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By Alex Popov
Chairman of the Executive Board of the World Diamond Mark Foundation

Dear Readers, 

Welcome to Issue 9 of the World Diamond 
Magazine!

Firstly, I wish to congratulate our partners 
in this publication, the Turkish Jewellery 
Exporters Association (JTR) in bringing 
this magazine to its current position. The 
World Diamond Magazine is distributed to 
some 10,000 readers, via direct mail and at 
international trade shows. Due to demand, 
we are currently considering increasing the 
number of copies printed even further. Also, 
in future issues of the WDMagazine, we will 
jointly engage a number of industry writers 
to provide articles on topics such as design, 
innovation, trends and marketing in the 
Turkish jewellery industry which is one of the 
largest in the world.

In this issue, we cover a broad range of topics. 
WFDB President Ernest Blom talks about 
the industry’s responsibility to ensure that 
artisanal miners are paid reasonable wages for 
their work. Our colleague Vinod Kuriyan also 
writes an insightful piece on the topic. Our 
columnists – who are thanked heartily for their 
contributions – provide a wealth of practical 
info and instruction to retail jewellers, who are 
the core target audience of WDMagazine.

And then there is the unending conversation 
about synthetic diamonds. Those operating 
in diamond manufacturing and diamond 
trading must take on board that synthetics are 
of no significant importance. The diamond 
trade, naturally, needs to educate itself on the 

topic and prevent fraud. Both wholesalers 
and retailers would do well to apply the KYC 
(Know Your Counterpart) principles.

Any talk about synthetics being a legitimate 
product is irrelevant to the diamond and 
jewellery industry. The public has the right to 
know that all the claims that synthetic stones 
are “environmentally good” and “conflict-
free” are just smoke and mirrors that try to 
smooth over the fact that synthetic stones 
are nothing but nuts and bolts, produced 
industrially to make their rich investors richer 
and consequently poor miners and cutters in 
developing countries poorer. This is the worst 
kind of colonialism! 

We need, however, to be concerned about what 
consumers think. Selling synthetics in the same 
retail store as diamonds will surely lead to 
confusion among consumers and will result in 
the loss of diamond sales. This is a no-go zone 
in retail.

Therefore, the World Diamond Mark awards 
its WDM Authorised Diamond Dealer title 
only to those retail jewellers who pledge not 
to showcase and sell synthetic diamonds 
alongside diamonds and diamond jewellery 
in their stores. This is called consumer 
protection and will enhance and strengthen 
the consuming public’s trust in our beautiful 
product.

For more information about the World 
Diamond Mark and its work with diamond 
retailers, go to www.worlddiamondmark.org 
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Turkish jewellery is continuing to increase its collaboration 
agreements in global markets. Most recently, it was revealed 
that the Turkish Global Centre will open in Dubai. DMCC 
Chairman President Ahmed Bin Sulayem and the Jewellery 
Exporters’ Association President in Istanbul recently 
discussed the final details.
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It is expected that the Dubai Turkish Trade 
Center will be developing the commerce 

between United Arab Emirates and regional 
countries like Qatar, Bahrain, Saudi Arabia etc. 

by easing customs regulations

DMCC President Ahmed Bin Sulayem came together with Turkish Jewellery Exporters’ Association President Ayhan Güner, Member of Board 
Mehmet Can Özdemir and Manager Şirzat Akbulak.

DMCC President Ahmed Bin Sulayem and Turkish Jewellery Exporters’ Association President Ayhan Güner

The Turkish jewellery 
sector is continuing 
to strengthen its 
bonds in the global 

jewellery market. After recent 
reforms,  Turkey is being 
closely followed by the global 
market. While many brands 
are popping up all over 
Istanbul, Turkish jewellery 
sector members are signing 
collaboration agreements 
with global markets. 

To discuss the details of the 
collaboration agreement, 
DMCC President Ahmed Bin 
Sulayem came together with 
Turkish Jewellery Exporters’ 
Association President Ayhan 
Güner, Member of Board 
Mehmet Can Özdemir and 
Manager Şirzat Akbulak. In 
the meeting, details about the 
upcoming Centre were on the 
table. Soon to start operating, 
the Turkish Trade Centre will 
serve the Middle East and 
surrounding countries.

Explaining that the Turkish 
Trade Centre in Dubai will 
not only be important for 
the Turkish companies but 
for the global market, Güner 
continued, “Dubai is an 
important export market 
for Turkey. And Turkey is 
one of the most important 
exporters in the region. But if 
we can serve Middle Eastern 
companies healthily, we can 

increase our market share. We 
want regional companies to 
benefit from the advantages 
like pricing, quality and 
delivery time and so on that 
Turkey has to offer. We are at 
the last stage in our work in 
creating the centre. Ahmed 
Bin Sulayem’s visit helped 
enormously. The Dubai 
Turkish Trade Centre will be 
opening soon, strengthening 
the friendship and commerce 
between two countries.”

In the meeting, the final 
decisions were made for the 
Trade Centre which will be 
located in the Almas Tower, 
which is not only one of the 

most important centers for 
the jewellery industry in the 
UAE, but in the world, and 
has the great advantage of 
being a Free Trade Zone.  

It is expected that the Dubai 

Turkish Trade Center 
will be developing the 
commerce between United 
Arab Emirates and regional 
countries like Qatar, Bahrain, 
Saudi Arabia etc. by easing 
customs regulations
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WDM NEWS

WDM TO BECOME CARBON NEUTRAL
At the recent congress of CIBJO, the World Jewellery 
Confederation, that was held in Yerevan, Armenia, World 
Diamond Mark (WDM) Chairman Alex Popov announced 
that the WDM is taking steps to become carbon neutral. 
“The members of the WDM 
core team are spread all 
over the world, and so are 
its affiliated retailers,” Popov 
said, addressing the Congress’ 
Gala Dinner. “However, we 
therefore decided to start with 
our team. In practical terms, 
this means that we taking 
measures to avoid travel, in 
particular flights, and make 
efforts to communicate 
and meet ‘online,’ by means 
of conferencing over the 
internet, phone calls and on 
line chatgroups. Of course, 
that is just only a part of the 
effort.”

Popov said that as a global 
entity, it is important to 
be part of the growing 
number of organisations 

and companies that have 
adopted universally accepted 
sustainability policies. “It is 
also good business, and good 
for business! We operate 
in the midstream sector 
of diamond and jewellery 
industry and a lot of our 
interaction is with retailers, 
with the consumers, and 
we need to consider the 
consumers’ awareness of this 
matter,” he added. 

“Both consumers and 
retailers are becoming 
better at, and also more 
committed to, identifying 
and differentiating between 
suppliers on environmental 
performance. I believe that as 
time progresses, being carbon 
neutral will help enhance 

one’s brand and reputation. 
The World Diamond Mark, 
by adopting environmental 
and sustainability programs 
ahead of regulation, wishes to 
define itself as an organisation 

that is environmentally 
committed and ethical.” 

The WDM is accompanied in 
its efforts by Carbon Expert 
of Spain.

Alex Popov (right) with CIBJO President Gaetano 
Cavalieri in Yerevan in past November 
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How do you create a World 
Diamond Museum? 
Where does one start? So 
many sources, museums, 

collections to see and research! 

We needed to start somewhere, and 
the best place to do so was India. Last 
August, together with the Museum’s 

founder and director, Alex Popov, I 
visited Mumbai, on the occasion of the 
International India Jewellery Show. 
Naturally, I used the opportunity to 
visit the Chhatrapati Shivaji Maharaj 
Vastu Sangrahalaya (formerly the Prince 
of Wales Museum of Western India) 
where I did a tour with my esteemed 
colleague Dr. Usha Balakrishnan, the 
WDMuseum’s Indian curator. It is a 
fascinating place, in particular because 
of the exhibits that offer evidence of 
India as the world’s first known source 
of diamonds and gemstones.  This is 
reflected in the ancient statues wearing 
jewelry and in the old manuscripts 
which includes figures of gods, men and 
even sacred cows adorned with diamond 
and gem jewellery.

Another reason I was in India was 
because one of the initial WDMuseum 
exhibitions of the WDMuseum 
is planned to be staged in India. 
The project is being carried out in 
conjunction with Dr. Usha Balakrishnan, 
and in cooperation with the Gem and 
Jewellery Export Promotion Council of 
India. 

As multimedia is among the most 
important vehicles of the WDMuseum. 
we are preparing a small but powerful 
interactive exhibition to be shown to 
participants and guests of the Presidents’ 
Meeting of the World Federation of 
Diamond Bourses (WFDB) and the 
International Diamond Manufacturers 
Association (IDMA) in Mumbai in 
February 2017, in conjunction with 

Setting the pace for the 
World Diamond Museum
By Noga Raved 

Noga Raved is the Coordinator of the WDMuseum and its first full 
time staff member. She is a former Curator of the Harry Oppenheimer 
Diamond Museum, in Ramat Gan, Israel, and before that worked at the 
Israel Museum in Jerusalem.

ABOUT 
NOGA RAVED

Maheshamurti, buffed sandstone, Madlya 
Pradesh, 10th Century CE, 42.5 cm by 
91.5 cm by 116 cm. (Chhatrapati Shivaji 
Maharaj Vastu Sangrahalaya) At the Smithsonian - The National Museum of Natural History (NMNH) 
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WDM NEWS

Financing Diamonds Seminar and Mines 
to Market conference.

Since taking the position of the Facets of 
Mankind Museum coordinator in June, I 
have visited several museums dedicated 
to natural history, where diamonds 
are often exhibited. But since the focus 
of these collections is on mineral 
and gemstone collections in general, 
diamonds are ‘just’ one out of the many 
gemstone species on display, and often 
they are exhibited in their rough form.  

But there are exceptions to the rule. In 
the famous Smithsonian Institute – the 
Museum of Natural History (NMNH) 
in Washington DC, there is wealth 
of polished diamonds and colored 

gemstones for visitors to admire. Earlier 
this year, I had the privilege of visiting 
the NMNH and was taken on a private 
tour by the long-time, and renowned, 
curator, Dr. Jeffrey Post.

The image library of the NMNH is huge 
and impressive. Its scope and reach only 
reconfirmed the WDMuseum’s decision 
to make its own image library one of 
its core assets, and we will soon begin a 
pilot project and photograph important 
diamonds and diamond jewellery with 
the help of 3D imaging. 

Another eye opener for me was a visit 
to London and Paris, where we met 
with curators of historical collections 
of French houses – Van Cleef & Arpels, 

A shot of an exhibit at the exhibition “Fabergé: From a Snowflake to an Iceberg”at the Hous-
ton Museum of Natural Science

At the Les Arts Décoratifs Museum, Paris

Of course, diamonds are not only on 
display in museums dedicated to minerals. 
Since the late Middle Ages, diamonds and 
gemstones have featured in paintings of 
portraits of royalty and the upper classes. 
In this oil on canvas of Queen Victoria of 
England painted in 1838, by Thomas Sully 
(1783-1872), on display in the Metropoli-
tan Museum in New York, the queen is por-
trayed wearing a tiara set with diamonds. 
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Cartier, Chaumet, Mellerio, Boucheron 
and others. It is heartening to see major 
luxury brands investing time and money 
to preserve their legacy and make the 
gems available to future generations. 
These meetings strengthened the 
confidence in the pledge the Facets of 
Mankind has taken. 

Last month, in Houston, Texas, I had 
the opportunity to see how a science 
museum shows the development of 
rough diamonds into spectacular jewelry 
and ornaments, through the work of a 
master like Fabergé.

All these recent visits helped to 
strengthen our resolve to further develop 
and put a strong emphasis on what we 
at the WDMuseum call our own fifth 
“C,” which stands for culture. We intend 
to tell the story of diamonds by means 
of the cultural role they fulfilled, in its 

historical or current setting. The fifth C 
will be the proverbial red thread running 
through the WDMuseum, to tell the 
stories of diamonds and to enable our 
visitors and friends to find themselves 
back in those stories – and in diamonds. 
This thinking also explains our name 
“Facets of Mankind”, as man’s fascination 
with diamonds and their stories goes 
back to the earliest times. 

Of course, a project of this size and scope 
cannot be taken further without help 
from others. Our legal team in London 
is currently working on attaining charity 
status for the WDMuseum, so that 
those who contribute and donate to 
the Museum will have some incentives 
from the UK government in return. 
At the same time, the WDMuseum is 
applying for membership in ICOM, the 
International Council of Museums.  

Keep an eye on this section of the 
magazine for more Facets of Mankind 
news in future editions. 

Diamonds were also incorporated in 
religious artifacts. I photographed this 
cylinder monstrance in the St. Bavo Cathe-
dral in Ghent, Belgium. This plated metal, 
neo-Gothic style monstrance, also known 
as an ostensorium (or an ostensory) is a 
vessel used in Roman Catholic churches for 
the exhibition of objects of piety, such as 
the consecrated Eucharistic host. It is also 
used as reliquary for the public display of 
relics of some saints.

A diamond polishing table at the Harry 
Oppenheimer Diamond Museum in 
Ramat Gan.

At the Diamond Museum in Bruges.
Naturally, as the former curator of the Harry Oppenheimer Museum in Ramat Gan, I have 
a special interest in what other dedicated diamond museums have to offer. While we all 
waiting to see what the soon-to-be-opened diamond and silver museum – DIVA - in Antwerp 
will surprise us with, I was impressed with the exhibits at the Diamantmuseum in Brugge 
(Bruge), which was founded in 1999 by John A. Rosenhøj, MSc., a former mining engineer, 
originally from Austria, who has run the museum since its opening. Diamonds were traded 
in Brugge long before diamonds were ever heard of in Antwerp or Amsterdam, and Mr. 
Rosenhøj has done a fine job in turning the museum into a highly entertaining, cultural and 
educational experience for visitors.
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WFDB

BrilliAnt - the 
Antwerp Diamond 
Trade Fair and the 
World Federation of 

Diamond Bourses (WFDB) 
will be supporting a new 
‘InterBourse’ Pavilion, at the 
8th edition of BrilliAnt, the 
Antwerp Diamond Trade 
Fair (ADTF), to be held 
January 29-31, 2017, in the 
trading halls of the Antwerp 
Diamond Bourse, the 
Diamond Club of Antwerp, 
and the Antwerp Diamant 
Kring. 

The WFDB InterBourse 
Pavilion plans to 
accommodate members of 
visiting bourses in a dedicated 
‘trading hall’ type set up, 
hosting up to 12 ‘trading 
positions.’ However, if 
demand exceeds that number, 
the organisers will expand the 
space to make room for more 
participants.

The BrilliAnt Fair is an 
outstanding networking 
opportunity for diamantaires 
belonging to WFDB affiliated 
bourses. They can meet and 
do business with visiting 
jewellery manufacturers 
and retail jewellers from 
all over the world, trade 
with them alongside their 

Antwerp-based colleagues 
and use the three days of the 
fair to expand their trading 
networks. 

The WFDB InterBourse 
Pavilion at BrilliAnt, which 
has received the blessing of 
the WFDB leadership, hopes 
to welcome delegations 
from the European bourses 
which are closer by, such 
as Austria, Germany, Italy, 

the Netherlands, the UK 
and Turkey. BrilliAnt also 
encourages bourses in 
other parts of the world to 
engage their members to put 
a delegation together and 
participate. 

The organisers said that 
a fully-equipped trading 
position is available for € 
2,750 for the three days of 
the fair.

Help with visas, import and 
export procedures of goods 
to Antwerp, as well as help 
with accommodation at 
favourable rates, is available 
upon request.

For more information, please 
contact Pascale Vanhoeck at  
pascale@antwerpdiamondfair.
com or via telephone +32-2-
4457545

WFDB revives InterBourse pavilion 
at BrilliAnt, the Antwerp Diamond 
Trade Fair in January 2017
The WFDB InterBourse Pavilion at Brilliant will enable 
members of WFDB affiliated bourses worldwide to exhibit, 
trade and network, both with the fair’s visitors and with the 
members of the Antwerp diamond business community
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WFDB

How things 
have changed. 
Today, three 
generations later, 

the geographical map of the 
diamond industry and trade 
is completely transformed. 
The Indian diamond 
industry and trade, which 
joined the global diamond 
manufacturing and trading 
umbrella organisations less 
than three decades ago, 
cuts, polishes and trades 
about 90 percent of all gem 
quality diamond produced 
annually. With the USA still 
the leading market, Asia 
(China, India and other 
Asian tigers) has become a 
major consumer market for 
diamonds. In the western 
world, healthy consumer 

demand for diamonds is 
not a given anymore, as 
diamonds and diamond 
jewellery are facing not only 
stiff competition from a 
very wide variety of luxury 
consumer products but also 
a number of challenges in the 
financial and reputational 
realm.

All these changes have not 
impeded the growth of 
the WFDB. Since the turn 
of the century, bourses in 
Dubai, Moscow, Mumbai, 
Seoul, Shanghai, Sydney 
and Toronto joined the 
organisation, bringing the 
total number of bourses 
affiliated to the WFDB up 
to 30, spread over all five 
continents! Recently, the 

The WFDB@70

The departure of the attending delegates to the 10th WDC (1958) 
from Brussels airport

London’s Hatton Garden in the 1930s

In 2017, the World Federation of Diamond Bourses (WFDB) will 
mark its 70th anniversary. Seventy years ago, in 1947, two years after 
the end of World War II, the WFDB was established by the bourses 
of what were then the world’s three leading diamonds centres of 
Antwerp, New York and Tel Aviv.
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WFDB President Shmuel Schnitzer lighting the ceremonial lamps at 
the Presidents’ Meeting of 2005 in Mumbai, India.

WFDB President Ernest Blom speaking at a WFDB Working Session 
during the 37th World Diamond Congress in Dubai, May 2016.

Street scene alongside the Opera House diamond trading complex in 
Mumbai.

Gem & Jewellery Export 
Promotion Council of India 
(GJEPC) joined the WFDB as 
the second Indian member. 
In addition, the WFDB 
has started to engage other 
industry organisations to 
become associate members. 
ABN AMRO joined recently 
as an associate member and 
several African diamond 
mining organisations have 
expressed interest in joining 
the WFDB ranks.

Following the structural 
changes in the make-up of 
the diamond supply chain 
and the radical changes in 
consumer preferences, the 
WFDB has also given birth 
to the World Diamond Mark 
Foundation, the mid-stream 
driven organisation that 
seeks to rekindle consumer 
desire for diamonds and 

diamond jewellery by 
providing retail jewellers 
with the tools and training 
to sell more diamonds to the 
consumer. 

The special events marking 
WFDB@70 will kick off 
in February, at the 20th 
Presidents’ Meeting in 
Mumbai, India.  One of the 
highlights of the event will 
be a Diamond Industry & 
Trade Financing Seminar. 
The WFDB also hopes to 
cooperate closely with the 
Antwerp diamond business 
community and the City 
of Antwerp, which has 
declared 2017 “Diamond 
Year,” celebrating 550 years of 
diamond manufacturing and 
trading. More information 
and coverage will follow 
in issue 10 of the World 
Diamond Magazine.

On the trading floor of the Antwerpsche Diamantkring, the world’s 
only rough diamond bourse. 

The Gala dinner of the 10th World Diamond Congress   (1958) in 
Antwerp.

The 12th World Diamond Congress in Vienna, 1962
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Buyers’ committee 
brings life to the fair
The VIP Buyer’s Committees of Turkish Jewellery Exporters 
Association (JTR) put  a lot of effort into making the 
October edition of the Istanbul Jewelry Show the success it 
was this year. JTR Board Member Mustafa Kamar said that 
the Committee had welcomed over 700 international VIP 
buyers.

Mustafa Kamar

One of Turkey’s 
largest VIP Buyers 
Committees, 
JTR, with the 

help of the Turkish Ministry 
of Economy, welcomed 700 
international VIP guests to 
İstanbul in October. “We had 
very low expectations for the 
show because of the political 
turmoil that had occurred 
earlier in the year,” JTR Board 
member Mustafa Kamar said.  

“Therefore, we initially 
only reserved about 300 
hotel rooms for VIP 
buyers. However, following 
our increased marketing 
strategies and efforts, we soon 
had to raise the number of 
reservations to 400, and then 
to 450. By the time of the 
show, we already had more 
than 500 confirmed VIPs. In 
the end, we hosted more than 
700 VIP buyers during the 
show, obviously far beyond 
our expectations!” 

Kamar added that as the 
international prestige of the 
show grows, buyers from all 

around the world simply did 
not want to miss the show. 
The arrival of so many invited 
buyers indicates these buyers’ 
trust in our show and our 
country.” 

"The Committee is already 
working hard to guarantee 
that in March VIP guests 
will arrive in even higher 
numbers. “We have a lot 
experience and work very 
professionally. Which is 

exactly why every 
year, as our general 
visitor count goes 
up, the VIP 
visitor 
count 
follows 
suit!”
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DIAMONDS

The issue of creating 
a mechanism 
for the valuation 
of diamonds 

produced by artisanal and 
other miners in Africa to 
provide them with fair value 
for their stones was one 
of the major debates that 
took place at during the KP 
Plenary meeting in Dubai 
in November — and rightly 
so. The KP Chair and his 
team have been working 
hard on this issue during 
2016, inviting a wide range of 
industry experts to meetings 
on the subject.

The aim is, of course, to 
make a positive impact in 
African producing countries 
and to enable African 
countries to get the most 
from their resources and to 
create a more formalised 
approach to diamond 
valuation. One could not 
help but be impressed with 
the work put in by the UAE 
team which suggested that 
the valuation programmes 
be based on principles 
including solid governance, 
that it be independent and 
objective and universally 
applied, based on up-to-

date transactions, factors 
in market fluctuations 
and make use of ‘reverse 
engineering’ with formulas 
developed to arrive at sales 
figures. Clearly, a major 
element in evaluation is 
being totally aware about the 
state of the market otherwise 
you will buy/sell at the wrong 
level.

It is also clear to me that we 
need to make every effort 
to help artisanal miners 
often working and living 
in conditions of poverty. 
Ensuring that these miners 

receive a fair price for their 
diamonds is critical. Imagine 
such a miner working part of 
a riverbed with nothing more 
than a shovel and a sieve. If 
he is lucky, he has a parcel 
of stones to sell once a week 
and with this paltry amount 
of money he must feed his 
family. It is obvious that 
such miners, of which there 
are 800,000 operating in 
the Democratic Republic of 
Congo alone, and 1.5 million 
worldwide, according to 
the Diamond Development 
Initiative, must be our focus. 

Rough diamond valuation 
is critical for the industry
By Ernest Blom

Ernest Blom is the President of the World Federation of Diamond Bourses and the Chairman of the Diamond Dealers 
Club of South Africa and Vice Chairman of the World Diamond Mark Foundation. A founding member of the World 
Diamond Council in 2000, he was also a Board Member on the Diamond Regulator of South Africa, and past Chair-
man of the Master Diamond Cutters Association of South Africa. He has served as chairman of the Rough Diamond 
Dealers Association of South Africa, the Diamond Bourse of South Africa, the Diamond Foundation of South Africa, 
the Diamond Merchants Association South Africa, the Jewellery Council of South Africa, and the Diamond Training 
School in Johannesburg.
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When we add in family 
members, we can see that 
we are talking about several 
million people. That is why 
they need to be at the centre 
of our efforts. Not only is 
this the right thing to do on 
a human and moral level, it 
is also part of ensuring that 
there is greater transparency 
in our trade and that the 
public is aware of our efforts 
to bring about a greater 
level of fairness throughout 

the diamond pipeline. This 
is an issue that the World 
Federation of Diamond 
Bourses has been promoting 
for the past several years. 

Of course, all members of the 
diamond trade are looking to 
make a profit. Of course, we 
all try to buy at a price that 
enables us to make money on 
the trade, otherwise there’s 

no point being in business. 
But we must also recognise 
the importance of operating 
the right way, and that means 
paying a fair price for goods 
to enable miners to live a life 
of dignity.

The problem is with the 
proposed methodology and 
we need to take a long-
term view to make sure we 
get it right. It is clear that 
not everyone will agree 
on the methods used, but 
that should not stop us 
from trying. There are also 
questions concerning how 
to ensure miners receive the 
information that will aid 
them in receiving fair value. 
Educating an illiterate miner 
who spends his life by a 
remote riverbed is probably 
unrealistic, but there has 
to be a way to ensure that 
he has access to up-to-date 

data or that government or 
other officials can help him 
with his decisions regarding 
selling goods. In a modern, 
inter-connected world, 
we need to create training 
platforms for these miner 
communities. 

Another issue is the need to 
teach artisanal miners how 
to clean goods by removing 
the dirty coating and thus 
giving the potential buyer a 
view of the right colour of 
the diamond and the seller 
a better price. A man who 
mines diamonds just as his 
father and grandfather did 
before him is not aware of 
the extra value that can be 
gleaned by selling clean 
stones and needs to be 
taught how to do so. We are 
talking about people whose 
very survival depends on 
the money they receive 

for diamonds which are 
marketed as symbolising the 
very best human qualities of 
love, commitment and long-
lasting relationships.

The Kimberley Process 
Certification Scheme has 
achieved so much since 
it began operating in 
2003, and now we have a 
situation where less than 
0.2 percent of diamonds 
are from conflict areas. We 
can be rightly proud of this 
achievement and the way 
we have taken the initiative 
in policing our industry, but 
governments and consumers 
are continuously monitoring 
us and demanding that we 
do more. And one way of 
achieving this is by moving 
towards a worldwide code 
for valuation which will lead 
to skills development for 
artisanal miners and provide 
extra income for diamond 
producing nations. Let us 
hope that a way is found to 
achieve consensus to move 
this important issue forward.

The Kimberley 
Process Certification 
Scheme has achieved 
so much since it began 
operating in 2003, 
and now we have a 
situation where less 
than 0.2 percent of 
diamonds are from 
conflict areas. 

The aim is, of course, to make a 
positive impact in African producing 
countries and to enable African 
countries to get the most from 
their resources and to create a more 
formalised approach to diamond 
valuation.

This article was originally pub-
lished on www.gemkonnect.com. 
With thanks to Vinod Kuriyan 
and Hitesh Khandelwal
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Polyakov expressed 
this view in an 
interview with 
GEMKonnect Chief 

Editor Vinod Kuriyan on the 
sidelines of the Kimberley 
Process Plenary Session in 
Dubai of past November. 

“The consumer has no need 
to understand the working 
of the Kimberley Process 
and the specifics of how it 
works at keeping diamonds 
that have been extracted 
under the pressure of armed 
conflict and human rights 
abuses. So the KP should 
make a strong effort to 
promote what it is doing. 
We need to convey to 
the consumer that we are 
protecting the integrity of the 
product.”

Elaborating on this, Polyakov 
said, “This is important 
because it is important to the 
consumer. The system should 
also be expanded to include 
the diamond industry. 
We need to be able to give 
the consumer authentic 
information at the retail 
counter detailing the chain of 
custody warranties ensuring 
that every diamond we sell in 
not affected by any of these 
things.”

Expanding on this with 
reference to the US market, 
the largest for diamond 
consumption, Polyakov 
noted, “The millennial 
consumer has a hard life — 
there are sever economic 
pressures in paying off 
student loans, mortgages 
and the like. This is why the 

interest in the origin of a 
diamond is a deep-rooted 
psychological one. We need 
to be positive and deliver the 
reassurance the consumer 
wants.”

Referring to the KP debate 
on the issue of the correct 
valuation of alluvial rough 
diamonds (mainly in African 
producing countries) 
through the process chain, 
that dominated the Plenary 
Session, Polyakov observed 
that the focus on this 
issue was good, though 
he cautioned that rough 
diamond valuation is a tough 
problem that will require a 
great deal of solving.

“Different governments use 
different techniques to value 
rough diamonds. Some like 

Russia, use a government 
price book, while others 
like Angola use professional 
valuators. ALROSA’s 
valuators are trained in 
Antwerp so that they 
understand the international 
market processes better 
and are thus able to value 
rough diamonds more in 
sync with what is happening 
in the marketplace. So 
if either the Kimberley 
Process or the various 
participating producer-
country governments ask us, 
the WDC, which includes all 
the major mining companies, 
could provide the necessary 
expertise,” Polyakov said.

He went on to note, “But 
the respective producer 
governments have to decide 
on what system they want 

ANDREY POLYAKOV: 
DIAMOND WARRANTY 
MUST EXTEND TO 
CONSUMER

World Diamond Council (WDC) President Andrey Polyakov, 
who is also Russian diamond mining major ALROSA’s Vice 
President responsible for external relations, client policy 
and marketing, thinks the global diamond custody chain 
warranty system needs reforming, with each stone being 
guaranteed all the way to the consumer. 
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to use — expertise from 
the big mining companies 
or their own governmental 
system. The industry has all 
the necessary expertise and 
more importantly, pricing 
information. There are lots of 
rough diamond tenders from 
the smaller producers and 
their final sale price data is 
not classified. It is something 
that can be used as input for a 
valuation system.”

Polyakov observed however, 
that he would prefer long-
term contracts with their 
more stable pricing as 

compared to tenders, which 
tend to generate more pricing 
volatility.

On the issue of ensuring 
that the artisanal miner gets 
fair value for his product, 
Polyakov says, “They are a 
pillar of the diamond industry. 
The only way we can ensure 
that they get fair value is if 
the industry professionalises 
— look at the way the Indian 
diamond cutting industry 
has professionalised and 
now boasts the most modern 
factories and good working 
conditions.”

On the issue of synthetics, 
Polyakov notes, “The fall 
in the price of oil and its 
subsequent impact on 
exploration and drilling is 
pushing an increasing quantity 
of synthetic diamonds into the 
gem market. These diamonds, 
which were originally 
intended for the industrial 
market that includes the drill 
bits used by the oil industry, 
now have experienced a sharp 
fall in demand from that 
quarter. Not all are clearly 
differentiated when they do 
enter the gem market.”

He adds, “We need to push 
retailers to work more closely 
with diamond producers to 
ensure this differentiation.” 
According to him the price 
pressure on small, natural 
diamonds is a symptom of 
the “disease of the growth 
of synthetic diamonds”. He 
thinks the situation can 
be improved with better 
detection and differentiation. 
“The entry of big brands like 
Swarovski into the synthetic 
diamond market is a positive 
step. They are selling them 
clearly as synthetics. We 
need to develop our own 

differentiation — ‘diamonds’ 
as opposed to ‘crystallised 
carbon’.”

Wearing his ALROSA hat, 
and looking at the prospects 
for diamonds through the 
Christmas season and to the 
end of the year, Polyakov 
says, “It is hard to predict 
what will happen, but there 
are no signs of any impending 
disasters.” He adds with a wry 
smile, “Sometimes people 
spend more in a time of 
uncertainty.”

He adds, “Next year will be 
a bit cooler for the rough 
diamond producers. All the 
manufacturers have enough 
inventories to give them 
operating stability. We won’t 
see any extreme demand, 
though I hope we don’t see a 
fall. However, when you look 
at diamonds in comparison 
with other products, they 
stand out as an island of 
stability.”

"Next year will be a bit cooler for 
the rough diamond producers. All 
the manufacturers have enough 
inventories to give them operating 
stability. We won’t see any 
extreme demand, though I hope we 
don’t see a fall. However, when you 
look at diamonds in comparison 
with other products, they stand 
out as an island of stability.”

The entry of big brands like Swarovski into 
the synthetic diamond market is a positive 

step. They are selling them clearly as 
synthetics.

This article was originally pub-
lished on www.gemkonnect.com. 
With thanks to Vinod Kuriyan 
and Hitesh Khandelwal
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Turkish Committee Joined 
ASEAN Meetings
Turkey is becoming a star in the global jewellery industry, 
coming closer to using its potential after the structural 
reforms that have been carried out. One of the highlights 
from the summit was Turkey’s advantageous offers to ASEAN 
countries.

Turkey is one of the 
most important 
jewellery exporters 
in the world. With 

its latest structural reforms, 
Turkey is moving onto a 
central global position. All 
these positive events are closely 
followed by ASEAN countries. 
Turkey has been participating 
in the summits held by the 
jewellery associations of 
ASEAN countries. Held in 
Malaysia last year, this year 
Vietnam was the address 
for the summit. Jewellery 
Exporters’ Association (JTR) 
President Ayhan Güner and 
members of the board – Can 
Özkök, Mustafa Kamar 
and Oğuz Özdemir formed 
contacts in Vietnam.

The jewellery industry in 
Turkey has many advantages, 
due to the problems faced 
in Belgium, Israel and 
Dubai. The support from 
the government to aid the 
jewellery industry has started 
to bear fruit. Many foreign 
companies have opened stores 
at the heart of the industry 
in Nuruosmaniye Avenue. 
The sector’s production 
centre, Kuyumcukent, is also 
witnessing many ateliers from 
various brands’ openings.

Let’s try to find the answer 
to what kind of advantages 
Turkey has already 
established and the expected 
improvements.

What are Turkey’s 
advantages?

We can say that as a country 
that has produced gold 
jewellery for more than 5,000 
years, Turkey is the home of 
jewellery. It is a melting pot 
that brings together countless 
civilizations, and the jewellery 
sector benefits from this.

European, Asian, African 
and Middle Eastern markets 
are only a short flight away. 
The geographical position is 
a real advantage for Turkey 
as companies can reach their 
customers in a maximum of 
4-hours by airplane. 

Becoming one of the most 
known airlines, Turkish 
Airlines offers flights to 
hundreds of destinations. 
With İstanbul’s third airport 
completed, İstanbul will 
become a critical transfer 
point in Europe.

The visa problem in Europe, 
Dubai and Israel is not 
present in Turkey. Turkish 
citizens can travel to 102 
countries without a visa.

Turkey has developed a 
lot in trading laws and has 
become practical at it. You 
can establish a company in 
Turkey within a day without 
facing problems such as 
partnership issues, And high 
costs.

Being one of the most 
important gold producers, 
Turkey started to form solid 
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infrastructure in diamonds 
as well. The diamond and 
precious stones market is 
active. This recently launched 
exchange’s member count has 
already passed 550. Recently, 
the membership procedure 
and membership fee has 
also been eased. After this 
development, the member 
count is expected to rise even 
more.

One of the other advantages 
Turkey has is the no tax 
policy in precious stone 
imports and exports. There is 
no Special Consumption Tax 
for purchases between bourse 
members.

Turkey is a country that 
works within a strategy 
of growth with exports. 
Therefore, advantages are 
offered towards exporters. 
One of them is the Export 
Insurance offered by 
Eximbank. High values of 

exports are covered by state 
insurance.

Turkey, besides having many 
advantages in becoming 
a world diamond centre, 
also has a large domestic 
market with its population 
of 80 million. Most of the 
population, being young, is 

also another advantage that 
makes Turkey attractive.

Why is Turkey important 
for ASEAN countries?
Turkey carries a lot of 
significance for the world’s 
largest growing area, Asia. 
Many Asian countries with a 
high production capacity can 
reach North Africa, Russia 
and Middle East through 
Turkey. Cooperation between 
ASEAN countries and Turkey 
promises important trading 
opportunities.

Turkey is becoming one of 
the leaders of the global 
jewellery industry
Even though the reforms 
by the government have 
recently started to provide 
good results, many brands 
from Europe and Middle East 
have already started coming 
to İstanbul to open up shop. 
Large chain store groups are 
also considering entering 
Turkey. Precious stone 
companies are also getting 
ready to take their first steps 
in Turkey following the 
establishment of the diamond 
exchange. One of the two 
most important diamond 
diamond grading institutes, 
HRD Antwerp is already 
serving a large geography, 
including Europe from its 

İstanbul office.

After participating in last 
year’s ASEAN summit 
meeting in Malaysia, 
Jewellery Exporters’ 
Association President Ayhan 
Güner evaluated the summit 
in Vietnam by saying,”The 
ASEAN (Association of 
Southeast Asian Nations) was 
formed in 1967 by Brunei, 
Cambodia, Indonesia, Laos, 
Malaysia, Myanmar, The 
Philippines, Singapore, 
Thailand, and Vietnam. Even 
though ASEAN countries 
are all at different stages of 
development, these countries 
have very high levels of 
potential

“These 10 ASEAN countries 
became ASEAN+8 after 
the participation of eight 
more countries’ jewellery 
associations in the summits, 
including Turkey.

“We also participated in 
last year’s summit in Kuala 
Lumpur in Malaysia which 
was the fourth summit to be 
held. We made important 
connections at the summit 
at Vietnam. Asian countries 
are aware of the advantages 
we have. I believe we will get 
to see many new cooperation 
agreements in the future.”

Turkey is a country that works within 
a strategy of growth with exports. 
Therefore, advantages are offered 
towards exporters. One of them is 
the Export Insurance offered by 

Eximbank. High values of exports are 
covered by state insurance.
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The oldest diamond bourse 
in the world, the Beurs 
voor den Diamanthandel - 
the Amsterdam Diamond 

Exchange - honoured its longest serving 
president, Ed Blik, as he handed over 
the reins to his successor, Benno Leeser, 
CEO of Gassan Diamonds.

Ed Blik served as the Beurs’ president 
for 33 years. During his tenure, 
he oversaw, among other things, 

the transition of the bourse from 
its magnificent building on the 
Weesperstraat in central Amsterdam 
to an office building in South East 
Amsterdam. He also presided over 
the celebrations that marked the 
Exchange’s Centennial in 1990, as well 
as its 125th anniversary in 2015, and 
organised the Presidents’ Meeting of 
the World Federation of Diamond 
Bourses (WFDB) and the International 
Diamond Manufacturers Association 
(IDMA) in 2007. 

During the hand-over ceremony, 
Blik was honoured by the City 
of Amsterdam and awarded the 
‘Andreas Medal.’ Muriel Dagliesh, 
chair of the city’s South-East Quarter 
Committee, said that Blik had toiled 
for decades to ascertain, uphold and 
sustain Amsterdam’s special role and 
reputation as Amsterdam Diamantstad,  
–Amsterdam: the Diamond City. “By 
doing so, you have earned yourself 
an honourable position in our city’s 
history,“ she said, as she awarded Blik 
the medal, adding that it was presented 
only to people who make a very 
significant contribution to Amsterdam’s 
development.

Amsterdam Diamond Exchange President 
Ed Blik retires, hands over reigns of 
world’s oldest bourse to Benno Leeser

Clockwise: Ed Blik (right), handing over 
the chairman’s gavel to Benno Leeser

The front and back of the Andreas 
Penning (Medal) awarded to Ed Blik

The bourse building on the Weesperstraat on the cover of the 
book published on the occasion of the exchange’s Centennial The new bourse building in Amsterdam South-East.
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The Turkish jewellery manufacturing and exporting sector’s competitive 
position has just been given a shot in the arm with the announcement that 
in 2018 the United Arab Emirates will introduce a 5 percent value added tax 
(VAT) and also is to implement a new tax reporting procedure known as the 
common reporting standard (CRS). Ayhan Güner, President of the Turkish 
Jewellery Exporters Association, said that Turkey is quickly advancing in 
becoming a global, leading trading centre for finished jewellery as well as 
precious metals, gemstones and diamonds.

Turkey: a global jewellery 
hub claims its place



With the states strategy for promoting exports, one 
of the steps was Eximbank export insurance. With 
meeting the required criteria exporter companies’ 

export costs are under state guarantee by 90%.  

Ayhan Güner

Turkey’s leading 
position as a global 
gems and jewellery 
manufacturing 

and trading hub is going 
from strength to strength. 
“In general, we see more 
and more foreign companies 
setting up operations in 
Turkey,” Güner noted. 
“Specifically, we are also 
are registering a significant 
growth in the presence of 
foreign jewellery firms in 
Istanbul Nuruosmaniye!” 

A large number of foreign 
companies is currently 
operating in Kuyumcukent, 
the production centre of 
the Turkish jewellery sector. 
Güner noted that following 
the planned introducion of 
a 5 percent value added tax 
(VAT) and the implemention 
of a new tax reporting 
procedure known as the 
common reporting standard 
(CRS) in the United Arab 
Emirates, Turkey is becoming 
even more atractive for gem 
and jewellery firms to set up 
their business in the country.

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.

Eximbank exports 
insurance system adopted
With the state’s strategy for 
promoting exports, one 
of the steps taken was the 
introduction of the Eximbank 

export insurance. Exporters 
who meet the set criteria, will 
enjoy the state’s guarantee 
of up to 90 percent of their 
export costs 

Bourse membership just 
became 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.

New jewellery production 
centre
Think about it. With zero tax 
you can bring your stones 
to Turkey, choose from the 
world’s best stock and get 
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With the latest tax adjustments, the tax in the 
transactions within Borsa İstanbul 

has been zeroed.

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. 

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 
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 Europea 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 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.    

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 

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.
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The international “Istanbul Jewelry Show“ that is held traditionally in March, 
ranks the number one fair amongst all the sectoral jewellery shows organized 
in Turkey and the Central East, and is in the top five amongst more than 500 
jewellery shows worldwide. Organised by UBM Rotaforte, IJS March will be 
held as usual at the CNR Expo (the Istanbul Fair Center) for the 44th time, 
March 16-19, 2017.

Meeting point of world 
giants 
Organised by UBM Rotaforte 
and held on March 16-
19, 2017,  the Istanbul 
Jewelry Show is visited by 
the professionals from the 
jewellery sector from more 
than 117 countries worldwide 
and by a significant number 
of jewellery professionals and 
visitors from Turkey itself.  
The recent IJS fair of October 
2016 offered proof that in 

spite of the regional political 
and economic turmoil, visitor 
numbers have remained 
steady.

More than a 1000 of the 
world’s significant jewellery 
brands and companies from 
Turkey, Germany, USA, 
India, Hong Kong, Israel, 
Italy, Lebanon, Singapore 
and Thailand will once 
again exhibit their exclusive 
collections and products 
during the Istanbul Jewelry 

Show, which only admits 
accredited jewellery sector 
professionals.

The 44th international Istanbul 
Jewelry Show, during which 
significant collaborations 
and purchasing connections 
are realized, is held in six 
halls at the CNR Expo, just a 
short taxi ride from Ataturk 
International Airport.  

The fair is supported by 
the Istanbul Minerals 

and Metals Exporters‘ 
Association (IMMIB); the 
Turkish Jewellery Exporters 
Association (JTR); the 
Republic of Turkey, the  
Ministry of Economy; and 
the Small and Medium 
Enterprises Development 
Organization (KOSGEB). 
The latter is entitled to issue 
the Global Association of the 
Exhibition Industry (UFI) 
quality approval and the 
Quality Management System 
ISO-9001 certificate.
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The horrific civil 
war that raged in 
Sierra Leone for 
11 years from 1991 

to 2002 and left over 50,000 
dead and thousands with 
mutilated limbs, war wounds 
and emotional scars that 
could never be fully healed, 
triggered the birth of the 
Kimberley Process.

So it is understandable that 
the founders of the KP felt 
that the reason to create it 
was the need to detect and 
staunch the flow of rough 
diamonds that fuelled the 
horror. They were right 
in that was indeed the 
most pressing need of the 
moment, but sadly, I think 
they missed the core reason 

to create something like 
the KP — institutional and 
governmental corruption that 
in turn generated staggering 
amounts of illegal cash along 
with heaps of misery for local 
populations — so pervasive 
and oppressive that in the end 
it triggered a civil war.

The KP turned out to be 
extremely effective in 
stemming the flow of conflict 
diamonds and today, it is 
estimated that 99.8 percent 
of all alluvial diamonds are 
from conflict-free areas. But 
now, the world has been 
rudely awakened to the core 
problem of corruption and 
illegal money flows. And the 
KP, whose mission statement 
doesn’t touch on this, is now 

trying to restructure itself and 
its mission to try and deal 
with this.

Other conflicts too have been 
fuelled by easily accessed 
alluvial diamonds, but Sierra 
Leone was the most terrible 
example and so it is worth 
studying it in some detail.

The eastern and southern 
areas of Sierra Leone, 
particularly the Kono and 
Kenema districts, are rich in 
alluvial diamonds that can 
be accessed by anyone with 
nothing more than a shovel 
and a sieve. But while the 
diamonds are easily accessed 
and extracted, benefiting 
from them is a much more 
complex and difficult matter. 

You have to know about 
diamonds and how they are 
valued. And you also have 
to have access to a market 
that will deliver fair value for 
them.

So since the 1930s, when they 
were first discovered, these 
diamonds have only enriched 
a privileged and powerful few, 
while they have only brought 
misery to most of the local 
population, who are largely 
poor, mostly illiterate and 
cut off from the consuming 
markets that value their 
product.

One particularly notable 
individual who benefited 
from these alluvial diamonds 
was Siaka Stevens, who 

Alluvial diamonds: it’s always 
about the money
By Vinod Kuriyan, editor-in-chief, GemKonnect
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came to power in 1968, 
first as Prime Minister of a 
constitutional republic and 
then as the country’s first 
President in a one-party state. 
Stevens had been elected 
Prime Minister in 1967, but 
had been ousted by a military 
coup. Two more coups in 
quick succession saw Stevens 
back in power as Prime 
Minister.

His government, in 
partnership with De 
Beers, formed the 
National Diamond Mining 
Corporation (NDMC) to 
exploit the country’s alluvial 
diamond resources. The 
revenues from the NDMC 
venture however, went 
towards personally enriching 
Stevens, members of the 
government and business 
elite who were close to him. 
When DeBeers pulled out 
of the venture in 1984, the 
government lost direct 
control of the diamond 
mining areas. By the late 
1980s, almost all of Sierra 
Leone’s diamonds were being 
smuggled and traded illicitly, 
with revenues going directly 
into the hands of private 
investors.

Diamonds were propping up 
an illegal economy decades 
before any civil war started.

Though he is credited with 
bridging a lot of the ethnic 

divide in Sierra Leone, 
Stevens and his government 
were most noted for the 
shocking levels of corruption 
and the perversion or 
destruction of every state 
institution. He even turned 
on his erstwhile supporters, 
even executing Brigadier 
General Bangura, who had 
actually helped bring him 
to power. Soldiers loyal to 

Bangura mutinied, but were 
defeated. Many of them 
were imprisoned, including 
Corporal Foday Sankoh, 
who was given a seven-year 
sentence.

Years later, Foday Sankoh 
created the Revolutionary 
United Front (RUF) and 
with support from Charles 
Taylor, who at the time led 
the National Patriotic Front 
of Liberia, was instrumental 

in unleashing the horror in 
Sierra Leone.

The root cause of this was 
not diamonds (though they 
undeniably were the single 
largest financial impeller of 
the civil war) but corruption 
and poor governance. These 
are issues that the KP is not 
equipped to tackle. Nor is 
it in a position to tackle 
the flow of arms into these 
areas, funded in many cases, 
by perversely diverted state 
revenues — the old equation 
of diamonds for guns, but 
this time with legitimate state 
actors.

Which is why though the 
whole issue of seeking fair 
valuation for the rough 
diamonds exported from 
these areas is something that 
definitely needs to be tackled, 
it is not the core of the 
problem for the KP. For them, 
the core problem is ensuring 
that the poor artisanal 

miner gets fair value for his 
product — long before any 
government valuator checks 
an export parcel.

And that’s why I think the 
best thing for the KP to do 
would be to act as a market 
enabler and bring together 
the big miners like De Beers, 
Rio Tinto and ALROSA, who 
have both mining and market 
valuation expertise, with civil 
society organisations like 
the Diamond Development 
Initiative (DDI) that has the 
expertise to develop digger’s 
cooperatives.

The job is well done as long as 
the artisanal miner gets fair 
value. Whether or not state 
exchequers have received the 
right revenue doesn’t matter 
because there is nothing to 
monitor what they do with 
the revenues anyway — 
including buying arms.
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Erik Jens comes with 
professional experience 
in banking, financing and 
investments. He has specialised 

in private wealth management solutions, 
investments in hedge funds, private 
equity and real estate industry. 

Erik Jens has also held various 
senior executive positions at Fortis 
Meespierson in banking and investment 
services in the Netherlands, Belgium, 
Switzerland, Netherlands Antilles, 
Ireland, United Kingdom, USA and 
Asia. He also served as director/
advisor to various hedge funds and 
private equity funds at Fortis, which 
later became ABN AMRO. Erik Jens is 
currently Global Head - Diamond & 
Jewellery clients – ABN AMRO BANK 
N.V. 

In an interview with Rough&Polished, 
Erik Jens spoke about ABN AMRO’s 
operation pattern; and also suggested 
few changes that the gem and jewellery 
industry could make to strengthen its 
bankability.

Is ABN AMRO still the largest 
lender for the diamond and jewellery 
industry globally? How successful 
has the bank’s initiative, “Borrowing 
Base Verification Program” been till 
now; and how effective has it been on 
industry credit? Has underwriting any 
credit extended by a client company 
to its customers provide sufficient 
protection for the bank’s monies? 

ABN AMRO does not disclose any 
information on the size of specific 
business line portfolios, but it is 
safe to say we are amongst the top 
three providers of finance to the 
diamond and jewellery industry 
world-wide. We are often recognized 
by our thought leadership to taking 
interest in improving overall market 
perception, bankability, transparency 

We expect more 
consolidation 
happening and 
certain companies 
go out of business

It is a healthy development, where only strong and modern 
companies can survive – an interview with Erik A. Jens, ABN AMRO 
Bank N.V.

By Aruna Gaitonde, Editor-in-Chief of Asian Bureau, Rough & PolishedErik Jens
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and sustainability matters. Amongst that 
we have implemented the Know Your 
Transaction principle, next to our Know 
Your Client principle. In other words, 
we do not only want to understand 
everything about the client and its 
ownership structure for instance, but 
also understand our clients’ transactions 
and their counterparts. On the one hand 
to be able to conduct our business with 
the highest compliance standards and 
to understand operational risks, but 
on the other hand also to have a better 
understanding of our clients’ needs. Our 
Borrowing Base Verification program 
over the last few years made us learn 
more about the market and our clients. 
For instance, we can short cut basically 
all our clients’ transactions worldwide, 
have all checks and balances in place 
and quickly discover anomalies. 

Is ABN selective about this ‘know your 
clients’ transaction or is it a standard 
part of the lending process which is 
followed irrespective of the client? 
As mentioned above the Know Your 
Transaction approach is a standard part 
of our risk and operational management 
for a client. It is important to mitigate 
risks and create transparency, like in 
normal trade financing or factoring 
business in other sectors. In the 
diamond industry, we apply standards 
we see in other industries as well. 

What, according you, are the loop 
holes that companies misuse and 
abuse, just to build up their bank 
credit? How do you think this should 
be tackled by the lending banks? 
Fortunately, the diamond industry itself 
is taking more and more measures 
in terms of self-regulation, look at 
for instance the efforts of the World 
Diamond Council vs. the Kimberley 
Process, or the World Federation of 
Diamond Bourses vs. fair and orderly 
transparent trade, but also think of 
CIBJO and RJC for instance when it 
concerns sustainability and corporate 
social responsibility. We also see 
companies like Signet and Tiffany’s 
working hard on implementing and 
monitoring sourcing protocols for a 
sustainable consumer confidence in 
the end-product by understanding and 
reviewing the whole value chain. We as 
ABN AMRO support these initiatives 

which creates for us more insight in 
the value chain, its key players, and 
engage with the right side of the market 
and exclude areas which show less 
transparency or no willingness to learn 
and improve. We see other banks doing 
the same more and more. In the end, 
there will only be credit lines available 
for companies with good corporate 
standards and track record, whether 
they are small or big, that doesn’t count. 

How difficult is it to select a genuine 
company to service? If found that the 
loaned money has been deviated, how 
does the bank react and retrieve its 
money? Are such companies pulled up 
legally for their fraudulent acts? 
It’s in our opinion really understanding 
what a client does and what not. The 
way they structure the business, their 
strategy, reporting, their transactions, 
ownership, etc. If a company gets into 
cash flow problems, we want to know 
about it. In the past, we saw that in 
such a situation money and goods were 

rerouted, inventory disappearing, and 
that the market was paid and the banks 
got stuck. That practice is changing 
clearly fortunately. However, we deal 
with fraud rigorously and will pursue 
the wrongdoers. But again, these 
situations are exceptions, fortunately. 

In comparison to other industries, how 
severe or large are such defaults/frauds 
by borrowers in the gem and jewellery 
industry? Will a more professional , 
transparent industry strengthen its 
bankability? Any suggestions to the 
industry players on how to change 
their ways of doing business to match 
the banking sector’s ways? 
I don’t think the diamond and jewellery 
industry is so much different than any 
other industry or mineral industry, in 
particular. Fact is that the structural 
change from a supply side (miners) to 
a demand side driven market created 
pressure on cash flows and profitability. 
The market is going through that change 
and that creates casualties along the 
way. We expect more consolidation 
happening and certain companies go out 
of business. It’s a healthy development, 
where only strong and modern 
companies can survive, certainly 
those who look at innovation and 
diversification. 

What are the bank’s financial 
services offered currently to support 
the diamond and jewellery global 
businesses? In which countries do you 
operate at present? And what about 
profiles of your clients… are they 
across the industry pipeline, including 
SMEs? What collateral does the bank 

“We are happy with the 
portfolio we have now 
but of course are open 
for new business to 
continuously improve 
our overall portfolio. We 
particularly look forward in 
cooperating with the other 
banks entering the industry 
and share our global 
knowledge.”
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ask for lending to the clients? 
We offer current accounts, payment, 
foreign exchange transactions, but 
mostly lending activities out of Hong 
Kong and UAE, Belgium and New York. 
A large part of our clients is to be found 
in the mid segment of the diamond 
industry, i.e. traders and manufacturers, 
but also wholesalers and larger retailers. 
For the latter group, we particularly 
provide working capital and for the mid- 
segment financing of trade receivables. 

How many clients are you servicing at 
present globally in the diamond and 
jewellery sector? The business being 
unique, how do you monitor your 
clients’ business progress? 
We do not disclose financial data as 
mentioned but we have a low load 
factor, i.e. the ratio of number of clients 
per relationship manager. That keeps our 
service at the required high level. And 
to understand clients’ needs and their 
business progress, we, as mentioned 
earlier, map the clients’ potential 
vs. its performance and for instance 
help when we see the potential being 
underdeveloped. 

With many erstwhile lending banks 
leaving the industry, does ABN 
see this as an opportunity to move 
into the other countries where gem 
and jewellery industry is growing 
massively and expand its customer 
base? 
We are happy with the portfolio we 
have now but of course are open for 

new business to continuously improve 
our overall portfolio. We particularly 
look forward in cooperating with the 
other banks entering the industry and 
share our global knowledge. After all, 
the industry doesn’t need more finance, 
it needs more banks and we are quite 
actively promoting for instance club 
deals and syndications. 

And how can Brexit be a major 
concern for ABN AMRO? How does 
the bank plan to tackle impending 
problems, if any? 
From a diamond and jewellery 
perspective we do not see a big impact 
from Brexit. Europe is not a big 
diamond market anyway. Plus, it is 
expected that effects will be long term 
and mostly felt in the UK. 

Loan defaults by borrowers from 
diamond and jewellery sector is not 
new. But, how rampant is it in recent 

times? Are collaterals enough to keep 
control on such companies who fail to 
service their debts? What steps does 
ABN AMRO take to safeguard itself 
from such eventualities? 
We don’t generally see a worsening trend 
in default with the exception for India, 
at the moment. The market over there 
is shaken up after too much money 
flowed too easily into the industry. But 
that will pass as well, and might push 
consolidation forward even faster and 
make the Indian banks become more 
risk aware. 

Does ABN AMRO serve diamond 
and jewellery clients as part of a 
consortium of banks or does it 
operate stand-alone? If so, what is the 
philosophy behind it? And how does 
it make more business sense for the 
bank? 
We do service our larger clients with 
club deals and syndicated loans. Always 
good for a client not to be dependent on 
one bank and for the banks it’s good to 
share know-how and expertise.

Re-published courtesy of Russia’s 
leading diamond and jewellery news 
resource Rough & Polished, Aruna 
Gaitonde, editor-in-chief of the Asian 
Bureau, and Vladimir Malakhov, 
Publisher. Find the original article 
at: www.rough-polished.com/en/
exclusive/103492.html
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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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A unique insider’s look 
at the diamond industry: 
on the story of Gilgamesh, 
Noah and the diamond
By Ya’akov Almor

After 34 years, 
and after editing 
no less than 126 
editions of the 

Israeli diamond industry 
trade magazine “HaYahalom” 
(The Diamond), Shira Ami, 
the longstanding editor of 
the world’s only Hebrew-
language publication in 
the international diamond 
industry, published by the 
Israel Diamond Institute, 
decided to hang up her 
mouse and start out on a new 
path. 

“I now spend time 
volunteering with “Elifelet 
- Citizens for Refugee 
Children” - a foundation 
that takes care of the needs 
of refugee children from 
Eritrea,” Shira tells us as we 
sit down with her for an 
exclusive interview for the 
World Diamond Magazine.  

You spent 34 year of your 
life as editor. Tell us about 
the magazine’s history? 
The magazine came to life 
in 1944, four years before 

the establishment of the 
State of Israel. Until 1967, 
when the Israel Diamond 
Institute (IDI) was founded, 
it came out intermittently. 
In due time, it became a 
quarterly, Hebrew-only 
magazine. However, at some 
later point in time, we also 
carried a selection of articles 
in English translation. In the 
180 pages of each edition, 
we tried to cover the state 
of the diamond industry, 
in Israel and the world, 
analyse trends and point at 
current and expected future 
developments. Of course, a 
good number of pages were 
dedicated to local industry 
developments and events. In 
other words, an honourable, 
well-respected and well-
designed publication. 
Anyway, with my decision to 
retire, IDI resolved to shutter 
HaYahalom altogether…. 

Let’s look at what areas you 
covered that you feel that 
were special, and, maybe, 
untimely?
I have had many moments 
of satisfaction in my career 
as editor. But the best 
moments were when, after 
having written an analysis 
comprising some solid 
advice, a diamantaire would 
come up to me and say, “I 

have read your article, got the 
message, and I am following 
up in that direction!” Those 
moments were truly precious. 

THERE IS NO GUARANTEE 
THAT TODAY’S CONSUMERS 
WILL BE WITH US TOMORROW
As to untimely articles and 
ideas – maybe it is better to 
use the term “too early” – 
HaYahalom was one of the 
first publications, and the 
only one for quite a long 
time, to shout out about the 
need to invest in the generic 
promotion of diamonds 
and diamond jewellery. Not 
too long ago, I also wrote 
an article about the World 
Diamond Mark, the diamond 
industry organization that, in 
various ways, tries to advance 
the generic promotion of 
diamonds. But I did so 
earlier, much earlier, at a 
time when diamantaires, 
in Israel and abroad, were 
deliberating long and hard 
about what would hurt them 
more: the price policies of 
rough diamonds that are 
dictated by a handful of 
rough producers, or the 
prices of polished that are 
published by a single man? 
Of course, other issues also 
occupied their minds, such 
as the possible threat posed 
by gem-quality synthetic 

Shira with Letsema Mbayi, who in 2011 was a PhD student, and 
currently is Sightholder Services and Business Development 
Manager at DeBeers Global Sightholders Services (DBGSS), based 
in Botswana
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diamonds, the discrepancies 
in polished diamond 
grading practices between 
the various gemmological 
institutes and laboratories 
serving the industry…while 
the consumer is debating 
whether to buy the latest 
model smartphone or take a 
vacation in the Caribbean…

A STORY IS NOT FOREVER 
A diamond may be forever, 
but consumerism of 
diamonds is a relatively 
new phenomenon in the 
modern world, and there 
is no guarantee that today’s 
consumers will be with us 
tomorrow! So many times, 
I wrote in HaYahalom that 
we’re not selling consumers 

a piece of dense carbon, but 
marketing an idea, a story 
about love, purity, eternity. 
And if we do not sustain and 
cultivate this story, it will 
evaporate.   

I would like to illustrate this 
by stories that were woven 
centuries, millennia ago. Who 
recognizes this story?

Reed-hut, reed-hut, clay-
structure, clay-structure! 
Reed-hut, hear; clay-structure, 
pay attention! Thou man 
of Shuruppak, son of 
Ubara-Tutu, build a house, 
construct a ship; forsake thy 
possessions, take heed of the 
living! Abandon thy goods, 
save living things, and bring 
living seed of every kind into 

the ship. As for the ship, 
which thou shalt build, let its 
proportions be well measured: 
Its breadth and its length shall 
bear proportion each to each, 
and into the sea then launch 
it.’ 

And who recognizes this one? 

Make thee an ark of gopher 
wood; rooms shalt thou make 
in the ark, and shalt pitch 
it within and without with 
pitch. And this is the fashion 
which thou shalt make it of: 
The length of the ark shall 
be three hundred cubits, the 
breadth of it fifty cubits, and 
the height of it thirty cubits. 
A window shalt thou make to 
the ark, and in a cubit shalt 
thou finish it above; and the 
door of the ark shalt thou set 
in the side thereof; with lower, 
second, and third stories shalt 
thou make it. And, behold, 
I, even I, do bring a flood of 

waters upon the earth, to 
destroy all flesh, wherein is 
the breath of life, from under 
heaven; and everything that 
is in the earth shall die. But 
with thee will I establish my 
covenant; and thou shalt come 
into the ark, thou, and thy 
sons, and thy wife, and thy 
sons’ wives with thee.

Two ancient stories about a 
flood. The first is a part of 
the famous Gilgamesh tablets 
(Tablet XI) dating back to 
2150 BCE. No one sustained 
it, as it was not part of a 
living national or religious 
narrative. The second story, 
the Story of Noah (Genesis 
chapters 6-9) is told and 
retold not only through 
the study and reading of 
scriptures in synagogues, 
churches and mosques, 
but also in kindergarten, 
schools, and institutes of 
higher learning. And yes, 

Interviewing Alan Martin, Director of Research at Partnership Africa 
Canada (PAC), an NGO closely associated with the diamond industry

With Kim Lanny, Chairman of the Botswana Diamond  
Manufacturers Association (BDMA)

With Eli Avidar, Managing Director of the Israel Diamond Institute
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what a story it is! So the one 
story almost disappeared 
into oblivion, and had it not 
literally been unearthed, it 
would have been lost forever. 
The other lives on, is told 
and retold, and is part of the 
cultural heritage of billions. 

So those interested in 
sustaining the story of the 
diamond must take the 
generic promotion, the story-
telling about diamonds, in 
his own hands. And today 
this is more difficult than 
ever before, because it is not 
only competition with a vast 
array of luxury consumer 
products, but we also have 
to fight in the reputational 
realm, regarding issues such 
as conflict diamonds. 

DE BEERS NO LONGER AT 
THE HELM
De Beers, which during its 
heyday as the custodian 
of the diamond industry 
reportedly invested as much 
as $200 million annually in 
the generic promotion of 
diamonds, stopped doing 
so a decade ago. By then, 
De Beers controlled only 38 
percent of the rough diamond 
distribution channels, down 
from 85 percent, and it said 
that it would be illogical for 
the firm to continue carrying 
the financial burden of 
generic promotion by itself. 
Instead, De Beers started 
investing in promoting and 
advertising its own brand.

However, the other major 
rough producers refused 
to pick up the gauntlet and 

an effort to bring them 
all together, in the mid-
2000s, failed. Meanwhile, 
the only initiatives that 
really succeeded, were in 
the regulatory realm – 
Best Business Practices, 
the Responsible Jewellery 
Council (RJC) - at the 
same time not realising 
that inaction in the field 
of promotion would not 
sustain consumer desire for 
diamonds. 

FILLING IN THE VOID 
And thus came to light 
different stories about 
diamonds! Here’s just a 

random pick. This is what 
the Australian journalist Liz 
Humphrey wrote on www.
mamamia.com.au under 
the title “My big, fat, fake 
engagement ring.” She tells 
the story how she got an 
engagement ring set with a 
2.5 carat cubic zirconia, since 
she told her fiancé: ‘You don’t 
need money to get my honey.’  
And: ‘…we just got back from 
a beautiful holiday in New 
Zealand. We are saving for a 
trip to Europe – something 
we can both enjoy. I can’t 
justify $25,000 on my dream 
ring or even $3,000 on a ring 
that isn’t my dream ring.’

Stories like these are all over 
the web. And where are the 
stories that we tell? Do we 
need to go looking for them 
with a 10x loupe? 

Over the decades, you have 
participated in endless 
international congresses, 
conferences and other 
industry gatherings, all over 
the world. What event or 
events have left the greatest 
impression on you?
Actually, there were two 
events, held one after another, 
but the difference could 
simply not be bigger. In 2011, 
the Presidents’ Meeting of 

the International Diamond 
Manufacturers Association 
(IDMA) was organised in 
Gaborone, Botswana, in 
conjunction with the first 
diamond mining industry 
Pitso, which is the Batswana 
word for ‘town hall gathering,’ 
The second event was the 
Presidents’ Meeting of the 
Word Federation of Diamond 
Bourses (WFDB), which 
took place a short while later 
in Dubai. It enabled me to 
experience two events in 
places that could not have 
been more different from 
each other, and, importantly, 
placed at the two extremities 

Interviewing Leon Boksenbojm, an independent diamond consultant 
specialised in the diamond mining industry on the African continent

With three former chairmen of HaYahalom’s editorial committee, 
(from left) Udi Sheintal; Moti Besser and Zvi Shur.

Interviewing the late Bataung Lekeka, a MP from Leshoto who 
was closely involved with the country’s management of its natural 
resources
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of the diamond supply 
pipeline. 

AT TWO POLAR ENDS 
In Botswana, we got to visit 
the Jwaneng diamond mine. 
On the one hand, you are 
in awe of the enormous 
diamond mining draglines, 
operating hundreds of meters 
down in the vast open pit 
mine; the ore hauling trucks, 
the wheels of which are three 
meters in diameter, which 
carry millions of tons of 
diamond-bearing ore to the 
processing plants. On the 
other hand, in Dubai, we saw 
the hundreds of cranes, lifting 
building materials up high 
into the heavens to build the 
skyscrapers, day and night, 
at high speed. In both places 
diamonds are of economic 
importance. 

I saw two billboards which 

exemplified the huge 
difference between the two 
countries, which both are 
seeking ways to wealth 
and happiness. The first, 
in Gaborone, said: ‘Avoid 
Sexual Network.’ Indeed, in 
huge letters, the billboard 
is seen all over Botswana. 
The country, stricken by 
AIDs, is struggling for basic 
survival. Its citizens’ average 
life expectancy is between 
34 to 58 years, depending on 
the sources consulted. On 
the other hand, it is the only 
country in Africa that not 
only borrows money from 
the IMF, but also lends it 
money. In a similar fashion, 
to guarantee and improve 
its citizens’ life expectancy, 
the country is struggling 
for the life expectancy…
of its diamond mines. This 
is done by trying to get as 
much added value out of 

the diamonds mined as 
possible, and these efforts 
toward beneficiation of its 
diamonds is seen as crucial 
in the country’s struggle for a 
better life. 

The billboard in Dubai said: 
‘From Earth to Sky.’ It stands 
near the tallest building in 
the world, the Burj Khalifa. 
It seems that in Dubai, 
everything starts from the 
top down. It’s like they first 
build the ceilings, hang the 
chandeliers made of sparkling 
crystal and only after that 
seek out the solid earth in 
which they can put down the 
foundations. 

In Botswana, everything goes 
slowly. Even the waitress in 
the hotel, with the coffee in 
her hand, sashaying slowly 
and elegantly, as if coming 

from the well after drawing 
water.

In Dubai, skyscrapers get 
built in a stretch of no more 
than three months. 
In Botswana, they are slowly 
weaving long-term strategic 
plans and trying to make 
progress, one pace at a time. 
In Dubai, visions break forth 
from the heavens and they try 
to attract wealth with wealth. 
Two opposite poles of the 
diamond industry. Two 
different world views. One 
world of diamonds.

FROM RUSSIA WITH LOVE 
During your years as editor of 
HaYahalom, you visited many 
different places. Which one 
stood out most? 

In August 2001, I was part 

With a group of Ukrainian business men at the President’s Meeting 
in Dubai, 2011 Listening to the Diamond Trading Company Botswana spokesman 

McDonald Motsele, with  Pierre LeBlanc, of Canada. 

With Gaby With Moshe Schnitzer in 2004. 
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of a group of journalist that 
was invited by the ALROSA 
diamond mining company to 
visit their mining operations 
in Yakutia, Siberia. I was in 
the company of journalists 
who usually cover wars, 
take close-up photos of 
corpses, and catch on tape the 
incriminating confessions of 
the world’s leaders in crime 
or criminal world leaders…. 
There were well known 
‘names’ among them, as well 
as writers working for well-
known newspapers, such as 
the Financial Times and the 
Daily Telegraph. 

I remember this trip and 
what I experienced as if it 
was yesterday: the flight 
in the helicopter over the 
endless taigas and tundras; 
the visit – with a temperature 
of -40 Celsius – to the 
underground laboratory of 
the one of the two permafrost 
research laboratories in 

the world; watching the 
beginning of construction 
of the underground Aikhal 
diamond mine, and so on. 
I was very impressed by 
the town that was built to 
house the employees of the 
Udachniya mine, the nearby, 
huge open pit mine, which 
with its endless ramps spiral 
down to a depth of some 
500 meters. The huge ore 
hauling trucks, which from 
a distance look like Dinky 
toys, take an hour and a half 
to two hours up the ramps 
to the six-story processing 
and separation plant, where 
the ore moves over a distance 
of more than 1,200 meters 
of various conveyor belts. 
The town looks grey and 
uninviting. There are no 
gardens, since the climate 
is extremely harsh, and in 
the short summer, only a 
few plants will blossom. The 
elongated apartment blocks 
are all interconnected with 

underground passages, so the 
inhabitants do not have to 
venture out into the bitterly 
freezing cold. But inside, 
an entire world: schools, 
hospitals, supermarkets, 
cultural and sports facilities. 
Everything that you may need 
in the middle of nowhere 
where the only effective way 
of transport is by air. 

THE CHINA WONDER
I also think back of my first 
visit to China as a milestone 
event. It was on the occasion 
of UBM Asia’s inaugural 
jewellery fair in Shanghai in 
2002. Shmuel Schnitzer, then 
president of both the Israel 
Diamond Exchange (IDE) 
and the WFDB and who 
was closely involved in the 
establishment of the Shanghai 
Diamond Exchange (SDE), 
told me to absolutely go. “Our 
diamantaires must hear from 
you what you see in China. 
Most of us think the Chinese 
are still living like under Mao. 
Go, get your impressions, 
gather information and let 
your readers know what is 
going on!” 

After I got back, I wrote 
about the almost unending 
manpower China had 
available, alongside a huge, 
rapidly growing and diverse 
consumer market that makes, 
and has made, China the 
economic powerhouse it is 
today. “Slowly but surely, 
China will conquer the world 
economy,” I wrote then, 14 
years ago. 

BRINGING TRENDS AND 
DEVELOPMENTS HOME  
The above descriptions 
illustrate the two major roles 
HaYahalom fulfilled during 
my many years as editor: 
First, to bring what is far 
away closer, by presenting to 
the Israeli diamantaire’s desk 
what is happening in foreign 
markets, in Hebrew and in 

terms that enable him – or 
her- to imagine he has been 
there himself. Second, to put 
the finger on new trends and 
developments and to pass 
them on in a crystal-clear 
manner.

You’ve met, worked with 
and interviewed a lot of 
people in our business. 
Some must have been 
special?
Three very talented, 
inventive, charming men, all 
with a great sense of humour, 
immediately come to mind. 
The first is the legendary 
diamond merchant the late 
Bill (William) Goldberg: a tall 
man with a crown of long, 
flowing hair, a half-smoked 
cigar between his teeth. A 
man who has by his actions, 
purchasing and marketing 
skills introduced the term 
‘important diamonds’ to the 
international diamond trade’s 
lexicon. 

Then there is Gaby Tolkowski 
- may he live long and 
prosper – the legendary 
diamond polishing artist with 
his long, drooping moustache 
and thick eyebrows, always 
with a twinkle in his eyes, and 
a mischievous smile on his 
kind face. 

And the late Moshe Schnitzer, 
the legendary diamond 
leader, the eternal cigarette 
between his lips, with his 
warm and embracing eyes. 

A DIAMOND IS A GUY’S BEST 
FRIEND! 
Bill Goldberg once told me 
something that has remained 
with me. He said, and I am 
paraphrasing here: “Men 
want diamonds for women 
more than women want 
diamonds for themselves,’ 
adding that materialism is a 
typical male characteristic. 
So here we are then. We 
have always been told that 
‘a diamond is girl’s best 

At the very beginning of her career, In the 1980s.

From left: Jeffrey Fischer, IDMA Honorary President, USA; a 
Jwaneng mining engineer; Rafi Yerushalmi, Israel; Shira Ami; 
and Matthew Schamrott, USA. 
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friend,’ and Bill set us right: 
a diamond is a man’s best 
friend! 

Gaby Tolkowsky, a sixth-
generation master cutter, 
worked for years for De Beers 
and took three years to polish 
the Centenary Diamond and 
two for the Golden Jubilee. 
He developed the 105-facet 
Gabrielle round cut and in the 
1990s developed cuts for the 
rather flat Argyle brownish 
rough stones, which since 
then have been marketed 
as champagne and sherry 
colored diamonds. Gaby 
asked that whenever I speak 
or write about diamonds, 
in the beginning, middle or 
end, that I mention the word 
beauty. Because beauty is at 
the heart of our business, he 
always says. 

And last, but not least, Moshe 
Schnitzer. He was president of 
the Israel Diamond Exchange 
for more than quarter of a 
century, and headed the IDI 
for almost as long. So much 
has been said and written 
about this man, who started 
his career in diamonds as a 
diamond sawyer and ended 

it as a world industry leader, 
honoured and recognized 
as such on many occasions. 
For me personally, meeting 
him was a set ritual. Moshe 
Schnitzer would receive me 
at the predetermined time in 
his office, ask not to forward 
calls, listen intently, measure 
his words, and always knew 
to end the meeting with a 
word of encouragement or of 
praise.

What has changed in the 
time you edited HaYahalom?
Again, enough to fill an 
entire book! Looking back 
over the past three and half 
decades, amazement is the 
right description. Amazement 
at what we have achieved, 
and at what has changed in 
the diamond industry, from 
mining to marketing. 

THE WONDERS OF CHANGE
Who could have foreseen, 
in the early 1980s, how the 
internet would change our 
world, and our business 
models? And who would have 
thought that De Beers would 
lose its grip on the single 
rough distribution channel? 

And, as mentioned above, 
who would have imagined 
that China would become 
the biggest capitalist nation, 
hidden under a thin varnish 
of communist state control? 
And I could go on….

Last question: what are the 
industry’s major challenges?
The diamond industry, 
here and worldwide, is by 
definition a conservative one. 
For it to change direction 
and adapt its course is very 
difficult. It is like a huge oil 
tanker: it is slow to change 
its speed or change direction. 
And what is actually needed 
these days is the agility 
and speed of a race boat! 
The issues of new sources 
of financing, the need for 
regulatory changes, the 
observance of best business 
practice and transparency, 
all these are on the industry’s 
table today. Add to that 
the continuous struggle for 
market share in the luxury 
consumer product markets, 
the need for generic diamond 
promotion by the midstream 
industry sector itself, the 
struggle with synthetics, 

and you’ll see the diamond 
business has its plate full!

Will the diamond industry 
and diamonds remain and 
prosper? Time will tell. I, for 
my part, am grateful to have 
been part of it for so long and 
wish to see an industry that 
will run itself honestly and 
ethically, with due respect 
for the earth that gives us the 
diamonds, and with great 
care for the people that mine, 
polish and market them. 

Shira, center, always working, during the visit of the Diamond Trading Company Botswana diamond sorting facility.

As rough as it gets during the 
visit of the Diamond Trading 
Company Botswana diamond 
sorting facility.



Want to become a diamond master?

Join our education programme 
and learn from the best.

Our international programme combines enduring 
tradition and constant innovation, with the diamond 
grading and identifi cation course as our fl agship. 
HRD Antwerp education stands for technical excel-
lence, practical experience and the joy of working 
with diamonds.

Check our courses at www.hrdantwerp.com

HRD Antwerp is based in the world’s oldest 
diamond capital.
Discover more at

www.hrdantwerp.com



 2016-09 | World Diamond Magazine  47

Last November, 
Sarine Technologies 
announced it 
had achieved a 

breakthrough by introducing 
the “first-of-its-kind, 
automated, objective and 
consistent clarity and color 
measurement and grading 
systems.” The firm said that, 
after spending some $10 
million on research and 
development, it is currently 
testing its new clarity grading 

technology in India and 
that it expects to begin the 
commercialization towards 
the middle of 2017.

In the more the 30-something 
years that I have followed, 
reported on and written 
about developments in 
the international diamond 
industry and trade, there has 
been no other topic that has 
repeatedly been discussed 
during my long years as a 

trade journalist than my 
writing on the issue of 
diamond grading. 

And until this day, no-one 
has ever been able to provide 
a satisfactory answer to my 
simple question: Why is 
there no global diamond 
grading standard, and 
would the industry - and 
more importantly consumer 
confidence in diamonds - 
not be better served with 

the establishment of such a 
standard? 

I can almost hear a great 
number of readers exhale 
a big sigh, see them shake 
their heads and hear them 
say, in multiple languages 
and accents: “You poor, naïve 
man, it will never work and 
it will never happen. There is 
too much at stake for the labs, 
in particular for those who 
have the largest market share 

The last mile toward a universal 
diamond grading standard?
Will Sarine’s new clarity grading technology renew the call 
for a single, universal diamond grading standard?
By Ya’akov Almor
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in diamond grading.”

That may be true, but we 
now live in an era where the 
word ‘disruptive’ is king. 
And with the announcement 
of Sarine Technologies, the 
company that during the 
past three decades almost 
singlehandedly has turned 
the diamond trade into a high 
technology dependent and 
supported industry, we may 

be witnessing the reaching of 
yet another milestone, if not 
the actual covering of the last 
mile in diamond grading. 

Technological 
standardization of grading 
At a November press 
conference, Sarine’s CEO, 
Uzi Levami, contended that 
“the new technology that 
would revolutionize the 
way the diamond industry 

and consumers perceive 
clarity and color grading 
and with it transform the 
polished sourcing and 
sorting process. “We have 
solved the 4Cs puzzle and 
more, providing innovative 
solutions for clarity, color, 
and cut, as well as light 
performance and other 
parameters. Technological 
standardisation translates 
into greater credibility for the 
industry and increased trust 
for the diamond consumer,” 
he said, adding it also will 
serve to enhance confidence 
in the individual diamond’s 
valuation throughout the 
entire diamond pipeline, and 
consumer trust at the point 
of sale.”

In its press release, the 
company said that “Sarine 
Clarity™ initially provides 
accurate and objective 
mapping of the polished 
diamond’s inclusions and 
flaws (“birthmarks”). It 
then applies a predefined 
set of rules and algorithms 
to determine the 
appropriate Clarity grade, 
using generally-accepted 
standardized Clarity grading 
terminology. Finally, the 
diamonds are sorted within 
the assigned Clarity grade 
into sub-categories according 
to pre-defined criteria, 

which enables diamond 
manufacturers and traders to 
ensure that each individual 
stone is optimally valued for 
its ideal sales market.

In parallel to the new Clarity 
technology, the company 
has also developed new 
advanced, automated Sarine 
Color™ evaluation technology 
with lab-grade accuracy that 
is currently being tested in 
India, with commercialization 
scheduled for mid-2017.

The business model is 
expected to be similar to 
Sarine’s rough diamond 
inclusion mapping products. 
Manufacturers, gemmological 
labs and downstream 
players will be able to buy 
the new equipment and pay 
a recurring fee based on 
usage per carat, or make use 
of Sarine service centers. 
The Clarity technology can 
handle polished stones from 
2 points to 10 carats - the 
vast majority of stones 
manufactured annually. 
This represents a significant 
improvement on the existing 
tedious manual evaluation 
processes, and will even allow 
for the evaluation of very 
small high quality stones, 
such as those preferred by 
high-end watchmakers. 
The initial colour system 

Sarine Diamark machines at the Venus Jewellery company in 
Surat, Gujarat, India (2014).

Mapping coloured gemstone rough with the Sarine Allegro

At the SRK company plant in Surat. In 2014, the company 
operated no less than three of Sarine’s multi-million dollar 
Galaxy 1000 inclusion mapping machines.
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FROM COLOURED STONES TO DIAMONDS 
(AND BACK) 

Listening to the explanations by Sarine Technologies’ CEO, 
Uzi LevAmi, about its new diamond grading technology 
during a press conference held at Sarine’s satellite office at 
the Israel Diamond Exchange in early November, Sarine has 
simply done what its founders and shareholders told it to 
do: solve the next problem. 

But what were, in fact, the earlier problems Sarine was 
called upon to solve? 

Sarine was founded in the second half of the 1980s, when a 
number of coloured gemstone manufacturers - who 30 years 
later almost all still have a stake in Sarine - were looking 
to develop precision cutting of the girdle of coloured 
gemstones, mostly emeralds, and to create standard sized 
stones, while retaining as much as possible weight of the 
original rough. The result was a CAD-CAM navigated 
cutting system, called the Robogem. If I recall correctly, 
it was run by a ‘souped-up’ IBM PC that had a hard disk 
with a capacity of ….20 megabytes. Amazingly, three of the 
original Robogems are still in operation, albeit running on 
better software. 

The rest is now history. Helped by the enormous leaps in 
digital technology and computer software development, and 
with its mission to help manufacturers get the maximum 
yield and profit out of their rough diamonds, Sarine quickly 
became the diamond industry’s undisputed leader in 
providing diamond manufacturers with decision making 
technology. This soon included the mapping and evaluation 
of rough, the planning of the stones’ shape and cut, and the 
manufacturing and processing of the polished stones.

Today, Sarine’s products cover virtually all aspects of the 
diamond manufacturer’s work. The company has developed 
and markets, among other products, laser cutting and 
shaping systems; rough diamond planning and inclusion 
mapping systems; cut grading assessment equipment; laser 
marking and inscription machines and a light performance 
grading device.

About a decade and a half ago, realizing that the diamond 
manufacturing and trading market was becoming saturated 
with its products and that of its - few – competitors, Sarine 
also began developing and marketing equipment to gem 
labs and appraisers, while at the same time looking at 
expansion in the downstream market, i.e. the retail jewellery 
market, which today is the company’s prime focus. 

And recently, Sarine also introduced the successor of its 
very first product of almost 30 years ago, renamed the 
Sarine Allegro, a device that “that provides automated, 
highly accurate evaluation, planning and shaping of rough 
gemstones. Gemstone planning based on advanced 3D laser 
mapping technology, Allegro measures the rough gem and 
creates a range of cutting plans based on the price list of 
shapes and sizes. Then, Allegro selects the best value plan 
and grinds the rough stone to the optimal shape for the final 
cutting and polishing process.”

will be limited to polished 
stones of 20 points and up, 
but subsequent models will 
handle a range of stone 
sizes similar to the clarity 
technology."

At the press conference, the 
question was raised what 
existing grading system 
Sarine has used to calibrate 
its clarity and color grades? 
Levami answered that Sarine 
had opted for GIA’s grading 
system and parameters. 
Asked if it would not be 
preferential for Sarine to 
create its own system, and 
not be dependent on GIA, 
Levami said that this was 
the current status quo, or 
industry standard.

Sarine, of course, is aware 
of the - failed - effort in the 
past by the Organization of 
International Standardization 

Organization (ISO) to 
establish an international 
diamond grading standard, 
an effort that, insiders 
confirm, failed mainly due to 
industry politicking. 

Sarine’s technological 
achievement, no doubt, 
constitutes a milestone 
and one may hope that the 
industry will recognise it as 
such. However, as long as 
Sarine defers to the GIA, it 
will not be able to cover the 
last mile in diamond grading, 
as it has so successfully done 
in rough diamond analysis. 
That will only happen when it 
adopts a universally adopted 
diamond grading standard. 
And that, most industry 
commentators and experts 
agree, will only happen when 
Monday and Thursday will 
fall on the same day… But 
hope springs eternal.
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Who are the HENRYs 
and why do you need 
to understand them? 
HENRY stands for High 

Earning, Not Rich Yet. HENRYs have 
household incomes between $100,000 
and $250,000 but haven’t built wealth. 
Income refers to how much money 
comes into the bank. Wealth refers to 
how much moneys stays in the bank. 
Eventually HENRYs will be wealthy but 
they have a long way to go.

 Many HENRYs are Millennials with 
advanced degrees and good paying 
jobs but their expenses are also high. 
Paying back college loans can eat up 
a substantial chunk of their paycheck. 
High-paying jobs are often in locations 
like New York or Silicon Valley where 
housing is expensive. A $100,000 
income in most parts of the US will buy 
a nice house and a comfortable lifestyle 
but in the high rent areas, that same 
income will get a small studio apartment 
and a struggle to make ends meet.

Meet the HENRYs
By Dave Siskin
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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.

A different mindset
HENRYs are not just about earnings and 
potential, they have a different outlook 
on what money can provide for them. 
They value experiences over possessions, 
spending more money on travel and 
adventure than luxury items. Yet they 
understand and appreciate quality 
products. A status symbol has a different 
meaning. Rather than buying a Rolex or 
Patek to show off how much they earn, 
a low to mid-price rugged sports watch 
will give them the bragging rights of an 
active lifestyle.

Attracting HENRYs
Marketing to HENRYs takes a unique 
blend of two opposite approaches. 
Traditional luxury marketing based on 
status brands will miss the mark, but 
a focus on high quality and functional 
luxury will draw them in. At the same 
time, take a lesson from mass-marketing 
to point out the value proposition of 
a product.  A Henry is turned off by 
cheap, low-quality items but won’t want 
to spend extra for an empty bit of status. 
Given a choice of “Good,” “Very Good” 
or “Best-of-the Best,” they will most 
likely take the middle “Very Good” 
item as long as it provides quality and 
value. Why buy a $500 purse that holds 
nothing when a $100 purse is perfectly 
capable to hold the remaining $400? 

The importance of service
HENRYs have the expertise and 
confidence to buy anything they want 

online and for many products that 
will be their point of purchase. 
But for some things of a more 
personal nature, like jewellery and 
watches, the buying experience 
takes on a greater importance. 
Don’t base a sales pitch on the 
status of ownership. They have 
already researched like crazy and 
have a good idea of what they 
want. Point out the quality 
features that will enhance their 
life experiences and sell them 
on how your excellent service 
and after-sale care will take 
the worry out of their lives. 

 Future value
Most HENRYs eventually 
will become wealthy with 
enough disposable income 
to purchase high-end goods. 
Offer a generous trade-up policy with 
all purchases, especially jewellery and 
diamonds. Right now, they may prefer 
a high quality half-carat diamond over 
a larger lower-quality stone but at 
some point they will be in the market 
for a two to fiv 5-carat diamond of 
similar high quality. If you allow them 
to recover the value of their initial 
purchase, they will feel good about 
moving up to a bigger diamond in your 
store.

Cultivating HENRYs will take effort, 
but remember, their future holds 
tremendous potential for your future so 
they are worth pursuing!
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Leibish Polnauer first entered the industry in the late 70’s as a diamond polisher and started to sell rare fancy shapes 
in 1979. He launched his first website in 1995, initializing the change of a B2B company to an international B2C 
company. He developed a coloured diamond jewellery  department in his company in 2001, and has since managed 
to build his coloured 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 through-
out the world. The website of Leibish & Co. www.leibish.com is among the world’s leading online sources for natural 
fancy coloured diamonds and features a comprehensive knowledge center for the fancy coloured diamond industry.

ABOUT 
LEIBISH 

POLNAUER

By Leibish Polnauer

When purchasing 
something big like a 
house or a car, one of the 
major considerations is 

the estimated value five, ten, or fifteen 
years down the road.

When getting engaged to the woman 
of your dreams, a man usually presents 
a diamond ring, which will increase in 
value with time. The idea is for the ring 
together with the relationship, to mature 
together.

There is a joke said about marriage, a 
woman marries a man expecting he will 
change, but he doesn’t. A man marries a 
woman expecting that she won’t change, 
and she does. The only thing that will 
stay exactly as it was when it was first 
presented is the diamond. But, no man 
wants to give his bride-to-be a present 
which will wear out or lose value. 
Perhaps it was the clever marketing 
campaign of De Beers, but the reason 
engagement rings stuck was because 
these stones will indeed last forever just 
like they intend for their love.

Many of the world famous celebrities 
like to present diamond gifts. Among 
the most famous diamonds ever given 
as a present was the Taylor–Burton 
Diamond, weighing 68 carats. It was first 

purchased by Walter Annenberg back in 
1967, but became well known later on 
in 1969 when it was bought by Richard 
Burton. He purchased it for Elizabeth 
Taylor from a Christie’s auction. The 
bidding started at $200,000. There were 
a few powerful bidders both in the room 
and on the phone, such as Aristotle’s 
Onassis and the Sultan of Brunei. 
Burton set a limit to his broker of 1 
million and was outbid by Cartier by a 
few dollars. Subsequently, Cartier passed 
the stone on to him for 1.1 million as 
his lady, Liz Taylor, wanted the stone at 
all cost.

When Liz Taylor’s second marriage with 
Richard Burton fell apart, she decided to 
part from the stone for 5 million dollars. 
Part of the proceeds she earned from 
that sale was used to build a hospital in 
Botswana.

One of my favorite actors, Leonardo 
DiCaprio, once gave a natural diamond 
to supermodel Gisele Bundchen. It was 
a generous end of a short affair, and 
Giselle eventually decided to sell the ring 
at Christie’s. She donated the proceeds 
to charity on behalf of diamond mining 
countries in Africa. It’s a good thing he 
didn’t offer her one of those lab-grown 
diamonds he is now involved with as 
had she tried to sell one of those, who 
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knows what type of proceeds she would 
have seen, if any at all?

Regretfully, statistics are showing now 
40 – 50 percent of the married couples 
in America divorce. As we are now over 
35 years in business, we see clients who 
marry time and time again. Having 
been happy with their purchase the first 
time, they come back when looking for 
a second or third engagement ring. Kind 
of a bittersweet sale, only because we 
know they likely had to go through some 
tough times.

When a couple gets divorced, the ring 
is among the first items to go as it lost 
its significance. It will still retain a 
numerical value, but it no longer has 
meaning to the relationship. When the 
cost of an engagement ring is $10,000 
or more, it is above the average amount 
spent on the ring. It becomes another 
one of the financial assets, as the value 
will always remain. Whether it will 
appreciate in value over time is directly 
related to the rarity and demand of those 
goods. Hence, just another one of the 
reasons so many have taken a liking to 
the world of color.

A natural diamond has no limits on its 

shelf life. A lab grown diamond made 
in a factory may look the same as a real 
one, but has zero resale value.

The brilliance of the relationship may 
be gone, but the stone will shine forever. 
It won’t lose its luster and it doesn’t get 
worn out with time. It will remain as 
fresh and beautiful as it was on the day 
it was given. Each stone has a monetary 
value, and can be sold or exchanged for 
a different diamond down the line. No 
woman wants to get married twice with 
the same stone.

The heavily advertised lab-grown 
diamonds from, e.g. The Diamond 
Foundry may have shelf life. It may have 
all the characteristics of the natural 
diamond, but they are valueless, no 
jewellery store will take it back for 
an upgrade or exchange of a natural 
diamond. 

In fact, at the 2016 Congress of CIBJO, 
the World Jewellery Confederation, 
held this fall in Yerevan, Armenia, 
the authoritative CIBJO Diamond 
Commission discussed and debated the 
terminology for diamond treatments. 
The Diamond Commission Made 
changes in some of its language and 
definitions to be in full sync with the 
new ISO standard 18323:2015 Jewellery 
– Consumer Confidence (see box). 

Natural diamonds - or just ‘diamonds’ 
- survive relationships and marriages. 
As we all witnessed in James Cameron’s 
Titanic, these stones can even be thrown 
into the ocean, and one day surface 
unblemished like new.

WHAT DOES ISO 
STANDARD 18323 SAY 
ABOUT SYNTHETIC 
DIAMONDS? 
ISO standard 18323 (in full: IN-
TERNATIONAL STANDARD ISO 
18323:2015:  Jewellery — Con-
sumer confidence in the diamond 
industry) was published in 2015. It 
says the following: 
“[A}diamond is a mineral consisting 
essentially of carbon crystallised in 
the isometric (cubic) crystal system, 
with a hardness on the Mohs’ scale 
of 10, a specific gravity of approxi-
mately 3,52 and a refractive index 
of approximately 2,42, created 
by nature.” It then continues and 
says: “The denomination “diamond” 
without further specification always 
implies ‘natural diamond.’. These two 
terms are equivalent and carry the 
same meaning.” 
ISO 18323 allows for three definition 
for synthetic diamonds: synthetic dia-
mond, laboratory-grown diamond and 
laboratory-created diamond.  
These stones are an “ artificial 
product that has essentially the 
same chemical composition, crystal 
structure and physical (including 
optical) properties as a diamond.”  In 
its notes, ISO says that “The English 
terms laboratory-created diamond 
or laboratory-grown diamond may be 
used synonymously with synthetic di-
amond. Where there is no acceptable 
local direct translation of the English 
terms laboratory grown diamond or 
laboratory created diamond then only 
the translation of the term synthetic 
diamond should be used. Abbrevia-
tions such as ‘lab grown’, ’lab creat-
ed’ “lab diamond” or ‘syn diamond’ 
shall not be used. The word “labo-
ratory” refers to the facility which 
produces the synthetic diamonds. 
This should not to be confused with a 
gemmological laboratory that is ded-
icated to the analysis, authentication, 
identification, classification (grading) 
of diamonds.”
ISO standard 18323 is for purchase. 
Find it here: https://global.ihs.com/ 

A natural diamond has no 
limits on its shelf life. A lab 
grown diamond made in a 
factory may look the same 
as a real one, but has zero 
resale value.
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Finding great people 
has never been as 
big of an issue as it 
is today. The day of 

operating a jewellery store 
with clerks is long gone. It is 
the day of the jewellery sales 
professional. Putting people 
in the right positions has 
always been a very difficult 
part of owning and managing 
a jewellery store. Keeping 
great people is even more 
difficult. It seems as though 
the great people are always on 
their way to bigger and better 
things and/or just passing 
through. While this may be 
true in many cases, I still 
believe that there are plenty 
of great people available. The 
jewellery store owner of today 
has to hire the right people, 
train them, and then create 
an environment where they 
will want to stay and build a 
career. I have seen companies 

and know if companies that 
currently have a list of people 
wanting to come to work for 
them. It can happen, it isn’t 
easy, and here are some ways 
that you can make it happen 
for your company.

How can a sales manager 
or jewellery store owner 
maintain great people on 
their staffs?
The number one thing 
that people want out of 
their jobs or careers is the 
ability to be and/or feel 
successful. Therefore, it is up 
to the owner and manager 
of the store to create an 
environment of personal 
growth and development. I 
have always believed that if 
you surround yourself with 
great people, those that want 
to get better has professionals 
and human beings, then you 

can’t help but be successful. 
When hiring people I would 
take them through a pre-
determined set of interview 
questions, test them for their 
sales, math and reading skills, 
administer a personality 
profile selection tool and only 
hire people that fall within 
certain parameters. Once 
you have the right people in 
the right positions then you 
can work to sustain and grow 
them into superstars that will 
be loyal, productive and thus 
successful and want to stay 
with you.

Great companies are those 
that create a winning culture 
where people what to stay. 
In order to create a winning 
culture, the company must 
have:  

1. A vision statement that 
everyone in the company 

believes in and works to 
achieve everyday. 

2. The company and the 
people within the company 
have to be committed to 
constant learning. Through 
training, seminars, book 
reports, reading the trade 
journals, doing research on 
the internet, learning must 
be a primary focal point of all 
concerned. 

3. Immediately eliminate 
the “brotherhood of the 
miserable”. In other words, 
get rid of the people that will 
not live up to the expectations 
and that become a cancer 
within an organization. 
These people are terrorists 
within an organization and 
will completely destroy a 
company. 

4. Make sure that your people 

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

ABOUT 
BRAD HUISKEN

It’s all about people!
By Brad Huisken
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are the right fit. People that 
share the same values as 
the company and that are 
performing are the people 
that you want to stay. If they 
don’t share your values and 
aren’t performing, they have 
to go. Put another way, if you 
can’t change the people, then 
change the people! 

5. Communicate. In a 
winning culture, there is 
constant communication. 
Morning huddles with the 
staff, weekly one-on-ones 
with each staff member and 
weekly staff meetings are all 
great ways to communicate. 
In your communication, you 
should constantly talk about 
the vision, goals, productivity, 
strengths, weaknesses, 
standards etc.

6. Engage both your 
customers and your 
employees. With customers, 
ask them for their feedback, 
what is the perception the 
customer has of your store 
and your people. Is it a place 
where they will want to 
come back again and again? 
Engage your employees 
through your weekly ones-
on-ones. Do they have all the 
tools necessary to do their 
job and make productivity 
quotas? Are they getting the 
positive reinforcement that 

they want and deserve. Are 
you listening in on real live 
presentations a minimum of 
three times per week? How 
are you going to know what 
they are saying if you are not 
listening occasionally? This 
will give you the opportunity 
to pick and chose your 
battles. I believe that positive 
has to be a minimum of five 
to one over any negatives 
comments. 

7. Continuity, in other 
words everybody on the 
same page, working for the 
same company, with the 
same values, all working to 
accomplish the same things. 
The bulls-eye of the target of 
continuity is productivity and 
happy customers. Through 
happy customers you will 
have productivity, which 
leads to profits, which leads 
to added commissions with 

leads to happy sales staff. 

8. Everybody working to get 
better everyday and sharing 
in what was learned and 
how it will help to achieve 
productivity numbers, added 
commissions and more and 
more happy customers. 

9. Celebrate. Celebrate every 
win that a team member has 
and that the total team has 
accomplished. Bring in lunch, 
take them out to dinner, high 
fives, pats on the back, let 
people know how much they 
are appreciated. 

In addition to creating a 
winning culture, a company 
must consistently apply 
good, solid, basic business 
principles. 

10. Give people all the 
training that they need to 
be successful. There are four 
areas where sales people 
need training: sales and 
communications techniques, 
product knowledge, customer 
service and company 
operations. 

11. Hold them accountable 
for their performance. 
Statistics are the only true 
measure of performance. 
If you want to improve 
something you have to track 
it. People will improve what 
you inspect, not necessarily 
what you expect. Pay them 
accordingly based on 
productivity. Everyone wants 

to make money. If it were 
my store people wouldn’t 
be limited in the amount of 
money they could earn. All 
they have to do is produce the 
sales to support the pay.

12. Give them goals and 
objectives that they need to 
achieve. Goals have to be 
attainable, based on factual 
information (statistics) be 
written and posted and 
continually discussed.

13. Implement non-
negotiable sales, customer 
service and operations 
standards. Sales standards 
are those things that will 
have a direct effect on sales 
and profits. For example: 
Must attempt to close once 
merchandise is show, must 
attempt and add-on sale etc. 
Customer Service Standards 
are those things that will 
have a direct effect on first 
and last impressions. For 
example, how and when 
customers are greeted, how 
the telephone is answered, 
making sure customers 
are sincerely thanked and 
invited back etc. Operational 
Standards will have a direct 
effect on how the business 
is operated. For example: 
areas of responsibility for 
maintenance, opening and 
closing procedures etc. 

People want and need to have 
fun at their jobs, the culture 
that you establish within the 
store will determine their 
level of success and thus 
sustain them as part of the 
workforce.

If you have done all the 
right things to enable your 
salesperson to be and feel 
successful and are being 
financially and emotionally 
rewarded, then they will 
want to stay and grow within 
the organization you have 
created.
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An outsider’s look – 
from within
Recent years have seen numerous efforts to turn polished diamonds 
into a ‘proper’ investment product.  New York’s Secured Worldwide 
LLC launched VULT, a diamond investment product that fits ‘in the 
palm of your hand.’ Why will it succeed where other have failed? 
The World Diamond Magazine spoke to Joseph Lipton, founder and 
CEO of Secured Worldwide and inventor of VULT, a new diamond 
investment product. 
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oseph Lipton is no newcomer to the 
international diamond business. A 
few years ago, he was a partner in 
one of the most prestigious and in-
novative real estate projects on West 

47th Street, also known as “Diamond 
Way.” In 2009, Lipton joined the dia-
mantaire-turned-real estate mogul Gary 
Barnett in razing 12 older buildings and 
constructed the International Gem Tow-
er, now located on 50 West 47th street.

During the years 2009 to 2013, during 
his sales trips to Mumbai, Antwerp, Ra-
mat Gan and Hong Kong, Lipton became 
closely acquainted with the diamond in-
dustry and trade business community, 
and the more he learned about how the 
diamond industry operated and func-
tioned, the greater his bewilderment be-
came.  

Today, Lipton heads Secured Worldwide, 
a company that, fittingly housed on the 
ninth floor of the International Gem 
Tower (IGT), has built and launched 
VULT, a diamond investment product 
aimed at investors in the Alternative In-
vestment Market (AIM). 

What is VULT? 
The short answer is that VULT has creat-
ed a way to transform polished diamonds 
into a modern, liquid and portable asset. 
VULT’s cutting-edge technology allows 
private investors to buy and sell dia-
monds assets globally on an efficient and 
transparent 24/7 digital exchange. The 

patented hardware and software platform 
allows VULT diamonds to be instantly 
authenticated and securely traded. The 
long answer is that I, most surprisingly, 
got hooked on this fascinating product 
and decide to let my investment expertise 
loose on it…

You weren’t particularly 
impressed with the diamond 
industry, were you?  
When the IGT project got me on the 
road, and I began learning, as a complete 
outsider, about diamonds and the people 
involved, I kept asking questions about 
the industry’s structure, its purchasing 
and sales models, its marketing strate-
gies, its financial structure and health, 
and, ultimately, the future of the industry 
and its product: polished diamonds. And 
a lot of what I learned astonished me. It 
was nothing like any other product I had 
seen, produced or invested in.

What stood out to you?  
First, you need to recognise I came to the 
industry when the rough diamond mar-
ket had already been disrupted. De Beers 
had already lost both its hold over the 
rough mining and distribution channels, 
and had also given up its leadership and 
financing in generic diamond promotion. 
And in spite of the fact that a single entity 
was determining polished diamond pric-
es  - I am talking about the Rapaport di-
amond pricelist – and another entity, the 

GIA, was regarded as the standard bearer 
of diamond grading, I met an industry 
that was denying its product was becom-
ing a commodity. 

Are diamonds a commodity?
They sure are! But in the industry, they 
do not want to hear about it. Diamonds 
built their market representing love, 
commitment, romance.  That’s how they 
are sold to the consumer.  But the second, 
underlying message has also always been 
that diamonds are a dense store of value. 
Eighty years of diamond promotion had 
combined these two messages, very suc-
cessfully, telling the buyers to spend two 
months of salary on the engagement ring 
that expresses his love and commitment 
to his future partner. They did not want 
to let those messages go for obvious rea-
sons.

Let’s get to why diamonds are 
an investment product, too? 
Let’s look at money first. Along time 
back, in 1971, US President Nixon de-
coupled the US dollar from gold, and 
since then so-called fiat currencies have 
been used as the accepted store of wealth 
and the medium of exchange. Globally, 
today’s currencies are backed by nothing 
except confidence.

And now, as governments and central 
banks pursue questionable policies and 
politicians reach further into the lives 
of their citizens, confidence in these fiat 
currencies is being eroded. Central banks 
can print money to buy debt or manipu-
late currencies. Add to that government 
misrepresentations, reactive equity mar-
kets, historic income disparity and most 
recently, surprise election results, and 
there is reason to be alarmed. A Google 
search quickly finds 8,500,000 references 
for “the end of money.” So the future of 
savings and wealth is uncertain and has 
clearly supported inventions of electronic 
“money” like Bitcoin.

Thus, for investors, the question quickly 
becomes: “Exactly where can one turn to 
store savings and wealth in an uncertain 
environment?” And uncertainty is ampli-
fied considering others like: What does 
the control of Hong Kong by China mean 
for assets and capital? Will kingdoms like 
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Dubai remain safe? How will populist 
leaders upset traditional systems?

So diamonds are an alternative 
store of value, opposite, e.g. 
gold? 
They are, but not everybody recognizes 
it yet.  In the traditional global system, 
precious metals, real estate and high-end 
collectables such as art are the leading 
alternatives, in the individual’s safety de-
posit box and portfolio or the investor’s 
allocation model. And with financialisa-
tion of these assets over the last 20 years 
coupled with the explosion of global li-
quidity, values have reliably risen as new 
demand surged.

Of course, for professionally and actively 
managed investments, the price volatility 
of precious metals, risk associated with 
real estate performance and the long-
term view needed for high-end collect-
ables are generally manageable but for 
the individual saver and investor less so. 
Yet professionals and individuals alike 
hold these assets despite their limitations 
such as the lack of portability, the need 
for special storage or management, and 
increasing government reporting and 
intrusion. Precious metals, real estate 
and high-end collectables can be diffi-
cult or complex to exchange physically 
in transactions. Further, in the event of 
any extreme change, governments have 
been known to do strange things like 
confiscate gold, as happened in the Unit-
ed States under president Roosevelt or 
indelibly ink mark the hands of people 
exchanging banned 500 and 1,000 rupee 
banknotes to prevent “repeat exchang-
ers.” Real estate may be lost to unpaid 
mortgages, taxes and eminent domain or 
nationalised like in Cuba and Venezue-
la. And high-end collectables often need 
extraordinary care to retain their value.

Can we get to diamonds 
already? 
Diamonds, on the other hand, are a 
portable, alternative store of savings and 
wealth that are being increasingly uti-
lized for diversification. And in a new 
and uncertain world, where surprises 
will continue to catch us off guard, porta-
bility should absolutely be understood as 
diversification. The ability to easily move 

savings and wealth is not a feature of 
precious metals, real estate or most col-
lectables but is for diamonds which are 
arguably the densest and most portable 
form of savings and wealth in existence. 
Real estate is fixed, US$1 million worth 
of gold weighs about 10 kilos, as much 
as a large car tire but a handful of col-
lection-quality diamonds can be worth 
many millions and fit in the palm of your 
hand, and therefore in your pocket.

What convinces an investor 
to look at diamonds as an 
alternative investment 
product? 
A recent report by Barclays found that, 
in the current low interest rate environ-
ment, investors’ interest in diamonds 
continues to grow. Illustrating a classical 

supply/demand scenario, Bain & Com-
pany continues to forecast that demand 
for diamonds will outstrip supply by 
2020 and the market for investment dia-
monds will play an increasingly influen-
tial role in all diamond prices. And when 
emerging economies accelerate growth; 
diamond usage will grow as well. Add di-
amond financialisation by Russian min-
ing giant Alrosa, South African giant De 
Beers, a diamond exchange in Singapore, 
and future exchanges in Dubai, London 
and China and the use of diamonds as 
a growing financial store of savings and 
wealth is obvious.

So why now? 
The factors preventing this use of di-
amonds have been progressively ad-
dressed over the last 20 years. De Beers’ 
monopoly, pricing opacity, lack of global 
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diamond grading standards, fungibility, 
diamond fraud and liquidity issues have 
been solved, many recently by Secured 
Worldwide’s introduction of VULT. 

Utilising, patented and proprietary ma-
terials and an open and transparent 
web-based portal VULT allows anyone 
with internet access to determine the 
last traded or listed price for any model 
to be discovered instantly and globally. 
With embedded technology that permits 
easy authentication, VULT delivers a ful-
ly warrantied, understandable, portable 
and secure diamond asset that can be 
used by counterparties independently.

Because VULT does not compete in the 
existing diamond jewellery market, it 
bypasses persistent industry limitations 
and retail margins, creating a consum-
er and investor-centric product. With 
VULT owners have access to cash in al-
most any currency almost anywhere in 
the world subject to Know Your Custom-
er (KYC) and Anti-Money-Laundering 
(AML) regulations. VULT completes the 
transformation of investment grade dia-
monds into a new portable asset for stor-
ing saving and wealth.

What about your sourcing? 
Only responsibly-sourced, natural, GIA 
graded, conflict-free diamonds are used 
in full compliance with the Kimberley 
Process and the System of Warranties 
of the World Diamond Council. VULT 
is American-designed, engineered and 
manufactured to exacting standards. 
VULT makes a completely original lega-

cy gift with exceptional value. It is a fully 
warrantied, physically secure, easily au-
thenticated and not regulated or tracked.

What diamonds are you 
incorporating in the VULT?
Only collection quality colourless round 
stones, from 0.50 ct. up to 2.65. And 
VULT is available in an understandable 
range of denominations at issue from 
US$25,000 to US$250,000. VULT is built 
with higher diamond standards than any 
other financialised diamond asset. It is a 
truly unique product that combines the 
best qualities of alternative assets and 
diamonds with transparency and sim-
plicity.

The diamond industry is 
currently developing several 
initiatives toward the generic 
promotion of diamonds.  
Does this clash with VULT’s 
promotion and sale of 
investment diamonds?
On the contrary. We view the efforts of 
the miners, the Diamond Producers 
Association, and of the industry, rep-

resented by the World Diamond Mark 
as very positive.  The more consumers 
hear about diamonds as a store of value, 
the better.  Of course, VULT would not 
have come into existence without the 
consumers’ appreciation of a diamond’s 
value, both emotional and financial. We 
will support the DPA’s and the WDM’s 
efforts to market diamonds. At VULT, 
we are selecting those diamonds that are 
in highest demand and hardest to get. By 
taking them out of the jewellery industry, 
we’re actually making them more desir-
able than ever! Consequently, the prices 
of these diamonds will rise, and this is 
not only good for investors, but also for 
retailers, who then will see the prices of 
their diamonds rise as well.  We present 
VULT as a portable store of value that fits 
in the palm of your hand.  All retailers 
have to do is to explain to consumers is 
that in addition to the diamond being 
a symbol of love and commitment, it is 
also a store of value that is worn on one’s 
body. 

Note by editor: I have worked with Mr. Lipton 
in the past and currently am supplying writing 
services to Secured Worldwide. This article, 
however, is not an advertorial, nor was it paid 
for.

A recent report by Barclays found that, in the current low interest rate 
environment, investors’ interest in diamonds continues to grow. 

Illustrating a classical supply/demand scenario, Bain & Company 
continues to forecast that demand for diamonds will outstrip supply by 
2020 and the market for investment diamonds will play an increasingly 

influential role in all diamond prices.
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The International 
Institute of Diamond 
Grading & Research 
(IIDGR) unveiled a 

US$5 million expansion of its 
diamond grading and testing 
centre in Surat, India, in early 
December.

The move follows an initial 
investment made by De Beers 
Group of Companies; of 
which IIDGR is part, of US$10 
million in 2015 to establish the 
facility, which has the capacity 
to process over US$500 
million of diamonds every 
year. The enhanced facility 
represents an important 
resource for India’s diamond 
cutting and polishing sector, 
providing polished diamond 
grading services, diamond 
verification services, as well as 
melee (small diamond) testing 
and screening.

The De Beers Group has 
also announced that, via 
the IIDGR, it will launch its 
first ever education service 
to cover the entire diamond 
pipeline and support further 
growth in the Indian sector. 
The service, scheduled to 
launch in the second quarter 
of 2017, will be run out of 
Surat and comprise courses 
that cover essential subjects 
for India’s diamond sector, 
including polished diamond 
grading, diamond foundation 
and synthetics. 

To help meet demand for 
this range of services, the 
IIDGR is expanding its Surat 
facility and will now occupy 
an additional floor in the 
current building, adding a 
further 10,000 square feet to 
its existing 15,000 square foot 
space. The IIDGR is also set 
to expand its Melee Testing 
Service and launch a new 
Melee Grading Service next 
year.

Jonathan Kendall, President, 
IIDGR, said: “From cutting 

and polishing rough 
diamonds to consumer 
demand for diamond 
jewellery, India is vital to 
the diamond industry and 
the diamond industry is 
vital to India. Through the 
IIDGR, the De Beers Group 
is investing in innovations 
to ensure India maintains its 
position as a global diamond 
hub, as well as ensuring that 
the sector has the skills and 
tools to meet the challenges of 
tomorrow.”

Representing a key source 
of export earnings for the 
national economy, the 
diamond sector is vital to 
India. Around 90 percent of 
the world’s rough diamonds 
are cut and polished in the 
country, with the sector 
employing around 800,000 
people in a broad range of 
positions. 

IIDGR expands services in Surat

The enhanced facility represents an 
important resource for India’s diamond 
cutting and polishing sector, providing 

polished diamond grading services, diamond 
verification services, as well as melee (small 

diamond) testing and screening.
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I’ve been busy these past 
few weeks conducting 
launch trainings for 
our private label at 

various stores around the 
country. In rolling out the 
programme to retailers, I try 
to accomplish two important 
and complimentary ends. First, 
I want to convey those things 
that make our programme 
relevant and exciting to 
retailers and to their customers. 
In the second instance, I try 
to convey some basic but 
essential sales principles 
that are, unfortunately, more 
often discussed than they are 
practiced.

One of those sales disciplines 
that I speak to is the necessity 
for salespeople to ask open-
ended questions. The concept 
is not new. In fact, I remember 
there being a lot of chatter 
about that back in the 1980s 
and, I am quite certain, some of 
you may go back even further 
in remembering when you first 
heard the term.

Having said that, it is, quite 
frankly, remarkable how rarely 
we as consumers are exposed to 
quality open-ended questions 
and, if we are being perfectly 
honest, how infrequently the 
art form is used in retail stores.

In the course of the training, 
one of the questions I suggest 

is, “Can you tell me about the 
person you are buying for?” 
The question itself appears to 
be rather innocuous and is not 
likely to set any pulses racing 
with its creativity or originality. 
If you peel back the layers of 
that question, however, you 
just might see it as a uniquely 
profound and potentially 
rich asset in the narrative of 
engaged retail salespeople.

There are two different 
psychological components 
at work in asking the 
question. The first is the 
empathic engagement that 
is communicated when you 
invite a person to tell you about 
someone who is important to 
them. The neurological effects 
of the question, delivered 
with warmth and sincerity, 
releases oxytocin in the brain, 
and that can serve as a great 

platform to make an emotional 
connection and begin to build 
a relationship. It’s as if you are 
saying, “I really want to know 
what matters to you.”

In his book Status Anxiety, 
Alain de Botton wrote, “There 
is something at once sobering 
and absurd in the extent to 
which we are lifted by the 
attention of others and sunk by 
their disregard. Our mood may 
blacken because a colleague 
greets us distractedly or our 
telephone calls go unreturned.”

In the second instance, when 
you insert “...the person you are 
buying for,” it sets yet another 
psychological principle in play, 
because what you are actually 
doing is priming the customer. 
You are unconsciously setting 
the table for them to engage 
with you not with a view to 

gathering information but with 
the intent to actually make a 
purchase. By using the word 
buying, you are tapping into 
the customer’s oftentimes 
latent desire to actually buy 
something, even as he or she 
may consciously believe they 
came in to kick a few tires.

A retail store is a mini-
stage and it provides great 
moments of drama every 
single day. You are presented 
with opportunities to make a 
difference--for your customers, 
your store and your career--
every time a customer honors 
you by visiting your place 
of business. Approaching 
each and every one of those 
opportunities with the 
mindset that the customer has 
come in to actually make a 
purchase, and using deliberate 
and purposeful language in 
engaging those customers, can 
be game-changing.

The necessity of
open-ended questions
by Peter Smith

Peter Smith, author of Hiring Squirrels: 12 Essential Interview Questions to Uncover 
Great Retail Sales Talent, has spent more than 30 years building sales teams at retail and at 
wholesale. He is president of Vibhor Gems and he has previously worked with companies 
such as Tiffany & Co., Montblanc and Hearts On Fire. Email him at peter@vibhorgems.
com, dublinsmith@yahoo.com or reach him on LinkedIn.

ABOUT 
PETER SMITH

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.
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By David Siskin

The diamond market is sluggish 
and prices are falling, yet 
fancy coloured diamonds are 
among the hottest gems on 

the market today. They are continually 
setting auction records, often in the tens 
of millions of dollars. Fancy coloured 
diamonds come in every colour of the 
rainbow and command steep prices. 
Fortunately, not all coloured diamonds 
are priced in the stratosphere. There are 
a few things you should know if you are 
interested in stocking fancy coloured 
diamonds.

COLOUR IS KING
You are familiar with the 4Cs of 
diamonds. With colourless diamonds, 
the 4Cs have an equal effect on price. 
Although all the characteristics will play 
a factor in fancy coloured diamonds, 
colour is the most important. All other 
variables are forgiven when a diamond 
displays a well-saturated, rare colour. 
Brown diamonds are the most common 
followed by yellow. Yellow diamonds 
are readily available in larger sizes, even 
over ten carats. Blue, green, purple, 
violet, orange, pink and red are rare.

Pure colours are the most desirable but 
most coloured diamonds are a blend of 

two or more colours called modifiers. 
A yellow diamond might be identified 
as Brownish Yellow or Orangey Yellow. 
There may be several modifiers such as 
Greyish, Purplish Blue. 

GIA lists fancy coloured diamonds 
in several grades of intensity. Faint, 
Very Light and Light colour grades are 
assigned to any colour except yellow 
and brown; which fall into the lower 
end of the D-Z scale used for colourless 
diamonds. Fancy Light, Fancy, Fancy 
Intense, Fancy Deep, Fancy Dark and 
Fancy Vivid are the other grades in 
increasing order of intensity and value; 
although a Fancy Dark may be less 
desirable if it is too dark.

NATURAL VS TREATED
Natural coloured diamonds are rare, 
and that is why they command such a 
steep price. There are several methods 
to treat diamonds to produce colour. 
Most modern treatment methods 
cannot be identified by the standard 
gemmological testing equipment found 
in stores. Sophisticated testing only 
found in major labs is required. Because 
of the possibility of treatments, it is 
essential that any coloured diamond 
being sold as natural be accompanied 

All other variables are forgiven 
when a diamond displays a well-

saturated, rare colour. Brown 
diamonds are the most common 

followed by yellow. Yellow 
diamonds are readily available in 

larger sizes, even over ten carats. 
Blue, green, purple, violet, orange, 

pink and red are rare.
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by a report from a well-known 
gemmological laboratory like 
GIA. Reports should be dated 
no earlier than the year 2000 
because some treatments were 
undiscovered before that time. 
If there is no report, assume 
that it is treated. Selling a 
treated diamond as natural is 
fraud.

Treated diamonds, often called 
colour-enhanced diamonds, 
are a wonderful way for 

your customer to enjoy 
wearing a coloured diamond 
without the high prices. The 
most common treatments 
are irradiation and HTHP 
processing. There is nothing 
wrong with selling a treated 
diamond as long as you fully 
disclose the treatment.

IRRADIATION
The most common irradiated 
diamonds you will see are 
blue or blue-green diamonds. 

Off-colour, unattractive 
natural diamonds are exposed 
to various forms of radiation 
and then heated to produce 
beautiful coloured diamonds. 
Although typically in the blue 
hues, almost many colours 
can be created with this 
method. The stones are not 
radioactive and are perfectly 
safe. The colours are stable 
and permanent. Proper 
identification can only be 
made with sophisticated 
laboratory testing.

HTHP
HTHP stands for High 
Temperature/High Pressure; 
the same technique used to 
grow synthetic diamonds. 
Most often seen in yellow 
hues, it can produce almost 
any colour. This treatment is 
also stable, permanent and 
reasonably priced. They are 
often used in smaller sizes 
mounted in jewellery as side 
stones. It is impossible to 
identify this treatment without 
advanced laboratory analysis.

COATED DIAMONDS
Coated diamonds are the 
least expensive colour-treated 
diamonds on the market. 
Similar to the coatings that 
produce popular stones like 
Mystic Topaz, these diamonds 
have a very thin colour film 
applied to the pavilion. 
Although possible in any 
colour, pinks are the most 
common. This treatment is not 
permanent. The coating can 
be destroyed when exposed to 
chemicals or a jeweller’s torch. 
It can be identified using a 
carbide scribe or even a pocket 
knife to scratch the coating. 
The tool will not harm the 
diamond itself, but any scratch 
marks are a sure sign of a 
coating. 

Selling fancy coloured 
diamonds is an effective way 
to differentiate your store from 
the competition and increase 
your bottom line. Check them 
out when you go to the fall 
shows and give it a try.

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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While watching 
the Summer 
Olympics, I 
am reminded 

of what all the teams have 
in common. When you 
think of the relay teams, 
soccer teams, water polo 
teams--what trait do they 
share? They are all stories of 
individuals combining their 
talents to achieve a common 
goal.

Teamwork brings victory 
in the world of sport, and it 
can help you succeed in your 
retail stores too.

Collaboration is a big theme 
for small businesses today 

for a reason: It works. As vice 
president of learning and 
development at Hearts On 
Fire, I know the importance 
of building a team. People 
thrive in an environment 
that frees them to 
collaborate. When my team 
experiences job satisfaction, 
our HOF retail partners reap 
the benefits.

However, implementing this 
approach can be challenging. 
It requires a complete 
paradigm shift to change 
the focus from individual 
accomplishment to team 
success.

The first step to getting 

started is equipping each 
team member to participate. 
Here are six ways to cultivate 
a collaborative environment 
in your store.

1. SHARE COMPANY 
EXPECTATIONS
Define roles and 
responsibilities within your 
sales team, and make it clear 
that collaboration is the 
minimum standard. All team 
members should understand 
their positions and what is 
required of them.

In a collaborative 
environment, every team 
member takes responsibility 
for good outcomes. Our 

learning and development 
team is getting ready to 
launch our first HOF online 
learning platform. But it’s so 
much bigger than just my 
department. It’s help from IT, 
marketing and sales. It’s a big 
team effort, and everyone is 
part of its success.

2. SET GOALS

Set concise, measurable 
goals on a quarterly basis. 
Getting the team to focus on 
goals will keep individual 
efforts aligned with desired 
outcomes. Be willing 
to re-evaluate goals as 
needed. Keep focused and 
transparent.

By Pat Henneberry
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3. FOSTER CREATIVITY
Allow team members to 
question and brainstorm in a 
non-judgmental framework. 
Encourage the team to view 
all obstacles as conquerable. 
Nurture a can-do attitude. 
Ask why, or why not, on a 
regular basis.

One way we cultivate a 
creative atmosphere is 
by providing leadership 
training that encourages 
character development. I 
purposefully hire people 
who aspire to be and 
produce their very best.

4. BUILD COHESION
Include every person on the 
sales team in as many large 
decisions as possible. Initiate 
daily team huddles where 
each member shares what he 
or she will be accomplishing 
that day, and have a means 
to communicate workflows 
to avoid duplicating efforts. 
This keeps everyone on the 
same page and enables team 

members to redirect their 
efforts as needed.

5. KNOW ONE ANOTHER
Every team is full of different 
personality dynamics, skill 
sets and experiences. It’s 
worth the effort to have each 
member complete a simple 
personality profile. Share the 
results, and openly discuss 
likes and dislikes regarding 
communication, tasks and 
personal focus.

6. LEVERAGE TEAM MEMBER 
STRENGTHS
Position each team member 
for success by assigning 
tasks that play to his or her 
respective strengths. Reward 
both individual and team 
accomplishments regularly.

Establishing a collaboration 
policy is just the beginning. 
Collaboration must be 
consistent and deliberate, 
and you must dedicate 
time and resources to 
it. You may have many 

professional sales associates 
in your office already, but 
you can increase your 
productivity exponentially 
by getting them to work as a 
collaborative team.

Think about all those 
Olympic teams and how 
important each team 
member is. Every single 
person on your store’s team 
is important. Collaboration 

is free, and it’s one of the 
most important tools you 
can teach today.

This -slightly adapted - article 
appeared as a column on National 
Jeweler’s website in September 2016 
and was reprinted with the express 
permission of both the author and 
National Jeweler, Editor in Chief, 
Michelle Graff.

About Pat Henneberry
Pat Henneberry is vice president of global 
learning and development at Hearts On Fire. 
She also is founder of The Jewelry Coach, a 
sales training community for jewelers. Reach 
her at pat@thejewelrycoach.com.

Teamwork brings victory in the 
world of sport, and it can help you 

succeed in your retail stores too.
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In 1554, Ogier de 
Busbecq, the ambassador 
of Holy Roman Emperor 
Ferdinand I to the court 

of Suleiman the Magnificent, 
the Sultan of the Ottoman 
Empire, returned to Vienna 
from Constantinople carrying 
the first tulip bulbs ever 
seen in Western Europe. 
Little did he know that this 
simple act would set off a 
chain of events resulting in 

the first speculative bubble 
in recorded history. It would 
become known as Tulip 
Mania.

Tulips literally began 
popping up from Vienna 
to Augsburg, and all the 
way west to the shores of 
the North Sea. However, 
their transformation into 
the national flower of the 
country with which they are 

today most closely associated, 
the Netherlands, began 
in 1593. That happened 
after the Flemish botanist 
Carolus Clusius published 
an academic paper at the 
University of Leiden that 
showed that the plants were 
unusually able to tolerate 
and adapt to the difficult and 
harsh weather conditions 
of the Low Countries. 
However, that was not the 

only reason for their growing 
popularity. Their intense 
colours provide them with 
a noble appearance, turning 
them into sought-after status 
symbols.

All this was happening during 
a period when Holland was 
at the height of its economic 
prowess. The overabundance 
of wealth held by its citizens, 
coupled with a mismatch 

By Nurit Rothmann

Two investment bubbles, 340 years apart, provide living proof of 
Edmund Burke’s famous observation that those who do not know 
history are doomed to repeat it.

Nurit 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.

ABOUT 
NURIT 

ROTHMANN
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of supply to demand, led to 
the price of tulips doubling 
from year to year. And, as 
the economic benefits of the 
trend became more obvious, 
the number of individuals 
getting in on the action rose 
exponentially. Flower auctions 
were taking place everywhere 
in Amsterdam, Haarlem and 
other Dutch cities. People 
were taking loans to trade 
in futures, which essentially 
meant buying plants that 
had not yet grown, let alone 
bloomed. Contracts could 
be purchased one day and 
sold the next with a sizeable 
premium. It seemed that 
prices could go nowhere else 
but up.

At the height of Tulip Mania, 
in the winter of 1637, certain 
single tulip bulbs were 
being sold for more than 10 
times the annual income of 
a skilled professional. But 
then, suddenly and without 
warning, a rumor spread 
about one specific type of 
tulip not finding its buyers at 
auction. The startling news 
spread quickly and panic set 
in. Like all bubbles, this one 
had burst. Investors were left 
with little more than a handful 
of dry and almost worthless 
tulip bulbs.

The turn of Diamond Mania
For diamond industry old-
timers, the story of Tulip 
Mania will rekindle still-
traumatic memories of the 
diamond investment bubble in 
the late 1970s and early 1980s.

It essentially began in 1976 
when the Israeli government, 
which at the time was 
anxious to attract foreign 
currency through the quick 
development of its country’s 
diamond industry, began 
supplying huge amounts of 
capital to the commercial 
banks at very low interest 
rates. By passing the discount 
onto their clients, it was hoped 
that the Israeli diamond sector 

would manage grow inventory, 
and consequently exports.

As part of the new policy, 
U.S. dollars brought into 
Israel through the sale of 
diamonds received more 
favorable exchange rates. This 
made speculating in rough 
diamonds a particularly 
attractive prospect, resulting 
in the creation of apparent 

demand for rough, which bore 
no relationship to what was 
happening in the polished 
diamond market. And because 
prices were rising so rapidly, it 
made sense for companies to 
simply re-trade boxes of rough 
rather than to cut and polish 
them, because in the polished 
diamond consumer markets 
there was no certainty that 
they would get a viable return.

Making matters worse, the 
standard practice then was for 
a diamantaire to deposit his 
rough in a bank as collateral 
for a low-interest loan, which 
then was mainly being used 
buy more rough diamonds. 
Israel’s three main diamond-
financing banks were holding 
enough over-valued inventory 
to threaten the stability of the 
entire world market.

The fever which began in 
Israel spread to Antwerp and 
New York, and also began 
catching the attention of 
speculators in the investment 
community. Diamond 
investment firms began 
opening up in the United 
States and Europe, promoting 
one carat and larger polished 
diamonds, sometimes with 
buy-back agreements. In 
March 1977, a one carat D 

flawless diamond was selling 
in the trade for $7,200. Three 
years later, in March 1980, that 
same stone could fetch more 
than $60,000.

In an attempt to prevent 
the markets from veering 
completely out of control, 
in the spring of 1978 De 
Beers began adding sizeable 
surcharges on sightholder 
boxes, making it known to 
the Israeli banks that they 
were effectively financing 
diamonds at grossly inflated 
values. The first surcharge was 
40 percent in March 1978, 
and that was followed by a 25 
percent surcharge in May, a 
15 percent surcharge in June, 
and ten percent surcharge in 
July. The diamond producer 
also cancelled the sights 
of companies that it knew 
were taking premiums on 
unopened boxes, or who were 
simply financially unstable.

De Beers then instituted a 30 
percent average price increase 
in August 1978, a 13 percent 
price increase in September 
1979 and a 12 percent price 
increase in February 1980.

De Beers’ actions, coupled 

In March 1977, a one carat D flawless 
diamond was selling in the trade for 

$7,200. Three years later, in March 1980, 
that same stone could fetch more than 

$60,000.
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with the onset of a severe 
economic recession in the 
United States and Western 
Europe, led to the deflation 
and ultimate bursting of 
the speculative bubble. 
Equilibrium was eventually 
reestablished in the rough 
diamond market, and the 
prices for high-quality 
polished stones also began 
returning to more reasonable 
levels. Between March 1980 
and September 1981, the 
value of a one carat D flawless 
diamond was literally halved. 
By September 1985, it was 
selling at about 20 percent of 
its price just four years earlier.

But the effect on the diamond 
sector was devastating. 
Hundreds of companies that 
were holding onto debts, 
sometimes worth multiples 
of their inventories and 
receivables, were forced to 
declare bankruptcy, among 
them some of the most well-
known names in the industry. 
Recovery did not come until 
about 1987, and it then was 
for all the right reasons, and 
that was the massive growth 
of a diamond-jewellery 
buying culture in Japan.

Investment prospects for a 
non-commodity
The popularity of a diamond 
as a means of investment 
in the late 1970s coincided 
with general growth in the 
commodity investment 
market. But the fact is that 
diamonds have always had 
difficulty in conforming 
to the profile of a typical 
commodity.

Commonly, commodities are 
products that can be bought 
in bulk, and usually do not 
have any, or at the very least 
have very few distinguishing 
characteristics among 
individual units of the item. 
A general requirement for 
a product to be treated as a 
commodity is that units can 

be mutually substituted.

For example, copper and 
oil are commodities, where 
the price per unit changes 
almost daily across the 
globe, according to supply 
and demand on various 
commodity markets. The 
number of copper and oil 
categories is very limited. 
But in contrast a car is not 
a commodity, because it 
is produced in numerous 
different quality levels and 
in different types. The same 
essentially is true of the 
diamond.

When rough diamonds arrive 
from its mines, De Beers’ 
Diamond Trading Company 
sorts them into more than 
11,000 different categories, 
according to their size, shape, 
quality and colour. Polished 
gem-quality diamonds come 
in hundreds of different 
categories, based on the 
permutations of caratage, 
clarity, color, cut and shapes 
of the stones. It is virtually 
impossible to substitute one 
diamond for another – indeed 
it is even more difficult 

to do that than substitute 
one unit for another in the 
car business. It is almost 
impossible, therefore, to 
qualify the diamond as a 
commodity.

But despite both this, and also 
the trauma of the investment 
bubble of the 1970s and 
1980s, many diamond dealers 
still fantasize about selling 
their products as they would 
a commodity, believing that 
this will open another sales 
avenue.

This is not to say that 
diamonds do not have 
investment value. They most 
certainly do, but mainly as a 
preserver of wealth. When 
the diamond business works 
properly, diamond prices are 
non-volatile, and they rise 
slowly and steadily, hopefully 
at a few ticks above the rate of 
inflation.

The anchor of the diamond 
business remains the jewellery 
market and the bridal 
jewellery market in particular. 
In the United States, the 
country that is responsible 

for more than 40 percent 
of all diamond sales, up to 
85 percent of the diamond 
jewellery are associated with 
matrimony.

It is also worth remembering 
that, all the while that 
economies ebb and flow, 
and speculative bubbles 
inflate and than deflate, 
young people continue to get 
married. And when they do, 
they generally buy diamonds. 
Our primary mission is make 
certain that they continue 
doing so.

For those who are interested 
in learning more about the 
disturbing but fascinating 
story of the diamond 
investment bubble of the 
1970s and 1980s, I would 
recommend that you read 
An Economic Review of the 
Past Decade in Diamonds,” 
written in 1988 by William E. 
Boyajian, the then-president 
of the Gemological Institute 
of America. It was published 
in the Fall 1988 edition of 
GIA’s Gems and Gemology. 
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The 43rd International Istanbul Jewelry Show brought 
together many members of the global jewellery industry, 
with a 12 percent increase in total visitor numbers and 
enormous interest from overseas, representing a 19 percent 
increase in overseas visitors, and showing that the IJS is an 
excellent jewellery trade fair and destination for all jewellery 
sourcing needs
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The Top 20 visitors’ 
countries are, 
besides Turkey, 
Iran, Iraq, Algeria, 
Saudi Arabia, 
Lebanon, Jordan, 
United Arab 
Emirates, Syria, 
Tunisia, Ukraine, 
Bulgaria, Russia, 
Egypt, India, 
Azerbaijan, United 
States, Greece, 
Yemen, Italy and 
Israel.

The gold capital of 
the region and 
one of the most 
important world 

class B2B international, 
jewellery, gold, watch and 
equipment fairs in the 
world, the 43rd international 
Istanbul Jewellery Show 
held in October 2016 was 
organised by UBM Rotaforte 
and sponsored by the Turkish 
Economy Bank (TEB)and 
held at Istanbul CNR Expo.

Over 800 national and 
international exhibitors from 
fine gold jewellery, pearl 

jewellery, silver jewellery, 
diamond and precious stone 
jewellery, diamonds, precious 
and semi-precious stones, 
pearls, watches, jewellery 
display and packaging 
materials, gemological labs, 
software, safes and vaults, 
molding machinery, tools and 
equipment firms displayed 
their products and services 
to industry professionals. The 
fair covered 30,000 square 
metres of space. 

Visitor Profile
The show welcomed 19,505 
top buyers from 87 countries 

which, as stated, was an 12 
percent increase in visitors 
numbers and a 19 percent 
increase in overseas visitors 
who accounted for 48 percent 
of visitors. 

As the number one  jewellery 
trade show in the region 
and one of the most 
important B2B jewellery 
exhibitions in the world, the 
43rd international Istanbul 
Jewellery Show once again 

proved its importance 
globally with an enormous 
interest both from local and 
international buyers and 
industry professionals. The 
top 20 countries taking part, 
besides Turkey were Iran, 
Iraq, Algeria, Saudi Arabia, 
Lebanon, Jordan, the United 
Arab Emirates, Syria, Tunisia, 
Ukraine, Bulgaria, Russia, 
Egypt, India, Azerbaijan, the 
United States, Greece, Yemen, 
Italy and Israel.
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By Brad Huisken

In the current retail 
environment, I truly 
believe that customer 
service has gotten so 

bad that our customers have 
actually learned to expect 
lousy customer service. I also 
believe that when a customer 
gets great service it freaks 
them out and will actually 
cause customers to spread 
the word and to shop at that 
particular retail outlet over 
and over again. I have been 
to all the seminars and done 
the research on Facebook, 
Twitter and the other social 
networks, newspapers, radio, 
television, bill boards etc. 
that make terrific claims on 
advertising and marketing. 
However, I will go to the 
grave believing that there isn’t 
a more effective, cost efficient 
form of advertising than one 
human being telling another 
human being what a great 
experience they had at ABC 
Jewelry Company. 

It is the little things that 
make a world of difference 
in the customers mind about 
the experience of shopping 
at one jewellery store over 
another. The stores that will 
excel and dominate in the 
future are those that provide 
exceptional customer service 

that actually causes word of 
mouth advertising. There are 
so many things that a retail 
jewellery store can do to set 
themselves apart from the 
pack. Number one is to have 
a highly trained staff that 
totally understands that the 
goal of a sales presentation 
isn’t to make a sale. The 
goal is to make a friend. The 
day of the retail jewellery 
clerk are gone, it is the day 
of the retail jewellery sales 
professional. To put it another 
way, every time you deal 
with a customer, not only 
do I want to make a sale, but 

more importantly you want 
to make a personal trade 
customer, one that will ask 
for you by name on their 
next visit, repeat business, 
a customer that thinks of 
your store first when they 
have a jewellery need, and a 
referral customer, is one that 
pro-actively sings the praises 
of the store to their friends, 
relatives and acquaintances. 

If the salesperson were to pay 
more attention to the head 
and to the heart than they 
do the wallet, they will get 
what’s in the wallet. Great 
sales professional are great 

listeners. They listen to the 
emotional reason WHY 
people are buying jewellery 
and then they share in the 
emotional excitement. Too 
often I hear a customer say 
that they are celebrating 
an anniversary, then the 
salesperson immediately 
starts talking about an 
anniversary gift. When in 
fact the customer just told 
them they are celebrating 
an anniversary, let’s talk 
about the anniversary first 
and share in the customer’s 
excitement. People will tell 
you everything you need 



 2016-09 | World Diamond Magazine  75

to know to close the sale, 
create a person to person 
relationship, sell additional 
merchandise and create a 
friendship if you simply ask 
the right questions and listen 
to the customer responses. 

The following are my 13 
Customer Service Standards. 
Standards are things that 
must be adhered to 100 
percent of the time with all 
customers, no exceptions.

1. If you say it, do it. 

2. Satisfy Every Customer.  

3. Keep personal problems out 
of business 

4. Use their name. 

5. Dress for success. 

6. Give them your full 
attention.

7. Never interrupt. 

8. No fast-talking. 

9. Sell with enthusiasm.  

10. Smile, Smile, Smile.  

11. The Golden Rule.  

12. Make it fun.  

13. Go the extra mile.  

These are all pretty self-
explanatory. Going the extra 
mile takes a little explanation. 
In order to go the extra 
mile a store should have a 

refreshment bar set up in 
the store that serves coffee, 
ice tea, cookies, candies and 
even champagne, beer and 
wine if your state allows. A 
great store would even have 
an area set-up as a play for 
the kids or somewhere they 
could watch kid’s movies 
and cartoons. Sales people 
should absolutely send a 
personalized, handwritten, 
thank you note after every 
purchase of a given dollar 
amount. Every Mother’s Day 
the store should hand out 
roses or carnations to every 
Mother that comes in the 
store, find something for the 
father’s on Father’s Day, hand 
out little American Flags on 
Memorial Day and the 4th 
of July, have a trick or treat 
bag on Halloween, give away 

candy canes at Christmas 
time. In other words, do the 
little things that will make an 
impression in the customer’s 
mind. It would leave a lasting 
memory of the fantastic 
experience the customer had 
at your store. Find out when 
the customer’s birthday and 
or anniversary is and send 
a greeting card. Make the 
follow up phone calls after a 
couple of weeks to make sure 
everything is exactly right. 
Write down and make notes 
about personal information, 
where they went on vacation, 
info about children and grand 
children, how their son or 
daughter scored the on the 
last play of a sporting event, 
what kind of work they do, 
where they are from etc. No 
one can possibly remember 
all of this type of information, 
but is you write down, and 
then refer back to it the next 
time you call the customer 
or set up an appointment; 
this is where friendships are 
developed. 

When a customer comes into 
a retail jewellery store for the 
very first time, I don’t think 
they are looking for jewellery. 
I think they are looking for 
a place and a person from 

whom to buy the jewellery. 
The first time a customer 
walks into a store I believe 
they are thinking get me 
in and get me out with the 
path of least resistance, sub-
consciously they are thinking 
I wish I had a friend in this 
business so I wouldn’t have to 
deal with these people I don’t 
know. Be their friend. The 
only thing that separates one 
jewellery store from another 
is the people that work there. 
Be the human being, the 
friend and the professional 
that your customer’s hope 
and expect you to be.

It really doesn’t take that 
much extra effort to treat 
your customer’s exceptionally 
well. It is all the little things 
previously mentioned, and 
more, that make all the 
difference in the world. I 
just think that every time a 
customer leaves the store, 
whether they bought or not, 
they better feel like a confetti 
canyon just went off in the 
heads. Companies make a 
choice to be average or to be 
exceptional; I suggest that you 
chose to be exceptional. The 
bottom line sales and profits 
will reflect your efforts.
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Our industry seems 
to have become 
embroiled in 
a protracted 

and stubborn discussion 
about the nomenclature 
of synthetic diamonds like 
never before. The venerable 
Rob Bates of JCK Online 
and JCK Magazine posted an 
article a few weeks ago about 
the nomenclature used by 
Barneys, a US retailer jeweller 
selling Diamond Foundry-
sourced synthetic diamonds 
as “cultivated” diamonds. 

In a nutshell, this is what Rob 
said:

“The Barneys release calls the 
stones “cultivated” — which 
is not, at press time, one of 
the terms the Federal Trade 
Commission has okayed 
for lab-grown diamonds. 
Diamond Foundry said in 
response, “Our diamonds, 
being man-made is the whole 
point of our marketing, 
which we are very clear 
about. This is consistent with 
FTC principles of making 
sure that consumers get 
what they think they get.” 
However, when asked her 
view if the term was sufficient 
under the FTC Guides, 

Jewelers Vigilance Committee 
President and CEO Cecilia 
Gardner succinctly replied, 
“Nope.”

That’s right, America. 
“Cultivated” is a big no-no. 

In early November, I had 
the privilege of speaking 
at the lab-grown diamond 
conference organized by the 
United States Jewelry Council 

(USJC), sponsored by Signet 
and supported by Jewelers 
Mutual, at the illustrious 
Waldorf Astoria Hotel in New 
York City. 

I was speaking as 
communications director of 
the International Diamond 
Manufacturers Association, 
the International Diamond 
Council (IDC), and the 
World Diamond Mark 
(WDM). IDC was founded 
way back in 1975 specifically 

to make and guard the rules 
of diamond nomenclature, 
which can be consulted 
and downloaded from the 
IDC website. For a lot of 
retailers, and other industry 
professionals in the room, 
this may have been the first 
time they heard about IDC. 

In my presentation - I finally 
got my 15 minutes of fame 
in New York - I spoke about 

the international rules as 
set by IDC together with 
CIBJO, the World Jewellery 
Confederation, and how 
both organisations have 
made a successful effort to 
synchronise the IDC Rules 
with CIBJO’s authoritative 
Diamond Book. 

During the past decade, 
the joint efforts of IDC 
and CIBJO also have 
given birth to a milestone 
outcome: the creation and 
institutionalisation of a new 

standard, ISO 18323, by the 
International Organisation 
for Standards (ISO). This 
standard “specifies a set of 
permitted descriptors for 
the diamond industry and 
is specifically designed to be 
understood by the consumer. 
The Standard also includes 
a series of definitions which 
aim to provide further clarity 
for traders and maintain 
consumer confidence in 
the diamond industry as a 
whole.”

The standard covers “the 
nomenclature to be used by 
those involved in the buying 
and selling of diamonds, 
treated diamonds, synthetic 
diamonds, composite 
diamonds and imitations of 
diamonds.” read 

The IDC Rules, the CIBJO 
Diamond Book and the ISO 
standard all go further than 
the FTC: the terms synthetic, 
lab grown, lab-created are 
permissible. Anything else 
isn’t.

Diamonds are a global 
business, and therefore it is 
my hope that, worldwide, 
the industry will take 
notice of the international 

Who is afraid of
SYNTHETICS? 

By Ya’akov Almor 

With some 30 years of experience in the international diamond, colored gemstone and jewellery 
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Will synthetics disappear? Absolutely 
not! They will probably secure a single 

digit percentage market share. 
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nomenclature and 
requirements. Members 
of the WFDB-affiliated 
bourses and IDMA affiliated 
organisations are, by 
definition, subject to the 
observance of the IDC Rules. 
So are retail jewellers who 
join the retailer programs of 
the World Diamond Mark, 
the mid-stream industry 
driven organisation that is 
helping retailers to sell more 
diamonds and diamond 
jewellery in the consumer 
markets. 

At the conference in New 
York, Ronnie VanderLinden, 
the IDMA, DMIA and USJC 
President, made it crystal 
clear that our industry is not 
against lab-grown diamonds, 
but will fight against non-
disclosure of these stones, 
anywhere in the supply 
pipeline. He welcomed the 
representatives of the lab-
grown diamond industry and 
urged them to work closely 
with the industry at large 
to install across the board 
disclosure practices.

It is also important that the 
industry demands from 
those firms marketing 
synthetics that they abide 
by internationally accepted 
industry nomenclature, to 
protect consumers worldwide 
from misrepresentation and 
possible fraud. 

So, you ask, are synthetic 

diamonds a threat? I do not 
think so. 

First of all, in the world of 
gems, synthetics have been 
around for more than a 
century! For our colleagues 
in the coloured gemstone 
industry, the existence of 
synthetic emerald, sapphire, 
ruby, spinel and many others 
are a fact of life! 

What has this meant for 
them? They need to be 
well educated to avoid any 
pitfalls, all through the supply 
pipeline. 

Let me share a personal 
experience. Many years ago, 
on a mine tour of Sri Lanka, 
local traders came to us in 
Ratnapura, the ‘capital’ of 
gemstone mining on the 
island, offering us rough 
sapphires. A quick check with 
ofsome  basic gemmological 
instruments told us they were 
trying to sell us synthetic 
rough that had been cleverly 
manipulated to look like ‘real’ 
rough. 

And what has happened 
to the prices of natural 
gemstones since synthetics 
came into play? Upward only. 

For retailers, synthetic 
diamonds may look like a 
nice marketing opportunity. 
Lower prices, purportedly 
‘green,’ ‘responsible’ and 
‘conflict free,’ as they are 

made in a factory and 
not mined, etc. But what 
about the diamond’s role as 
store of value? Contrary to 
natural diamonds, synthetic 
diamonds have none. With 
increasing supply and 
declining prices – the rule of 
economics! – wholesale and 
retail prices will continue 
to go down. And I have not 
even mentioned the issue of 
the lack of romance that a 
synthetic stone represents.  

Will synthetics disappear? 
Absolutely not! They will 
probably secure a single digit 
percentage market share. 

Here is another example 
how synthetics get to play 
a role in the jewellery 
consumer market. When 
Prince William of the United 
Kingdom gave his then 
fiancée Kate his mother’s 
sapphire and diamond ring 
as en engagement ring, 
it led to a consumer run 
on brick and mortar and 
online jewellery stores for 
the same type of ring. The 
problem was that Kate’s 
engagement ring consists 
of 14 solitaire diamonds 
surrounding a 12-carat oval 
blue Ceylon sapphire set in 
18-karat white gold. It was 
created by jeweller Garrard 
and reportedly cost 28,000 
pounds sterling. So a lot of 
consumers were ready to 
settle for a copy of the ring, 

executed in silver or very 
low karat gold, set with a 
synthetic sapphire and cubic 
zirconia stones. Cost: a few 
hundred quid, tops. And 
after the Kate craze was over, 
most of these rings ended up 
in the back of the jewellery 
box. The same will happen 
with synthetic diamonds. The 
craze will pass, the market 
for synthetics will balance 
out, prices will go down to a 
level of significant and telling 
differentiation, and the panic 
in the mid-stream market will 
die down.  

But, there is a big but! If 
the mid-stream diamond 
industry and trade, and the 
retailers leave the field open 
to synthetics and do not 
begin telling the story of the 
natural diamond and support 
the generic promotion of 
diamonds, as initiated by the 
mid-stream industry, retailers 
will face a much harder fight. 
Therefore, any retailer joining 
our World Diamond Mark 
Authorised Diamond Dealer 
programme, is asked not to 
sell synthetic diamonds in his 
or her store. 

It is important that readers 
take note of the work of the 
World Diamond Mark, the 
organisation which, on behalf 
of the diamond industry and 
trade, has taken the generic 
promotion of diamonds 
under its wing. Almor …… 
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If you had to guess, what 
would you think be the 
purchasing trend of 
lab-grown diamonds 

by US consumers? Are 
they consciously buying 
an alternative item, or are 
the goods so small that 
the purchase is about the 
jewellery item, and not as 
much what is set in it? 

A lot can be said about 
the presence of lab-grown 

goods in the midstream of 
the diamond pipeline. Most 
of it surrounds disclosure, 
detection and to what degree 
the traditional diamond 
pipeline should or should 
not be involved in the trade 
of lab-growns. Most feel that 
“synthetics” must be blocked 
at all cost, however that ship 
has sailed.

Due to a successful marketing 
effort, consumers are already 

aware of lab-grown diamonds 
and it is not unusual for them 
to walk into a retailer asking 
about them, or for them. 
Since early 2015, more US 
retailers that in the past were 
dead set against lab-grown 
diamonds have changed their 
mind and are now following 
their clients’ lead. 

By number of units 
sold, 32 percent weigh 
1.00-1.49-carats, based on 

data collected from nearly 
4,000 specialty jewellery 
retailer doors in the US by 
retail metrics research firm 
NPD. Another 26 percent 
weigh 0.70-0.89 carats. 
Representing 58 percent 
of total, it would seem that 
we are not talking small set 
goods but more likely centre 
stones. Considering that a 
number of these items existed 
as loose stones in retailers’ 
inventory, we can conclude 

By Edahn Golan 

What lab grown goods are 
US consumers buying today?
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that retailers keep them on 
hand for clients. 

In terms of shape, the 
breakdown is similar to that 
of natural diamonds: 76 
percent are rounds and 19 
percent are princess cuts. The 
remaining five percent of sold 
lab-grown diamonds include 
some cushion and emerald 
cuts (two percent together), 
and then a few of several 
other shapes. 

Market share Is growing
During 2015, consumer 
purchases of lab-grown 
diamonds were on a steady 
growth path. In January 2016, 
sales by unit shot upwards 
230 percent since January 
2015. During the first half 
of 2016, sales increased 80 
percent and during July, 
consumer purchases were 
double the number of items 
sold in January 2016. Based 
on the most recent figures, 
the upward trend only 
continued, as the following 
graph shows. 

Because diamond sales are 
cyclical and so a rise in sales 
reflects the period, such as a 
rise in December indicates 
overall holiday demand, 
not necessarily a peak in 
interest in lab-grown. From 

that perspective, it is worth 
exploring market share to 
understand how cannibalistic 
the lab-grown niche is.

In January 2015, sales of lab-
grown diamonds were less 
than a quarter of a percent 
of total loose and mounted 
diamond sales by US specialty 
jewellery retailers. From that 
modest start, relatively more 
items were purchased by 
consumers in the following 
months. 

By January 2016, the very 
modest market share 
quadrupled and for the first 
time stood at more than one 
percent. The growth trend 
continued, and during July 

2016, market share of lab-
grown reached 1.6 percent. 
Based on the most recent 
sales figures, it is reasonable 
to anticipate market share to 
double again by the end of 
this year.

Sales of lab-grown 
diamonds decline during 
‘romantic holidays’
It is worth paying close 
attention to the monthly 
market share trend. During 
February, May, November 
and December, diamond 
sales tend to rise. They 
are “romantic” holidays 
(Valentine’s Day, Mother’s 
Day and the year-end 
holidays) during which bridal 

and anniversary jewellery is 
purchased. However, notice 
that sales of lab-grown 
diamonds have relatively 
declined during those 
periods.

This is an indicator that for 
buying important jewellery, 
consumers prefer natural 
diamonds, they want the 
real thing and view lab-
grown diamonds as less 
romantic. This is clearly a 
differentiation opportunity 
that the diamond industry, 
as a whole, should grab the 
opportunity to deepen the 
gap between the occasional 
fashion jewellery purchases 
and those purchases made for 
celebratory and significant 
occasions. In more basic 
terms – position diamonds as 
luxury again, while relegating 
lab-grown diamond to the 
impulse, seasonal, low cost 
category item. 

Edahn Golan’s  – slightly 
edited - analysis is based on 
his presentation of October 
2016 at the Bharat Diamond 
Bourse in Mumbai on behalf 
of NPD (NPD.com), a 
retail metrics research firm 
that collects data from US 
specialty jewellery retailers on 
actual diamond performance.
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Google the words 
‘brand quiz’ 
and you’ll be 
faced with over 

18 million options to test 
your logo, colour and shape 
recognition skills using some 
altered versions of famous 
brand identities. The fact 
that there are so many search 
results proves how connected 
we are to the branded 
world — instantly able to 
recognise Coca Cola from 
its trademark font, or Pepsi 
from its swirling red, white 
and blue logo. 

When you drive down the 
street in your car, the brand 

name is clearly visible on 
the front and back. The 
same could be said for 
the shampoo you buy, or 
the bread you eat. What 
makes jewellery interesting, 
therefore, is that there is no 
clear statement of brand 
on a piece. We may choose 
to buy something because 
of the brand, but passing 
on this brand message is 
difficult at best. A honed 
jewellery aficionado may 
recognise the four leaf clover 
shape of Van Cleef & Arpels’ 
Alhambra collection, the 
Bulgari serpent or the Cartier 
panther…but what about 
the average customer, who  

is already bombarded with 
messages 24 hours a day?

Many jewellery brands 
have come up with creative 
ways to incorporate their 
brand messages in pieces; 
whether done ostentatiously 
or subtly. Take for example 
Roberto Coin, which has 
long used a tiny ruby on 
interior surfaces of its jewels 
to tell a story of health 
and happiness. This subtle 
signature, although invisible 
to the casual observer, makes 
pieces special for the wearer, 
recognisable for collectors 
and, crucially, provides a 
conversation starter for 

coveted word-of-mouth 
recommendations. 

Although the world of 
watches offers more 
opportunities for branding 
than fine jewellery, it’s not 
always possible to tell one 
timepiece from another 
on first glance. Gucci, for 
example, has tackled this 
by pushing its trademark 
green-red-green web stripe 
in watch straps and on dials. 

Of course, companies with 
heritage are at an advantage 
in the branded world, largely 
because they have an iconic 
shape, motif or design that 

How can jewellery compete in our 
exceptionally branded world?
By Sam Willoughby
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has stood the test of time. 
However, newer brands have 
also proven that generating 
awareness fast is possible, 
especially in the realms of 
technology and social media. 

In the jewellery arena, 
Pandora has excelled with 
its signature charm bracelet, 
while Nomination has a 
recognisable look with its 
modular, composeable 
bracelets. In both cases, 
stripping away logos and 
brand names wouldn’t hinder 
the consumer from knowing 
which brand is in the frame; 

ensuring they both have a 
spot in one of the internet’s 
many brand recognition 
quizzes. 

Due to its very nature, 
jewellery doesn’t offer the 
same opportunities for 
visible branding as other 
product categories, but 
could this be a good thing? 
Not only are customers 
bombarded with messages 
at every turn, they’re also 
becoming more and more 
distrustful of those messages 

and the advertising that 
accompanies them. Perhaps 
this is why then, according to 
a Goldman Sachs report on 
Millennial customers, that 
just 38 percent of 25-to-34-
year-olds and 36 percent of 
16-to-24-year-olds choose to 
buy branded.

In fact, the main motivators 
for purchasing a product 
among younger consumers is 
story-telling, engagement on 
social media, price and what 
they can tell others about 
the product. A can of Coca 
Cola may be a recognised 
brand, but what stories can 
customers tell their friends 
after purchasing it? Now 
imagine the scenario with a 
fine diamond bracelet and 
the options for showmanship 
and storytelling become far 
more exciting, regardless of 
whether it has a brand logo 
emblazoned on it.

In today’s climate it is not 
‘what you’re doing’ or ‘how 
you’re doing it’, but ‘why 
you’re doing it’. Millennials 
are a cause-focused 
generation who want to 
know what you stand for first 
and foremost. In this culture 
an interesting breed of ‘anti-
brand brands’ are emerging, 

whereby their brand mission 
statement is all about 
stripping the unnecessary 
away to streamline the 
conversation. 

Emerging British watch 
company Freedom to Exist 
has developed its whole 
ethos around minimising 
the impact of 21st century 
branding on its products. 
Freedom to Exist creative 
director and co-founder, 
Kirsty Whyte, explains: “We 
wanted a little space away 
from the noise of branding 
and technology. That’s why, 
when you wear an FtE watch, 
we let the design speak for 
itself and keep our name 
hidden where only you [the 
customer] can see it.”

She continues: “Provenance 
and quality is becoming so 
much more important as 
consumers are becoming 

more design savvy. 
They want to invest in 
independent, well-designed 
product to show their own 
style and individuality, rather 
than having a designer name 
emblazoned across their 
belongings.”

Perhaps then, instead of 
worrying that they can’t 
compete in the branded 
world, jewellery and watch 
brands should take comfort 
in the fact that they don’t 
necessarily have to, in order 
to be successful. Now who 
can say that about a car, box 
of cereal or beauty product?

This column was originally 
published on GemKonnect, June 
2016. With thanks to Vinod 
Kuriyan and Hitesh Khandelwal.

Provenance and 
quality is becoming 
so much more 
important as 
consumers are 
becoming more 
design savvy. They 
want to invest 
in independent, 
well-designed 
product to show 
their own style 
and individuality, 
rather than having 
a designer name 
emblazoned across 
their belongings.
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GIA (the 
Gemological 
Institute of 
America) is now 

offering its clients a Melee 
Analysis Service for round, 
D-to-Z melee-size diamonds. 

The fully automated system, 
which rapidly and accurately 
analyses and sorts diamonds 
ranging from 0.90 to 4.00 mm 
in diameter (approximately 
0.005 ct to about 0.25 ct.), 
addresses trade concerns 
about the possibility of 

synthetic or treated diamonds 
being mixed into parcels of 
melee. 

The service is currently 
offered at most GIA 
laboratories. 

The GIA Melee Analysis 
Service separates natural, 
untreated diamonds from 
simulants and potentially 
synthetic or treated 
diamonds, and sorts the 
screened diamonds by colour 
range. Clients can also specify 

a size range for their parcel. 
The system can process 
1,800 to 2,000 stones per 
hour around the clock. 

The cost of the service ranges 
from eight to 40 cents (U.S.) 
per stone based on diameter, 
with a minimum of 500 
pieces in each parcel. Once 
sorted, the melee is sealed 
in secure packaging for 
shipment directly to a third 
party – upon request and 
when permissible – or back to 
the submitting client.

GIA OFFERS MELEE ANALYSIS SERVICE

HRD Antwerp NV, 
which operates 
one of the 
leading diamond 

grading laboratories in the 
global diamond, gem and 
jewellery industry and trade, 
announced it is teaming 
up with Chow Tai Seng 
(CTS), one of China’s largest 
jewellery retailers, to run its 
new Centre of Excellence in 
Shanghai. 

At its Centres of Excellence, 
HRD Antwerp provides the 
participating retail jeweller’s 
sales staff with a practical and 
attractive in-store manual to 
explain the different steps of 
the diamond grading process 
to the store’s customers. The 
manual’s content revolves 
around the 4 Cs (Carat, 
Cut, Clarity, Colour) and 
put an emphasis on the fifth 
C – Confidence in HRD’s 
diamond grading methods. 
HRD’s Centres of Excellence 

are designed to offer a fun 
and interactive experience 
to the retailer’s customers, 
thus helping participating 
retailers differentiate 
themselves from others. HRD 
expects partnering retailers 
in its Centres of Excellence 
to only sell diamonds and 
diamond jewellery that are 
accompanied by an HRD 
Antwerp Diamond Grading 
Report. 

CTS currently has 2,100 
points of sale in 23 provinces 
in China. CTS is the exclusive 
distributor in China of the 
‘Love 100 Antwerp’, a unique 
diamond cut created by the 
Antwerp-based diamond 
company Exelco NV. The 
cooperation with CTS is also 
an opportunity for HRD 
Antwerp to gain a stronger 
foothold in Asia, and in 
particular in China, one of 
the most important markets 
for polished diamonds.

HRD Antwerp opens 
Centre of Excellence in China
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29-31

12-14

15-21

23-30

21-24

20-25

02-06

03-06

20-23

03-06

04-06

31-02

22-25

18-21

25-28

26-27

Malaysia International Jewellery Fair

HKTDC Hong Kong International Diamond, 
Gem & Pearl Show

AGTA GemFair Tucson

Paris, France

Athens, Greece

FL, USA

Kuala Lumpur, 
Malaysia

Hong Kong, 
Hong Kong

Arizona, USA

Arizona, USA

Gdansk, Poland

Munich, 
Germany

Freiburg, 
Germany

Brisbane, 
Australia

Tokyo, Japan

Atlanta, GA, USA

Birmingham, 
U.K.

Antwerp, 
Belgium

New York, NY, 
USA

Palm Beach, 
FL, USA

Basel, 
Switzerland

Las Vegas, 
NV, USA

Hong Kong, 
Hong Kong

FL, USA

New York, NY, 
USA

Miami, 
FL, USA

Vicenza, Italy

Hong Kong, 
Hong Kong

Mumbai, India

Vicenzaoro

Hong Kong International Jewellery Show

IIJS Signature

Bijorhca Paris

Hellenic Jewellery Fair

RJO Winter Buying Show

International Jewellery Tokyo (IJT)

SJTA Atlanta Jewelry Show

Jewellery & Watch Birmingham

Jewelers International Showcase (JIS)

MJSA Expo

MADA

Antwerp Diamond Trade Fair

JA New York

Palm Beach Jewelry & Antique Show

Baselworld

International Fashion Jewelry Accessory 
Show

HKTDC Hong Kong International Diamond, 
Gem & Pearl Show

AGTA GemFair Tucson

AMBERIF

Inhorgenta Munich

Europe Jewellery & Gem Fair

Australian Jewellery Fair

DECEMBER

MAY

APRIL

The Charlotte Gift and Jewellery 
Show 2016

International Fashion Jewelry Accessory 
Show

Smart Jewelry Show

The Dubai International Jewellery Week

Jewellery & Watch Show Abu Dhabi

MidEast Jewellery Show

Mineralen Hamburg

Oroarezzo

Jewelers International Showcase (JIS)

Best Adornments of Russia

International Jewelry + Watch Hanoi, 
Vietnam (IJHV)

China International Gold, Jewellery & Gem 
Fair

Jaipur Jewellery Show

GLDA Las Vegas Gem Showv

China International Mineral & Gem Show

Hong Kong Gifts & Premiums Fair

International Fashion Jewelry Accessory 
Show

03-05

30-03

02-04

14-18

18-21

19-22

23-26

29-01

20-24

27-30

07-10

02-06

04-08

09-11

06-09

08-10

30-03

Hamburg, 
Germany

Arezzo, Italy

FL, USA

New York,
NY, USA

Moscow,
Russia

Hanoi, Vietnam

Shenzhen,
China

Hong Kong, 
Hong Kong

Jaipur, India

Las Vegas, NV, 
USA

Xiamen, Fujian, 
China

Dubai,
UAE

Abu Dhabi, UAE

Sharjah, UAE

Charlotte, NC, 
USA

New York, NY, 
USA

Chicago, IL,
USA

2017

2017



La Mesure des Diamants

21 Tuval St., Yahalom Building, Ramat Gan T: +972 3 612 88 72  F: +972 3 612 88 22

E: contact@andremessika.com   W: www.andremessika.com


