
Summer 2019 | World Diamond Magazine

1

W
O

RLD DIAM
O

ND M
AG

AZINE

17 

SUM
M

ER 2019

WORLD
DIAMOND 
MAGAZINE

DIAMONDCITYTHEAmsterdam
IJS MARCH 2019 
HOSTED RECORD 
NUMBER OF 
VISITORS

NAVIGATING

2019

HOW TO BUILD 
RELATIONSHIPS 

WITH MILLENNIALS 
& GEN Z

AND THE 
WINNER IS:
WHITE 

GARDEN



WORLD
DIAMOND 
MAGAZINE

World Diamond Magazine | Summer 2019

2

C

M

Y

CM

MY

CY

CMY

K



Summer 2019 | World Diamond Magazine

3

C

M

Y

CM

MY

CY

CMY

K

WITH THANKS TO
Mustafa Kamar
Emil Güzeliş
Atasay Kamer
Şirzat Akbulak 
Borsa Istanbul IST 
HRD Antwerp  

PUBLISHING GROUP

Altındünyası Publishing Group
Alemdar Mah. Nuruosmaniye Caddesi 
N: 12 Kat:3 Fatih – İstanbul
info@yayindunyasi.com
+90 212 518 84 01
TURKISH JEWELLERY EXPORTERS’ 

CONTRIBUTORS 

Ya'akov Almor

Aleah Arundale-Siegel

Remzi Celen

Brad Huisken

Mustafa Kamar

Bill Newnam

Aman Kaur Paul

Southern Jewelry News

Paul Zimnisky

JTR HEAD OFFICE
Dış Ticaret Kompleksi A-blok 
Kat:2 Çobançeşme Mevkii, 
Sanayi Cad. 
Yenibosna-Bahçelievler 
İstanbul / Türkiye
Tel: +90 212 454 00 00 D:1002  
Fax: +90 212 454 00 32
 
OFFICE
Binbirdirek Mahallesi 
Dostlukyurdu Sokak 
No:1Yeşil Apt D:1 Fatih / 
Çemberlitaş / İstanbul / Türkiye
Tel: +90 212 518 83 00
Fax: +90 212 518 83 03
 
ÖZLEM MATBAACILIK
Maltepe Mahallesi, Litros Yolu  
Sk. 2. Matbaacılar Sitesi  
D:2BB4, 34010   
Zeytinburnu/İstanbul
Telefon: (0212) 612 06 62
www.ozlemmatbaa.com.tr

Ya’akov Almor 
Editor in Chief

Remzi Celen 
Editor  

Şirzat Akbulak 
Responsible Managing Editör

SUMMER | 2019

ART + PRODUCTION
Altındünyası Publishing Group
Cemre Kocaay

WORLD
DIAMOND 
MAGAZINE



WORLD
DIAMOND 
MAGAZINE

World Diamond Magazine | Summer 2019

4

C

M

Y

CM

MY

CY

CMY

K

20x27.pdf   1   6.06.2018   11:26

Yaakov Almor

A few weeks ago, I spent three days in my native Net-
herlands on “family business.” To stock up on “Dutch 
essentials,” I visited my regular branch of Jumbo, the 
Netherlands’ second-largest grocer. I go there because 
Jumbo sells the excellent cheeses of a local farm, as well 
as a choice of locally produced organic products I’ve 
like to fill my suitcase with.  

While a huge chain, Jumbo allows and encourages its 
franchises to strike - often deep - local roots by integra-
ting themselves in the local economy and community. 
This policy resonates very well with local consumers 
and is proactively explained as an effort to support 
the local suppliers, reduce the carbon footprint of the 
stores’ product inventory and, finally, to cater to the 
buying public’s suggestions and expressed preferences.

I was again reminded of this refreshing approach when 
I read in the newsletter of the US’ National Retail 
Federation that, at the World Retail Congress in Ams-
terdam, Tim Hehenkamp, Executive Director Data 
and Personalisation of Jumbo would  be drilling down 
into the hows and whys behind Jumbo’s best practice 
decisions that have made loyal customers happier and 
boosted their bottom line.
 
Obviously, Jumbo’s approach strikes a note. By looking 
at the market and by listening to the consumer, the 
company consequently flexes its marketing muscles. It 
has learned to direct, shape, mix and target its product 
offering - in full cooperation with the local franchise - 
such that it can maximize its local sales. So simple and 
so impressive!

I was still thinking of this when on the plane ride back 
I looked - again - at the Diamond Producers Associ-
ation’s (DPA) report entitled The Socioeconomic and 
Environmental Impact of Large-Scale Diamond Mining” 
- find it online. 

Some truly wonderful stuff has come out of the 
research that was conducted. With its “Total Clarity” 
report (find this also online) the DPA has produced 
an encompassing document that can be categorised as 
an excellent corporate and social responsibility report 
covering the activities of the DPA’s seven members. 

The DPA has declared proudly that the report marks 
an industry first. “Diamond producing companies rep-
resenting three quarters of the world’s production have 
come together to provide a window into the impacts 
and benefits of their activities on the communities and 
environments of the countries and regions in which 
they operate,” the DPA’s CEO said. While the report 
effectively covers all the topics that will help stave off 
any attacks by the diamond industry’s opponents, it is  
- unfortunately - all about the defense of the industry.

How much of these documents is the result of the 
DPA’s conversation with the consumer?
I cannot find any proof that the consumer has asked 
for any of this! 

The DPA reportedly has a budget of more than $70 
million at its disposal for 2019. I truly hope that in a 
next round, our industry may welcome an, as detailed, 
forward-looking report about the DPA’s conversation 
with the consumer. 

After all, we’re all eager to learn what consumers want, 
and what tools are offered to the industry to boost 
consumer desire for diamonds and diamond jewelry in 
the various markets.

Still on the defensive
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‘‘49th Istanbul International Jewelry, Watch & Equipment Fair’’
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TOP TEN: FIND OUT HOW 
JEWELLERY RETAILERS CAN BUILD 
RELATIONSHIPS WITH MILLENNIALS 
AND GEN Z
With Millennials set to be the highest-spending generation globally from 2020 
and Gen Z already making up 35 percent of the world population, it is no surprise 
that the building of relationships with these demographic groups is at the front of 
jewellery retailers’ minds.

To succesfully capture the attention of these consumers, to get a share of their 
wallets and to generate continued loyalty in today’s experience economy, will 
require a profound understanding of their needs, views, and values. At Pragma 
Consulting, we work with many of the UK’s leading retailers, including jewellers, 
many of whom are targeting younger customers.

Here we share our top-ten tips to inspire meaningful relationships between brands, 
Millennials (21 – 39) and Generation Z (below 20).

Be authentic
Stories sell. We find that there has 
been a recent shift from interest in the 
mass-produced jewellery to special 
designs. Also, younger customers 
often want to know the story behind 
what they’re purchasing. Jewellery 
retailers can and should share the 
sourcing and craftsmanship behind 
the piece, as well as tell the story 
of other consumer who are already 
wearing thre retailers’pieces. This is 
instrumental s in building a strong 
emotional connection amongst 
consumers. Monica Vinader ran 
an #ExpressYourself campaign last 
year that released videos of everyday 
women and how they wore her brand 
to express individuality. In focusing a 
campaign around real stories, in spite 
of entering mass markets, brands have 
been able to remain authentic in the 
eye of the consumers.

Be ethical
Research suggests that the ethical 
standards of a brand are important 
to 42 percent of Millennials. There 
is increasing pressure, particularly 
in the fine jewellery sector, to place 
emphasis on the ethical credentials of 
raw materials. There is an opportunity 
to take this further by encouraging 
purposeful purchasing. Chopard, for 
example, not only sources materials 
responsibly but has also partnered 
with gold mining communities in 
South America to boost social and 
economic development. Championing 
a cause such as this creates brand 
appeal and resonates with Millennials 
and Gen Z desire to “give back.”

Be innovative
It is suggested that 70 percent of 
Millennials will consider a lab-grown 
diamond engagement ring. Being 
more environmentally-conscious, 

By Aman Kaur Paul, Pragma Consulting
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younger consumers are buying into brands that are building their identity on 
being anti-conflict and environmentally conscious. Contemporary jewellery 
brand Kimai centres pieces around lab-grown diamonds and delivers 
products in recyclable packaging. With the lab-grown small diamonds market 
predicted to grow rapidly, and the likes of Meghan Markle wearing pieces 
from brands such as Kimai, jewellery retailers will need to innovate in order 
to not lose out to upstarts gaining traction in the fine jewellery space.

Be sustainable
With the rise of both the circular and sharing economy, the luxury rental 
market has emerged. Glitzbox, a London-based start-up, is a subscription 
service for jewellery rental. Although this may not be the obvious answer 
for jewellery retailers, as Millennials and Gen Z purchase fewer high value 
items focusing on the mantra of quality over quantity, they may look to re-
use raw materials in the future. Retailers could potentially offer additional 
services such as the melting down of gold or resetting diamonds to encourage 
customer lifetime value.

Be transparent
As digital natives, we know that Millennials and Gen Z are constantly 
browsing online. A report by De Beers suggests that around 60 percent 
of Millennials and Gen Z women search the internet prior to purchase to 
learn about diamond designs, quality, and pricing. Being transparent about 
what they are buying and at what price-point is a useful tool to build trust. 
This transparency is often where retailers lose out to players such as US 
brand Mejuri whose tagline is “everyday fine jewellery minus the traditional 
markups.” On each product they provide the “estimated traditional retail 
price’ against their Mejuri price to land the messaging around fair pricing.

Be personal
Through our work we have found that younger customers have expectations 
around high degrees of care when it comes to customer service, and 
technology is being adopted by many retailers to respond to these ever-
increasing needs. In the US, Millennials are considered more likely to be 
comfortable using chatbots, and 70 percent who have used them reported 
a positive experience. The deGrisogono company unveiled social media 
campaigns with chatbots that gave purchasing advice via Facebook, based on 
personalised queries by customers. Jewellery retailers should be increasingly 
looking to purposeful technology to solve customer needs and provide on-
demand interaction.

Be social
Social media is redefining the celebrities of today with 46 percent of Gen Z’s 
following more than ten online influencers. Gen Z have demonstrated more 
interaction with brands through social media than Millennials and prefer to 
interact via Instagram rather than the Millennials’ preference of Facebook 
or Twitter. Jewellers need to enable shopping functionality on Instagram, 
and incorporate user-generated content in-store and online. For example, 
Missoma allows customers to shop the look through Instagram posts.

Be accessible
Though women remain the predominant customer for jewellery, Millennials 
and Gen Z are driving men’s jewellery sales. A brand that is tapping in 
to this potential is UK-based Astrid & Miyu, which has released its first 
unisex range of jewellery. Amongst young women, jewellery is no longer 
only for celebrations, nor do women feel that they must be gifted it by their 
partner with more than 51 percent  of Millennials purchasing jewellery for 
themselves. In an era of gender empowerment and higher disposable incomes 



Summer 2019 | World Diamond Magazine

11

amongst younger consumers, brands have the potential to 
respond with more accessible campaigns.

Be data-driven
In our work we find that with the growth of online retail, 
web analytics is a key driver to determining how to appeal to 
younger customers. Some jewellers are already starting to use 
data-driven decisions to drive sales. After observing spikes 
in sales of its Love bracelet among young consumers, Cartier 
re-released its Panthère watch on Net-a-Porter, younger 
customers bought the entry-level pieces (from £3,600), 
rather than the priciest item (£140,000). Tiffany & Co. and 
Chopard have also launched on Net-a-Porter to broaden 
their customer base from the traditional boutique shopper, 
having identified potential in the shopping behaviours of 
younger consumers and their increased propensity to spend 
on luxury jewellery.

Be fun
The experience of buying jewellery, particularly in stores, is 
still often associated with long queues and locked cabinets. 
Younger customers are expecting brands to be reflective 
of their lifestyle and attitudes. Brands are responding with 
exclusive events in-store where shoppers can enjoy free 
food and drink, engage in talks attended by influencers and 
explore the range on a more accessible level with added perks 
such as free engravings and personalisation. We believe there 
is further opportunity for partnerships whereby multiple 
brands which resonate with young consumers create an 
environment that isn’t just about the sale, but the experience, 
leaving a more meaningful and lasting memory in the mind 
of the young customers of today and the future.

Contact Aman Kaur Paul, of Pragma Consulting at 
a.kaurpaul@pragmauk.com

Pragma is a leading consultancy which helps retailers 
enhance growth and profits through applying customer and 
market insight and practical solutions.
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New technologies, new neighborhoods, and exclusive new products.

With its return to its original venue this year, the Sands Expo and The Venetian, 
the JCK Las Vegas show will debut new technologies, new neighbourhoods, and 
exclusive new products for retailers and exhibitors at its 2019 event, taking place 

May 31–June 3. 

Here’s what guests and vendors can look forward to at this year’s big show.

Navigating 
JCK Las Vegas 2019



Summer 2019 | World Diamond Magazine

13

Single-badge entry
A single badge at JCK Las Vegas will 
allow attendees to visit more than 
20 curated neighbourhoods—and 
grants access to Luxury by JCK 
(May 29–June 3) and the new Global 
Gemstone Pavilion and JIS Exchan-
ge, both open May 30–June 3.

New floor design and tech 
navigation
The new floor design is set to 
make navigating the show easier. 
How, exactly? The show floor is 
more compact, and exhibitors 
have been grouped together into 
neighbourhoods by product type. 
Booth-to-booth GPS navigation 
will be available in the JCK mobile 
app (once visitors activate Blue-
tooth on their device), which will 
make it easier to find your way to 
specific booths. And with exhibitor 
QR codes located on the show floor, 
buyers will be able to scan exhibitor 
information with their phones and 
refer back to it later on. The JCK 
mobile app also offers Ask Bling for 
on-demand digital and in-person 
support.

Digital lookbook
Set to debut this year, the Discove-
ring New @ JCK digital lookbook is 
a free offering to all exhibitors and 
retailers that’s designed to highlight 
what is new at the show. It features 
products and designs launching 
for the first time at the show—all 
exclusive to JCK Las Vegas. Upon 
registering, buyers will automati-
cally receive an email with a link 
to the lookbook (and it can also be 
accessed at the JCK Match booth 
on Level 2 on interactive screens). 
The Discovering New product tool 
will also feature exhibitor QR codes 
that buyers can scan for more infor-
mation and save for later or gather 
into a list of top destinations on the 
show floor.

JCK match
JCK Match will continue to match 
buyers with vendors who offer the 
products and services they need. 
“I had a great experience with the 
matchmaking program, where the 
JCK team introduced me to a cus-
tomer that I would have never met,” 
said Steve Mazza, vice president of 
Mazza Co., in the same statement. 
“And it’s turned out to be one of my 
best customers.”

New neighbourhoods
The new Global Gemstone Pavilion 
will feature more than 200 global 
gemstone dealers/exhibitors. Bella 
Italia, the new Italian neighbor-
hood, will showcase more than 75 
brands from Italy, both returning 
and new to the show. JCK will also 
offer lab-grown diamonds, secu-
rity—in partnership with the Jewe-
lers’ Security Alliance (JSA)—and 
Retail Innovation and Essentials & 
Technology neighbourhoods.

Cutting-edge education
For 2019, well-regarded educational 
series JCK Talks will cover relevant 
industry topics within overarching 
sessions on trends, technology in 
retail, and modern consumerism. 
There will be a Retailer Roundtable 
and a Social Media Boot Camp 
powered by marketing agency the 
Smithee Group. For the luxury 
watch industry, the American Wat-
chmakers-Clockmakers Institute 
(AWCI) will sponsor 10 educatio-
nal sessions on various aspects of 
watchmaking and horology. These 
sessions will be taught in a 38-foot 
mobile classroom complete with 
eight full-size, adjustable-height 
watchmaking benches outfitted 
with the latest tools and technology.
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A MAGNIFICENT NIGHT IN ISTANBUL

Inspired by the ”Culture of Anatolia” theme, the 11th Jewellery Design Competiti-
on, held under the title “Silent Cry of Nature,” was oversubscribed this year. With 
her “White Garden” design, Hilal Kalender was selected as the winner of the com-

petition. “The Flower of Love” by Ebubekir Kaygusuz came in second and “The 
Conversion” by Ayhan Yilmaz came in third.
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A MAGNIFICENT NIGHT IN ISTANBUL

The ten finalists were introduced to 
the event’s audience as on the runway 
their pieces were presented in a show 
choreographed by Asil Çağıl and worn 
by the famous fashion model Özge 
Ulusoy.

The Gala night of the competition saw 
representatives of all the important 
names and brands from the Turkish 
jewellery industry and trade in 
attendance. 

The evening included a ceremony 
that honoured the pillars of Turkey’s 
jewellery industry and trade. During 
the ceremony, which was aptly named 
“Respect for the Masters,” the Honorary 
President of the Atasay company, Atasay 
Kamer, who since long is one of the 
most prominent members of the Turkish 
jewellery business community, was 
presented with “The Conneusseur of the 
Sector Award.” 

The winners of the 11th Jewellery Design 
Competition were announced during 

the evening of Friday, March 22 and 
honoured with a magnificent show. The 
evening was emceed by Öykü Serter.

The speakers were the Turkish Exporters 
Assembly (TIM) President Ismail Gülle 
and Jewellery Exporters’ Association 
Chairman Mustafa Kamar.

İsmail Gülle: Turkish jewellery offers 
top quality, design and high added 
value
TIM Chairman Ismail Gülle said in 
his speech: “We believe strongly in 
networking. Guests and buyers from east 
and west are meeting with the current 
leading names as well as the budding, 
future talents of our industry. These are 
important encounters for both sides and 
will lead to new business opportunities. 
At TIM, we believe the ideas and designs 
that came out of this Jewellery Design 
Competition will be a beacon of light to 
our sector in the coming period!”

Speaking about the rich variety of 
Turkey’s jewellery industry and referring 
to the many talents are contributing 
to its colourful tapestry, İsmail Gülle 
said: “The designers express themselves 
through their inspiration, spirit, 
unique work and resulting designs. The 
designer sometimes gives meaning to 
the gemstone, sometimes to the canvas, 
and sometimes to a piece of jewellery. 
The price of the product is a reflection 
of the energy, inspiration and also the 
materials. The more exclusive the design, 
the higher the quality of its components, 
and the higher the quality of the final 
product, the higher the added value! At 
this point, this competition becomes 
even more important. High value-
added products will play an ever more 
important role in our industry and 
in its export markets. By focusing on 
generating more and higher added value, 
the Turkish jewellery industry and trade 
will make a more important contribution 
to the economy and global welfare.”
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Mustafa Kamar: Every piece of jewellery tells a story
JTR President Mustafa Kamar noted that new designs have 
come to life in the hands of the masters and that these 
jewels are sold all over the world. The creations that were 
made for the JTR’s 11th Jewellery Design Competition, he 
said, provide added value to the Turkish economy are a 
source of pride. 

“Not every master and product has a story, but every 
piece of jewellery tells a story. Tonight, with the heroes of 
these stories, we once again have chosen the best designs. 
We had a record-breaking number of applicants for this 
competition. No less than 378 individuals sent in their 
designs! This is very encouraging and fills us all with hope 
for the future! It also shows that we are on the right track!” 

Kamar said he believed that more designers would be 
seeing their orignal designs manufactured into salable 
jewellery lines. He thanked everyone who had contributed 
to the project, especially the designers and the jury.

Not every master and product has a story, but 
every piece of jewellery tells a story. Tonight, 

with the heroes of these stories, we once 
again have chosen the best designs. We had 

a record-breaking number of applicants for this 
competition. 

Mustafa KAMAR
Chairman of Turkish Jewelry Exporters’ Association

‘‘White Garden’’
Designed by 

Hilal Kalender, 
sponsored by 
Piano Jewelry
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The “Respect for the Masters” ceremony
After the speeches, the magnificent night 
continued with the “Respect for the Masters” 
ceremony. The awards were presented to the 
masters such as Arsin Ürün, Maksut Ürün, 
Vahey Ürün and Miran Balık. As mentioned 
above, Atasay Kamer was given the ”The 
Conneusseur of the Sector Award.”

The brands that registered record exports 
in 2018 were also homoured with awards. 
They were: Arpas, Ahlatçı Jewellery and 
Istor Jewellery in the gold jewellery category; 
Zen Diamond, Storks and Emel Diamond in 
the diamond jewellery category; and Onur 
Kardeşler Jewellery, İpekyolu and Talay 
Kuyumculuk received awards in the silver 
jewellery category.

Hilal Kalender gets a check of 60,000 
Turkish Liras
The designs of ten jewellery designers were 
evaluated by the jury which included jewellery 
designer Avedis Kendir and the International 
Jewellery Artist Cosimo Vinci. 

Then, at the most important moment of the 
night, Hilal Kalender, the creator of the “White 
Garden” was honoured with her award and 
presented with a check of 60,000 Turkish Liras.

Atasay Kamer is honoured as the doyen of jewellery industry

The master craftsmen in the jewellery 
industry were honoured
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GOLD JEWELLERY EXPORTERS
1. Arpaş 2. Ahlatcı 3. İstor

DIAMOND JEWELLERY EXPORTERS
1. Zen 2. Storks 3. Emel

SILVER JEWELLERY EXPORTERS
1. Onur 2. İpekyolu 3. Talay

NEWS
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As the March 2019 edition of the Istanbul Jewellery 
Show drew to a close, the 11th Jewellery Design 
Competition, organised by the Turkish Jewellery 
Exporters’ Association (JTR) announced the 
competition’s winner.

In the months leading up to the IJS, the appointed 
jury had the difficult task to pick a single winner from 
among the ten jewellery designers who had made it to 
the final stage of the competition. On March 22, at the 
conclusion of these long and intense deliberations, the 

jury announced Hilal Kalender with her design ‘White 
Garden’ the winner. Accordingly, the Piano Jewellery 
company that produced and brought the design to life, 
also made a splash!

“White Garden” is designed as in the form of a hairpin. 
Composed of two elements, different setting techniques 
were used. The piece, set with no less than 526 coloured 
gemstones, was plated with polished enamel. The piece’s 
details enhance its elegance and the craftsmanship.

Designer Hilal Kalender 
wins JTR’s 11th Jewellery Design Competition with 

‘‘White Garden.”
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By Ya’akov Almor

THE
DIAMOND

CITY



Summer 2019 | World Diamond Magazine

23

Millions of 
consumers 

believe 
Amsterdam 

is still 
Europe’s top 
diamond city

Last year, Hetty Berg, curator of 
Amsterdam’s Jewish Historical 
Museum, walked me through 

the museum’s exhibition halls at a 
brisk pace. Neither of us had much 
time, and Berg intended to show me 
the few artifacts that the museum on 
display that relate to the history of 
the diamond industry and trade in 
the city. There was a polishing unit 
from the 1950s with some diamond 
manufacturing tools, as well as an 
interactive display that showed a little 
of the industry’s history. The museum, 
Berg shared, has hundreds of other 
diamond industry-related items in 
storage and in its archives. There is also 
a multitude of information available, 

both in the museum as well as in 
the municipal city archives, about 
the pivotal role that Amsterdam’s 
large Jewish community has played 
in the diamond profession there 
since the 16th century. However, an 
authoritative, all-encompassing history 
still needs to be written.

But all that is history. In 1940, 
Amsterdam counted more than 6,000 
diamond cutters and polishers. Sadly, 
less than 400 returned after World 
War II. The murderous Nazi regime 
not only decimated Dutch Jewry, it 
also destroyed the Dutch diamond 
manufacturing industry.

Joseph Asscher Cuts Cullinan
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Today, Amsterdam, the city where 
the modern diamond industry 
struck its first roots more than 400 
years ago, is no longer significant 
as a diamond trading center, nor 
in diamond manufacturing. Its 
bourse, which is the second oldest 
diamond exchange in the world, 
is small, and many of its 100-
odd members are retailers. Any 
Dutch diamantaire will tell you 
that Antwerp is now the world’s 
undisputed diamond hub.  

So, how is it that consumers 
around the world think that 
Amsterdam is still the world’s 
diamond capital?

It’s the marketing!

Because of marketing. That single 
word sums it all up, but the story 
behind it is fascinating.

Two Dutch diamond companies 
are currently responsible for the 
marketing message of “Amsterdam 
– City of Diamonds” to millions 
of consumers worldwide. They 
are Royal Coster Diamonds and 
Gassan Diamonds. While both 
companies have deep historical 
roots in Amsterdam’s diamond 
industry and trade, they now 
concentrate exclusively on 
marketing diamonds and diamond 
jewellery to the millions of tourists 

Two Dutch diamond 
companies are 
currently responsible 
for the marketing 
message of 
“Amsterdam – City 
of Diamonds” to 
millions of consumers 
worldwide. They 
are Royal Coster 
Diamonds and Gassan 
Diamonds. 

Coster Building
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who visit Amsterdam. 

There is no escaping the marketing 
message these companies transmit. 
Thanks to them, Amsterdam is 
painted as the world’s diamond 
capital in invitations, brochures, 
flyers, billboards and ads, and 
online. In short, the message that 
Amsterdam is the city of diamonds 
is everywhere. 

“Since the 1960s, we have spent 
huge efforts and resources in getting 
the message out, and we use a wide 
variety of marketing methods and 
advertising tools in order to bring 
tourists to our polishing plant and 
to our museum and showrooms,” 
said Ronald Coster, Chief Marketing 

Officer of Coster Diamonds, during 
my visit to the company’s premises. 

Luck also enters into it. Coster’s 
current location is ideal. 
The company occupies four 
interconnected patrician villas right 
across the street from the Stedelijk 
(City) Museum and the Van Gogh 
Museum, and adjacent to the Dutch 
capital’s Museum Plaza. Many years 
ago, Coster had to move out of their 
original premises in Amsterdam’s 
original diamond district due to 
major city renovations, and they 
were offered this prime location in 
its place. “It’s just great for tourist 
traffic,” Coster says. 

Gassan Diamonds also has a great 

Gassan Diamonds
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location. Back in the heyday of 
Amsterdam’s diamond industry, the 
firm’s majestic building housed a 
huge diamond polishing plant, built 
and owned by the Boas diamond 
company, where during the late 
19th and early 20th century the 
polishing wheels were powered by 
steam engines. The cutters are long 
gone, but the landmark building 
remains on one of Amsterdam 
major waterways and gets a lot of 
tourist traffic from the hundreds 
of canal boats that moor alongside 
its quay, located at the back of its 
building. In front of the building, 
a huge courtyard offers parking to 
luxury VIP cars, as well to many 
tour buses that enter the company’s 
gates every day.

But getting the tourists into their 
buildings is just the culmination 
of the process. “Different from, 
for instance, a decade ago, when 
groups made up the bulk of our 

visitor profile, these days individual 
high-net-worth (HNW) visitors 
make up about half of our visitor 
numbers,” says Diletta de Luca, 
Gassan’s public relations manager. 
“For them, it is all about the unique 
experience, and we make sure that 
is what they get: VIP treatment, 
with a private pick-up from their 
hotel – for example, Hotel de 
L’Europe or the Amstel Hotel – in 
a nice livery car. Once they have 
arrived, they are greeted with 
champagne and an offer to have 
their jewellery cleaned. They then 
get an individual tour of Gassan 
Diamonds, during which they are 
immersed in our company’s history, 
lore and tradition.”

To sustain that story and history, 
lots of work is required. “We 
operate a pretty large network to 
get tourists to come and visit us. 
Of course, group tourism remains 
an important segment. The Chinese 
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still travel in groups, and that 
demands meticulous preparation,” 
De Luca explains. 

“We are in constant touch with 
incoming tour operators, as well 
as with cruise companies that 
have Amsterdam as a regular 
stop. In addition, the company’s 
management visits luxury travel 
fairs, for example, in Russia and 
also in the Far East. We want HNW 
tourists to know about us before 
they come to Europe!” 

At Coster and Gassan, incoming 
tourist groups are given a detailed 
tour of the “factory,” which is in 
fact a showroom where a handful 

of diamond cutters 
cut and polish or 
repair individual 
stones. Once the 
tourists have been 
inducted into the 
secrets of the world 
of diamonds and 
are inspired by its 

storytelling, they are introduced to 
the jewellery showrooms located 
elsewhere on the premises.

Gassan employs a large group of 
guides and sales representatives 
who speak some 30 languages. 
As such, Brazilian tourists are 
welcomed in Portuguese, Russians 
in Russian and Chinese tourists in 
Mandarin or Cantonese. Coster 
Diamonds works in a similar 
fashion. Having members on staff 
who speak a tour group’s language 
gives these firms much greater 
advantages than just the ability to 
offer them a guided tour in their 
mother tongue. Because the guides 
are familiar with the tourists’ 
background and culture, they know 
what aspects of the tour to focus 
on, and precisely which products 
will appeal most to these potential 
consumers, Coster noted.

A few years ago, Coster Diamonds 
added an extra dimension to the 
diamond experience. The company 

Crown with Koh-I-Noor
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turned one of its four villas into a 
museum, dubbing it the Amsterdam 
Diamond Museum (www.
diamantmuseumamsterdam.nl). 
While it has been set up by a private 
company and is small, this museum 
offers a concise but interesting 
overview of the geological origin of 
diamonds, mining, and the history 
of diamond manufacturing and 
trading in Amsterdam in the past 
four centuries. Coster, personified 
by Robert Tamara, the museum’s 
chief curator, has – in my view 
– done a terrific job and created 
another small jewel. “The museum 
has given our company yet another 
dimension,” Tamara said. “Through 
it, we seek to pay tribute to our city’s 
past and the rich diamond history 
Amsterdam can draw on, as well as 
its present.”

Of course, the story would not be 
complete without a description of 
the tourists. Where are they from? 

And who buys more, the Americans, 
the Russians or the Chinese? 

Both de Luca and Coster agree that 
South Americans are becoming an 
important sector. But China and 
Russia, after an extended lull, are 
coming back. “HNW Americans 
continue to constitute an important 
target audience,” de Luca said. “They 
continue to travel, and spend,” she 
says. “The Chinese are also coming 
back,’ Coster notes.

What is different from a few years 
ago is the level of preparedness and 
knowledge these travelers come 
with. “A Chinese tourist may pull 
out his phone and show you a photo 
of a diamond jewel. He already 
knows what she wants and has the 
cash to buy it,” Coster says.

“You were wondering how we 
and, for that matter, our friends 
at Gassan, succeed in sustaining 

At Coster and Gassan, 
incoming tourist 
groups are given a 
detailed tour of the 
“factory,” which is in 
fact a showroom where 
a handful of diamond 
cutters cut and polish 
or repair individual 
stones. 
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Amsterdam’s identity as the “Diamond 
City? It is because of the city’s history 
and our storytelling that we succeed in 
preserving that identity. When we bring 
a couple in on a VIP tour, they get the 
whole story of our family’s 179 years in the 
diamond industry and trade. We make sure 
they come to identify with that story and 
that upon leaving, they want to take some 
of that experience and feeling with them. 
We like to see that happen by wrapping a 

nice piece of diamond jewellery for them to take with!” Coster 
explained. “Does it matter that we’re not really the Diamond 
City anymore? We know it, the visitors also know it, but after 
we have invited them into our story – it is now part of their 
story too! Clearly, the myth of Amsterdam’s continuation 
as a diamond center is strongly supported by our families’ 
indisputably rich and fascinating past.”

Copyright: Ya’akov Almor
A slightly different version of this article was previously 
published in the April 2019 issue of IDEX Magazine, a digital 
publication.
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Six generations of 
Asschers 
in Amsterdam 
Contrary to the Gassan or Cos-

ter companies, Royal Asscher 
Diamond is a B2B venture. 

Therefore, its doors remain closed 
to consumers, or visiting tourists for 
that matter. Headquartered in Ams-
terdam’s south, close to the Amstel 
River, the company operates retail 
stores in Amsterdam and in Tokyo. 

Founded in 1854, the Asscher 
diamond firm has made the annals 
of diamond history many times. 
The story best remembered is that 
of Joseph Asscher and the famous 
Cullinan Diamond, which was found 
in 1905. 

King Edward VII invited the brot-
hers Abraham and Joseph Asscher 
to London to decide what could be 
done with the Cullinan, the largest 
rough diamond ever to be found to 
this day. As legend has it, in 1908, 
when Joseph Asscher attempted to 
cleave the stone, he did so in front of 
a public audience. His first attempt 
broke his blade, while the stone 
remained intact. He promptly dis-
missed the crowd and began working 

on a new design for larger tools to do 
the job. One week later, armed with 
new tools and in the presence of only 
a witnessing notary, he successfully 
cleaved the stone as planned. He 
reportedly fainted immediately 
afterward.

Mike and Lita Asscher are the sixth 
generation of Asschers to operate the 
Royal Asscher Diamond Company. 
Their father, Edward Asscher, is well 
known, not only because he leads 
one of the world’s best recognized 
diamond companies, but also for the 
numerous industry organizations he 
has headed and left his mark on.
In the trade, Royal Asscher’s signatu-
re cut – the inimitable, patent-prote-
cted Royal Asscher® Cut – has made 
Asscher a household word in the 
global jewellery business. The Royal 
Asscher® Cut is considered to be one 
of the most beautiful diamond cuts 
ever created. 

Copyright: Ya’akov Almor
This article was previously published in 
the April 2019 issue of IDEX Magazine, a 
digital publication.
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A Collection Of Animals
Animals symbolize virtues, character traits, or values. They become totems when mounted on a ring, a 
necklace, a brooch or earrings. Set with emeralds or sapphires by Boucheron’s gifted artisans, animals 
become precious and exclusive companions. Hummingbird or wolf, polar bear or white swan: over 20 

different species fill the bestiary of the Collection of Animals.
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Tiffany & Co. will begin 
sharing with consumers 
the provenance (region or 

countries of origin) of its newly 
sourced, individually registered 
diamonds – a significant step for 
diamond transparency – and by 
2020, their craftsmanship journey – 
an industry first.

With its Diamond Source Initiative, 
Tiffany is tracing each of its 
individually registered diamonds 
(0.18 carats and larger) by a unique 
“T&Co” serial number etched by 
laser and invisible to the naked 
eye, and providing consumers 
geographic sourcing information 
specific to their diamond. Beyond 
general assurances of “conflict 
free,” Tiffany believes that knowing 
provenance is critical to ensuring 
its diamonds are among the most 
responsibly sourced in the
world. 

From the beginning of this calendar 
year, the company includes a 
diamond’s provenance on its 
“Tiffany Diamond Certificate” 
for individually registered 
diamonds, alongside the stones’ 
other specifications. The company 
emphasised that this type of 
information is not made available 
on other industry lab reports or by 
other global luxury jewelers. 

In 2020, Tiffany will begin sharing 
the “craftsmanship journey,” i.e. the 
location of the diamond polishing 
plant, in addition to the stones’ 
provenance.

“Diamonds, formed up to 3 billion 
years ago and brought to the earth’s 
surface by a miracle of nature, are 
symbols of the most important 
moments in our lives. There 
should be nothing opaque about 
Tiffany diamonds,” said Alessandro 
Bogliolo, Tiffany & Co.’s CEO. “Our 
clients want and deserve to know 
where their most valuable, most 
cherished diamond jewellery is 
from, and how it came to be.”

Although current diamond industry 
practices preclude the identification 
of provenance for many of the 
world’s diamonds, Tiffany continues 
to lead the industry by bringing 
a new level of transparency to its 
diamond supply chain. In cases 
where provenance is unknown – 
such as heritage stones that predate 
this policy – Tiffany will provide 
confirmation that the diamond 
was sourced with industry leading 
practices. 

Tiffany’s said its standards exceed 
the Kimberley Process Certification 
requirements for rough diamonds 
and, for polished stones, mandate 
compliance with Tiffany’s Diamond 
Source Warranty Protocol. In 
the case of one trusted supplier 
with several responsibly managed 
operations, diamonds may be 
designated ‘Botswana sort.’ The 
majority of these diamonds were 
mined in Botswana, as well as in 
select mines in Namibia, South 
Africa, or Canada. For ‘Botswana 
sort” stones, provenance is the above 
grouping of countries, procured 
as an aggregated parcel of rough 
diamonds from a specific, limited 
group of mines in Southern Africa 
and Canada.

“Tiffany & Co. has long been 
committed to diamond traceability 
and going above and beyond 
industry norms to promote the 
protection of the environment and 
human rights,” said Anisa Kamadoli 
Costa, chief sustainability officer, 
Tiffany & Co. “A transparent 
journey of responsible sourcing 
reflects the many positive and far 
reaching benefits along every step of 
the diamond supply chain.”

TIFFANY & CO. 
TO DISCLOSE 
PROVENANCE OF 
ITS DIAMONDS, 
COMMITTING TO 
FULL GEOGRAPHIC 
TRANSPARENCY
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Graff’s Lesedi La 
Rona reborn as a 
302.37-carat square 
emerald cut
Graff revealed the polished 
diamond resulting from 
the 1,109-carat rough stone 
called Lesedi La Rona. The 
302.37 carat square emerald 
cut diamond produced by 
Graff ’s craftsmen is the 
largest, highest colour and 
highest clarity diamond 
ever graded by GIA and the 
world’s largest known square 
emerald cut diamond. 

The company reported that 
its master polishers had nee-
ded 18 months of meticulous 
craftsmanship to “mark this 
historic moment in diamond 
history.”

On its website, the company 
reported that “using highly 
sophisticated software, 
custom built to tackle the 
magnitude of the Lesedi 

La Rona, Graff ’s gemmo-
logists looked deep within 
the diamond, plotting the 
natural imperfections inside 
the stone with complete pre-
cision. At first, the analysis 
of the stone concluded that a 
300-carat principal diamond 
simply wasn’t achievable. 
Laurence Graff, however, 
was convinced that it could 
be possible, and he set the 
challenge to the team of 
expert gemmologists and 
highly skilled polishers.”

“The initial incisions to 
the stone were made with 
state-of-the-art lasers. Graff ’s 
master craftsman, an expert 
in this field and a classically 
trained musician, used his 
highly attuned musician’s 
ear to listen for the smooth 
progression of the laser.”
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Senior officials of the World Diamond 
Council (WDC) provided an overview 
of the organisation’s revised System of 
Warranties (SoW), during two sessions 
on April 24, 2019, at the 13th Forum 
on Responsible Mineral Supply Chains 
of the Organization for Economic 
Cooperation and Development (OECD) 
in Paris. During the briefings, WDC 
President Stephane Fischler described 
the revised SoW as an “essential building 
block” for participants in the diamond 
supply chain towards implementing 
the OECD’s due diligence guidance 
for minerals from high-risk areas. 
Mr. Fischler is also the Immediate 
Past President of the Antwerp 
World Diamond Centre(AWDC), 
Vice-President of SBD (the Belgian 
Manufacturers Association) and 
Treasurer of the International diamond 
Manufacturers Association. 

The first of the sessions was a side event 
organised together with the Responsible 
Jewellery Council (RJC), at which the 
WDC presented its revised SoW and 
RJC explained its new Code of Practices. 
The second was a deep-dive session that 
was part of the OECD forum’s main 
agenda. Titled “Putting Commitments 
into Action,” it focused on recent 
standard-making developments in 
upstream and downstream diamond 
supply chains. 

The deep-dive session was moderated by 
Terah de Jong, a technical advisor at the 
USAID Artisanal Mining and Property 
Rights Project.

The WDC’s revised SoW was approved 
by the organisation’s Board of Directors 
in October 2018. Like the earlier version 
of the SoW, it requires all participants in 
the diamond and jewellery value chain, 
from mining companies to jewellery 
retailers, to issue warranty statements 
on their B2B invoices and memos, 
testifying that the diamonds being sold 
originated from sources in compliance 
with the Kimberley Process Certification 
Scheme (KPCS). But the statement now 
also verifies that the participants adhere 
to the revised SoW, which requires 
that they conduct a self-assessment to 
ascertain whether they comply with 
universally accepted principles on 
human and labor rights, anti-money 
laundering (AML) and anti-corruption. 

The revised SoW Guidelines specifically 
reference the UN Guiding Principles on 
Business and Human Rights, the ILO 
Declaration on Fundamental Principles 
and Rights at Work, the UN Convention 
Against Corruption, and also national 
AML guidelines that comply with the 
FAFT 40 Recommendations on Money 
Laundering for Dealers in Precious 
Metals and Stones.

WDC PRESENTS REVISED SYSTEM 
OF WARRANTIES TO OECD
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 “The revised SoW has to be seen within 
the context of a range of responsible 
supply chain opportunities being 
offered to a very diverse industry,” said 
Mr. Fischler. “The ultimate objective 
for all of us is the same – ensuring 
consumer confidence in the products 
we sell. The different systems need to be 
complementary, being building blocks 
on the road to full compliance.”

“The revised SoW is designed to support 
the KPCS, covering not only the trade in 
rough diamonds, but polished diamonds 
as well, and also trading between every 
participant in the diamond and jewelry 
value chain, and not only trade between 
participants in different countries,” 
explained Peter Karakchiev, Head of 

External Relations of ALROSA of Russia, 
the world’s largest diamond miner, who 
chaired the side event. “We are hoping 
that the KPCS will be expanded to 
include provisions related to human 
rights, labour rights, anti-corruption and 
AML, but we are not waiting for it to 
happen, and have already incorporated 
those elements in our own system.” 

Mr. Fischler and Mr. Karakchiev both 
explained that diamond companies are 
not permitted to pick and choose what 
elements to implement. “Members of 
the trade who implement the SoW are 
required to fulfill all of its elements 
depending on their size and sector, as 
they are outlined in the guidelines,” Mr. 
Karakchiev said. “The self-assessment 

Stephane Fischler addressing the deep-dive session at the OECD Responsible 
Mineral Supply Chain forum.

Marie-Chantal Kaninda, WDC Executive Director, during the side event at the 
OECD forum.

The first of the sessions was a 
side event organised together 

with the Responsible Jewellery 
Council (RJC), at which the 

WDC presented its revised SoW 
and RJC explained its new 

Code of Practices.
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toolkit that is being developed will help 
them do that.”

It should be noted that implementation 
of the SoW is already required by a range 
of industry bodies, including RJC, the 
World Federation of Diamond Bourses 
(WFDB), De Beers’ Best Practice 
Principles and CIBJO’s new Responsible 
Sourcing Blue Book. 

To assist in the implementation of the 
new SoW, WDC is a creating a toolkit 
based on self-assessment questionnaires, 
which will assist members of the 
industry in properly evaluating how 
they are complying with the process. It 
will take into consideration the stage or 
stages of the diamond and jewelry value 
chain in which the member is involved, 
the size of the member’s business, 
and whether the member is already 
compliant with other due diligence 
systems, like that of the Responsible 
Jewellery Council.

WORLD DIAMOND COUNCIL

The World Diamond Council (WDC) is an 
industry organization focused on preventing 
conflict diamonds from entering the global 
supply chain and on preserving the value 
attached to natural diamonds. Formed 
in 2000, it is the only organization where 
the diamond trade is represented in full, 
from producer to retailer, and includes the 
most influential commercial businesses, 
not-for-profit organizations, and individual 
companies in the industry today. The WDC 
is the voice of the international diamond 
industry in a tripartite collaboration with 
governments and civil society known as the 
Kimberley Process (KP). The KP secures and 
manages monitoring processes that have 
virtually eliminated the trade in conflict 
diamonds to ensure that the world’s supply 
of diamonds is from sources free of conflict. 
Visit www.worlddiamondcouncil.org to learn 
more.

Peter Karakchiev, who chaired the side event at the OECD forum. 

WDC Board Member Feriel Zerouki, speaking during the side event at the 
OECD forum.

NEWS



Summer 2019 | World Diamond Magazine

39



WORLD
DIAMOND 
MAGAZINE

World Diamond Magazine | Summer 2019

40

Istanbul Jewelry Show – March 2019 
hosted record number of visitors with 
30,741 professionals from 123 countries

The Istanbul Jewelry Show (IJS), which is recognised as one of the top five jewel-
lery exhibitions in the world, concluded on Sunday, March 24, 2019. Organised by 
UBM Rotaforte, the 48th edition of IJS presented the latest products and services 
of more than 1,250 companies and brands from 24 countries, with 30,741 sector 
professionals from 123 countries attending.

The Istanbul Jewelry Show – March 2019, which is 
recognised as one of the top five jewellery exhibitions 
in the world and the first and only jewellery specific 

exhibition in Turkey, ended on Sunday, March 24, 2019. No less 
than 30,741 sector professionals from 123 countries visited the 
show, where 1,250 companies from 24 countries exhibited their 
latest products and services. 

The biggest buyer delegation programme was executed under 
the sponsorship of the Turk Ekonomi Bankasi (TEM), which 
has been fulfilling the short and long-term needs of the 
jewellery sector for more than 20 years. Within the scope of 
the programme; more than 1,500 buyers from over 65 target 
countries were hosted. Master and young designers exhibited 
the trending products for the jewellery and fashion jewellery 
markets of 2019-2020 at the Designer Market. 

The world jewellery sector’s eyes were all on Istanbul…

As the years ago by, the interest of the global jewellery business 
community in Turkey’s jewellery industry and trade keeps 
expanding. As a result, the number of foreign visitors to the 
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This year, the world 
jewellery sector’s interest in 

Turkey hit a record level
Sermin CENGİZ 

UBM Rotaforte Founding Partner 

Istanbul Jewelry Show continues to grow. 

In March, the number of overseas visitors to the March 2019 
exhibition grew with nine percent. The exhibition, which 
registered a 15 percent increase in the number of European 
visitors, also saw an increase of eight percent from the 
Commonwealth of Independent States countries, including 
Russia. Compared to the exhibition of March 2018, the number 
of the visitors from the North Africa region increased with nine 
percent.

Initiated to boost exports, find new markets for export products 
and maintain market share, the Buyers’ Delegation Programme 
is organised by the Istanbul Mineral and Metals Exporters’ 
Association (IMMIB) General Secretariat, the Turkish Jewellery 
Exporters Association (JTR) and UBM Rotaforte, under the 
coordination of the Republic of Turkey Ministry of Trade.  

The Buyers’ Delegation Programme is now the biggest buyer 
delegation programme in the Turkish exhibition sector. Some 
1,500 buyers arrived from 65 countries in Europe, the Middle 
East, North America, South America, North Africa and the Far 
East, providing new opportunities for business and cooperation 
to the exhibiting companies.

New exhibitors at the exhibition
At IJS, 1,250 jewellery companies and brands from 24 countries 
exhibited a wide range of product groups and sectors including 
gold, jewellery, diamonds, coloured gemstones, pearls, silver, 



WORLD
DIAMOND 
MAGAZINE

World Diamond Magazine | Summer 2019

42

silver accessories and silver household items, semi-mountings, 
watches, jewellery models and moulds, shop window decorations, 
machinery and equipment, safes, software, logistic services and 
lighting product groups. A total of 103 new exhibitors, 78 domestic 
and 25 foreign, participated in IJS.

ISDJ offers the latest jewellery designs for 2019-2020
The Turkish jewellery industry presented the trending designs 
and collections for 2019-2020 to jewellery buyers from all 
around the world. Turkey has earned a global reputation with the 
manufacturing of uniquely designed products for third parties, 
also by means of contract manufacturing. The Designer Market 
has brought both young and master jewelry designers together at 
the March show. Here, the designers attracted great attention by 
exhibiting their own designs and jewelry.

Sermin Cengiz: “This year, attendance at IJS has record 
levels” 

UBM Rotaforte’s Founding Partner Sermin Cengiz said: “We are 
very happy to have successfully set the agenda of the world jewellery 
sector and its professionals for the 48th time under the sponsorship 
of TEB. Organised in March and October, the Istanbul Jewelry Show 
provides a platform for the realisation of almost 80 percent Turkey’s 
jewellery exports. There is a perceived increase in the number 
of visitors to shows in the last three years. Turkish companies 
provide the biggest contribution to this trend. The ability of Turkish 
companies to produce a wide range of products and services at 
different price ranges for various markets and Turkey’s jewellery 
history of 7,000 years has placed our country among the top 
countries of the world jewellery sector. Supported with promotional 
activities throughout the year, the Turkish jewellery sector increased 
its success in exports. According to IMMIB data, jewellery exports 
from Turkey increased by 81 percent between 2016 and 2018 and 
reached $4.4 billion. We expect our exports to reach $6 billion 
following the meetings and agreements conducted at our shows in 
March and October.”



Summer 2019 | World Diamond Magazine

43



WORLD
DIAMOND 
MAGAZINE

World Diamond Magazine | Summer 2019

44

Turkish Lanterns
These are the creations by Tekin Seyrekoğlu Jewelry, an Istanbul-based 

company that is looking to further expand in the global market. 
These pieces were inspired by the old-style lanterns with their 
flickering light that cuts through the shadows of the Turkish 
nights. 

These are the memories from  Tekin Seyrekoğlu’s childhood 
that have resulted in “Candle Lanterns,” a unique collection 
of precious jewels that bring traditional motifs to sumptuous 
necklaces and rings in various shapes and colours. This is the 
latest chapter in a story that began many years ago when the 
company’s founder lost his father as a child and had to get to 
work. He soon learned the trade and opened a small jewellery 
workshop in Istanbul with a partner when he was only fifteen 
years old. The company has produced recognisable designs 
since its beginnings, combining quality materials with a unique 

style that relies on traditional cultural elements re-interpreted 
in a contemporary way. 

The company works to constantly improve its craftsmanship 
and expertise. Today, it is an important name in Turkish 
jewellery, and takes part in Vicenzaoro as well as the most 
important industry events. 

Its jewellery creations – rings, bracelets, earrings and pendants 
– are sold in different colours of 14-,18- and 21-karat gold, and 
sold in about 650 of the most exclusive stores throughout the 
world. The next objective for Tekin Seyrekoğlu’s company is to 
expand into additional international markets, in collaboration 
with other renowned Turkish and international brands.
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Growing up in Turkey, becoming a jeweller was far from the thoughts and dreams of a young Gurhan Orhan.  Instead, always 
the “discoverer,” Gurhan pursued a variety of eclectic interests which included building hi-fi equipment, making watches in 
Switzerland and even operating a rock bar in Turkey. It was only when he held a piece of 24-karat gold that his passion for 

jewellery was born. It was in this sheet of shimmering metal (still carried in his wallet today!) that Gurhan envisioned a unique 
brand of jewellery, transcending simple design, a brand connecting his customer with the values of ancient cultures.

Often referred to as a maverick, Gurhan defied the common wisdom advising him against working in 24K gold. 

“It’s too soft,” he was told. 

“It’s too heavy and customers will never buy it,” he heard time and time again. 

But Gurhan disagreed and studied the ancient craftsmen who were responsible for producing some of the world’s most 
magnificent and precious creations. By incorporating their techniques, Gurhan developed his own unique method of design and 

began producing designs that quickly gained popularity in the shops and bazaars around Turkey.
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GURHAN THE BRAND
Shortly after Gurhan began his 

fledgling business, Fiona Tilley, an 
Australian business woman traveling 
on vacation, discovered the jewellery 
and was instantly enthralled with the 

hand-crafted quality and evocative 
beauty. Fiona laughingly admits to a 

bit of stalking, but when the two finally 
met, they discovered a host of common 

interests, including their passion for 
the artisanal design found in ancient 

cultures.

Today, Gurhan is known for 
reincarnating the use of 24-karat 

gold in modern fine jewellery design. 
Together with his wife and business 
partner Fiona, they operate Gurhan 

Enterprıse, which includes retail, 
wholesale and private label, from their 

Manhattan headquarters. Gurhan 
can also be found many days in his 

beloved atelier in the trendy Tribeca 
neighborhood of New York City.  It 
is here, hammer in hand, that the 

renowned designer spends his time 
putting the finishing touch on a 

client’s custom design, or envisioning 
his next One-of-a-Kind. Unlike 

many others, Gurhan is one of the 
few award-winning designers who 
continues to work on a daily basis 

with his customers. It is this intimate 
and emotional connection that sets 
him apart as a designer who truly 
understands what women want 

and earns him the reputation as a 
Renaissance Man.

HOW IT'S MADE
Shortly after Gurhan began his 

fledgling business, Fiona Tilley, an 
Australian business woman traveling 
on vacation, discovered the jewellery 
and was instantly enthralled with the 

hand-crafted quality and evocative 
beauty. Fiona laughingly admits to a 

bit of stalking, but when the two finally 
met, they discovered a host of common 

interests, including their passion for 
the artisanal design found in ancient 

cultures.
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IN MEMORIAM
EHUD LANIADO
During the past years, readers of the World Diamond Magazine have often 
enjoyed the insightful contributions by Ehud Laniado about the global 
diamond industry and trade. It was with great sadness that we heard of Ehud’s 
untimely death this past March. Below we publish a short tribute to Laniado, 
as published on Laniado’s website.

PROFILE
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Ehud Laniado passed away on March 2, 2019. It is hard to digest this 
news from someone who made a lasting impression during his lifetime. 
His writings on the diamond industry over the years are reminiscent 

of his desire to share his thoughts on the diamond industry, which remain as 
relevant today as when first published. 

During the past five years, Ehud often discussed the need for the diamond 
industry to act in unison to address some of its most pressing challenges. 
As a first step, there is the need to ask the right question, starting with what 
explains the decline in consumer demand. 

This past February, right after Valentine’s Day, he stated: “Consider the 
following: diamond jewellery sales are not as good as they used to be. The 
decent margins wholesalers and retailers used to have on diamonds have 
withered. While luxury sales are growing, diamond jewellery sales are losing 
market share in the category. Consumers are losing interest in traditional 
diamond jewellery, opting instead for alternatives such as lab-grown. 
Considering all this, my question to the industry is “what are we doing to turn 
this around?” 

Ehud sought to enlist the diamond industry to examine the steps that brought 
us to this point, from the decline in marketing to the limited attention to 
evolving consumer needs. These trends, which Ehud explored in depth, led 
to a decline in consumer demand for diamond jewellery and a rise in interest 
in alternatives. From other luxury items such as vacations and handbags to 
different stones to set in jewellery, including precious stones and lab-grown. 
According to Ehud, our diamond industry partly brought the decline on itself.

Ehud Laniado always believed that the diamond industry 
could change its course and generate renewed consumer 
interest in diamonds. Ehud envisaged three demand 
directions for polished diamonds, each fulfilling a certain 
need, each addressing different budgets, and each fitting 
different economic approaches to buying diamonds.

In Ehud’s words: “The future vision of diamond consumption should have 
three parts: The traditional market of diamond jewellery. With a popular price 
point and made from the cheaper part of diamond production, can compete 
with other gifts in the shops. The second is that of fine and high-end diamond 
jewellery. These niche market items are expertly designed and are fit for the 
bridal and the luxury sector. The third venue, and the one with a growing 
importance, is diamonds for wealth perseveration - a tool to store value. These 
diamonds will be bought and treated specifically for that purpose and with a 
new methodology that is based on the economy of rarity.”

This vision builds on the existing diamond markets to create a new one, to 
continue strengthening the current offering of diamonds as a component 
in jewellery, while taking diamonds beyond that point. Ehud believed that 
as only a component of the jewellery industry, the diamond market was not 
taking advantage of other opportunities. He firmly believed that the diamond 
industry must carve out its own destiny.

Ehud’s vision for three venues was driven by his belief that their fundamental 
characteristics which have possessed people’s admiration such as their rarity, 
have not changed, but have perhaps gotten somewhat lost along the way. It 
was also grounded deep in the co-existence of multiple venues found in other 
commodities, such as gold and art, which are used both as adornment and for 
wealth preservation. 

Ehud Laniado always believed that the diamond 
industry could change its course and generate 

renewed consumer interest in diamonds.
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Yamachi Jewellery; 
Elegance Made in Turkey

Since 1965, from a jewellery manufacturing workshop to a true icon of contemporary luxury.

The brand Yamachi Jewellery had its beginnings in 1965, 
when was established as a jewellery manufacturing 
workshop and a wholesale store in the Grand Bazar, and 
as a retail store in Nishantashi, the jewellery quarter of 
the Sisli District, on the European side of Istanbul, just a 
few steps from the famous Topkapi. 

Within a few years, the company became a high-end 
brand in Turkey’s jewellery industry and a true icon of 

the contemporary luxury “Made in Turkey.”  It stands out 
with its unique designs and quality, thanks to a strong 
fashion team that always aims to create complete sets 
and parures, mixing elegance with modern jewellery 
design trends. 

Like the pieces of the latest collections, with rings and 
bracelets, in yellow or red gold, and set with laser-cut 
diamonds.

COLLECTIONS
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LUXURY GROUP LVMH 
REPORTS JEWELRY 
REVENUE GROWTH IN Q1

he Watches & Jewelry business 
group of LVMH Moët Hennessy 
Louis Vuitton recorded revenue 
growth in the first quarter of 
2019, driven by the performance 
of its jewelry, though the group 

lagged behind other product categories. 
Bvlgari is said to have "made strong 
progress" in its own stores.

Reported revenue for the category 
increased 9% in Q1 2019 to €1.05 billion 
($1.18 billion) from €959 million ($1.08 
billion) in Q1 2018, with organic growth 
(minus the effect of currency rates) rising 
by 4%. LVMH as a whole recorded revenue 
of €12.5 billion ($14.14 billion) for the 
first quarter of 2019, an increase of 16%, 
while organic growth was 11% compared 
to the same period of 2018. The company 
pointed to "the buoyant environment of 
the beginning of this year, albeit marked by 

geopolitical uncertainties" to account for its 
strong performance. They said the trends 
observed in 2018 continued throughout the 
first quarter, with all geographic regions are 
experiencing good growth.

Bvlgari's success was driven by its iconic 
jewelry lines Serpenti, Divas’Dream, 
Lvcea and its new Fiorever collection. 
Chaumet unveiled its new Liens Evidence 
creations in gold and diamonds. LVMH 
notes that, "The innovative products 
presented by LVMH’s watch brands at the 
Baselworld Watch & Jewelry Fair were 
very well received, including Hublot’s 
Classic Fusion Ferrari GT watch, Bvlgari’s 
Serpenti Seduttori and Octo Finissimo 
Chronograph GMT Automatic watches, 
TAG Heuer’s connected watch model for 
golfers, and Zenith’s new Defy Inventor 
and Defy El Primero 21 Carbon models."

T
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GLOBAL WARMING
Colourful flowers that beautify our world, lilacs 

as the subjects of songs, red roses as an expression 
of our love, tulips as the symbols of magnificence, 
elegant orchids, water lillies, night pleasures, bees 
making honey, butterflies each of which are colour 

symphonies, cicadas, dragonflies and birds are 
going to extinct and future generations will only 
know them in old pictures  - and gold jewellery. 

Please treat nature well and become more sensitive 
about global warming.
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Turkey’s biggest jewellery chain, 
Atasay, launched its first-ever 
store in Qatar at Doha Festival 

City (DFC), Qatar’s preferred shopping 
destination, with the Qatar Exclusive 
Capsule Collection, a handcrafted 
selection of fine jewellery inspired by the 
country’s landscape.

The opening was attended by the Turkish 
Ambassador to Qatar, Fikret Özer, who 
cut the new store’s ribbon alongside 
the famous Turkish star Meryem Uzerli 
(Hareem el Sultan), the brand ambassador 
and face of Atasay. The guest of honours 
were accompanied by the owner/president 
of Atasay Group, Cihan Kamer, Atasay 
board member, Çiğdem Kamer, the CEO, 
Atasay Kamer, and senior management 
of DFC. 

Atasay Kamer, CEO of the Atasay Group, 
said: “We are very happy to be opening 
the first ever store for our brand in 
Qatar at DFC. The exclusive collection 
we are featuring for this occasion, is 
a celebration of the great bond that 
connects the peoples of Qatar and 
Turkey.”

Robert Hall, General Manager of DFC, 
said: “As a preferred retail destination, 
DFC is proud to be the choice of Atasay 

Group for their Qatari debut. This only 
conveys the confidence global brands 
have in the experience we provide at the 
mall for both retailers and shoppers.” 

Atasay designed an exquisite capsule 
collection exclusively for Qatar. Inspired 
by the breathtaking landscape of the 
country, the collection features an elegant 
range of bracelets, necklaces, rings and 
earrings in high carat gold, showcasing 
unique motifs and designs that refer back 
to prominent local characteristics. This 
collection will be available exclusively at 
DFC.

Symbolising the harmony between 
water and desert, the collection offers 
a selection of pieces in gold with subtle 
hints of turquoise. The delicate pink 
quartz and rose gold pieces are drawn 
from the stunning colourful sunsets in 
the city.

Designs are sophisticated and elaborate 
to represent the architecture of Qatar, and 
other historical elements using pearls. 
The abundant sun of the country inspires 
a beautiful pair of circular flower earrings 
in gold, while a necklace and ring set with 
concentric floral patterns in turquoise 
and yellow gold, are meant to reflect the 
cultural diversity of the region.

We are very happy 
to be opening the 
first ever store for 
our brand in Qatar 

at DFC. 

Turkey's biggest jewellery chain Atasay 
opens a new store in Doha, Qatar
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300 MILLION DOLLARS OF JEWELLERY 
EXPORTED IN MARCH

TURKEY EXPORTS $825 MILLION OF JEWELLERY IN THE FIRST QUARTER OF 2019

In March 2019, the Turkish Jewellery Exporters' Association (JTR) exported $300 million 
worth of jewellery. While the Middle East and Asia was the most important export target 
market with $119.8 million of exports in March, the United Arab Emirates became the 
most exported destination with $83.7 million. In the first quarter of the year, total exports 
amounted to 825 million dollars.

There is 26 percent exports increase in March 2019
Speaking about the industry’s performance in the first quarter of the 
year, JTR Chairman Mustafa Kamar said: “When we speak on behalf of 
JTR, we always argue that as a sector that exported $4.4 billion in 2018, 
the jewellery sector is a strategic sector and should be declared as such, 
too. In 2018, with an increase of 35 percent in exports, we were succes-
ful in more than one aspect of our efforts. During the first quarter, the 
volume of our exports - i.e. the weight of the jewellery exported - incre-
ased significantly! In March, we achieved a 26 percent increase in value. 
Clearly, we are continuously working to make more contributions to 
the country’s economy!”

Other export destinations
Exports to the European Union came to $50.2 million; to North Ameri-
ca $ 31.4 million; to other Asian countries $41.9 million; and to North 
Africa $25.5 million.
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AS GLOBAL DEMAND FOR DIAMONDS 
RISES, MARKET PRICES WILL IMPROVE
During recent months, diamond mining stocks have felt like a vortex that 
takes your money and does not give it back, says diamond market analyst 
Paul Zimnisky. But things are not as bad as they may seem.

A basket of modified-market 
cap weighed independent 
diamond miner stocks was 

down 14 percent in the first quarter of 
2019, following a decline of 29 percent 
in 2018 and a decline of 17 percent in 
2017. While apathetic rough diamond 
prices, and downright weakness in 
smaller, lower-quality categories, has 
impacted miner profitability in recent 
years, investor concern over the threat 
of lab-grown diamonds has significant-
ly weighed on stock prices.

During Alrosa’s Capital Markets Day in 
March, the company said the one ques-
tion that it gets asked most frequently 
during one-on-one meetings with insti-
tutional investors is: how much will “sy-
nthetic” diamonds impact the diamond 
mining business? The same week, on a 
Mountain Province Diamonds analyst 
call, during the question-and-answer 
session, a portfolio manager blatantly 

shared his view that lab grown diamon-
ds (LGDs) will ultimately doom the 
natural diamond industry, a view that 
has been shared by other professional 
investors as well.
Recently diamond mining stocks have 
felt like a vortex that takes your money 
and does not give it back, so investor 
frustration is understandable. However, 
it starting to feel as if investor sentiment 
is leaning towards the notion that the 
independent diamond mining industry 
will not survive, which seems like an 
overreaction. 

LGDs will inevitably take some market 
share from natural diamonds, especially 
at the lower price points, just as mois-
sanite and cubic zirconia did, however 
the extent is yet to be determined and 
will most likely depend on the success 
of marketing by not just the lab-created 
industry but also the natural industry, 
which has a very resilient history.

For years natural diamonds 
have been the envy of 

the luxury industry. The 
penetration of diamonds is 

unmatched, it is the one luxury 
item that most women, in 

American at least, will be gifted 
in their lifetime.

By Paul Zimnisky

ANALYSIS
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For years natural diamonds have been 
the envy of the luxury industry. The pe-
netration of diamonds is unmatched, it is 
the one luxury item that most women, in 
American at least, will be gifted in their 
lifetime. However, maintaining such an 
overwhelming market position is almost 
as difficult as building it, especially in 
the post-De Beers monopoly era in 
the absence of “A Diamond is Forever” 
campaign. 

While the challenge of maintaining mar-
ket penetration in the industry’s most 
developed markets is somewhat offset by 
growth in emerging markets, especially 
China and India which have the potenti-
al to eventually overtake the U.S. market 
in size, the diamond industry undeniably 
faces aforementioned confrontation. This 
said, the natural diamond industry se-
ems far from going away any time soon.
Natural diamond supply is estimated to 
come off some five million carats this 
year and continue to incrementally dec-
line through at least 2021, which should 
be supportive of diamond prices and 
thus the miners. Weaker prices over the 
last five-plus years have led to a natural 
paring of supply which is approaching 
more normalised levels after reaching a 
post-global-financial-crisis high in 2017. 
On the demand side, despite various 
global macro-economic concerns, global 
demand for natural diamonds appears to 
be relatively stable. The largest jeweller in 

the world, Tiffany & Co. recently guided 
sales increasing at a “low-single-digit 
percentage” in the 12 months ending 
January 31, 2020. Further, the largest 
jeweler in Greater China, Chow Tai 
Fook, opened a record number of new 
stores in the most recent fiscal year en-
ded March 31, 2019, an undeniable bid 
of confidence in the growth potential of 
that market. Importantly, neither Tiffany 
nor Chow Tai Fook offer LGDs.

While investor sentiment drives the 
valuation portion of stock prices, 
fundamentals such as diamond prices 
achieved at market and operational 
effectiveness at the mine level are what 
ultimately lead to the success or failure 
of a company. Seemingly stable global 
demand for natural diamonds and an 
apparent favorable supply picture should 
be supportive of diamond prices and the 
companies producing them, especially 
those with de-risked mining operations 
and a manageable debt load.

About Paul Zimnisky
Paul Zimnisky is an independent dia-
mond industry analyst and consultant 
based in the New York City metro area. 
He can be contacted at paul@paulzim-
nisky.com and followed on Twitter @
paulzimnisky. More information can be 
found at www.paulzimnisky.com. 

Importantly, neither 
Tiffany nor Chow Tai 

Fook offer LGDs.
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ISTANBUL CAN BE THE CENTER 
OF THE WORLD GOLD TRADE

In an interview about Turkey's place in the global jewellery market, Ayşen Esen, CEO of 
Istanbul Gold Refinery, one of the top ten refineries among the world's leading 68 gold 
refineries and accredited by the LBMA (London Bullion Market Association), said that 
Istanbul could be the centre of the world gold trade. The Turkish acronym of Istanbul 
Gold Refinery is IAR.

How can you evaluate the Turkish jewel-
lery industry?
Turkey itself is quite a big market with 
a population of 80 million. The size of 
the domestic market is good for $10 
billion. The annual exports of the sector, 
together with sales in the tourist regions, 
approach the $7 billion mark. There are 
30,000 retail jewellers and 5,000 jewellery 
manufacturers in Turkey and more than 
1000 of these manufacturers are located 
in Turkey’s the biggest production center, 
Kuyumcukent.

Where does Istanbul Gold Refinery stand 
in this framework?
Turkey is a jewellery manufacturing hub 
and we fulfill the role of the locomotive 
for the development of our sector. We 
operate at the heart of the jewellery in-
dustry and trade. A very important part of 
the gold processed in the sector is refined 
in our facilities and again inserted  into 
the production system of thousands of 
companies in the sector. At the same time, 

Gram Gold, which is produced in our 
facilities, is sold in thousands of stores. 
Our sector is the 16th largest industrial 
establishment in our country. We became 
Turkey’s largest gold exporter in 2018. 
Our other brand, Gram Gold, became the 
third firm to register the highest recogni-
tion rate. Gram Gold rose to the 146th po-
sition among of Turkey’s largest industrial 
establishments.

What role does your firm play in Turkey’s 
economy?
Gold plays a very important role in 
Turkey’s economy in general. In Turkey, 
people like invest their savings in gold. 
About 5000 tonnes of gold are in the 
public’s private hands, held as savings. 
Most of that gold, which represents a lot 
of value, was produced by the Istanbul 
Gold Refinery. As such, we have inserted 
many tonnes of gold into the economy, in 
cooperation with Turkish banks. In ad-
dition to producing and selling gold as a 
financial instrument, we are the company 
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Istanbul Gold Refinery is one of the top 10 refineries in the 
world's top 68 gold refineries, accredited by the LBMA.

We are the first 
and only company 

that its products 
are accepted by 

COMEX in Turkey. 
Furthermore, we 
are accredited by 
institutions such 

as DMCC and 
IPMI. Gold from all 
around the world is 
being refined in our 

facilities.

that offers economic management as an econo-
mic policy tool. Our gold-based lease certificate 
and our gold-based bond practices are some of 
the projects that we offer to our government.

How has IAR developed since it was founded?
The Istanbul Gold Refinery was established in 
1996 by the government with the contribution 
of The Undersecretariat of the Treasury and the 
Istanbul Gold Exchange. In 2002, we bought the 
majority of the shares of this company. Some of 
our shares are still owned by the state. We were 
the first official gold refinery firm to appear on 
the list of gold refineries of the Undersecretariat 
of the Treasury. In 2007, we became members 
of the Dubai Gold Exchange, the heart of gold 
trade. In 2011, we became accredited by  the 
Union of London Bullion Markets (LBMA) and 
as such we are now on the World’s Best Refine-
ries List. We are currently ranked amongst the 
68 largest companies in the world within the 
“Good Delivery List.” We are the first and only 
Turkish company which products are accepted 
by COMEX in Turkey. Furthermore, we are 
accredited by institutions such as DMCC and 
IPMI. Gold from all around the world is refined 
in our facilities.

Cooperation with Real Madrid
We are also one of the world’s largest manufa-
cturers of micro-ingot gold. Various weights of 
gold bullion and silver produced in our facilities 
are in demand all over the world. We are also 
signing important agreements for collaboration 
on this issue. We have partnerships with many 
big brands, including Real Madrid!

What position does IAR hold in the world as a 
gold refinery?
We have made great progress and I think we’re 
going to do even better, because Turkey in 
particular offers many advantages. First, there 
is our ideal geographical location, a bridge, in 
many ways and fashions, between the European 
and Asian regions. Then there is the important 
role of Turkish Airlines, which connects us to 
the entire world. Of course, anyone who gets to 
know us, has visited us and has experienced our 
facilities, understands our power and potential. 
For example, gold from a mine in Canada can be 
delivered to our facilities on the same day thanks 
to Turkish Airlines. If they want to produce gold 
coins, we can produce those after refining the 
gold, since we apply the world’s highest quality 
standards in gold refining in our facilities, with 
the appropriate LBMA certification.  They then 
can be shipped   back to Canada with Turkish 
Airlines the next day. Turkey can be reached, 
from any place on the globe, within a day. As a 
global company, our country and IAR’s location, 
our central position and as one of the world’s 
most recognised refineries, the whole world is 
now our target market. In this context, from 
India to the Americas and from the Far East to 
Europe; all countries, refineries and precious 
metal companies which comply with the prin-
ciples of responsible sourcing are included in 
our target markets.
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Aleah Arundale is a 3rd generation GIA Graduate Gemologist, a 5th generation jeweller 
turned loose diamond wholesaler and the founder of the immensely popular Jewelers 
Helping Jewelers Facebook page. Selling diamonds on the road lets her share great ideas 
from hundreds of different jewelers from all over the country. Sign up for her Jewellery 
Sales Tips Newsletter by e-mailing her at Aleah@olympiandiamonds.com or calling 800-
882-8900. “We are all in this jewellery business together, lets help each other!”

ABOUT 
ALEAH 

ARUNDALE

Why people think your competition 
has lower diamond prices?
People think other 

jewellers are cheaper 
because they tell a better 

story than you do! 

Price does not matter!

As strange as it sounds, the 
price of the diamond does not 
matter. 

Shoppers may tell you they 
saw a cheaper diamond 
somewhere else, but the more 
likely truth is that they are not 
sure what they saw. 

Even two one-carat diamonds, 
each with a GIA report that 
grades them both as G, SI1, 
can sell for prices that differ 
thousands of dollars! 

How can the customers 
compare? 

Don't be fooled!

Most customers really don't 
understand what a diamond 
costs. 

So, when they say they saw 
one cheaper, we both know 
that might not be true. 

Shoppers buy stories

What shoppers do know is 
which diamond seller tells a 
better story! 

For example: "My diamond is 
cheaper because its an estate 
buy."

Or "I partner with a diamond 
dealer in Chicago."

Or "I hand-select each 
diamond before it goes to 
market." 

To win the sale, you don't 
need to be cheaper, just be the 
better story teller.

A study by Anne Bowers that 
was published earlier in  JCK 
Magazine proves that people 
pay different prices for the 
same item based only on the 
story! 

She ran the following 
experiment. She listed three 
rings for sale. The listings 
were identical except for one 
thing: the story. 

In one she said: she was 

selling the ring because she 
got divorced. 

Another said: she was selling 
the ring because she worked 
with her hands. 

The third said: I'm a jewellery 
store and we have excess 
inventory.

On average, for the ring from 
the store, people were willing 
to pay about $820. the one 
with the "hands" got $780. 
The ring from the divorce got 
$557.  

Same ring, same diamonds, 
but what people really buy is 
the story!

“We have steadily raised 
our repair prices 50 to 100 
percent, with almost zero 
lost business. We've had to 
explain why we are worth 
it to a few customers but, 
for the most part people are 
willing to pay higher prices. 
I think most jewellers would 
be surprised that their base 
is willing to pay more." said 
Matt Lang, a retail jeweller. 

"We have been in business 
25 years. We doubted that 
people would pay almost 
double for repairs when we 
raised our prices. We were 
wrong. People we're happy 
to pay knowing their job 
would be done right. We 
made $100,000 more last year 
just in repair alone than the 
previous year with a fewer 
jobs," Brandon Mott, another 
retailer, said. 

 Conclusion 

All that matters is the feeling 
of a deal you all know we sell: 
feelings, right?

We are not in the jewellery 
business, we are in the love 
business. so if we are in the 
feeling business, shouldn't the 
feeling of a deal matter more 
than the actual price?

It should!

To create the feeling of a deal 
you don't need to lower your 
prices, just do better at telling 
your emotional story why 
you are the best place to buy 
jewellery.

RETAIL
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Zen Diamond again was Turkey’s leading manufacturer and exporter of 
diamond jewellery in 2018, according to data published by the Turkish 

Jewellery Exporters’ Association (JTR). In 2018, the Turkish jewellery sector 
grew with 35 percent compared to 2017, as the industry exported jewellery 

valued at $4.4 billion. 

Zen’s market share is such that 
buyers often ask for “Zen diamond 
jewellery,” while at the same time 

they do not specifically mean to ask for 
the company’s products in particular. 
As such, Zen diamond jewellery’s name 
has almost become a generic monniker. 
This should not come as a surprise since 
during the past 11 years, Zen had won 
the title of Turkey’s leading diamond 
jewellery exporter no less than eight 
times!

As Europe’s leading diamond jewellery 
manufacturer in volume, Zen Diamond 
offers the widest selection of diamond 
jewellery models. Its broad product 
offerings cater to almost all design 
categories and budgets.

In addition to the - indispensable - 
classics such as solitaires, necklaces 
and diamond wedding rings, the 
firm produces a wide choice of other 
diamond jewellery designs and models.

Zen Diamond also manufactures 
men’s jewellery. It offers diamond 
watch collections, as well as diamond 
accessories such as tie pins, cufflinks, 
writing tools pencils, wallets and belts.

Forevermark, the diamond brand of the 
De Beers Group, the world's leading 
diamond miner, has entered into 
alicensing partnership with a number 
of carefully chosen jewellery companies 
worldwide that meet its high standards. 
In Turkey, Forevermark only selected Zen 
Diamond as an authorized Forevermark 
Jeweler.

Each year Zen Diamonds brings its 
designs to the international arena by 
participating in the most important 
jewellery fairs in the world. Zen Diamond 
follows and applies fashion trends in the 
world by closely monitoring the new 
models with its sales offices wordlwide. 

Turkey’s leading diamond jewellery exporter:  
ZEN DIAMOND

Emil GÜZELİŞ 
Chairman - Zen Diamond
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When reporting on 
crimes committed 
against the gem 

and jewellery industry, 
statistics bear out a yin and 
yang effect. The number of 
crimes is down, but the dollar 
values of these incidents went 
up with more luxury watch 
stores being hit (a crime 
that is on the downtrend). 
Robberies and burglaries 
have dropped significantly for 
stand-alone jewellery stores 
but have increased sharply for 
mall-based and strip center 
jewellers.

With ancient Chinese 
philosophy in mind, there 
are interconnected and 
interdependent reasons for 
these changes, as explained 
by Jason Johnson, loss 
prevention account manager 
for Jewelers Mutual during 
trade show presentations last 
year. Much of the information 
Jason presented was a 
combination of jewellery 
industry crime statistics 
gathered by the Neenah, 
WI-based insurance company 

along with statistics compiled 
by the Jewelers’ Security 
Alliance (JSA).

“The purpose of the 
presentation was to give an 
overview of the different types 
of crimes and where they 
are occurring,” says Jason. 
“After a series of criminals 
being arrested in 2014 and 
2015 there was a significant 
reduction in the number of 
robberies and off-premise 
losses.” 
Crime reductions are 
always welcome news, but 
a reprieve is usually short 
lived as criminals look for 
different ways to commit their 
illegal deeds. During Jason’s 
presentations he added that 
there has been a significant 
increase in on-premise 
thefts including distraction 
thefts, sneak thefts as well 
as grab and runs. Equally 
important findings indicate 
security risks and the losses 
resulting from crimes against 
jewellery stores have shifted 
from stand-alone stores and 
downtown city centres to 

malls and strip centres.

“For years, malls and strip 
malls have had significantly 
less losses than stand-alone 
jewellery stores,” says Jason. 
“As security protocols have 
been upgraded to prevent 
losses at stand-alone jewellery 
stores through the use of 
controlled access systems, 
camera systems with 
recorders and armed guards, 
criminals have turned their 
attention to malls and strip 
malls which have less security 
measures in place.”

Most malls, according to 
Jason, have a number of 
service corridors, entrances 
and exits, easy access to 
highways, and the ability 
to case jewellery stores 
undetected from a safe 
distance. And, a huge benefit 
to mall jewellery store robbers 
is the ability to “get lost” in 
a crowd of shoppers as they 
leave the store and ultimately 
the mall itself.

During his industry overview 

seminars in 2018 Jason 
provided retail jewellers with 
a number of tips, starting 
with surveillance cameras. 
Although it is customary to 
have a number of cameras 
located near or on ceilings, 
jewellery store owners should 
consider some cameras 
pointing at face levels. In the 
event of a robbery or break 
in, quality facial images from 
store surveillance footage 
can increase the likelihood of 
apprehending the criminals.

In his talks with retailers, 
Jason also found common 
areas that jewellers of all types 
could work on to reduce 
losses and increase security, 
starting with daytime thefts. 
Jason advises jewellers to 
avoid leaving safes and vaults 
open during business hours.

“Criminals have been entering 
stores in large groups and 
distracting sales associates 
while one member takes the 
merchandise from safes and 
vaults,” says Jason.

MALL-BASED AND STRIP 
CENTRE JEWELLERS AT 
GREATER RISK COMPARED 
TO STAND-ALONE STORES by Paul Holewa

FOCUS
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Second, when assisting a 
customer, it’s incumbent upon 
the sales associate to always 
keep display cabinets locked, 
showing one item at a time. 
And, even if there’s only one 
customer in the store be sure 
to have multiple numbers 
of sales associates on the 
showroom floor.
“Never underestimate the 
power of having multiple 
people on a sales floor,” 
says Jason. “As more sales 
associates come out to the 
sales floor during a suspected 
incident, the criminal notices 
the increased presence and 
will more than likely think 
twice about committing a 
crime.”
The third area jewellery store 
owners can improve on to 
prevent losses is installing 
line security, which requires 
a two-way signal path. If the 
burglar can simply cut the 
wires that connect a store’s 
alarm to the communications 
system, the alarm is not an 
effective protection system for 
your business.

Even though rooftop 
burglaries and break-ins 
are down after a number 
of arrests in 2013 and 2014 
(especially in the Southern 
states – chief among them 
Florida and Texas), Jason 
cautions jewellers to respond 
to every alarm condition. 
Criminals could be testing the 
store owner’s response time.

And, be sure to pull all or 
as much merchandise as 
possible at the close of the 
business day. Many retail 
jewellers have adapted tray 
and rack systems. To expedite 
evening jewellery pulls, trays 
of jewellery are loaded on to 
large racks with wheels, then 
rolled directly into vaults or 
easily transferred to safes.

In looking ahead, Jason also 
advises retailers to be mindful 
of the recent increases of 
smash-and-grab robberies. 

“By providing jewellers with 
information on jewellery 
crimes and the locations 
where they are occurring, 
jewellers become more aware 
of their surroundings and 
recognize when they are being 
cased which can prevent them 
from becoming a victim,” says 
Jason.
Other developing jewellery 
store security risks include 
transient criminals flashing 
large amounts of cash. “This 
entices the sales associates 
to show multiple high-end 
merchandise items during the 
sales process which open the 
sales associate to a number of 
distraction thefts,” says Jason.
Another common tactic is for 
the criminal to select several 
items of jewellery they claim 
to be giving as gifts and ask 
the sales associate to box 
them up individually. “As 
the sales associate is ‘ringing 
up’ the sale, they ask to see 
the merchandise one more 
time. When looking at the 
merchandise, they remove 
them from the boxes and set 
the empty boxes back on the 
counter and make an excuse 
to go to their vehicle for their 
ID or more cash, or a credit 
card to complete the sale and 
never return.”

Finally, secure shipping 
is always a concern for 
retail jewellers. In 2018, 
Jewelers Mutual acquired 
TransGuardian, which 
enhances JM Shipping 
Solutions, a service the 
insurance company also 
launched last year. This 
enhanced shipping service 
is available to members 
and industry users looking 
for cost-efficient and more 
secure methods for shipping 
merchandise.

This article appeared 
first on the website of 
Southern Jewelry News 
and was reproduced with 
the publication’s explicit 
permission. 
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The Turkish Jewellery Exporters' Association (JTR) welcomed 
buyers from all over the world in Istanbul at the Istanbul Jewelry 
Show that is organised twice a year. During the show held in 

March, some 1,500 foreign buyers were hosted in Istanbul. This set a new 
record. The buyer’s programme is also Turkey’s most successful of its kind.

The Istanbul Jewelry Show is  now one of the most important jewellery 
fairs in the world. The efforts of the Turkish Jewellery Exporters' 
Association (JTR) have been central to the success of the Buyer’s 
Delegation Programme. Many hundreds of foreign buyers in Istanbul 
were not only hosted free of charge during the İstanbul Jewelry Show, but 
also had a chance to create a tremendous, often new network of vendors 
to their businesses.

Free accommodation to buyers
Throughout the year, JTR expends intensive and continuous efforts to 
compile profiles and lists of preferred buyers that will be beneficial to 
Turkey’s jewellery manufacturers and wholesalers  that exhibit ay the 
shows.  Once the list is compiled and  reviewed, the buyers, who hail from 
all over the world, are consequently contacted and invited. JTR takes well 
care of these buyers, by coordinating flights and hotel bookings, and by 
offering them a  wide choice of services to make their visit and stay as 
effective and pleasant as possible.

Jewellery buyers were hosted in good hotels
To JTR, it is important the members of the Buyer’s Delegation Programme 
arrive with high expectations and leave as ambassadors of IJS and the 
Turkish  jewellery industry and trade.  It is therefore that these guests 
are hosted, free of charge, in some of the best available hotels, in close 
proximity to the IJS venue.

JTR is already working on the next group to be invited to the Fall edition 
of IJS that will be held from October 10-13, 2019.

1500 foreign buyers in Istanbul Jewelry Show were hosted free of charge

NEW RECORD IN THE BUYER’S 
DELEGATION PROGRAMME C
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WALLACE CHAN
At the age of 17, in 1974, Wallace Chan founded his gemstone carving workshop. Later, in 1987, he 

invented the renowned illusionary carving technique  the “Wallace Cut.” After eight years of research, 
he mastered titanium to create ethereal jewellery pieces, and then released the technology into the 

public domain. 

His innovation introduced titanium into the world of high jewellery and thus he helped establish 
a new discipline in modern jewellery making. He was the first Asian jewellery artist to exhibit at 

TEFAF, London Masterpiece, and Biennale des Antiquaires. He was invited to deliver talks at Harvard 
University, Central Saint Martins, the V&A Museum, and the Cooper Hewitt Museum. Recognised as a 
top jewellery artist and innovator, he is featured extensively in the international media. His one-of-a-
kind creations are philosophical and carry messages of the past to become the heritage of the future.
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WHAT WILL YOU DO TO MAKE YOUR 
STORE BETTER IN 2019?
The renowned US publication Southern Jewelry News often surveys its 
retail members for a “Round Table” on a variety of topics. This time, 
jewellers were asked how they would “make their store better,” in fact 
asking them how they would improve their overall marketing and 
merchandising efforts. The answers of five jewellers are below.

“In 2019, we’re going to do our best to 
find new and innovative ways to reach 
our target customers. Using new digital 
marketing and some forms of not so 
new media and getting it all to work well 
together is a big challenge for any small 
business. Old media like newspaper, 
radio and TV have changed so much in 
the past few years. Discovering the best 
new way to reach our target customer 
is our main focus. Direct mail is a 
medium we haven’t done much with in 
the 68-year history of our store. So in 
2019 we’re going try to do more with 
direct mail and social media to target 
customers using our POS system mailing 
list. These campaigns will be mainly 
event- and product-driven mailers. With 
social media, we’d like to continue to do 
fun and fresh postings that show we’re 
a small mom-and-pop operation with 
heart, humor, honesty and integrity. 
I’d like to do more live videos to make 
customers more familiar with who we 
are as a local business. Our videos, both 

produced and homespun, get a good 
number of views, shares, comments and 
likes. So we’re doing some social media 
things well. We’ve also had good luck 
with share-to-win contests on Facebook. 
To date we have 5,000-plus followers on 
Facebook.”
Michael Abernathy,Vice President of marketing and 
sales, Griffins Jewelers
Talladega and Pell City, Alabama

“Training will continue to be one of our 
leading practices in the new year. We 
have daily and weekly training sessions. 
The daily training meetings are somew-
hat informal. We discuss things that are 
happening that day, deciding how to best 
serve customers of sales associates that 
are scheduled off. We talk about what 
each person is working on and doing 
that day. The open communication helps 
each sales associate to better focus on 
serving the customers. Weekly training 
is usually more structured, with training 

coming from brand reps or regional 
salespeople for certain products. We 
also bring up topical discussions and 
training on trending subjects such as lab-
grown diamonds. We want to make sure 
our sales associates know the product 
well and how to sell it. We’re going to 
continue with our approach to training. 
For 2019, I think it’s going to be another 
good growth year and each day we’ll be 
ready for it with a knowledgeable and 
customer service oriented team.”
Randy Johnson, Owner, Johnson Jewelers
El Paso, Texas

“I definitely have some items on my 
to-do list. I’d like to enter more design 
contests to get more recognition in the 
jewellery industry. I’d also like to make 
more one-of-a-kind knock out pieces of 
jewellery: the types of designs that catch 
people’s attention at trade shows, makes 
good artwork in magazines, and attracts 
buyers. I sometimes find myself desig-
ning and making jewellery that I know 
is saleable. Not that this isn’t essential, 
but it’s also important to remember that 
sometimes these big pieces, that require 
special one-of-a- kind single stones or 
diamonds, plus more precious metals, 
are the aspirational designs that can po-
tentially bring in additional sales. Also, 
I’d like to get inspirations outside my 
studio. I used to go to museums around 
town with a photographer friend of mine 
to find inspirations from various works 
of art. I’d like to get back to that in 2019 
– perhaps every other month. Finally, I 
want to take some classes to expand my 
education and skills, such as 3-D design 
and rendering, advanced gemstone 
setting, any subject that will enhance my 

RETAIL
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design and bench skills.”
Karin Jacobson, Owner, Karin Jacobson Designs
Minneapolis, Minnesota. 

“For the last couple of years my father 
and I have been recording educational 
videos. What started as an exercise to 
educate existing and potential customers 
has turned out to be an amazing marke-
ting and promotional tool for us. We’re 
going to continue with these videos 
because we’re getting a lot of store visits 
and sales from them. Uploaded to our 
website, Facebook account and YouTube 
channel, the number of calls, store visits 
and sales resulting from our educatio-
nal videos has been so good we’ve gone 
away from traditional media options to 
reach our audiences. The videos range 
in subject matter from gemmological 
basics to custom jewellery design work 
essentials to more trending topics inc-

luding lab-grown diamonds. The videos 
not only give people confidence in our 
areas of expertise, it also promotes our 
store’s transparency. On the topic of 
lab-grown diamonds we’re point-blank 
honest about the value proposition with 
lab-grown diamonds. The knowledge 
and transparency people see in our vi-
deos has been a huge win for us, so we’ll 
continue producing them in 2019.” 
Colton Bartel, jewelry designer, Susann’s Custom 
Jewelers
Corpus Christi, Texas 
(Photo courtesy of Samantha Lunstedt at Emery Photography)

“In our area of North Dakota, the town 
benefited from the oil boom from 2010 
to 2016, when our population went from 
11,000 to 33,000. The boom is over, but 
the infrastructure and the jobs are still 
here. That’s been huge for us. Now our 
jewellery business is booming, so much 
so that I bought the vacant building next 
to us. Next year we’ll expand into that 
space. My sons are fantastic bench jewel-
lers, which is very key to our success. We 
pull in customers from a 100 mile radius. 
We’d like to build a viewing area in the 
new space to accommodate customers so 
they can watch the work being done on 
their jewellery. We’ll be going from 1,250 
square feet to 5,000, so we’d also like to 
create a comfortable waiting lounge with 
a beverage bar. When customers walk 
in to buy jewellery they want to walk 
out with it. We’re also going to explore 
creating a store mobile app. It’ll be a 
basic brochure app, but I’d also like some 
interactive features to it. A shopping cart 
for sure, but perhaps a feature that would 
allow users to quickly compare designs, 
prices and styles. That would be ideal. It’s 
still in the developmental stages.”
Tim Ritter, Owner, Ritter Brothers Diamond Cutters
Williston, ND

This article appeared first on the website of Southern 
Jewelry News and was reproduced with the publica-
tion’s explicit permission. 
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Jewelers Helping Jewelers 
(JHJ) started 2019 on 
a high note, hitting the 

15,000 member milestone 
and celebrating the one- year 
anniversary of its member-
based publication, JHJ 
Magazine.

Founded by Aleah Arundale 
in 2016, the now 15,000+ 
member strong Facebook 
community, which boasts an 
international membership, 
has become a highly valuable 
tool in the jewellery industry. 
When asked about the 
phenomenal success of the 
JHJ group, Arundale said, “It’s 
a labour of love for me, and 
a testament to the industry 
itself. Together we have built 
a community that has made 
our whole industry stronger 
and better.”

While the group continues 
to grow its membership, it 
is also expanding its reach 
both in print and online. 
JHJ members and magazine 
subscribers have a lot to look 
forward to in the coming 
year, including new events 

and opportunities designed 
specifically for the JHJ 
community.

Ann Glynn, publisher and 
editor of  JHJ Magazine said, 
“We’re busy creating tools, 
products and services we feel 
will make an impact on our 
members, and are looking 
forward to an exciting year.”

Changes on the business 
side under the leadership of 
Glynn and the magazine will 
include the introduction of 
the JHJ Magazine companion 
website, with both free 
and subscriber access 
only content, and Twitter, 
Facebook and Pinterest social 
media accounts to support 
the magazine.

The magazine will be 
adding new print and digital 
offerings, which started 
with its 2019 Calendar of 
Inclusions. Other print 
components, such as a series 
of JHJ Digests as well as 
customized products that JHJ 
members can use for add-on 
sales to increase revenue 

and customer goodwill are 
planned to launch during the 
first quarter of 2019.

Also on the list for 2019 is a 
series of 4 JHJ ConFab events. 
The events, produced by  JHJ 
Magazine, include a 3-day 
JHJ Las Vegas Forum which 
will take place during Vegas 
Market week, a JHJ Family-
Fun event in July, a JHJ 
Sessions event in September, 
and a JHJ Swap Meet event in 
October.

Aside from the new product 
and service offerings, 
Glynn has also arranged for 
exclusive partnerships for JHJ 
members that started rolling 
out in March 2019, designed 
to help save time and money, 
and grow business resources 
for all industry members.

“Everyone involved with 
Jewelers Helping Jewelers 
knows how much of an 
impact the group has made 
already within our industry,” 
said Glynn. “We are looking 
forward to continuing to 
grow the magazine and 

member benefits to keep up 
with this fabulous group in 
2019 and beyond!”

If you are interested 
in joining the Jewelers 
Helping Jewelers Facebook 
Community, you can access 
the group online at: https://
www.facebook.com/groups/
JewelersHelpingJewelers/
For more information about 
the  JHJ Magazine, you 
can visit the website online 
https://JHJMag.com or get 
social with the JHJ Magazine 
on Twitter at https://Twitter.
com/JHJMag and  on 
Facebook at https://Facebook.
com/JHJMagazine/.

This article appeared first on 
the website of Southern Jewelry 
News and was reproduced 
with the publication’s explicit 
permission. 

Jewelers Helping Jewelers membership reaches 15,000

NEWS



Summer 2019 | World Diamond Magazine

77

The Diamond Producers Association (DPA), an international 
alliance of the world’s leading diamond mining companies, 
appointed Kristina Buckley Kayel as managing director of its 
North American division.
Buckley Kayel is responsible for developing and implementing 
the DPA’s consumer marketing and communications 
strategy, with a focus upon the [italic] “Real is Rare. Real is a 
Diamond.” platform. She also represents the DPA locally and in 
organisations in North America. 

Buckley is to spearhead the DPA’s mission to restore, protect 
and promote the integrity and reputation of natural diamonds, 
especially among the younger U.S. consumer base, which is the 
largest market globally in terms of diamond demand.

“Kristina’s experience in the fine jewellery sector, along with 
her comprehensive communications expertise, business 
acumen and creativity, gives her a unique industry perspective,” 
commented Jean-Marc Lieberherr, the DPA’s CEO. 

During the last decade, Buckley Kayel managed the 
marketing and communications for Van Cleef & Arpels in 
the Americas, overseeing media, digital, public relations, 
special events, strategic partnerships, educational platforms 
and visual merchandising. Prior to joining Van Cleef & 
Arpels, she developed her career, working in marketing and 
communications positions for global luxury brands such as 
Salvatore Ferragamo and Baccarat and consulting for Bottega 
Veneta on digital strategy.

Kristina Buckley Kayel 
is the DPA’s new US 
managing director

CIBJO, the World Jewellery Confederation, has released a 
simplified guide to ethical and responsible practices in the 
handling and trading of diamonds, coloured gemstones, pearls 
and coral, and has made it available for downloading in PDF 
format from the CIBJO website, in multiple languages, free of 
charge.
The 10-page to 13-page document, depending on the language 
in which it is downloaded, provides easy-to-understand guide-
lines for industry professionals concerning the disclosure and 
description of natural and treated gem materials, synthetics 
and other artificial products, as well as recommendations 
about information that should be requested from suppliers.

The document is intended to support jewellery business 
owners and professional staff, but it is not intended to replace 
CIBJO’s Blue Books, which are comprehensive guides of 
standards, practices and nomenclature for diamonds, coloured 
gemstones, pearls, coral, precious metals, gemmological labo-
ratories and responsible sourcing, nor in any way supersede 
national legislation or regulations, or internationally approved 
protocols.

“The Do’s & Don’ts Guide is intended to serve as a quick and 
simple reference for industry professionals, to ensure that 
responsible practices are being applied,” explained Roland 
Naftule, President of CIBJO’s Sector A, which covers all gem 
materials and was responsible, along with the help and sup-
port of his vice presidents, for producing the document. “We 
encourage all members of the industry to become familiar 
with the various Blue Books, but we appreciate that on the 
spur of the moment they can be overwhelming in terms of 
size and complexity. For that reason, we produced this more 
concise and easily-read guide, with the goal being to promote 
consumer confidence through ethical trade.”

To download CIBJO’s Do’s & Don’ts Guide from the CIBJO 
website, go here: http://www.cibjo.org/dos-donts-guide/. The 
guide can currently be downloaded in English, Arabic, Dutch, 
French, Hebrew, Italian and Portuguese. Additional language 
versions are currently being prepared and they will be added 
to the website as soon as they become available.

CIBJO’S 
DO’S DON’TS
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Âme has collaborated with renowned designers, 
musicians and fragrance creators, to create a retail 
environment that sets the tone for the brand’s 

planned expansion in the United States and globally. 

Alex Popov, Âme’s CEO, says: “The opening of our LA 
store marks the first permanent opportunity to reach our 
customers and invite them into this shared vision of what 
jewelry’s retail potential can be. Westfield Century City 
is a luxury hub for Los Angeles natives, as well as a key 
consumer tourist destination in the region, making it the 
perfect cross-section to engage our global audience”. 

Âme worked in collaboration with the esteemed 
architecture firm, Baranowitz+Kronenberg (B+K) to a 
create a unique design of its boutique.  

Custom-made display pods and hanging capsules allow 
customers to walk through the space among the jewelry 
pieces, each of which is presented within a state-of-the-art 
glass cloche. 

The space is designed to project refined simplicity, and to 
evoke a passion for craft and hand-made objects. B+K also 
collaborated with Anne Kyyro Quinn to develop 3D felt 
panels along the walls of the store, which are set against a 
reflective stainless-steel ceiling and mirrored back wall. 

Âme’s signature in-store scent was created by British 
perfume designer Azzi Glasser. 

Âme, a lab-grown diamond brand, has launched its flagship store at 
Westfield Century City Mall in Los Angeles, California, earlier this 

month, says a press-note from the company. 

ÂME opens its flagship store in Los Angeles
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