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Dear Readers, 

This is the eighth edition of the World 
Diamond Magazine, a publication that is 
a joint effort of the World Diamond Mark 
Foundation, the World Federation of Diamond 
Bourses and the Turkish Jewellery Exporters’ 
Association. Since we published the first 
issue in September 2014, the WDMagazine’s 
print run has grown to 7,000 copies which 
are distributed at industry events, major 
international trade shows and by direct 
mailing. Of course, if you have not yet seen a 
printed copy, all issues can be read online at 
http://www.worlddiamondmark.org/world-
diamond-magazine. 

In this issue, many of the authors are talking 
about the need to tell diamond stories, 
to connect between human emotions 
and diamonds. On the cover, you’ll find 
illustrations that link to an emotional 
experience, as told in the Museum of Named 
Diamonds (MoND), the first (online) 
organisation to partner with the The Facets of 
Mankind – World Diamond Museum. We are 
excited to have MoND on board and thank 
MoND’s founder Jacques Voorhees for sharing 
his own story on how he became hooked on 
diamonds (See page 48)! 

Just a few months after informing you about 
the establishment of the The Facets of Mankind 
– World Diamond Museum (WDMuseum), 
we are proud to announce the appointment of 
Noga Raved as the WDMuseum’s coordinator. 
More  about it in this issue! 

The establishment of The Facets of 
Mankind – World Diamond Museum, www.
thefacetsofmankind.org, is a not only unique, 
it is also a product of these times. Who would 
have it thought possible to create a virtual 

museum that seeks not only to encompass 
known collections, but also those individual 
items and collections that have never before 
been seen or shown to the public at large? 

In an interview conducted by Rough & 
Polished, which is printed in this magazine 
on pages 24-25, WDM Chairman Alex Popov 
says that: “The concept of this museum is to 
show all the rough and polished diamonds and 
jewellery pieces, which in some way influenced 
the fate of people and even countries, and 
continue to excite the public to this day. Of 
course, it is impossible to show everything at 
once in one place, and so we are working in 
parallel on a grand multimedia installation and 
a traveling exhibition, which, in addition to the 
interactive part, will also include ‘live’ exhibits 
- from 50 to 150 items, depending on the place 
of display, timing and availability of collections 
in the hosting museums.”

Of course, we should not lose sight of the other, 
very high added value the WDMuseum brings 
- and indeed its main purpose: to enthuse 
the consumer for diamonds and diamonds 
jewellery.  We are working day and night to 
enthuse retail jewellers for our work, which 
focusses on creating and giving them the 
marketing tools they need to sell diamonds and 
diamond jewellery more successfully and with 
higher margins. This magazine offers a great 
deal of content aimed at achieving that goal. 
It was written by some of the best experts in 
our industry and we thank each and every one 
of the authors published in this issue for their 
work and contributions!

We’d love to hear from you and get your 
feedback – in the meantime, enjoy the read!
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Can Turkey become the centre
of the global jewellery industry?
The latest wave of tax reforms, legal adjustments,
the launch of the diamond bourse, the disbanding 
of the KKDF and Eximbank’s export insurance
system all caused the world diamond industry
to focus on Turkey. Many companies, such
as Kaloti, Graziela, HRD Antwerp, Marco
Bicego and industry giants are expected
to follow this trend. With all the new
developments in the world diamond
industry, can Turkey become the
new centre of the global jewellery
industry?

by Remzi Çelen
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The Turkish 
jewellery 
sector 
has seen 

a lot of important 
developments in the 
past few years. With 
nearly 4,000 producers, 
and 30,000 retailers 
creating a job market 
for 300,000 people as well 
as being one of the most 
important gold producers 
and exporters, Turkey is 
preparing for tax reform, legal 
adjustments, the launch of the 
diamond bourse right after 
the gold bourse’s launch. The 
disbanding of the KKDF and 
Eximbank insurance system 
are also considered to be 
important developments for 
the industry. 

One of the important names 
behind all these developments 
is Jewellery Exporters’ 
Association President Ayhan 
Güner. Serving his second 
term as president, Güner 
has worked hard in order to 
overcome the difficulties in 
the sector. Güner evaluated 
the process of defining 
problems and creating 
solutions for the sector as 
follows: 

“During 
the 
early 1980s, 
with new legislation in 
place, Turkey started to open 
up to the world and quickly 
became one of the most 
important gold exporters in a 
rapidly growing sector. But as 
time passed, and legislation 
not being brought up to 
date, Turkey became 
unable to use its 
advantages. Now 
this problem 
has been solved. 
With the 
government’s 
reforms, 
Turkey is now 
a candidate 
to become an 
important centre 
for world 

jewellery.

Turkey has 
a huge potential. With 

a population of nearly 80 
million and people’s buying 
habits creating a very large 
gold and jewellery market, 
the country boasts more 
than 1,000 exporters, 4,000 
producers and many large-

scale factories. Turkey 
has a 5,000 years 

old jewellery 
culture. It 
is one of 
the world’s 
biggest gold 
producers 
and 
exporters. 
But it is also 

true that 
considering 

the potential 

it has Turkey can 
accomplish much 
more than it is 
achieving right now. 

Turkey has advantages 
in many areas. Unable 
to use these advantages 

because of the current 
tax system and law that are 

not compatible with global 
standards, the government has 
moved to make the needed 
adjustments for the Turkish 
jewellery industry.

Zero tax
After long-running 
negotiations, consumption 
tax on precious stone 
imports has been lifted. 
Previously, there was a 
20 percent consumption 
tax on imported precious 
stones. This was a heavy 
tax burden and led to a 
decrease in profitability. This 
was why Turkish producers 
were having a hard time 
competing with the rest of 
the world industry. With the 
latest tax adjustments, the 
tax on transactions within 
the Borsa İstanbul has been 
reduced to zero.

New centre of jewellery 
production 

“With the government’s 
reforms, Turkey is now a 
candidate to become an 
important centre for world 
jewellery.”
Ayhan Güner 
Chairman / Jewellery Exporters’ Association

Turkey boasts more than 1,000 
exporters, 4,000 producers and 

many large-scale factories. Turkey 
has a 5,000 years old jewellery 
culture. It is one of the world’s 

biggest gold producers and 
exporters.
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Think about it. With zero tax 
you can bring your stones 
to Turkey, choose from the 
world’s best stock and get 
your jewellery produced and 
again without tax you can 
export these products. For 
all this you only have to be a 
member of Borsa İstanbul. 

Bourse membership has 
become easier 
Bourse membership has 
become easier. Hundreds of 
companies started benefitting 
from the tax advantage by 
becoming a member of the 
bourse. Seeing the benefits 
of membership, foreign 
companies are moving towards 
the same path by forming 
partnerships and buying 
companies as well as forming 
brand new ones. Many foreign 
companies have already 
done this. It is also a topic of 
discussion in the jewellery 
community that sector giants 
like Gitanjali are on their way 
to Turkey. 

Easier to establish foreign 
companies 
In order to support and 
promote foreign capital, it is 
quite easy and fast to establish 
companies in Turkey for 
foreign investors. You can 
found your company easily 
within few days with the 
current trade law and start your 
activities immediately. There 
are number of international 
companies throughout the 
jewellery centre Nuruosmaniye 
and production centre. And the 
numbers keep going up.  

Actively working Gold and 
Diamond Bourse 

Having a healthy gold 
exchange for a long time, 
Turkey’s diamond exchange 
also became active recently. 
The volumes of transactions 
keep increasing. The bourse 
plays a critical role with 
standardisation of the stone 
quality and processes. 

KKDF tax disbanded 
Until last year, internationally 
loaned imports required a tax 
called KKDF. With a 6 percent 
tax rate abolished, imports 
needed for gold and precious 
stones became much easier. 
This tax has been set at zero in 
recent months. 

Close to the markets 
Turkey is in the middle of 
the world’s most important 
markets. Europe, the Middle 
East, North Africa and the 
Russian markets are only 3-4 
hours away. One of the world’s 
most prestigious airlines, 
Turkish Airlines, flies 
all around the world 
directly. With a new 
airport under 
construction, 
Turkey is a 
candidate for 
becoming the 
top transfer 
point for 
the world’s 
airlines. 

Giant production 
complex; 
Kuyumcukent

Turkey gathers more than 
1,000 producers in one place 
at one of the most important 
production complexes in the 
world Kuyumcukent. From 
gold to precious stones, from 
semi-manufactured products 
to software it is a unique 
complex where you can find 
anything you’re looking for. 
Kuyumcukent has become 
a centre for many foreign 
companies’ activities and is 
constantly developing. 

LBMA certified enormous 
gold refineries 
Turkey has four gold refineries 
that are serving under the 

LBMA certificate, meeting 
international 

standards. The 
gold produced 

in these 
refineries is 

accepted 
at many 
companies, 
banks and 
central 
banks all 

over the 
world. These 

refineries are 
also serving 

European 

and Middle Eastern companies 
making Turkey the centre of 
gold refinery in the region. Fast 
production and delivery 

Companies in Turkey have 
a very flexible and fast 
production system. Easily 
adapted to the newest 
technological developments, 
these abilities are always on 
the way up. You can get your 
order in a very short time with 
the highest quality standards. 
Turkey is also in a position of 
being a supplier for the world’s 
most important chain stores. 

World’s richest jewellery 
mounting stock 

Mounting is the most 
important in-between part 
in the diamond jewellery 
category. In this respect, 
Turkey holds the richest stock 
for mounting. When you come 
to Turkey you can choose from 
a stock of thousands, aside 
from importing mounting 
you can also buy finished 
products after, polishing and 
certification processes with the 
highest quality standards. 

With the state’s strategy for promoting 
exports, one of the steps was 

Eximbank export insurance. By 
meeting the required criteria, export 
companies’ export costs are under 
state guarantee up to 90 percent. 
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Increasing designer 
awareness
Turkey’s designer awareness 
has improved a great deal, 
especially with the support 
of the Jewellery Exporters’ 
Association. The number 
of universities focusing on 
these areas is on the rise. 
Contestants from Ajur 
Jewellery Designing Contest 
are studying abroad at design 
schools. And every year 
thousands of new jewellery 
models are appearing. 

Building bridges with 
international cooperation 
There has been increasing 
integration of jewellery 
industry institutions with 
their counterparts around 
the world and this is an 
important development. The 
leading institution in the 
sector, the Jewellery Exporters’ 
Association, accomplished 
important cooperation 
projects with Israel and 
Belgium. Relationships with 
the ASEAN +6 countries 
also developed. Delegations 
are working on further 
cooperation projects. 

İstanbul Jewellery Show is 
growing
Held in October and March, 
the Istanbul Jewellery Show 

has become an important 
event on the global jewellery 
industry calendar. While many 
shows saw dramatic falls in 
the numbers of visitors, the 
Istanbul Jewellery Show has 
been increasing. 

Free accommodation for 
show visitors 
The Jewellery Exporters’ 
Association welcomes visitors 
from around the world for 
free during the show. Every 
year this number and quality 
increases. The Association 
is behind the increase in 
visitor numbers which has 
had a huge role in the show’s 
development.  

Positive developments in 
foreign policy 
With the problems in the 
Middle East, Turkey been 
through a series of problems 
with its partners Russia and 
Israel. But with steps taken 
by both sides, relationships 
Russia and Israel have 
been normalised. Many 
relationships with other 
countries, including Egypt, are 
also developing.  

In Conclusion
Can Turkey Become the 
Centre of the Global 
Jewellery Industry? 

With all the factors and latest 
developments kept in mind, 
it is accurate to say that 
Turkey is at the centre of the 
debate in the global jewellery 
community. Industry players 
keeping an eye on Turkey’s 
developments, Kaloti, Graziela, 
HRD Antwerp, Marco Bicego, 
and many more have started 
operating in Turkey. De Beers 
is cooperating with Zen 
Diamond under their brand 
Forevermark, while Cartier 
has been cooperating with 
Atasay. Tiffany & Co. has been 
in İstanbul for a long time, 
entering the Turkish market 
with its local partner, and 
Pandora is also developing its 
activities in Turkey. 

But the main action is on the 
B2B side. Many companies 
have already opened buying 
offices in Kuyumcukent. Many 
firms, including Gitanjali, have 
put Turkey at the top of their 
agenda. While some of these 
companies are planning to buy 
or found a factory to be active 
in precious stone cutting, some 
are planning to move their 
supply management centre to 
Istanbul or open a new office 
in the city.  

These developments point to 
the increasingly important 
role of the Turkish jewellery 
industry in the global jewellery 
industry. Can Turkey become 
a centre for jewellery industry? 
Only time will tell!
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The presentations of 
the World Diamond 
Mark (WDM) 
given during 

the biennial 37th World 
Diamond Congress (WDC) 
gave participating officials 
and delegates plenty to talk 
about in the meeting rooms 
and the corridors of the 
three-day event that was 
held in Dubai’s Almas tower, 
the residence of the Dubai 
Multi Commodities Centre 
(DMCC) and the Dubai 
Diamond Exchange. Here, 
it became clear that there is 
across-the board consensus 
in the diamond industry and 
trade that generic diamond 
promotion and advertising 
must become part and parcel 
of the industry’s joint efforts 
and investments. 

During the event’s opening 
session, WDM Chairman 
Alex Popov highlighted the 
past year’s achievements 
and showed examples of 
a very successful social 
media campaign in the 
Asian and North American 
markets, indicating that 
these would be a backbone 

of the WDM’s promotional 
efforts with the emphasis on 
diamond retailers’ benefits 
and participation. While 
calling upon the industry to 
support its own, in-house 
generic promotional efforts, 
he pledged the WDM 
would gladly cooperate and 
coordinate its activities with 
the Diamond Producers 
Association, inviting Jean-
Marc Lieberherr, chief 
executive officer of the DPA, 
to do so. 

On May 15th, the day 
preceding the opening 
of the 37th WDC, WDM 
Programme Director 
Krisztina Kalman-Schueler 
presented the WDM 2017-

2019 business plan to the 
WDMF Board of Directors 
and did so again during of the 
- separate - working sessions 
of the World Federation of 
Diamond Bourses (WFDB) 
and the International 
Diamond Manufacturers 
Association (IDMA). 

During her presentation to 
the IDMA delegates and 
board, newly elected IDMA 
Vice President Philippe 
Roolant said he would gladly 
fill the seat on the WDM 
Board of Directors vacated 
by outgoing IDMA President 
Maxim Shkadov, as he has a 
great interest in helping the 
WDM further its causes, in 
the interest of the industry 

and trade at large. “There 
is no other, industry driven 
initiative of its kind, and 
I am excited to be getting 
involved,” Roolant said.   

Many of the questions asked 
by delegates in the various 
forums, revolved around 
the WDM’s future plans 
and programmes. There 
was consensus that the USA 
consumer market should be 
a focal point. Popov agreed, 
indicating that once the DPA 
had announced its plans and 
campaigns at the JCK Show 
in Las Vegas, the WDM 
would decide upon its own 
trajectory. “We are intent 
on creating initiatives that 
complement one another, and 
not run in parallel. As I said 
during the opening session of 
the congress in Dubai: “One 
plus one is three, and one plus 
one plus one is eleven.” We 
believe that with the WDM 
playing the role of catalyst, 
together we can do great 
things and bring consumer 
desire for diamonds and 
diamond jewellery to new 
heights,” Popov said.  

World Diamond Mark makes its case 
at 37th WDC in Dubai, and strengthens 
across-the-board industry support

Alex Popov during his address to the delegates of the 37th WDC

Jean Marc Lieberherr, CEO of the Diamond Producers’ Association (DPA) addressing the 37th WDC 
Opening Session. Krisztina Kalman-Schueler presenting to the IDMA delegates and board.
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This summer, the flagship publication 
of the South African diamond, gem and 
jewellery industry SAJN recently had 
an opportunity to talk to Ernie Blom, 
President of the World Federation of 
Diamond Bourses (WFDB), about 
his term in office, synthetics and the 
current state of the diamond industry.
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You have been 
president of the 
World Federation 
of Diamond 

Bourses (WFDB) for the 
past four years now and have 
served as president before. 
How has the state of the 
diamond industry changed 
over the years?
I believe the challenges we’re 
facing today are far greater 
than the ones we faced four 
years ago when my current 
term started – bearing in 
mind that this is my third 
term of office. I’ve been 
with the WFDB for almost 
20 years now and one of 
the biggest differences is 
that the world’s become a 
global village and whatever 
happens anywhere is known 
instantaneously. Current 
challenges include the 
synthetics issue, finances and 
profit. Unfortunately, business 
is slower than it was before. 
We survived the 2008/9 
downturn and we came out 
much stronger for it, however, 
I believe the downturn we’re 
facing now is deeper and will 
last longer than the last one.

Over the past few years 

we’ve seen significant 
growth in the synthetic 
diamond market. What’s 
your view of this market?
I don’t see synthetic 
diamonds as a threat. It 
definitely has a niche and 
I welcome it. The biggest 
problem with it is non-
disclosure, which is what 
we’re kicking against. We’re 
taking a zero-tolerance 
attitude towards it. Another 
big conundrum is the 
nomenclature – some are 
calling them “synthetic”, 
while others refer to them 
as “cultured” or “laboratory-
created.” Once we’ve settled 
on the term that should be 
used, it will certainly be less 
confusing for the consumer.

A formal association 
has been established for 
synthetic diamonds and its 
membership has doubled in 
recent times. It seems these 
diamonds are becoming 
a part of the mainstream 
industry, rather than an 
alternative. From a WFDB 
point of view, are synthetics 
being recognised and can 
you see that association and 
the WFDB working together 

in the future?
During my presidency, I’ve 
always had an open door 
policy. A few years ago, I 
reached out to the synthetics 
association, hoping we 
could work together – but, 
as I’ve already stated, a big 
stumbling block was the 
nomenclature. We believed 
that “synthetic” was the 
correct term, while they 
preferred the term “cultured.” 
Regrettably, we couldn’t come 
to an agreement. During the 
years, though, we’ve been in 
contact and I’m waiting for 
the new organization to find 
its feet before reaching out 
to it in the hope that we can 
have a symbiotic relationship.

There’s been a recent 
campaign marketing 
synthetic diamonds as 
“green-friendly, not 
harming the environment 
and in no way associated 
with conflict.” The campaign 
obviously attacked a number 
of points associated with 
natural diamonds. What are 
your thoughts on it?
To be honest, I think it’s 
disingenuous marketing. 
Firstly, there are very few 

conflict diamonds left in 
the world – less than 0.2 
percent, to be exact. Secondly, 
yes, synthetics are green, 
as they’re made in an oven 
in a factory. However, the 
livelihoods of millions 
of people – especially in 
Africa – depend on natural 
diamonds. Botswana’s entire 
GDP, for example, is based on 
diamonds – the growth and 
improvement of the country 
and its people. On the one 
hand, you have a machine 
producing diamonds, 
but it’s not creating work 
or opportunities. On the 
other hand, you have the 
mining industry which 
is a responsible sector 
creating millions of jobs and 
opportunities.

There’s been a lot of 
speculation about the 
possibility of running out 
of natural diamonds in the 
near future. Is there really 
cause for concern?
I’ve heard statistics about 
the imminent disappearance 
– or, at least, shortage – of 
diamonds. Unless there’s a big 
find of them, then yes, there’ll 
be a shortage of stones. 

Ernest Blom addressing the Opening Session of the 37th World 
Diamond Congress in Dubai, UAE, in past May.Ernest Blom (centre) flanked by (at right) Gaetano Cavalieri, President of  CIBJO, and (at left) Louise Prior, WFDB Executive Director.
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However, 
I believe they’ll 

always be discovered, as 
there are many areas which 
haven’t been explored. 
Interestingly, I recently saw 
a letter written to Harry 
Oppenheimer in 1927 by 
the trade union of the time, 
which was worried about 
their members and wondered 
how long diamonds would 
still be discovered in SA. His 
reply was that there were 
reserves for the next 25 years, 
but after that, he didn’t know. 
Well, that was more than 60 
years ago! Diamonds will 
always be available – but in 
what quantities is impossible 
to estimate.

Will the threat of 
diamonds disappearing as 
a commodity be used by 
the synthetic market as an 
advantage?
I don’t believe so. It’s also 
important to note that the 
more you can produce 
of a specific commodity, 
the cheaper it becomes. 
Synthetics are approximately 
30-40% cheaper than natural 
diamonds at the moment, but 

the 
more they’re 

produced, the cheaper they’ll 
be sold for – especially when 
they become competition. 
My question is: what will the 
bottom level of pricing for 
synthetics be? With natural 
diamonds, by contrast, there’s 
a consumer demand – not an 
artificial demand – and there 
always will be.

Looking at the general 
diamond market, is there 
still a great emphasis on 
India as a growing sector, 
especially when it comes to 
polishing and cutting?
India is, without a doubt, the 
premium polishing centre. It’s 
still growing and doing really 
well and I must congratulate 
the Indian industry, as 
it’s very innovative. It’s 
also fortunate to have a 
government who supports 
it and I don’t believe anyone 
will be able to challenge it 
in the foreseeable future. 
China has also become a 
very important area and has 
grown tremendously over 
the past 20 years. Between 
those two countries, I believe 
we’ll see great growth in the 
future.

I must congratulate the Indian industry, 
as it’s very innovative. It’s also fortunate 
to have a government who supports it 
and I don’t believe anyone will be able to 
challenge it.

The WFDB honoured outgoing 
Treasurer Willy Rotti and outgoing 
Vice President Julien Drijbooms 
during the 37th World Diamond 
Congress in Dubai, UAE, in past 
May. From left, Ernest Blom, Rotti, 
Drijbooms and Rony Unterman, 
WFDB Secretary-
General

Ernest Blom (right) speaking to David Bouffard, Vice President, Signet Corporate Affairs at 
Signet Jewelers, during the 37th World Diamond Congress in Dubai, UAE, in past May.
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As a third-generation 
business-owner, are you 
confident that your children 
and grandchildren will have 
an industry to work in?
My oldest son is in business 
with me and absolutely loves 
it. I don’t know whether 
the generation after him 
will continue the business. 
However, I hope that more 
families – especially the 
younger generation – get 
involved in the industry. 
That’s one of the things we’re 
focusing on in the WFDB 
globally.

You have been elected as 
President for another term, 
what will be your main goal?
I’ve always had a vision 
of making the WFDB the 
most pre-eminent body in 
the world and I think we’ve 
achieved that. However, I’d 
like to make it even more 
representative of the interests 
of all our members globally in 
a more robust way.

From a marketing point 
of view, there’s been a 
drive promoting natural 
diamonds on a global 
basis. Are you pleased with 
the speed at which that’s 
progressing?
No – I think we’re capable of 
doing a lot more. The World 
Diamond Mark is doing very 
well in promoting diamonds 

and has had a lot of successes 
around the world. The DPA, 
which is a new organisation 
set up by producers, will 
be coming on board and is 
already looking for funding 
to do generic advertising for 
diamonds. But we need to 
promote diamond jewellery 
more than we’ve done in the 
past.

How do you see the South 
African market developing?
I’m worried about it. 
We’re shrinking in terms 
of our polishing capacity 
(even though our trading 
capacity isn’t bad). I think 
it’s the ambition of every 
producing country to have 
a beneficiation component 
–which I agree with – but 
that component must be 
self-sustainable, which is a 
problem we’re facing in SA. 
One of the biggest factories 
has closed down and a 
few others are closing too, 
which is cause for concern. 
I’ve always said that unless 
any industry has a close 
partnership with government, 
it faces disaster – and, sadly, 
that’s what we’ve found in 
this country. We have to 
establish a far closer working 
relationship with government 
through the regulator.

From a production point 
of view, what do you see 
happening in the future?

We must understand that the 
diamond mines in SA are 
mature. There aren’t too many 
new finds coming on board, 
so producers are looking 
at other ways of mining 
economically. Unlike Angola 
and the DRC, which still have 
a lot of unexplored land, SA’s 
very well developed in terms 
of mining. Having said that, 
though, there are still a lot of 
diamonds and we’re still the 
fourth biggest producer in the 
world, so I’m optimistic that 
we’ll be alright in the short 
term.

What does the future 
look like for Africa as a 
continent?
If we look at the natural 

resources of Africa, I think 
its future is phenomenal. 
Obviously, the continent faces 
a number of challenges, but 
if we can overcome them, 
Africa can become an ever 
bigger producer, percentage-
wise.

Are you optimistic about 
the future of the diamond 
industry?

Like every other industry, we 
have our challenges – but, 
yes, I’m optimistic. It’s a great 
and honourable industry to 
be a part of and I’d encourage 
anyone wanting to enter 
it, provided they do their 
homework first.

Ernest Blom (right) speaking to Peter Meeus, Chairman of the Dubai Diamond Exchange, during 
the 37th World Diamond Congress in Dubai, UAE, in past May.

From left: Louise Prior, WFDB Executive Diretor; Honorary Treasurer Dieter Hahn; Mehul Shah, Treasurer-General; Ernest Blom; Yoram Dvash, Vice President; Julien Drijbooms, Deputy General Treasurer; Shmuel 
Schnitzer, Honorary WFDB President; Eli Izhakoff, Honorary WFDB President; and Gaetano Cavalieri, CIBJO President.
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We support the World Diamond Mark

World Diamond Museum 
appoints Noga Raved as 
Coordinator

The Facets of 
Mankind - The 
World Diamond 
Museum has 

appointed Noga Raved as its 
Coordinator. Raved, who is 
the WDMuseum’s first full 
time staff member, is the 
former Curator of the Harry 
Oppenheimer Diamond 
Museum, in Ramat Gan 
and has 15 years of museum 
directing and curating 
behind her. Raved holds an 
MA in Philosophy, with a 
specialisation in art history.

“With Noga joining The 
Facets of Mankind - The 
World Diamond Museum, 
she is hitting the ground 

running. Since we announced 
the Museum in early June, we 
have been receiving letters, 
emails and phone calls almost 
every day, from all over 
the globe offering to place 
exhibits, provide information, 
share family archives, or 
simply asking “how can I be 
useful?” said Alex Popov, 
the WDM Chair and the 
WDMuseum’s founder. 

Among Raved’s tasks is to 
finalize the WDMuseum 
concept, liaise with 
researchers, curators and 
museums worldwide and 
work with collectors and 
other interested parties.

Noga Raved (left) and WDMuseum advisor Didier Brodbeck in Paris.
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We support the World Diamond Mark
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Meet some of the 
World Diamond Mark 

Team members! 
The World Diamond 

Mark Core Team 
held its bi-monthly 
meeting in Israel 

on July 16-17, to work on 
the framework of the WDM 
consumer websites and to 
set up its digital marketing 
programmes, and in particular 
to prepare the WDM’s first 
consumer-oriented social 
media campaigns. Together 
with its digital marketing 
specialists, the team 
hammered out the details 
of its digital strategies, and 
defined the content for the 
WDM’s consumer-oriented 
websites which will be 
launched still this year under 
the domain names passion.
diamonds and trust.diamonds.

“In our view, everything 
hinges on the creation of an 

information stream aimed at 
the consumer,” said WDM 
Chairman Alex Popov. “While 
the service packages for the 
retail jewellers who have 
joined the WDM Authorised 
Diamond Dealer programme 
are taking shape, we first 
and foremost need to make 
the consumer aware of the 
WDM Authorised Diamond 
Dealers existence and launch 
the websites that will drive 
traffic to our retailers. And I 
am happy to say that during 
our 48-hour workshop, we 
have made great strides 
toward these objectives. 
Each of our team members 
left the meeting with a 
sizable ‘to do list’ toward the 
implementation of the digital 
marketing goals and the B2C 
websites, their content, design 
and construction!”

On July 17th, the workshop’s 
participants met with Yoram 
Dvash, President of the Israel 
Diamond Exchange (IDE), 
who is also a WFDB Vice 
President and a WDM Board 
member; IDE Vice President 

Yehezkel Blum; Meir Dalumi, 
the IDE Marketing Committee 
head; and IDE General 
Manager Eli Avidar, to report 
on the WDM activities. Popov 
took the opportunity to thank 
Shmuel Schnitzer, Chairman 
of the Israel Diamond 
Institute (IDI) and Eli Avidar 
for hosting the WDM team 
meeting at the IDI facilities. 
“We are encouraged by the 
active and growing interest 
the IDE and IDI leadership 
is taking in the WDM’s work 
and progress,” Popov noted. 

Since most WDM core team 
members are also involved in 
the advancement of the World 
Diamond Museum, the team 
was also given a tour of the 
Harry Oppenheimer Diamond 
Museum where it familiarised 
itself with the Museum’s – 
mostly educational - purpose 
and its exhibits.

The meeting at the Israel Diamond Exchange. From left: Eyal Marcus, CEO of Splash Digital Marketing; Irina Litvinova, Director Moscow 
Diamond Bourse; Noga Raved, Coordinator of the Facets of Mankind – World Diamond Museum and former curator of the Harry 
Oppenheimer Diamond Museum; Krisztina Kalman-Schueler, WDM Programme Director; Yoram Dvash; Ya'akov Almor, Communications 
Director; Alex Popov; Misha Anikst, Designer, World Diamond Museum; and Meir Dalumi.

The WDM Core Team meeting in the board room of the Israel Diamond Institute (IDI).
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The 43rd International Istanbul 
Jewelry Show set for 
October 13-16, 2016

“The destination that satisfies any 
jewellery sourcing needs”

As a unique jewellery trade fair and the ultimate trading 
platform located between Europe and the Middle East, the 

43rd International Istanbul Jewelry Show organized by UBM 
Rotaforte will welcome international jewellery buyers to the 

Istanbul CNR Expo (Istanbul Fair Center) from 
October 13-16, 2016.
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In 2015, the October 
edition of the Istanbul 
Jewelry Show recorded 
a 16 percent growth in 

visitors from 107 countries 
and hosted 17,467 jewellery 
buyers and professionals, with 
a significant increase of 45 
percent in overseas unique 
visitors. 

The four-day B2B event 
will bring premium quality 
buyers, manufacturers, 
wholesalers, retailers, 
exporters, importers, 
designers, buying agents and 
major industry professionals 
with a bigger selection 
of products including; 
fine gold jewellery, pearl 
jewellery, silver jewellery 
and households, diamonds 
& precious stone jewellery, 
diamonds, precious and 
semi-precious stones, 
pearls, watches, jewellery 
display and packaging 
materials, gemmological labs, 
transportation, software, 
safes, molds, machinery, 
jewellery tools and equipment 
with some 30,000 square 
metres of exhibition space. A 
total of 841 exhibitor brands 
and firms from Turkey to 
UAE, India to Italy, Austria 
to Thailand and Hong Kong, 
will display their latest 
products, designs and trends 
for industry professionals. 

As one of the world’s top 
trading platforms for gold, 
jewellery, gemstones, 

diamonds, silver and 
machinery, the Istanbul 
Jewelry Show October, 
organised by UBM Rotaforte 
which is UBM Asia’s joint 
venture company in Turkey, 
plays a great role in creating 
new business connections. 
With Turkey’s strategic 
location, it has a unique 
position as an important 
marketplace for both 
Europe and the Middle 
East, providing the best 
opportunities for suppliers 
and exhibitors to meet buyers, 
build business and sales 
contacts with Turkey, the EU, 
the Middle and Near East, 
Russia and the CIS Nations, 
Eastern Europe, North Africa 
and the Mediterranean 
markets. 

The Istanbul Jewelry 
Show is supported by the 
Ministry of Economy of 
the Republic of Turkey, 
the Small and Medium 
Enterprises Development 
Organization (KOSGEB), 
the Turkish Jewellery 
Exporters’ Association (JTR), 
is sponsored by the Turkish 
Economy Bank (TEB), and 
certified by the Union of 
International Fairs (UFI) and 
the Quality Management 
System ISO-9001.

Visitors can pre-
register online at www.
istanbuljewelleryshow.com 
and get their e-badges before 
the show to avoid long queues 
at registration counters.

About UBM Rotaforte 
(www.ubmrotaforte.com)

UBM Rotaforte, a joint-
venture company formed 
by UBM Asia and Rotaforte 
International Fairs Inc., owns 
the Istanbul Jewelry Show, 
an international exhibition for 
jewellery, gems , watches 
and related equipment. Now 
in its 31st year, the exhibition 
is held twice a year, in March 
and in October. Overall, the 
shows attract almost 60,000 
visitors and 1,700 exhibitors, 
occupying net show floor space 
of more than 90.000 square 
metres. Products covered 
include gold, diamond and 
silver jewellery, precious and 
semi-precious stones, pearls, 
gold mountings, watches and 
clocks, machinery, tools and 
equipment, display units and 
security devices. The business 
is supported by the Turkish 
Jewellery Association JTR, 
a national trade body which 
represents more than 1,100 
jewellery companies, including 
the major manufacturers. 
UBM Rotaforte also publishes 
a supporting magazine RFJ 
(in Turkish and English) and 
organises Turkish jewellery 
pavilions at a number of 
third-party events in Italy- 
OroArezzo, U.A.E-Dubai, 
India-Mumbai.
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Singapore jewellery retailer 
Luvenus Jewellery awarded WDM 
Authorised Diamond Dealer status
Shortly after introducing its first World Diamond Mark Authorised Diamond 
Dealer (ADD) in Malaysia, Luvenus became the WDM’s Singapore-based 
jewellery retailer to adopt the WDM ADD status.

About Luvenus Jewellery
Established in 2012, Luvenus Jewellery was born out of an unwavering 
passion to create the finest designs in 22-karat and 24 karat gold, the 
creations are meant not only for personal adornment but also as a 
valuable investment. It also carries a collection of fully certified diamond 
jewellery. With an extensive selection of over 5000 products, sourced 
carefully and ethically from all over the world, ranging from classic to 
contemporary designs, Luvenus incorporates the latest trends with 
exquisite craftsmanship that appeals across different cultures. Luvenus 
Jewellery has gathered a strong following - for its unique and diverse 
designs. Including winning awards for service and entrepreneurship. It 
is a driven brand determined to be a thought leader in the gold industry 
while developing a universal look that can be appreciated across the 
different cultures around the world. On a mission to be the thought 
leader in the gold industry, Luvenus Jewellery has plans to expand in 
Asia and around the world.

Singapore-based 
diamond and gold 
jewellery retailer 
Luvenus Jewellery Pte 

Ltd. and the World Diamond 
Mark Foundation (WDM), a 
non-for-profit organisation 
established in 2012 by the 
World Federation of Diamond 
Bourses (WFDB), signed an 
accreditation agreement in 
April that secures the status 
of the Luvenus Jewellery as 
the island’s first retail jeweller 
to join the WDM Authorised 
Diamond Dealer (ADD) 
programme. 

“Singapore is a phenomenal 
place for jewellers, a 
microcosm where many 
millions of people from all 
over the world – locals, expats 
and countless tourists - and 
from all walks of life make up 
a unique consumer profile,” 
Parthiban Murugaiyan, 
Managing Director of Luvenus 
Jewellery Pte Ltd. stated. 
“That being said, it also 

means that our consumers 
are well informed, critical 
and demanding. By joining 
the WDM ADD programme 
and by displaying the WDM 
ADD seal in four of our retail 
shops, we enhance consumer 
confidence in our diamonds 
and diamond jewellery 
products and offer yet another 
impetus for better service 
and higher sales of diamonds 
and diamond jewellery to 
our target audiences, at our 
Luvenus Jewellery branches!” 
Murugaiyan added.

“Singapore is a unique 
crossroads and a true nerve 
centre for business on our 
globe and the accreditation 
of Luvenus Jewellery is a 
milestone event,” Popov stated. 
“For the WDM, the Luvenus 
Jewellery shops will be flagship 
operations that will carry the 
WDM ADD seal and banner 
with pride and with the 
knowledge that the Luvenus 
Jewellery brand was the first 

to join and implement our 
programmes in their market.”

Suresh Hathiramani, a 
multiple, former president 
of the Diamond Exchange 
of Singapore (DES) and a 
Founding Board Member of 
the World Diamond Mark 
Foundation, said: “DES 
President Reuben Khafi and 

the board are very pleased to 
welcome Luvenus Jewelery to 
the WDM Add programme. 
We look forward to show that 
by being part of the WDM, 
retail jewellers can tap into the 
vertically integrated network 
of WFDB-affiliated diamond 
bourses. With the DES right 
on location, we hope to set a 
‘brilliant’ example!”
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Why Turkish Jewelry?
Find Turkish Jewellery in More Than 40 Exhibitors in Worldwide, Including:

-JCK Las Vegas Show,
-Hong Kong Fairs,
-Vicenzaoro,
-Baselworld...

Fly to Istanbul From More Than 270 International Destinations

Visit us at Hong Kong International Jewellery Show in 3F&3G HALLS, HKCEC
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What passion went behind 
creating your jewellery? 
By Lilian Raji

The first thing you must do is to figure out 
who will care about your collection--just 

because they work at a magazine doesn’t 
mean they have the remotest inclination to 

hear about your designs.

I discovered the power of 
storytelling to help sell 
luxury products when 
I was working in retail 

back in 2003. 

One story from my archives 
is that of my absolute 
favorite watch brand, Jaeger-
LeCoultre. They make a 
watch called The Reverso, a 
handsome timepiece with a 
watch case that literally flips 
around on your wrist. The 
Reverso was the solution for 
polo players in the 1930s who 
wanted to wear a watch while 
playing their sport but didn’t 
want to risk a cracked crystal. 
And, voila, the Reverso was 
born. Just flip the case around, 
hiding your crystal, and carry 
on fearlessly whacking that 
ball with your mallet. 

I would tell this story to 
customers--with the requisite 
drama and flair, of course-
-and next thing you know, 
they were handing me their 
credit card. And then the next, 
next thing you know, they 
were coming back to me with 
their friends in tow so I could 
tell their friends the story of 
their new, magnificent toy. 

By purchasing The Reverso, 
these customers now saw 
themselves as part of this 
story, as part of the legend, 
and that made them very, very 
happy. 

Communicating with 
editors isn’t that different 
from communicating with 
a prospective customer. You 

need to give editors a reason 
to “buy” your jewellery. Their 
currency is free editorial 
coverage for you.

Have I impressed enough the 
importance of a good story? 
Good! Let’s move on.

How should you connect 
with editors?

The first thing you must 
do is to figure out who will 
care about your collection-
-just because they work at a 
magazine doesn’t mean they 
have the remotest inclination 
to hear about your designs.  

This is the mistake many 
people make when trying to 
connect with editors. They 
don’t take the time to find out 
the exact person who would 
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not only be willing to listen to 
you, but whose job it is to do 
stories on new jewellery lines. 

To be quite frank, not taking 
this step is sheer laziness 
that can lead to disastrous 
consequences. 

There are editors who will 
publicly shame the person who 
emailed them information 
that should have gone to 
someone else. Fortunately, I 
haven’t heard of any jewellery 
editors who do this, although 
their frustrations get shared 
amongst friends. And instead 
of publicly humiliating you, 
they’ll just block your emails. 

So, rule #1: make sure you’re 
contacting the right person. 

I know what you’re thinking: 
How do I know it’s the right 
person?

Most PR people subscribe to 
this ridiculously expensive 
service called Cision. Cision 
tells us the who, what, when, 
where and why of an editor or 
writer. We enter some search 
times and with the snap of 
a finger we have an idea of 
whom to contact. (I say “we 
have an idea” because Cision 
lists still need to be vetted for 
reasons beyond the scope of 
this article.) 

Before I was able to afford this 
ridiculously expensive service, 

when I was still a young 
grasshopper learning the ropes 
of this industry, I did things 
the old-fashioned way: I sat in 
a bookstore, pulled out every 
magazine in which I wanted to 
get placement for my clients, 
analyzed the masthead and 
copied down names.

The masthead is usually in the 
first few pages of a magazine, 
and occasionally, in the last 
few pages. It lists everyone 
who works for the magazine 
and their titles. What you 

want to do, is open up your 
favorite magazine, find the 
masthead, and copy down 
every name that has either 
“accessories” or “jewellery” in 
their title.

Now, since it’s no longer 1999 
and everyone has access to 
the Internet, you can stop 
packing that backpack and 
preparing food for a three-

day expedition to find the 
Last American Bookstore. 
You can find most mastheads 
online. And if you’re so 
inclined, I highly recommend 
subscribing to the relatively 
inexpensive MediaBistro.com 
which has a whole section 
devoted to mastheads and is 
updated on a regular basis.

Rule #2: Know your prey.

I first heard this phrase back 
more than a decade ago 
when I attended a seminar 

on pitching to the press. The 
editor who uttered these words 
could not emphasise enough 
the importance of knowing 
whom you’re pitching, inside 
and out. 

Just because an editor covers 
jewellery doesn’t mean 
they’ll be interested in your 
jewellery. There’s any number 
of reasons why an editor or a 

particular publication wants 
nothing to do with your new 
interpretation of the ear to 
nose ring that Janet Jackson 
wore in her “Runaway” 
video. The most common 
reason, however, is that your 
jewellery is too expensive or 
not expensive enough for that 
particular publication. 

The jewellery editor at W 
Magazine was always ready 
to hear stories of any of the 
French high jewellery brands 
I represented, especially since 
not one of them had pieces less 
than $10,000. The editors at 
Cosmopolitan? Not so much. 

Cosmo readers aren’t thinking 
of how to spend $35,000 on a 
peridot, yellow sapphire and 
diamond frog ring; they want 
to know what belly necklace 
they should be wearing when 
they perform the Dance of the 
Seven Shimmying Doves for 
their lovers.

You can save yourself a 
lot of time and rejection 
by following your desired 
jewellery writers online: 
Instagram, Twitter, Pinterest 
and, if they welcome you, 
Facebook. Also, make sure 
you actually read what they’ve 
written about in the past and 
what they’re writing about 
now. 

You can get a good sense of 

Cision tells us the who, what, when, 
where and why of an editor or writer. 
We enter some search times and with 
the snap of a finger we have an idea of 

whom to contact.

If you still don’t hear back after following up, 
and you’re absolutely certain you have the right 
person and your jewellery fits the profile of what 
she’s known to feature, then this may not be the 
right time to connect with her.
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About the 
author
Lilian Raji is 
a strategic 
marketing 
and public 

relations adviser that helps 
luxury lifestyle brands sell 
more products to luxury 
buyers. Send questions 
for The PR Adviser to 
nationaljeweler@lmrpr.
com or contact her at 
lilian@lmrpr.com. Find 
her on Facebook, Twitter, 
Instagram and Pinterest

The jewellery editor at W Magazine was 
always ready to hear stories of any of the 

French high jewellery brands I represented, 
especially since not one of them had 

pieces less than $10,000. The editors at 
Cosmopolitan? Not so much. 

what an editor or writer likes 
by seeing what they’re often 
posting about. The editors 
whose tastes and interest are 
aligned with yours are the ones 
with whom you’ll have the 
most luck.

So now, you know whom 
to contact and you’ve 
cyber-stalked them so you 
know what they like, down 
to whether they consider 
themselves a Samantha, 
Miranda, Charlotte or Carrie. 
It’s time to introduce yourself.

Some editors have no problem 
being pitched on Twitter 
or Facebook but many do. 
You’ll be able to gauge which 
category your prey falls under 
by examining their social 
media feeds. If you don’t see 
them responding to pitches 
on social media, it’s safe to bet 
they probably won’t appreciate 
your contacting them there. 

Personal Facebook accounts 
are often relegated to talking 
about everything but business 
affairs. For some, being 
pitched on a personal account 
is equivalent to stopping them 
while they’re grocery shopping 
to tell them about your 
collection. 

You should, however, try to 
make sincere comments on 
some of their social media 
posts and retweet often any 
inspiration you find from 
them. You’d be amazed how 
doing this enough times will 
encourage the editor to come 
to you. How else are they 
going to know who this smart, 
intelligent person is who 
rightly shares their views? 

In addition to social media, 
you should also contact them 
directly via email. Save phone 
calls for when expressly asked 
to do so.

In this email, you’re going to 
tell the editor who you are 
and why she should want to 
know about you. You need to 
do this with no more than six 
sentences, less if you’re able. 

Insert one or two images from 
your collection into the body 
of the email. 

Do not, I repeat, do not send 
an attachment when you’re 
first introducing yourself. 
Until an editor knows who 
you are, your email with the 
attachment is potentially a 
virus-infested booby trap. 
She’ll let you know if and 
when she wants you to send an 
attached image. 

In the meantime, wait for her 
to get back to you. 

I guarantee you she has 9,768 
emails in her inbox right 
now, and she was probably on 
email 478 when yours popped 
up. So give her time--five to 
seven business days before you 
follow up should do.

If you still don’t hear back 
after following up, and you’re 
absolutely certain you have 
the right person and your 
jewellery fits the profile of 
what she’s known to feature, 
then this may not be the 
right time to connect with 
her. You may be, for example, 
reinterpreting stud earrings 
when she’s really looking for 
new concepts in chandeliers. 

It’s not you--it’s her. 

So give her some time, and 
check back in with her every 
six to eight weeks. Make sure 
you’re always checking back 
with something new. Sending 
the exact same information 
over and over again will 
definitely land you on the 
blocked list. 

This – slightly adapted – article 
appeared as a column 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 jewellers' questions 
about public relations and 
marketing.
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There is general 
consensus that 12 out 
of every 13 diamonds 
polished are smaller 

than five points, meaning 0.05 
carat. Some of these polished 
diamonds are so tiny that it is 
a miracle cutters succeed in 
putting facets on them. Have 
you ever handled a parcel of 
200 per carat, meaning stones 
of 0.005 carat? Once you have, 
you understand how small 
polished diamonds can be. 

So who buys these smaller 
diamonds? Obviously, 
manufacturers of mass 
produced jewelry who use 
significant quantities of small 
diamonds are the biggest 
clients for these types of 
stones. They have forged 
relationships with diamond 
manufacturing companies 
from whom they source the 
diamonds needed to create 
jewelry pieces that can easily 
absorb between 10 to 200 
diamonds in a single piece, 
especially when it concerns 
settings invisible settings.  

But what is a designer or a 
retail jeweler who also makes 

some of his own diamond 
jewelry in -house to do?  
Where can one go to buy just 
20 rounds, G color, 2.7 mm 
size, but not pay triple the 
price you would be paying 
when buying a complete lot; 
be able to return the stones or 
get a refund, without having 
to pay through your nose for 
shipping and insurance?  

Welcome to age of the internet 
and of customized marketing! 
Cognizant of the frustration of 
their retail clients in sourcing 
small diamonds, two young 
entrepreneurs, both second-
generation diamantaires, set 

out to see if they could address 
the issue.  

“Throughout the years in the 
diamond business, many of 
our retail clients have said 
that the most difficult and 
unsatisfactory sourcing job 
they needed to do was the 
buying of small diamonds,” Nir 
Ben Ami, a founding partner 
in www.diamondsbysize.com  
recalled. “At the same time, 
they, and almost every other 
jeweler who makes diamonds 
jewelry, need these stones 
which are indispensable as 
side stones, e.g. in channel 
settings on ring shanks, or as 
side stones to center stones 
in their jewelry designs. 
Therefore, since we are located 
at one of the crossroads on 
the international diamond 
industry and trade, with 
direct access to all the major 
diamond sources and suppliers 
in the world, we decided to try 
and tackle the problem.”

“The answer,” said Asher 
Eizen, Ben Ami’s business 
partner, “is to offer jewelers a 
turn-key solution, so that with 
a few clicks of their mouse 

they can purchase online the 
very diamonds they need in 
the right size, color, clarity and 
quantity, directly from our 
office in the Israel Diamond 
Exchange, comfortably and 
quickly.”

Ben Ami agrees. “We 
understood jewelers want their 
small diamonds, including 
princess and baguettes, 
meticulously sized and 
numbered to order. And that’s 
where we come in! I dare 
say that we have refined this 
business niche of supplying 
tailor-made orders of small 
diamonds into an art form!”

I wondered if these guys can 
make a living, selling just small 
quantities of diamonds.  “Ha,” 
Ben Ami smiles, “strength is in 
the numbers! And fortunately, 
our numbers are going up. 
We’re a young company, 
and we work hard.  It’s all 
about offering our clients a 
new, satisfying purchasing 
experience and once you’ve 
done that, you’ve got yourself 
a business with happy return 
business clients!”

Sizing up 
the diamond industry
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INTERVIEW

How are things 
going at the 
World Diamond 
Mark Foundation 

that you head?
We are working on several 
levels. In the fall of 2015, 
after a few false starts, we 
introduced our first program, 
which quickly found a positive 
response from both retailers 
and diamantaires. The WDM 
concept was refined with the 
help of consultants invited 
from the world of luxury. 
The goals and tasks set by 
WDM turned into a clear and 
understandable concept to all. 
It presented a business plan 
for the next three years, which 
was approved at a meeting 
of the Foundation’s Board in 
Hong Kong in March.

The chief efforts of our team 
are aimed at developing online 
programs for consumers, 
taking into account the 
interests of retailers.

We are currently working 
on launching two websites, 
passion.diamonds and trust.
diamonds, where consumers 
will be able to “plunge” into 
the world of diamonds, to see 
and learn a lot for themselves, 
as well as to get information 

on how to buy diamond 
jewellery, find out the 
difference between synthetic 
and natural stones, etc. Using 
these websites, they will also 
be able to check whether a 
retailer has a WDM status, or 
leave their opinion about a 
particular jewellery store.

One of our major efforts is the 
realm of social networks and 
media. We have conducted 
several tests and found that 
by using social networks it is 
possible to achieve amazing 
results while investing a 
relatively small amount of 
money. We are now working 
on developing pin-point 
advertising campaigns and 
templates for retailers to be 
promoted via social networks.

And, of course, there is our 
project called ‘The Facets of 
Mankind.’ Since the end of 
May, when we announced the 
launch of the World Diamond 
Museum, we have already 
received proposals from three 
cities to hold exhibitions there. 
But more about that later.

Has the economic crisis made 
you correct your plans?
In crisis, we see the 
opportunity to create 

something new and to be 
ready to move, fully ‘armed,’ to 
the stage when our work will 
begin bearing fruit. There are 
no changes imposed by the 
crisis on our plans.

How do view the Diamond 
Producers Association (DPA) 
initiative?
I believe it is very positive. 
This is not an initiative - it 
is a fait accompli. For a long 
time, there has been a need to 
join forces and work for the 
common good of our industry.

While the World Federation 
of Diamond Bourses (WFDB) 
and the International 
Diamond Manufacturers 

Association (IDMA) have 
been around for many 
decades, the mining 
companies have always been, 
figuratively speaking, at the 
other end of the table, always 
having their dinner separately 
and, according to many, taking 
the best bits. Those few who 
were allowed to sit at the 
‘master’s’ table, had to behave 
‘appropriately.’ This is still 
partly true today, but this state 
of things is gradually fading 
away.

Therefore, the professional 
association of mining 
companies is welcome to take 
a seat at the modest table of 
all other market stakeholders. 
The WDM was created by the 

Of Optimism, Idiocy and 
Generic Diamond Promotion

“It is impossible to replace human emotions, neither with electronic gadgets, nor with synthetic 
diamonds or even a Birkin bag...:

Alex Popov is the Chairman of the World Diamond Mark Foundation (WDMF) 
which was established over two years ago in Hong Kong. WDMF has rolled out 

several generic marketing programmes for jewellery retailers worldwide and three 
exclusive marketing programmes for Authorized Diamond Dealers. Mr. Popov told 
Galina Semyonova of Rough & Polished how this project is being implemented and 

discussed the prospects for the diamond industry.
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WFDB, joined by IDMA and 
the Gem & Jewellery Export 
Promotion Council of India 
(GJEPC), and therefore I speak 
and act on behalf of everyone 
who is processing rough 
diamonds and sells finished 
diamond products. Welcome!

How successful do you think 
is the new slogan for generic 
marketing – ‘Real is Rare. 
Real is a Diamond?’
In my opinion, the slogan 
“Real is Rare. Real is a 
Diamond” is very successful 
for the audience for which it 
was coined – the Millennials. 
The results will be announced 
after the 2016 holiday sales 
season! I sincerely wish the 
DPA good luck - for all of us 
it is important that this be a 
success.

At WDM, we decided to focus 
on potential customers of 
jewellery stores with a slogan 
which can be translated into 
any language – “Find a Part of 
You in Diamond.” In this way 
we complement “Real is Rare. 
Real is a Diamond” with an 
invitation to go to a jewellery 
store, while DPA complements 
“Part of You” with an 
emotional aspect. I think it’s a 
great two-idea slogan. As they 
say, a win-win!

Are you optimistic about 
the future of the diamond 
segment in the luxury 
industry?
The short answer is: yes. 

The long answer is that I am 
generally optimistic, although 
they say that optimism borders 
on idiocy. I believe that in our 
industry it is not idiocy, but 
one’s love for the business, 
a kind of fascination with 
your own product, is maybe 
a kind of narcissism. Usually, 
it does not do any good, but 
without this our industry will 
lose its inherent relationship 
to art and instead become a 
producer of spare parts and 
components for rings, earrings 
and watches, with all the 
ensuing consequences. 

Of course, there will be large 
and painful changes, but our 
industry will survive, because 
it is designed to awaken strong 
emotions in people, and this 
cannot be replaced either by 
electronic gadgets, synthetic 
diamonds or even a Birkin 
bag. I feel that I am extremely 
fortunate that I can somehow 
influence on the revival and 
a new era in the industry. I 
believe that this will come 
true.

We all remember the 
wonderful exhibition of 
Indian jewellery in the 
Kremlin. Do you plan to 
launch something equally 
interesting?
The answer is simple - yes. 
I have already mentioned 
our diamond museum. Its 
full name is: The Facets 
of Mankind – the World 
Diamond Museum . If the 

Kremlin exhibition displayed 
“Jewels that enchanted the 
world” from India, in this 
ambitious project we will 
show what nature and human 
imagination can do with the 
example of rough and polished 
diamonds and diamond 
jewellery gathered from 
around the world.

The concept of this museum 
is to show all the rough and 
polished diamonds and 
jewellery pieces, which in 
some way influenced the 
fate of people and even 
countries, and continue to 
excite the public to this day. 
Of course, it is impossible 
to show everything at once 
in one place, and so we are 
working in parallel on a grand 
multimedia installation and 
a traveling exhibition, which, 
in addition to the interactive 
part, will also include “live” 
exhibits - from 50 to 150 items, 
depending on the place of 
display, timing and availability 
of collections in the hosting 
museums.

In addition, we are compiling 
an archive of studies and 
publications, which will be 
available for those who want 
to deepen their knowledge and 
maybe get interested in this 
fascinating subject.

There are decades of work 
ahead, but we expect to ‘open’ 
the museum, so to speak, at 
the start of 2017, and those 
who will come after us, will 

continue to replenish and 
maintain the ‘exhibits.’

Since we announced the 
Museum, almost every day 
I get letters from all over the 
globe offering to place exhibits, 
provide information, share 
family archives, or simply 
asking “how can I be useful.” It 
certainly helps to maintain the 
optimism and energy to put all 
this into practice.

But this looks like a large-
scale and long-term project?
Everything that I have 
mentioned requires not only 
selfless labor, but also talent 
and time, and this is worth 
serious money. I want to 
encourage all industry players 
to take their minds off the 
current crisis for a while and 
ask themselves, where they 
see their business in 20 years. 
If the answer is to switch over 
to real estate in Thailand, or 
create a new Uber, or move to 
Las Vegas (avoiding the Show), 
then you may as well forget 
about all the things I said.

If the answer is to stay in a 
new, exciting and profitable 
luxury industry, then it is 
necessary to contribute to 
our common future your 
connections, talents, money, 
work, advice or in any other 
way. WDM is keeping a ‘gold 
book’, which is actually white 
and blue, where all those who 
help in our work, inscribe 
their chapter of history. 
Someday, this book will take 
its rightful place in the World 
Diamond Museum, along with 
its authors.

This slightly adapted and re-
edited interview with Alex 
Popov was conducted by Galina 
Semyonova for Rough & 
Polished. It was published online 
in mid-July 2016.
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During a two-day 
networking 
event held 
May 30 to 31, 

a delegation of leading 
Turkish jewellers visited 
Antwerp to meet with their 
counterparts in Antwerp. 
They enjoyed a behind-
the-scenes look at the HRD 
Antwerp Diamond Lab in 
addition to an in-depth 
presentation on the subject 
of lab-grown diamonds 
by Dr. Katrien De Corte, 
Chief Officer Education and 
Industry at HRD Antwerp.

The visit took place 
within the framework of 
‘The Antwerp Diamond 
Experience’, a new initiative 
by the Antwerp World 
Diamond Centre, targeting 
the biggest and most 
promising diamond markets 
to facilitate interested 
companies in finding 

their way to Antwerp, the 
diamond capital of the 
world.

“Just like Turkey, Antwerp 
can look back on a long and 
rich history as a diamond 
and jewellery trading hub. 
For several centuries it has 
been playing a dominant 
role in the international 
diamond trade, functioning 
as the leading trading place 
for diamonds originating 
from all over the world” 
explained Peter Macken, 
CEO HRD Antwerp.

“I congratulate the AWDC 
management team for their 
vision and their relentless 
support in organising 
this incredibly valuable 
networking event. It’s 
a sound move forward 
in strengthening our 
relationship with key players 
in the Turkish market,” 
Macken added.

Delegation of Turkish diamond buyers
visits the HRD Antwerp diamond lab
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The central theme 
of the show this 
will be “The 
Golden Touch.” 

Involving the many voices 
of the jewellery industry, 
it will cover product 
excellence, both national 
and international products 
(The Touch of Well 
Done); Corporate Social 
Responsibility (The Human 
Touch); distribution (Get 
in Touch); new trends 
in the industry and the 
marketplace (The New 
Touch); international aspects 
(The Global Touch); and 
communications (The Touch 
of Words). 

With 1,300 brands from 30 
different countries, including 
all of Italy’s gold and jewellery 
districts, VICENZAORO 

September is a key global and 
national networking event 
that is eagerly awaited by all 
stakeholders in the industry 
who are intent on viewing 
new products from the gold 
and jewellery industry, as well 
receiving previews of market 
trends. 

VICENZAORO September 
will once again be offering a 
packed calendar of initiatives, 
seminars and events. 

Friday, September 2, will 
see the inauguration of the 
exhibition, “Il Gioiello e 
il Viaggio,” (Jewellery and 
Travel) featuring jewellery 
created by designers under 
the age of 30, on display in 
the Jewellery Museum in 
Vicenza’s Basilica Palladiana. 
All items are an interpretation 
of a journey, referring to 

geographical places, or even 
to a thinking or production 
process. 

On Saturday, September 5, 
TRENDVISION Jewellery 
and Forecasting, Fiera di 
Vicenza’s independent 
think-tank, will introduce 
TRENDBOOK 2018+. 
Now in its 15th edition, 
the reference guide for the 
jewellery and international 
contemporary luxury 
forecasts the Mega Trends 
and style directions that 
will be influencing product 
development and consumer 
choices 18 months ahead 
of the market. It is a key 
information tool for 
companies seeking to ensure 
their competitiveness in 
a global market where 
excellence, innovation and 

creativity are key factors of 
strategic development. 

On Sunday, September 
4, a conference entitled 
“Marketing to the Millennials: 
Meeting the expectations 
of the next great consumer 
generation,” jointly organised 
by Fiera di Vicenza and the 
CIBJO, will be held. 

The September edition of 
VICENZAORO will also 
feature a new and exclusive 
section called NOW (Not 
Ordinary Watches). It 
will showcase a selection 
of innovative brand and 
designer watches made in 
Italy and Europe, from an 
industry that, in terms of 
distribution and reference 
markets, is closely tied to the 
jewellery world.

VicenzaOro September 
on the way!

The countdown has begun for VICENZAORO September, the 
international gold and jewellery show organised by Fiera di Vicenza, 

which will take place in the city of Vicenza from September 3 to 7, 2016.
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The Turkish Jewellery Exporters Association 
(JTR), together with other industry exporters 
associations that represent no less than 
65,000 exporters, put out a shared statement 
after the coup attempt against the current 

government. Explaining that Turkey’s 
exporters will not miss a day of work 
and deliver every product right on time, 
Mehmet Büyükekşi Chairman of the 
Turkish Exporters Assembly (TEA) said 
that compared to the weeks prior to the 

coup attempt, exports had risen by 33 
percent in the week after.
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The statement was 
made during a 
meeting of some 
60 exporters 

association presidents, 
hosted by TEA President 
Mehmet Büyükekşi, and 
included a number of JTR 
board members. Together 
they put together a road map 
consisting of seven clauses 
while stating their opposition 
to the coup attempt.

Explaining that 65,000 
exporters are working as hard 
as they possibly can to keep 
everything on the track since 
the July 14 coup attempt, 
Büyükekşi added: “The unity 
and cooperation our country 
has seen following the coup 
attempt will show its effects 
both on our economy and 
export activities. The business 

world looks forward, and is 
moving into the future with 
strong steps. Our exporters 
will deliver their products 
to their customers as if 
nothing had happened. Our 
exports have risen 33 percent 
compared to the numbers of a 
week earlier. Our cooperation 
with our most important 
trade partner, the EU, will 
go on just as normal both 
politically and economically.” 
He emphasized that rating 
agency Standard and Poor’s 
timing of reducing Turkey’s 
credit worthiness was wrong 
and that the rating agency 
should have waited for the 
government’s steps before 
doing so. 

Also mentioning the State of 
Emergency announcement 
from the government, 

Mehmet Büyükekşi said: 
“This decision was taken 
in order to maintain the 
stability and security of our 
democratic country as quickly 
as possible. A similar decision 
has been in place in France 
for the past eight months with 
an additional six months.” He 
added that he did not believe 
there would be a change in 
the course of the economy’s 
normal functioning. 

 “Our government has 
taken every precaution to 
secure financial stability 
with the Central Bank and 
related institutions. The IMF 
expressed their appreciation 
about these precautions. We 
are expecting similar moves 
from other international 
organizations like the OECD 
and the World Bank as well.”

Jewellery exports won't be 
slowing down  

Turkey Jewellery Exporters’ 
Association’s President Ayhan 
Güler highlighted a few 
issues in his comments. “We 
followed our sector closely 
after these unfortunate events 
unfolded. There is absolutely 
nothing that will stop the 
development of the Turkish 
jewellery industry. We have 
seen that our companies are 
having no problems with 
their international customers. 
Everything is on track in our 
industry. They will affect the 
jewellery sector positively 
just like any other sector. Our 
jewellery export activities 
are going ahead without 
interference.”
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Do legal standards for 
diamond grading exist? 
“The diamond industry employs its own private system of
law rather than the law of the state” 
(Lisa Bernstein, The University of Chicago Law School)

by Robert James

Over the past few 
months I have 
followed a rather 
nasty conflict 

going on between a Nashville, 
Tennessee based lawyer and 
a number of jewellers around 
the U.S. regarding diamond 
grading standards. (go online 
to find the article by Rob 
Bates, “The Overgrading Saga 
Continues” published in JCK 
Online, February 12, 2016). 

The central issue of the 
attorney’s claim appears to 
be that only the Gemological 
Institute of America’s 
diamond grading standard 
can be legally used to grade 

diamonds, and that all other 
grading standards are…
substandard.

This whole story prompted 
me to do an in-depth study 
of what constitutes a legal 
grading standard. What 
statute or law is required to 
establish a legally binding and 
enforceable grading standard 
for consumer products in 
general, and diamond grading 
specifically?

I should first confirm that 
I am not an attorney, and 
nothing in this article should 
be construed as legal advice. 
I am writing this from a 

gemmologist’s and insurance 
adjuster’s point of reference. 
However, I believe there are 
issues here that both jewellers 
and consumers need to 
be aware of regarding the 
concept of legal standards of 
diamond grading.

First, we need to understand 
the difference in the Code of 
Federal Regulations (CFR) 
and United States Code of 
statutes or law. 

Code of federal regulations
The United States National 
Archives maintains 
the records of the U.S. 
Government. They define the 
Code of Federal Regulations 
as:

“The Code of Federal 

Regulations (CFR) is an 
annual codification of the 
general and permanent rules 
published in the Federal 
Register by the executive 
departments and agencies of 
the Federal Government.”

In layman’s terms, the CFR 
is a published list of general 
rules from the various 
government offices that do 
not carry the force of law. An 
example is the FTC Guides 
for the Jewelry Industry 
under CFR Title 16, Section 
23. These are guides are not 
laws, and do not contain 
any reference to a specific 
diamond grading standard.

The United States Code
The United States Code is 
a list of laws, referred to as 

38 World Diamond Magazine | 2016-07
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“statutes” enacted by the 
U.S. Legislature. United 
States Statutes are defined as 
follows:

“Statutes are laws written 
and enacted by the legislative 
branch of government.” 

The term “law” is defined by 
the Oxford Dictionary as:

The system of rules that 
a particular country or 
community recognizes as 
regulating actions of its 
members and may enforce by 
the imposition of penalties:

So the difference between 
the CFR and a United 
States Code is that the US 
Code is a list of enforceable 
statutes that are enacted 
by the legislative branch of 
the U.S. Government that 
carry penalties for violating 
the statute, while the CFR 
is simply a published list of 
guidelines published by the 
executive branch of the U.S. 
Government.

It should be stressed, once 
again, the FTC Guides for the 
Jewelry Industry are CFR and 
not enforceable U.S. Statutes.

US Statutes and the 
jewellery industry
The question is, therefore, are 
there laws in the United States 
Code that directly govern 
the jewellery and gemstone 
industry? The answer is: yes! 
According to the U.S. 
Government House of 
Representatives website, 
Title 15 of the United States 
Code deals specifically 
with Commerce and Trade. 
Chapter 8 of Title 15 
specifically sets forth the laws 
governing the stamping of 
gold and silver. Here are the 
actual provisions of this law:

CHAPTER 8—FALSELY 
STAMPED GOLD OR 
SILVER OR GOODS 
MANUFACTURED 
THEREFROM 
291. Stamping with words 
“United States assay”, etc., 
unlawful.
292. Forfeiture.

293. Penalty for infraction.

294. Importation or 
transportation of falsely 
marked gold or silver ware 
prohibited.

295. Standard of fineness of 
gold articles; deviation.

296. Standard of fineness of 
silver articles; deviation.

297. Stamping plated articles.

298. Violations of law.

299. Definitions.

300. Application of State laws.

You will notice three 
important issues just from 
this listing:

• There are standards of 
fineness set forth to establish 
the grading of the gold or 

silver content;

• There are specific acts 
prohibited;

• There are penalties for 
violations of this law 
specifically provided by this 
law.

The bottom line is that this 
is a law, a statute. It has the 
elements of a law including 
specific grading standards 
and penalties for violating 
those standards. This law 
governs the gold and silver 
industry only, which leaves 
some serious questions 
regarding the legal standards 
for diamond grading.

Is the diamond industry 
covered by the United States 
Code?
I will save you some time by 
telling you that Unites States 
Code Title 15: Commerce 
and Trade contains 3,434 
pages covering the entire list 
of 110 chapters of statutes. I 
know because I downloaded 
all 3,434 pages and searched 
for any part that contains 
any reference to diamonds 
or diamond grading. Not 
once in 3,434 pages is the 
word “diamond” found in the 
United States Code Title 15.

Do legal diamond grading 
standards exist?
The bottom line is that 
neither the CFR Title 16, is 
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Are GIA Graduate 
Gemologists the only 
“skilled graders” 
in the diamond 
industry?

About Robert James
Robert is a Fellow of the Gemmological Association of Great Britain; a Graduate 
Gemologist, GIA; President of the International School of Gemology, and a Texas 
Department of Insurance Property and Casualty Adjuster License #1300433. This article 
was, in a slightly adapted version, reproduced with the explicit permission by Robert 
James. It also can be read online - with links inserted -in the archives of the ISG Global 
Network. Visit the ISG Global Network or the International School of Gemology by going to 
http://www.isgglobalnetwork.com/

Section 23 covering the 
FTC Guides for the Jewelry 
Industry, nor the United 
States Code Title 15 covering 
Commerce and Trade contain 
any reference to any type of 
legal standard for diamond 
grading. 

Based on an extensive search 
of the United States Code 
and the U.S. Code of Federal 
Regulations:

There is no industry standard 
established by law for grading 
a diamond,

There is no authority 
established by law to set 
the standard for grading a 
diamond,

There are no legal penalties 
for using or not using any 
specific diamond grading 
standard,

There are simply no legal 
standards for grading 
diamonds.

Are the Gemological 
Institute of America’s 
diamond grading scales the 
industry standard?
The answer to this question 
is a simple “no” because the 
GIA scales are terms and 
not grades. From the GIA 
website: “Like the color scale, 
GIA’s clarity grading system 
developed because jewellers 
were using terms that were 
easily misinterpreted…”

The main issue of the GIA 
Grading Scale as being a scale 
of terms and not a standard 
of grading is because of 
the fact that the terms are 
subjective to an individual 
grader’s opinion. Again, from 
the GIA website regarding 
the definition of the Slightly 
Included grade level:

 • “Slightly Included (SI1 
and SI2) - Inclusions are 
noticeable to a skilled grader 

under 10x magnification”

The key term is “to a skilled 
grader.” What legally 
defines a “skilled grader” for 
diamonds? Since there are no 
professional licenses required 
for a diamond grader, there 
are no legal standards set 
forth as to what qualifies one 
to be a “skilled grader”. The 
very concept of diamond 
grading is that it is subjective 
opinion based on an 
unknown definition of what is 
a “skilled grader.”

Are GIA Graduate 
Gemologists the only “skilled 
graders” in the diamond 
industry? And if the GIA 
GG is the “skilled grader” 
standard, what professional 
licensing requirements qualify 
the GIA Graduate Gemologist 
diploma as the only “skilled 
graders” of diamond in the 
industry? 
I think you see the point, 
but we need to take just one 
more step on this regarding 
the story in JCK, and ask two 
more questions.

The Nashville attorney’s 
website made this statement, 
and I quote:

“Simply put, if your diamond 
was accompanied by a 
certificate issued by any 
organization other than the 
GIA, it’s time to investigate.” 

 1. On what law is this 
statement based that an 
investigation is warranted? 

 2. What legal foundation 
establishes that an 
investigation should be 
started if someone has a 
diamond that was graded by 
“any organization other than 
the GIA”?

There is no legal foundation 
for this attorney’s statement, 
specifically regarding the 
legally required use of the 
GIA for diamond grading, 
that I could find in the CFR or 
US Code.

Conclusion
As I stated in the beginning, 
I am not an attorney, just 
a small town gemmologist 

that is curious when I see 
statements like this that 
attempt to establish the GIA 
Grading Scale as some kind 
of de facto legal standard for 
diamond grading.

The GIA Diamond Grading 
Scale is a scale of terms, 
nothing more. 
I can find no United States 
Code that establishes the 
GIA’s or any other diamond 
grading scale as the legally 
binding standard on the 
industry.

If there is any attorney out 
there who can provide a 
United States Code that 
establishes a legal diamond 
grading system, and/or that 
establishes the Gemological 
Institute of America as 
the legal diamond grading 
system provider, please let me 
know. Until and unless that 
is produced, I can find no 
legal standard for the grading 
of diamonds in the United 
States. I can find no legal basis 
to claim one diamond grading 
lab as being superior over any 
other diamond grading lab.
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Earlier this year, it was 
announced that the 
diamond grading 
reports of the new 

IIDGR lab of De Beers and 
GHI Gemological Laboratory, 
headquartered in New York, 
will be listed on RapNet. 

GHI Gemological Laboratory, 
however, is owned by the same 
entity that owns EGL USA. 
Both in New York and Los 
Angeles, the GHI and EGL 
USA premises are located 
in the same building and on 
the same floors, in very close 
proximity. 

Since October 2014, RapNet 
has banned diamonds 
accompanied by grading 
reports that carry the name 
EGL from its RapNet listings. 
This was the result of a 
widely reported scandal that 
had the Ramat-Gan based 
laboratory EGL International 
at its centre. The lab had 
been issuing diamond 
grading reports that grossly 
overstated the colour grade 
of diamonds it issued reports 
on. The scandal broke when 

an American retailer sued the 
lab after a retail customer had 
lodged a formal complaint and 
lawsuit against the jeweller. 
The trade, so it seems, had 
been happy to submit its 
diamonds to the lab and was 
aware of its grading practices. 

So is EGL USA circumventing 
Rapnet’s ban on EGL USA 
reports - on any EGL reports 
- by shifting its business over 
to GHI reports? Saville Stern, 
RapNet’s COO, was quoted 
by National Jeweler as saying 
that “there is ‘absolutely no 
way” RapNet will be “listing 
any EGL-graded diamonds 
again, including EGL USA,” 
adding that “the EGL brand 
is completely banned from 
RapNet.” 

 In an email exchange 
with Deborah Jakubovic, 
Executive Manager of GHI 
Gemological Laboratory, 
Jakubovic said GHI and 
EGL USA are separate 
gemmological laboratories 
with a single owner. However, 
she did not answer a follow 
up question: “Are [the] 

diamonds submitted to GHI 
graded by the same team of 
gemmologists as EGL USA? 
If so, do the GHI clients know 
that?”

The question: Is a name 
change enough?

During the past year, 
Menahem Sevdermish, 
the global manager of the 
laboratory group rebranded 
as EGL Platinum, has worked 
quietly and under almost 
complete radio silence, 
reorganizing the brand. 

Following the infamous 
“overgrading” saga, 
Sevdermish and EGL 
Platinum have gone further 
than any other lab: it closed 
and completely erased EGL 
International, the franchise 
that had committed the 
transgressions that led to the 
RapNet ban, and reorganized 
and re-accredited all of the 
brand’s remaining branches, 
assuring that every lab - in 
Johannesburg, Cape Town, 
Ramat Gan, India and Taiwan 
- all fastidiously follow EGL 
Platinum’s stringent grading 
rules. Note that the CEO 
of the lab in South Africa, 
Alan Lowe, is an officer of 
the International Diamond 
Council, the diamond 
industry and trade’s watchdog 
of diamond grading and 
nomenclature. 

In a comment, Sevdermish 
said the revision of the EGL 
Platinum website will be 
completed within the next 
few months,  reflecting the 
enormous efforts that have 
been undertaken during 
the past year to repair the 
reputational damage that has 
been suffered. 

Obviously, it would have 
easier for Sevdermish to just 
institute a name change. But, 
as he says, “The EGL Platinum 
brand has tremendous value 
and it will continue to offer 
its services successfully and 
impeccably to the trade.”

During the past year, scandal 
upon scandal has hit the 
gemmological business 
community, most often 
affecting the industry’s 
leading lab. We’ve not seen a 
lab closure, not heard about 
the complete removal of lab 
managers or gemologists, and 
there has not been a banning 
of reports issued by the 
specific lab in question – and 
certainly no name change!

Maybe it is time to allow 
constructive actions to 
speak clearer and more 
convincingly than name 
change constructions. And 
maybe it is also time for the 
industry, including RapNet, to 
look at the new EGL Platinum 
laboratories reports with fresh 
eyes, and without prejudice.

What’s in a name? 
For almost two years, RapNet banned diamonds accompanied by grading 
reports that carried the name EGL from its RapNet list. EGL USA seems to 
have found a way to circumvent the ban. But will a lab’s name change make it 
desirable again?
By Ya’akov Almor
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The Antwerp 
Diamond Bourse, 
The Antwerp 
Diamond Club, The 

Antwerp Diamond Kring 
and the AWDC are pleased 
to announce that BrilliAnt®, 
the 8th edition of the Antwerp 
Diamond Trade Fair (January 
29-31, 2017), is opening 
its doors to international 
exhibitors. The Diamond 
Kring’s beautiful trading 
hall, located in the heart of 
Antwerp’s diamond district, 
will host foreign exhibitors for 
the first time. 

“The diamond trade is a 
global market,” says Thierry 

Polakiewicz, member of the 
Fair Organizing Committee. 
“Most diamonds pass through 
Antwerp two times: first as 
rough, and then as polished 
stones. The biggest diamond 
firms in the world are 
headquartered in the diamond 
district, making it the ultimate 
platform, where diamond 
dealers, polished diamond 
wholesalers and members of 
the jewellery industry and 
trade meet each other.”

“As international diamond 
centre, it is only natural 
that our annual trade fair 
welcomes exhibitors from 
the world over. The choice 

of diamonds will be even 
larger and the offering more 
competitive! This makes it 
more likely that the Fair will 
satisfy jewellers’ demands”, 
Polakiewicz adds.

Applications to exhibit in 
the International Pavilion of 
BrilliAnt at the January 2017 
edition will be treated on a 
first-come, first-served basis. 
“We will accept companies 
of repute whose owners 
are members of any of the 
30 bourses affiliated with 
the World Federation of 
Diamond Bourses. This is an 
opportunity for companies 
operating in niche markets 

to increase their visibility 
in Antwerp,” Polakiewicz 
concluded.

The Fair organizers will assist 
non-European/overseas 
diamond firms with the 
import and export formalities 
of their merchandise. 

For further information and 
registration, please visit: www.
brilliantfair.be. Applications 
to exhibit at BrilliAnt®, the 
8th Antwerp Diamond Trade 
Fair, should be sent to: info@
anwerpdiamondfair.com 

The Antwerp Diamond Trade 
Fir is powered by the Antwerp 
World Diamond Centre.

BrilliAnt®, the 8th edition of 
the Antwerp Diamond Trade 
Fair, goes international
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THE INTERNATIONAL INSTITUTE OF DIAMOND GRADING AND RESEARCH
Founded by the diamond industry leader,  The International Institute of 

Diamond Grading & Research is part of the De Beers Group of Companies.

L O N D O N

Detection Instruments

The improper trading of diamond simulants, synthetics and 
treated diamonds is a real threat to the diamond trade, 
consumer confidence and to reputations.

IIDGR offer detection instruments that can readily screen out 
simulants, synthetics and treated diamonds.

Our suite of instruments consist of DiamondSure, AMS, 
DiamondView and DiamondPlus which can be used in combi-
nation, which considerably reduces the number of stones that 
would need more time consuming extensive laboratory testing.

For more information on our detection instruments please 
contact: contact@iidgr.com

Grading

Our heritage dates back over 120 years. Today we deploy the 
most advanced proprietary technology and, consistent with our 
background, we apply our skills solely to what we know best: the 
science of diamonds.

Every diamond we assess receives either our official Diamond 
Grading Report or a more concise Diamond Identification Report.

For further information on our grading services, please contact: 
grading@iidgr.com

Melee Testing Service

IIDGR have a low cost Melee Testing Service available to every-
one in the diamond trade.  IIDGR deliver a fast turnaround with 
complete accuracy and clearly categorised parcels returned to 
you in tamper-evident bags.  

Today, with the risk of undisclosed synthetics.  There is no 
better way to boost confidence in your product than using the 
independent services of IIDGR.

For more information on how to submit goods please 
contact: testing@iidgr.com
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MARKETING

It was a career turning 
point. I was 24 years old, 
and had just come off a 
stint as an executive pilot 

for a U.S. Senate campaign. 
Now here were two job 
offers. One was co-pilot on 
a commuter airline in the 
Midwest, flying Cessna 402’s 
(the plane made famous in 
the TV sitcom “Wings.”) A 
perfect stepping stone to my 
dream job: being an airline 
pilot for United. The other 
was kind of weird. A family 
friend had just gotten into 
the diamond business, selling 
diamonds to investors of all 
things. And he wanted me to 
join him. Diamonds? I knew 
nothing about diamonds. I 
had no interest in diamonds.

But it did sound kind of 
intriguing. I went to the 
library (we still had libraries 
then) and asked for a book 
about diamonds. The 
librarian handed me “The 
Diamond Magnates” by Brian 
Roberts. Stopping for lunch 

at Denny’s I began reading 
and wasn’t impressed. It 
was boring stuff about Cecil 
Rhodes and some place called 
Kimberley. I was already day-
dreaming about that Cessna. 
Then a pretty young waitress 
came over to take my order. 
She saw the book on the 
counter…and my entire life 
changed.

“Oh, diamonds!” she purred 
coquettishly, flashing her 
promise-filled eyes at me. 
“I just love diamonds.” At 
the time I was between 
girlfriends, as they say, and 
nothing was on the horizon 
in that department. Yet here 
was a gorgeous young thing 
almost throwing herself at me 
because of the cover on my 
book.

It was an epiphany. Flying 
airplanes might be fun. But 
diamonds attracted girls. 
Was I shallow and insecure 
enough to make a career 
decision based on a chance 

encounter with a Denny’s 
waitress? Of course I was.

I went to New York and took 
the one week GIA diamond 
grading class, where the guy 
sitting next to me was Saul 
Goldberg. Hearing my career 
plans, he thought I should 
speak to his dad, which I did. 
New York Diamond Dealer 
Club president William 
Goldberg explained to me 
that diamonds were a bad 
investment because you could 
buy them easily enough, but 
you’d face a big drop in price 
when trying to sell them. 

Why? Because there was no 
good, two-way market for 
diamonds. Well, if that were 
true, I reasoned, someone 
needed to create one. I turned 
down the job offer with the 
family friend, moved to New 
York, and founded Polygon 
in 1975. It took awhile to 
get it going, but that’s how it 
started. 

I never saw the Denny’s 
waitress again, but I did meet 
my future wife in Manhattan, 
so that part all turned out for 
the best.

What I learned about airplanes, 
diamonds, and relationships
By Jacques Voorhees

Millennials don’t care about diamonds? 
Really? Do they care about experiences? 
About love? About relationships? Let’s 

remind them what diamonds can do in that 
department. It’s a lesson I once had to learn 
myself.  And now we’re using that lesson to 

help make diamond sales fun again.
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Jump ahead 40 years and 
we see this headline in 
JCK: “700 Jewelers Call It 
Quits.”  Industry experts 
point to plenty of reasons, 
most involving variations on 
the theme of plummeting 
diamond profits. And we 
all know the reason for 
that: standardised GIA 
grading standards, leading to 
commoditisation, and price-
shopping enabled by various 
Internet technologies such 
as Polygon, and the etailers 
it spawned such as Blue Nile. 
And one more thing: Today’s 
generation just isn’t all that 
into diamonds. What’s that 
twenty-something looking 
for: a silly rock that just sits 
there and sparkles, or an 
iPhone 6+ that can access all 
knowledge and entertainment 
options on the planet?

Seems to me today’s shopper 
needs to be reminded of 
something. iPhones may be 
cool, but diamonds can get 
you girls.  A diamond isn’t 
a rock that sparkles. It’s a 
symbol of the most important 
thing in one’s life: the love 
between two people, the 
relationship, the family that 

often comes from it. How 
does an iPhone, or even a 
Cessna, compete with that? 
Perhaps Kay Jewelers says it 
best: Every Kiss Begins With 
Kay™. Well, certainly not 
every kiss, but their point is 
well taken.

Now let me turn commercial. 
Grasping the romance 
of diamonds back at that 
Denny’s restaurant ultimately 
led to the launching of 
Polygon. Being reminded of 
the importance of romance 
and relationships, and how 
they underpin the diamond 
industry, recently led Bill 
Boyajian and me (former 
GIA president and the 
Polygon founder, arguably 
two of the most culpable 
diamond commoditisation 
villains on the planet) to 
create something new in the 
industry: The Museum of 
Named Diamonds.   

But the Museum isn’t really 
about named diamonds at 
all. It’s about the romance 
of diamonds, about the 
relationships they symbolise. 
We say “every diamond has 
a story,” and the purpose of 

the Museum is to collect, 
preserve, and create a 
platform for sharing those 
stories. Here’s one of my 
favourites, about the diamond 
named The Sea Otter:

Not everyone knows this 
about sea otters, but they 
sleep on their backs on the 
water, and the male and 
female hold hands so they 
don’t get separated during the 
night. My husband and I do 
the same thing when we fall 
asleep. We don’t want to get 
separated either. That’s why 
we named my diamond The 
Sea Otter.   

How cool is that? A 
consumer’s diamond 
reflecting something special 
about her relationship? That’s 
what the Museum does: 
collect these stories. And 
by doing so, we help retail 
jewellers bring romance back 
into the diamond business. 
The Museum enables jewellers 
to “change the conversation” 
away from merely the 4 C’s 
and commodity prices, and 

back to a diamond’s real 
meaning. As Bill says: “As an 
industry, we need to focus 
as much on the story behind 
the diamond, as the numbers 
behind the diamond.”    

Now, the Museum of Named 
Diamonds was invited to 
be part of the Intervision 
exhibit at the Luxury by JCK 
Show this year in Las Vegas. 
Intervision is highlighting 
new products, technologies, 
and marketing concepts that 
promise to give retail jewellers 
the tools they need for the 
21st century. We’re thrilled 
the Museum of Named 
Diamonds was selected as one 
of these.   

Millennials don’t care about 
diamonds? Really? Do they 
care about experiences? About 
love? About relationships? 
Let’s remind them what 
diamonds can do in that 
department. It’s a lesson I 
once had to learn myself.  
And now we’re using that 
lesson to help make diamond 
sales fun again.



WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

50 World Diamond Magazine | 2016-07

MARKETING

Fifty years ago, just as a 
“Diamond is Forever,” 
love was supposed to 
be forever. Then, with 

more than 70 percent of adult 
Americans married, it was 
little wonder that diamond 
advertising campaigns 
focused on emphasizing the 
importance of purchasing 
a diamond to mark any 
occasion in the life of a wed 
couple.

Times change. By the time we 
entered the 21st century, the 
number of married couples 
had fallen to roughly half the 
adult American population. 
Climbing divorce rates were 
changing the perception of 
“forever.”

And there seemed to be 
other opportunities out 
there. Marketing evolved to 
focus also on liberated and 
independent women, who 

it was supposed are more 
likely to buy diamonds for 
themselves. De Beers launched 
its right-hand finger campaign 
in 2001, which was based on 
a decidedly not-too-clever 
premise that, since a woman is 
not at liberty to make free use 
of the ring finger on her left 
hand, which as we all know is 
reserved for the exclusive use 
of those who are married or 
about to get married, the ring 
finger on the right hand is still 
available for other purposes. 
Unsurprisingly, it was not 
a particularly successful 
campaign.

The right-hand ring 
campaign was only one of 
many approaches and tactics 
employed in recent years to 
target the growingly diverse 
community of diamond 
consumers. They include 
the divorced, the still single, 
independent women, working 

women, liberated women and 
more.

But there was one thing 
that the advertisers didn’t 
really take into account. In 
the 21st century love may 
not always be forever, but 
desire to establish a loving 
relationship is as strong as it 
always was. And since, for the 
vast majority of consumers 
the ultimate decision to buy 
a fine diamond is primarily 
emotional, the symbolic 
association between the 
diamond and love remains 
critical.

Rare or well done?
Let us fast-forward to 2016, 
and the recent announce 
that the new ad slogan that 
will replace the legendary “A 
Diamond is Forever,” is “Real 
is Rare.”

What seems to be the 

case is that an emotional 
motivator was discarded 
in favor of a one that is 
primarily economic. But 
there are several fundamental 
problems with this strategy. 
One is the apparent decision 
to relinquish the association 
with the most important 
emotional incentive for 
buying a diamond, and that 
is love. Another is bestowing 
the title of rarity on a product 
that is not particularly rare.

According to Statista, 130 
million carats of diamonds 
– around 26,000 kilograms – 
are currently being produced 
annually from mines 
worldwide. In 2004 and 2005 
production was running at 
about 176 million carats.

That is a large number of 
diamonds, which in the 
jewellery industry is by far 
the most popular gemstone, 

Diamonds are plentiful – love is rare
The slogan for a long-waited generic diamond marketing 
campaign appears to elevate the concept of scarcity above 
that of love. Could we be disregarding the primary emotional 
motivation for buying a diamond in favor of an illusion of rarity?
by Nurith Rothmann

So, do you know why a woman 
wants a diamond? 
Because finding love is rare.
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“Synthetics pose 
a considerable 

challenge, but it would 
appear sensible to 
limit the damage, 
and then be better 

equipped to reinforce 
the advantageous 

position that natural 
diamonds already 
have in the finer 

quality classes, rather 
than trying to make 
quick buck at your 
clients’ expense.”

About Nurit Rothmann
Nurith Rothmann is the founder and 
President of N.Rothmann. Her expertise 
is in brokering rough diamond deals, 
writing reports, analysis and forecasts, in 

managing stocks and diamond tenders, as well as in the 
promotion, branding and logistics-managing of diamond 
projects.

outgunning all the colored 
stones together in terms of 
value by a factor of six to one.

But is that due to its rarity? 
Almost certainly not. Stones 
like tanzanite, which is 
mined in a single location, 
or alexandrite and red beryl, 
are exceedingly rarer, but fine 
diamonds are typically more 
in demand, and consequently 
more valuable.

What sets the diamond 
apart is the way in which 
it has been marketed, not 
to mention how much 
money was invested in that 
effort. The stroke of genius 
in instilling in the public 
consciousness a “Diamond is 
Forever,” which incidentally 
was selected as the best 
advertising slogan of the 20th 
century by Advertising Age, 
created the unbreakable link 
between the diamond and 
love.

A Prisoner’s Dilemma
We now come to the latest 
challenge to face our 
industry, and that is synthetic 
diamonds. Now, it could 
be said that a person who 
wants to express his or her 
love should not compromise 
with a mass produced, 
made-made product, but 
rather choose a unique 
diamond created randomly 
in nature millions of years 
ago. But in the low price 
ranges, where the emotional 
and financial investment is 
lower, synthetics appear to be 
posing a considerably greater 
challenge. There the man-
made products have tripled 
their market share.

The mining companies 
reacted to the rising number 
of synthetics in these product 
ranges by flooding the 
market. In so doing, they 
not only placed their clients 
under undue pressure, but 
they undermined the very 
claim of rarity that they say 
they want to advance.

Synthetics pose a 
considerable challenge, but 
it would appear sensible to 
limit the damage, and then be 
better equipped to reinforce 
the advantageous position 
that natural diamonds already 
have in the finer quality 
classes, rather than trying 
to make quick buck at your 
clients’ expense.

The situation is reminiscent 
of what was called “a 
prisoner’s dilemma,” which 
was described in 1950 by 
game theory experts Merrill 
Flood and Melvin Dresher. It 
looked at alternative strategies 
and their costs and benefits, 
by co-dependent parties who 
do not communicate with one 
another.

The situation that was 
described involved two 

alleged criminals, who had 
committed a crime together 
and then been arrested by 
police, who separated them 
for questioning. The police 
lacked sufficient evidence 
to obtain a full conviction, 
meaning that, if both 
criminals stayed silent, they 
would receive a jail sentence 
of just one year. But the police 
make an offer to both sides 
that if one testifies against the 
other, and the other remains 
silent, the person testifying 
will walk free, while the silent 
prisoner will receive a 15-year 
jail term. However, if they 
both testify against each other, 
they each will receive a five-
year jail term.

Flood and Dresher’s 
experiment showed that, in 
most cases, prisoners who 
cannot communicate with one 
another will not to trust their 
co-dependent’s intentions, and 
so choose to testify against 
one another. This means that 
the five-year jail sentence was 

the most common outcome.

The optimal form of 
cooperation, which would 
have resulted in a mitigated 
sentence of just one year, 
was an uncommon outcome. 
People’s tendency, it seems, is 
to assume the worst, and so 
suffer greater damage than 
otherwise would be necessary.

And so it is in today’s 
diamond business. The 
introduction of synthetics into 
the market is difficult for all 
of us, but it can be mitigated 
through cooperation and 
communication. Acting 
independently without proper 
concern for all players in 
the industry undermines 
the value of the product for 
everyone. When it possible 
to get something at low cost, 
the last thing the customer is 
interested in is the degree of 
scarcity of the product.

So, do you know why a 
woman wants a diamond? 
Because finding love is rare.
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Kuyumcukent and İstanbul Vizyon Park house more than 1,200 producers 
and 20,000 workers and are the Turkish jewellery sector’s production centre 
as well as being one of the most important production centres in the world. 
They are now also becoming marketing centres.

The Turkish jewellery 
sector started 
taking off in the 
1980s and shortly 

afterwards increased its 
producer count. Years ago, 
production was done by 
small ateliers, or workshops, 
at the Grand Bazaar in the 
historical peninsula and 
around the surrounding 
area which created a need 
for a modern production 
facility parallel with the 
sector’s growth. To solve this 
problem, the Kuyumcukent 
project was established 
which became today’s giant 

that houses 1,000 of nearly 
4,000 producers in the sector. 
After understanding that 
Kuyumcukent was becoming 
unable to meet increasing 

needs, the Vizyon Park 
project was established and 
the two parks became the 
most important production 
centres in the world, housing 

over 1,200 production 
facilities and 20,000 
employees. 

One of the largest jewellery 
production complexes in the 
world

Kuyumcukent is packed with 
hundreds of different size 
companies that produce gold, 
silver, and diamond jewellery, 
as well as refineries, precious 
stone suppliers, machines 
and equipment, software 
programmers. The ability to 
supply everything under one 
roof is a huge advantage. 

Production giant candidate to 
become a marketing centre
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More than 150 companies have 
launched activities in Turkey. Many 

are based in the Kuyumcukent 
complex, with a large number of 

buying offices.



Foreigners launching 
companies
After the recent positive 
developments in the Turkish 
jewellery sector, especially 
regarding the lowering of 
taxes, the sector is seeing the 
strength of the advantages it 
offers. There is a perfect base 
for international companies 
as well. A large number of 
companies have launched 
activities in Turkey. Many are 
based in the Kuyumcukent 
complex, with a large number 
of buying offices.

Increasing interest in 
İstanbul Vizyon Park 
Kuyumcukent has seven giant 
factories as well as many 
producers of different sizes. 
With the development of the 
İstanbul Vizyon Park project, 
companies that need larger 
space are showing a strong 
interest in this complex. 

What makes Vizypn Park so 
special?
The buildings have been 
built using cutting-edge 
construction tecnology, and 
are equipped with secure 

automation systems. They 
are It is spread over a total 
of 180,000 sq m, of which 
128,000 sq m, the first stage, 
was completed in 2005 and 
is called Goldencity, which 
consists of two independent 
blocks: workshops and 
a shopping mall block. 
Goldencity is built in 
accordance with European 
Union norms.

Multipurpose smart offices are 

also suitable for production 
offices, and there are spacious 
relaxation areas, a hotel 
and a convention  centre. 
In the second stage project 
of Goldencity, there will be 
total construction of 500,000 
sq m of new workshops, 
office buildings. A 6,000 sqm 
parking lot was completed in 
2012. 

The İstanbul Vision Park 
houses companies such as 

the Turkish Central Bank 
Group Centre. the National 
Banks Group Centre, the 
Turkish Central Bank Swap 
and Storage Center and the 
Mint Accounting Office. In 
addition, a five-star hotel 
and a project consisting of 
two separate blocks for the 
Stock Exchange İstanbul Gold 
Storage Center and Diamond 
Exchange are also among 
Goldencity's projects.
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OPINION

I don’t know how I got 
myself into this mess 
making a stand against 
lab-grown diamonds. It 

isn’t so much the product, but 
what they represent and how 
they market themselves that 
bothers me.

One of my favorite actors, 
Leonardo DiCaprio, backed a 
synthetic diamond company, 
the Diamond Foundry. 
DiCaprio is a powerful man. 
In fact, he fought a bear 

with his bare hands in one 
of his most recent flicks, The 
Revenant.

Of course, we all know this is 
just acting, as DiCaprio was 
not fighting a real-life bear, 
but a man in a blue bear-like 
outfit, against the background 
of a blue screen.  The digital 
wizards then created the life-
size, very real looking bear 
that is seen in the movie’s 
final cut.  But the result was 
that the viewers saw DiCaprio 

fighting with what everybody 
watching thought to be a real-
life bear…

It made me think of the 
products companies like 
the Diamond Foundry are 
creating. The stones look 
very nice and shine with flare 
and brilliance, but the stones 
of this lab grown diamond 
project are made in a furnace, 
out in California, just like the 
bear in the movie was created 
in a digital lab! So to me, lab-

grown diamonds aren’t real 
and they possess no value, 
just like the bear that attacked 
DiCaprio wasn’t real.

Virtual reality is very 
powerful these days. So 
much so, that it almost 
makes the real, original 
version somewhat trivial 
and unimpressive. The pure 
hypocrisy of it all drives me 
insane. Mixing your virtual 
reality product with synthetic 
diamonds, all while accusing 

by Leibish Polnauer
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the diamond industry of 
human rights abuse, child 
labor, ecological destruction, 
is simply wrong. 

How can we, the legitimate 
diamond companies, sit 
quietly and listen to all 
that pertinent nonsense? 
These people are selling you 
a valueless substitute for 
$20,000 or more, and calling 
themselves responsible 
and honest? Actually, not 
just honest, but proud!  
“Reducing the environmental 
toll?” There are a number of 
countries in Africa that have 
no or little other sources 
of income and that cannot 
employ their people without 
their mining industries. The 
land was blessed, and now 
thousands of people can 
support their families as a 
result of working the land. 
Would it be better to close 
all mines? To cease digging 
for aluminum, iron ore gold, 
platinum, silver, nickel, 
coloured gemstones, and so 
forth?

The man-made, lab-grown 
diamond companies promote 
ridiculous ‘blanket’ messages, 
like these, in the hopes of 
staining the whole industry: 
“The diamond industry has 
long been linked to human-

rights abuses, child labor, 
ecological destruction, 
untraceable origin, and cartel 
pricing. We felt it is time to 
create a better choice.”

The illegitimate trade and 
abuse by the rebel and 
terrorist groups were most 
prevalent in areas of Sierra 
Leone, Angola, Liberia, the 
Democratic Republic of 
Congo and the Ivory Coast. 
The diamond industry 
has made enormous, and 
successful, efforts in stamping 
out what we call conflict 
diamonds. And together, the 
world is fighting back against 
the terrorism in these areas.

Diamonds have proven to be 
of enormous importance to 
the economic development 
of countries in southern 
Africa.  In Namibia, South 
Africa, Botswana! Look at the 
photos of the Jwaneng mine, 
and of Debwana employees in 
Gabarone, Botswana, working 
in the mine, sorting rough 
diamonds. 

I am not saying that abuse 
and terrorism don’t exist, 
but you can’t simply wipe 
out a whole trade which 
also supports hundreds of 
thousand people.

Surat, in the province of 

It is important to understand how they 
create these stones out in California. 

DeCaprio wants to replace all the people 
who make a living in the diamond industry, 

for mine to market, with his plasma 
reactors and create a worthless illusion.



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

56 World Diamond Magazine | 2016-07

Gujarat, India, is the diamond 
capital of the world. There 
are over a million people 
who work there within the 
industry. Will Leonardo 
DiCaprio employ these 
millions in his California 
office in the Diamond 
Foundry?

Business is good, and it is 
needed to make the world 
go round. But why slam 
other industries and make 
numerous false claims just to 
promote your own product?

Back in 1975, Elizabeth 
Taylor sold the famous 
Taylor–Burton Diamond, 
a 68-carat diamond that 
became notable when it was 
purchased by Richard Burton 
for Elizabeth Taylor in 1969. 
Six years later, they used 
the proceeds from the sale 
of this fabulous diamond to 
fund the construction of a 
hospital in Botswana (Taylor 
and Burton’s second marriage 
had taken place in Botswana 
in 1975). Try to imagine 
what the sales price would 
have been if it was a piece of 
costume jewelry? 

And do you think lab grown 
diamonds will maintain their 
value like a real diamond 
does? Although engagement 
rings have only become 
customary since the early 
1900’s, diamonds have been 
used as luxury pieces and a 
store of value for centuries. 
Regardless of who once 
owned the stone, I don’t think 
a piece of jewelry set with a 
man-made stone will sell for 
enough to pay for a hospital 
in Botswana! When you 
present a synthetic diamond 
to your wife at your 10th 
wedding anniversary, you 
may get smashed in the face. 
And while you won’t be able 
to build a hospital with it, 
you may find yourself visiting 
one….

It is important to understand 
how they create these stones 
out in California. DeCaprio 
wants to replace all the 
people who make a living 
in the diamond industry, 
for mine to market, with his 
plasma reactors and create 
a worthless illusion. They 
claim that they developed a 
very quick way to hot-forge 
diamonds under a “Sun on 

Earth,” in specialized plasma 
reactors.

Plasma reactors? How much 
electricity is used to create a 
round 2.30 carat Very Good/ 
Good, SI1, diamond for which 
they charge over $20,000? You 
also need to consider how 
much the resale value of this 
plasma reactor diamond is or 
will be. It cannot be much!

Some time ago, Rio Tinto 
unearthed a 2.83 carat violet 
diamond. This stone will be 
among the hero stones at 
this year's Argyle Diamond 
Tender. It is valued to sell for 
anywhere between $3 to $5 
million!

One of the main problems is 
the prices these lab-grown 
diamonds are being sold for. 
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Leibish Polnauer first 
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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,

Is it responsible and honest 
to sell a man made stone 
which has no real value for 
$20,000? What happens when 
the couple wants to resell 
this lab-grown diamond? It 
does not have a proven resale 
value and thus the entire 20K 
are gone. Can they go back 
to Hollywood and get their 
money back?

I just got a mail from a doctor 
from California who bought 
an Argyle stone from Leibish 
& Co. in 2009. The stone 
wasn’t made in California, 

but mined in Australia. He is 
interested in selling his stone, 
and would like to sell it with a 
50 percent profit. I didn’t say 
yes yet, but we will definitely 
sit down and negotiate. 
Talking about resale value…

Diamond with real value! 
A 0.72 carat Fancy Vivid 
Purplish Pink SI1, Argyle 
Diamond

I am looking at another 
Argyle pink diamond we 
sold seven years ago. These 
are stunning beauties, and 

we would love to own them 
again.

A 0.50 carat Fancy Intense 
Purplish Pink, Round shaped 
diamond with a 1PP Argyle 
color

 An earth-mined diamond 
is recognized internationally 
as a luxury item. These gems 
were nurtured in nature 
over a period of millions of 
years. They aren’t a man-
made product created in 
the diamond nursery of Mr. 
Leonardo DiCaprio.

The 2.83 carat Argyle Violet Tender Diamond

A 0.50 carat Fancy Intense Purplish Pink, Round shaped 
diamond with a 1PP Argyle color

Diamond with real value! 
A 0.72 carat Fancy Vivid Purplish Pink SI1, Argyle Diamond
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By Esther Ligthart

A lowlands look at the future of jewellery and diamonds
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A beautiful small 
castle in the 
middle of the 
woods was the 

setting for a small jewellery 
show in June. About 25 
goldsmiths, vintage jewellery 
dealers and watch companies, 
were exhibiting their work. 
As I walked around, I 
wondered where the public 
had been hiding all the 
time! Flamboyant ladies and 
gentlemen, elegantly dressed 
or rather artistically, looking 
around and, even more 
important, buying jewellery.

Jewellery stores in the 
Netherlands
I couldn’t help but think 
about all the comments 
of jewellers, here in the 
Netherlands, which I had 
heard on the road as an 
agent. Almost everyone was 
convinced that they knew 
their clients’ taste and that 
until a brand had proven 
itself elsewhere, they were, 
most of the time, afraid of 
anything new that was just a 
little different. “This will work 
in Amsterdam, perhaps, but 
not in our village’’, or “Yes, it’s 
true, clients want something 
‘different’, but 
this is 
not 
it”.

Changes 
The result is that most middle 
class jewellers showcase many 
of the same brands in their 
shops. Over the past 15 years, 
jewellery stores have grown 
from having a few brands 
and a lot of jewellery that 
did not rely on marketing or 
a brand name, to becoming 
stores that carried almost 
only branded jewellery, 
many of them created with 
a strong marketing support, 
like Point-of-Sale materials, 
advertising, billboards, and 
so on. In past years, it also 
became the norm for many 
stores, as soon as as a sales 
rep set foot in the store with 
a new brand to ask what 
the associated marketing 
efforts would be. Even before 
opening a bag.

The arrival of e-commerce 
and the crisis
It has been a difficult 
transition for many jewellers 
from how they used to sell 
in the past to selling these 
fashionable jewellery brands 
today. And many have 
struggled with redefining 
their identity. Much has 
happened over the past years, 
because it wasn’t just the 

arrival of the many 
branded items, 

mirroring 
the fashion 

market 
in many 
ways, but 
we also 
have lived 

through a 
deep crisis that 

left its mark 
everywhere, 
even in 

the way 
clients buy. 

But e-commerce 
has developed big 
time too. While 
some claim it will 
never replace the 
way people buy 

jewellery, because trust and 
emotion are so important, 
that is not the case for 
fashionable jewellery brands. 
Many stores complain of how 
a giant like Bol.com (a Dutch 
Amazon-like online store) 
has taken over the market and 
how they have become mere 
showrooms. 

New concepts
Of course, this is not the 
case for every jeweller in 
the Netherlands. Although 
the Netherlands may never 
have been huge in fine 
jewellery, like our southern 
neighbours in Belgium, it 
was indeed here that the 
success of Pandora, now one 
of the biggest brands in the 
world, was born. People do 
travel, they see more through 
Instagram, social media, 
blogs and so forth. And there 
are jewellers which have 
adapted quickly to changing 
customer behavior, offering 
much more experience to the 
clients, by changing concepts, 
as Pertijs Juwelier did, for 
example. They offer a wide 

range of luxury products, 
going beyond just jewellery 
and watches, but also a brand 
such as House of Eleonore, 
with the help of the legendary 
diamond house Asscher, 
which runs a concierge 
service and has created a 
strong story on ethically 
sourced jewellery, using lab 
grown diamonds. 

Jewellery mirrors the 
apparel market
Many reports claim that 
the future of the jewellery 
market, whether it is in the 
Netherlands or elsewhere, 
will see the same kind 
of development as the 
fashion market. Brands 
will open more stores, 
such as Swarovski and the 
aforementioned Pandora, 
allowing them to fully 
expose their brand identity 
and earn higher margin 
in sales. The higher end of 
the market will keep and 
gain affluent clients of all 
demographic backgrounds, 
although Millennials might 
opt for different brands and 

Shopping smart, simply said: 
Mini versus Mercedes. Rolex 

versus Shinola.
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designers. And the lower 
end of the market, much 
like H&M and Primark in 
clothing, will also grow. It’s 
the middle class and the 
department stores that will 
need to find ways of how to 
survive in the coming years. 
Some reports claim that 
investment groups will scoop 
up many of the independent 
middle class jewellery stores. 
Some others say, that only a 
few will know how to survive. 

Millennials
Although the crisis may 
have changed a great deal 
of consumer behavior and 
e-commerce is gaining more 
of the market, it is indeed 
the arrival of the Millennials 
that has perhaps the biggest 
impact on the development 
of the jewellery market. This 
group of digital natives, tech-
savvy people, born after 1980, 
are the largest demographic 
group with the most influence 
on the older demographic 
groups, than we have ever 
seen before. About 50 percent 
of the population worldwide 
is under the age of 30, and 25 
percent of the US population 
is a Millennial. 

Although we need to 
generalize in order to give an 
idea, it is true that Millennials 

value access over possessions. 
They want to have gadgets 
and new technology that 
support their lifestyle, rather 
than jewellery or cars. As a 
Goldman Sachs report on 
Millennial influence stated: 
in 25 years it will be the norm 
to share cars and owning one 
will be an anomaly! 

Millennials marry later and 
many are struggling with 
being the highest educated 
group, but with the lowest 

paid jobs and highest study 
debts which means that they 
live longer with their parents.

But this group also is the 
real game changer when it 
comes to life/work balance. 
No longer is the rat race the 
standard: working hard to 
gain promotion and high 
income,. Many perceive the 
freedom to spend time with 
family and friends, being able 
to practice hobbies and travel, 
the ultimate luxury. 

Status does not have much to 
do with possessions, but more 
with shopping smart, getting 
the best deals, whilst enjoying 
life, beyond one’s career. 

The Economist Tweet
A recent tweet by The 
Economist caused a hilarious 
avalanche of tweets as a 
response to the question: 
“Why aren’t the Millennials 
buying diamonds?’’

Answers ranged from 
“Because I have 8 dollars 
to my name’’ to “We are 
the highest educated 
demographic group with the 
worst paid jobs”.

Although the tweet might 
have been deliberately 
provocative, one can’t deny 
that the jewellery and 
diamond industry have some 
concerns about the future 
of the industry, especially 
regarding the popularity of 
diamonds. 

Why aren’t Millennials into 
diamonds?
First of all, there is still 
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always a group that, 
perhaps influenced by their 
upbringing, still values 
diamond (engagement) 
jewellery. But as we 
mentioned before, diamonds 
have lost some of their 
magical attraction. Most 
reports and articles that I 
have read in the past months 
agree that sales will not return 
to their pre-crisis levels. 

We also deal with a much 
more informed public 
that values transparency 
and authenticity and have 
become deaf and blind to 
the one-way-marketing of 
pure advertising, as we used 
to see. People today want to 
connect with a brand, they 
want some influence in their 
client experience, they even 
want influence on product 

development and although 
high-end brand names may 
have lost some of their lustre, 
Millennials are seen as very 
loyal once they truly feel 
heard and connected. 

The industry knows very well 
that the blockbuster movie: 
Blood Diamond, has brought 
one of the darker sides of 
the diamond trade to the 
attention of a large public. 
People today value, more than 
ever before, transparency, 
doing right, paying it forward, 
sustainability, supporting a 
good cause and being good 
to the environment. It is 
time to really stand, as an 
industry, for those topics and 
make sure that in our new 
story that we want to tell the 
public about jewellery and 
diamonds, the efforts made in 

these areas are communicated 
well.

My personal view
When I am asked about 
how to get Millennials 
more interested in diamond 
jewellery, when we also see 
the trend of other gemstones 

in engagement rings gaining 
popularity, I tell them about 
the need for a new story. 
Storytelling is the next big 
thing in marketing, other 
than sharing and connecting. 
It is through the ancient art 
of storytelling that we can 
connect with the public in 
any communication we have 
with them. 

I would suggest getting off 
our high horses, taking away 
the many technical details 
whenever we hold a diamond 
in our hands and show that 
diamond, the little miracle, 
to an interested public and 
start to tell a story. Perhaps 
we can tell the client where 
the diamond was originally 
found, maybe even show 
it through video. We can 
take the client on a journey 
through space and time and 
show them the wonder of the 
birth of a diamond, starting 
in the stars in our universe. 

It’s a natural wonder and 
it’s precious because of its 
incredible history. There is no 
magical recipe, of course, but 
acknowledging that times, 
people and values, have truly 
changed, is the first step. 

So my advice would be, let’s 
create a new and far better 
story!

About the author:
Esther Ligthart (the Netherlands) runs a 
popular jewellery blog: Bizzita.com where 
she spreads the love for jewellery all 
over the globe. Recently she added an 

exciting new feature on her jewellery blog: a store locator 
and a business directory to which jewellery stores and 
jewellery-related business can subscribe for a small 
yearly fee. With over 20 years of experience in sales in 
the jewellery industry, she is a blogger and freelance 
journalist for trade magazines and luxury magazines 
such as Jewels & Watches Info, VO+ and more.
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1. MINE YOUR GOLD
Your customer list is your own, private 
gold mine but it has little value unless 
you work at it.  You must mine that 
gold. It is vital to communicate with 
your existing customers on a regular 
basis. Ideally, they should hear from 
you at least once a month. Direct mail 
is still one of the most efficient ways to 
keep top of mind awareness. A simple, 
cost-effective campaign is a postcard 
highlighting monthly birthstones. A 
beautiful photo, a little history or lore 
will attract their attention. Be sure to 
have a call to action. Time the mailing to 
hit their postbox about one week before 
the month starts. Follow this with online 
and social media campaigns when the 
month begins.

2. THROW A PARTY
Once a year, have an invitation-only 
customer appreciation event. This is a 
good time for a trunk show. Be sure to 
have wine and cheese or other snacks 
available. Number each invitation to use 
for a prize drawing. Offer a bonus prize 
for anyone bringing in a new customer 
with them. Use this same concept to 
give your existing customers a preview 
evening for any other events you have 
for the general public. People like to 
feel special and invitation-only events 
achieve that goal.

3. HAVE AN IN-STORE CONTEST
One of the best promotional contests 
is “Pick a diamond.” Fill a large glass 
bowl with Cubic Zirconias.  Add one 

diamond.  Everyone who comes in 
the store has a chance to use a pair of 
tweezers to pick one stone.  If they pick 
the diamond, they get to keep it. Send a 
mailing to your customer list that gives 
them an extra pick or two. No matter if 
they pick a CZ or the diamond, this is 
your opportunity to upsell a mounting 
for their new stone.

4. HAVE A SOCIAL MEDIA CONTEST
Encourage your customers to post 
reviews, or better yet, feel good stories 
about shopping in your store on your 
social media page. Offer a prize for the 
most likes. If they share on their own 
page, count any likes from there as well.  

5. RUN A RESTYLE, REBUILD, AND 
RECYCLE EVENT
Set aside 2-3 days for this event.  Have 
your customers bring in jewellery they 

no longer wear because they are tired 
of it, or it is in bad condition.  Use their 
stones and gold to create something new 
or repair and refurbish worn out items.  
This is an excellent way to keep your 
benchmen working during slow times.  
If they simply no longer want their item, 
offer to buy it from them.  You can either 
recycle it as scrap or refurbish it for 
resale.

 With a little effort and creativity, you can 
generate more sales, increase foot traffic 
and spread awareness about your store 
and services.

by Dave Siskin

Five summer events to
boost your business
Since there are no gift-giving holidays until December, summertime is a slow 
season for many jewellers. This year, the jewellery business is experiencing even 
more of a slowdown due to global political and economic chaos. It will eventually 
get better, but there are several things you can do right now to boost your sales.

About Dave Siskin
Dave Siskin is the owner of Carigem 
International and the Caribbean 
Gemological Institute. A veteran gemologist 
and jewellery expert, he has decades 
of experience in jewellery retailing. 
He published this article earlier on the 
Jewellery Net Asia blogsite.
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As I walked in to 
the office on 1 July, 
everything felt 
very familiar, yet 

very different. I’ve made the 
same journey hundreds of 
times over the past 10 years, 
but on Friday I was making it 
for the first time as CEO.

My experience is perhaps 
analogous to that of 
the diamond sector at 
the moment: the strong 
fundamentals remain the 
same, but the future presents 
challenges – both known and 
unknown.

My predecessor, Philippe 
Mellier, was known for saying 
that consumer demand for 
diamonds is our only source 
of value. As it was his guiding 
principle, so it will be mine.

And it’s encouraging to know 

that global consumer demand 
for diamonds remains strong. 
After all, let’s not forget that 
the three biggest ever years 
for consumer demand for 
diamond jewellery were the 
last three.

However, taking continued 
demand for granted would, 
I believe, be a mistake. And 
assuming that the factors that 
influenced demand yesterday 
will be the same as those that 
influence demand tomorrow 
is folly.

Consumer demand really 
is our only source of value 
– we must therefore all be 
unrelenting in stimulating 
it, in established markets, 
developing markets and 
emerging markets.

As those who led the industry 
in the past established 

the diamond dream, the 
responsibility now falls to 
us collectively to nurture it, 
grow it and share it around 
the world with consumers 
young and old.

And despite some recent 
assertions that millennials 
have a lower desire for 
diamonds than previous 
generations, it is clear 
from our research that 
the diamond dream 
remains as vibrant as ever 
– and millennials 
undoubtedly 
care 

profoundly for what 
diamonds symbolise.

However, we must 
appreciate that tomorrow’s 
consumers are not the same 
as yesterday’s and we must 
find new and different ways 
to engage them. We must 
embrace changing consumer 
trends and see them as an 
opportunity to grow.

But it is not only at the retail 
end of the industry that 

we need to focus 
our efforts. 

Whether it be 
stimulating 
demand, 

by Bruce Cleaver, CEO, De Beers Group
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protecting product integrity 
or increasing production, 
investment is a key tool we 
have if we wish to play a 
decisive role in shaping our 
own future.

Yet even if we make all the 
right investments, no-one 
should be in any doubt about 
the uncertain environment 
that we will continue to 
experience. We know that 
volatility isn’t a short-term 
phenomenon, but the new 
normal.

If anyone is still unsure of 
this, then we need look no 
further than the shifts in the 
global political landscape, the 
volatility of global exchange 
rates or the rapid changes in 
the outlooks of some of the 
world’s major economies. The 
recent events in the UK are 
just another example of them.

There will always be things 
we can’t predict, but we must 
learn to thrive in uncertainty.

And I firmly believe that 
we will thrive, whatever 
challenges we may face. 
After all, history has shown 
the diamond sector to be 
resilient.

Resilient in the face of 
financial crises. Resilient 
in the face of fluctuating 
demand. And resilient in the 
face of increasing competition 
from other luxury categories.

The reason it’s been so 
resilient is because the 
sector has worked in 
partnership to find solutions 
to the challenges it’s faced. 
Partnerships have secured our 
past successes. Partnerships 
are the cornerstone of the 
business. And partnerships 
will define our future.

De Beers holds a unique 
position with consumers, our 
rough diamond customers, 
governments, communities 
and retailers. And with each 
of these groups, we must 
recognise that it is not just 
what we do that matters, but 
also how we do it.

We must never lose sight of 
the fact that for the entire 
diamond pipeline to succeed, 
every individual part of the 
diamond pipeline needs to 
succeed.

With our customers, this 
means that together, as 
partners, we must be bolder 
and braver, broaden our 
horizons, and accept that 
solutions to the sector’s 
challenges may lie outside 
of it, such as in supply chain 
efficiencies and marketing 
strategies. We need to be 
open, to learn from others, 
and willing to change.

And of course, nowhere is 
partnership more important 
than in the countries in 
which we mine.

I have been privileged to 
see for myself the good 
that diamonds have done 
for communities and 
governments around the 
world where we operate.

They make positive 
contributions to countries 
around the world that have 
used their revenues wisely, to 
communities that surround 
operations and to the 
beneficiaries of the practical 
benefits of responsible mining 
and ethical sourcing.

I’ve seen with my own eyes 
that diamonds do good. But I 
think they can – and should – 
do better.

So while I’m just at the start 
of my journey as CEO, I’m 
already struck by the thought 
of what my successor will 
experience as they step into 
the role as CEO of De Beers.

I hope that they find an 
industry that has analysed 
its own challenges and 
opportunities and taken 
bold and innovate action to 
overcome the difficulties and 
grasp the opportunities.

I expect that they will find 
a sector that continues to 
benefit from consumers’ 
connections to the irresistible 
emotional symbolism of 
diamonds.

But I know that they will find 
a business that has worked 

tirelessly to strengthen 
the partnerships on which 
so many of us depend for 
success.

Because our partnerships 
work. But I want to help them 
work even better.

Consumer demand really is our only 
source of value – we must therefore 
all be unrelenting in stimulating it, 
in established markets, developing 
markets and emerging markets.

About 
Bruce 
Cleaver
Bruce Cleaver 
became CEO of 

De Beers Group on 1 July. 
Prior to this, he has held a 
number of roles across De 
Beers and Anglo American.
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NEWS

WJCEF (World 
Jewellery 
Confederation 

Education Foundation), 
the educational arm of 
CIBJO, the World Jewellery 
Confederation, has announced 
the launch of a six-lesson 
course on Corporate Social 
Responsibility (CSR) for 
jewellery, diamond, coloured 
gemstone, pearls, coral and 
precious metal professionals, in 
association with Branded Trust 
Education of Australia.

Graduates who successfully 
complete its requirements will 
receive a Level 1 Certificate 
of Accreditation, issued by 
WJCEF. 

Headquartered in Australia, 
Branded Trust Assurance 
Systems specializes in 
sustainability management 
software solutions. In addition 
to the online CSR educational 
courses, for the past several 
years it has worked together 
with CIBJO in developing an 
online CSR compliance system.

“Our goal in developing the 
course is to enable all members 
of the industry, at the mining, 
manufacturing, wholesale and 
retail levels, from management 
through to sales staff, to obtain 
a practical understanding 
of CSR and sustainability, 
as it applies to the jewellery 
business today,” explained 
Gaetano Cavalieri, the CIBJO 
and WJCEF President.  “To 
an ever-increasing degree, a 

jewellery company is expected 
to ensure that its staff is CSR-
educated and proficient. This 
course is designed to make 
that possible.” 

The objectives of the course are 
to provide jewellery industry 
professionals with a practical 
knowledge of critical aspects 
of CSR relating to the jewellery 
industry. The course uses 
interesting new approaches 

and frameworks to help 
make this wide-ranging topic 
accessible, manageable and 
relevant. 

Students of the course will 
access each of the six lessons 
via a dedicated website, where 
subject-matter experts will 
instruct them on a range of key 
topics. Every lesson includes 
a video lecture, downloadable 
readings that at the end of the 
course can be compiled into 
a book on CSR, and links to 
other relevant readings and 
websites. 

The courses have been 
designed provides a clear 
understanding of key terms 
and concepts, and insight into 
the terms and terminologies 
that need to applied by 
jewellery professionals, 
enabling companies and the 
industry to achieve the aims 
and benefits of CSR more 
easily.    

They are meant to provide 
practical CSR solutions, 

‘CSR for the Jewellery Professional,’ 
a six-lesson online course,
launched by WJCEF, CIBJO’s 
educational arm, and Branded Trust
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strategies and approaches 
for jewellery professionals 
to apply in their businesses, 
by connecting better with 
customers, suppliers and 
stakeholders, and in so doing 
improve organizational 
performance.

The six lessons are:

◊ “Practical Definitions 
of CSR,” presented by 
Professor Michael Segun, 
Director of CSR Studies at 
the University of Central 
Queensland, Australia. 
Professor Segun lays out the 
broad CSR landscape and 
divides it into its different 
dimensions: ethical, fair, 
sustainable and green. This 
framework helps students 
to place CSR issues and 
problems in their relevant 
space and determine which 
are most relevant to them 
and their businesses.

◊ “Major CSR Issues 
Affecting the Jewellery 
Industry,” presented by 
Professor Benedict Sheehy, 
Professor of Law at the 
University of Canberra, 
Australia, and a widely 
published expert in 
corporate governance and 
CSR. 
In this lesson, Professor 
Sheehy builds on Lesson 
1 by identifying and 
explaining the critical issues 
that have had an impact on 
consumer perceptions. He 
explains how the jewellery 
and gemstone industries, 
international organizations 
and national governments 
have responded to these 
issues with formal and 
informal rule systems. 

◊ “The Business Case for 
CSR,” presented by Marcel 
Kreis, former Chairman 
and Managing Director, 
Private Banking, Credit 
Suisse Asia-Pacific, current 
Chairman of the Myer 
Family Company and CEO 
and Managing Director of 

Branded Trust Assurance 
Systems. 
Mr. Kreis discusses the 
commercial challenges all 
businesses face and explains 
how an understanding of 
CSR provides a framework 
for developing competitive 
strategies. Building upon 
the challenges identified 
in previous lessons, Mr. 
Kreis sets out how these 
challenges can be turned 
into strategic opportunities 
that can improve business 
performance on both the 
revenue and cost sides of a 
business. 

◊ “Tools and Approaches 
for Implementing CSR,” 
presented by Mr. Miguel 
Popopa Guerrero, and 
environmental and 
sustainability engineer, 
recently with the Mexican 
Chamber of Industry and 
now with Branded Trust. 
Mr Popoca Guerrero 
describes the different tools 
and supporting software 
packages that are available 
to companies of all sizes 
interested in implementing 
CSR frameworks and 
strategies. This lesson 
focuses on the ways 
CSR and sustainability 
management strategies 
can be operationalised. 
In doing so, Mr. Popoca 
Guerrero provides insights 
into how different tools are 

more appropriately used 
in different circumstances 
at different points in the 
jewellery supply-chain.

◊ “Making ‘Green’ Claims 
and Consumer Protection 
Law,” by Dr. Donald Feaver, 
former law professor and 
now the Chief Technology 
Officer of Branded Trust 
Assurance Systems, who is 
an expert in international 
and transnational 
regulatory systems. 
In this lesson Dr. Feaver 
discusses how businesses 
can ensure compliance, so 
that valid claims can be 
made, and so maximise 
returns on investment in 
CSR and sustainability 
programmes. This has 
particular relevance for 
companies wanting to 
legitimately promote their 
sustainability credentials.   
He also discusses the 
dangers of making CSR 
and sustainability claims 
to customers that can’t be 
substantiated. 

◊ “Professional CSR 
Accreditation,” presented 
by Ms. Maria Stradlund, a 
sustainability consultant 
from Stockholm, Sweden. 
In the concluding lesson of 
the course, Ms Stradlund 
explains why education 
leading to accreditation is 
becoming a necessary step 

in a jewellery professional’s 
carrer development. A 
representative of a new 
generation of jewellery 
consumer that is sensitive to 
CSR and sustainability issue, 
Ms Stradlund provides 
perspective on why CSR is 
important to sector that is 
fast becoming the mainstay 
of the jewellery market. 

To qualify for the WJCEF 
Certificate of Accreditation, 
students are required to 
complete all six lessons, at the 
end of each they will provided 
a lesson test, and to write and 
submit a 3,000-word essay for 
grading. The essay topic will be 
provided upon completion of 
Lesson 6, and having received 
a passing grade on all Lesson 
Tests. The 3,000 word essay 
will be submitted online.

A total assessment score of 
greater than 60 percent will 
be required before a student 
will be awarded the WJCEF 
Certificate of Recognition.

Initially the six-lesson course 
is being offered only in 
English. The cost per student is 
U.S. $300.

For more information and to 
register for the six-lesson “CSR 
for the Jewellery Professional” 
course, go to: http://cibjo-csr.
btassurance.com/.
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RETAIL

by Dave Siskin

This phrase has been 
the mantra in retail 
as long as I can 
remember. “The 

customer is always right” 
was originally coined in 1909 
by Harry Gordon Selfridge, 
the founder of Selfridge’s 
department store in London. 
The phrase was meant to assure 
customers that they will get 
excellent service. It was also 
used convince employees to 
give good service. 

This reasoning is flawed. It 
is backward. Your staff must 
come first. You spend time 
and money on training them 
to be the best they can be. 
You motivate them and pay 
them well. You trust them 
with the keys to your store 
and the combination to the 
safe. In return, they are loyal 
to you and work hard to build 
your business by making your 
customers as happy as they are. 

If you always take the side of 
the client in a dispute, you will 
eventually lose your employee’s 

loyalty and respect. To make 
matters worse, customers 
now use the phrase to make 
unreasonable demands, often 
threatening retaliation on social 
media if you don’t give them 
what they want. The abusive 
customer gains an unfair 
advantage over your employees 
and your nicer customers.

SOMETIMES YOU NEED TO FIRE A 
CUSTOMER
OK, there are times when 
the customer is right, and an 
employee is the problem and 
needs to be let go. Chances 
are, you already knew that 
day would come. But if you 
have good, loyal, well-trained 
staff; your job is to give them 
support. They need to know 
that if they follow their training 
and good instincts, you will 
have their back. As much as 
you rely on them, they rely on 
you. This bond of trust is one 
that should never be broken.

Some customers are toxic 
to your business. If they 
continually bring stress and 

discomfort to your staff, they 
need to go. Yes, you will lose 
some sales, but the dignity 
and respect you show for your 
employees are so much more 
important than a some lost 
profit. It is better to cultivate 
customers that appreciate and 
respect your staff.

SOCIAL RETALIATION

Bad reviews and social media 
blasts are the weapons of choice 
for today’s “Always right” 
customer. If it happens, wait a 
day or so. If the post falls off 
with just a few comments, it’s 
over and no longer an issue. If 
it escalates and continues, make 
a simple statement that gently 
tells them they are no longer 
welcome. Try something like: 
“At XYZ Jewellers, we are sorry 
that you are unhappy with your 
experience. Our amazing team 
did their best to please you. We 
sincerely wish you the best and 
hope you can find someone to 
make you as happy as we make 
the rest of our customers. Good 
luck and have a beautiful day.”

Then leave it alone. Resist the 
temptation to debate them 
online or to defend yourself. 
It will only give them fuel to 
keep the fire raging. They want 
to draw you into the drama. 
Why aggravate yourself and 
waste time on a bad customer? 
Move on to making your good 
customers happy. 

BE FAIR

Look at each dispute with fresh 
eyes and an open mind. If the 
customer is indeed right, find 
a way to correct the issue and 
make them happy. Use the 
situation as a lesson at your 
next training session. If an 
employee was in error, work 
with them to prevent a future 
occurrence.

But if the customer is wrong, 
stand up for your employee. A 
good customer will appreciate 
and respect your honesty. 
If the customer becomes a 
problem or abusive...don’t be 
afraid to ask them to leave. The 
customer is not always right.
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A group of female 
jewellers, who first 
joined together 
during the women’s 

empowerment session at 
the Second LATAM Jewelry 
and Diamond Week at the 
World Jewelry Hub in June, in 
Panama, has launched a grass-
roots initiative that is designed 
to communicate their gender’s 
particular perspective on the 
way jewelelry and gemstones 
should be marketed.

Calling themselves “Mujeres 
Brillantes” (“Brilliant Women” 
in Spanish), the women hail 
predominantly from Latin 
America, but also count 
among themselves members 
from Turkey, Russia, Italy, 
Romania and Israel.

“The discussion that began 
during the empowerment 
session revealed that we share 
similar opinions about the way 
in which jewellery is marketed, 

and the general feeling was 
that the dominant approach 
today is not succeeding 
in exciting our consumer 
base, which predominantly 
is made up of women,” 
explained Ali Pastorini, 
WJH Senior Vice President. 
“Consumers should consider 
an item of fine jewellery as the 
ultimate expression of value, 
uniqueness and creativity, but 
right now they are more likely 
to be inspired by an iPhone 
or designer shoes. This means 
that we in the industry should 
be doing a better job.”

“Our general feeling was that 
is industry is focusing too 
closely on the business of 
selling jewellery, and not on 
the experience of buying or 
receiving an item of jewellery. 
As women we instinctively 
understand that the act should 
be a special and intimate 
moment that transcends the 
mechanics of a commercial 

transaction. The experience 
should be unique and 
meaningful, just like the item 
of jewellery,” Ms. Pastorini 
said.

The renewed emphasis on the 
consumer and the consumer’s 
experience is underscored 
by the name selected for the 
new marketing initiative, “My 
Jewels, My Story,” which was 
proposed by Victoria Kupfer, a 
jeweller from Panama.

“Our primary intention is 
not to formulate a specific 

campaign, but rather to 
emphasize a marketing 
approach, which we believe 
will be more successfully 
received and appreciated 
by female consumers,” Ms. 
Pastorini said.

The dialogue that began in 
June is continuing in the 
social media, with “Mujeres 
Brillantes” groups operating 
on Facebook and Whatsapp. 
For women interested in 
joining the discussion, contact 
Ali Pastorini at email: ali.
pastorini@wjhub.com. 

Initiative by WJH women’s 
empowerment group 
to present the female perspective on jewellery marketing

As women we instinctively understand 
that the act should be a special and 

intimate moment that transcends the 
mechanics of a commercial transaction.
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In issue 7 of the World 
Diamond Magazine, I 
reviewed some of the 
countries whose vast 

diamond production and 
sales policies currently shape 
the industry. I focused on the 
six largest producers, which 
account for over 90 percent 
of global production by value. 
However, there are also as 

many as 22 different countries 
that reportedly produced 
diamonds in 2014.

At present, none of these 
smaller diamond-producing 
nations has enough volume 
to fundamentally change the 
industry; however, times are 
changing and some of these 
countries have new mines on 

the horizon, while others are 
slipping backwards as mines 
close or reduce output. To 
complete the picture, I will 
focus on some of the smaller 
diamond producers, to 
address the impact that their 
policies have had in the past, 
or might have in the future.

Lesotho
The world’s seventh largest 
diamond-producing 
country is the small land-
locked kingdom of Lesotho. 
According to data from 
Kimberley Process Statistics, 
Lesotho sold diamonds 
valued at $343 million in 
2014, from only 346,000 
carats. This amounts to an 
average value of nearly $1,000 
per carat, by far the highest 
average price of any national 
diamond production in the 
world. This is principally 
owed to the Letšeng mine, 
which produces a large 
proportion of high-value 
diamonds that sold for an 
average value of $2,540 per 
carat in 2014.

Lesotho is surrounded 
entirely by South Africa, and 
is only slightly larger than 

Belgium – boasting a sparse 
population of 2 million 
people. Lesotho is well known 
for its mountainous terrain, 
and it was in its Maloti 
Mountains that diamonds 
were first discovered in 
1957. For the decade 
following, diamonds were 
mined mostly by artisanal 
diggers under government 
supervision. In the late 1960s, 
the government requested 
the assistance of Rio Tinto 
in establishing a large-scale 
mine in the area, and later 
solicited the input of De Beers 
in the 1970s.

The Letšeng mine, and the 
diamond mining industry in 
Lesotho, gained a large boost 
in 2006 when London-based 
Gem Diamonds purchased 
a controlling interest in the 
property; it has been mining 
diamonds there since. Letšeng 
has produced some of the 
largest and most important 
diamonds in history over the 
past decade.

The future for Lesotho might 
very well be brighter than its 
past. There are now several 
mining operations in the 

Diamond 
demographics:
junior diamond
producers
by Ehud Laniado
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country, more have plans 
underway to begin soon. The 
nearly 20-hectacre Kao mine 
is now the largest producer of 
diamonds by volume in the 
country, and mining in the 
Liqhobong mine is scheduled 
to commence at the end of 
2016. At full production, 
Liqhobong is expected 
to produce as many as 1 
million carats per annum. 
The Mothae mine is also 
currently in the feasibility 
study stage, and could add to 
the country’s output in years 
to come.

Australia
Contrary to Lesotho, 
Australia produces a large 
number of carats at one of the 
lowest average values in the 
world. The country currently 
has only two diamond-
producing mines, Argyle and 
Merlin, since the Ellendale 
mine was closed in 2015. 
Also contrary to Lesotho, 
Australia’s annual diamond 
production is expected to 
steadily decline over the next 
few years.

The Argyle mine has 
been in operation since 
the early 1980s and is the 

only economically sound 
diamond-bearing lamproite 
pipe in the world. The mine’s 
open pit, which at some 
points reaches as deep as 600 
meters, has been exhausted, 
and mining has moved 
underground. This is the 
reason for the nation’s gradual 
decline in production.

However, Australia has long 
been among the world’s 
elite suppliers of fancy color 
diamonds, including yellows, 
pinks, and reds. It could be 
argued that the Argyle mine 
helped put pink diamonds 
on the map, and the Argyle 
annual pink diamond tender 
is consistently a well-attended 
industry event. Similarly, 
before its closure, Ellendale 
was known as a principal 

source of fancy canary yellow 
diamonds.

Argyle and Australia are often 
credited as the reason for 
India’s flourishing diamond 
manufacturing market. The 
Rio Tinto mine operator 
faced the challenge of creating 
a market for diamonds that 

were previously deemed 
virtually valueless, owing 
to their small size and poor 
quality. In a sort of business-
government partnership 
with India, Argyle provided 
a large and consistent supply 
of diamonds, and the Indian 
cutting industry was reborn.

Zimbabwe
Zimbabwe is an example of 
a country with dwindling 

diamond production. The 
Marange diamond fields 
are believed to possess vast 
quantities of diamonds; some 
estimates suggest that up 
to 25 percent of the world’s 
diamond reserves by volume 
are located there. However, 
the low value of the diamonds 
often makes it unprofitable 
to mine anything aside from 
the easily accessible alluvial 
gravels that rest primarily at 
the surface.

Diamond production in 
Zimbabwe has existed for 
a long time, and has had a 
troubled past. The discovery 
of the Marange fields in 
2006 opened the country to 
large-scale mining. However, 
Zimbabwe was banned 
from exporting diamonds 
under the Kimberley Process 
Certification Scheme until 
2010. Zimbabwe’s official 
production in 2010 was 
over 8 million carats; this 
number peaked in 2012 
at over 12 million carats 
– nearly 10 percent of the 
world’s production by 
volume. However, recent 
production has been on 
a steady decline, and it is 
believed that much of the 
more easily accessible surface 
gravels have been mined out. 
The remaining reserves are 
deeper underground and 
require more sophisticated 
equipment; Zimbabwe 
is unlikely to invest in 
this equipment, given the 
low inherent value of the 
diamonds there.

Zimbabwe recently chose 
not to renew the mining 
licenses of several active 
companies mining in the 
area, a move that nationalizes 
the country’s diamond assets. 
President Robert Mugabe 
is on record saying that the 
country may elect to partner 
with an established diamond 
company. At present, several 

Lesotho is well known for its 
mountainous terrain, and it was in its 
Maloti Mountains that diamonds were 

first discovered in 1957. For the decade 
following, diamonds were mined mostly 
by artisanal diggers under government 

supervision.
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About Ehud Laniado
From his early 20s in Africa and later in Belgium honing his 
expertise in forecasting the value of polished diamonds by 
examining rough diamonds by hand, till today four decades later, 
as chairman of his international diamond businesses spanning 
mining, exploration, rough and polished diamond valuation, 
trading, manufacturing, retail and consultancy services, Laniado 
has mastered both the miniscule details of evaluating and pricing 
individual rough diamonds and the entire structure of the diamond 
industry. Today, his global operations are at the forefront of the 
industry, recognised in diamond capitals from Mumbai to Tel Aviv 
and Hong Kong to New York.

mines have been temporarily 
closed, and it remains 
to be seen if Zimbabwe’s 
production in the upcoming 
years will reach anywhere 
near the last few years.

Sierra Leone
Sierra Leone is rich with 
diamonds, covering 
approximately 7,700 square 
miles of land, mostly in 
alluvial deposits in the 
Central/East Kono, Kenema, 
and Bo districts. Sierra 
Leone’s reported diamond 
exports have been increasing 
steadily, from $78 million in 
2009 to over $220 million in 
2014, according to Kimberley 
Process Statistics; diamond 
exports are among the most 
important foreign currency 
exports in the country.

Sierra Leone was mired by 
a decade-long civil conflict 
in the late 1990’s, in which 
diamonds were used as 
monetary exchange for 
weapons and war. However, 
since holding democratic 
elections in 2007, the 
country has been at peace, 
with diamond production 
increasing steadily to the 
benefit of the public. Time 
will tell if this trend continues, 
but Sierra Leone has shown 

signs of being an increasingly 
important player in the rough 
diamond industry.

DRC (Democratic Republic 
of Congo)
Similar to Sierra Leone, The 
DRC has had a troubled past 
in diamond production, and 
mining data might not be 
entirely accurate. The country 
is a significant producer of 
rough diamonds, representing 
more than 12 percent by carat 
volume, however value data is 
uncertain.

Much of DRC’s diamond 
production comes from an 
estimated 700,000 artisanal 
diggers alongside a small 
presence of diamond mining 
companies, including De 
Beers. Despite allegations 
of human rights abuses 
and difficult conditions for 
the country’s local diggers, 
the DRC has the potential 
to develop into a more 
important player in the global 
industry.

Honorable Mentions
Interestingly, India, which 
was the world’s only diamond 
producer for nearly 2,000 
years, may become a 
diamond-producing country 
again. In 2003, Rio Tinto 

discovered the Bunder mine 
(meaning “monkey” in Hindi) 
in the central Indian state of 
Madhya-Pradesh. Although 
still in the development 
stage, in 2014 it produced 
37,000 carats valued at $6.7 
million. In 2015, the company 
announced that it would 
spend $500 million to bring 
the mine into production. 
Commercial mining at 
Bunder is expected to 
produce 2-3.5 million carats 
per year, and once again 
establish India as a diamond-
mining locale.

Brazil was a key player in 
maintaining the significance 
of diamonds among the 
European elite after many 
Indian mines were depleted 
by the mid-1700’s, and before 

South Africa’s rich finds a 
century later. Brazil continues 
to produce small quantities of 
diamonds, officially pegged 
at 57,000 carats valued at $2.7 
million in 2014.

While these smaller mining 
jurisdictions play a relatively 
insignificant role in the total 
global diamond supply, each 
producing country could be 
just one big find away from 
changing rough diamond 
distribution.

The views expressed here are 
solely those of the author 
in his private capacity. No 
one should act upon any 
opinion or information in this 
article without consulting a 
professional qualified adviser.
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Luxury brands have got to 
get better at story telling

We tell stories 
all the time. 
People don’t 
relate to 

facts, statistics, corporate 
messages and “values.” No, 
we relate to stories. When 
you get home in the evening 
you don’t regale your family 
with a strategic overview 
of your day, you tell them 
stories. These tales might be 
about things that are funny, 
annoying or surprising, but 
they’re versions of what 
we pay to read about on 
our Kindles, watch at the 
theatre and visit to cinema to 
immerse ourselves in. 

It’s little wonder then that 
“corporate storytelling” is 
increasingly being used by 
companies to develop their 
corporate identity, to engage 
customers, to build brand 

loyalty and even to explain 
why things have not always 
gone according to plan for 
them.

The luxury world has great 
some stories – but for all the 
reasons above it needs to start 
telling them. Here’s why:

1. Stories are human - just 
like customers. People find 
human beings fascinating. 
Chanel is one company that 
uses the human story of its 
eponymous founder very 
effectively – and it’s started 
to do more and more. 

2. Stories engage us. As I 
discovered when I did 
media/interview training 
and copywriting for them, 
Bentley motorcars are so 
bespoke that they offer 
over a million different 
modifications. Legend has 

it that one day a Middle 
Eastern princess took a 
bottle of nail varnish out 
of her handbag, showed it 
to the Bentley craftspeople 
and said, “I’d like a car in 
this colour.” Bentley could 
tell customers about their 
colour range but, I’d argue 
that this little anecdote is 
far more memorable.

3. Stories are how we make 
sense of the world. 
Understanding its story 

is also the best way to 
understand a brand. Gieves 
& Hawkes is increasingly 
using its archive to find 
stories with which to 
underline its positioning 
as a gentleman’s tailor. 
Bremont watches is one 
that has an amazing story 
about the death of the 
founders’ father.

So does your brand - you just 
have to find them and tell 
them.

by Simon Brooke

About Simon Brooke
Simon Brooke has over 16 years of experience 
in freelance journalism, copywriting and media 
training, specialising in the luxury sector. He writes 
about the consumer and business aspects of the 
luxury sector for, amongst others, The Financial 
Times, The Sunday Times, the Wall Street Journal, 

Financial News, Illustrated London News’ Sphere magazine and 
British Airways’ Business Life magazine.
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Mehmet Büyükekşi

Buyers who are searching for new and exciting jewellery collections 
that cater to the latest trends usually will find what they looking 

for at one of the international jewellery fairs. More than ever 
before, new jewellery designs are the product of the trends set by 
the fashion industry. So if you want to know what is chic, up and 

running, you better keep an eye on what is shown on the run ways 
in Milan, New York and Paris!

JEWELLERY BOX

The fashion weeks in 
New York, London, 
Milan and Paris have 
come and gone and it 

is time to take a look at how the 
fashion trends have influenced 
and inspired jewellery designers.

From frivolous to classic, and 
form contemporary, buyers will 
find something their audiences 
and clientele will like and want to 
put in their jewellery boxes.

One of the new terms that is 
heard to describe a design trend 
is 'glamcore.'  Lifestyle writer 
Christina Miller described 

glamcore as 
follows: "Glamcore 
is the antithesis of 
normcore, 2014's most 
popular trend for wearing the 
most normal clothes possible 
(think plain t-shirts, tailored or 
denim trousers and pretty much 
anything without a logo). Where 
normcore was about nondescript 
dressing - even if that navy blazer 
did cost four figures - glamcore 
is the complete opposite; it's 
about piling on sequins and fur 
and colour. Basically, wearing 
statement pieces with statement 
pieces to make, well, a statement."

by Aylin Gözen
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In 2016, romanticism is once 
again with us...

Lace and feminine bowties 
have been spotted on the 
runways and are 
reflected in elegant 
jewellery designs.

Futuristic designs

Romantic...

Glamcore

“Little Shine”

The fashion runways 
have seen a lot of colored 
"glamcore" haute-couture 
this year. This has inspired 
designers to work with a lot 
of coloured gemstones set 
in wild, elaborate pieces.

Futuristic designs are a 
trend on the rise. The 
designers play with ratios 
and geometric figures, often 
with sparkling results!

Of course, then there is the 
economic crisis. These small and 
joyful colourful designs are an 
effort to create attractive jewellery 
for a smaller purse, with a lot of 
success!
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Whether you’re 
just starting 
out or are 
looking to 

expand your social presence, 
there quite a few routes you 
can take. 

Many fall into the trap of 
trying to tackle every social 
network at once and wind 
up spreading their efforts 
too thin. Especially for small 
business owners, who are 
likely already wearing many 
others hat, using your time 
efficiently on social media is 
crucial. 

So, on which platforms 
should you be focusing? In 
order to properly determine 

the answer, you first need to 
ask yourself two questions.

What kind of products do 
you sell? A high-end jeweller 
is going to have a much 
different target audience 
than a casual jewellery store. 
Different demographics 
have different frequencies 
on the various platforms and 
this will affect your social 
strategy. Also, consider 
your intended brand voice 
because each platform lends 
itself to a particular style of 
communication. 

Additionally, it’s also 
important to consider what 
your store’s overall goals are 
before you begin investing 

time in social media. One of 
the biggest mistakes we see a 
lot of small businesses make 
on social is to move forward 
without any real plan in place. 
Determining the objectives of 
your marketing efforts helps 
you decide which platforms 
to focus on because each 
platform can best be used for 
different purposes. Are you 
trying to grow awareness for 
your brand online? Are you 
trying to promote specific 
offers/sales? Or are you trying 
to drive followers to your 
physical location?

Facebook
Let’s begin with the social 
media juggernaut, Facebook. 

By now, it is almost assumed 
that everyone has a Facebook 
profile. More importantly 
for you, it is also assumed 
that all businesses are now 
on Facebook. Maintaining 
an active presence on the 
platform is vital because it’s 
currently the most ubiquitous 
social network with more 
than 1.5 billion users. 

Facebook has powerful 
advertising capabilities built 
right into the platform with 
the ability to create custom 
audiences and target by 

by Mike Farrell
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interests and demographics.

Facebook is also very useful 
because it allows for a variety 
of different functions such as 
short-form posting, long-
form posting, and photo/
video sharing. It encompasses 
most features of other social 
networks, making it a popular 
choice among marketers. 

In addition, content on 
Facebook is less time-
sensitive than other 
platforms such as Twitter 
and Instagram. However, it 
is largely pay-to-play if you 
want your followers to see 
your posts. Also important 
to consider with Facebook 
is that the user demographic 
is starting to skew older 
than other networks, which 
may or may not benefit you 
depending on the type of 
jewellery your store sells.

Instagram 
Next, let’s move onto 
Instagram, which passed 
Twitter last year in terms of 
monthly active users.
The platform boasts one of 
the highest user engagement 

rates, making it an effective 
space to build a brand 
community. Instagram is 
an especially great platform 
for businesses that have 
products that lend themselves 
to being showcased visually. 
Restaurants, jewellers and 
clothing manufacturers are all 

examples of businesses with 
visually appealing products 
that are perfect for Instagram.

However, don’t limit yourself 
to just pictures or videos of 
your jewellery. As beautiful 
as your products are, the 
‘Gram is also a great place 
to humanize your brand by 
showing off your company 
culture. This is especially 
important on Instagram 
because users on the platform 
tend to skew younger and 
these younger consumers 
value connecting with brands 
online. Office shenanigans 
and behind-the-scenes looks 
can go a long way in putting a 
face to your business.

One challenging aspect of 
Instagram for marketing 
purposes is that the platform 

does not support links 
within posts. You are only 
allowed one link within 
your bio, which can make 
it challenging to redirect 
followers to content on your 
website or blog. One way 
around this is to make use of 
Instagram ads that redirect 
to an external website. These 
ads were originally for larger 
brands, but have recently 
become more affordable for 
smaller businesses. 

Twitter
Twitter has recently been 
suffering an identity crisis 
of sorts and its user base has 
started to stagnate. However, 

this is not to say it’s alright to 
start ignoring the platform. 
Twitter remains a great place 
to receive small bursts of 
current information and 
to connect with industry 
thought leaders. The platform 
lends itself particularly well 
to reaching out to people you 
may not fully know yet. 

Here at Likeable, we connect 
with people on Twitter all the 
time and frequently are able 

to take conversations with 
prospects into email or Skype.

Twitter is particularly useful 
for redirecting to external 
content and you can insert 
multiple links into a single 
tweet. The network also 
has powerful advertising 
capabilities with the added 
bonus of the promoted 
tweets looking very similar to 
normal tweets. 

If you want to maximize 
your reach on Twitter, it’s 
recommended that you 
make use of ads because the 
lifespan of tweets is so short. 
Ads will boost your reach, 
and the platform even gives 
you estimates of how many 
link clicks you will receive 
based on your ad spend. 

Similar to Instagram, Twitter 
is great for fostering an 
engaged community around 
your products. It’s a helpful 
place to find out what 

people are saying about your 
business, your competitors 
and your industry in general. 
There are also listening tools 
to help you gather these 
insights to make better 
informed decisions moving 
forward. Finally, Twitter is 
often used as a customer 
service platform because of 
its real-time nature, so make 
sure you are responsive.

LinkedIn
LinkedIn is an interesting 
network because its audience 
is more easily defined than 
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other platforms. Billed as the 
“network for professionals,” 
LinkedIn can serve a 
variety of purposes for both 
businesses and individuals 
alike. 

One of the most powerful 
aspects of the platform is 
its networking capabilities. 
On LinkedIn it’s possible 
to connect with and recruit 
users based on industry 
and common connections. 
It’s an especially powerful 
resource for business-to-
business companies and can 
also be used to establish your 
thought leadership within an 
industry.

Similar to Facebook, 
LinkedIn also has a helpful 
groups feature that can 
allow you to have private 
conversations with thought 
leaders on trending jewelry 
topics. 

If you are not a business-to-
business jeweller, you can 
still certainly find use for the 

platform as an individual, but 
as a business-to-consumer 
jeweller it might be better 
to initially stick to other the 
other platforms previously 
mentioned.

Snapchat
I’ve already outlined my 
thoughts on Snapchat, but 
let’s recap (because it’s my still 
my favorite platform.)

The platform has quickly 
moved from the fringe of 
social media relevance to a 
legitimate platform where the 
likes of BMW and Hasbro 
now frequently advertise. 
Snapchat has deftly figured 
a way to include paid 
advertisements within in its 
app without disrupting the 
user experience. 

Now, for small business 
purposes the paid 
advertisements are not 
within the realm of financial 
feasibility. However, this 
is not to say that small 
businesses cannot find use for 

the app. 

As of last year, more than 400 
million snaps were sent daily. 
With over 25 million users 
in the United States alone, 
there is a good possibility that 
you may have some potential 
customers frequently using 
the app (even more likely if 
your target demographic is 
skewed younger.) 

Especially with the inclusion 
of the story and chat features, 
companies are starting to 
figure out ways to effectively 
use Snapchat’s organic reach 
potential.

Snapchat differs greatly from 
some of the other platforms 
here because of its innate 
casual and time-sensitive 
nature. More so than any 
other network Snapchat 
really allows you to be your 
authentic self. 

Snapchat will be most 
effective for your business 
if you have a product that’s 
interesting to show off 

visually--which all jewellers 
do--and if you have a younger 
customer base.

So, which of these social 
media platforms have you 
found most useful as a 
jeweller and why? 

We'd love to hear your 
comments on this article!  
Tweet us @LikeableLocal.

About Mike 
Farrell
This article 
appeared as 
a column on 
National Jeweler’s 

website and was reprinted with 
the express permission of both 
the author and National Jeweler, 
Editor in Chief, Michelle Graff.  
Mike Farrell is the community 
manager at Likeable Local’s New 
York office. He is an avid reader, 
writer and listener of hip-hop. 
Connect with him on Twitter, @
mikefarrelldude.
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Women in the 
UK jewellery 
industry 
are being 

invited to register their 
interest in joining the first 
UK Chapter of the Women’s 
Jewelry Association (WJA). 
Launching this summer, the 
WJA’s UK Chapter aims to 
support, mentor and provide 
networking and professional 
development opportunities 
for women working in the 
UK jewellery and watch 
industries.

Founded in the 1980s, the 
WJA was formed in the 
United States by Teri Lyn 
Judd, who had the idea that 
by networking, women could 
support each other and 
recognise the female talent 
in the industry. Thirty years 
on, the WJA continues to 
provide support, education, 
and camaraderie for women 
in jewellery, and has 19 US 
Chapters and a growing 
number of international 
Chapters.

Now, with the support of 
the US association, Victoria 
McKay, COO of the London 
Diamond Bourse, is leading 
a call to women in the UK 
industry to register their 
interest in becoming a 
member of the UK group.

Under the direction of 
McKay, the WJA UK Chapter 
will launch with three 
Executives - Ruth Faulkner, 
editor of Retail Jeweller 
magazine, Anna Chapman, 
PR Manager at Facets PR, and 
jewellery industry consultant 
Kathryn Bishop.

Speaking of the call to 

industry, McKay stated: “We 
are seeking to establish initial 
interest from both women 
and men in the trade who 
would like to be members 
or otherwise support a UK 
Chapter of the WJA. 

“My conversations with the 
inspiring women around me 
tell me there are certainly 
enough brilliant people in our 
industry to make the Chapter 
a reality. We regard the 
WJA UK Chapter as largely 
collaborative; we would 
consult closely with would-be 
members to establish their 
objectives and needs from the 
association.”

Those wishing to register 
their interest in becoming 
a member can visit http://
wjauk.co.uk to register, or 
they can email their full 
name, company name and 
role, and the reasons they 
would like to join the WJA to 
info@wjauk.co.uk.

Once interest is established, 
further updates will be made 
via email from McKay and 
the executives. 

“There are so many great 
women in the UK Jewellery 
industry it seems that a UK 
Chapter of the WJA should 
be a natural part of the wider 
international organisation,” 
McKay added. 

“Ruth, Anna, Kathryn and 
myself  are undertaking the 
launch of this association 
on our own time and under 
our own desire to celebrate, 
support and actively promote 
the brilliant women in our 
trade.”

The UK Chapter will work 
to uphold the WJA’s mission 
statement: “Creating 
educational opportunities 
is the guiding force behind 
everything we do at the 
Women’s Jewelry Association. 
From providing funds for 

business development and 
formal education to creating 
events that foster learning 
and growth, we’re focused on 
helping our members reach 
their career goals.” 

Victoria McKay will lead the 
WJA UK Chapter separately 
from her role as COO of the 
London Diamond Bourse. 
Ruth Faulkner, editor of 
Retail Jeweller, backs the WJA 
UK Chapter as a movement 
to support the wider industry. 
Anna Chapman will bring 
several years’ experience 
working in PR, marketing 
and events for the jewellery 
industry, while Kathryn 
Bishop provides more than 
a decade’s experience in 
the fields of jewellery retail, 
editorial and consultancy.

UK chapter of Women’s Jewelry 
Association established

From left: McKay, Faulkner, Chapman and Bishop
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by Ehud Laniado

It is no secret that rough 
diamond supply has 
diversified over the 
last 20 years. Since 

De Beers lost its monopoly 
grip, numerous new players 
have entered the supply 
chain. These new entrants 
are having an increasingly 
important influence as 
sources of rough diamonds. 
Diamond mining has become 
more fragmented than ever, 
and single-asset mining 
companies are becoming more 
commonplace.

Small miners gain in 
importance
In Issue 7 of the World 
Diamond Magazine, I looked 
at the big four diamond 
producers, which account 
for an estimated 65 percent 
of annual global diamond 
production. Small producers 
now supply the remaining 35 
percent, which amounted to 
$5.8 billion in 2014.

This new dynamic in diamond 
production is having a 
significant impact on the trade 

of rough diamonds by opening 
up new opportunities for small 
and mid-sized manufacturers 
and traders to source rough 
products. Moreover, several 
new entrants are poised to 
come on-line in the coming 
year. This will add significant 
additional volume of supply to 
the market.

The importance of smaller 
miners is likely to continue 
growing as large firms reduce 
their exploration expenditures, 
opting instead to partner 
with smaller companies that 
might be fortunate enough 
to discover new projects. A 
few companies in particular 
have grown in prominence 
in recent years and warrant a 
closer look.

Petra Diamonds
Petra was established in 1997 
with a market capitalization 
of less than £10 million. 
Since then it has grown into 
a prosperous miner with a 
market value of £486 million 
and annual revenue of $472 
million in 2014. In 2014, the 

company reported diamond 
production of 3.1 million 
carats.

Petra has employed a 
successful strategy of investing 
in non-core mines that no 
longer meet the size and scope 
requirements of De Beers. 
Following a series of strategic 
acquisitions, Petra now 
has majority and minority 
ownership of five individual 
former De Beers diamond 
mines, plus exploration 
properties, all located in 
Southern Africa. According 
to Petra, these properties 
hold a resource base in excess 

of 300 million carats, and it 
aims to produce in excess of 
five million carats in annual 
production by 2019.

Petra gained international 
prominence in January 2014 
following the discovery of 
a 29.6-carat blue diamond 
from its Cullinan Mine in 
South Africa. This exceptional 
gemstone would eventually 
become the 12.03-carat Blue 
Moon of Josephine, which 
sold at auction for a record 
$48.4 million in November 
2015. Petra has unearthed 
other exceptionally rare 
diamonds from its Cullinan 

The Star of Josephine
The Star of Josephine, a seven-carat, 
internally flawless, fancy vivid blue dia-
mond cut from a blue diamond recovered 
from Cullinan.

The Cullinan Dream 
Petra’s CEO Johan Dippenaar holding the 
Cullinan Dream, an exceptional 122.52-carat 
blue diamond. 

29.6 carat blue
An exceptional 29.6 carat blue diamond was recovered at the Cullinan mine, 
in January 2014

32.33 carat pink Williamson
A 32.33-carat rough pink diamond, discovered in the Williamson mine in Tanzania and sold earlier this year for $15 million.

Thu Juniors:
second tier diamond miners
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Mine, the site that in 1905 
produced the largest rough 
diamond ever unearthed.

Like many smaller producers, 
Petra sells its rough diamonds 
to the market by way of open 
tenders, where interested 
buyers make offers on specific 
diamond parcels which are 
then awarded to the highest 
bidder.

Lucara Diamonds
Not to be outdone, small 
Canadian miner Lucara 
Diamond Corporation gained 
an international name for 
itself in November 2015 when 
it announced that it had 
unearthed the second largest 
diamond ever discovered. 
The 1,111-carat stone came 
from the miner’s Karowe 
Diamond Mine in Botswana 
and was named Lesedi La 
Rona (Our Light) in a contest 
open to citizens of Botswana. 
Remarkably, just 24 hours 
later, the company announced 
that it had unearthed the sixth 
largest rough stone ever found 
(813 carats).

The Karowe Mine is located in 
the Orapa Diamond District 
of Central Botswana, home to 
some of the most prolific and 
important diamond mines 
in the world. It produces 
fewer carats than most mines, 
annual production being 
between 350,000 and 450,000 
carats. However, the mine is 
well known for producing a 
large range of high value large 

diamonds, which gives Lucara 
a relatively high average value-
per-carat. It sells these high 
value stones at invitation-only 
“Exceptional Stone Tenders” 
which it holds several times 
each year.

Like Petra, Lucara acquired 
its principal diamond project 
from De Beers after it decided 
that the project no longer met 
its internal requirements for 
size and longevity of mine life. 
Lucara currently trades on the 
Toronto Stock Exchange and is 
valued at nearly $700 million.

Gem Diamonds
Along with Lucara, Gem 
Diamonds has changed the 
global market for large rough 
stones. Gem’s Letseng mine 
is located in a mountainous 
region of the tiny kingdom of 
Lesotho – a landlocked nation 
within the borders of South 
Africa. Letseng produces 
some of the largest stones 
on Earth, which helps make 
it the mine with the world’s 
largest average value-per-carat 
produced – usually in excess 
of $2,000 per carat (compared 

to a world average of under 
$150). Letseng has produced 
some of the largest rough 
stones in history, including 
the 603-carat Lesotho Promise 
in 2006, the 493-carat Letseng 
Legacy in 2007, and the 
478-carat White Light of 
Letseng in 2008.

Gem previously operated the 
Ellendale Diamond Mine in 
Australia, which was known 
for producing a large portion 
of the world’s supply of fancy 
yellow diamonds. Currently, 
it operates the Ghaghoo 
Mine in Botswana, which is 
that country’s first and only 
fully underground mine. 
Like so many other smaller 
mine operators, Gem sells its 
diamonds through open 
tender.

Okavango 
Diamond 
Company
Okavango (ODC) 
has become a 
major player in the 
rough diamond 
market in recent 
years. ODC was 

established in 2012 and is 
owned by the government of 
Botswana. The company was 
created to market, on behalf 
of the citizens of Botswana, 
the nation’s own supply of 
diamonds from various local 
producing mines.

ODC has the right to sell up to 
15 percent of production from 
Debswana, a local diamond 
mining company that is a joint 
venture between De Beers and 
the Botswanan government. 
This is a sizeable operation, as 
Botswana is home to most of 
the rough diamonds sourced 
by De Beers. The company 
reportedly sold nearly 3.3 
million carats in 2014 for 
revenue of $552 million.

ODC is one of the largest 
sellers of rough stones that 
does not currently sell 
through long-term contracts. 
Instead, it sells through 
auctions whose results are 
later publicized. In this way, 
the company’s results are clear 
and transparent, providing a 
benchmark for prices used by 
the entire industry.

Karowe open pit  
The Karowe Mine in the Orapa diamond district of central Botswana 2015 (Photo courtesy Lucara).

The Lesedi La Rona, the world’s second largest diamond, was unearthed by Lucara in November 2015 (Photo 
courtesy Lucara). 

Leseli La Letseng 478Ct
The 478-carat Leseli La Letseng, mined by Gem Diamonds

603 ct Lesotho 
Promise (002)
The 603-carat 
Lesotho Promise, 
mined by Gem 
Diamonds.
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Grib Diamonds
In 2014, the Grib Diamond 
Mine held its first sale of 
diamonds. Grib became the 
first large diamond mining 
project in Russia not to be 
owned or operated by the 
state-owned diamond-mining 
giant ALROSA. In fact, Grib 
Diamonds is operated by oil 
and gas company Lukoil, an 
unlikely player on the Russian 
diamond scene. The mine was 
acquired by Lukoil as part of a 
land acquisition deal that also 
included oil and gas interests.

Grib is far from a small 
project, with a mine capacity 
of 4.5 million carats per year 
and an estimated mine life of 
15 years. Unlike many other 
diamond miners, Grib has 
opted to sell its diamonds 
using an online auction 
system similar to that used by 
ODC.

Marange diamond fields
The Marange diamond fields 
cover an area of more than 
300 square miles in the 
Mutare district of eastern 
Zimbabwe. Marange is 
primarily an area of alluvial 
deposits that can be unearthed 
using simple earth moving 
machines without the multi-
million dollar investments 
typical of open pit mines. 
The rights to the Marange 
fields were initially held by 
a subsidiary of De Beers, 

however the company allowed 
those rights to expire in 2006 
citing low diamond values 
and a challenging political 
situation in the country.

By 2008, the Zimbabwe 
Mining Development 
Corporation (ZMDC) took 
control of diamond mining 

in the area and a number of 
companies were established to 
see to local production.

Zimbabwe has had a 
challenging diamond history, 
including trade sanctions 
from the US and the EU as 
well as widespread allegations 
of corruption and forced 
relocation of citizens within 
the Marange area. It seems as 
though diamond production 
in the area has declined 
dramatically. Most experts 
agree that the area is now 
largely void of the easy-to-
mine surface gravels and 
that it is unlikely to produce 

similarly large quantities 
of rough stones again. The 
Marange diamonds are among 
the lowest quality in the 
world, with an average price of 
just $50 per carat.

Lesotho producers
In addition to the Letseng 
Mine, the small kingdom of 

Lesotho is home to several 
other diamond projects. 
The Kao Mine, operated by 
Namakwa Diamonds, is the 
largest producer of diamonds 
by volume in the country. At 
nearly 20 hectares at surface, it 
is one of the largest diamond 
mines in Southern Africa. 
Furthermore, the development 
of the Liqhobong Mine by 
Firestone Diamonds should 
see production begin in 2016 
while the future of the Mothae 
Mine remains uncertain.

New Canadian producers
Two new projects in Northern 
Canada will come online in 
early 2017 and are expected 
to contribute an additional 
6.1 million carats annually 
to global supply. The Gahcho 
Kué Diamond Mine is a joint 
venture between Canadian 
junior miner Mountain 
Province Diamonds and De 
Beers. It is De Beers’ third 
mine in Canada, its location 
outside of Africa. At full 
capacity, the mine is expected 
to produce 4.1 million carats 
annually with a 12-year mine 
life.

A few hundred kilometers 
away, Stornoway Diamond 
Corporation is developing its 
Renard Diamond Mine in the 
French-speaking Canadian 
province of Quebec. Renard 
will be Quebec’s first and 
only diamond mine and is 
estimated to produce 1.6 
million carats annually using 
a combination of open pit 
and underground mining. 
The Renard Mine consists of a 
series of numerous kimberlite 
pipes that were first discovered 
in 2001.

Alongside Grib, these two 
Canadian mines constitute the 
largest kimberlite discoveries 
in many years, while other 
mines are being depleted and 
closing down. Collectively, 
these smaller operators 
control a growing and 
important share of production 
volume in the diamond 
market. Their decisions and 
results have bear significant 
impact, and have helped to 
open up new avenues for 
manufacturers and traders 
to source diamonds outside 
of the largest producers who 
only sell through long-term 
contracts. 

The views expressed here are solely 
those of the author in his private 
capacity. No one should act upon any 
opinion or information in this article 
without consulting a professional 
qualified adviser.

About Ehud Laniado
From his early 20s in Africa and later 
in Belgium honing his expertise in 
forecasting the value of polished 
diamonds by examining rough 
diamonds by hand, till today four 
decades later, as chairman of his 
international diamond businesses 
spanning mining, exploration, rough 
and polished diamond valuation, 
trading, manufacturing, retail and 
consultancy services, Laniado has 
mastered both the miniscule details of 
evaluating and pricing individual rough 
diamonds and the entire structure 
of the diamond industry. Today, his 
global operations are at the forefront 
of the industry, recognised in diamond 
capitals from Mumbai to Tel Aviv and 
Hong Kong to New York.

Rough diamonds from the Grib mine
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