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Last year’s problems won’t go away, 
but we can improve things in 2016

As we start out on a new year, I believe we 
must all approach the challenges that it 
will undoubtedly bring, with renewed 
confidence and an optimistic outlook. 

We all know that the issues that confronted the 
industry last year are not going to disappear just 
because a new year has started, but we must also 
realise that financial and economic challenges are 
temporary and it is imperative to retain a balanced 
outlook.

What are the issues that will provide the biggest 
tests to our resolve this year and what do we need 
to concentrate on? Clearly, financing for our trade 
will be one; the growth of generic marketing and 
developments will be prominent this year; and 
then there is the challenge posed by undisclosed 
synthetic diamonds along with ongoing concerns 
about over-grading and the consequent potential 
damage to consumer confidence.

On the subject of financing for the diamond trade, 
we have witnessed declining interest among banks 
in providing credit to our members. This creates 
a handicap to our work since credit lines are the 
oxygen that finances our activities.

WFDB working with ABN AMRO on bank 
finance norms
However, the WFDB is taking a pro-active 
approach in this respect and has been doing so for 
the past several years. We are working with ABN 
Amro Bank, the biggest provider of finance to the 
diamond and jewellery industries, on a template for 
the banks and our members. This aims to explain 
to diamond firms the concerns and requirements 
of the banks regarding the diamond trade. And it 
also provides the banks with in-depth information 
regarding the diamond sector and what it needs in 
order to operate. 

The banks have shown a degree of reluctance to 
provide increased credit to diamantaires partly 
because they, like us, have seen the high prices of 
rough over the past year and more, and the static 
or declining price of polished which has made 
manufacturing simply not financially viable for 
many companies. Against that background, the 
banks assess the risk of providing credit as too high. 

But I believe that with the decline in rough prices 
in the final quarter of last year, which is likely to 
continue in the first months of 2016 as well, in 
addition to the cutback in manufacturing in India 
and elsewhere which will create shortages in some 
items as inventories decline, the banks can be 
persuaded to provide financing since profitability 
will return.

However, I also continue to advise diamantaires, 
manufacturers and others in the midstream part 
of the market to realise the damage they have 
been doing to themselves by buying rough goods 
at almost any price. That boosted prices of rough 
diamonds to levels that were not connected to 
reality. It may have also made the banks suspicious 
about providing credit to clients who appeared to 
be chasing goods that could not be manufactured 
and sold for a decent profit.

I turn now to the issue of promotional activity to 
boost demand for diamond jewellery. Since De 
Beers ended its generic global promotion work in 
the previous decade, the diamond industry has 
failed to develop a unified approach on this issue. 
In the past two or three years, however, we have 
seen movement, not least by the WFDB which 
launched the World Diamond Mark (WDM) 
initiative. Consumers must regard regularly buying 
diamond jewellery as a natural and ongoing 
activity. Engagement and wedding ring purchases 
remain critical, of course, but there are many 
other occasions for which diamond jewellery can 
be purchased and the retail sector needs to show 
buyers those opportunities.

The World Diamond Mark was launched by the 
WFDB more than three years ago to promote 
consumer desire for, and confidence in, diamonds. 
The aim is for sales of diamonds and diamond 
jewellery to perform significantly better in the 
luxury product consumer market. And to reach 
that goal, the industry — from diamond producers 
to retail jewellers — is acting together to promote, 
advertise and market diamonds and diamond 
jewellery more effectively and visibly to the end-
consumer. 

We also plan to work closely with the Diamond 
Producers Association (DPA) as we believe that 
this challenge is too big for any one particular 
organisation to achieve. We hope the DPA will see 
the need for us to all join hands in this common 
cause. This would enable us to truly make a huge 
impact on consumer awareness, particularly 
among the younger generation.

We need to master digital and social media
As I said at the WFDB’s Presidents’ Meeting in 
Tel Aviv in June, I have yet to see a young person 
queuing up all night to be the first in line to buy a 
jewellery item in the same way that youngsters do 
for the latest smartphone or tablet. I believe it is 
critical for us to create a big impact on the 18-35 
age range.

And that presents a significant challenge because 

this is a demographic group that is often not 
interested in traditional advertising. They are 
forcing us to use the tools they like — and that 
means marketing in a digital world, including 
social media — to reach them. We also need to 
find the language and references that will appeal 
to them.

We must provide honest and up-to-date 
information about what we are doing to address 
some of the issues facing our industry, such 
as conflict diamonds and our sustainable 
development work in creating minimal damage 
to the environment because these are issues that 
strike a deep chord with environmentally-aware 
younger people.

Moving on to the issue of synthetic diamonds, the 
WFDB has no problems whatsoever with such 
stones just as long as they are clearly disclosed. 
Their production levels are rising and becoming 
more sophisticated, but most such stones are 
used in the industrial sector and the number of 
lab-grown diamonds that are gem-quality is still 
rather small.

Our paramount concern is that synthetics and the 
cases of over-grading cause damage to consumer 
confidence. Synthetics must be clearly marked and 
sold as such. We have seen cases where synthetics 
have been added to parcels of natural mined 
diamonds. We have no tolerance whatsoever for 
such illegal activity, and the same goes for cases of 
over-grading, where the means used are becoming 
more sophisticated, as we saw in the case of the 
certificates from GIA India that were fraudulently 
altered. People conducting themselves in this way 
will be removed as bourse members, where it is 
found to be the case, and prosecuted for fraudulent 
activity.

I would like to finish — as I began — on an 
optimistic note. During troubled times, it is 
sometimes difficult to remember that this is a large 
and powerful global trade that is self-regulated 
to an extent that is hardly seen in other sectors. 
The year 2014 saw record diamond jewellery 
sales of $81 billion and although last year was 
a challenging one, sales are expected to be of a 
similar level. We know that China is slowing down, 
but India is on a strong growth path, and in both 
countries, the numbers of middle class citizens 
is growing. Indeed, there are expected to be 100 
million new middle class households in the major 
diamond consumer markets by 2019 — and that 
means rising sales opportunities for the diamond 
business.

By Ernest Blom, President, the World Federation of Diamond Bourses
Vice Chairman, the World Diamond Mark Foundation
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Borsa İstanbul, the only bourse regulated under Turkish Capital Market Law, 
and the World Diamond Mark Foundation (WDM) have signed an agreement 
that cements the cooperation between Borsa İstanbul and WDM, with the 
specific objective to institutionalize diamond trading in Turkey and in other 
key markets by means of Borsa İstanbul’s extensive networking capabilities 
and ready access to markets in Europe, the Middle East and Asia.

Alex Popov Tuncay Dinç
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Upon signing 
the agreement, 
Tuncay Dinç, 
Borsa Istanbul 

CEO, said that Borsa 
İstanbul’s resolution to join 
the WDM’s efforts to promote 
consumer desirability and 
confidence in diamonds 
comes at a crucial moment. 

“The international diamond 
and diamond jewellery 
industry is currently facing 
significant competition for 
market share in the luxury 
consumer product market. 
We believe that the WDM, 
which operates under the 
umbrella of the World 
Federation of Diamond 
Bourses, is the ideal body 
that will not only bundle the 
efforts by our industry in 
stimulating consumer desire 
for diamonds and diamond 
jewellery, but will also be the 
catalyst that can open up new 
employment opportunities 
for our well established 
high quality jewellery 
craftsmanship industry” Dinç 
stated. 

WDM Chairman Alex Popov 

commended the Borsa 
Istanbul’s leadership for its 
vision and understanding of 
the WDM’s objectives and for 
the adoption of its goals. “The 
Turkish diamond, gem and 
jewellery industry and trade 
is uniquely placed to adopt 
and implement the WDM’s 
promotional programmes 
for diamonds and diamond 
jewellery. As the gateway for 
trade between Europe, the 
Middle East and Asia, Turkey, 
by means of Borsa İstanbul 
and a significant number 

of third parties, will play an 
important role as a WDM 
ambassador. We expect that 
on the one hand, Turkey 
will play a pivotal role in the 
promotion of diamonds in its 
target markets, while on the 
other hand it will be among 
the first industries to reap 
the benefits of the WDM’s 
activities,” Popov said.

WFDB President Ernest 
Blom, who is also the 
WDM Vice Chairman, said 
the agreement with Borsa 

İstanbul couldn’t come at a 
better time. “Turkey’s access 
to both established and 
emerging markets, combined 
with its strong and broad 
industrial base, will prove an 
enormous asset to WDM. At 
the same time, the Turkish 
industry stands to benefit 
from the added value that 
WDM’s programmes can 
bring to retailers, its target 
markets, and help them 
boost and grow diamond and 
diamond jewellery sales to 
consumers.”

From left: Çetin Ali Dönmez, Vice President Borsa Istanbul and Oğuzhan Yunus Aloğlu, Director Borsa Istanbul

"Turkey’s access to both established 
and emerging markets, combined 

with its strong and broad industrial 
base, will prove an enormous asset 

to WDM." 
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By Albert Robinson 

The United States’ Hispanic population has become an important 
demographic for retailers, with its strength continuing to grow as the 
ethnic group becomes larger, according to recent research by two bodies, 
Univision and the NPD Group.
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The United 
States’ Hispanic 
population 
has become an 

important demographic for 
retailers, with its strength 
continuing to grow as the 
ethnic group becomes larger, 
according to recent research 
by two bodies, Univision and 
the NPD Group.

Hispanics account for 25 
percent or more of all buying 
visits, in-store or online, in 
the jewellery, off-price and 
footwear specialty retail 
channels, 

according to the study. 
Jewellery retailers included in 
the study were Kay Jewelers, 
Pandora, Zales, Fossil, Jared 
the Galleria of Jewelry, 
Cartier, Tiffany & Co. and 
similar industry businesses. 

The research also showed 
that bilingual Hispanics 
spend 20 percent of their 
money online, more than 
all Americans, who spend 
17 percent of their dollars 
online, and non-Hispanics, 
who spend 16 percent online. 
Hispanics spend an average 
of $72 per online visit, higher 
than the total market average 
of $68.

“We know that Hispanics 
tend to have larger 
households and that 
shopping is a family 

affair, and we know 
this has a significant 
impact on what they 

buy, how they buy 
and where they 
buy,” said Roberto 

Ruiz, executive 
vice president 
of strategy and 
insights at Univision 

Communications, 

which conducted The 
Hispanic Shopping Activity 
Service study alongside NPD 
Group. 

Since the U.S. Hispanic 
population is growing rapidly, 
understanding Hispanic 
consumers is becoming ever 
more crucial to the long-
term growth strategy for all 
retailers.

The NPD Group/Univision 
research also found that 
Hispanics are more than 
twice as likely as non-
Hispanics to buy footwear, 
accessories, video games, 
sporting goods, music and 
software. 

Furthermore, shoppers 
who are Spanish-language 
dominant, meaning they 
reported that Spanish is the 
primary language they use at 
home, spend more per buying 
visit than non-Hispanics, at 
$61 compared to $53. 

“When bilingual and 
Spanish-language dominant 
consumers buy, they really 
buy,” said Marshal Cohen, 
chief industry analyst at 
NPD Group. “Their shopping 

behaviors don’t conform 
to the patterns of other 
Americans, and it’s important 
for retailers and marketers to 
understand the differences.”

The rise in the birthrate of 
the Hispanic population – 
and others such as the Asian 
community – has come as 
that of white Americans has 
declined in recent decades. 
Since 2010, Asians have had 
the edge, according to Census 
Bureau data which estimates 
that the U.S. Hispanic 
population topped 55 million 
as of 2014, a small increase 
over 2012. Meanwhile, the 
Asian population grew to 20 
million.

U.S. births have been the 
primary driving force behind 
the increase in the Hispanic 
population since 2000 and 

We know that Hispanics tend 
to have larger households 
and that shopping is a family 
affair, and we know this has 
a significant impact on what 
they buy, how they buy and 
where they buy.

" 

" 
Roberto Ruiz
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that trend has continued, 
while growth in the Asian 
American population has 
been fueled primarily by 
immigration. 

Marketers of jewellery, and 
just about every other retail 
sector in the country, are 
having to take a closer look 
at what this could mean for 
sales. Which are the new 
strategies required for the 
U.S. retail jewellery sector? 
What are the differences, if 
any, between the jewellery 
taste of minorities and the 
traditional jewellery choices 
seen since the end of the 
Second World War when De 
Beers launched its generic 
diamond promotion efforts 
worldwide?

Of course, the 
traditional, 

white, sector of the 
population, descended 
from European countries, 
remains the majority and is 
still the wealthiest part of 
the population. But it is not 
a group that can really be 
counted on by retailers in 
the coming 20-30 years. And 
that has implications not 
just for the advertising and 
marketing industries, but also 
for jewellery designers who 
will need to start providing 
younger designs with an 
ethnic bent.

A report from the Pew 
Research Center projects that 
immigration will propel the 

U.S. population total 
to 438 million by 

2050, from 
around 

313 

million today. Along with 
this growth, the racial and 
ethnic profile of Americans 
will continue to shift—with 
non-Hispanic whites losing 
their majority status. 

With little immigration 
and low fertility, the non-
Hispanic white population 
is projected to edge from 
around 200 million now to 
207 million by 2050, while 
the three other major racial 
and ethnic groups will see 
much more growth, rising 
from 90 million in 2005 to 
228 million in 2050. The 
share of Non-Hispanic whites 
is slated to slip from 67 
percent to 47 percent over the 
45-year period. Indeed, they 
would decline in number by 
2050, if not for immigration.

 People of Hispanic descent 
account for 15 percent of 

the population. 
And in 

spite of 
the 

poor state of the economy 
in recent years, the size of 
the jewellery market among 
them has grown considerably 
due to the sheer numbers of 
consumers. And Hispanics 
typically enjoy shopping 
and save less than the non-
Hispanic white population. 
The market is far too big for 
jewelers not to pay special 
attention to this segment of 
the population, but it also is 
far too diverse for a one-size-
fits-all approach. 

While much media and 
political attention goes 
to the social problem of 
millions of illegal immigrants 
from Mexico and Central 
America, who may not be 
in a position to spend on 
luxuries like jewellery for 
a long time, their numbers 
are overshadowed by tens of 
millions of legal immigrants 
and families who trace their 
roots in the United States 
back generations and 
may have few culturally 
Hispanic markers other 
than their family names 
and the same kinds of 
sentimental ties to the 
Old Country that 

characterize 

When bilingual and 
Spanish-language 
dominant consumers buy, 
they really buy.
" 

" 
Marshal Cohen

12 World Diamond Magazine | 2016-06
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Italian-Americans, Irish-
Americans and other ethnic 
groups.

For MVI Marketing, a 
jewellery consulting group 
that has just completed its 
first general study of the 
Hispanic retail jewellery 
market since 2005, this 
question of acculturation 
is even more important 
than categorizing Hispanic 
consumers by country or 
region of origin, with all 
that the differences between 
Mexican, Central American, 
Cuban, Dominican, South 
American and Spanish 
cultures imply for retail 
buying behavior. The main 
ethnic focus of the survey was 
on consumers with Mexican 
heritage.

MVI President Liz Chatelain 
said the survey divided 
the Hispanic market into 
three broad categories of 
acculturation—“Newcomers, 
bicultural, where they have 
a foot in both countries, 
and people who identify 
themselves as ‘Americans 
with Hispanic heritage’ and 
are very acculturated.”

These three groups “shift in 
what they buy, who they buy 
from and how much they are 
willing to spend,” Chatelain 
said. “For example, there is 

the question of loyalty to 
retail brands. People who 
come to America have more 
appreciation for luxury brand 
names. As they grow more 
acculturated, their loyalty 
shifts and they become more 
willing to look at diverse 
brands.”

As Hispanic consumers 
become more adjusted 
to mainstream American 
culture, “they become more 
diamond-oriented, but are 
not necessarily willing to 
spend more,” she added. 
“[Hispanic immigrants] 
don’t necessarily come to 
America with the idea of 
the diamond engagement 
ring as a given, but wanting 
to be as Americanized as 
possible. They want to fit in, 
to assimilate, so they want 
the ring.”

 Some retail jewellery chains, 
like southern California’s 
Don Roberto, specialize in 
serving immigrants and 
those with low-to-medium 
levels of acculturation. “A lot 
of it is on credit,” Chatelain 
said. “For the un- or low-
acculturated consumer, that’s 
a bonus, because it helps 
them establish credit.” That’s 
a benefit not to be taken 
lightly for a segment of the 
population that has suffered 
a good deal from the down 

economy of recent years (see 
sidebar).

Daniel’s, another southern 
California retail jewellery 
chain known for serving 
Hispanic consumers, 
aims at more acculturated 
consumers, and its president, 
David Sherwood of 
Sherwood Management, 
warned of the danger of 
stereotyping Hispanic 
consumers. “When we look 
at our customers, we segment 
them by needs and age, but 
not by whether they are 
Hispanic or not,” he said. 
“There is no ‘Spanish cut’ 
of diamonds, there is no 
‘Spanish clarity.’ The Hispanic 
customer likes the finest cut 
of diamond, just like anyone 
else.”

Sherwood acknowledged that 
first-generation immigrants 
may come from the Old 
Country 
with 
certain 

buying habits and 
expectations, but he said 
other jewellery chains such as 
Don Roberto and La Curacao 
are set up to serve their 
needs. “But that’s true if it’s a 
Hispanic, Chinese or Korean 
customer. They are more used 
to a different way of doing 
business. But our customers 
are second generation or 
later.”

Chatelain stressed that brand 
loyalty is weaker among 
acculturated consumers of 
Hispanic heritage. Among all 
respondents to MVI’s survey, 
the most popular venue 
for buying fine jewellery 
was department stores, the 
choice of 39 percent. But the 
findings get more interesting 
when broken down by level of 
acculturation, with only 12.4 
percent of consumers with 
a low level of acculturation 
choosing to shop in regional 
or national retail jewellery 

chain stores, a level that 
rises to 18.7 percent for 



the 
bicultural and 
27 percent of 
those with a 
high level of 
acculturation. 
The most 
popular fine 
jewellery chain store among 
all respondents was Kay 
Jewelers at 32 percent, though 
again “the more acculturated 
they are the more they shop 
there,” closely followed by 
Zale’s at 30 percent, Gordon’s 
at 14 percent, Piercing Pagoda 
at 13 percent and Helzberg 
Diamonds at 11 percent.

Jewellers of whatever size 
seeking to serve Hispanic 
consumers start with the 
important advantage that 
many Hispanic cultures 
connect jewellery purchasing 
to all kinds of special 
occasions. The quinceañera, 
or 15th-birthday party for 
girls, is one well-known 
life event, but births, 21st 
birthdays, high school 
and college graduations, 
golden and other significant 
wedding anniversaries, and 
even Easter can be jewellery 
buying occasions. Earrings are 
popular gifts, as are crosses set 
in pendants or earrings and 
religious medals for Easter 
and other religion-themed 

occasions, 
Chatelain 

said.

The problem 
remains that 
the retail jewellery trade 
in general neglects the 

Hispanic market, failing 
to educate this important 
group of consumers even on 
such basics as the four C’s. 
“Almost 41 percent [of the 
survey respondents] said they 
are ‘extremely unfamiliar’ 
with the four C’s, 22 percent 
are ‘somewhat unfamiliar’ 
and only 18 percent are 
‘somewhat’ or ‘extremely 
familiar.’ Only 10 percent 
of low-acculturated people 
understand the four C’s.”

As a consequence, many 
survey respondents said they 
buy even bridal jewellery at 
mass marketers like Wal-
Mart, “because they don’t 
really have a good knowledge 
of diamonds,” Chatelain 
said. “I believe they’re not 
spending as much as they 
would if they knew more. 
The industry is missing out. 
… The diamond message is 
that the Hispanic consumer 
is not knowledgeable enough, 
so they are not comfortable 
buying and investing large 
amounts of money in this 
product category. No one 
takes time to educate them 

on the four C’s; 
[survey respondents] 
didn’t even know that 

insurance is available 
for jewellery.”

The good news is that self-
purchasing is growing 
among Hispanic 
consumers, and that 
coupled with jewellery-
buying traditions 

for special occasions and 
the burgeoning size of the 
Hispanic population can 
mean a growing market. But 
it won’t grow without effort. 
“We haven’t done as good 
a job as we could,” 
Chatelain said.

 Meanwhile, Phil 
Lempert from 
research Nielsen says 
the way to connect 
with Hispanics is to 
address them as young, 
passionate, and 
family-driven 
since their 
growth rate is 
three times that 
of the U.S. population overall. 
Two-thirds of the Hispanic 
population are under age 
35, and they’re 10 years 
younger on average than 
the U.S. populace overall, 
so their lifetime spending 
value makes them a target 
for marketers. Their 
collective buying 
power is expected 
to grown by more 
than $400 billion to 
around $1.5 trillion.

They are proud to be seen as 
consumers, says Lempert, and 

are aspirational consumers. 
They have money and like to 
spend it, whether they need it 
or not. They buy on impulse 
and live in the moment. 
They spend on things they 
value, he noted. He advocates 
creating a value proposition 
for Hispanic consumers — 
not just for your product, 
but for your brands and for 
your company. Companies 
need to demonstrate that they 
care and that Hispanics are 

important to 
them.

About 
Albert Robinson
Albert Robinson is a 
veteran diamond industry 
journalist. He also serves 
as Communications and 
Media Consultant for 
the World Federation of 
Diamond Bourses.
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The board of the 
Israel Diamond 
Exchange (IDE) 
announced this 

week that registered and 
approved buyers participating 
in the winter edition of The 
International Diamond 
Week in Israel (IDWI), 
will be offered three free 
nights in one of the venue 
hotels of the event in the 
Diamond Exchange District 
of Ramat Gan. While buyers’ 
registration for the event has 
already gone past the 300 
mark, the IDE President and 
board decided to expand the 
event further and, with this 
incentive, boost the number 
of buyers arriving from 
abroad. 

 Newly elected IDE President 
Yoram Dvash said that he was 
responding to demand from 
the IDE membership to make 
the Winter Edition of the 

International Diamond Week 
in Israel (IDWI) the most 
successful. “Our decision to 
grant registered and approved 
buyers three free hotel 

nights is the result of our 
members’ enthusiasm and 
encouragement to make this 
Diamond Week as large as we 
possibly can,” he said.

Ronnie 
VanderLinden, 
the incumbent 
President of the 

Diamond Manufacturers 
& Importers Association of 
America (DMIA), was elected 
President of the newly-
formed United States Jewelry 
Council (USJC), a coalition 
of leading diamond, gem and 
jewelry trade associations in 
the United States that have 
come together to assure that 
the U.S. jewelry industry is 
collectively represented at 
government and international 

levels and will deal more 
effectively with key issues 
of social, ethical and 
environmental importance 
that might impact the U.S. 
jewelry industry at large.

The DMIA joined the new 
trade body together with 
the American Gem Society 
(AGS); the Diamond Council 
of America (DCA); the 
Diamond Bourse of Southeast 
United States (DBSE); the 
Diamond Dealers Club of 
New York (DDC); the Indian 
Diamond and Colored 
Stone Association (IDCA); 

Jewelers of America (JA), 
the Manufacturing Jewelers 
& Suppliers of America 
(MJSA) and the Natural 
Color Diamond Association 
(NCDIA)

In addition to electing 
VanderLinden as its founding 
President, the Council elected 
David J. Bonaparte, President 
& CEO of JA as its Treasurer, 
and Ruth Batson, CEO of 
AGS as its Secretary. James 
Evans Lombe, Director of 
Ethical Initiatives, Jewelers of 
America, was appointed CEO 
of the Council. 

Ronnie VanderLinden elected President of 
US Jewelry Council as DMIA joins new
all-US jewelry industry representative body

Ronnie VanderLinden

Israel Diamond Exchange offers buyers three 
free hotel nights during Winter Edition of 
International Diamond Week in Israel
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The structural 
reforms made in 
Turkey, one of the 
most significant 

golden jewelry producing 
and exporting countries 
in the world, helped 
focus the attention of the 
world’s jewelry industry 
on this country. The tax 
reforms prompted Turkey 
to utilize the country’s  
many advantages such as 
geographical location and 
production capacity. Ayhan 
Güner the president of 

the Jewellery Exporters’ 
Assosiation said that Turkey 
was going to be one of the 
most important precious 
stones centers in the world. 
Highlights from Ayhan 
Güner’s interview follow;

No more tax
“Previously there was a 20% 
special consumption tax 
on the import of precious 
stones. Because of the extra 
cost on the precious stones 
that were imported in order 
to be exported again to be 

used in jewelry production, 
we were struggling to keep 
up with the competition 
against the rest of the world. 
This tax is no more. Member 
companies of the Precious 
Stones Exchange are now able 
to import without having to 
pay any tax.” 

Resource Utilization 
Support Fund has been 
lifted
“In Turkey, under the name of 
Resource Utilization Support 
Fund (RUSF), a 6% tax was 

levied on import transactions 
of precious stones having 
fixed-term payments. After 
the 20% special consumption 
tax now the 6% RUSF has also 
been lifted.” 

Precious stones exchange 
was founded
“Last year the precious 
stones exchange was founded 
and started to operate. For 
companies to be eligible for 
the new tax advantages, they 
now have to be members 
of the exchange. Member 

The structural reforms made in Turkish jewelry sector are being 
followed closely by world jewelry industry. Especially the changes 
on tax regulations paved the way for Turkey to become one of the 
centers for precious stones in the world. Ayhan Güner, president 
of the Jewellery Exporters’ Association of Turkey said that the 
advantages they have now have removed many obstacles for them.
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companies of the exchange 
no longer have to pay 20% 
special consumption tax, 6% 
RUSF, or 18%VAT. Member 
companies of the Exchange 
don’t have to pay any tax on 
transactions among each 
other. This being a significant 
advantage, many companies 
joined the Exchange in a very 
short period of time.”

Increase in foreign 
interest in the Exchange
“The advantage of no tax also 
attracted the attentions of 
precious stones companies 
abroad. Companies who 
wanted to take advantage of 
these tax breaks and improve 
their trade in 
Turkey 

started to establish 
companies and build 
partnerships in Turkey in 
order to be eligible to join the 
Precious Stones Exchange 
of Istanbul. The increase 
in interest from foreign 
companies in Turkey is a 
strong indication of Turkey’s 
new position as one of the 
most significant precious 
stones centers in the world.” 

The surety system of Dubai 
does not exist in Turkey, 
foreigners can establish a 
company on the same day. 

“According to Turkish 
commercial laws, foreigners 

are allowed to establish 
a company and 

start 

operation in one 
day. It’s extremely easy 
to establish a company in 
Turkey. The surety system 
of Dubai does not exist in 
Turkey. Foreigners who 
bring their own capital can 
establish a company and start 
operating with equal rights 
to Turkish citizens. Turkey 
is a candidate for European 
Union membership and 
it is government policy to 
pave the way for facilitating 
foreign investments in Turkey 
and establish trust.” 

Turkey is in the center of 
the world
“Turkey has huge advantages 
in terms of geographical 
location. It is right in the 
center of  the European 
Middle Eastern, and North 
African markets. Many 
countries are within the reach 
of a few hours’ flight. It is 
possible to fly to every corner 
of the world with direct 
flights from Turkish Airlines, 
one of the best airlines in the 
world.”

Visa is not a problem for 
Turkey
“Other precious stones 
centers of the world, such 
as Belgium and Israel have 
visa problems. Not Turkey, 
though. Turkish citizens 
can travel to 106 countries 
without a visa. Furthermore, 
citizens of 117 countries are 
either exempt of a visa or can 
get an e-visa online.”

World’s largest diamond 
setting stock
“Turkey specializes in almost 
all product categories. A 
jeweler visiting Turkey 
can easily find every kind 
of product. Turkey is the 
country with the largest stock 
of diamond setting in the 
world.”

Choose your stone, 
choose your setting and 
produce your jewelry
“With the tax advantages 
on precious stones the 
importance of setting stocks 
increased. Guests arriving 
in our country can find a 
large variety of settings stock 
consisting of every size and 
type of precious stones. 
They can promptly have it 
produced at the highest level 
of craftsmanship and import 
tax free.”

Turkey has immense 
production capacity
“Turkey has one of the 

“The increase in interest from 
foreign companies in Turkey is 
a strong indication of Turkey’s 

new position as one of the most 
significant precious stones 

centers in the world.”
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highest capacities in the 

world for processing 
gold. In this 

country 
with a 
5000-
year 

history 
of 

jewelry, 
there are 

5000 producer 
companies. This 

industry provides more 
than 400,000 people 
with employment. The 
industry has many 
large-scale factories. 
There are three large, 
LBMA certified 
refineries operating in 
Turkey. 

Kuyumcukent 
(Jewelerville): 1000 

producers under a single 
roof

“The world’s largest jewelry 
production complex is the 
Kuyumcukent in Turkey. 
More than 1000 producers 
operate under a single roof. 
There is an opportunity to 
buy all kinds of products 
directly from the producer 
here. As such, Kuyumcukent 
is like an all-year-round open 
fair.” 

35,000 retail stores in the 
domestic market
“With a population bordering 
on 80 million people, Turkey 
is an important market. In 
an industry with 35,000 
retail stores, the volume of 
the domestic market is quite 
high. 

Istanbul Jewelry Show 
is one of the most 
important fairs in the 
world
“Istanbul Jewelry Show, held 

in March and October in 
parallel to the development of 
our industry, has turned into 
one of the most significant 
fairs in the world. Today, 
thousands of visitors from all 
corners of the world visit our 
fair. A further hundreds of  
foreign companies participate 
in the fair.”

The world’s largest 
customer hospitality 
organization
“As the Jewellery Exporters’ 
Association, we broke the 
world record last year by 
accommodating more 
than 1000 jewelry industry 
professionals in our country 
and paying for their hotel 
expenses. We plan to improve 
our record in March this year. 
We invite the jewelry industry 
professionals of the world to 
discover the advantages of 
our country.”

“The increase in interest from foreign companies in Turkey is 
a strong indication of Turkey’s new position as one of the most 

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

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

EVERY FIELD OF THE STOCK EXCHANGE BUSINESS

www.borsaistanbul.com
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Times are rough 
for the diamond 
industry. Matters 
have been going 

from bad to worse and 
it seems the end of this 
downturn is still not in sight. 
I am tempted to write a “we 
told you so” piece or launch 
into a diatribe telling you, 
“We know the answer to the 
problem!” The truth of the 
matter is that taking any of 
those positions would be 
presumptuous, as nobody 
has all the answers and 
I do not think anybody 
could have predicted the 
present market situation. I 
do hope some of you will 
smile, as instead of writing 
a piece about The World 
Diamond Mark Foundation, 
the organisation I have 
the privilege of guiding 
toward making significant 
headway into reviving global 
generic diamond marketing 
programs for diamonds, I’m 
going to talk about art.

About a year ago, Victoria 
Gomelsky, Editor-in-
Chief of JCK and a regular 
contributor to the New York 
Times, asked me whether 
I would define jewellery as 
art. Big question! It took me 
some time to formulate an 
answer. gives one a lot of 
perspective. Now I would 
like to offer my views on the 
topic.

I inherited a passion for art 
and beauty from my late 
grandmother, who was a 
simple but educated woman 
whose only connection to 
art was managing a jewellery 
store in a provincial town 
in Latvia — itself a small 
country on the Baltic Sea 
which is difficult to find on 
the world map. Surprisingly, 
in the late sixties and 
seventies, while a part of 
the Soviet Union, it was a 
beacon of modern art and 
design in the otherwise drab 
and dark socialist paradise. 
It was my grandmother who 
encouraged me to study 
art and architecture, and 
who inspired my brother to 
study jewellery design. As a 
matter of fact, I was capable 
of drawing decent portraits 
and watercolours at that 
time. Perhaps, if our industry 
will disappear during my 
lifetime, I will do some street 
paintings and portraits on 
the beachfront, in Nice…

But back to our times — 
what do diamonds have to 
do with art? It all depends on 
how we imagine the identity 
and position of diamonds 
in the future. As we know, 
art is an integral part of our 
history, our heritage, our 
faiths, our preservation of 
wealth and of our cultural 
traditions.

Lately, we’ve seen a 

proliferation of conspiracy 
theories suggesting diamonds 
are the tools by which hidden 
cabals and terrorists exert 

control on the world at large. 
The truth of the matter is 
that diamonds were valued 
almost two thousand years 

Art encapsulates history, 
culture and preserves value 
It should enfold diamonds, too!
By Alex Popov

As we know, art is an integral part 
of our history, our heritage, our 

faiths, our preservation of wealth 
and of our cultural traditions.
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"Maybe as an 
industry we killed 

the concept of 
the diamond 
and diamond 

jewellery as art?"

before they were deliberately 
promoted and marketed in 
the 20th century. Diamonds 
formed an important part 
of Western culture since 
Alexander the Great. 
Obviously they were an 
integral part of the Persian 
and the Deccan lifestyle way 
before the Alexander’s quest. 
I strongly suspect that one 
of the reasons he ever went 
on his conquests was to get 
some of those precious gems 
for himself.

Back then diamonds were 
valued for their rarity, 
purity and beauty. So what 
has changed in last two 
thousand years? Perhaps 
centralised promotions and 
marketing killed the art and 
commoditised diamonds a 
century ago, or perhaps art 
has become a commodity 
itself. In any case, the 
diamond has since lost some 
of the cult image and has 
been replaced by other pop-
culture symbols.

In the art world, has Andy 
Warhol replaced Raphael? 
No, they are both art 
and often collected and 
appreciated by same people. 
So why are some diamonds 
treated as art objects and 
others are not? Maybe as 
an industry we killed the 
concept of the diamond and 
diamond jewellery as art? 
These existential questions 

have no straight answers and 
are nice for discussion over a 
three-star Michelin dinner.

I spent almost four years 
visiting museums and 
collectors worldwide while 
preparing the “India – 
Jewels that Enchanted the 
World” exhibition that 
ended in August 2014 in 
Moscow’s Kremlin. New 
York, Jaipur, London, Paris, 
Jerusalem, Geneva, Doha, 
Tokyo, Delhi, Copenhagen, 
Saint Petersburg, Mumbai, 
Amsterdam, Hyderabad, 
Bangkok, Singapore, Kuwait, 
Tel Aviv, Washington and 
Los Angeles — I found 
carefully selected collections 
of fine and costume jewellery 
everywhere.

So why not bring the 
diamond back where it 
belongs — to the world of 
art? In order not to be empty-
worded I invite everyone to 
join me and my colleagues 
at the World Diamond Mark 
to take part in the World 
Diamond Museum project 
that is being prepared as we 
speak by the world’s leading 
curators and designers.

We’ll unveil the project 
towards the end of 2015. It 
will be the most extensive 
and most spectacular cultural 
project ever attempted.

Five years ago, when I 
presented the Indian jewellery 

exhibition concept to my 
friends in Mumbai, nobody 
believed it would be possible. 
One year after that top-of-

the-world event adjourned in 
Moscow, we’re back with the 
World Diamond Museum.

Long live the nay-sayers!

About Alex Popov
Alex Popov is the Chairman and CEO 
of the World Diamond Mark Foundation 
as well as the president of the Moscow 
Diamond Bourse (MDB) and member 
of the WFDB Executive. He is active in 
diamond and luxury distribution and 
retail in Russia and former Soviet Union 
countries and maintains a presence in 
Switzerland to service diamonds to major 
watch brands.

Andy Warhol – Queen Beatrix of the Netherlands



22 World Diamond Magazine | 2016-06

This is in response 
to Alex Popov’s 
article. What a 
great title for an 

article that - temporarily at 
least - lifts our horizon above 
the present difficulties, with 
Mr Popov reminding us of 
the extraordinary romance 
and significance that attaches 
to the history of diamonds 
and jewellery, as well as the 
artistic outpouring that India 
inspired (helped perhaps 
by the fact that the ruling 
families were the financial 
equivalent of today’s oligarchs 
in terms of spending power).

Unfortunately, I did not have 
the opportunity to visit the 
India —Jewels that Enchanted 

the World exhibition, but 
I was lucky enough to be 
invited to the opening of 
the wonderful Fabric of 
India exhibition at London’s 
Victoria and Albert museum. 
This event that was sponsored 
by India’s Nirav Modi. Strange 
that a famous jewellery 
designer should sponsor 
an exhibition on textiles? 
Not really! After all, Ambaji 
Shinde, Harry Winston’s 
chief of design, transformed 
ancient Indian embroidery 
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Jewellery as art expresses 
the consumers’ individuality,
more than brand recognition
By Mark Boston
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into delicate diamond 
necklaces and virtually all 
the major jewellers from 
Cartier to Van Cleef & Arpels 
were inspired by their Indian 
experiences.

Sometimes I wonder if some 
of today’s most renowned 
jewellers, with their diamond-
intensive classical designs, 
are as in tune with the times 
as say Van Cleef ’s art deco 
masterpieces were. I ask 
myself whether their dramatic 
and overwhelming statement 
pieces are not just a little 
formulaic in their design and 
lacking in something difficult 
to define.

I guess it will be up to 
the auctioneers as to how 
they present the story 
and provenance of these 
magnificent jewels as they 
don’t have glamourous back 
stories of the Indian courts 
to romance the jewellery. The 
owners of such pieces seem to 
prefer to remain low profile 
about both their jewellery and 
their art — in stark contrast 
to Damian Hirst’s diamond-
encrusted skull, an unusually 
challenging combination of 
art and diamonds.

The recent string of articles 
on the GemKonnect platform 
have highlighted the 
importance of good design 
and its likely appeal to the 
growing sophistication of 
customers throughout the 
world. Today’s shoppers 
know their own mind in 
terms of taste and often 
want to express their own 
individuality and unique taste, 
perhaps less impressed by a 
famous name or smart shop. 
Many of the young designers 
of today increasingly benefit 
from this trend for bespoke 
designs to mark their 
own “rites of passage” in a 
distinctive way.

In the days that De Beers 
was the sole generator of 
generic advertising for 
the entire industry, it used 
to sponsor the bi-annual 
Diamond International 
Awards, a sort of Oscar for 
competing diamond design 
talent. Since then, there have 
been the occasional regional 
competitions, but none of 
sufficient stature to be the sort 
of catwalk of design talent 
that would help redefine the 
link between art and jewellery 

design and craftsmanship.

So are we going to sit back 
and let the slick marketing of 
the Swarovskis and Pandoras 
occupy a space were the 
consumer might be interested 
in more than mere baubles 
and beads?

Finally, on the subject 
of exhibitions, anyone 
considering a visit to London 
should book admissions for 
another major exhibition 
at the Victoria and Albert 
museum starting November 
19th, entitled Bejewelled 

Treasures, The Al Thani 
Collection.

The auctioneers as to how 
they present the story 
and provenance of these 
magnificent jewels as they 
don’t have glamourous back 
stories of the Indian courts 
to romance the jewellery. The 
owners of such pieces seem to 
prefer to remain low profile 
about both their jewellery and 
their art — in stark contrast 
to Damian Hirst’s diamond-
encrusted skull, an unusually 
challenging combination of 
art and diamonds.

About Mark Boston
Mark Boston embarked on a 45-year-long 
career in the diamond industry when as a 
trainee diamond broker, he learnt to sort 
rough diamonds at the De Beers Diamond 
Trading Company in London and polished 
in Antwerp with S. Grunberger and son. 
His long and close relationship with the 
Indian diamond industry and its pioneers 

started when he first visited Mumbai in 1964 and subsequently 
started representing many leading Indian companies over the 
years. He was actively engaged in obtaining direct rough supply 
to India in the face of opposition from the established centres. He 
has an abiding belief in the importance of design to the industry, 
having helped to establish in I990 the Indian Design Competition 
which was instrumental in the development and recognition of 
India’s talented young jewellery designers. He is particularly 
proud that his daughter continues in the family tradition, Rachel 
is a jewellery designer with her own emerging brand. He still 
posts a blog from time to time which can be found at https://
bostonsroughdiamond.wordpress.com

"Sometimes I 
wonder if some 
of today’s most 
renowned 
jewellers, with 
their diamond-
intensive classical 
designs, are as 
in tune with the 
times as say Van 
Cleef’s art deco 
masterpieces 
were."
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World Federation of Diamond Bourses (WFDB) President 
Ernie Blom said, in response to the decision of the 
Bharat Diamond Bourse (BDB) on Thursday to ban the 
trading of synthetic/ laboratory-created diamonds, that 

each WFDB-affiliated exchange is within its rights to decide on its policy 
on the issue. Blom also clarified that the WFDB is not opposed to the 
trade in such stones as long as they are fully disclosed.

"Each of our member bourses, of course, has full decision-making 
power regarding which types of diamonds can be bought and sold 
within their premises as long as the decisions are made in line with 
the WFDB's regulations," Blom commented. "I would reiterate that we 
are not opposed to trading in synthetic/ laboratory-created diamonds 
and accept that there could be a market for them. We only insist that 
such stones arefully disclosed so that the trade and consumers know 
exactly what they are beingoffered. This is critical in ensuring consumer 
confidence.

"As the Bharat Diamond Bourse said in its media statement following 
the vote in favor ofbanning synthetic/ laboratory-grown diamonds, 
its decision aims to ensure the growth ofthe natural diamond trade, 
strengthen consumer confidence and reassure faith and trustin 
diamonds. These are aims that the WFDB fully supports."

The BDB statement said that at its 31st Annual General Meeting held on 
28 September 2015, "a resolution was proposed to declare that no person 
/ organisation shall promoteor trade or carry synthetic diamonds / lab 
grown diamonds / man-made diamonds withinthe premises of Bharat 
Diamond Bourse and only 'Natural Diamonds' will be traded inthe 
premises of the Bharat Diamond Bourse. The resolution was placed 
beforemembers at the Annual General Meeting and was approved by an 
overwhelmingmajority of the members and was passed in its entirety."

Last year, the Israel Diamond Exchange announced it was banning 
trading in syntheticdiamonds on its trading floor.

WFDB President Ernie Blom 
Says Bharat Diamond Bourse 
FullyEntitled to Ban Trading 
in Synthetic/ Laboratory-
CreatedDiamonds

Ernie Blom
WFDB President

ABOUT THE WFDB:
The World Federation of 
Diamond Bourses has 30 
affiliated bourse members and 
existsto protect the interests 
of affiliated bourses and their 
individual members, and 
also tofurther the amicable 
settlement or arbitration of 
disputes between individual 
members ofthe affiliated 
bourses and/or between 
affiliated bourses. The WFDB 
participates in thepromotion 
of world trade and encourages 
the establishment of new 
diamond bourses. In2012, 
it established The World 
Diamond Mark, a not-
for-profit organization, to 
promoteconsumer desirability 
and confidence in diamonds.

Members of affiliated 
bourses pledge to uphold 
the traditions, principles of 
mutual trust,consideration 
and friendship which prevail 
among the members of the 
bourses worldwide.They also 
pledge themselves to abide 
by and hand down these 
principles and toensure that 
they will forever serve as a 
basis in business relations 
between members ofaffiliated 
bourses.
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We reached 
out to 19 
players in the 
Lab-grown 

diamond sector – producers, 
manufacturers, retailers, 
wholesalers and suppliers, 
and received detailed 
comments and insights from 
many of them including 
House of Eleonore/ 
Royal Asscher Diamond 
Company, Washington 
Diamonds Corporation, 
IIa Technologies, Chatham 
Created Gems & Diamonds, 
Pure Grown Diamonds, 
MiaDonna, Golcondia 
Cultured Diamonds, Soni 
CVD Diamonds et al. 

1) On ‘comments on the 
recently published ISO 
18323: Jewellery?’
Almost all the respondents 
were shocked and aghast 
on ISO 18323, expressing 
that the new ISO standard 
is biased, unfair, poorly 
informed and against 
consumer interests. Some of 
the respondents fear that this 
is just a beginning of even 
more unlevelled playing-field 
in the diamond industry.

Anna-Mieke Anderson – 
CEO, MiaDonna says “… 
the one truly consistent 
theme has been a bias 
push towards the best 
interests of the diamond 
mining industry, not the 
diamond consumer.”

Vishal Mehta – CEO, IIa 

Technologies believes 
“… vested interests of 
the leading diamond 
miners, complete 
exclusion of grown 
diamond companies 
and erroneous opinions 
shared in the media 
have probably played a 
major role during ISO 
18323’s conception… 
We strongly believe 
that a reputed body like 
ISO has unknowingly 
been used as a tool to 
damage the prospects 
[of] the Grown Diamond 
industry.”

Tomy Florencio – CEO, 
Golcondia Cultured 
Diamonds and Owner, 
TFlorencio Jewelry 
comments “It is very 
alarming because the 
body that was present in 
discussions was purely from 
the mined side. I believe this 

is only the start of something 
that is brewing.”

Tom Chatham – CEO, 
Chatham Created Gems & 
Diamonds, while terming 
the new ISO standard as 
‘anti trust violation‘, agrees “I 
could see that CIBJO was at 
it again, sticking their nose 
into other peoples business 
to better their position, 
all under the banner of 
‘protecting public confidence’. 
I see this as nothing more 
than restraint of trade in the 
form of creating regulations, 
which only effect their 
competition.”

Mike Asscher – VP, Royal 
Asscher Diamond Company 
on behalf of Bernd Damme 
– Founder & MD, House of 
Eleonore, which is associated 
with Royal Asscher, says 
“ The final question is how 
this will reach the actual 

consumer… What I can not 
see if they have included the 
consumers perspective in 
their research.”

Malay Hirani – CEO, Soni 
CVD Diamonds says “The 
ISO guideline is biased 
towards natural diamond 
producers and does not 
take into account rough 
diamonds obtained by many 
companies from countries 
with conflict and civil unrest. 
Guidelines does not give any 
burden of ‘source disclosure’ 
on the natural diamond 
companies.”

While Clive Hille – 
President, Washington 
Diamonds Corporation 
emphasizes and supports the 
original FTC ruling on the 
use of the word ‘cultured’ 
than the incorrect term 
of ‘synthetic’ and goes on 
to say “The word ‘real’ is 

What Lab-grown diamond industry 
thinks about ISO 18323?
Qualitative opinion survey of major players in the Lab-grown 
diamond industry

Lab-Grown Diamonds



proscribed altogether by the 
standard, and it is easy to see 
how ‘real’ could be misused. 
However, if we are asked if 
our diamonds are real or a 
simulant like CZ the correct 
answer is clearly that they are 
real diamonds, the context 
showing that the questioner 
is aware that these are Lab-
grown.”

Lisa Bissell – President 
and CEO, Pure Grown 
Diamonds says “… ISO 
18323… was constructed 
without participation 
from the Grown 
Diamond Industry. That 
in itself speaks volumes 
about the fairness of the 
standard drafted… We 
believe the fact that it is 
ultimately the customer 
who is being misled on 
the various ‘genuine’ 
choices they have, 
and this is hurting the 
Diamond Industry.”

2) On ‘the nomenclature 
of Synthetic or Artificial 

to describe Lab-grown 
diamonds’

As Clive rightly mentions 
“The traditional mined 
trade likes these words 
because they confuse the 
consumer into believing 
Lab-grown diamonds 
are made of something 
other than diamond, 
and are pejorative… It 
is odd that a business 
that relies so heavily on 
trust and confidence 
conducts itself as if it 
were on a par with the 
most untrustworthy 
used car dealer. These 
terms should be put in 
the bin and the people 
who currently use them 
should think 
about how to 
deliver real 
value to their 
customers.”

Vishal says “There 
is enough research 
evidence to drive 
home the point that 

‘synthetic’ is an erroneous 
term – technically and 
commercially.. Yet the 
ISO Standard 18323 fails 
to recognize the technical 
similarities between grown 
and mined diamonds, 
which we believe are critical 
to communicate to the 
consumer because it is for 
them that this standard has 
been designed.”

While getting troubled by 
the terms ‘Synthetic’ and 
‘Artificial’, Anna-Mieke 
finds sub-section 2.14 of 
ISO 18323 ‘very misleading’ 
– “In fact, I’ll go as far as 
to say it creates even more 
confusion for the consumer. 
If the diamond industry 
wants to improve consumer 
confidence through product 
integrity and transparency, 
the terms set forth in 2.14 
need to be re-evaluated.”

Lisa also carries a similar 
viewpoint “The terms 
synthetic and artificial are 
both incorrect, misleading, 
and designed to create false 
perception.”

Tomy, Malay and Tom 
also believe that ‘Synthetic’, 
‘Artificial’ or other similar 
nomenclatures are incorrect 
and misleading.

3) On ‘the terms that 
should be used to correctly 
describe Lab-grown 
diamonds?’
Various terms were 
suggested 
by the 

respondents to describe Lab-
grown diamonds. The ones 
with most frequency are:

• Lab-grown diamonds

• Cultured diamonds

While, Clive likes the term 
“Lab-grown diamonds“, 
Malay finds “Lab grown 
and cultured diamond is 
the most suitable word.” 
Lisa also believe that “Lab 
Grown Diamonds, Grown 
Diamonds, or Cultured 
Diamonds appropriately 
represent the Lab Grown 
Diamond Industry.” Whereas 
Vishal is of the opinion that 
“… the words ‘Grown‘ and 
‘Cultured‘ both accurately 
describe our diamonds…”

Most of the respondents 
believe that the terms 
‘Lab-grown diamonds’ or 
‘Cultured diamonds’ are fair 
representation of Lab-grown 
diamonds.

Tomy however gives other 
options “… the best term to 
explain is ‘cultivated’, and 
‘cultured’ is derived from this 
term.. I have been finding 
that the term requires so 
much explanation though so 
I am leaning on using ‘Non-
mined’ now.”

Whilst Anna-Mieke’s 
customers commonly ask for 
‘Man-made’ or ‘lab-created 
diamonds’, Mike personally 
believes “… ‘Non-mined’, 
‘not-mined diamonds’ 

or ‘man-made 
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diamonds’ would do justice 
to the product.”

4) On ‘Why the Earth-
mined diamond producers 
insist on using the term 
Synthetic to describe Lab-
grown diamonds?’

Anna-Mieke opines “I 
have seen the earth-
mined diamond industry 
ignore, ridicule and 
underestimate the 
lab-created diamond 
industry. However, 
now that millennials 
are not buying into the 
‘Diamond is Forever’ 
campaign, this old 
minded industry is 
concerned about the 
loss in sales. I personally 
believe these terms are 
set forth in an attempt 
to devalue lab-created 
diamonds and slow down 
consumer demand.”

Tomy says “Of course it is all 
business.. they want to hold 
on to what they have been 
doing for so long..”

Malay agrees “… lab grown 
diamonds are not similar 
but they are as real as the 
diamond can get. Earth 
mined diamond traders 
obviously want to take 
advantage of uninformed 
consumer to divert their 
attentions.”

While, Clive simplifies 
the reason “They are 
protecting their own 
grubby commercial 
interests as they see 
them.”

Clarifying all the unfounded 
fears, Vishal however says 
“It’s important to note that 
we are disruptive only 
to the producers, but are 
complementary to everyone 
the entire supply chain that 
follows them… Grown 
diamonds provide rough 

diamonds for cutting and 
polishing and the only 
source of origin guaranteed, 
eco-friendly and conflict free 
diamonds for the retailer to 
offer to the customer.”

5) On ‘what should be done 
to change the scenario 
and correctly educate the 
customers?’
Clive thinks that “… time 
and exposure will help. ISO 
18323 should be changed.” 
but worries that “Ultimately 
people will feel cheated by 
the mined guys, which may 
hurt all of us. Most people 
worry that they will be 
ripped off when they enter a 
jewellery shop.”

Anna-Mieke understands 
and respects “the need 
to set standards and 
guidelines for everyone 
to follow.” But, at 
the same time she 
emphasizes that “… these 
standards need to be fair 
and unbiased. Emotions 
need to be replaced with 
facts.”

She also highlights another 
issue of distinguishing 
Lab-grown diamonds and 
Simulants as “…the earth-
mined diamond industry is 
putting both these products 
in the same category.”

While Tomy says “Also, I 
have suggested that everyone 
selling them has to market 
and educate as we do. The 
problem is a lot of people 
are selling simply based on 
the strength of their existing 
networks but are not really 
promoting it.”

Lisa mentions “… have to 
invest a lot of resources in 
informing and educating 
the consumer.. we all have 
to ensure that impartial 
information in the quality 
and origin of the diamond is 

provided to him [consumer] 
thus allowing buyers to 
make a fair choice between 
diamond origin they 
prefer and price they are 
comfortable with.”

Mike suggests “Education 
is the most important 
part and responsibility 
of the entire industry. 
The laboratory created 
diamond industry and 
the natural diamond 
industry. They will 
have to work closely 
together. I believe they 
can go perfectly side by 
side. It can create great 
opportunities for both. 
Learn from each other 
and grow with each 
other.”

6) On ‘What are the key 
challenges/ issues for 
retailers and customers 
adopting Lab-grown 
diamonds?’

While Clive believes 
that “For retailers it is 
fear of change.”, Mike is 
of the opinion “…It is 
very important to create 
consumer confidence in 
such a beautiful product.. 
The retailers will have a 
great challenge explaining 
the product. With the right 
training, education and focus 
this can be accomplished.”

Lisa believes “Lack 
of trade’s awareness, 
misleading definitions 
and insufficient 
consumer awareness 
regarding Lab Grown 
Diamonds..” are the 
important challenges.

Most of the respondents 
though emphasize that 
consumer education and 
awareness in general are the 
key challenges that need to 
be addressed.

Though, Vishal says “As we 

Lab-Grown Diamonds
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expand our distribution 
network, consumers are 
becoming aware of grown 
diamonds and how we are 
akin to cultured pearls.”

7) On ‘kind of marketing 
initiatives planned to 
increase adoption of Lab-
grown diamonds?’
For most of the respondents, 
the marketing initiatives 
being currently run or 
planned range from ads in 
magazines and newspapers, 
printed press coverage, 
digital marketing, large social 
media plan, advertorials 
in posts, TV coverage, to 
personally advocating in 
events, local jewelry shows, 
talks with the jewelry 
industry and launch with 
online retailers.

While Pure Grown 
Diamonds have “… 
managed to expand its 
distribution network over 
the last two years” and “… 
also continued to open 
new retailers on a weekly 
basis.”, Lisa mentions “In 
the last year, we have seen 
huge excitement among 
consumers about our 
product.”

Dangers that ISO 18323 
poses in its current form

Tom Chatham however, 

gives an example of one of 
his customer in Germany 
who used the term ‘cultured’ 
while clearly disclosing that 
the diamonds were ‘man-
made’ but “The courts took 
the word of the ‘experts’ in 
the field, CIBJO, and found 
him guilty of fraud.” The 
customer ultimately went 
bankrupt because of the legal 
costs.

Fearing similar scenario, 
he sketches the danger that 
ISO 18323 poses and how it 
can be misused in its current 
form “If this ISO ruling is 
allowed to stand and CIBJO, 
(or anyone else like the 
JVC) decides that one of us 
is getting too successful, or 

too aggressive, they will go 
to that countries’ protective 
board, in my case the FTC 
and say, ‘this company is 
in violation of ISO 18323 
and should be stopped and/
or punished because they 
are breaking the rules the 
‘industry’ agreed to. So the 
court takes the word of 
CIBJO or JVC as ‘experts’ in 
nomenclature for gemstones 
and goes after the dealer.”

This raises another question 
– Are CIBJO or JVC really 
‘experts’ when it comes to 
Lab-grown diamonds?

However, as a silver 
lining in the dark 
clouds, a respondent 

said “… but I see things 
changing with suppliers 
down the pipeline, my 
old suppliers that have 
no more margins left, 
I feel, are starting to 
consider [adopting Lab-
grown diamonds].”

Vishal concurs “The business 
continues to multiply even 
though we remain capped 
by our diamond production. 
We are committed to focus 
on ensuring that IIa Grown 
Diamonds are a value 
addition to both, consumers 
and trade. We believe that 
Grown Diamonds have 
that unique combination 
of life (purity in origin) 
and brilliance (quality par 
excellence) –  a USP that 
remains unmatched by our 
competition.”

“Sustainability and 
unblemished history of a 
stone is a very powerful 
sentiment for consumers 
– one that Lab Grown 
Diamonds can justify 
confidently – as jewelry 
is almost always a sign 
of pure love or token of 
respect or a start of a 
lifetime of promise.” – 
Lisa Bissell
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Tom Chatham 
“Instead of banning a 
product, why don’t you ban 
the traders who cheat the 
system? Diamonds don’t 
cheat people, people do!”

Theo Strous 
“Regulators and Trade 
Organisations should take 
serious measures against 
people and companies that do 
not respect disclosure rules. 
That is the kind of threat that 
people understand.” 

Antoinette Matlins
Lab-created diamonds ARE 
diamonds. The primary 
issue is whether the “origin” 
is laboratory-grown or 
mined, and full disclosure! 
But with so many natural 
diamonds being heavily 
treated (but a wide variety of 
treatment techniques) some 
of the lab-grown diamonds 
are more like “untreated” 
natural diamonds than the 
treated diamonds I’ve seen. 
Who is checking on the 
treatment issues: HPHT/
surface pavilion coatings/
girdle coatings/elemental 
“infusion”/irradiation/
fracture filling with lead-
glass/combinations of 
multiple treatments? NO 
ONE; they are being sold 
without disclosure in 
diamond bourses around the 
world.  
In my opinion, this is a much 
more serious problem.  
And in terms of detection, 
some of the treatments now 
being used routinely are 
more difficult to detect that 
whether or not a stone is 
lab-grown.  

I should also mention 
that while a single 
test may or may 
not be enough to 
determine whether 
or not a diamond 
is natural or lab-
grown, typically using 
a couple tests will tell the 
whole story. Also, many lab-
created diamonds are easily 
separated from natural, and 
pre-screening can identify 
those that are questionable 
and MUST be sent to a 
lab with sophisticated 
instrumentation.  
Today, I think that today 
there should be no problem 
having both available in any 
bourse: lab-grown diamonds 
don’t “replace” natural 
diamonds, but simply open 
doors of opportunity for 
developing an additional 
market.

Thierry Silber
It is my opinion that this 
decision is another sign 
that Bourse leaders don’t 
understand that the best 
manner of avoiding unethical 
practices is to encourage 
traders to deal with full 
disclosure and transparency. 
Most mixing of laboratory 
grown diamonds is occurring 
in India. The best way to stop 
this practice is to welcome 
the people who want to deal 
in an ethical manner.  
The situation in the Israel 
Diamond Bourse is much 
the same where Bourse 
leaders have decided to ban 
Laboratory grown diamonds 
from the trading floor. It is 
absurd to ban the trade of 
laboratory grown diamonds 

on a diamond trading floor 
in Israel and allow them 
to be traded throughout 
that same building. Isn’t it 
more logical that instead of 
pushing traders away that 
industry leaders support the 
establishment of a laboratory 
grown diamond association?  
Such an organization would 
attract all legitimate traders 
and set rules, standards 
and have the power to 
discipline members. Rather 
than banning the trade 
of laboratory diamonds 
and forcing their trade to 
dark corners, a trading 
organization would open 
the door to a legitimate 
product and make sure that 
it is sold transparently. The 
organized sale of laboratory 
grown diamonds will benefit 
the diamond industry 
and increase consumer 
confidence in both natural 
and laboratory grown 
diamonds.

Dusan Simic
Here is info from my latest 
trip to Surat, 30% plus are 
synthetics mix with natural. 
This percentage is higher and 
higher every day and depends 
only on Chinese production!  
Last week I was in one of 
the biggest Chinese factory, 
200 presses are producing 
synthetics today and until 
end of year they will add 
300 presses more. Almost all 
production are melee sizes.

Filp De Weerdt
Dusan is correct, you cannot 
ban something without 
enforcing. That means that 
one must be able to detect the 
synthetic diamonds. And I 
clearly state here detect and 
not suspect. And that for ALL 
diamonds that are traded in 
the BDB. I highly doubt it 
can be done in practise. It’s 
probably more a PR stunt 
than a realistic approach 
to the trade of synthetic 
diamonds.

Lab-Grown Diamonds

Reactions experts
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AYLİN
GÖZENHappiness comes with jewellery. Delicate desings 

in jewellery are in the forefront… Minimal, but also 
different and colorful designs in new models grab 

attention…

The macro trends which 
specify the fashion in 
the world contain 
many important 

messages from social responsibili-
ties to longing for the nature. 
That it is wished to draw attenti-
on to the fact that the water, our 
source of life, is gradually 

decreasing due to global warming 
also affects the trends.

In the summer months, natural 
stones mostly in blue color stood 
out in jewellery. It was also 
observed that the metals were 
shaped in fluidal forms in designs 
in accordance with that…
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The economic fluctuati-
ons deeply affecting the 
whole world in 2015 
turned the designs of the 
following year into more 
minimal forms in the 
jewellery world. In 
addition, the demand of 
the young generation for 
jewellery and diamond in 
the last years enabled the 

collections to be more 
delicate designs so as to 
address to the young. It is 
possible to see this trend 
in the collections of many 
brands.

While it was needed to 
sacrifice big budgets to 
have different and 
distinguishable jewellery, 
it has changed now. The 

small products in the 
collections are different for 
their attractive designs and 
are also affordable. These 
collections in which 
diamond and colorful 
natural stones are designed 
in harmony literally stand 
for elegancy. Jewellery 
lovers discover the 
stunning world of the 
colorful natural stones 
with these minimal 
designs attracting especial-
ly the young generation. 
The designes jauntily 
sparkle with these colorful 
jewellery stones.
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De Beers - The Diamond Insight Report 2015

Global diamond jewellery sales increased 2.9 per cent 
in 2014 in US dollar (USD) terms, exceeding US$80 
billion for the first time.

In local currency terms, there was positive growth in consumer 
demand for diamond jewellery across all the top five diamond 
markets, which account for 75 per cent of global demand. 
However, the unexpected magnitude

of the strengthening of the USD against the currencies of 
several of the main diamond consumer markets inthe latter 
part of 2014 depressed global growth in USD terms (at 
constant exchange rates, growth amounted to almost five per 
cent). Continued USD strength in the first half of 2015 means 
that global USD demand growth is likely to remain lower than 
local currency growth for 2015 as a whole.

GLOBAL CONSUMER 
DEMAND AND DIAMOND 
JEWELLERY RETAIL

Diamond Jewellery
Sales Value 

The fastest growing consumer market in 2014 was the US with 
a seven per cent increase in diamond jewellery

consumption. Growth of six per cent in local currency saw 
China remain the second-fastest growing market. Indian 
demand increased by three per cent in local currency terms, 
while two per cent growth in local currency was achieved in 
Japan and the Gulf region. 

“The fastest 
growing consumer 
market in 2014 
was the US with 
a seven percent 

increase in diamond 
jewellery.”



As a result of these growth dynamics, the US grew its overall 
share of global polished demand, with its 42 per cent share 
representing a level not seen since 2008, before the global 
financial crisis. China (including Hong Kong and Macau) 
increased its overall share of demand to 16 per cent, while 
India was the third-largest market for polished diamonds in 
2014 with eight per cent, followed by Japan with five per cent. 
With the Gulf region accounting for eight per cent of global 
demand, the top five markets accounted for almost 80 per 
cent of global demand for polished diamonds in 2014. Global 
diamond consumption has seen a significant resurgence since 
the global financial crisis with the fiveyear compound annual 
growth rate (CAGR) since 2009 standing at five per cent for 
diamond jewellery and six per cent for polished diamonds. 
Looking at the composition of polished diamonds consumed 
in the leading markets in 2014, there were areas of both growth 
and decline in carat terms. The main growth areas globally 
have been smaller diamonds below 0.18 carats. Fewer carats 
were consumed globally in the 0.18 carats and bigger ranges 
of medium quality, driven mainly by the slowdown in Chinese 
demand growth.

MARKETS GLOBALLY THE POWEROF BRANDS
Recent years have seen a substantial increase in the importance 
of brands at the consumer level globally, although there 
are different reasons for this trend in the developed and 
developing markets.

While in developed markets, such as the US, brands provide 
product differentiation, identity and distinctive designs, 
in developing markets, such as China and India, brands 
serve as reassurance of product authenticity and quality and 
support consumer confidence. The industry in China and 
India has accordingly witnessed high acquisition rates from 
well-known and established local retailer brands, with sales 
of these products representing close to 80 per cent of new 
acquisitions in China and about two thirds in India. Although 
the diamond jewellery sales growth of international designer 
brands was relatively low in India and China (with share 
in the low single-digits), sales of these branded products 
represented a more significant proportion of new acquisitions 
in the mature markets of the US and Japan, accounting for 
around one in seven and one in five acquisitions, respectively. 
In the US, retailers consistently reported higher proportions 
of consumers looking for diamond jewellery brands, with only 
around one in five retailers in the US saying they do not stock 
any brands. Around 40 per cent of retailers said they stocked 
designer diamond jewellery brands such as Tacori and Scott 
Kay; around three quarters stock their own jewellery brands or 
those of diamond manufacturers; and about one in seven stock 
diamond brands such as Forevermark and Hearts on Fire.

Global demand for polished diamonds contained in diamond 
jewellery increased by three per cent

in 2014 (measured in USD polished wholesale prices), 
totalling just over US$25 billion. Growth in polished diamond 
consumption was more mixed in the major diamond markets, 
owing to the weakness of some currencies against the USD, 
slower than anticipated growth over the Christmas season and 
slowdown in demand in China. The US led global polished 
diamond demand growth with a seven per cent increase, 
followed by China with five per cent and the Gulf region with 
two per cent. However, in India and Japan, local currency 
depreciation against the USD resulted in negative growth of 
one per cent and 11 per cent, respectively.

Polished Diamond
Sales Value

Profile Of Polished Diamond 
Demand In The Top Five Markets 
Globally
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“YOU NEED A BALANCE OF BRANDED AND 
NONBRANDED JEWELLERY, AS BRANDS BRING IN 
TRAFFIC.”  -US retailer Magazine

DIAMOND JEWELLERY RETAIL
The divergent trends in diamond jewellery retail identified 
in The Diamond Insight Report 2014 have continued in the 
past year, with more diamond jewellery shops opening in the 
developing Asian markets, albeit at a slower rate in more recent 
months, and a reduction in overall door numbers in the mature 
markets, particularly the US.

An updated view of the diamond jewellery retail landscape 
in the US was informed by a study undertaken by De Beers 
in early 2015, which covered 42,000 unique diamond retail 
locations, representing close to 25,000 companies. While the 
overall number of diamond jewellery shops in the US has 
declined since 2007, the retail scene is not homogeneous and 
different trends have been in evidence in different channels.
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Global diamond jewellery 
sales increased 2.9 per cent 

in 2014 in US dollar (USD) 
terms, exceeding US$80 
billion for the first time.

Proportion Of Us Retailers 
Observing More Consumers 
Asking For Diamond Jewellery 
Brands

Us Diamond Jewellery
By Channel
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Among specialist independent retailers, the number of doors 
has declined by about 4,000 since 20071. However, the larger 
chains saw closures of an even greater number of doors over 
this period, resulting in a slight increase in share of doors 
for the independents and small/medium chains and a slight 
reduction in share for the large chains. However, in terms of 
sales value, the trend is reversed and the share of independents 
has declined dramatically to a little over a third. Over the 
same period, chains – from small to large – have overtaken 
the independent channel, generating more than 40 per cent 
of sales value. The decline in fragmentation of the US market 
has been accompanied by a divergent profitability trend, 
where the chains and stores with sales over US$1 million 
per year have maintained their profit margins in recent 
years, while independents and smaller stores have reported 
lower profitability (from all jewellery sales). Concerns over 
profitability have prompted retailers to look at 

optimising their stock levels. 



China Jewellery 
Store Net New 
Openings
By Major Retailers 

Many have also employed the services of aggregator companies, 
which can source required diamonds just in time, in addition 
to providing a seamless link between retailers’ websites 
and their broader product assortments. Another approach 
some have taken is sourcing more directly from cutters and 
manufacturers, thus bypassing the wholesale distributors.

In Greater China, the major jewellery retail chains have followed 
an expansion programme with the CAGR in number of doors 
since 2011 of between 13 per cent and 17 per cent. However, the 
slowdown in diamond jewellery demand growth in China in the 
past year has influenced retailers to revise their store opening 
plans. Thus, a lower rate of growth is evident during the latest 
financial year ending in March 2015 for Chow Tai Fook and Luk 
Fook and in December 2014 for Chow Sang Sang. Often the 
strategy of retailers is to optimise their store network by closing 
underperforming shops and opening new ones in different 
locations. This approach has been used in addition to pure 
expansion.

MULTI-CHANNEL SALES STRATEGIES
Growth of online sales across all retail has been a consistent 

story over a number of years. This trend applies 
to diamond jewellery both in developed 

and developing markets, but to different 
degrees.

In the US, where online penetration across 

both traditional and mobile devices is very high, online 
diamond jewellery sales are estimated by different sources 
to be in the range of seven per cent to 13 per cent of sales 
value. Meanwhile, the respective share of online sales in India 
and China is less than one per cent. Looking ahead to 2020, 
analysts estimate2 that the annual US online jewellery sales 
growth will be twice as high as bricks and mortar growth. 
Diamond jewellery e-commerce has become a fact of life in 
the US, mainly as a result of the activity in this area of pure 
online operators and the large chains: these two channels 
account for nearly two thirds of all online diamond jewellery 
sales in the US. However, 2014 saw a new development in the 
pure online area, as Blue Nile opened a physical presence in a 
bricks and mortar store  at the Nordstrom department store 
in Seattle3. While customers 
can only browse the 
wedding collection in 
store (with any resulting 
orders having to be placed 
online), this development 
acknowledges the power 
of a multichannel 
presence, particularly 
where emotionally 
significant and more 
expensive diamond pieces 
are involved. An example 
of a similar dual presence 
in China is Z-bird4, 
which operates a ‘clicks 
and mortar’ concept with 
‘experience stores’ where 
customers can physically 
explore and buy more 
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The trend in jewellery marketing spend in 
China has been quite different over the 
past five years. Luxury jewellery 
brands increased their spend 
annually between 2009 and 
2012 by doubledigit 
percentage 
figures, but 
reduced their 
spend in 2013 
and 2014, with 
the downward trend 
continuing into the first half of 2015. Spend 
by jewellery retailers, on the other hand, was on 
a downward trend between 2009 and 2013, but 
increased somewhat in 2014, only to resume the 
downward trajectory in early 20155. While these most 

Share Of Voice For Jewellery 
Within The Luxury Competitive 
Set In Main Diamond Markets

important pieces, such as engagement and wedding rings.

For traditional diamond jewellery retailers, the online 
channel is as much a marketing and communications tool 
as it is a sales channel. In fact, in many cases the importance 
of the online presence in providing information outweighs 
the contribution to sales, as almost 40 per cent of consumers 
research their purchases on the internet before visiting 
shops and an online presence helps boost footfall. This 
makes an e-commerce enabled website, including for mobile 
devices, a necessity for all retailers in order to help them stay 
competitive.

“ 99 PER CENT OF JEWELLERY CUSTOMERS RESEARCH 
THE ITEM ONLINE BEFORE BUYING IT AND I NEED 
TO BE AT THE FOREFRONT.”  -US retailer Magazine

ADVERTISING SHARE OF VOICE
The Diamond Insight Report 2014 assessed the competitive 
position of diamond jewellery against other luxury 
categories, particularly in the US, noting that competition 
had been strong and increasing since the 2009 recession, with 
categories such as electronics and fashion gaining share of 
advertising voice as well as share of consumer preference and 
spend.

However, in 2014 growth in jewellery advertising spend 
started to catch up with fashion, which had the highest 
growth rate in the luxury competitive set. While it is too early 
to say if the trend will continue, this positive development 
will need to be sustained if the jewellery category is to regain 
its precrisis share of advertising voice of close to 30 per cent 
of the luxury competitive set (2014: 23 per cent).

recent declines in spend could be explained by the slowing 
demand growth in China, they are counterproductive in 
supporting demand during this period. Keeping diamonds 
top of mind for consumers in the new reality of lower 
economic growth in China will be important for both luxury 
brands and retailers. One positive aspect of this development 
is that jewellery spend has declined less than the competitive 
set, thus putting the category in a relatively more prominent 
position.

The marketing developments in Hong Kong, which forms an 
important part of the Greater China market, were positive 
in 2014, with jewellery spend increasing the most within 
the competitive set – a move which could help reinvigorate 
demand growth in a market that has faced a challenging 
political and economic situation. Finally, in India, the 
position of jewellery weakened in 2014, as the competitive 
set continued to spend more, while jewellery spend declined 
and share of voice was diminished. Clearly, reversing this 
situation is an opportunity for jewellery retailers and brands 
to consider in the immediate future.

However, in 2014 growth 
in jewellery advertising 

spend started to catch up 
with fashion, which had 
the highest growth rate 

in the luxury competitive 
set.
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7th Antwerp Diamond
Trade Fair to open its
doors on 31 January
The 7th Antwerp Diamond Trade Fair (ADTF) will 

open its doors to jewelers, jewelry manufacturers 
and jewelry designers from all across the globe, from 
January 31 till 2 February 2016. Over the course 

of three days, they can meet with Antwerp’s top diamond 
companies within the halls of the Antwerp Diamond Bourses.

One of the highlights of the three-day event’s program is the 
“Antwerp Diamond Night” offered by the AWDC on Sunday 
night. Two conferences will be organized: “Who is afraid of 
lab-grown diamonds?” by IGI and “What is luxury?”.

The fair, dedicated to loose diamonds, is an efficient and 
competitive event that meets the criteria of professional 
visitors, for whom time is money. A large selection of diamonds 
as well as many exceptional stones will be on display. Once 
again, the fair will clearly demonstrate why we say, “Diamonds 
love Antwerp”!

Entrance to the fair is strictly by registration only. Members of 
the diamond bourses can attend the fair on Tuesday 2 February 
from 12, noon till 2pm.
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After participating the ASEAN in + 6 Jewelry Association 
President Summit in Malaysia’s capital city, Kuala Lumpur, 
MIB delegation headed with Jewellery Exporters’ Association 
President Ayhan Guner,  participated in JNA Awards night 
which is simultaneously held  Hong Kong fair.
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1. 30 years of Excellence Award: Hong Kong Jewellery & Jade Manufacturers Association
2. Brand of the year: Chii Lih Coral Co., Ltd.

3. Boss of the Year: Phu Nhuan Jewelry Joint Stock Co.
4. Industry innovation of the year: China Stone Co., Ltd., Chow Tai Fook Jewellery Group Ltd.
Shenzhen United BlueOcean Technology Development Co., Ltd., Shree Ramkrishna Exports Pvt Ltd.

5. Manufacturer of the Year: Gemstone Cutting & Polishing RMC Gems India Ltd.
6. Manufacturer of the Year: Diamond Cutting & Polishing: Hari Krishna Exports Pvt Ltd.

7. Manufacturer of the Year: Gem Set Jewellery Lorenzo Jewelry Ltd.
8. Manufacturer of the Year: Precious Metals-Only Jewellery Shenzhen Ganlin Jewelry Co., Ltd.

9 Foreign initiatives of the Year: ASEAN Countries PANDORA Production Co., Ltd.
10 Foreign initiatives of the Year: India: JB And Brothers Pvt Ltd

11 Foreign initiatives of the Year: Mainland China: Shenzhen Western Investment Holding Ltd.
12. Retailer of the year (450 outlets and below): Golden dew Co., Ltd.

13. E- trader of the year : KELA
14. Sustainability initiatives of the Year: Shenzhen Industrial Co., Ltd. Xingguang in Jewelry

15.Young entrepreneur of the year at 40 old and under: Sit Kwan - Shenzhen Bofook

18 award winners in 15 categories

After participating 
the summit with 
the heads of 
Jewellery Industy 

within the scope of AEC 
(Asean Economic Forum 
Community) cooperation 
organization which is 
composed of ASEAN + 6 
countries in Malaysia’s capital, 
Kuala Lumpur, Turkish 
Jewelry Exporters Union meet 
with the giants of jewelery 
industry in Hong Kong.

Delegation headed with 
Jewelry Exporters Association 
Chairman Ayhan Guner 
who attended the ASEAN 
+ 6 meetings as special 
guest, participated the JNA 
Awards Ceremony held 
simultaneously with the 

exhibition in Hong Kong. 
As well as MIB Chairman 
Ayhan Güner and Board 
Member Ayhan Mustafa 
Kamar, the representatives 
of the industries leading 
companies Murat Ergün from 
Arpaş, Levent Eriş from Eris, 
Hasan Gülaçtı from Gülaçtı 
Jewellery were also among the 
participants of the night.

Güner, who underlined that 
Turkey meticilously searchs 
for market opportunities all 
around the world, stated that 
in terms of both production 
and market capacity, Asia has 
a paramount importance and 
followed his words as:

“Today, Turkey owns one of 
the world’s most important 
jewelry industry. By canalizing 

this capacity in the right 
way, cooperating with its 
competitors will be beneficial 
to Turkey and its competitors. 
Today there are two countries 
ahead of Turkey in the world 
ranking; China and India... 
Just like us, these countries are 
also in opinion of developing 
partnership with Turkey. 
We take every step, we come 
together with worlds jewelry 
industry in everyhwhere and 
in every platform and in each 
time came together we are 
moving our export to a further 
level.”

Addition to private concerts 
and shows, in JNA Awards 
night, the winners of the 
design competition have been 
awarded. 



by Brad Huisken

Celebrating the products you’ve chosen, honoring the 
salespeople you’ve hired, basking in the glories of your 
reputation create the wheels of business health and success.  
Mastering all of these techniques and
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Celebrating 
the products 
you’ve chosen, 
honoring the 

salespeople you’ve hired, 
basking in the glories of 
your reputation create the 
wheels of business health 
and success.  Mastering all 
of these techniques and 
carefully nurturing all of 
the components advances 
the most important part of 
business - repeat business. 
Once you’ve launched the 
product line and found the 
quality staff to successfully 
sell all the benefits and 
features to your customers 
and you’ve begun to build 
your reputation as a quality 
organization with integrity 
and customer service as core 
values, the next step is to 
repeat it all!  Repeat it and 
repeat it and repeat it.  

The challenge is to repeat it 
in such a fashion that your 
products, your personnel, 
your reputation all become 
a part of the cutting edge 
for your industry!  If 
you constantly strive for 

excellence, the repetitious 
part is the striving for 
excellence!  

Once you’ve arrived at 
excellence, a greater level of 
financial success, increased 
foot-traffic, better word-
of-mouth advertising, and 
finer opportunities become 
evident; all of which create 
the need for higher degrees 
of and demands for finessed 
techniques to add value to 
your entire enterprise!  It’s 
called growth.  

Striving for excellence, 
growth, success - business 
health - create a host of new 
challenges and situations 
to be mastered for the 
next level!  These are the 
“good problems to have” 
that we all strive to attain.  
Expanding your expertise 
and your resources to meet 
each occasion determines 
your progress to the next 
level.  For good or for 
ill, it is unusual that all 
components of a healthy, 
growing business present 
their advantages in the same 

manner or at the same time.  
Business health demands 
flexibility and forethought 
to anticipate broader 
experiences. Using tools to 
effectively assess progress 
and future needs become 
increasingly important to 
determine the progress and 
direction of all of the steps 
you’ve implemented.  

Knowing when to make 
corrective adjustments 
to your course of success 
makes your business 
trajectory and prognosis 
more accurate.  In fact, as 
a business grows, some 
habits that were effective at a 
“smaller” growth stage may 
need serious modification. 
Creating and maintaining 
a well-designed roadmap 
and following that roadmap, 
with the necessary revisions 
ensure that all your hard 
work is not lost and that 
your business continues to 
develop in a healthy fashion 
is, ideally, an engaging and 
interesting process, free 
from distracting “off-track” 
detours or wreckages!  It’s 

called creating strategies for 
success!  When done well, 
these plans and success form 
the newest bases for the 
next levels of growth!  Many 
business leaders indicate 
that with the growth that 
has occurred, their own 
motivation changes to 
incorporate the wider goals 
and markers of progress.  
And yet, keeping spinning 
all of the plates which 
drive their own success 
requires greater and greater 
commitments from them 
personally!

At any point, or at several 
points in these cycles, 
utilizing available “outside’ 
resources make the process 
of developing business 
health more manageable.  
Sometimes there may be 
accounting challenges, at 
other points, legal issues 
may arise.  A critical point 
for many businesses is the 
hiring, training, managing 
and compensating the 
personnel who are doing the 
selling and growing of that 
business.
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It has been stated repeatedly that the cost of rough diamonds is 
too high with the result being lack of profitability in the diamond 
industry. It is my position, as one who has spent a lifetime in the 
trade, that it is the retail pricing of diamonds that is too low.

Diamonds are not an “elastic commodity” of which demand increases 
with increased supply or lower price. Diamonds are not a disposable 
or consumable product that someone needs to buy repeatedly. The 
purchase of a diamond is, to many, a once-in-a -lifetime event. A lower 
price will not stimulate more diamond sales. At best, a lower price 
simply saves the consumer money or increases the carat weight of his 
purchase.

As a former business student at a well-regarded university, I learned 
that the purpose of a business enterprise is the creation of profits. 
Profit is essential to the success of any business enterprise for without 
it and the positive cash flow that it creates, a business model is not 
sustainable. Profit is the excess of revenues minus the cost of goods sold 
and the many other expenses that are incurred in operating the business 
enterprise.

Gross profit is the measure of revenues in excess of cost of goods sold 
(CGS). It is from this excess of revenue minus CGS that profit flows to 
the bottom line. It has been said by many astute business people that 
gross profit margin is the key to assessing the financial health and future 
of any business. With few exceptions (for instance, Amazon.com), 
revenue growth is meaningless if the business model does not generate 
positive cash flows. Such a business is not sustainable over time.

I had a recent encounter in business that led me to author this 
discussion. The situation was this:

A wholesale customer was attempting to sell a 3-carat pear shape 
diamond to a long-time valued retail client with whom he has 
established a professional and trusting relationship. He quoted a fair 
retail price to the client who was excited at the prospect of having 
a beautiful new diamond for his wife of many years. The wholesale 
customer/retailer was astounded when his customer telephoned him to 

Insanity of the
diamond industry

By Neil Reiff
President of N. D. Reiff 
Company, Ltd

Profit is the 
excess of 
revenues 
minus the 
cost of goods 
sold and the 
many other 
expenses that 
are incurred 
in operating 
the business 
enterprise.

a gross profit 
margin of less 
than
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"No matter how efficiently one may 
run a business. No matter how much 
one may grow revenues."

tell him that he could buy the 
same diamond for less money 
on the Internet. 

I cannot say how much less 
because I do not know the 
retail price that my customer 
quoted. I do know that the 
Internet seller was quoting 
a price of $24,996.00 for the 
same diamond that I own 
and am wholesaling for 
$24,575.00! This represents 
a gross profit of $421.00 on a 
$25,000.00 diamond - a gross 
profit margin of less than 
1.7%!

To this, my customer and I 
both said, “This is insanity! 
What is the point?” There is 
no point and no purpose in 
selling anything at a profit 
margin of 1.7% over cost. No 
matter how efficiently one may 
run a business. No matter how 
much one may grow revenues. 

There are a multitude of 
possible outcomes to this 

story. Perhaps the customer 
will now abandon his desire 
to purchase a diamond for his 
wife as his perceived value of 
a diamond has been destroyed 
as well as the trust he had 
placed in the seller. Perhaps 
he just walks away from the 
transaction because he has 
a bad taste about the whole 
thing and it’s best to just turn 
away from it. 

Or perhaps he ultimately buys 
it for the price of $24,996.00. 
In this case, the buyer has 
purchased a valuable diamond 
for 1.7% above the wholesale 
cost! In this case, it is the 
industry that has lost. No one 
has made a profit, as 1.7% 
cannot be considered to be 
a profit. More significantly, 
no additional sales have been 
made that would not have 
otherwise been made. In the 
end, thousands of dollars have 
been lost - in profits and in 
value to the industry and to 
the consumer public - for the 

perceived value of the billions 
of dollars of diamonds held by 
the public and by the industry 
has been greatly diminished.

With regard to the issue of 
profitability of the industry 
and the effect of “high” 
rough prices, the above story 
demonstrates that there 
are players in our industry 
who are willing to negate 
profitability within the 
industry at any price level. If 
the price of rough was to drop 
and, subsequently the price 
of polished diamonds was to 
drop as well, these industry 
players would still find it 
necessary to make diamonds 
available to the public at 
the same ridiculous and 
unsustainable gross margin 
levels. Lower wholesale 
diamond prices will simply 
lead to lower retail prices – in 
essence, a catch-22 situation.

Tiffany and Co. and Signet 
Corporation are two examples 

GROSS PROFIT MARGIN

Internet seller price

Wholesale price

Gross profit

1.7%

$ 24.996

$ 24.575

$ 421
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of success within our industry.  
They both sell several billions 
of dollars of diamonds and 
jewellery to the consuming 
public. Both of these 
companies understand that 
profits are essential to their 
ongoing enterprises. Both of 
these companies are extremely 
successful. Their revenues and 
gross profits continue to rise 
despite the fact that others 
seem to believe that the only 
way to conduct business is by 
selling diamonds at cost - or 
perhaps 1% or 2% above!

Tiffany and Co. recorded 
annual sales for 2014 of $4.25 
billion - a five percent increase 
over the prior year. Tiffany 
achieved this sales figure 
with a gross margin of 64.3 
percent! Tiffany’s markup on 
cost was 280 percent! To put 
this into perspective, Tiffany 
realized a sale price of $28,000 
on $10,000 of cost whereas the 
internet retailer above would 
have realized a sale price 
of $10,170.00 on the same 

hypothetical item!

Signet Corporation, the 
parent of Kay, Jared and Zales, 
reported 2015 annual sales 
of $5,74 billion in their last 
fiscal year. Sales at Signet 
increased by 36 percent.1 
Signet amassed this revenue 
figure with a gross margin of 
36.2% - a markup over cost of 
more than 156 percent! 

It is interesting to note that in 
Signet’s 2015 Annual Report, 
there is this quote that is 
highlighted: “Our research 
consistently tells us the main 
reason people buy jewelry 
where they do is not price . . . 
but trust”

This affirms what a friend 
once told me about why her 
family purchases jewellery 
from Tiffany. She explained 
that she knows she is getting 
quality and, though the price 
may be high, she is getting 
the same price that everyone 
else receives. Again, a matter 

of trust!

I made reference to Amazon.
com earlier. I assume that 
many of the internet diamond 
sellers attempt to rationalize 
their non-profitable selling 
by giving themselves too 
much credit and comparing 
their endeavor with that of 
Amazon.com. These internet 
sellers have the mistaken 
belief that someday they 
will achieve enough revenue 
growth to become profitable.

This is a fallacy. To begin 
with, Amazon achieved 
sales revenues of $89 billion 
in 2014. Amazon’s sales are 
more than the entire jewelry 
industry. Amazon does 
more business in two days 
than Blue Nile in one year! 
More significantly, Amazon 
continues to grow at 20% per 
year whereas Blue Nile had 
sales growth of 5% in their 
latest fiscal year.  

Amazon, unlike the online 

diamond retailer, sells 
consumable products that 
people buy repeatedly. Many 
Amazon shoppers make 
hundreds of purchases - 
every year. Unlike Amazon’s 
customers who will continue 
to purchase its products for 
many years, Internet diamond 
customers will never become 
multiple-repeat customers.

More significantly, Amazon 
had a gross profit of $26.24 
billion - a gross margin of 
29.5%! This equates to a 
mark-up of nearly 40 percent 
compared to the Internet 
diamond company at 1.7 
percent! To put it simply, 
Amazon’s markup is more 
than 23.5 times that of the 
Internet diamond retailer 
who wants to flatter himself 
in thinking he is following the 
Amazon model.

So where does this bring us?

There is no doubt that 
our industry is in a state 

4.25Tiffany and Co. recorded annual sales for 
2014 of $4.25 billion
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of disarray. Many, myself 
included, might say we are 
in a state of destruction. We 
are. I would say it’s going 
to get worse but I cannot 
imagine getting worse than 
where we are – except for the 
prospect of retailing diamonds 
below their wholesale cost. 
We, as an industry, have 
destroyed profitability.  
More significantly, we have 
destroyed the perceived value 
of a diamond.

An artist understands that 
his work is more valuable 
than simply the price of the 
canvas and the cost of paint. 
A doctor understands that 
his services cannot be given 
away to the patient for free 
if he is to support himself 
and his family. An appliance 
dealer would never consider 
selling $10,000.00 of home 
appliances for $10,170.00. A 
home builder understands 
that he cannot build houses 
and sell them at cost. A 
diamond retailer who thinks 
he is succeeding when selling 
diamonds at a 1.7% markup to 
the consuming public is only 
fooling himself as he surely 

heads into future bankruptcy!
There is little doubt that the 
Rapaport Price list was the 
first step in the downward 
spiral of our industry. I wrote 
of this in 1998. (See JCK- July 
1998 “Martin Rapaport - One 
Man’s Destruction of an 
Industry”). Today, it is not 
the wholesale price list that 
is the problem but the ability 
of desperate and senseless 
internet sellers to upload 
wholesale diamond database 
information to consumers at 
wholesale pricing. 

It is the mistaken belief among 
those in our industry that 
price is all that matters that 
will destroy our industry. 
Increasing one’s revenues 
without making a profit is 
a pointless endeavor that 
leads nowhere. Selling 
diamonds to the consumer 
public at wholesale pricing 
accomplishes nothing 
except lowering the value of 
diamonds. The end result of 
this price-cutting actually 
diminishes the revenues of the 
industry as a whole. 

An old timer in our industry 

told me of the advice he 
received from his earlier 
generations upon coming 
into the diamond business. 
The advice was: “Protect the 
Inventory”. Rolex, - unlike 
Seiko, which has been 
discounted into oblivion, 
understands this premise 
and has been masterful at 
upholding value by restricting 
Internet pricing and 
discounting. 

As a result of my recent 
encounter with the three-carat 
pear shape diamond discussed 
above, I have changed my 
business practices. No longer 
will I permit my diamond 
listings to be indiscriminately 
downloaded to anyone 
who wishes to post my 
diamonds on their website.  I 
am willing to give up these 
sales by unscrupulous and 
unprincipled internet retailers. 
I believe that my diamonds 
have value. I believe it is 
necessary to forego sales to 
those who want to destroy this 
value.
I urge other wholesalers to do 
the same. Forbid others from 

indiscriminately uploading 
your diamonds to their retail 
websites at senseless retail 
prices - for their senseless 
prices affects the survival 
of your well-intentioned 
customers and the industry. 
This is necessary in order to 
stop the race to the bottom 
and the extinction out the 
diamond industry. It is simply 
a matter of one check box in 
your Rapnet account settings.

Protect your diamonds. Do 
business the old fashioned 
way. Care about whom you 
chose to do business with. 
Utilize your relationships. 
Re-establish trust and value in 
diamonds.

Amazon achieved sales revenues of $89 billion in 2014. Amazon’s sales are 
more than the entire jewelry industry. Amazon does more business in two 

days than Blue Nile in one year! 

89BILLION DOLAR

About Neil D Reiff
Neil D. Reiff is President of N. 
D. Reiff Company, Ltd.  He 
is a third generation jeweler 
and diamond merchant in 
Philadelphia, Pennsylvania, 
USA. He has studied business 
and  is both an accountant 
as well as an attorney.Neil is 
a member of the Diamond 
Dealers Club of New York. 
Neil occasionally writes blog 
posts on his blog at www.
NDRDIAMOND.com in which 
he espouses his beliefs and 
thoughts regarding diamonds.
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Hope to see you
soon in Istanbul...

Istanbul Jewelry Show is comprehensive marketplace for international jewelry community and 
professionals the ever growing number of participants and attendants accompanied with the value 
added trade Show services have created a unique business environment in one of the fastest 
developing regions of the World.

During the Istanbul Jewelry Show we will guest our visitors at the luxurious hotels for 3 nights.

To join the Buyer Misson Program please scan the QR Code below and
fill up the form until the 20th of February 2016.

Do your online registration for international buyer
misson program

SCAN FOR
REGISTRATION

Each applicant must fill in the 
details For all questions 
accordingly in English

or click on
www.jtr.org.tr
website to register 

FLY TO ISTANBUL JEWELLERY SHOW, GET UP TO %20 DISCOUNT! 
Turkish Airlines is the official airline of “42nd Istanbul International Jewelry, Watch & Equipment Fair” and special 
discounts up to %20 are offered on certain booking classes. In order to proceed with the online booking tool for 

Turkish Conventions please visit the Turkish Conventions website
www4.thy.com/TKC/app/main?language=en and use the event code“102TKM16” under delegate section.

WHY TURKISH JEWELRY?

UNIQUE
HERITAGE

FLEXIBLE
PRODUCTION

EXCELLENT
FINISHING

SHORTEST
DELIVERY TIME

COMPETITIVE
PRICES

IMMENSE
VARIETY

 FLY CHEAPER WITH
TURKISH AIRLINES
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The profitability of the industry is at an all 
time low, and it will take a lot more than a 
simple ‘abracadabra, boom!’ in order to get 
it back its original heights.

We are Internet retailers of which the vast 
majority of our business is generated virtually. My 
company sells natural fancy color diamonds worldwide, 
and due to the nature of our product and our business, 
the visual presentation of our diamonds and jewelry are 

By Leibish Polnauer 

Leibish Polnauer 
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Marylyn Monroe is long 
forgotten, but her smile and 
the way she moved her body 

with all that diamond jewelry 
is still remembered. Today, the 
sex appeal of diamonds is lost.
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of extreme importance. 
Therefore, the ‘sex appeal’ 
of the diamond industry as 
a whole is essential to our 
success.

We have a strong brand, 
with a remarkable 70 
percent rate of returning 
clients. Amazingly, 50 
percent of our sales are 
still made with dealers 
and retail jewelers. Still, 
the profitability issues that 
the trade is facing affect us 
in the same way it does a 
brick and mortal retailer.

The way I see it, diamonds 
and iron ore are both 
suffering from the 
same problem of over 
production. Simply put, 

you take the amount of 
iron ore the world needs, 
and subtract that from the 
total production over a 
year.

In 2013, there was 3,110 
million tons of iron 
ore produced and in 
2014 it had increased to 
3,220 million tons. The 
consumption collapsed 
substantially, as by 2015 
the prices of iron ore 
dropped by almost 50 
percent!

Polished diamond 
production exceeded the 
potential consumption, 
and the market could not 
absorb the supplementary 
goods produced at any 

cost. Manufacturers 
tried to increase the 
consumption by reducing 
prices, only that didn’t 
help. The result was 
unfortunately a downward 
spiral.

Martin Rapaport is a 
key player in the game, 
and who you are in this 
industry is everything. 
I would go so far to pay 
Martin a compliment, 
as lately, he has kept his 
comments quite positive, 
without focusing too much 
on the negative market 
downfall. Influential 
comments from the right 
people are more damaging 
to the diamond business 
than a wholesale report 

that shows negative results.

The total production 
of polished diamonds 
in 2013, according to 
Chaim Even Zohar, 
was about 21.6 billion 
dollars, at wholesale price. 
Taking into calculation 
the historical data of 
diamonds, by 2014 this 
figure increased by fove 
percent, bringing it 
to 22.6 billion dollars. 
Consumption, however, 
has decreased about 10-15 
percent, and that is where 
the problems begin.

There are several factors, 
all of which had a 
substantial affect on the 
demand. China began 
cracking down on black 
money, the Russian ruble 
lost 50 percent of its value, 
and Arab countries have 
lost billions on expected 
revenues due to low oil 
prices.

There are several factors, all of which had a substantial 
affect on the demand. China began cracking down on black 
money, the Russian ruble lost 50 percent of its value, and 
Arab countries have lost billions on expected revenues due 
to low oil prices.
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With 15 percent less 
demand and 25 percent 
more production, it is 
no surprise that prices 
continue to spiral down 
in order to try and force 
more goods down the 
channel. So the question 
is, if it is possible to bring 
demand back up without 
the need to fix all the 
world’s problems? Blaming 
Rapport or big online 
retailers like Blue Nile for 
keeping the prices down is 
pointless.

If you ask me, the 
perceived value is the 
name of the game. Like 
we saw with Marylyn 
Monroe, once the sex 
appeal is returned to the 
trade, everything else will 
fix itself.

This article appears in 
the magazine of the 
World Diamond Mark 
Foundation, which is all 
about rekindling the desire 
of consumer for diamonds 
and diamond Jewellery.  
The recently formed 
Diamond Producers 
Association (DPA) also 
adheres to that goal. And 
with the help of companies 
like De Beers which is 
trying to rejuvenate their 
‘Diamonds are Forever’ 
campaign, it very well 
may happen. But, it will 
take time and until then, 
we have to remain afloat. 

Polished diamonds are 
sold as a commodity, 
as the price is governed 
by the Rapaport list. 
Therefore, between the 
manufacturer and the 
end consumer, there 
isn’t much room left for 
the middleman to trade 
on. Only operators with 
added value will survive. 
The added value can be 
anything, such as high 
quality jewelry, intricate 
designs, fantastic sales 
terms, brilliant sales 
programs, and so on.

Low profitability comes 
from overproduction, 
which then has an over 
populated sales force. If 

the prices would increase 
each year by 10 percent, it 
would be reasonable. Only, 
polished prices of fancy 
shapes are back to the 
same level they were 25 
years ago.

I used to sell ¾ carats, 
D,E,F, fancy shaped stones 
for 3500/ct. to many 
big trade costumers. 
These goods today are 
at the same prices I sold 
them for in 1990. The 
market is over crowded 
with operators and 
still overstocked with 
merchandise. There is no 
point in discussing how 
to raise the profit margins 
while the market still has 

too much goods to absorb. 
The indigestion will 
continue further as too 
few operators care enough 
about the brand value.

De Beers no longer works 
as a market leader, but 
diamonds are forever 
and other strong brands 
will make a name for 
themselves. We all have 
to restore the shine and 
sparkle of our brands, 
and remove these stones 
from the corner of our 
discounted merchandise.

It’s time to get back 
to sanity, for public 
perception is something 
that can be transformed. 

About Leibish Polnauer
Leibish Polnauer first entered the industry in the late 70’s as a diamond polisher and started to sell rare fancy shapes in 1979. He launched 
his first website in 1995, initializing the change of a B2B company to an international B2C company. He developed a colored diamond jewelry 
department in his company in 2001, and has since managed to build his colored diamond collection up into a major brand. He still continues 
today as a major diamond trader within the Israel Diamond Exchange and participates in various diamond and diamond jewellery trade shows 
throughout the world. The website of Leibish & Co. www.leibish.com is among the world’s leading online sources for natural fancy colored 
diamonds and features a comprehensive knowledge center for the fancy colored diamond industry.



About 30 years 
ago a company 
had one of the 
most brilliant 

advertising concepts that 
became one of a total 
failure.  I don’t remember 
the company’s name or what 
they sold. It may have been 
jewellery findings.  They took 
an expensive full page ad in a 
national magazine targeting 
amateur lapidaries and 
jewellery makers. In the ad 
they listed phone numbers for 
some of the most important 
people in the world; the 
President of the United 
States, the Pope, the Queen of 
England and about a dozen 
more. They ended the ad with 
the phrase: “But when you 
need jewellery findings, call 
us.” However there was one 
small problem. Nowhere in 
the ad was a single mention 
of their phone number! The 
ad ran for more than three 
years before they caught the 
mistake. 

Today ease of contact is 
more important than ever. 
Modern consumers live in the 
moment and want to be able 
to take action immediately. 
If they can’t do it easily they 
will move on to someone else 
and you may have lost them 
forever.

W.A.Y.M.I.S.H.
This is an acronym that 
should be at the top of 
your mind while doing any 
marketing. It stands for: Why 
Are You Making It So Hard?  
If you make it difficult or 
cumbersome to contact you, 
they won’t do it.

Almost all websites have a 
contact page. Most are simply 
a listing of phone numbers 
or email addresses. That is 
fine and every website should 
have it. Others use complex 
forms to be filled out that 
require the customer’s contact 
information and even some 
demographics. The worst 
may include a security feature 

like Captcha where you must 
enter a series of numbers or 
answer a simple question to 
prove you are a real human 
being. The more effort a 
consumer needs to make, 
they are less likely to contact 
you.

 In addition to a contact 
page, your email address and 
phone number needs to be 
prominent on every page. 
It is best if they are active 
links so making contact is a 
one click operation. This is 
even more important when 
viewed on a mobile platform. 
Most smartphones can 
recognise phone numbers 
and email addresses and 
initiate instant contact so 
be sure your information is 
visible on every page. You 
want them to be able to take 
action when their interest is 
at its peak. You print ads also 
need to have clear contact 
information to include your 
physical address, website, 
email and phone number. 

Help them find you 
Make it easy for you potential 
customers to visit your 
physical location. Every 
website and print ad needs 
to have a map. Google maps 
are the easiest to use. Your 
webmaster should be able 
make the map into a hot link 
that will open a smartphone’s 
GPS mapping app to provide 
instant directions from their 
location to yours. A QR code 
on you print ad can perform 
the same function.

Double check it now 
Even if you are positive 
you have you contact info 
everywhere it needs to be, 
taking a little time right now 
to verify it can set your mind 
at ease.  Check every page of 
your website on both your 
desktop and your mobile 
platforms. Click on all contact 
links to be certain they work. 
You don’t want to discover 
problems after the holidays, 
or even worse, a few years 
from now.

Contact information is perhaps the most important part of marketing or advertising. 
Without a way for a customer to take action, all of your efforts are for nothing. Yet 
surprisingly, this is one area that often is overlooked.

BY DAVE SISKIN
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Mesh is a handicraft 
dating back 4000 
years. The Tibarens 
related to the 

Turanians,who were the first Turks 
to arrive from Central Asia to 
Black Sea Region and settled in 
the vicinity of Trabzon, brought 
stone and mine processing while 
the Elizans introduced weaving. 
Having evolved until today 
these professions are among the 
cornerstones of Trabzon jewelry. 
After Fatih Sultan Mehmet’s 
conquest of Trabzon in the year 
1461, the mining of silver in 
Gümüşhane and the transport of 
the raw silver on horseback to the 
port of Trabzon, and from there 

to Istanbul and coastal towns by 
ship, made immense contributions 
to the trade of Trabzon and to the 
profession of jewelry. 

What demonstrates the advanced 
state of jewelry at Trabzon in that 
time is the fact that Yavuz Sultan 
Selim and Kanuni Sultan Süleyman, 
while residing as heir apparent 
in Trabzon after Fatih Sultan 
Mehmet, worked as apprentice 
to a jeweler. In his memoirs, 
Evliya Çelebi mentions that the 
jewelry masters of Trabzon were 
comparable to those of Istanbul, 
and that the ornaments produced 
by the jewelers of Trabzon featured 
prominently in the Ottoman Palace. 

4000-YEAR-OLD
CULTURAL HERITAGE 
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Behind every single knot of 4000-year-old Turkish Trabzon mesh, the only 
handicraft produced without any machine involved, there is a story of a woman, 
the tenacity and the strong will of the Black Sea people. In this regard, Trabzon 
mesh is much more than just jewelry. As Anatolia’s cultural heritage, the 
reputation of Turkish Trabzon mesh is continuing to spread throughout world. 
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Under the reign of Yavuz 
Sultan Selim, cultural 
exchange accelerated after 
the conquest of Batumi, 
and Caucasian and Trabzon 
handicraft started to really 
influence each other. This 
added much variety to 
Trabzon jewelry, and Trabzon 
mesh improved even further. 
With the Caucasian masters 
who came before 1917 with 
the armies of the Russian 
Tzar to Black Sea settling 
in Trabzon, mesh weaving 
showed great improvement. 
This period is the renaissance 
of Trabzon jewelry. Caucasian 
Turkish masters taught mesh 
in Trabzon and allowed it to 
flourish. Hence the birth of 
Trabzon’s only trademark: 
Trabzon mesh. The existence 
of similar handicraft in 
Caucasia today confirms that 
this is Turkish handicraft.

The profession of filigree is 
based on weaving. Trabzon 
mesh is also a product of 
filigree. Weaving is generally 
done by women. Since it 
wasn’t socially possible for 
the muslim women in the 
Ottoman times to go out, 
visit the jeweler to buy golden 
or silver wire, and to take 
it back to the jeweler after 
weaving it, weaving in that 
period was generally done 
by non-muslim women 
and men. This went on 
until the Republic Period. 
With the declaration of the 
republic, gender differences 
disappeared and Turkish 

women found their place 
in social life. Thus, Turkish 
women took up weaving, the 
indispensable component 
of mesh, and took on a very 
important role in bringing 
Trabzon mesh to this day. 
The name of Melahat Hanım, 
who was among the first 
muslim Turkish women to 
masterfully weave silver and 
gold, still lives on today. So do 
the names of mesh masters 
Hacı Mehmet from Dağıstan 
and İbrahim Horololu of 
Caucasia.

Forming the foundation of 
Trabzon jewelry today, mesh 
is fully handmade. It lives 
as the only handicraft free 
of machinery. Behind every 
single knot of the 4000-year-
old Trabzon mesh, the only 
handicraft produced without 
any machine involved, there 
is a story of a woman, the 
tenacity and the strong will of 
the Black Sea people.

The reputation of the 
Trabzon mesh is spreading 
throughout the world
It fascinates the entire world 
that this product category 
has a 4000-year-old history 
and that its production 
hasn’t changed at all since 
the first day. From Japan to 
Canada, women from many 
countries who discovered the 
singularity of this jewelry, 
complement their elegance 
with jewelry produced using 
this technique. Especially 
Middle Eastern countries 

in recent years have shown 
particular demand in this 
category. 

Demand can not be met, 
production is severely 
limited
With its story being 
discovered, demand in 
Trabzon mesh has especially 
grown in recent years. In 
this production technique, 
production is severely limited 
as there is absolutely no use 
of machinery. Requiring 
great mastery, this product 
can only be weaved by Black 
Sea women after long years 
of arduous training. Current 
level of production is far 
from meeting the demand.

It is under the protection 
of the Ministry of 
Culture
Considered a 
significant piece of 

Anatolian cultural heritage, 
the production technique 
of Trabzon mesh is under 
protection of the Turkish 
Ministry of Culture. People 
who produce and release 
jewelry that is not loyal to the 
4000-year-old technique are 
handed serious penalties.
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With Istanbul Jewelry Show located in the top 5 between more than 
500 World-wide jewelry fairs and organized by UBM Rotaforte 
uninterrupted for 30 years jewelry sector was happy.

By becoming 
a safe haven 
with the rise of 
gold worldwide 

trade volume in the 
exhibition enlivened 
further. In the fair hosted 
industry professionals 
from over 100 countries 
worldwide, the situation 
that the 45% of visitors 
was important buyers 
from abroad was another 
important factor that 
emphasizes the fair’s 
importance in the 
international arena. 
More than 800 the 
world’s leading jewelry 
brands and companies 
from over 15 countries 
exhibited their products 
and many private 
collections. Especially; 
Middle East and African 
Countries contented 
domestic producers 
with their orders.17.467 
domestic and foreign 
industry professionals 

from all over the world 
visited “Istanbul Jewelry 
Show” fair in October, 
capturing a 16% growth 
compared to the fair held 
last October.

The transformation 
into a rising again safe 
harbor in the world gold 
was further enlivened 
“Istanbul Jewelry Show,” 
The number of visitors 
grew by 16% compared 
to last year the fair has 
been done now and 
again million deal at the 
fair!

“Istanbul Jewelry Show” 
October Fair brought 
industry professionals 
all over the world 
especially in the Middle 
East and North African 
countries; Europe, the 
Far East, together, by 
growing 16% compared 
to last year brought 
nearly 18,000 industry 

professionals together. 
The export sector 
reared up again through 
commercial alliances 
made in “Istanbul 
Jewelry Show” in which 
Turkey exports 80% 
of the jewelry export 
and as one of the most 
important international 
organization in the 
industry “.

Dear SerminCengiz 
executive director of 
UBM Rotaforte said 
that; “The growth rate 
recorded in Istanbul 
Jewelry Show October 
Fair is very important 
success despite the 
recession and the visitors 
decline in the fair 
especially in the world.

Dear SerminCengiz 
executive director of 
UBM Rotaforte said that 
by evaluating growth 
rate of 

Middle East and African 
Countries contented 

domestic producers with 
their orders.17.467 

domestic and foreign 
industry professionals 
from all over the world 

visited “Istanbul Jewelry 
Show” fair in October, 

capturing a 16% growth 
compared to the fair held 

last October.
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Mustafa Atayık, Vice Chairman of the Jewellery Exporters’ Association, 
who stated that they hosted many international buyers in İstanbul 
after running studies underlined that they had an important role in 
increasing the number of the visitors at İstanbul Jewellery Show with the 
procurement committee organization.

Whereas 
there was 
a dramatic 
decrease in 

the number of the visitors 
at VicenzaOro and Hong 
Kong expos which were 
held recently and are 
considered as among the 
most important expos of the 
jewellery industry calendar 
of the world, there was 
an increase by more than 
25% in the international 
visitors at İstanbul Jewellery 
Show, Mustafa Atayık, Vice 
Chairman of Jewellery 
Exporters’ Association 
mentions and states that 
they are happy to see that 
their works have brought 
fruitful results in the expo. 
Emphasizing that they go 
from strength to strength in 
the procurement committee 
organization carried out 
with the support of the 
Ministry of Economy, 
Atayık comments as follows: 
“That qualified and many 
international visitors show 
interest in our expos is a 
factor which affects the 

export performance of our 
sector directly. Jewellery 
Exporters’ Association 
meticulously worked on this 
issue especially in the last 
years. In the organization 
we held in March, we broke 
a record by carrying out 
the biggest procurement 
committee organization 
held by all sectors in Turkey. 
We did not only bring 
many international buyers 
to Turkey, but also hosted 
important buyers of the 
world jewellery industry 
such as Chow Tai Fook and 
Pure Gold. The procurement 
committee organization we 
carried out in October was 
considerably successful. 
The international buyers we 
hosted in the framework 
of this organization made 
a prominent difference. 
While there was a decrease 
in the number of the visitors 
at Vicenza Oro and Hong 
Kong which was held 
just before our expo was, 
Istanbul Expo increased the 
number of the international 
visitors.

Mustafa Atayık



Jewellery Exporters’ Association of Turkey is 
going to host more than 1500 visitors from 
all across the world’s jewelry industry with a 
magnificent concert at Istanbul Jewelry Show 
which is going to be held between 10-13 March 
2016. Haifa Wehbe, who is going take the 
stage on the night of the finale at the 8th AJUR 
Jewelry Design Competition on 11 March 2016, 
will dazzle Istanbul. 

Jewellery Exporters’ 
Association not 
only develops 
new projects and 

visits every corner of 
the world in order to 
increase jewelry export 
activities but also, by 
inviting world-famous 
stars to the show, 
makes Istanbul Jewelry 
Show shine among the 
world’s most significant 
jewelry fairs. Jewellery 
Exporters’ Association, 
having signed an 
agreement with the 
world-famous Lebanese 
artist Haifa Wehbe for 
the 8th AJUR Jewelry 
Design Competition’s 
finale, will ensure 
hundreds of jewelers 
from all corners of the 
world experience an 
unforgettable evening in 
Istanbul. 

Ayhan Güler, president 
of Jewellery Exporters’ 
Association, made a 

statement about the 
agreement saying 
that the 40th Istanbul 
Jewelry Show is the fifth 
among the world’s most 
famous fairs and that 
their goal is to become 
one of the three most 
important fairs. Güner, 
who indicated that they 
have been working hard 
to that end, said: “We 
hosted more than 1500 
major jewelry buyers as 
our VIP guests in 2015. 
And once again this 
year we invited the most 
significant and large-
scale jewelry buyers to 
Istanbul. We want them 
to have a spectacular 
experience of Istanbul 
both with our products 
and our hospitality.”

The Lebanese star Haifa 
Wehbe came second in 
the beauty pageant held 
in Lebanon and as one 
of the most beautiful 
women of Lebanon, 

she released her first 
album in 2002. Wehbe, 
recognized as the 
European face of Middle 
Eastern music, is largely 
admired in Turkey as 
well. Along with the 
fascinating music and 
shows of Wehbe, the 
competition’s finale 
includes many attractive 
shows such as special 
stage performances, 
exhibitions and video 
installations.

The winners of the 8th 
AJUR Jewelry Design 
Competition will be 
announced on the night 
of the finale which is 
going to be held at the 
ball room of WOW 
Hotel on 11 March 
2016. All preparations 
are being completed so 
that the competition’s 
finale will turn into 
a magnificent show 
especially for VIP buyers 
invited to the fair.
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By Ya’akov Almor

Established on 
September 17, 1890, 
the Amsterdam 
bourse was the first 

diamond exchange in the 
world to be incorporated. Its 
establishment was quickly 
followed by the founding 
of the Diamantclub van 
Antwerpen (Antwerp 
Diamond Club) and De 
Beurs voor Diamanthandel 
(Antwerp Diamond Bourse). 
From the 1870s and onward, 
the diamond industries of 
Amsterdam and Antwerp 
were fierce competitors, a 
struggle that was won hands 
down by Antwerp, even before 
World War II decimated the 
Dutch diamond business 
community.

In his introduction to the 
small booklet that was 
published on occasion of the 
125th anniversary, long-time 
exchange president Ed Blik 
wrote that since the day the 
bourse came officially into 
being, the exchange would 
serve as a model for many 
exchanges established in other 
countries. 

That was 125 years ago. Since 
then there have been many 
ups and downs. World War II 
left deep scars in particular. 
With a diamond business 
community that consisted 
mainly of Jews, more than 
three quarters of the bourse 

membership and the diamond 
workers’ population were 
captured, taken to the 
concentration camps and 
brutally murdered by the 
Nazis during this dark period. 
While the Dutch diamond 
trade consistently had been 
losing ground to Antwerp 
since the 1920s, after the 
war, there was little diamond 
trading and manufacturing 
left in Amsterdam and the city 
was forced to relinquish its 
previously unquestioned title 
as the “Diamond Centre of the 
World.” 

However, in the booklet Blik 
wrote: “Nevertheless, after 
125 years the Amsterdam 
Diamond Exchange is still 
considered to be the cradle of 
organized diamond trading. 
The bourse is as strong as 
ever and its future is assured 
– especially thanks to the 
skills and the know-how the 
members have inherited and 
that are universally recognized 
and respected.”

 On a personal note, it was 
almost fitting - being from 
Dutch extraction -- that only 
a few years after leaving the 
Netherlands, I was sent to 
Amsterdam to conduct an 
interview with Ed Blik, my 
very first interview as an 
upstart diamond industry 
journalist. It was only 
weeks before the exchange 

would close its doors on the 
Weesperstraat and move to a 
modern office building in a 
business park in south-east 
Amsterdam.

Blik took me on a tour 
through the empty but still 
magnificent building, with 
its impressive facade, its 
royal entrance and majestic 
staircase, and the trading 
hall, which, while completely 
empty, still very much looked 
like the photo of the hall, 

take many decades earlier.  
Nowhere in the world would a 
diamond exchange ever have 
such a splendid building hall 
of character…

On occasion of its centennial, 
de Beurs published a splendid 
book, researched, written and 
beautifully illustrated by the 
daughter of an Amsterdam 
diamantaire. While out of 
print, it occasionally can be 
found on Amazon and other 
websites. 

In September 2015, “Vereniging Beurs voor den Diamanthandel (The 
Amsterdam Diamond Exchange) celebrated its 125th anniversary. 

NEW BOURSE 
The bourse building in an office park in South-West Amsterdam.
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CASINO 
In 1890, immediately after the exchange was established, a building named 
“Casino” was rented to facilitated the ever growing need for space – until then 
diamond trading had been conducted in coffee houses where security was 
minimum and lighting was bad.

OLD BOURSE PRE WAR 
An aerial view of the Amsterdam Diamond Exchange on the Weesperstraat.  A 
photo taken a few years before World War II.

OLD BOURSE ON A WINTER DAY 
The back of the Amsterdam Diamond Exchange on the Weesperstraat, photo 
taken on a snowy winter day in the mid-1960s.

OPENING BOURSE 
The festive opening session of the Amsterdam Diamond Exchange in 1890.

BEURS BOOK COVER 
The cover of the centennial book of the Amsterdam Diamond Exchange.

DIAMANTAIRES 
Diamond traders in the early 1950s at the Amsterdam Diamond Exchange.

INTERIOR OLD BOURSE 
the trading hall of the amsterdam diamond exchange.

OPENING BOURSE 
The festive opening session of the Amsterdam Diamond Exchange in 1890.
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Growth will 
come from 
emerging 
markets
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How and why were you appointed as Senior Vice 
President of the Panama Diamond Exchange?
First, it is important to note that it is not that I 
am moving from the WJH corporate office into 

PDE, since I have long been part of PDE and never left it. 
As a Brazilian jeweller looking to improve my business 
opportunities both regionally and internationally, I took out 
PDE membership about two years ago. I have always been 
part of the diamond exchange, both as a member and as an 
officer. Indeed, my route to the corporate office of the World 
Jewelry Hub began at the Panama Diamond Exchange. PDE 
is an essential and integral component of the WJH program, 
and its ability to develop into the nerve center of Latin 
America diamond, gemstone and jewellery trade, gathering 
together the individuals, companies and collective knowledge 
of the regional trade are key to the future of the gemstone and 
jewelry business sector in Latin America, Clearly, important 
synergies can be created by having a senior official with her 
feet in both WJH and PDE.

What goals have you set to achieve as the Senior VP of the 
PDE? 
First to support PDE’s new president, Mr. Mahesh Khemlani. 
Second, I plan to be involved in the daily operation of the 
bourse, ensuring that our member service package is not only 
top-class, but that it is delivered with prompt efficiency. I also 
plan to be involved in expanding the membership base, at the 
grassroots level throughout Latin America and around the 
world.

Interview conducted by Suresh Chotai

Suresh Chotai interviewed Ali Pastorini, 
an energetic and visionary young Brazilian 
business and sports woman who is always 
striving to win. She is the owner of the Del 
Lima Jewelry and recently was promoted 
as Senior Vice President of the Panama 
Diamond Exchange (PDE). Earlier she was 
Marketing Director of the World Jewelry 
Hub (WJH), home of PDE.

Ali Pastorini
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How would you share your time between your company and 
the PDE? 
By traveling a great deal and working long hours, essentially. 
The Brazilian business days starts about two hours before 
the business day in Panama, so I am up working early every 
morning.

At the same time one should not underestimate the type of 
exposure and volume of business contacts I am developing by 
spending significant time in Panama. That ultimately is the 
essence of the World Jewelry Hub and the Panama Diamond 
Exchange.

Do you have any plans of organizing 
roadshows in Indian cities? 

Right now our focus is on 
Latin America itself. We 

have visited India and 
met with industry 

leaders, but not 
conducted a full 

roadshow with 
a delegation 
of PDE 
members, 
like we have 
in Peru, 
Colombia, 
Ecuador, 
Chile, 
Brazil and 
now the 
Dominican 

Republic. 

We may do that 
as at a later date, 

and presumably it 
would include Latin 

American jewelers 
that want to reach the 

important Indian jewelry 
market.

Give us your evaluation about the global 
status of Indian jewelry? 
I do not think there is any question that India is a global power 
today, sharing a status held by just a handful of countries, such 
as Italy, the United States, China and Thailand, each in its own 
way. India’s strength is derived from its very large and skilled 
workforce, and increasingly from its internal market, which is 
a luxury enjoyed most probably only by China and the United 
States. But, can India, like Italy, create a look that international 
appeal, almost irrespective of the country in which it is sold? 
That takes more time, but as we have learned, the Indians are 
particularly skillful when it comes to adapting.

The global diamond industry has been passing through a 
bad phase these days. Can you suggest some ideas to regain 
its lost glory? 
Diamonds have had a tough ride of late, with both prices of 
rough and polished goods down, and exports slower in the 
major centers. But I do not believe that is symptomatic of any 
weakness in the product, but more a result of conditions in 
the world economy. The slowing of Chinese growth has been 
hugely significant. So much of economic growth was predicated 
on a fast-expanding Chinese market, and when that tailed off 
somewhat, everyone felt the effects. Let us not forget that all 
commodity prices are down, and the gold price is not much 
more than half of its value in 2011. We need to be patient, and 
go about our business cautiously so as not to create undue 
risk. At the same time, we should not be pessimistic about the 
future. Demand for our product remains strong, and it will not 
only recover but exceed previous records. Some of that growth 
will come from emerging markets, like those in Latin America.

Do you think that lab grown diamonds can pose al threat to 
natural diamond? 
This ultimately depends on whether we are successful in 
enforcing in the industry the standards of disclosure that are 

"It was officially 
established 
about three years 
ago, in 2012.  In 
reality, however, 
I and my partner, 
who also is 
Brazilian, began 
working on the 
concept years 
before."
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required, and educating the public that synthetic diamonds 
and natural diamonds are two different products. The recently 
published ISO standard is clear. It is deceptive to sell a synthetic 
diamond without expressly describing it as such, while a 
diamond that is sold without a descriptor can be assumed to 
be natural. This suggests that ISO appreciates that synthetic 
diamonds, while chemically of the same composition as natural 
diamonds, must still be defined as different and separate 
products. We need to make sure the public understands that. 

When and how did your brand Del Lima come into 
existence? What were your primary goals and how far have 
you achieved them? 
It was officially established about three years ago, in 2012.  In 
reality, however, I and my partner, who also is Brazilian, began 
working on the concept years before. Our primary goal was 
branding and marketing Del Lima jewelry internationally. 
We were confident about what we were doing, but we would 
never have expected that, within 11 months after establishing 
the brand, we would have broken into the U.S. market, with 
our jewelry being distributed in two important stores, with 
one in Arizona and the other in California. A few months 
later we managed to break into the Dubai market as well. In 
a traditional and competitive work environment such as the 
jewelry industry, it is a testament to the times in which we live 
that two Brazilian women can make it internationally, and 
realize their dream of becoming part of people’s life through 
our jewelry.

How have you achieved enviable success in your tender age? 
What are your future ambitions? 
I was an avid basketball player from the age of 10 years old 

to the age of 22, and it was a time that taught me to confront 
challenges. According to basketball rules, the player holding 
the ball has not more than 24 seconds to make what she or 
he believes is the best decision. You must quickly study your 
environment, make a decision and then execute it immediately. 
Athletes learn that they may not always be successful, but that 
too is an important learning experience for life. From the time 
that I was a pre-teenager, I learned to lose, and then recover 
quickly, analyzing my mistakes and trying to correct them. I 
learned that fear of failure should never frighten you into not 
acting, but rather to become more determined to do the right 
thing and succeed.

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 has a sound knowledge of the global 
diamond and jewellery industry and trade. 
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Chow Tai Fook 
Jewellery Group 
Limited the largest 
jeweller listed in 

Hong Kong and one of the 
world’s top few by market 
capitalisation with 86 years’ 
heritage, today unveiled “A 
Heritage in Bloom” – one 
of the most significant 
diamond masterpieces of 
such creative and intricate 
artistry to have emerged 
from contemporary China.

Created by world-renowned 
jewellery artist Wallace 
Chan, the piece is centred 
upon 24 D-colour internally 
flawless (DIF) diamonds 
cut from the Cullinan 
Heritage, an exceptionally 
rare 507.55 carat Type IIA 
rough diamond Chow Tai 
Fook acquired in 2010, and 
subsequently spent three 
years cutting and polishing. 
The largest piece - the 104 
carat DIF brilliant round 
diamond with the highest 
possible cut grade of 
3-Excellent - is one of the 

largest of its kind ever made. 

Dr.Henry Cheng, Chairman 
of Chow Tai Fook Jewellery 
Group said, “Today we 
complete a journey we 
began five years ago, and we 
could not be more proud of 
the exceptional and historic 
creation that has emerged. 
Continuing the Cullinan 
legend, the world-renowned 

Master Jewellery Artist 
Wallace Chan has brought 
the Cullinan diamonds to 
life.  “A Heritage in Bloom” 
embodies Chow Tai Fook’s 
commitment to Chinese 
culture, patronage of the 
arts and statusas a diamond 
expert. We consider it to 
be a work of art that will 
last the ages as the crown 
jewel of the Chow Tai 

Fook brand.”

 “This is my very first 
collaboration with Chow 
Tai Fook,” said Wallace 
Chan. “We have a shared 
dream – to realise a creation 
that can be passed on from 
generation to generation 
with this once-in-a-lifetime 
encounter.”

Entrusted creation to world-renowned jewellery artist Wallace Chan 
One of the rarest diamond masterpieces to emerge from contemporary 
ChinaEmbodies Chow Tai Fook’s heritage as a diamond expert

Chow Tai Fook unveils 
the Cullinan Masterpiece:
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How do we encourage people to express what 
diamonds mean to them in today’s cultural 
context? There is an art in doing that.
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This will help engage people in new and divergent ways. 
Here is how I am doing it. It all started off when one of 
my clients walked in to my studio and discovered my 
diamond paintings.
- Reena Ahluwalia is a Toronto-based, multiple award-winning Canadian 
designer.

The diamond industry is 
already asking the right 
questions. Yet, we need to get 
a bit more creative.

In his article blog, Alex Popov points 
to the commoditisation of diamonds 
and suggests: “Why not bring the 
diamond back where it belongs — 
to the world of art?” Ayalla Joseph 
and Mark Boston both speak of the 
relevance of self-expression.

Diamonds owe more to desires than 
to basic necessities of life. Having 
worked with diamonds my whole 
career, I believe they get their real 
story, romance and symbolism when 
people attach their personal meaning 
to it. Diamond as a commodity may 
not deliver on that promising idea. 
Diamond as an art form may have a 
longer life span.

As I share my thinking with you, 
consider my thinking as a brick in 
a building. By building I mean, the 
internal conversations we are already 
having as an industry on the need 
for generic marketing, of rough-
polished prices, of perceived value, the 
diamond’s identity and desirability, 
the retention of its position, diamonds 
being coveted as carriers of emotions, 
markers and reminders of precious 
moments, of self-expression and 
affirmation. As noted by all industry 
stakeholders, I support calls for an 
industry-wide generic marketing 
campaign directed toward the 
consumer to promote consumer 
confidence and demand. The sooner 

we get to it the better.

My thinking is simply this: To make 
headway, we need to harness the 
outside-in thinking that augments our 
inside-out thinking.

For a long-term success, one way is 
to collectively work towards building 
a multi-layered sphere of positive 
influence outside our industry core. To 
tryww participating in external factors 
that otherwise have been beyond the 
reach and scope of our traditional 
industry thinking. A good example 
is the growth of the online gaming 
industry that may hit $20-30 billion in 
revenue by the end of 2015. Some of 
the reasons for its success are that it’s 
adaptive, disruptive and makes people 
and communities co-create messages 
and solutions. Another great example 
is LEGO Ideas, a portal through which 
users, including children can directly 
pitch product ideas to the company.

We need to facilitate and help connect 
people, ideas and communities. 
We need to garner high level of 
participation and interest in the 
metaphoric qualities of diamonds, 
qualities that makes diamond, 
a diamond. Support people and 
communities to be co-creators and 
collaborators in re-examining the 
role of diamonds in today’s cultural 
context. With that learning can 
we shape the diamond industry of 
tomorrow?

By curating end-user collective 
intelligence across different disciplines 

and mediums, we may generate 
conversations around diamonds to 
make the industry gain a new vision of 
how we want to tell diamond stories of 
the future. This will help engage people 

The Portal of Eternity. 48 x 60 inches (4 x 5 
feet). Acrylic on Canvas. Painting by ©Reena 
Ahluwalia, a Jeweler-Who-Paints. The painting 
pays tribute to the epic Asscher cut diamond, 
a cut of royalty. The inspiration for the painting 
came from Elizabeth Taylor’s quote as she 
described her favorite diamond - the 33.19 
carat "Krupp Diamond”, now known as the 
“Elizabeth Taylor Diamond". "When I look into it, 
the deep Asscher cuts - which are so complete 
and so ravishing - are like steps that lead into 
eternity and beyond. My ring gives me the 
strangest feeling for beauty. With its sparks of 
red and white and blue and purple, and on and 
on, really, it sort of hums with its own beatific 
life." -- Elizabeth Taylor
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in new and divergent ways.

Here is how I am doing it. It all started 
off when one of my clients walked in to 
my studio and discovered my diamond 
paintings. I have been painting for 
many years, but privately. We were 
working on an exceptional diamond 
suite for a very important customer. 
My diamond client requested that I 
make a diamond painting as well of the 
diamonds I was using to narrate my 
design story — and boom! The value 
increased. We effectively raised the 
diamonds into an art form. According 
to him, what worked was my design 
provenance, and a signed painting by 
me that will retain value over time.

So the medium of painting is an 
example of an outside-in thinking, of 
using a different medium of influence. 
After all, art is profound. It stirs 
emotions, makes us think deeper and 
touches our soul. In my diamond 
paintings I connect diamonds with 
narratives, as they are part of a larger 
story, always metaphoric and symbolic.

Diamonds are not specimens; they 
have a soul and story. That’s what 
makes a diamond, a diamond!

Reena Ahluwalia  is a Toronto-based, 
multiple award-winning jewellery 
designer. Winner of the De Beers 
Diamonds International Awards 
and the Rio Tinto Diamonds Global 
Design Competition. She has been 
recognised as one of the Top 25 
Masters of Jewelry Design in Canada. 
Along with creating jewellery, Reena 

is a strategy adviser and design 
consultant to some of the top diamond 
and jewellery houses worldwide. She is 
a passionate educator, teaching a course 
in jewellery design and fabrication, a 
speaker, a multi-disciplinarian artist, a 
painter and a community builder.

Her diamond jewellery was featured 
on a special edition Belgian Postage 
stamp. Iconic British fashion designer, 
Alexander McQueen featured Reena’s 
award-winning diamond piece in his 
S/S 2000 collection debut in New York. 
She was invited by the Legislative 
Assembly of Ontario, Canada to design 
a diamond setting for the first two 
mined diamonds from the Canadian 
province of Ontario, set in the historic 
Mace of Ontario. Rio Tinto Diamonds 
entrusted Reena with creating an 
inaugural collection with the very 
first diamonds of the Bunder Mine, 
located in Madhya Pradesh, India. 
Reena designed a Diamond Tiara for 
Kate Middleton, a tribute to the British 
royal wedding, using Royal Asscher cut 
diamonds.

The Portal of Mystery. 30”x30”. Acrylic on Canvas. painting by ©Reena Ahluwalia, a Jeweler-Who-
Paints. Mystery creates wonder and curiosity. It is ever-exciting and seductive, as we encounter the 
unknown, the undefined, the unstructured, the unseen and the unexplained. A green diamond here 
symbolizes curiosity, with color green and color black that deepen the sense of mystery.
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Eli Avidar is 
formidable 
diplomat who has 
managed IDI, the 

umbrella organization of 
the Israel diamond industry 
and trade, successfully for 
almost a decade. The board 
of the World Diamond 
Mark Foundation (WDM) 
congratulates him on his 
appointment and looks 
forward to cooperating 
closely with him in the 
future,” WDM Chairman 
Alex Popov said in a brief 
statement.

 “Israel is one of the world’s 
leading diamond trading 
centers, one that has 
distinguished itself not only 
by the many technological 
developments it has 
introduced to the global 
diamond business, but also 
by its consistent efforts to 
reinvent itself in the ever 
changing market conditions. 
Eli Avidar has been one of 
the driving forces behind 
the opening up of new 

markets for Israel’s diamond 
businesses and has worked 
hard to strengthen Israel’s 
competitive position, in 
particular in Asia,” Popov 
said.

Popov noted that recently, 
Yoram Dvash, the newly 
elected president of the 
Israel Diamond Exchange 
had taken his seat on the 
WDM board. “We look 
forward to working both 

with Yoram and Eli on 
advancing the WDM’s 
objectives in the retail 
jewelry and consumer 
markets, for the benefit of 
the global diamond business 
community!” he said.

WDM congratulates Eli 
Avidar with appointment 
managing director of 
Israel Diamond Exchange

The World Diamond Mark Foundation (WDM) congratulates Eli 
Avidar, the Managing Director of the Israel Diamond Institute 
Group of Companies (IDI), on his appointment as the new 
Managing Director of the Israel Diamond Exchange.

By Eli Avidar Eli Avidar
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Let’s begin...

1. Customize Content for 
Different Audiences
There’s no need to confine 
your valuable content to only 
one form. Start transforming 
your content into different 
forms and post them through 
different mediums. Convert 

an informative webinar to 
an easy-to-read blog post. 
Expand an article and make 
it into a visually appealing 
e-book. 

Remember, what your 
audience likes, and where 
they consume it, should 
inform your content strategy. 

Expand your audiences by 
creating multiple forms of 
content.

2. Introduce a Partner or 
Referral Program
In the jewelry business, 
friends can be very valuable, 
but these friendships 
generally take the form of 

mutually beneficial business 
relationships. 

At Likeable Local, we’re 
always looking for new 
opportunities, which is why 
we have our Partner Program. 
Our partners enjoy numerous 
perks as part of the program 
and in return, represent 

By Beth Henderson

We’re less than week into the new year; now is the time to plan your social media 
strategies for 2016. Struggling to figure out where to begin? Look no further. Let 
us help you with five social media resolutions. These strategies will help maximize 
your jewelry store’s success on social media, reach a wider audience and, ultimately, 
bring in more sales. Diamonds will be (figuratively) flying off the shelves.
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our company and product 
in front of their clients and 
prospects.

A referral program is 
also extremely useful 
when it comes to business 
friendships. Setting up a 
referral program allows you 
to access customers without 
having to do the work. Your 
customers and partners can 
refer their friends to your 
company.

The reality many companies 
come to realize quickly 
is that it is difficult to do 
everything yourself. That’s 
where partners and referrals 
come in.

Partnerships will strengthen 
your business. Even some of 
the largest companies, such 
as Facebook and Google, 
have partners to help them 
perform the functions they 
don’t necessarily have the 
time to perform themselves. 
No matter the size of your 
jewelry company, partner 
and referral programs are 
something you should 
definitely start.

3. Improve your Social 
Listening Skills 
Listening is the single most 
important skill in social 
media. Those on social media 
tend to be really great when 
it comes to talking; however, 
they tend to fall short when it 
comes to their listening skills. 

Social media gives jewelers 
the opportunity to listen to 

customers and prospects 
effectively. Listening and 
demonstrating empathy 
builds brand identity and 
trust. Also, by paying 
attention to what your 
customers are saying, you can 
find out what they’re looking 
for. 

Where is the best place for 
jewelers to begin social 
listening? Where their 
prospects and customers will 
go, social media and Google. 

4. Take Advantage of 
Instagram Ads
Instagram ads are here. It’s 
true; Instagram ads are now 
available to everybody. So you 
should jump on board. Trust 
us, it’s worth it. 

Although it is still early, 
preliminary reports are 
showing that Instagram ads 
are seeing higher engagement 
than standard Facebook 
ads. In fact, for web click 
conversions, Instagram ads 
are seeing an average 1.5 
percent click-through rate, 
versus 0.84 percent for a 
comparable Facebook ad 
at a similar cost per click, 
according to The Motley Fool.

Come on! Hop on the 
Instagram train. Show off 
those sparkly jewels you are 
selling.

5. Perfect your Hashtags
From a business perspective, 
hashtags are a great way to 
create a unified campaign 

across your social platforms. 
Recently we used the hashtag 
#SearchisSocial for a webinar. 
The hashtag explained our 
partnership with a search 
engine optimization expert 
and explained that he 
webinar would be about the 
benefits of SEO and social 
media for businesses. We 
used this hashtag in all our 
tweets, email marketing, 
and on Facebook, and we 
encouraged people listening 
to the webinar to tweet along 
with us live. 

When constructing a hashtag 
for your marketing efforts, 
here are a few things to keep 
in mind. 
A) Make it unique: In order 
to make sure nearly everyone 
who is using your hashtag is 
actually interacting with your 
marketing, you need to make 
a unique hashtag.   
B) Make it simple: As much 
as you might want to put lots 
of campaign details into your 
hashtags, simple is always 
better.  

C) Make it fun: When 
making a hashtag for your 
marketing campaign, you 
want people to use it, so make 
it catchy and conspicuous. 

For more information on 
hash-tagging and utilizing 
them specifically on Twitter, 
check out our free eBook on 
Twitter success, 7 Proven 
Strategies to Maximize 
Twitter for your Business.

We’ve done our part; now 
it’s your turn to put these 
strategies to work. Which 
resolutions will you choose to 
carry out in 2016? 

Beth Henderson is the 
marketing coordinator at 
Likeable Local, a partner of 
Jewelers of America and the 
creators of Likeable Hub, 
a powerful platform with 
an easy-to-use mobile app 
that helps small businesses, 
like jewelers, succeed with 
social media. Reach her at 
beth@likeablele.com.  www.
likeablele.com
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The UN’s Sustainable 
Development Goals 
(SDGs came into 
effect on January 1, 

2016 and run through to the 
end of 2030 and are a set of 
goals that all member states 
will use to frame their political 
and economic policies over 
the next 15 years. Under 
each of the 17 SDGs there 
are dozens of ‘targets’, dealing 
with poverty eradication, 
education, health, child 
mortality and environmental 
sustainability. The last one, 
the seventeenth, is about 
strengthening and revitalizing 
“the global partnership for 
sustainable development.”

Of the 19 different targets 
under this goal, third from 
the end is this: “Encourage 
and promote effective public, 
public-private and civil society 
partnerships, building on the 
experience and resourcing 
strategies of partnerships.” The 
wording is not unfamiliar, but 
practical, working examples 
that could have a direct 
impact on the higher level 

goals of ending poverty and 
hunger, promoting health, 
education and environmental 
sustainability, are thin on the 
ground in many of the poorest 
parts of the world.

The last place you might 
expect to find an example 
of this sort of partnership 

would be remote Kono 
District in Sierra Leone, or the 
desperately poor rural areas 
around Mubuji-Mayi, half way 
across Africa in the middle 
of the Democratic Republic 
of Congo (DRC). What these 
two areas have in common, 
in addition to a legacy of 
violent civil war and grueling, 

deep-seated poverty, is 
diamonds. They also have new 
projects that are beginning to 
demonstrate that when civil 
society, governments and 
companies put their heads 
together, amazing things can 
happen.

Most of the world’s diamonds 

This year, the United Nations (UN) officially adopted the Sustainable 
Development Goals (SDGs). Rory More O’Ferrall FRSA describes 
how governments, civil society and industry are working together to 
address a complex social and development challenge.

By Rory More O’Ferrall Rory More O’Ferrall
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are found in deep kimberlite 
‘pipes.’ Establishing a 
kimberlite diamond open-
pit or underground mine, 
as in Botswana or Russia 
or Canada, is a high-tech, 
capital-intensive business. But 
some diamonds – 16 percent 
of the annual total by value – 
are alluvial in nature, close to 
the earth’s surface, and mined 
by ‘artisans’ or ‘diggers’. These 
alluvial diamonds, scattered 
across hundreds of square 
miles, require little more 
investment than a shovel, a 
sieve, a strong back and time.

Artisanal alluvial diamond 
mining, which takes place 
in 18 countries of Africa 
and South America, is 
dirty, unsafe, unhealthy and 
environmentally destructive 
work. Most of the 1.5 million 
diggers in Africa earn less 
than $2 a day, and many earn 
half that. Unregulated, often 
unnoticed and vulnerable 
to every imaginable kind of 
predator, the people who dig 
for alluvial diamonds and 
their operations in Angola, 

DRC, Sierra Leone and Liberia 
were the epicentre of the wars 
that wracked those countries 
during the 1990s and into the 
2000s.

The Kimberley Process (KP) 
Certification Scheme, which 
came on stream in 2003, 
regulates the international 
trade in rough diamonds, but 
the KP is about regulation 
and has nothing to say about 
how diamonds are mined. 
The Kimberley Process, 
however, provided a model. 
It is a tripartite arrangement 
that brings governments, 
industry and civil society 
together in its regulatory 
activity. Taking a leaf from 
that approach, the Diamond 
Development Initiative (DDI) 
was created in 2008 to tackle 
the development challenge. 
DDI’s core thesis is that until 
something could be done 
about the chaos, the miserable 
working conditions, the child 
miners and the environmental 
damage that was rampant 
across the diamond fields, 
diamonds would continue 

to be a liability for these 
countries, rather than the asset 
they are for others.

Another of DDI’s core tenets 
is replication and scale. 
There was no doubt that with 
enough money and talent, 
wonderful little ‘pilots’ and 
‘model projects’ could be 
created. But if they were not 
economically and socially 
replicable, they would have 
little impact on the problem. 
DDI understood that to 
achieve scale and replication, 
its efforts would have to 
make sense not only for the 

diggers themselves, but for 
their communities and for 
their governments, And, for 
this to happen, local civil 
society organisations would 
be essential to the mix. Most 
importantly, where a product 
that ends up in jewellery 
is concerned, the diamond 
industry – from mining 
through cutting and polishing 
to retail – was also an essential 
ingredient.

In the Democratic 
Republic of Congo, DDI 
started by consulting 
miners and working with 

Most of the 1.5 million diggers in Africa earn less than $2 a day,
and many earn half that. 



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

72 World Diamond Magazine | 2016-06

local governments with 
funding from the Canadian 
government, the World 
Bank and several prominent 
industry firms: De Beers, 
BHP Billiton, Tiffany & 
Co. and Cartier. The aim at 
first was to simply find and 
register miners, bringing 
them into the formal sector 
and ending the practice of 
treating them like criminals. 
The government discovered 
that lower registration fees 
and local administration 
produced more revenue 
and better information than 
high fees and a centralized 
system. A project to register 
10,000 miners – to everyone’s 
amazement – registered more 
than 100,000 in less than a 
year.

In Sierra Leone, DDI 
has a project to produce 
diamonds under safe, fair 
and environmentally sound 
conditions, and to create a 
closely regulated chain of 
custody for these diamonds 
through the normal diamond 
pipeline to retailers who are 
eager to offer this kind of 
ethical product. The project 
was interrupted by the Ebola 
crisis, when once again the 
diamond fields were ignored, 
as so often in the past. Support 
from the German government 
and De Beers enabled DDI to 
provide food, sanitation and 

clean water, essential to the 
confidence required for a re-
launch of the main project in 
September 2015.

DDI has begun to work with 
artisanal miners in other 
fields: gold, tin, tungsten and 
tantalum, all fraught with 
similar problems and histories 
of violence and warlordism. At 
the request of the government 
of Tanzania it has begun to 
examine the problems of those 
who dig for Tanzanite, another 
valuable gemstone. DDI 
found that children were often 
taken to the mines by their 
parents because there was no 
school and no alternative. The 
solution? Instead of sending 
children to school, DDI is 
sending schools to children: 
mobile schools with specially 

compressed courses aimed at 
getting kids from the primary 
to the secondary level in a 
short space of time. The first 
schools were sponsored by 
the Diamond Empowerment 
Fund and two retail firms, one 
large – Signet Jewellers – and 
one small, Brilliant Earth.

DDI is a charitable 
organisation with an edge. 
Its international board of 
directors includes individuals 
from Africa, North America, 
Europe and Australia. 
Several have experience 
across the diamond industry, 
but DDI is not a creation 
of industry. Other board 
members have backgrounds 
in civil society, international 
development, human rights 
and academia. The board, 

like the organisation, its work 
and basic principles, brings 
together a range of talents 
and interests to deal with the 
fundamentals of a problem 
that, for a time, was central to 
the worst kind of tragedy ever 
seen.

DDI is an example of what can 
be done when governments, 
civil society and business work 
together to address complex 
and seemingly intractable 
issues. It is puts meat on 
the bones of the last, but 
not least, of the Sustainable 
Development Goals: key 
partnerships to achieve the 
other essential goals dealing 
with health, education, 
environment and poverty.

Rory More O’Ferrall is 
a founder director and 
Honorary Vice Chairman of 
the Diamond Development 
Initiative. He served for 36 
years in the international 
diamond industry and was 
Director External Affairs 
for the De Beers Group of 
Companies.

This article was first published 
on the website of the Royal 
Society for the encouragement 
of Arts, Manufactures and 
Commerce (RSA). www.
thersa.org
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In reaction to the 
overwhelming demand 
by international 
jewellery retailers for 

“cash and carry” presence 
at global jewellery shows, 
Reed Exhibitions, owner of 
JCK, LUXURY, and Jewelers 
International Showcase (JIS), 
announced the launch of 
a new jewellery event, JIS 
Exchange that will be held 
June 3-5, 2016, at the newly 
renovated Tropicana Las 
Vegas Resort and Casino. 
The JIS brand bows on 
an established heritage in 
the cash & carry business, 

with more than 36 years of 
experience. 

JIS Industry Vice President, 
Jordan Tuchband, said: “The 
JIS brand name has been well 
recognized in the jewellery 
industry as the pioneer and 
leader of the ‘cash & carry’ 
format. The JIS Exchange, 
in partnership with JCK, 
will bring that expertise to 
Las Vegas Jewelry Week 
to provide an outlet for 
the growing demand for 
this type of jewellery trade 
show format [and[…will 
exclusively cater to those 
manufacturers and retailers 

who are looking to take 
advantage of the convenience 
and inventory flexibility 
that the JIS Exchange will 
provide.” 

JIS Exchange will feature 
many immediate delivery-
focused exhibitors that were 
previously located in JCK’s 
2015 Exchange pavilion. Katie 
Dominesey, Industry Vice 
President for JCK remarked 
that “…it was time to give 
our Exchange exhibitors and 
attendees their own space 
to grow and do business, 
and the dedicated resources 
behind it to bring even more 

buyers and enhance the 
offering during Las Vegas 
Jewelry Week.”

Running concurrently with 
and in close proximity to 
JCK Las Vegas, JIS Exchange 
will run an exclusive shuttle 
service between the two 
shows to  ensure an effortless 
way for retailers to visit 
their favorite suppliers and 
discover new ones at both 
locations. The Tropicana 
Resort, now an official Hilton 
Hotels property, was selected 
due to its new $200 million 
renovation, in close proximity 
to JCK Las Vegas.

Jewelers International Showcase 
(JIS) and JCK Las Vegas 

launch a new cash & carry show during LV Jewelry Week
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INTERVIEW

How should 
multi-branded 
retailers 
incorporate and 

deploy third party co-op 
materials, which may not be 
altered other than placement 
of the jeweler’s logo, without 
diluting the retailer’s own 
brand?
Let’s start by clarifying one 
thing: The only way you 
can dilute your brand is 
by offering poor customer 
service. If your sales people 
aren’t taught that it doesn’t 
matter what a person wears 
when they enter 
your store, and 
potential 
customers are 
treated with 
varying levels 
of respect based 
on their attire, 
your brand is 
already more 
watered down than 
Anita Ekberg in the 
Fontana di Trevi.

How salespeople treat 
customers when they walk 
through the front door is a 
subject very near and dear 
to me --it’s the secret to my 
success as one of the top 
earners at Tourneau Atlanta 

many years ago.

The man wearing 
sweatpants, ignored 
by everyone in the 

store but me, 
bought a 

rose gold 

Breitling Bentley 
from me at full price. 
And the customer 
who called looking 
for an $895 Movado 
would later allow 
me to curate his 
entire watch collection. 
After a year of giving him 
personal service, he had a 
very respectable collection of 
fine timepieces valued at over 
$400,000.

So I start my response to 
you, dear Curious, with 
reinforcing the need to ensure 
everyone on your staff treats 
every single person that walks 

through your doors 
like royalty. It’s how 
people are treated 
that determines the 
story told about 
your store. Those 
stories are what 
builds brands--not 

what products you 
carry. If your closest 

competitor carries some of 

the same brands you do, how 
does a customer decide where 
she shops? The answer to this 
is usually defined by what 
that customer learns about 
your store before walking 
through your front door.

Now, bear with me as I 
answer your question 
by reminiscing on how I 
contributed 12 percent of 
Tourneau Atlanta’s 2004 
sales. (Because, ultimately, 
I’m guessing the real reason 
behind your asking this 
question is to figure out how 
your store can make more 
money.) I became successful 
at Tourneau by positioning 
myself to my customers as 
a trusted advisor. I made 
it my business to know 
everything about every brand 

The only way you can dilute 
your brand is by offering 
poor customer service.
By Lilian M. Raji

This article appeared as a column on September 8, 2015 on National Jeweler’s 
website and was reprinted with the express permission of both the author and 
National Jeweler, Editor in Chief, Michelle Graff. A renowned public relations 
professional, Lilian Raji often addresses jewelers’ questions about public 
relations and marketing. In the below article, she answered an inquiry from a 
retailer in Colorado, who wished to remain anonymous, on how to use third-
party co-op materials without diluting one’s own brand.
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we carried. Thus when I 
made recommendations to 
customers, they knew I did 
so with an understanding of 
how a particular brand fit 
their personal aesthetic.

Whenever manufacturers 
sent us catalogs and other 
materials, I quickly hoarded 
them from my other sales 
associates to make sure I 
had enough for my own 
customers. Now, before you 
tsk tsk me, take note that we 
all did this. It’s just part of 
the job when working in an 
all-commission environment. 
Those materials became the 
equivalent of having a carton 
of cigarettes in prison--
when you need a favor from 
another salesperson, a catalog 
was your bartering tool.

Moving on … When the 
catalogs came in, I’d go 
through my trusty notebook 
and see which of my 
customers has asked for 
a particular type, style or 
brand of watch. If the current 
catalog fit what a customer 
was looking for, I’d staple 
my business card, which 
displayed the Tourneau logo, 
onto the cover. I slipped 
my Tourneau-logo-ed 
business card as bookmark 

into the pages showing my 
recommendations and wrote 
a quick note on Tourneau 
stationary explaining why I 
was suggesting these watches. 
The note and catalog would 
be placed in a folder with a 
Tourneau logo and mailed in 
a large envelope, which also 
displayed a Tourneau logo.  

Pop quiz: What company 
was I working for at the 
time? If you said Tourneau, 
by George, you’re paying 
attention!  When my 
customers received the 
package, they didn’t wonder 
if they should call Mayors 
or Ben Bridge to get more 
information about my 
recommended watches. They 
called Tourneau and, more 
specifically, they called me. 
And although I left Tourneau 
at the end of December 
2004, those same customers 
continued to call Tourneau 
for watches because I passed 
my trusty notebook on to a 
salesperson I knew would 
take good care of them. 
Which brings us back to my 
earlier point: properly train 
your sales team and nothing 
will dilute your brand.

I’m going to assume your 
follow-up question is, what 

do I do when I have a mailing 
list of potential customers 
who have yet to experience 
the A-1 service of my sales 
team? Second pop quiz: Why 
did you answer Tourneau in 

the last pop quiz? Here’s a 
hint: How many items with 
the Tourneau logo did I 
include in my 
package to 

Lilian M. Raji

"The man wearing sweatpants, ignored by 
everyone in the store but me, bought a rose 
gold Breitling Bentley from me at full price. 
And the customer who called looking for an 
$895 Movado would later allow me to curate 
his entire watch collection. After a year of 
giving him personal service, he had a very 
respectable collection of fine timepieces 
valued at over $400,000."
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customers? And don’t forget-
-I didn’t stamp the catalogs 
with a Tourneau logo. I 
stapled my business card to 
them.

For the customer receiving 
my package, the first thing 
he sees is the Tourneau logo. 
When he’s perusing through 
the catalog, he’s going first 
to the pages I bookmarked 
with my Tourneau logo-ed 
business card.  He may be 
looking through an IWC 
catalog, but he’s doing so 
subconsciously thinking 
Tourneau. And, thanks to my 
business card, he’s thinking 
of me, the trusted advisor 
that works at Tourneau, as 
the person who sent him the 
catalog.

Never allow materials to leave 
your store without a business 
card attached. Encourage 
your sales team to staple a 
card to the front cover of 
every catalog. The more 
ambitious types like myself 
should also drop one or two 
extra cards in between catalog 
pages.  

I know this can seem 
like extra work, but trust 
me when I say potential 
customers are more likely to 
pick up the phone and call 
when they have a person 
to speak to rather than 
randomly calling a store to 
get information. Personal 
service is the hallmark for any 
successful sales transaction. 
That personal service should 
start with your very first 
contact with a customer.

Now, when it comes to co-op 
advertising vs. collateral 
materials, there’s really not 
much alteration you can do 
in designing the advertising 
campaign beyond what the 
vendor is willing to pay. And 
as you mention, that’s often 
only including your store 
logo. 

But you should understand: 
a logo (or an ad for that 
matter) has no value unless 
someone is reinforcing 
what that logo means. That 
someone is the salesperson 
who answers the phone after 
a potential customer sees the 
billboard or magazine ad with 
your logo; the salesperson 
whose business card (with 
your logo!) is attached to 
the materials a potential 
customer receives; and the 
salesperson who warmly 
greets that potential customer 
when he or she finally 
walks through your 
front door.

Stop worrying 
about not being 
able to tell your 
complete story 
with an ad paid 
for by a vendor. 
Manufacturers 
only offer co-op 
dollars to sell 
more of their 
products--and 
whether that’s 
with you or with 
your competitor 
down the street is 
all the same to them. 

The manufacturers chose 
you, however, because you’ve 
proven to them that you’re 
the worthier investment.

What does it matter if a 
potential customer comes 
into your store looking for 
the Cartier watch or necklace 
she saw in a Cartier ad with 
your logo? Once she sets foot 
through your doors, she’ll 
see what else your store has 
to offer. 

Advertising, including 
co-op, social media, public 
relations--all of these are just 
marketing tools intended 
to generate leads. It’s what 
your sales team does with 
those leads that keep you in 
business.

Lilian Raji is a strategic 
marketing and public 
relations adviser that helps 
luxury lifestyle brands sell 
more products to luxury 
buyers. Contact her at lilian@
lmrpr.com. Follow her on 
Facebook, Twitter, Instagram 
and Pinterest.
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Mahesh C. Khemlani 
is the next president 
of the Panama 
Diamond Exchange

PDE Board also approves nomination of Ali Pastorini  as PDE’s 
Senior Vice President

The Board of Directors 
of the Panama 
Diamond Exchange 
has elected Mahesh 

C. Khemlani as the next PDE 
President. Mr. Khemlani, has 
an extensive background in 
business and government, 
including a term as Vice 
Minister of Finance of the 
Republic of Panama.

The PDE Board also 
approved the appointment 
of Ali Pastorini, Director 
of Marketing of the World 
Jewelry Hub, as Senior Vice 
President of the Panama 
Diamond Exchange.

Mr. Khemlani joins the PDE 
from Grupo VerdeAzul, a 
private investment firm in 
Panama, where he is currently 
Chief Investment Officer. 
Before joining VerdeAzul, 
Mr. Khemlani spent six years 
at the Ministry of Economy 
& Finance of Panama, most 
recently as Vice Minister of 
Finance. At the Ministry, he 
successfully led the efforts 
to establish the country’s 
sovereign wealth fund and 
coordinated the high-level 
team responsible for obtaining 
the Investment Grade Credit 
Rating for the country. 
During his time in public 

administration he won many 
accolades, including Public 
Servant of the Year for 2012 
by the Panama Chamber of 
Capital Markets (CAPAMEC), 
and by the Association of Stock 
Exchanges of Central America 
and the Caribbean (BOLCEN). 

Before government, Mr. 
Khemlani was Vice President 
of Finance and Business 
Development at Optynex 
Telecom, a local exchange 
carrier serving the Panama 
Market. Prior to this role, Mr. 
Khemlani was a member of 
the Technology Investment 
Banking Group at CIBC World 
Markets (formerly known as 
Oppenheimer & Co.) and a 
financial analyst at Standard & 
Poor’s Portfolio Management 
Data Group.

Mr. Khemlani graduated 
with degrees in Finance and 
International Business from 
Ithaca College, and a Masters 
in Business Administration 
from Universidad Adolfo 
Ibáñez in Chile. Mr. Khemlani 
also completed a Masters 
in Public Administration 
from the Kennedy School 
of Government at Harvard 
University, where he was an 
Edward S. Mason Fellow. 

“We are truly fortunate to have 

an individual of the caliber 
of Mahesh, with his wealth of 
experience, knowledge, insight, 
ability and acumen, leading the 
Panama Diamond Exchange 
to the next level and beyond,” 
said PDE Founding Chairman 
Eli Izhakoff, who presented Mr. 
Khemlani´s nomination before 
the Board. 

Mr. Khemlani thanked Mr. 
Izhakoff and the PDE Board 
for their vote of confidence 
and expressed his enthusiasm 
for the challenges ahead. 

“Our objective is to create a 
world-class organization that 
will power the development 
of the gemstone and jewelry 
business in our region, and 
simultaneously expand the 
commercial relationship 
between Latin American and 
the world. At this stage, our 
focus will be on increasing 
membership and attracting 
regional buyers. I firmly believe 
that we have the facilities, 
professional personnel and 
strategic vision to make that all 
happen.”

Mahesh Khemlani (second from left), PDE’s new president, during the 
inauguration ceremony on the Panama Diamond Exchange’s trading 
floor. He is joined (from left) by Ali Pastorini, PDE’s new Senior Vice 
President; Eli Izhakoff, Founding Chairman; Joseph Kuzi, Executive Vice 
President; and Judy Meana, Vice President

By Manesh C. Khemlani Manesh C. Khemlani
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Many years ago, 
when I was ‘on 
the road’, selling 
loose diamonds to 

some of the finest retail stores in 
the US, I came to the realisation 
that it did not matter how well 
designed the store was or how 
well lit the showcases were — if 
the sales staff didn’t understand 
what they were selling, they 
couldn’t do it with confidence.

So, together with a work 
colleague who was not only 
particularly persuasive but a 

natural-born showman, we 
devised sales training seminars 
aimed at educating and 
motivating staff.  Sales of our 
diamonds grew. At the time, we 
were quite revolutionary in our 
approach. Today it’s a given that 
brands train staff to sell their 
product. So why am I telling you 
this? Because our introduction 
was to emphasise how rare 
diamonds are, to talk of their 
history and romantic powers.

Today I look back and ask 
myself, how I could call a 

By Ayala Joseph

That is what we should sell.

Diamond tell a woman 
she’s worth it
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A diamond has no function other than 
to say ‘I’ve stretched myself and thrown 
away common sense, because you’re 
worth it!’

A diamond has no function 
other than to say ‘I’ve 
stretched myself and thrown 
away common sense, 
because you’re worth it!’

" 
" 
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diamond rare? There are 
hundreds of thousands of 
jewellery stores worldwide. 
In every mall, there are a 
few stores exhibiting tens, 
sometimes hundreds, of 
diamond jewellery items in 
the window, often with slashed 
prices, aimed at catching the 
consumer’s eye.

We have a confused and 
saturated jewellery market 
with a proliferation of brands 
and wannabe brands — in 
house labels and signature 
lines.

Do consumers think diamonds 
are rare? No. A bottle of 1787 
Chateau Lafite is rare. Truffles 
are rare (when was the last 
time you saw one in your 
local supermarket?). A Louis 
Vuitton Tribute Patchwork bag 
is rare. Spin Jeans by Damien 
Hirst are rare. You get my 
drift, don’t you?

So again, do the consumers 
think diamonds are really 
rare? No. The quicker we 
understand this, the faster 
the market for diamonds will 
recover.

Then why do women still 
love diamonds? Why has the 
slogan ‘A Diamond is Forever’ 
captured the hearts and wallets 
of millions? We know they are 
so not rare. So what is it?

The answer lies in the fact 
that they have no function 
whatsoever other than to 
prove a man’s love or a 
woman’s worth. It really is 
that simple. Men are experts 
at buying things they enjoy. 
Watch him buy a car, a new 
fridge, a new pair of sunglasses 
and you will see a man who 
has researched the market 
thoroughly in order to get 
exactly what he wants at the 
best price.

Ask him to buy a diamond, 
and he has difficulty. Why? 
Because it doesn’t get him 
from A to B, it doesn’t keep 
food cold, it doesn’t keep the 
sun’s glare out of his eyes. 
A diamond has no function 
other than to say ‘I’ve 
stretched myself and thrown 
away common sense, because 
you’re worth it!’

Move away from men a 
moment and let’s look at the 

female self-purchasers. Why 
do they buy diamonds for 
themselves? Well, because 
they can. Because Diamonds 
are reassuringly expensive, 
because they’re saying, “I’m 
independent and I’m worth it”. 
In this case, design is key. The 
solitaire studs, solitaire ring 
or three-stone pendant isn’t 
going to cut it. These women 
are all about self-expression. 
They wear jewellery as 
an extension of self, an 
affirmation of who they are.

Now let’s look at the ‘new 
money’ purchasers. They’re 
buying because they probably 
haven’t inherited any jewellery. 
Brand is key to them. It’s all 
about saying, “I’ve Made 
It”. You won’t find this 
consumer ogling at 
the cut priced items in 
Zales. They’re in Graff. But 
you know what? They have 
no heritage. Maybe we 
should start selling them 
heritage! Something a 
mother can pass down 
to her daughter.

And the marketing 
initiative list goes 
on and on. Once the 

old-school family-owned 
manufacturers of the world 
can ask themselves, “Why 
should anyone want to buy a 
diamond?” they are halfway to 
reaching their intended target 
consumer.

We live in a world of fast 
fashion and intrabrands. 
Things are in one year and 
then out the next. Truffles get 
eaten, wine eventually gets 
drunk, handbags wear and 
tear, jeans start to fade. But 
diamonds ARE forever. If we 
start making the consumer 
see that, we can collectively 
breathe life back into our 

fading industry.

Ayalla Joseph is a diamond dealer and jewellery designer, who was born in London and is now based in Israel. As 
a fourth generation jeweller, she studied at the GIA in Santa Monica, became the youngest member of The London 
Diamond Bourse in 1989 and went on to establish a diverse career in international diamond sales and marketing. Ayalla 
has devised and conducted sales training seminars for leading US-based retail chains and has worked on behalf of 
the De Beers Diamond Trading Company (DTC) on their Supplier of Choice seminars, training DTC Sightholders at the 
executive level. She has an extensive understanding of the diamond industry; the culture and concerns of suppliers 
and her years in the US equipped her to address the requirements of jewellery retail chains and appreciate consumer 
preferences.

With thanks to Ayalla Joseph and Gemkonnect for their permission to reprint this article, which appeared on the 
GemKonnect.wordpress.com in mid-October.

About Ayalla Joseph
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There is nothing 
worse as a 
customer than 
asking a question 

and getting a blank stare. I 
have no issue whatsoever 
if a salesperson has to go 
find some information for 
me and get back to me, but 
there’s something downright 
irritating and, I might add, 
wholly transparent when a 
sales person tries to fake it.

I was in a leather goods store 
in my local mall a few weeks 
ago and I was looking for a 
backpack. As I examined the 
less than impressive sample, I 
asked the salesperson, almost 
instinctively, what the store’s 
warranty was on the backpack. 
Her hesitation was enough to 
convince me that she either 
didn’t know or there was no 
warranty at all. I was even less 
impressed when she fumbled 
and stumbled over a less than 
convincing, “We stand behind 
our products,” as if it had just 
occurred to her that there had 
to be a better answer than 
what she had given me. 

There were two things I was 
convinced of after our brief 
exchange: They didn’t have 
any kind of warranty that 
would satisfy me and whatever 
sales training the store 
provided for the salespeople 
was sadly lacking. There may 
be occasions when you can 
“fake it ‘til you make it” but 
this was probably not the time 

to do it. The salesperson (and 
I use that word loosely in that 
particular instance) should 
have known the answer to that 
simple question or replied, 
“Great question, I just started 
and I don’t know the answer 
to that very good question. 
Give me a moment and I’ll 
find out for you.”

There are two distinct types 
of product information that 
are essential for the retail sales 
professionals: the basics and 
the emotive. The basics, as 
implied, is a good working 
knowledge of the products 

and/or services offered by the 
business. It does not have to 
be a deep and comprehensive 
understanding of every 
nuance and every modicum 
of minutiae that anyone 
could ever ask about a given 
product. It should, however, 
be a solid understanding of 
the main elements of your 
store’s products and services. 

In the jewelry business, where 
I have spent the majority 
of my career, there is ample 
evidence that not only are the 
“deep-dive, minutiae folks” 
not very good at selling stuff, 

but there is actually an inverse 
relationship between those 
salespeople who are most 
qualified, from a product-
knowledge standpoint, and 
stellar sales performance. The 
premium placed on product 
knowledge all too often 
subverts the need to keep it as 
simple as possible so that the 
salespeople can focus on really 
engaging the customers.

Frank Cespedes, a senior 
lecturer at the Harvard 
Business School wrote in 
his book, Aligning Strategy 
and Sales. “The first task of 

When salespeople
know just enough
By Peter Smith
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training is to build relevant 
competence.” Relevant is 
the operative word in that 
statement and that’s where 
many weaker sales people fall 
short. They believe that more 
information, more details and 
more product specifications 
increases the prospect’s 
likelihood to make a purchase. 
Not only is that expectation 
patently false, but such 
product information overload 
has virtually no consistent 
correlation to sales success. 

A wing and a prayer is not a 
good strategy for customer 
engagement. There is perhaps 
no quicker way to alienate 
a prospect then by bluffing 
your way through his or 
her questions about a given 
product. You must know the 
fundamentals of the products 
your store carries before 
you can hope to move on to 
the stuff that really matters, 
emotional engagement. That 
said, practicing your open-
ended questions, your ability 
to overcome objections and 
your closing techniques is 
every bit as important. 

The second aspect of product 
knowledge is very personal 
and very effective. Great 
salespeople make a habit of 
falling in love with certain 
products in their stores and 
they then use those products 
as reference points to anchor 
their conversations with 
customers. The product in 
question would typically 
include a range of styling 
and price points so that the 

products can easily be called 
upon at the appropriate time. 

A word to the wise: Be careful 
when selecting products for 
your reference points so that 
they do not represent too 
narrow a style or aesthetic 
orientation. If your own taste 
is too specific, it may not align 
with a broad enough base of 
customers to ensure good 
business. 

Select a range of styles and 
price points and familiarize 
yourself with as many 
details as you need on those 
specific pieces to be able to 
competently and confidently 
talk about them. Although 
you may actually sell some 
of these pieces from time to 
time, the more important 
learning being satisfied here 
is that the selected products 
become valuable tools in your 
discovery process with your 
customers. They become, in 
the best-case scenario, a part 
of the narrative to uncover 
customer needs.

Do not beat up your customer 
with infinite and irrelevant 
product details, and do not 
use the pre-selected items to 
product-dump, an unusually 
irksome and wholly ineffective 
way to engage a customer. 
Use the elected products to 
demonstrate your passion and 
your pride in what you do 
and with whom you do it for. 
Use them as a genuine way to 
communicate the quality and 
value of your product and the 
customer experience. Use the 

products as a way to show that 
you too are a customer and 
you yourself would love to 
own the products in question.

That kind of connection is 
very powerful, as it is as much 
about what is communicated 
through your body language 
and your unspoken words as 
much as it is about what you 
say. Leonard Mlodinow wrote 
in Subliminal, How Your 
Unconscious Mind Rules Your 
Behavior: “Language is handy, 
but we humans have social 
and emotional connections 
that transcend words, 
and are communicated--
and understood--without 
conscious thought.” That 
kind of emotive transference 
is more powerful than any 
product details you might 
have spoken. It says, “I believe 
in this product, I would want 
to own this myself.”

Product information is not 
a weapon to be sharpened 
every day so that unsuspecting 
customers can be slayed at 
will by your great intellect 

and unbounding knowledge. 
Take the time to understand 
what your store’s products 
and services are. Embrace 
every opportunity to fully 
explore the different product 
categories and try to uncover 
interesting details and 
nuances that you can use as 
appropriate. Understand the 
important features and take 
the time to note how those 
features might benefit your 
customers. 

Do not, however, make the 
mistake of thinking that 
the spoils go to those who 
know the most. They don’t, 
and it rarely ever has. Great 
salespeople know their 
products just well enough 
to use that information as a 
catalyst to emotively connect 
to their customers. That is 
a fundamentally different 
approach than being the 
smartest person in the store 
who just doesn’t sell that 
much and who, if we’re 
being very honest, frequently 
bores the customers into our 
competitors’ stores.

About Peter Smith
Peter Smith, the author of Hiring Squirrels: 12 Essential Interview 
Questions to Uncover Great Retail Sales Talent (available in 
print and for Kindle on Amazon), has spent more than 30 years 
building sales teams at retail and at wholesale. He is president 
of Vibhor Gems and he has previously worked with companies 
such as Tiffany & Co., Montblanc and Hearts On Fire. Email him 
at peter@vibhorgems.com, dublinsmith@yahoo.com or reach him 
on LinkedIn. This article appeared first on September 8, 2015, on 
the website of National Jeweler and was reprinted with the express 
permission of the author and National Jeweler’s Editor-Chief, 
Michelle Graff.
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Earlier this year, 
the Geneva-based 
Organization 
of International 

Standards released a new 
standard: ISO 18323 Jewellery 
-- Consumer confidence 
in the diamond industry. 
This in itself is an unusual 
event for our trade.  Since 
the mid-1990s, when the 
diamond industry and 
trade failed miserably in 
in efforts to establish an 
ISO standard for diamond 
grading, no ISO standards 
pertaining to diamonds have 
been established.  However, 
this does not mean that the 
industry has been sitting 
on its hands, as in practice, 
standards were needed and 
developed. In the below 
article, the circumstances and 
conditions under which ISO 
18323 was born, are laid out. 

Some seven years ago, a 
group of diamond trade 
organisations, diamond 
producers, traders and 
gemmological experts got 
together in Antwerp to 
create a standard set of 
diamond nomenclature and 
terminology, aimed at the 
members of the trade and the 
general public – the consumer 
- to avoid any ambiguity in 
understanding the differences 
between natural diamonds 
and synthetic diamonds. 

The founding meeting was 
organised by the De Beers 
company, a leading rough 

producer. Consequently, a 
number of follow-up meetings 
were held and it was decided 
to form a panel of experts to 
bring the project to fruition. 

This process started about 
three years ago, with a 
working group formed and 
DIN, the German Institute for 
Standardization  http://www.
din.de/en  appointed to act 
as a secretariat to guide the 
process.

Harry Levy, a long-time 
serving officer of International 
Diamond Council (IDC) www.
internationaldiamondcouncil.
org , and a former president 
of the Diamond Commission 
of CIBJO, the World Jewellery 
Confederation www.cibjo.org, 
was asked to chair the working 
group

The guidelines given 
through CEN, the 
European Commiteee for 
Standardization (https://www.
cen.eu/Pages/default.aspx ) 
were to produce a European 
Standard that would be  
suitable for consumers as well 
as for the trade. Harry Levy 
gathered his team members 
from the CIBJO Diamond 
Commission and the IDC 
and also engaged a number of 
renowned experts working in 
gemmological laboratories, as 
well as a few other experts in 
the field. Without exception, 
they were all familiar with 
how the diamond trade 
operates at different levels of 

By Ya’akov Almor 

Harry Levy
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the distribution chain.  The 
process was given the blessing 
from CIBJO, IDC, a choice 
of gemmological laboratories 
and the diamond producers 
involved.

Ultimately progress was 
made and, after a period 
of less than three years, 
following regular meetings 
in several European centres 
such as Paris, Berlin, Brussels 
and Antwerp a final draft 
standard was agreed upon.  
The final draft consequently 
distributed by DIN to all 
the countries involved, for 
a vote of approval. And so 
it came about that without 
in relatively short period, 
a European Standard for 
diamond nomenclature and 
terminology was made a 

reality. 

However, with the final draft a 
consensus, CEN than decided 
that the document produced 
was also suitable to serve as 
an international standard and 
not merely as just a European 
one.  In short, again in a 
relatively short time frame, 
the document was released in 
mid-2015 as an ISO Standard. 
This has met with universal 
approval.

The Communication Group 
plc, a company retained by 
De Beers, had been requested 
to guide the process from a 
communications perspective. 
This was funded by DeBeers, 
Rio Tinto Diamonds and 
BHP Billiton Diamonds (now 
Dominion Diamonds). On the 

other hand, the members of 
the working group gave their 
time for free and also covered 
their own travel expenses. The 
project was strongly supported 
by CIBJO and its president Dr. 
Gaetano Cavalieri who has for 
many years advocated a joint 
policy by CIBJO and IDC on 
diamond nomenclature and 
terminology.

Unfortunately, the diamond 
industry has no fond 
memories of its earlier 
dealings with ISO. In the mid-
1990s, the industry miscarried 
miserably in finalizing and 
guiding through an ISO 
standard for the grading of 
diamonds.  This is seen by 
many as a giant failure, a 
feeling that is only exacerbated 
by the recent diamond grading 
scandals, as the existence of 
an international diamond 
grading standard would have 
helped in preventing such 
events.  

In contrast, the fast-track 
along which ISO 18323 was 
achieved is the result of the 
decades of work done by 
CIBJO and IDC in diamond 
nomenclature.  Lacking 
international standards, 
both the diamond and 
jewellery industry filled the 
void by developing their 
own.  In many instances, 
CIBJO’s Diamond Book 
and IDC’s IDC Rules, two 

comprehensive bodies of 
diamond nomenclature, 
have served as the accepted 
standards in national and 
international legal disputes. 

Fortunately for CEN, most of 
the working group members 
had worked on these projects 
for many years. It therefore 
comes as no surprise that the 
is an almost compete overlap 
between the content of the 
ISO standard 18323, the IDC 
rules and the CIBJO Diamond 
Book. As such, ISO standard 
18323 was clearly built 
standing on the shoulders of 
giants! 

It is also there that very special 
thanks are due to the panel 
members, some of whom 
have been charting the waters 
of diamond nomenclature 
for more than 40 years. 
They are Harry Levy, Dieter 
Hahn, Gerard Grospiron, 
Rudolf Biehler, Elfriede 
Schwarzer, Yves Kerremans, 
Héja Garcia-Guillermanet, 
Laurent Duizend, Edwige 
Soton, Jeanette Fiedler, Thilo 
Brückner and Jean-Pierre 
Chalain, Peter de Jong and 
Jack Ogden.  Our apologies to 
those who contributed and are 
not named here.

In closing thanks are due to 
Karl Wenzelewski and his 
team at DIN for guiding the 
process.
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It’s been a couple of 
weeks since you came 
back from the show. You 
have completed your 

after-the-show tasks. You’ve 
priced your new goods and 
displayed them in their own 
feature showcase. You had 
a private showing for your 
best customers. Pictures 
from your trip are uploaded 
to your website and posted 
on your social media page. If 
you have your own blog, your 
travel story and new items 
are already mentioned 
and 

promoted. So what is left? Is 
that all there is to do? Not 
at all, here is one more very 
important task.

Pull out all of the business 
cards you collected at the 
show. Hopefully you made 
notes on why you kept them 
and what that person or 
company has to offer. Sort 
them into three piles. The 
first pile contains things really 
interest you and you want 
to start on immediately. The 
second stack is for things that 
you may want to think about 
in the near future. The third 

stack is the “why do I have 
this card?” stack.

Send a detailed e-mail 
to everyone in your 
first stack. Outline 
your interest in their 
product or service 

and request further 
information. They 

just met thousands of 
buyers and probably need 

a bit of help to know who 

you are so if you can, try to 
include something about 
your interaction with them 
to help them remember you. 
This could be the start of a 
good long term relationship 
so put some effort into these 
contacts.

The second stack can have 
a boiler plate message. You 
just want to establish a basic 
contact. It can be something 
as simple as “Hi, this is Dave 
from XYZ corp. I have a 
jewellery store located in 
ABC city. It was a pleasure 
to meet you at the show. I 
may be interested in what 
you have to offer in the near 
future so please include me in 
any of your mailings or email 
lists. If you have a catalogue, 
please send it to my address.” 
Just be sure to copy and paste 
each one in an individual 
e-mail rather than just listing 
all the email addresses in one 
message. That is a sure way to 
end up in their spam filter.

The third stack can be 
handled a few different ways. 
If you know you took a card 
just to be polite, dispose of it 
now. If you are unsure why 
you took the card, you send a 
quick email asking for more 
information. It might be 
something you really want 
but it totally slipped your 
mind.  If they have a web 
address on the card, look it 
up. It may remind you of why 
you have their card.

Communicating with your 
new contacts is important. 
After all, that is one of the 
reasons you went to the show 
so don’t forget this important 
task.

By Dave Siskin

NEWSWORLD
DIAMOND
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Carigem International and 
the Caribbean Gemological 
Institute. A veteran 
gemologist and jewellery 
expert, he has decades 
of experience in jewellery 
retailing. He published this 
article earlier on the Jewellery 
Net Asia blogsite
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Internatıonal watch and jewelry 
guild (IWJG) show

RJO Buying Show

IIJS Sıgnature

Centurıon Show

AGTA GemFaır Tucson

JCK Tuscon

IIJS Sıgnature

Bangkok Gems & Jewelry Faır

Jewellery & Watch Birmingham

SıbJewellery

Inhorgenta Munich
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Australıan Jewellery Faır - 
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Motherland Defenders Day

SJTA Atlanta Jewelry Show
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10-13

01-05
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13-15
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Internatıonal Watch & Jewelry 
Guıld (IWJG) Show

Hong Kong Internatıonal 
Jewellery Show

Istanbul Jewelry Show 

Amberif

JA New York Show

The Dıamond Show

Europe Jewellery & Gem Faır

Internatıonal Watch & 
Jewelry Guıld (IWJG) Show

BaselWorld

GJIIE

New Russıan Style

Hong Kong Internatıonal 
Dıamond, Gem & Pearl Show

Asia’s Fashion Jewellery & 
Accessories Fair 

AJWEX, Al-Aın Internatıonal 
Jewellery & Watches Exhıbıtıon

MJSA Expo
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02-04

07-10

10-12

13-16

14-16

20-22

Jewelers Internatıonal Showcase 
(JIS)

Junwex

Smart Jewelry Show

AGS Conclave

VıcenzaOro Dubaı

Chına Internatıonal Gold, 
Jewellery & Gem Faır
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The Invitation 
revealing the Cartier 
jewelry world in 
the city of lights 

Paris is a playground where 
thousands of glowing face 
opened from Rue de la Paix to 
the Place Vendôme, and from 
the Concorde to Grand Palais. 
Karen Elson participating 
in this magnificent world 
for one night with magic of 
Cartier jewelers as diamonds 
for kings provides shining 
instantly glances of the 
ones watching with this 
bright white glow Cartier 
diamonds. Fascinating power 
of Cartier diamonds has never 
pronounced as ever as in this 
film. A glimpse thrown into 
the red box is enough for the 
light of the spark; the magic of 
Cartier is pushing us beyond 
the dream.

Heavy and intertwined silver 
wires turn into platinum 
by passing metamorphosis 
in the Cartier workshop in 
13 Rue de la Paix and the 
line itself becomes a pure 
act. Even after almost a 
century of Cartier’s technical 
innovations a very rare 
gemstone seeking continues 
to be a compelling leadership 

quality. Cartier transforms the 
art of the jewelry artist into 
the summary of all desires 
and that combines with 
intuition of excellent technical 
in a privileged dialogue 
established with customers. 
What is the link between 
a row of diamond used as 
bracelet , a crown shining 
with thousands of fires , a 

ceremonial necklace comes 
from the Arabian Nights tales 
and a diamond more than 
thirty-carat hang from natural 
pearl sphere as if it is a magic  
? Unique artisan mastery of 
glance, hand, expertise, and 
being able to handle light and 
transparency, converting the 
relief and depth into highly 
different sets of jewelry.

Diamonds inspire the most enthusiastic dreams while 
they are encouraging the most daring adventures. 
Cartier adds a power that thrills everyone’s character 
and personality with the glittering world offered to 
our lives; “Infinity Flame”. Cartier’s new movie ‘The 
Invitation’ directed by Johan Renck and Karen Cartier 
starred is an exciting and contemporary story that 
reflects all the emotions of the past in the heart of a 
woman wearing diamond on which she dance.

“Invitation” 
to Cartier’s 
Diamond World
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JEWELLERY
EXPORTERS'
ASSOCIATION

Ayhan Güner 
Chairman of Turkish  Jewelry Exporters' Association

Neil Reiff

INSANITY OF THE
DIAMOND INDUSTRY

By Reena Ahluwalia

THE ADVANTAGES OF TURKEY’S
JEWELRY INDUSTRY

DIAMOND,
ART AND BUILDING 

RELATIONSHIPS
FROM THE OUTSIDE IN 

Albert Rabinson

GROWING NUMBER OF HISPANICS
CHANGING U.S. JEWELLERY MARKET

Beth Anderson

“Five social media resolutions
 for 2016”

Alex Popov

“Art encapsulates history, culture 
and preserves value.”

Ernest Bloom

“Last year’s problems won’t go 
away.”
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