crystal 
growth.  Nitrogen enters the growth capsule, making most 
of the synthetic diamond yellow, but they could be irradiated 
to produce pink colour or nitrogen could be “removed” to 
produce colourless stones. The majority of synthetic crystals 
are 1-4 carat in in size, or 0.50-2 carat, once they are polished. 
Even diamonds as big as 5 carat polished, near-colorless, 
HPHT-grown diamonds are made in Russia by New Diamond 
Technologies in February 2015.

When 20 years ago these lab-grown diamonds entered the 
market, they were small and included (SI1-I2) and it was 
easy to separate them form natural based on triangular 

metallic incisions. But growing technology improved and over 
70percent of HPHT-grown diamonds are VS or better clarity! 
Luckily due to irradiation treatment, HPHT-grown pink 
diamonds have characteristic strong orangy red reaction under 
both LW and SW UV light (fig. 15) and it’s a good screening 
technique to pick up these stones, even form parcels of melee 
pink diamonds or mounted stones. These diamonds are grown 
in relatively short time in very stable controlled environments 
and will not show any pattern (stress) under Cross Polarized 
Filters.                    

characteristics	of	cVD-grown	diamonds
In 2014 GRS and CGL-GRS reported on a new generation of 
Orion PDC Hong Kong pink CVD-grown diamonds of much 
more “natural looking” fancy colours of all sizes (orangy pink 
and purplish pink) and higher clarity (VVS-VS) that are in the 
market (ref. 3).They are harder to identify than HPHT-grown 
pink diamonds using standard gemmological instruments In 
this clarity range, it is not possible to distinguish them from 
pink natural diamonds just by using a loupe or microscope.  
In some CVD stones, black inclusions (assumed to be non-
diamond carbon) are visible, and when located in one plane 
perpendicular to the direction of growth, they are a reliable 
indicator of the diamonds’ CVD origin. Blackish irregular 
clouds that are found in this CVD-grown pink diamond from 
PDC are also a reliable indicator (fig. 16).

All new pink colour CVD samples are type IIa diamonds, very 
low nitrogen diamonds. Observed between crossed polarized 
filters, they produce two general patterns: 1) a natural-looking 
pattern similar to ‘tatami pattern’ of type IIa natural diamonds 
and 2) “columnar pattern” typical for CVD –grown diamonds 
(fig. 17).                       

A quick screening of loose and mounted pink diamonds is 
possible by using UV illumination in a dark room. Strong 
pinkish orange (LW = SW) reaction is observed in type IIa 
pink CVD-grown diamonds (fig. 15).

In cases where the diamond is determined to be a type IIa 
based on the ‘tatami’ pattern, it is important to refer it to 
an advanced lab to determine whether colour is natural, 
treated or the stone is CVD-grown. After an initial screening 
with standard instruments, most pink diamonds should be 

Fig 15: Synthetic pink diamonds show the strong pinkish orange 
(CVD on left) and orangey red (HPHT on center left) fluorescence in 
LWUV, and Argyle pinks react blue (center right and right). Courtesy 
of GRS, Hong Kong.
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tested with additional spectroscopic analysis to confirm their 
synthetic origin, because multistep treated natural diamonds 
can also show strong orange fluorescence under UV light.

Gerald McGuire, President and CEO, Scio Diamond 
Technology Corp. said: “SDT routinely makes rough gems in 
the 3-5 carat size and along with our joint development partner, 
Renaissance Diamonds Inc. are delivering 1-2 carat finished 
gems (fig 14b).  Scio Diamond announced a joint venture with 
partners in China to produce CVD-grown diamonds at a much 
lower cost. Scio Diamond is currently producing high quality 
lab-grown pink diamonds that are priced reasonably and 
within the reach of many customers who favor the pinks.”

A	rosy	future
These days, consumers are very conscious about product 
origin. In addition to demanding fair trade coffee, there has 
been a growing interest in knowing where coloured diamonds 
are coming from. Dealers and jewellers should both be ready 
to provide the answer. It is reported by Partnership Africa 
Canada, an active member of the Kimberly process, that 
diamonds (including pink diamonds) from Venezuela (Santa 
Elena, on the Brazilian border) are illegally transported to 
Brazil and Guyana, and exported further through the Kimberly 
process chain (ref. 4).These authorities are asking to exclude 
Brazil and Venezuela from the Kimberly process if they cannot 
halt the illegal transports of diamonds from their territories. 
Rio Tinto diamonds in Australia and Canada are following all 
the rules implemented by governments regarding tracking of 
their diamonds, and consumers do not mind to paying an extra 
premium in order to know that their diamonds are coming 
from those conflict-free countries. Many labs, including GRS 
Lab (Hong Kong) Ltd, have joined the Kimberley process as 
well. 

The science of gemmology is evolving and more advanced 
instruments are being used in gem labs for routine testing of 
diamonds and coloured gems. The most widely used methods 

Fig 16: Pink CVD-grown Orion PDC stones have specific blackish 
“feathers”. Courtesy of GRS, Hong Kong

Fig 17: Columnar pattern under CPF of Scio CVD-grown Type IIa 
diamond indicates that diamond is grown by deposition, Courtesy of 
GRS, Hong Kong

Fig 14B: Group of Scio Diamonds 
pink CVD-grown diamonds. 
Courtesy of Scio Diamonds, 
Greenville, USA
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Fig 18: Photo luminescence instrument for diamonds in 3 GRS laboratories. All measurements are conducted at liquid nitrogen temperatures at 
photoluminescence analysis system with 2 laser sources at 405nm und 532nm and UV-VIS-NIR instrumentation with high resolution. Courtesy 
of GRS, Hong Kong

for separation of natural, treated and synthetic diamonds are optical methods (absorption and photoluminescence) that are 
used in gem labs to identify these stones. Representatives from GRS and CGL-GRS labs and other researchers on coloured and 
synthetic gems and diamonds will present their findings at 1st Mediterranean Gemmological and Jewellery Conference in Athens. 
See more on speakers at www.gemconference.com 

Finally, it is possible to separate natural pink diamonds from all categories of treated and/or laboratory-grown diamonds, loose or 
mounted, of any size, by use of a combination of standard (see summary table) and advanced gemological instruments as in Fig. 18.

1. ‘Characterization of pink diamonds of different origin: Natural (Argyle, non-Argyle),  irradiated, HPHT-treated, treated with 
multi-process, coated and synthetic’  B. Deljanin, D. Simic, A. Zaitsev, J. Chapman, T. Middleton, A. De Stefano, et al;  Pro-
ceedings Volume of Diamond and Related Materials, 2008.

2. ‘New Generation of Synthetic Diamonds Reaches the Market: Lab-grown Bue CVD Diamonds’, Peretti A  , Herzog F., Bieri W., 
Alessandri M., Günther D., Frick D., Cleveland, E., Zaitsev A.M., Deljanin B. Contribution to Gemmology, March 2014.

3. ‘New Generation of Synthetic Diamonds Reaches the Market: Lab-grown Pink CVD Diamonds’, Deljanin B , Herzog F., Bieri 
W., Alessandri M., Günther D., Frick D., Cleveland, E., Zaitsev A.M., Peretti A . Contribution to Gemmology # 14, 2014.

4. ‘Triple Jeopardy’, Partnership Africa Canada http://www.ddiglobal.org/login/resources/triple-jeopardy-2005-04.pdf

This article was originally published in the spring 2015 issue of incolor magazine of the international colored gemstone 
Association.

branko Deljanin: CGL-GRS Swiss Canadian Gemlab Inc, Canada (info@cglworld.ca)

Adolf Peretti: Dr. Peretti Co LTD, Thailand and GRS Laboratories (adolf@peretti.ch)

Matthias Alessandri: GRS Lab (Hong Kong) Ltd, Hong Kong, China

Article reprinted from Contributions to Gemmology, Copyright CGL-GRS and GRS Gemresearch Swisslab AG.
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FAIR

Trade visitors turned 
up in large numbers 
for the March event. 

And out of almost 6,800 
visitors, 30% came from 
outside Poland, mainly from 
China, Germany, Turkey, 
Russia, the UK, the USA, 
Finland, Hungary, Denmark, 
France, Canada, Austria and 
the Czech Republic. “We 
have recorded an increase 
in trade visitor turnout 
compared to last year, while 
the prices of jewellery 

materials, silver, gold and 
amber have stabilised, 
which is favourable to the 
industry,” said AMBERIF 
Project Director Ewa Rachoń. 
“The concerns about the 
geopolitical situation, 
however, are apparent and 
make long-term planning 
difficult. That makes it all 
the more important that we 
meet again at the next trade 
show—AMBERMART—in 
August.” 

the mercurius gedanensis 
award
With 63 entries submitted, 
the Mercurius Gedanensis 
Grand Prize in the Design 
Category went to Paweł 
Kaczyński Design for a set 
of amber rings. The judges 
expressed their appreciation 
for the novel approach 
to the ring form and the 
combination of several 
kinds of amber. The designer 
of the winning piece was 

honoured with the AMBERIF 
Prize—a statuette and two 
kilograms of silver sponsored 
by Poland’s Minister of 
Economy—and presented 
by AMBERIF partner 
KGHM Polska Miedź SA. In 
addition, the MTG SA GOLD 
MEDAL was awarded, in the 
Workmanship Excellence 
Category, to Jarosław 
Koźmiański for his Gentle 
Eye of the Blue pendant made 
from amber, moonstone, 
opal, ebony and silver.

The four-day AMBERIF 2015, the 22nd International Fair of Amber, 
Jewellery and Gemstones, was held in March. There were more than 
480 exhibitors and almost 6,800 visitors from 55 countries. The 16th 
AMBERMART International Amber Fair takes place in Gdańsk from 
August 27 to 29.
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amberif Design award 
Organised this year for 
the 19th time, ADA is an 
international amber jewellery 
design competition aimed 
at award-winning artists, 
art college graduates and 
young designers alike. The 
AMBERIF DESIGN AWARD 
2015 Grand Prize—PLN 
10,000, sponsored by the 
Mayor of Gdańsk—went to 
Marta Rżanek for her leather 
and amber ring. The winning 
piece was selected from works 
submitted by 112 artists from 
18 countries. 

the amber look trends & 
styles gala
The AMBER LOOK 
TRENDS & STYLES Amber 
and Fashion Gala was 
unquestionably the event 
of Amberif. More than 
20 fashion and jewellery 
designers presented their 
collections at the Gdańsk 
Shakespeare Theatre. Mariusz 
Przybylski, who belongs 
to the crème de la crème 
of Polish designers, was 
the star of the show. The 
event’s special guest was 
singer-songwriter Kayah, the 
Amber Ambassador, with 
the invitees also including 
Elżbieta Dzikowska, Dorota 
Wróblewska and Rafał 
Brzozowski. The stage set 
was designed by Maciej 
Chojnacki. The Gala was 
hosted by Karolina Piechota 
and Conrado Moreno.

trend book 2015+
Amberif saw the launch of 
Trend Book 2015+, the fifth 
edition of the review by 
Prof. Sławomir Fijałkowski, 
presenting the trends 
anticipated in design and 
jewellery art in the amber 
jewellery industry. The book 
was published as a result of 
the partnership between the 
KIGB National Chamber 
of Amber Commerce, the 
Gdańsk Academy of Fine 
Arts and the Gdańsk Mayor’s 
Bureau for City Promotion at 
the Gdańsk City Office. 

seminars 
Amberif featured a series of 
popular science seminars 
and workshops dedicated to 
subjects that are important to 
jewellery and amber experts 
and enthusiasts alike. Regular 
collaborators in this area 
include: the International 
Amber Association, the 
PAS Museum of the Earth, 
the Gdańsk University of 
Technology and the SRJ 
Association of Jewellery 
Experts. Archaeologists 
from Italy and Poland and 
researchers from Austria 
and the UK shared their 
knowledge and latest 
research which allowed 
for the formulatation of 
definitions and to recognise 
Baltic amber’s characteristic 
features. Dr Ewa Wagner-
Wysiecka from the Gdańsk 
University of Technology, 
Faculty of Chemistry, 

from this year the science 
supervisor of the Amber 
Seminar, expressed a high 
opinion of the seminar 
papers and the continued 
research at the GUT Faculty 
of Chemistry. “It is a 
remarkable opportunity to 
meet in Gdańsk, the world 
capital of Amber, and have 
an interdisciplinary look at 
not only Baltic amber, but 
also at other fossil resins,” she 
emphasised.

amberif side exhibitions 
There was an extensive series 
of events outside of the 
Amberif show, particularly 
in light of the fact that 
the show takes place in 
Gdańsk—The World Capital 
of Amber. Two interesting 
exhibits were held at the 
Amber Museum, Gdańsk. 
The first one, The AMBER 
BIENNALE, is a project 
of the Gdańsk Academy 
of Fine Arts to present a 
contemporary outlook 
of recognised European 
artists who have accepted 
an invitation to express 
themselves artistically via 
the use of amber. The second 
one was AMBER AROUND 
THE WORLD—an exhibition 
of pieces by Poland’s 
leading artists and jewellery 
designers who combine 
Baltic, Dominican and 
Sumatran amber, organised 
by the collector Janusz Fudala 
in collaboration with the 
STFZ Goldsmithing Artists’ 
Association. Operating 

from its new head office 
at Warzywnicza Street 
in Gdańsk’s Old Town, 
the International Amber 
Association presented an 
exhibition of works by artists 
who are IAA members. 

the global amber 
promotion campaign at the 
finish line
The presence of the 
Amber Treasure of Poland 
Consortium was marked at 
this year’s Amberif for the 
last time with a jewellery 
and fashion show. This 
wide-scale promotion 
programme is drawing to a 
close, having enabled Polish 
companies’ participation 
in jewellery trade shows 
worldwide, missions with 
buyers and jewellery trade 
journalists from abroad 
coming to Poland and an 
advertising campaign in the 
German, Italian, US and 
Chinese consumer media. In 
2012–2015, almost 7 million 
zloty ($1.85 million) was 
allocated by Poland’s Ministry 
of Economy for amber 
promotion. 

Leading dignitaries attending 
the AMBERIF trade show 
included Janusz Piechociński, 
Poland’s Deputy Prime 
Minister and Minister of 
Economy; Mieczysław Struk, 
the Marshal of the Pomorskie 
Voivodship; and Paweł 
Adamowicz, the Mayor of 
Gdańsk.
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 03-06 DECEMBER 2014 DuBai intERnational JEwElRy wEEk DuBai B.a.E.

 04-07 DECEMBER 2014 JEwEllER’s salon  oDEssa ukRainE

 10-14 DECEMBER 2014 BEst aDoRnMEnts of Russia saint-PEtERsBuRg Russia

 18-21 DECEMBER 2014 yuvEliR-3 Moskow Russia

 20-23 DECEMBER 2014 JaiPuR JEwEllERy show JaiPuR inDia

 09- 12 JanuaRy 2015 Malaysia int.’l JEwEllERy faiR kuala luMPuR Malaysia

 10-12 JanuaRy 2015 kolkata JEwEllERy & gEM faiR kolkata  inDia

 10-12 JanuaRy 2015 JEwEllERy faiR noRth inDia nEw DElhi inDia

 14-16 JanuaRy 2015 gEM & JEwEllERy inDia intERnational ExhiBition ChEnnai inDia

 18-20 JanuaRy 2015 Ja sPECial DElivERy ny nEw yoRk aMERiCa

 23-26 JanuaRy 2015 EClat DE MoDE / BiJoRhCa PaRis PaRis fRanCE

 23-28 JanuaRy 2015 viCEnza wintER viCEnza italia

 25-27 JanuaRy 2015 antwERP DiaMonD tRaDE faiR  BElgiuM BElgiuM

 21-24 JanuaRy 2015 intERnational JEwEllERy tokyo tokyo JaPan

 31 JanuaRy-

 15 fEBRuaRy 2015 tuCson show  aRizona aMERiCa

 04-08 fEBRuaRy 2015 JunwEx st.PEtERsBuRg  st.PEtERsBuRg Russia

 03-08 fEBRuaRy 2015 agta gEM faiR tuCson aMERiCa

 11-15 fEBRuaRy 2015 MaDRiDJoya MaDRiD sPain

 18-20 fEBRuaRy 2015 Ja wintER show 2015 nEw yoRk aMERiCa

 20-23 fEBRuaRy 2015 iiJs 2015 MuMBai inDia

 20-23 fEBRuaRy 2015 inhoRgEnta Münih  gERMany

 24-28 fEBRuaRy 2015  Bangkok gEMs anD JEwElRy faiR  Bangkok thalianD

 26 fEBRuaRy-

 01 MaRCh 2015 siBJEwElRy 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 JEwElRy 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
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2015
 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 JEwElRy 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

 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 JEwElRy show oCtoBER 2015 istanBul tuRkEy
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