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THE WORLD IS FLAT

N ew York Times columnist Thomas           
L. Freidman’s  book “The World is Flat”, 
which had been a best seller for long 
when it was published in 2005, was  a 

significant source which allowed readers to make 
sense of the bewildering global world.  The book 
explains how the world is shrinking and flattening.  

As it is stated in this book, many things are changing 
in the world. How we do business is not an exception. 
And this change is effecting sectors and companies 
deeply. The jewellery industry is also among those 
sectors. Companies and even sectoral organization 
in many countries around the world today are 
in close communication. It is not possible to talk 
about boundaries in the jewellery sector anymore. 
Something happening in the world jewellery sector 
in Hong Kong could have an impact on the jewellers 
in  47th Street in New York. Rising demand in gold 
in the wedding season in India and thus, increasing 
prices could cause to a change in the positions of 
manufacturers in Grand Bazaar in Istanbul. 

In the light of this fact, the organizations serving 
to the development of world jewellery industry are 
aware of the fact that they should be cooperating and 
communicating closely.  Significant steps are taken 
to this end. The World Diamond Mark Foundation 
is one of the key organizations to liaise with and 
create significant relationships with national and 
international jewellery organizations to advance 
global collaboration.  

One of these collaborations of WDMF has been 
carried out with Turkish Jewellery Exporters’ 
Association. And this “World Diamond Magazine’’ 
you are reading is the product of this cooperation. 

In this magazine to be published on a regular basis 
we will not only include information from certain 
countries or regions but all the developments 
related to the jewellery sector worldwide with sector 
professionals. We will include news and assessment 
related to the jewellery sector from all around the 
world. Please do not hesitate to contact us, share your 
views, and offer your contributions to help us succeed.     

We would like to thank everyone who contributed to 
the preparation of this publication and particularly  
Alex Popov, the Chairman of Board of World 
Diamond Mark Foundation and  Ayhan Güner, 
the Chairman of Turkish Jewellery Exporters’ 
Association. 
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When The World Loves, 
We Are Here

The World Diamond Mark – A Snapshot Overview

Alex Popov speaks about the World Diamond Mark 

It was four years ago, an 
initiative was thought out. 
An initiative that contains the 
power to change the face of 
the global diamond industry 
was thought out loud amongst 
four bright and experienced 
minds of the industry. Suresh 
Hathiramani, President of 
the Diamond Exchange 
Singapore; Rami Baron, 
President of the Diamond 
Dealers Club of Australia; 
Alex Popov, President of the 
Moscow Diamond Bourse; 
and Nicholas Chretien, an 
marketing visionary, worked 
steadily together for a year 
with a determination to lay 
out a solid blueprint that 
was worthy enough to be 
proposed to the members 
of the World Federation of 
Diamond Bourses (WFDB). 
They called this idea, the 
World Diamond Mark 
(WDM).
It was it the World Diamond 
Congress in Dubai in 2011, 
that idea for the WDM 
was revealed to the WFDB 
members. The members 
seemed convinced and offered 
to provide the seed capital 
to road test this new idea. 
Though this was just an idea, 

it had spark and the members 
knew it. 
Albeit the goal was 
established, there was no 
turnkey solution at the 
initial stage. The team 
decided to take a year and 
reveal the game plan in 
the next congress, held in 
Mumbai. They were on scout 
for something that would 
immediately strike a chord 
with people. A simple and 
comprehendible concept 
that would benefit the global 
diamond industry was 
conceptualised. This concept 
was revealed to the world at 
the World Diamond Congress 
held in Mumbai in 2012. 
It was the overwhelming 
response that fuelled the 
growth of this initiative.
No idea can be expressed 
in detail doing significant 
groundwork and research. 
To  bring concrete results 
to the table, it meant 
investigating the problems 
that the diamond sector was 
experiencing in marketing 
and promotion. As expected, 
it boiled down to a lack of 
generic promotion. It is 
a noted fact that there is 
not only a lack of generic 

marketing when compared 
to other luxury products that 
are heavily promoted, but 
that the diamond pipeline 
has fundamentally changed 

in recent years, thereby 
compounding the difficulties.
One of the foremost aims 
of the World Diamond 
Mark is the issue of 
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take active participation in 
WDM promotion activities 
on local and global scale. The 
two-tier membership means 
that any Authorised Diamond 
Dealer, small or large, may 
contribute additional funds 
to specific generic promotion 
campaign or event. We call it 
Strategic Partnership that can 
be global or local, depending 
on the scale of contribution.”
When asked to share about the 
interest that is being generated 
in the industry, he has a 
content look and articulates; 
“We have seen a great deal of 
interest from various related 
companies to the WDM 
programme. So, we have taken 
a decision to introduce the 
Global Partner concept where 
the biggest service providers 
to the industry will become 
partners of the initiative. The 
rationale behind this is simple 
– for years these companies 
benefited from our industry 
providing financial, logistics, 
certification, equipment, 
exhibition, insurance and 
other services. Today, when 
the industry is fighting to 
renew its image and regain 
the market share, it is their 
obligation as well as business 
interest to take part and 
return a token part of their 
profits to the common cause. 
Therefore, the WDM team 
and myself met and discussed 
the programme with industry 
leaders in China, Hong Kong, 
Dubai, USA, Belgium, India, 
Russia, Israel, South Africa, 
Italy, Turkey, UK, Singapore 
and Australia. We have signed 
MoUs with the Borsa Istanbul, 
the Dubai Multi Commodities 
Centre (DMCC), the Gem & 
Jewellery Export Promotion 
Council of India, (GJEPC), 
HRD Antwerp NV, and 
the International Diamond 
Manufacturers Association 
(IDMA) who wholeheartedly 
support the initiative. Other 
major organizations are 
considering or negotiating 
similar documents.”

He further adds, “Everybody 
is looking forward for the 
other to take the first step 
when it comes to generic 
promotion. The reaction 
to the WDM marketing 
plan is overwhelming – 
everybody hails it and sees 
the opportunities. We have to 
be very careful not to allow 
private interests to take over 
the common goal – the health 
and future growth of diamond 
sector in the luxury industry.”

Aims and Ideologies of WDMF
The need for generic 
promotion of diamonds is 
getting more and more crucial 
in the current era as diamonds 
are vying for attention in 
competition with other luxury 
sectors such as designer 
couture, watches, automobiles, 
gadgets, luxury holidays, 
etc. The spending power of 
youth has increased manifolds 
throughout the world and 
this young hip population 
is inclined towards other 
luxury sectors much more 
than the diamonds. Then how 
can the industry catch the 
attention these smart-suited, 
superkids? The answer is 
simple, by uplifting the image 
of diamond as a ‘hip’ and 
‘status-symbol’ commodity 
such as an exorbitant gadget 
or automobile. 
Popov added, “Undeniably 
the branding characteristic 
is very significant. In today’s 
world, non-branded goods 
are observed as being inferior 
in comparison to branded. 
Of course, we appreciate 
all jewellery and diamond 
companies’ brand efforts 
and advertising. What the 
World Diamond Mark is 
about is branding of the 
diamond itself, irrespective 

of the jewellery brand. 
While individual brands are 
contending with each other 
in same jewellery shop, we 
contest with other luxury 
items, like gadgets, travel, 
luxury watches and cars, etc. 
with the determination to 
help increase the Authorized 
Diamond Dealer’s turnover 
and, in turn, increase 
the probability of sale of 
individual jewellery brands. 
Most diamond manufacturers 
recognise the necessity of 
such promotion and are 
willing to go to great lengths 
to safeguard the health and 
growth of the diamond 
industry.”
Popov also emphasized that 
existing brands would also 
benefit from the WDM's 
advertising and promotional 
efforts. "Generic diamond 
jewellery advertising and 
promotion will also be good 
for existing brands!  That's 
also why we think the leading 
jewellery brands must support 
the WDMF and the WDM 
programmes!" 
Popov listed the three 
principles of World Diamond 
Mark. “The three principles 
are: a) Education of jewellery 
retailer about diamonds; b) 
Confidence of the public with 
an accreditation program; c) 
Generic marketing to promote 
diamonds and diamond 
jewellery based on the 
Authorized Diamond Dealer 
concept.”

The Challenges Faced
Lack of transparency giving 
rise to distrust has been one of 
the biggest challenges faced by 
the industry. Does the WDMF 
also face this hurdle? 
“The most serious challenge 
that the World Diamond 

comprehensiveness – 
ensuring that all sectors of 
the diamond pipeline are 
included, in particular the 
jewellery retailers, who are 
the face of the industry to the 
end consumer.

Subhead: 
The Progress of the Plan 
Rami Baron, one of the 
four-team members who 
thought of WDM idea 
shared, “The need and desire 
for a fundamental change in 
the industry is massive since 
there is no real alternative 
to moving forward. While 
the concept of branding is 
rather exclusive, we want to 
make the WDM extremely 
inclusive. We want to make it 
so that everyone can benefit 
and we are making big efforts 
to be inclusive.”
Taking the point of 
inclusiveness further, Alex 
Popov, Chairman, World 
Diamond Mark Foundation 
(WDMF), says, “Since 
the start of the work, the 
World Diamond Mark has 
made serious progress in 
developing the concept and 
preparing the groundwork 
for the launch. Our team 
has travelled the world 
and got the inputs of all 
industry stakeholders. We 
have always established that 
we’re inclusive, not exclusive, 
and listen to the views and 
opinions of the others. As a 
result we have amended the 
core participation principles 
of the World Diamond Mark. 
From the beginning we had 
planned to rely solely on 
the network of Authorised 
Diamond Dealers (ADD). 
During last year  we have 
encountered great interest 
and support from big chains 
as well as providers of 
services to the diamond and 
jewellery industry. Therefore, 
we have developed a two-tier 
membership structure that 
allows jewellery retailers to 
become ADDs as well as to 

TuRkEy AND ThE MIDDlE EAST ARE OuR 
fIRST MARkETS. OuR gOAl IS TO cOVER ThE 

WhOlE WORlD by ThE yEAR 2020.

 2014-01 | World Diamond Magazine  7



8 World Diamond Magazine | 2014-01

INTERVIEW

Mark faces is the one from within 
our own community. When we speak 
with ‘outsiders’, like other industries’ 
leaders or major promoters and 
personalities, they take our claims 
of unity of diamond and jewellery 
industry at face value. Hence, their 
desire to support the initiative is great. 
When we come back home, to our 
industry with results or ideas, we often 
face skepticism or indifference, like the 
issues we are dealing with don’t concern 
anybody. I assume this is normal in any 
community and this does not easily 
discourage us,” Popov explained
"The second challenge that we all are 
facing are synthetic or lab-grown 
diamonds, which are now circulating 
the markets in a big way. This is 
causing a bad sentiment amongst 
the end users and thus tarnishing 
the image of natural diamonds even 
further," Popov noted  “ The World 
Diamond Mark, and by  extension 
the Word Federation of Diamond 
Bourses (WFDB) supports the latest 
steps aimed on eliminating the 
contamination and fraud. We have 
taken a decision that all the World 
Diamond Mark promotion and 
consumer education activities will only 
be for natural diamonds.”
Suresh Hathiramani, President, 
Diamond Exchange Singapore also 
was in agreement to this point and 
said, “Synthetic diamonds are one of 
the biggest reputational issues that our 
industry is facing and it can be a huge 
hurdle for the industry’s growth. This 
obstacle can be eliminated only if we as 
a community, indulge in self-policing 
and keep synthetic diamonds at bay.”

Future Plan of Action for WDM
Throwing light on the countries 
and regions where the marketing 
campaigns will have their debut, he 
informs: “The first area to launch 
the generic promotion campaign 
will be Turkey. There the WDM 
has joined forces with HRD and 
local stakeholders to start with the 
programme in September 2014. 
Turkey has enormous potential for 
development of diamond jewellery 
retail. The market there is in dire need 
of supervision and the improvement of 
image. This opens great opportunities 
for the WDM to prove the world that 
its programme is viable and sustainable 

if we have strong and devoted local 
partners.”
He further shares, “After the launch 
in Turkey we will continue to prepare 
the global launch with emphasis on 
Dubai, in the United Arab Emirates. 
The launches in China and India and 
some other markets are planned for 
2015. Having mentioned these regions 
does not indicate that we won’t accept 
members from other countries. Any 
retailer who wishes and can be accepted 
as the Authorised Diamond Dealer 
will be able to join the programme 
this year via WDM website and via 
local diamond bourse or jewellery 
association. There are also several local 
initiatives, which WDM is currently 
working with, like Antwerp’s Most 
Brilliant Label, which was launched 
recently. We support every local 
initiative to raise the quality and the 
profile of diamond jewellery retailers 
and improve consumer confidence.”

Criteria for choosing the regions 
The regions from where the 
programme will be first launched 
are the decisions of the utmost 
importance, as this will prove the 
viability of the initiative. Will it work, 
not work, make a difference or won’t, 
will take time to be judged. But, the 
initial vibe in the markets just after the 
launch of the programme, will show 
the mirror and help set expectations at 
the right pedestal. Therefore, choosing 
these markets was a decision that 
needed much deliberation for the 
WDMF. 
When asked to share the criterion 
for choosing the countries, Popov 
explains, “There are several reasons for 
the choice of areas/regions to launch 
the World Diamond Mark programme. 
Some of which are: a) Importance 
in diamond supply pipeline. Here, 
obvious choices are Hong Kong/
China, U.S., Middle East and India; 
b) the need of apt self-regulation and 
consumer confidence improvement. 
Here, Turkey, Russia, China and other 
countries are important; c) Ability to 
find strong likeminded local partners 
who will lead the campaign in their 
respective areas.
Those were the reasons for choosing 
Turkey and the Middle East as our first 
markets. Our goal is to cover the whole 
world by the year 2020.” n

Core message to the Industry
Alex Popov, Chairman, World 
Diamond Mark Foundation:

“The diamond and diamond jewellery industry is relatively 
small and insignificant in the global marketplace. When 
we hear of Verizone/Vodafone $130 billion deal or AOL/
Time Warner $182 billion acquisition, the small size of 
our industry is reinstated. Such deals are less and less 
uncommon in today’s day and age but every time they 
take place, we can’t comprehend that 10 times of global 
polished diamond output has been transferred in one day 
from one private company to another with a stroke of pen.

The global luxury industry grew 65 per cent from 2000 to 
2009 and since the crisis, it has re-bounced with another 
robust 50 per cent growth. Burberry, Armani, PPR, LVMH, 
Richemont, Hermes, Prada and others are performing very 
well, as are Swiss watches, boats, cars, art, exotic vaca-
tions, cosmetics brands, gadgets and others. Yet share of 
diamonds in this luxury pie is declining, as are manufac-
turers’ profits. In addition, all other luxury brands squeeze 
us for another percentage point themselves working with 
800 per cent consumer margins.

Being the smallest kids on the block, our industry’s big-
gest companies find it hard to speak on equal terms with 
these giants, let alone remaining 99 percent of diamond 
manufacturers and dealers. All of us are destined to play 
the role of anonymous suppliers or servants at other peo-
ple celebrations.

In order to regain our former position, when the diamond 
was the ultimate symbol of luxury we need to think big, 
like other industries do. Think and plan in the real world, 
where other people sell and buy companies for billions 
and then celebrate in style. If united then the diamond in-
dustry can do it. It can become an equal to sit at the table, 
not to serve. Then we’ll be treated as equals as well.

Diamonds are losing consumer image, the industry is be-
ing labeled criminal, terrorist and unscrupulous. Yet every 
lady proudly throwing these unfair accusations from high 
places wears a diamond pendant or earrings bought or 
given to her in the name of Love. So the battle for her 
soul is not lost.

When the World Loves, We Are Here- this is the slogan 
of the World Diamond Mark – join us to make it happen.”
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Chairman of Turkish Jewellery Association Ayhan Güner shared with 
us his thoughts about Turkish Jewellery Industry. In a statement, he said 
the industry has significant advantages and after tax reforms the Turkish 
jewellery industry expects to grow rpaidly again, just like in the 80ies.

informing, organizing 
training courses, seminars 
and meetings, preparing 
reports about "target 
markets” and "target sub-
sectors,” preparing annual 
reports about the export 
performance of the sector, 
performing the jobs assigned 
by undersecretariat of foreign 
trade.
Jewellery industry has a 
history of 5000 years. What 
can you say about the historical 
development of the sector in 
Anatolia?
Following the end of Bronze 
Age and between 2000-
1200 B.C., together with the 

commercial life developed 
by the of Assyrians, the 
antiquity craftsmen of 
Anatolia combined what they 
learnt from their contact 
with Mesopotamia culture 
with their own values. Due 
to Hittites and many other 
civilizations which lived 
in the central and western 
Anatolia in subsequent years, 
jewellery made by using 
precious metals and gems 
created an environment to 
develop jewellery techniques. 
Craftsmen who lived back 
then in Western Anatolia, 
which was also a commercial 
center in the world, created 
an "Oriental” synthesis by 

combining their western 
symbols with those they 
absorbed from the east. In the 
upcoming ages bee, crescent 
and hawk motifs, which 
are identified with Goddess 
Artemisia and remind 
the fact that Artemisia is 
protector of universality-
civilization-ruler of nature-
,were seen on jewellery found 
in Ephesus Artemisia Temple 
and Usak. Artemisia was the 
main goddess of Anatolia and 
one of the most important 
elements that shaped the 
jewellery tradition of the 
era. Regarding jewellery 
making in the Hellenistic 

era, we see that art of 
jewellery reached its summit. 
Jewellery craftsmen of the 
Hellenistic era who got to 
know precious colorful 
gems such as emerald, 
ruby, amethyst, garnet and 
agate started to use them in 
jewellery making. In addition 
to jewellery pieces with 
Hercules figures, depictions 
of animal heads were also 
frequently seen on jewellery. 
Following the Hellenistic era, 
the era of the Romans began 
in the field of jewellery. 
Applying their own 
techniques to jewellery 
making, the Romans started 
to use of pearls in jewellery 

and created beautiful designs 
with a combination of gold 
and precious gems. Byzantine 
jewellery influenced jewellery 
making in both the West and 
Seljuks and Ottomans who 
lived in Anatolia. Jewellery 
making developed in this 
era since they combined 
the traditions of Roman 
and Hellenistic era with 
Christianity. It became an 
important reference for the 
movements which would 
come after the Byzantines. 
Turkis jewellery sector has 
many advantages. Can you tell 
us about the advantages of the 
industry? 
First of all I can say that our 
advantages make us stronger. 
Turkish jewellery has an 
advantage of "6 Golden 
Standards”. I will try to 
explain them as below.

Unique Heritage
The Turkish art and craft 
of jewellery making is the 
outcome of a unique heritage 
since 3000 B.C which 
has been passed on from 
Hittites to Trojans, Urartu, 
Greeks, Romans, Seljuks and 
Ottomans. Such a valuable 
heritage, when combined 
with latest technology, 
outstanding craftsmanship 
and competitive prices, has 
placed Turkey in an enviable 
position ready to meet any 
demands of international 
clients with perfection. 
Let Turkey be your first 
preference in jewellery and 
you too can benefit from our 

First of all i would like to ask 
about the Turkish Jewellery 
Association. Can you inform 
us about the association and 
importance for the industury?
The Turkish Jewellery 
Exporters Association 
(JTR) is a non-profit trade 
association. JTR was founded 
in 2003 and has more than 
1100 members. JTR is a 
fundamental organization 
that fosters precious metals 
and jewellery exports, 
prompts exporters to reach 
more markets abroad and 
to secure a greater share 
in these markets. I can 
easily say that Turkish 
Jewellery Association is the 
most importand sectoral 
organization for our sector 
since year of establishment. 
We aim to solve the 
problems of our exporters 
and improve the sector.

What are the main goals of the 
association?
JTR has many purposes. 
But the most important of 
these can be summarized as 
follows. Providing sectoral 
collaboration, improving 
the export volume of the 
sector, organizing trade 
missions to potential 
export markets and bring 
buyer missions, supporting 
its members concerning 
export activities, organizing 
national/international trade 
fairs, arranging promotional 
activities, founding 
laboratories, following up 
the recent arrangements 
in international law and 

AfTER TAx REgulATIONS ThE TuRkISh 
jEWEllERy INDuSTRy WIll ExpERIENcE 

RApID gROWTh AgAIN AS IN 80’S.
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experience!
Immense Variety
Today major Turkish jewellery manufacturers create and produce 
10 new models, each with 10 variations everyday. An outstanding 
performance that is very hard to beat! The jewellery sector in 
Turkey has the capacity to meet any demands of its international 
clients and to offer a dazzling array of choices with perfection. Let 
Turkey be your first preference in jewellery and enjoy the privilege 
of endless choice.
Flexible Production 
Turkey has been a tremendous growth in the jewellery sector and 
is today working with the world's largest design teams. With our 
immense capacity, we are able to create and produce any model, 
any design, any amount with perfect craftsmanship and supreme 
quality. Let Turkey be your first preference in jewellery and you too 
can make your customer's wish a reality.

Excellent Finishing
Turkey today is well-known in the international jewellery market 
not only for its innovative designs and supreme craftsmanship 
but also for its unparalleled quality. On top of the computerized 
workshops, hand crafting techniques such as Midyat, niello (savat), 
wickerwork (hasir) and filigree (telkari) are unique skills which 
crown the Turkish jewellery with the same impeccable finishing 
quality. Let Turkey be your first preference in jewellery and you too 
can benefit from its excellent quality!

Competitive Prices
During the last decade, Turkey has succeeded to become the 
world's second biggest jewellery exporter. Today, we already 
enjoy the privilege of meeting the demands of 300 million happy 
customers all over the world by offering  excellence with unbeatable 
prices. Let Turkey be your first preference in jewellery and you too 
can benefit from unmatched business opportunities and make your 
customer happy!

Shortest Delivery Time
Turkey, in recent years, has 
taken giant steps in the 
jewellery sector and invested 
in the best machinery 
in the world. Today, we 
have the capacity to meet 
any demands with a fast 
turnaround and perfect 
quality. Let Turkey be your first 
preference in jewellery 
and you too can 
benefit from our 
advantages. n

Rio Tinto’s iconic annual Argyle pink diamonds 
tender, this year featuring 54 extremely rare 
red and pink diamonds, has been launched in 
New York, home to the world’s largest market 

for exceptional fancy colored diamonds.
Headlining the 2014 collection is a suite of four fancy 
red diamonds, including a spectacular 1.21-carat 
radiant-cut fancy red diamond, the Argyle Cardinal™, 
named after the small red North American bird.
Only nine fancy red diamonds have been included in 
the tender since the inaugural event in 1984.
Other diamonds showcased in the collection -- and 
in keeping with the theme of rare and beautiful birds 
from around the world -- include the Argyle Rosette™, 
a 2.17-carat, fancy intense purple-pink emerald-cut 
diamond and the Argyle Toki™, a 1.59-carat, fancy 
intense purplish-pink emerald-cut diamond.
This is the 30th year of the Argyle pink diamonds 
tender, an industry event that has grown in stature to 
become one of the most anticipated diamond sales in 
the world. Less than 1 percent of the world’s 140 million 
carats of diamonds are pink and more than 90 percent 
of them are from Rio Tinto’s Argyle diamond mine in 
Australia. The best of the annual production is selected 
for tender with private viewings taking place at three 
exclusive locations around the world. A small number 
of invited clients lodge sealed bids for individual or 
multiple diamonds.
Rio Tinto diamonds and minerals CEO, Alan Davies, 
said, “Over the past 30 years the U.S. has played an 
important role in the development of the market for 
Argyle’s unique diamonds and we are delighted to be 
back in New York with this year’s tender collection. 
Global interest is intense as our rare pink and red 
diamonds command the attention of the world’s 
diamond connoisseurs, collectors and investors.”
After the tender viewings in New York, the only 
opportunity for an exclusive viewing of the collection 
will be in Hong Kong before bids close on  October 8, 
2014.

RIO TINTO lAuNchES 
ARgylE pINk DIAMONDS 
TENDER IN NEW yORk
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Tiffany Reports Strong 
Growth In Sales and 
Earnings In Its Second 
Quarter

Tiffany&Co. reported its financial 
results for the three months 
("second quarter") ended July 
31, 2014. Net earnings rose 

16% due to a 7% increase in worldwide 
net sales and a higher gross margin. 
Management increased its earnings 
forecast for the current fiscal year by five 

cents per share.
Michael J. Kowalski, chairman and chief 
executive officer, said, "These healthy 
second quarter results reflected solid sales 
growth in our stores, particularly in the 
Americas and Asia-Pacific regions. In 
addition, an improved gross margin was 
an important contributor to the earnings 

growth. We were also pleased with 
solid performance across most product 
categories, ranging from the success of 
perennial classics in fine, statement and 
engagement jewellery to our newest 
ATLAS collection, and we are excited 
about the current debut of our new 
TIFFANY T jewellery collection." n
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products and trends exclusive 
for industry professionals. 

“It is Simply The Market Place”
“Istanbul Jewelry Show 
October” organized by 
UBM Rotaforte which is 
UBM Asia’s JV company 
in Turkey, has a great role 
on creating new business 
connections and with 
Turkey’s strategic location, 
has a unique positioning as 
an important marketplace for 
both Europe and the Middle 
East, providing the best 
opportunities for suppliers 
and exhibitors to meet 

buyers, build business and 
sales contacts with Turkey, 
EU, Middle and Near East, 
Russia and the CIS Nations, 
Eastern Europe, North Africa 
and the Mediterranean 
markets.
 As one of the major players 
in the world jewellery 
industry, Turkey is a leading 
manufacturing and export 
base that offers abundant 
opportunities as it is located 
on the crossroads of three 
continents and provides 
a vital focal point for 
neighbouring countries. In 
the past 25 years, Turkish 
gold jewellery producers 
have been very successful 
and Turkey became the 
second biggest exporter in 
the world after Italy, the fifth 
largest importer and the third 
biggest producer after Italy 
and India. The total value of 
export was over 2 billion US 
dollars in 2013, representing 
an increase of 8.7 %, 
compared with 2012.
Turkish jewellery is both an 
art and a craft. Inspired by 
5,000 years of cultural and 
historical heritage in Anatolia 
and combined with the latest 
technology, outstanding 
craftsmanship, immense 
variety, flexible production 
capacity, excellent finishing 

quality, competitive prices 
and the shortest delivery 
time, Istanbul Jewelry Show 
October is an ideal place to 
source products in every 
category of price and quality, 
from price point merchandise 
to high-end design Jewellery 
for the year – end and New 
Year, orders. 
Istanbul Jewelry Show 
October is supported by 
the Republic of Turkey 
Ministry of Economy, 
Istanbul Precious Minerals 
and Jewellery Exporters' 
Association (IMMIB), Small 
and Medium Enterprises 
Development Organisation 
(KOSGEB), Jewellery 
Exporters’ Association (JTR), 
certified by the Union of 
International Fairs (UFI) and 
the Quality Management 
System ISO-9001, ensuring 
that it represents an 
outstanding international 
trade event serving the 
fast growing domestic 
and international markets 
surrounding Turkey. 
The new registration system 
for “Istanbul Jewelry Show” 
is now available. Visitors can 
pre-register online at www.
istanbuljewelleryshow.com 
and get their e-badges before 
the show to avoid long queues 
at registration counters.

Turkey’s number 
one jewellery show 
and a leading 
jewellery industry 

fair in the region “Istanbul 
Jewelry Show October” 
will hold its 39th edition, 
in between 16 - 19 October 
2014, in three halls at the 
Istanbul Fair Center (CNR 
Expo). 
The four - day event will 
occupy more than 30,000 
square metres of exhibition 
space and gather over 
800 exhibitors from more 
than 14 countries  with an 
extensive display of the latest 

TuRkISh jEWEllERy IS bOTh AN ART 
AND A cRAfT. INSpIRED by 5,000 yEARS 
Of culTuRAl AND hISTORIcAl hERITAgE 

IN ANATOlIA AND cOMbINED WITh ThE 
lATEST TEchNOlOgy, OuTSTANDINg 
cRAfTSMANShIp, IMMENSE VARIETy, 

flExIblE pRODucTION cApAcITy, ExcEllENT 
fINIShINg quAlITy, cOMpETITIVE pRIcES 

AND ThE ShORTEST DElIVERy TIME, 
ISTANbul jEWElRy ShOW OcTObER IS AN 

IDEAl plAcE TO SOuRcE pRODucTS IN EVERy 
cATEgORy Of pRIcE AND quAlITy, fROM 
pRIcE pOINT MERchANDISE TO hIgh-END 
DESIgN jEWEllERy fOR ThE yEAR – END 

AND NEW yEAR, ORDERS. 
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Şermin Cengiz

About UBM Rotaforte (www.ubmrotaforte.com)
UBM Rotaforte, a joint-venture company formed by UBM Asia and Rotaforte 
International Fairs Inc., owns the Istanbul Jewelry Show, an international exhibition for 
jewellery, gems , watches and related equipment. Now in its 28th year, the exhibition 
is held twice a year, in March and in October. Overall, the shows attract almost 60,000 
visitors and 1,700 exhibitors, occupying net show floor space of more than 80.000 
square metres. Products covered include gold, diamond and silver jewellery, precious 
and semi-precious stones, pearls, gold mountings, watches and clocks, machinery, 
tools and equipment, display units and security devices. The business is supported by 
the Turkish Jewellery Association JTR, a national trade body which represents more 
than 1,100 jewellery companies, including the major manufacturers. UBM Rotaforte 
also publishes a supporting magazine RFJ (in Turkish and English) and organises 
Turkish jewellery pavilions at a number of third-party events in Italy-Vicenza, U.A.E-
Dubai, India-Mumbai, Ukraine-Kiev and Germany-Freiburg.

About UBM Asia (www.ubmasia.com)
Owned by UBM plc listed on the London Stock Exchange, UBM Asia is Asia's leading 
exhibition organiser and the biggest commercial organiser in mainland China, 

India and Malaysia. Established with 
its headquarters in Hong Kong and 
subsidiary companies across Asia and 
in the US, UBM Asia has a strong global 
presence in 25 major cities with 30 
offices and over 1,400 staff. 
With a track record spanning over 
30 years, UBM Asia operates in 19 
market sectors with 160 dynamic 
face-to-face exhibitions, 75 high-level 
professional conferences, 28 targeted 
trade publications, 18 round-the-
clock vertical portals and virtual event 
services for over 1,000,000 quality 
exhibitors, visitors, conference delegates, 
advertisers and subscribers from all 
over the world. We provide a one-stop 
diversified global service for high-value 
business matching, quality market news 
and online trading networks.
UBM Asia has extensive office networks 
in China, Southeast Asia and India, 
three of the world’s fastest growing B2B 
events markets. UBM China has 11 
offices in the major cities in mainland 
China, including Beijing, Shanghai, 
Guangzhou, Hangzhou, Chengdu and 
Shenzhen, where we organise more 
than 60 exhibitions and conferences. 
In ASEAN, UBM Asia operates from 
its offices in Malaysia, Thailand, 
Indonesia, Singapore, Vietnam and the 
Philippines with over 50 events in this 
region. UBM India teams in Mumbai, 
New Delhi, Bangalore, Chennai and 
Hyderabad organise 20 exhibitions and 
60 conferences every year across the 
country. n
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Ernest Blom. Vice Chairman of the World Diamond Mark Foundation 
(WDMF) is serving a third term as president of the World Federation 
of Diamond Bourses (WFDB) and Chairman of the Diamond 
Dealers Club of South Africa (DDCSA). Below he addresses the most 
important question: Why do we need the WDM.  

Why do we need the World 
Diamond Mark?
Earlier this year, an up- and 
coming industry analyst, 
Edhan Golan gave an 
overview of the year 2013. 
It was an excellent story, 
published by IDEX online.  
But the last paragraph - 
the conclusion of his long 
article - was the most 
important:  “The problem 
is that consumers are not 
as dead-set on diamonds 
as they used to be. To grow 
demand, more than just a 
decent economic climate is 
needed. Strong and successful 
marketing efforts are 
essential, as are educational 
programs that would raise 
consumer awareness of 
natural diamonds…The 
industry cannot simply count 
on competitive price points 
and the occasional headline 
grabbing record prices 
achieved at auctions."

I think many of us and the 
readers will agree that while 
this analyst’s observations 
are right on target, he also is 
kicking in an open door:  we 
all know this!  We know that 
consumers are not as dead-
set on diamonds as they used 
to be; We know that to grow 
demand, we need not only a 

good economy, but also an 
all-industry marketing plan 
and consumer education 
programs to raise awareness 
of natural diamonds; We 
also know that the industry 
cannot rely on anchor events 
such as diamond auctions 
and other headline grabbing 
events to promote diamonds 
among consumers. 

And what have we - as an 
industry - done about it?  
To be truthful, not much, 
in any case, not enough!  To 
be fair, less than a decade 
ago, we all relied on a single 
operator to promote and 
advertise diamonds and 
diamond jewellery to the 
consumer, namely De Beers.  
But with the withdrawal of 
De Beers from its role as the 
custodian of the market, the 
industry supply pipe line -- 
from manufacturers down to 
jewellery retailers -- was left 
to its own devices. 

In the following year, 
a number of concerted 
efforts were then made by 
the diamond industry to 
develop independent, generic 
diamond promotion and 
advertising strategies which, 
for many reasons, never came 
to fruition. 

Therefore, the World 
Diamond Mark has been 
founded by the WFDB 
to address the core issues 
of consumer desirability 
through generic marketing, 
consumer and media 
confidence in the integrity of 
our product, consistent high 
quality educational programs 
and a commitment to ethical 
standards throughout the 
supply chain. So far, it has 
made strong progress and 
has succeeded in gaining 
the support of some of the 
industry’s key players. 

What is the state of the polished 
market currently? Polished 
prices have increased strongly 
since the start of the year thus 
pulling up rough prices to some 
extent. How is the industry 
responding and coping with this?
The prices of rough diamonds 
are cyclical and if one 
considers the past it is clear 
that the same patterns repeat 
themselves year after year; 
yet our memories are short 
and we are quick to comment 
without looking back over 
the years. I firmly believe 
that the market remains very 
buoyant and robust and I 
have no doubt that at the 
end of the year we will feel 
positive about the year that 
was especially as we approach 
December which has always 
been traditionally busier. 
During the past 12 months 
we have seen an increase 
in rough turnover both in 
volume and value terms. I am 
concerned that the prices of 
rough are being inflated due 
to speculative trading and 

Mr. Blom, What is the WFDB's 
chief objective?
Since its inception in 1947, 
the aim  of the World 
Federation of Diamond 
Bourses is to protect the 
interests of affiliated bourses 
and their individual members, 
and to further the amicable 
settlement or arbitration 
of differences and disputes 
between the individual 
members of the affiliated 
bourses and between the 
affiliated bourses. Therefore,  
it is the aim of the world 
federation to participate 
in the promotion of world 
trade and to encourage the 
establishment of bourses, with 
the view of eventual affiliation 
of all centres where diamonds 
are actively traded.
Members of the bourses 
affiliated to the World 
Federation of Diamond 
Bourses pledge themselves 
to uphold the traditions, 
principles of mutual trust, 
consideration and friendship 
which prevail among the 
members of the bourses 
world-wide. They pledge 
themselves to abide by and 
hand down these principles 
and to ensure that they will 
forever serve as a basis in 
business relations between 
members of the affiliated 
bourses world-wide.
I am glad to report that since 
June of this year, we now 
have no less than 30 diamond 
bourses, spread over five 
continents!  That is quite 
an achievement and it gives 
us hope as to the future of 
the diamonds trade and our 
organization.  
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this remains a major concern for the 
industry at large.
 
The issue of liquidity for the industry is 
still acute. What can be done about this and 
what can the WFDB do to help?
I want to respond to this question firstly 
by making a statement that banking 
institutions remain our “partners” 
for without them this industry will 
grind to a halt. Our relationship with 
the banking industry is of paramount 
importance and it is the aim of the 
WFDB to build this relationship. We 
need to work together to find long term 
solutions to the financial model and 
it is my sincere wish to develop this 
and I would hope that at some point 
in the near future we can jointly host a 
summit to develop mutually beneficial 
structures for future growth. We, as the 
diamond industry, must also ensure 
that we create a sustainable, profitable 
industry as this would go a long 
way in securing our growth and the 
relationship with the financial markets. 
The lack of profitability in the industry 
can also be ascribed to the way trade 
is conducted, namely consignment 
stock (Memo). When buying rough 
we pay in hard currency with no credit 
terms available – it then takes between 
four to six weeks during the polishing 
and grading phase before we can put 
diamonds in the market. At this stage 
we have already committed capital 
funds for six weeks and this process is 
now extended when diamond dealers 
have to act as “banking institutions” 
when providing stock to our customers 
on consignment with payment only due 

when stock is sold. With this incredibly 
long extended credit line set against 
the very tight margins under which we 
operate, it is no wonder that we, as an 
industry, lack profitability.
 
The issue of synthetic diamonds remains 
a concern for the industry. Is the diamond 
trade taking it seriously enough, or simply 
trying to sweep it under the carpet, as 
some have suggested is the case?
I need to set the record straight; we 
are not concerned, but rather aware 
of the role of synthetic diamonds. The 
WFDB has taken the lead in setting in 
motion numerous protocols for dealing 
in synthetic diamonds, i.e. the charter, 
the declaration on documentation and 
our stated position of taking action 
against anybody selling synthetic 
diamonds without declaring them as 
such. We would also like to see the 
diamond grading laboratories across 

the globe take a standard position on 
synthetic stones. We, as the WFDB, are 
not against grading synthetics – in fact, 
we encourage it. However, it is vital 
that laboratories differentiate between 
synthetic and natural diamonds in a 
very obvious manner, i.e. the color of 
certification.
The other conundrum we face is 
nomenclature. The producers of 
synthetics do not want to use that word 
and we want a description that will not 
confuse the consumer, such as cultured. 
I am willing to find a middle ground. 
I would also love to engage with the 
producers on the way forward together.
History has also taught us that if you 
ignore a potential issue or force it 
“underground” then you are creating 
bigger problems downstream. I believe 
that synthetic diamonds have a share 
of the market and this will remain and 
might well even grow. This does not 
concern us as long as we protect the 
rights of the consumer and make them 
aware when purchasing a stone whether 
it is a natural diamond or a synthetic 
stone.
Lastly, I want to extend a word of 
thanks to the GIA who have supplied a 
synthetic diamond detection machine 
free of charge to every member Bourse 
of the WFDB. My thanks also goes to 
De Beers and the HRD who are both 
devoting money and time to research 
and further developing synthetic 
detection machinery.
 
The role of the diamond exchange has, 
inevitably, changed as companies prefer 
to do business from the privacy of their 
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offices. Are trading floors still relevant to 
the diamond business?
The diamond industry is a dynamic 
industry and it has and will continue to 
evolve as needs change or technology 
changes. At the same time the industry 
is a very traditional one and certain 
“old world” charm issues are still very 
prevalent, i.e. the trading floor dating 
back many decades is still relevant 
and ensures that the industry remains 
“open door”. The big advantage of a 
trading floor is that it allows visitors 
the opportunity to trade in a very 
convenient manner.
 
In similar vein, we have seen the 
emergence of trade fairs being held on 
trading floors, in Israel, Belgium and New 
york. What is your opinion of the events? 
Are they more valuable and relevant to 
the diamond industry than traditional 
tradeshows?
As said in the previous paragraph, 
they remain very relevant and the 
WFDB encourages its members to 
host these events and as such allow 
greater participation by all, including 
visitors. The WFDB also encourages 
the development of any initiative from 
its members. Tradeshows are equally 
important and the WFDB is working 
closely with countries to develop 
participation by its members. The two 
types of events complement each other 
and certainly form an important part 
of our strategy going forward. The 
WFDB is working with many shows to 
develop our marketing strategy for the 
diamond industry. 
 
Finally, on a personal note, how did you 
start out in the diamond industry? What 
led you to become involved in public 
service which, necessarily, requires a lot 
of your time and attention, is done on a 
voluntary basis, and takes you away from 
your business?
I am a third generation diamantaire; 
my grandfather entered the industry 
in the 1800s. My son, who is a vital 
part of my business, will be the fourth 
generation from our family. At the 
early age of 23 I became a shop steward 
with the trade union South African 
Diamond Workers Union (SADWU). 
At SADWU I rose through the ranks 
to become the youngest vice-president 
and a strike leader in the mid-1970s. 
I have served on a range of industry 

bodies as an executive and chairman 
for many years, including:

World Federation of Diamond 
EXCO – 12 years; President of  
the WFDB for third term

Diamond Dealers Club of South Africa 
(DDCSA) – 12 years –Chairman

Vice Chairman of the World Diamond 
Mark Foundation

Rough Diamond Dealers
Association (RDDA) – 17 years –
Chairman

Master Diamond Cutters
Association (MDCA) – 4 years –
Chairman

Jewellery Council of South Africa
(JCSA) – 7 years – Chairman

South African Diamond Board
(SADB) – 26 years

Special Diplomatic Advisor to the
Belgium
 
My roots have always been firmly 
entrenched in community-based 
issues and I am a strong believer in 
giving back to society as is evident 
with my involvement with the wildlife 
preservation industry bodies and many 
other charities I am involved with. 
Giving back is something that is very 
close to my heart. I don’t do it because 
I have to – I do it because I want to do 
it and enjoy doing it. 

The other issue I’d like to say a few 
words about is the need to sustain the 
profitability of our product throughout 
the supply pipeline. To the retailers 

among you, the problem of profitability 
in the upstream part of the supply 
pipeline is often less obvious. You have 
the very difficult but also magnificent 
task to move the diamond jewellery 
product the last 30 centimeters, from 
your hands into those of the consumer!  
However, for diamond manufacturers 
and dealers, the profit margins have 
become razor thin while at the same 
time, the financial burden is growing. 
The WFDB - and also its sister 
organization the International 
Diamond Manufacturers Association 
– see the World Diamond Mark as an 
important tool to increase the diamond 
and diamond jewellery industry’s 
profitability throughout the supply 
pipeline. And we’re not alone in this 
belief.

Over the past six to eight months, 
the World Diamond Mark has gained 
broad support from key players in the 
diamond and jewellery industry, and 
it is clear from the support from these 
early adopters that the industry clearly 
endorses the WDM vision.  We are 
convinced that within a short time we 
will reach an across-the board-industry 
consensus on the World Diamond 
Mark, a consensus that will also be 
expressed in financial contributions 
toward the funding of the WDM 
programmes.
We’ve now reached the stage at which 
we start implement the WDM’s 
programmes, and for that purpose 
we have started - and succeeded – in 
securing seed funding. n 

(With thanks for the contribution made by 
IDEX to this interview)

OVER ThE pAST SIx TO EIghT MONThS, ThE WORlD 
DIAMOND MARk hAS gAINED bROAD SuppORT fROM 

kEy plAyERS IN ThE DIAMOND AND jEWEllERy 
INDuSTRy, AND IT IS clEAR fROM ThE SuppORT fROM 
ThESE EARly ADOpTERS ThAT ThE INDuSTRy clEARly 
ENDORSES ThE WDM VISION.  WE ARE cONVINcED ThAT 
WIThIN A ShORT TIME WE WIll REAch AN AcROSS-ThE 

bOARD-INDuSTRy cONSENSuS ON ThE WORlD DIAMOND 
MARk, A cONSENSuS ThAT WIll AlSO bE ExpRESSED IN 

fINANcIAl cONTRIbuTIONS TOWARD ThE fuNDINg Of 
ThE WDM pROgRAMMES.
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PRECIoUS SToNE CUTTING 
CENTER oPENED IN TURKEy
Jewellery Exporters Union aiming to the employment of disadvantaged groups in 
society, “Precious Stone Cutting Center” was opened established within the scope of 
the project “Hear to Charm of the Stones”.  Through the centre of the stone-cutting of 
the Turkey's largest and most modern, to be taken as raw used stone by the Jewellery 
exporter and will be created a higher added value are processed in Turkey. 

By the Jewellery Exporters 
Union; which was launched 
jointly with the Istanbul 
Chamber of Jewellery, Istanbul 

Commerce University and Federation of 
Hearing Impaired and supported by the 
İstanbul Development Agency (ISTKA) 
“Centre of the Precious Stone Cut” was 
opened established within the scope 
of the project “Hear to Charm of the 
Stones”.  

The precious stone cutting by teaching 
other disadvantaged groups in the society 
including in the beginning of the hearing 

impaired in the centre of the stone 
cutting they will be provided both their 
gain of the economic and social life; in 
addition so far received precious stones 
as processed by the jewellery sector, then 
processed in Turkey to add value to the 
exports. Participants at the opening of 
the centre the Undersecretary of the 
Ministry of Family and Social Policies 
Nesrin Avşar Çelik, ITO President 
Ibrahim Çağlar, TIM President Mehmet 
Büyükekşi, MIB Chairman Ayhan Güner, 
İTİCÜ Rector Prof.  Dr. Nazım Ekren 
their speeches give point to contribution 
to our economy and our people  for the 

development of the exports. 
Chairman of the Jewellery Exporters' 
Union (CPU) Ayhan Güner speeches 
at the opening ceremony of the project, 
"we are exporters of the Jewellery 
have achieved significant gains to the 
economy of our country for many years. 
We said our people incarcerated due 
to the desperation can do we've made 
everything as businessman and he 
said we realized to this project" and he 
continued by saying:
"Last year the quantity of exports made 
by the members of MIB 3,4 billion TL/
USD... On the one hand our goal is 
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to increase exports but on 
the other hand to reduce 
imports. We have partially 
imported of the gold but  
precious stones completely 
imported to produce jewel. 
We are able to import two 
kinds of the precious stones; 
processed or raw... When we 
receive processed precious 
stone of course it cost us 
much higher. However, we 
will fall even more import 
costs when we buy a raw 
stone and do to cutting-
processing. Will also increase 
my competition strength 
in terms of exports; will be 
created a new export item by 
exporting processed stone. Just 
in terms of Chalcedony; so 
far, we exported Chalcedony 
10 dollars over the kilograms, 
now will be exported to 10 
dollars over the grams. Last 
year we had about 35 thousand 
USD in revenue by exporting 
Chalcedony 3500  weight.  If 
we exported the same amount 
of the  processed Chalcedony 
this figure will have increased a 
thousand-fold as of 17 million 
dollars. We are proud to gain 
to the national economy both 
gained our people of the 
countries."
Through the Centre of the 
Precious Stone Cut both 
will be created employment 
opportunities for people with 
disabilities in the society 
and as well as to be trained 
need for skilled manpower 
on the jewellery industries. 
Primarily including people 
with disabilities residing in 
the Istanbul area, applications 
continues for the project other 
disadvantaged individuals in 
the society.  
TIM President Mehmet 
Büyükekşi speaking at the 
opening ceremony thanking 
to the Jewellery Exporters' 
Association for the valuable 
work and he said:

"We are strengthens in every 
sense every step taken for the 
export of our country. Turkey 
lives in a troubled region as 

periodically. Naturally, this can 
adversely affect our foreign 
trade. However, I'm pleased to 
see our businessmen do not 
recognize barriers. They are 
constantly looking for new 
markets, developing new lines 
of business; they are creating 
new items of export."

The participating opening of 
the ceremony in the Istanbul 
Chamber of Commerce 
President İbrahim Çağlar 
said that pointed out that it 
is important to replicate of 
goods and services produced 
in Turkey for the economy of 
Turkey in his speech. Çağlar 
stating every item is imported 
increases the current account 
deficit, every item is exported 
closed to the current account 
deficit and he said that:
 
"In fact, we need to do 
something very simple. We 
are not saying oh anyone 
making imports; of course 
will do imports as part of the 
global economy. However, we 
want to do a more rational 
import and export. We have 
a chance to reach our 2023 
target as Economy of Turkey 
as long as such investments 
increase only chance of landing 
on a thousand times of the 
Chalcedony export income. 
I congratulate these valuable 
contributions of the jewellery 
sector."

Which took place on the 
campus of the Küçükyalı 
of the İstanbul Commerce 
University on the opening of 
the meeting for the centre of 
the Precious Stones Cutting 
they attended ITO President 
İbrahim Çağlar, TIM President 
Mehmet Büyükekşi and  as 
well as the Jewellery Exporters 
Association Chairman Ayhan 
Güner, sector representatives 
and hearing impaired citizens. 
Speeches in the opening 
ceremony has been present 
interpreters in sign alphabet 
were translated specifically for 
the hearing impaired citizens.



24 World Diamond Magazine | 2014-01

WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D fOcuS

THE UNREAL THING
People in the jewelry trade understand the difference between a diamond simulant 
and a synthetic diamond. But many consumers do not—and that’s a growing 
problem. By Rob Bates

This article originally appeared in the June 2014 issue of JCK magazine.

In 2003, Wired writer Joshua 
Davis hailed the beginning 
of the lab-grown diamond 
revolution. Man-made gems, 
he proclaimed, would be 
available for as little as $5 a 
carat. The problem was there 
weren’t many lab-grown 
diamonds out there—and 10 
years later, there still aren’t. 
And those that are available 
sell for a lot more than $5 a 
carat.

Around that time, products 
labeled “synthetic diamonds” 
started popping up on eBay. 
But they weren’t synthetic 
anything; rather, they were 
very obviously cubic zirconia, 
a simulant. And while many 
consumers confuse “diamond 
simulants” with “synthetic 
diamonds,” there is a clear 
gemological difference. 
Diamond simulants—which 
include cubic zirconia, or CZ, 

moissanite, and YAG—may 
look like a diamond, but have 
nothing in common with a 
diamond chemically. They 
generally sell for very low 
cost. Synthetic diamonds, 
however, are diamonds—they 
are chemically, visually, and 
physically identical to the 
diamonds everyone knows, 
but for the fact they were 
grown in a lab as opposed 
to in nature. And while they 

are cheaper than mined 
products, their prices are 
comparable: For example, 
Gemesis Diamond Co. sells 
its lab-created diamonds for 
about 20 percent less than the 
prices of naturals.
But this isn’t just a 
gemological distinction; 
it’s also a legal one. The 
Federal Trade Commission’s 
Jewelry Guides say it is 
unfair and deceptive “to 
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simulants today is Diamond 
Nexus (formerly Diamond 
Nexus Labs), which now 
regularly places on Internet 
Retailer’s Top 500 e-tailers 
list. (Last year, it ranked 
334th.) The company was 
named official jeweler and 
crown maker of the Miss 
Universe Organization in 
2009, and was voted a “Best 
of Weddings Jeweler” on 
TheKnot.com three years 
running. The company 
has opened a retail store 
in suburban Chicago and 
is planning a new “retail 
concept” that will serve 
as more of an “experience 
center” than a traditional 
store, says marketing director 
Kyle Blades. 
The Franklin, Wis.–based 
company—co-owned 
by Casper, Wyo.–based 
Lautrec Corp. and Hong 
Kong’s H.C.A.E. Industries 
Ltd.—does a canny job of 
reaching out to customers 
who have negative views 
of the traditional diamond 
industry; its site repeatedly 
bills its products as conflict-
free and ecologically friendly, 
as opposed to mined 
diamonds. (Lab-grown 
diamond companies typically 
make similar claims for their 
products.) 
Diamond Nexus Labs 
was founded in 2004 by 
Wisconsin businessman Gary 
LaCourt. He has become 
something of a lightning 
rod for the site’s small but 
dedicated group of online 
detractors, who inevitably 
note that he has served time 
in prison for what he calls a 

tax-related issue on his blog. 
At least one industry 
member who has worked 
with the company says 
the trade underestimates 
LaCourt. “He’s a smart guy 
who works the edges,” says 
the person, who asked to 
remain anonymous for fear 
of being associated with 
DN. “He understands the 
consumer more than most 
people in this business. His 
sophistication with electronic 
marketing would blow the 
industry away.”
The site alienated some 
with its early promotional 
efforts, a few of which are 
still online. In one, dated Oct. 
2, 2005, Robert Joseph—
described as an expert 
jeweler and the company’s 
founding partner—wrote 
that “gemologists agree 
that Diamond Nexus Labs 
lab-created diamonds are 
glittering and brilliant 
because they come closer 
than any other gem material 
to matching, often besting, 

the characteristics of mined 
diamonds.” Because the site 
then (as now) sold mostly 
simulants, a reporter from 
IDEX Online charged 
that this was misleading. 
Joseph countered that the 
site had “diamond simulant 
gemstones” written atop its 
pages.     

“As a first mover in the 
industry, I think we were 
taken aback by how much 
confusion there was in the 
marketplace,” Blades says. 
“It’s our belief that it’s better 
for us, the consumer, and 
the industry to make it 
clear what we’re selling. We 
make continual updates to 
our website to make this 
as clear as possible, [and] 
we constantly survey our 
customer base to ensure they 
understand.”

As DN has grown in business 
volume and prominence, its 
descriptions have given 

use the words laboratory-
grown, laboratory-created, 
[manufacturer name]-
created, or synthetic with the 
name of any natural stone 
to describe any industry 
product unless such industry 
product has essentially 
the same optical, physical, 
and chemical properties 
as the stone named.” 
While it could be argued 
that some simulants have 
similar optical properties, 
chemically and physically 
they are not the same. 
Still, possibly because the 
words sound alike and 
have sometimes cloudy 
meanings, many consumers 
think that simulant 
diamonds and synthetic 
diamonds are the same 
thing—which is, at least in 
part, why some lab-grown 
diamond manufacturers so 
strenuously object to the 
word synthetic to describe 
their stones.
“Moissanite and cubic 
zirconia…are frequently 
advertised as ‘synthetic 
diamonds,’ ” said Gemesis 
president Suraj Mehta in 
a submission to the FTC. 
He adds that, in spite of 
eBay having decreed in 
2007 that simulants must 
be accurately described, 
there are “hundreds of 
‘synthetic diamond’ products 
offered for sale on eBay and 
Amazon, the vast majority 
of which are moissanite or 
cubic zirconia.” 
And needless to say, this is 
an issue on the rest of the 
Internet as well.
The biggest online seller of 

“huNDRED Of ‘SyNThETIc DIAMOND’ 
pRODucTS ARE OffERED fOR SAlE 
ON EbAy AND AMAzON, ThE VAST 

MAjORITy Of WhIch ARE MOISSANITE 
OR cubIc zIRcONIA.” 
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critics less to gripe about. 
The site now also carries 
lab-grown colored stones as 
well as a selection of genuine 
lab-grown diamonds (which 
are obviously more expensive 
than its simulants). Yet 
some still take issue with the 
descriptors the site uses—for 
example, lab-created diamond 
simulant. To some, that 
comes a little too close to lab-
created diamonds.
“The phrase man-made 
diamond simulant is not 
sufficient,” complains Cecilia 
Gardner, president and CEO 
of the Jewelers Vigilance 
Committee. “Neither is 
diamond simulant gemstone. 
If it’s not a diamond, it 
shouldn’t be using the word 
diamond at all. 
“Have we received complaints 
on Diamond Nexus? Yes,” 
Gardner says. “We work 
with them on a case-by-case 
basis. But yes, we continue 
to receive complaints about 
them.” 
Blades, for his part, disagrees. 
“We use words like lab-grown 
because, well, they are made 
in a lab. We use the word 
simulant because that’s what 
they are.… We know for a 
fact that over 99 percent of 
our customers know that 
what they’re buying is not a 
diamond.”
He contends that less than 
1 percent of the company’s 
returns—0.8 percent in 

2013—involved confusion 
over whether the product 
was a diamond. “To put that 
in perspective, 8 percent of 
people returned our rings 
because they got turned down 
on the proposal,” he says. (He 
says the site’s overall return 
rate is 12.1 percent—which 
he calls “perhaps the lowest 
return rate of any major 
online jeweler.”)
In any case, Gardner hopes 
that when its Guides are 
revised, the FTC will rule 
that the word simulant is not 
sufficient—and that sellers 
should spell out exactly what 
the product is. 
Blades feels that’s 
unnecessary. “We sell a 
product that simulates the 
properties of a diamond, and 
we use that word to describe 
it as thus,” he says. “We 
don’t feel there needs to be 
extraneous language added to 
our product descriptions.”
The industry executive who 
has worked with Diamond 
Nexus says that “the broad 
swath of consumers don’t 
care about internal industry 
debates [about synthetic 

versus simulant]. For 
them, all mined diamond 
alternatives are the same. For 
every consumer who hates 
the company, he has tons 
more satisfied customers.”
LaCourt “has reached out 
to the industry countless 
times,” the executive says. 
“He would love to work with 
the industry. But the industry 
made him a pariah.”
Yet, the company also seems 
to revel in its outsider image. 
LaCourt said on his blog that 
he “wants to remember the 
‘pirate ship’ culture that got us 
where we are.” 
Blades declares that his 
company doesn’t really care 
about the industry’s opinions. 
“What we do care about is 
our customers and how they 
perceive us,” he says. “We 
don’t associate ourselves 
with the traditional, old-line 
diamond jewelry industry, 
and we don’t much want to be 
seen as a part of it.
“Our products are truly 
disruptive in the marketplace 
and will naturally draw 
detractors,” Blades continues. 
“We’ve sold over a quarter 
million engagement rings 
to people all over the world. 
Every time we sell a $1,000 
engagement ring, some 
diamond retailer didn’t sell 
a $5,000 ring. This creates a 
good deal of antipathy.”
The site has blamed some 
of the negative online 
commentary on a threatened 
diamond industry. “We see 
duplicate content posted 
on multiple sites, and the 
voice is often that of an 
aggrieved jeweler,” Blades 

says. “When we reach out to 
these ‘customers’ to resolve 
their issues, as we always 
do, they never respond to us 
or provide any information 
about their actual order.... 
[That] is suspicious to us.”
Going beyond this one 
specific site, the Internet 
is full of e-tailers whose 
handling of nomenclature 
comes close to—and 
sometimes leaps over—the 
line. When you search for 
synthetic diamonds online, 
a site pops up on Google 
AdWords that proclaims it 
sells “lab-made diamonds.” 
Only when you read the 
“Frequently Asked Questions” 
do you see that its stones 
would be called a simulant 
by a diamond detector. (A 
real lab-created diamond 
wouldn’t.) Another simulant 
seller has the words man 
made diamonds in its Web 
address. A third says its 
“simulated diamonds” are 
“also known as Lab Grown 
Diamonds, Lab Created 
Diamonds, and Man Made 
Diamonds.” (As previously 
mentioned, gemologists—and 
the FTC—disagree.)  
Gardner says JVC often 
reaches out to these sites, 
particularly when it receives 
complaints. “Mostly they are 
confused, of course,” she says. 
“Many of them are unaware 
of the FTC Guides. We often 
get, ‘Everyone is doing this.’ 
That doesn’t help anybody.”
But a lot of people are doing 
it. And for the companies 
that create genuine lab-grown 
diamonds, this has become a 
real sore point. 
“Google synthetic diamonds 
and you get 1.8 million sites,” 
says Tom Chatham, CEO of 
Chatham Created Gems and 
Diamonds. “The problem is 
so huge and has been allowed 
to become so huge, how do 
you stop it? Even the FTC 
isn’t that big.” n

“WE uSE WORDS lIkE lAb-gROWN 
bEcAuSE, WEll, ThEy ARE MADE IN 
A lAb. WE uSE ThE WORD SIMulANT 
bEcAuSE ThAT’S WhAT ThEy ARE.… 
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PANDORA announces that it has entered into a new 
strategic alliance with The Walt Disney Company that 
will give the brand a presence in Walt Disney World 
Resort and Disneyland Resort, beginning with the 
sponsorship of the Wishes Nighttime Spectacular at 
Magic Kingdom Park in Florida this fall. In addition, 
PANDORA, in collaboration with Disney Consumer 
Products, is creating an original collection of Disney-
themed jewellery launching at retail locations this fall. 

The new 
collection 
of hand 

finished sterling silver and 14K gold charms will feature 
inspirations from Disney’s beloved characters, including 
Mickey and Minnie Mouse. The initial launch, expected 
to roll out to stores early November 2014, will include 
25 different styles; an additional 16 styles will be sold 
at Disney merchandise locations, including the Walt 
Disney World Resort and Disneyland Resort. The Disney 
collection from PANDORA will also be available in 
PANDORA stores throughout Canada, Mexico, Puerto 
Rico, Central America and the Caribbean in November. 

“Our consumers and retail partners have been requesting 
Disney-themed products for years and we are thrilled to 
finally offer them a brilliant assortment of charms that 
are the perfect balance of sophistication and whimsy,” 
said Scott Burger, President, PANDORA Americas. “Our 
design teams have worked tirelessly to build a collection 
that meets the exacting quality standards of PANDORA, 
preserves the integrity of the characters we have all come 
to love over the years, and gives our consumers another 
way to share their stories.” 

“We're looking forward to the opportunities ahead 
through our alliance with PANDORA," said Tiffany 
Rende, senior vice president of Disney Corporate 
Alliances and Operating Participants. "In addition to 
debuting a new line of PANDORA jewellery at retail level 
that we know will be a fan favourite, we are collaborating 
on other product lines and guest experiences at our 
domestic Parks and Resorts."  n

pANDORA AND 
DISNEy ANNOuNcE NEW 
STRATEgIc AllIANcE

1
Set your business exhibition goals; prepare and plan 

every detail as well as your stand design.
2

Design your stand to help deliver your objectives
3

Once you have created a stand reflects well on your 
company, invite people

4
Before the show, contact with customers and suppliers. 

Send invitation to your customers to come and visit 
you at your stand, use social media, your corporate 

website and all your online and offline channels to get 
the message out 

5
Train your staff before the show

6
Advertise at the show to let people know your company 

exhibiting at the Show
7

Most of the visitors are at the exhibition to buy or plan 
to buy in the future. Be sure you get all the contact 
details and information you can from your stand 

visitors
8

After the Show, use all the information you have 
gathered from the visitors.

9
Plan your follow up after an event. 

10
Book early for next edition of the Show.

Secrets
For Exhibiting 
Success
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BoRSA ISTANBUL 
SIGNED A MEMoRANDUM 
oF UNDERSTANDING WITH 

THE WoRLD DIAMoND 
MARK FoUNDATIoN 

The World Diamond Mark® Foundation (WDMF) signed a Memorandum 
of Understanding (MoU) with Borsa İstanbul of Turkey to implement the 

programmes of the World Diamond Mark in Turkey.
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during this top networking event of 
the international diamond industry 
and trade," Dr. Turhan noted. "The 
planning of our joint promotional 
activities will start with a possible roll 
out in late 2014/early 2015. Therefore, 
this MoU is significant step toward the 
proliferation of the WDM programmes 
in Turkey. Borsa İstanbul and WDMF 
both seek to sustain and improve 
consumer confidence for diamond 
and diamond jewellery worldwide. 
We look forward to advance WDMF's 
main objective, i.e. to accredit retailers 
and multiply the sales in diamond 
markets," he stated. n

The MoU was 
signed by WDMF 
Chairman Alex 
Popov and by 

Dr. Ibrahim M. Turhan, 
Chairman and CEO of Borsa 
İstanbul. Borsa İstanbul 
is one of the 30 bourses 
worldwide affiliated to 
the WFDB.   The signing 
ceremony, held during and 
on occasion of the 36th 
World Diamond Congress 
in Antwerp, followed many 
months of negotiations 
and preparations between 
the two organizations and 
marks the start of the World 
Diamond Mark (WDM) 
launch in Turkey.  "With the 
Borsa İstanbul as a partner, 
the World Diamond Mark 
will gain strong, internal 
support for reaching out 
to key organization’s and 
retailers in Turkey," Popov 
said. "In practical terms, 
it means that the WDM's 
first pilot programme for 
accredited retail members, 
i.e. Authorized Diamond 
Dealers (ADDs) will begin 
in Turkey, one of the 
most exciting, and rapidly 
growing luxury product 
consumer markets."  "We're 
very honored to cement 
this relationship with the 
WDMF here in Antwerp, 

Alex Popov, Chairman of the World Diamond Mark Foundation and Dr. İbrahim M. Turhan, 
Chairman and CEO of Borsa İstanbul, at the signing ceremony of the MoU between the two 

organisations.

Ernest Blom, Vice President of the World Federation of 
Diamond Bourses (WFDB) accepting a gift from Dr. İbrahim M. 
Turhan (left), Chairman and CEO of Borsa İstanbul,  at the First 

working session of the WFDB during the 36th World Diamond 
Congress, in Antwerp, Belgium.

Mehmet Can Ozdemir, HRD 
Antwerp NV Manager for Turkey; 

Krisztina Kalman-Schueler, 
Senior Consultant to the World 
Diamond Mark Foundation; Dr. 

İbrahim M. Turhan, Chairman 
and CEO of Borsa İstanbul; 

Çetin Ali Dönmez, Executive 
Vice President of the Borsa 

İstanbul; and Yunus Oguzhan 
Aloglu, Director of the Borsa 
İstanbul Precious Metals and 

Diamond Market.
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TURKISH JEWELLERy 
INDUSTRy HAS 
SIGNIFICANT 
ADVANTAGES

Turkish jewellery industry has significant 
advantages.

Vice-President of the 
Jewellery Exporters 
Association Mustafa Atayık 
makes evaluations on the 
benefi ts of the Turkey 
jewellery industry.  

INDUSTRy HAS 
SIGNIFICANT 
ADVANTAGES

Association Mustafa Atayık 
makes evaluations on the 
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number of manufacturers 
and thousands of expert 
staff doing the task in this 
complex. It is possible to 
achieve all categories of 
products on these facilities 
with the production factors 
of the latest technology.  

Turkey is a country come to 
the fore with a wealth of the 
models. In particular, you own 
the world's richest collections 
for the kinds of diamond 
jewellery are mounting.
Yes. Our industry extremely 
good condition in terms of 
product range. As you have 
stated, I would say that we 
are at the peak of the world in 
terms of the kinds of mounting 
(mounting).  Our jewellery 

craftsmen and design teams 
in a very busy work. When 
you visit Turkey you will see 
that how we have a much rich 
variety of products. You can get 
what you want through most 
rich variety of the world. You 
select your mounting, we will 
delivering your products by the 
producing on the international 
assurance standards.

What can you say regarding 
the procedure for setting up a 
company in Turkey?
Turkey has become an easy 
country to invest according to 
the New Turkish Commercial 
Code. You can establish your 
company within one day in 
turkey. Moreover, domestic 
partner is not required for the 
direct investment. 

Along with the development 
of the diamond market HRD 
and GIA started to operate in 
Turkey. 
Yes. The world's leading 
certification and educational 
institutions opened up an 
office in Turkey. You can 
safely buy jewels from 
turkey with the guaranteed 
international standards.  
These companies are also 
very important contributions 
for the workforce training in 

our sector.  You will not have 
trouble with the jewellery 
and the quality of the services 
provided to you in Turkey.

What are the advantages of the 
Turkey location?
Turkey is located in the 
heart of the new jewellery 
market. We are at very close 
location to the Middle East, 
Turkic Republics and Russia.  
Transportation is never a 
problem through flexible 
visa applications. Come to 
the Turkey with the plane 
extremely easy way due to 
flights of the Turkish Airlines 
around on the world at the 
200 points.

Istanbul Jewellery Show has 
become one of the most 

important trade fair of the 
worlds. What are the benefits 
of the trade fair on yours 
sector?
Istanbul Jewellery Show 
continues to grow in parallel 
with the development of the 
jewellery sector of the Turkey. 
Last year, nearly twenty-seven 
thousand visitors visited our 
fair from the 110 countries 
of the world.  The number 
of visitors has increased 
by 30% compared to the 

previous years. We can say 
that İstanbul Jewellery Show 
fastest-growing exhibition of 
the world's on this aspect. 

What is your opinion 
associated with the potential 
for the collection and 
processing used gold (scrap 
gold) in Turkey? 
Turkey has become used gold 
collection centre. Come to 
the Turkey in the form of the 
used gold are sent back have 
to be processed. Our country 
is one of the rare countries 
in the world served with 
LBMA approved 3 units of 
the refinery.  You can catch 
world-class production 
quality in Turkey from 
used gold up to the finished 
jewellery. n

Dear Atayık, Turkey jewellery 
industry has many important 
advantages. What you want 
to say about the advantages of 
the industry?
Since 5000 years jewellery 
have been produced in 
Turkey. We live in a land is 
very important experience 
on this issue. Jewellery is 
a part of our culture. The 
world's oldest jewellery 
shopping centre established 
in 1461 years the Grand 
Bazaar have been located 
in Turkey. More than 26 
thousand people are working 
in where located 3,000 stores. 
I would recommend you 
to see closely of the Grand 
Bazaar which is a symbol of 
our 550 years expertise in the 
jewellery trade.  

The Middle East is the 
largest production complex 
Kuyumcukent in Turkey. 
What are the benefits of these 
complexes yours industry?
As we have stated, the 
Middle East is the largest 
production complex is the 
Kuyumcukent. With a large 

“TuRkEy 
jEWEllERy 

INDuSTRy hAS 
MANy IMpORTANT 

ADVANTAgES. WhEN 
WE uSE WE hAVE 

ADVANTAgES, ThERE 
IS NO REASON TAkE 
plAcE AT ThE TOp 
Of ThE WORlD’’

“ThE uNDERlyINg fAcTORS Of OuR 
SuccESS; IS ThE EVOlVINg DESIgN 

culTuRE, flExIbIlITy IN pRODucTION 
AND quAlITy, ShORT DElIVERy TIME AND 

cuSTOMER ORIENTATION”
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THE JEWELLERy HoUSES 
Do REQUIRE A GRADING 
SERVICE THAT CAN 
CoMPLEMENT AND FURTHER 
THEIR BRAND-PRoPoSITIoN 

Serge couvreur, cEO hRD Antwerp:
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With four decades of resourceful experience in diamond grading and 
more than 550 years of rich diamond heritage, HRD Antwerp has 
launched a jewellery certification service which will play a key role 
in strengthening consumers’ confidence and help jewellers position 
differently in this  fiercely competitive market. 

Federation of Diamond 
Bourses (WFDB) and the 
International Diamond 
Manufacturers’ Association 
(IDMA). These rules 
provide a guarantee for 
transparency.  

To ensure that our diamond 
certificates and jewellery 
reports are top notch, we 
use cutting edge technology. 
To assure the detection 
of lab grown and treated 
diamonds, we use state 
of the art knowledge and 
equipment. The external 
authenticity features of the 
HRD Antwerp Certificates 
and Jewellery Reports  
such as line structures, 
watermark, embossed logo, 
fluo marks and micro text 
provide a forgery-proof 
and tamper-proof diamond 
certificate that is unmatched 
in the industry, giving our 
customers complete peace 

of mind.

HRD 
Antwerp has 
a diamond 
jewellery 
certification 
service in 
Turkey and 
Mumbai. 
When a 
consumer invests 
his/her hard-earned 
money into buying 
diamond jewellery, 
he/she is entitled to get 
authenticated details on 
the diamonds he/she has 
bought in addition to 
quality assurance of the 
highest standard. 

What are the unique features 
of the diamond jewellery 
report ?
Akin to our diamond 
grading service, our 
jewellery certification 
service also highlights 
Antwerp’s rich heritage. 
As 8 out of 10 of all rough 
diamonds in the world are 
handled in Antwerp and 
1 out of 2 of all polished 
diamonds pass through the 
Antwerp World Diamond 
Centre. Jewellery retailers 
can benefit from  that 
heritage by choosing our 
grading service. Diamond 
certificates and jewellery 
reports issued by Europe’s 
leading authority in 
diamond certification will 
be the most prestigious 
differentiating factor for 
diamond jewellery retailers 

in 
this highly 
competitive market. 

How are you planning to 
promote your service at the 
business level and consumer 
level?
We are participating in 
various B2B jewellery 
exhibitions to create 
awareness about our 
services. Also, we will 
promote our services at 
consumer-level so that 
they can purchase HRD 
Antwerp certified diamonds 
and jewels in their favourite 
jewellery shop. In fact, we 
have organized successful 
consumer-engagement 
programmes which helped 
us gain better traction in 
those markets. That journey 
has just begun. n

For queries on HRD Antwerp 
services: Mehmet Canozdemir 
mehmetcanozdemir@hrdantwerp.
com.tr

Please tell us about the 
services HRD Antwerp offers.
Serge Couvreur (SC): 
Set up in 1976, HRD 
Antwerp is the 100% 
subsidiary of AWDC. 
For four decades, HRD 
Antwerp has been offering 
high-quality solutions in 
diamond grading as well 
as enormous in-house 
expertise and know-how. 
We offer a wide range 
of services, education 
and equipment to the 
diamond and  jewellery 
manufacturers and 
jewellery retailers.

We at HRD Antwerp 
grade diamonds according 
to the IDC rules, an 
international standard for 
grading polished diamonds 
introduced and endorsed 
by the diamond industry’s 
two leading representative 
organisations, the World 

WE WISh TO pRESERVE ThE ExcluSIVITy Of 
OuR DIAMOND gRADINg AND jEWEllERy 
cERTIfIcATION SERVIcE by ASSOcIATINg 
WITh ThE TOp-END Of jEWEllERy RETAIl 

SpEcTRuM.  WE WISh TO plAy A VITAl ROlE 
IN ThEIR gROWTh. ThROugh OuR DETAIlED 

AND MOST AuThENTIc cERTIfIcATION 
SERVIcE, WE WISh TO hElp ThEM WIN ThE 

cONfIDENcE Of ThEIR cuSTOMERS AND 
STRENgThEN ThEIR bRAND-pOSITIONINg. 

IN fAcT, hIgh-END jEWEllERy hOuSES DO 
REquIRE A cERTIfIcATION SERVIcE ThAT 
cAN cOMplEMENT AND fuRThER ThEIR 

bRAND-pROpOSITION.
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GURHAN 
THE BRAND

Gurhan the Man is the creative force and 
inspiration behind GURHAN the Brand.
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unexpected.  He is a citizen 
of the world, a renaissance 
thinker, a curious explorer, 
a casual fashionista, a rock 
music aficionado, an avid 
traveler, an accomplished 
photographer, a political 
junkie, a technology geek, 
an inventor, a theoretical 
mathematician, and a great 
cook.  His varied life provides 
the backdrop against 
which he designs and each 
new experience fuels his 
inspiration for new creations.
Gurhan’s vocation.  Gurhan 
was a latecomer to the world 
of jewelry design.  At the age 
of 40 Gurhan “discovered” 
pure gold.  Up to that 
point in time, he had an 
eclectic and cosmopolitan 
background, living in his 
native country of Turkey 
and elsewhere in Europe. 
In the 80s his love of music 
and entertainment were at 
the fore: he established a 
nightclub, followed by a rock 
bar (in which the DJ booth 
was an old 60’s combi van!), 
and a couple of restaurants.  
His tinkering side led 
him to making hi-fi audio 
equipment and a fascination 

with mechanical watches, 
which ultimately led him to 
studying watchmaking in 
Switzerland.  And all this 
while he still had no training 
or involvement in jewelry.
Everything changed on the 
day Gurhan encountered a 
sheet of pure gold.  He was 
immediately attracted by its 
warmth and sensuality.  He 
was equally drawn to the 
challenge of working in a 
metal eschewed by other 
current-day designers who 
told him he was crazy to even 
think of working in such a 
soft, heavy and expensive 
metal.  So he undertook the 
solitary journey to educate 
himself in the techniques of 
working in a material that 

had last been used for jewelry 
by the earliest goldsmiths 
7000 years ago.  By studying 
their examples he learned 
their secrets.  From that point 
onward, it became his passion 
to perpetuate and perfect 
the legacy of these ancient 
craftsmen through distinctive 
designs for today’s woman.

Gurhan’s Love Story.  
Gurhan’s initial creations 
in pure gold quickly drew 
attention from discerning 
collectors in Istanbul and 
travelers to Turkey.  An early 
admirer was an Australian 
woman living in New York 
and on vacation in Turkey.  
She fell in love with his 
jewelry and sought him out… 

Gurhan is 
internationally 
renowned for 
pioneering the 

revival of pure 24 karat gold 
jewelry and for changing the 
landscape of jewelry design 
with his award-winning 
creations. But Gurhan is 
much more than that… and 
so is the brand that he has 
created…he is a larger-
than-life personality whose 
exotic life and eclectic tastes 
have forged a brand which 
is known for its diverse and 
rich expressions of a life 
worth living.
Whether wrought solely 
in pure gold or “kissed” 
with gold in his popular 
sterling silver line, there 
is no mistaking a piece of 
GURHAN jewelry.  It is the 
personal touch of Gurhan on 
his designs that defines his 
signature aesthetic.  Gurhan’s 
“fingerprints” are the essence 
of his jewelry – they are 
seen in the marks of hand-
hammering and natural 
imperfections, evidence that 
every piece is painstakingly 
crafted by hand.
His fingerprints are also 
the symbol of his singular 
personality and unbridled 
vision for his creations.  
Every piece he designs 
is inspired by the very 
woman who he dreams will 
wear it, and every piece is 
imbued with his passion 
for creating a piece just 
for her.  When you wear a 
piece of GURHAN jewelry 
this personal dimension 
resonates within you.  
Women around the world, 
celebrities and collectors 
alike, seek out his jewelry, 
not only for its distinctive 
design, but for this very 
personal experience.

Gurhan the Man
Gurhan the man is quite 
simply a passionate, 
innovative maverick.  Get to 
know Gurhan and expect the 

MANy OThER jEWElERS AllOy gOlD 
WITh DIffERENT METAlS Such AS SIlVER 
AND cOppER TO cREATE 18k, 14k OR 9k 

jEWElRy.  WhIlE ThIS AllOyINg pROcESS 
AchIEVES STRENgTh AND ThEREby 

AVOIDS ThE NEED fOR REINfORcEMENT, 
IT SAcRIfIcES ThE cOlOR, bEAuTy AND 

puRITy Of uSINg puRE 24k gOlD.
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promptly falling in love with him.  Their 
ensuing passion, romance and love for 
each other are rivaled only by fairy tales.  
From the first moment it was evident 
that Fiona was Gurhan’s soul mate 
and his rich and diverse lifestyle was 
mirrored in hers.  Together they built 
a life of adventure and variety which 
continues to fuel Gurhan’s inspiration for 
his designs.  Today, now his wife, Fiona 
Tilley is the President and CEO of their 
company and together they have created 
a wonderfully successful brand which 
is the center of their life together.  A life 
seeking out the mysteries of the past, of 
learning and exploration, of stretching 
the boundaries of their minds, their 
experiences and their very lives – a life 
worth living.

GURHAN the Jewelry
GURHAN has reintroduced the 
jewelry world to its heritage.  
The launch of GURHAN took 
the jewelry world to places it 
had not been for centuries.  
Commissioned to create a 
jewelry collection for the 
Metropolitan Museum of 
Art, Gurhan is recognized as 
a master of bringing history 
to life again and he is highly 
regarded for the integrity of his 
mission to do so.   Notable among 
his contributions to the world 
of fine jewelry are three pivotal 
achievements:
l Gurhan is credited for propelling 24 

karat gold jewelry into popularity as a 

metal for contemporary fine jewelry.
l Gurhan has reincarnated the lost 

techniques of the ancient goldsmiths, 
preserving artisanship from history 
for posterity.

l Gurhan has breathed new life into 
ancient artifacts and reintroduced 
them as adornments for today’s 
woman.

GURHAN is at the intersection of 
purity and performance. When Gurhan 
first started working in pure gold he 
ignored the common belief that it 
was too soft, heavy and expensive for 
jewelry.  He studied the craft of the 
ancient goldsmiths of the Anatolian 
and Byzantine empires, the world’s first 
goldsmiths, then 

refined their methods to develop his now 
signature technique.
Today his designs are driven by 
the combined need for purity and 
performance: every piece must achieve 
strength, lightness and affordability, 
as well as beauty in its design.  He 
quickly realized that only by using the 
most careful techniques is it possible to 
address the issues of softness, expense 
and weight.
Many other jewelers alloy gold with 
different metals such as silver and 
copper to create 18k, 14k or 9k jewelry.  
While this alloying process achieves 
strength and thereby avoids the need 
for reinforcement, it sacrifices the color, 
beauty and purity of using pure 24k gold.
Celebrated as the modern pioneer of 

pure 24k gold jewelry, Gurhan 
is true to the techniques 

of ancient jewelers in 
many ways. Some of 
these techniques are 
obvious at first glance, 
and others not as 
evident on the face 
of his jewelry.  The 
greatest challenge for 
the earliest goldsmiths 
was to strengthen the 
notoriously soft metal, 
while also making 
it lightweight and 
commensurately more 
wearable.   Ancient 
jewelers achieved this 
in two ways: by hand-

hammering the metal to 
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harden it and by reinforcing the shapes and stress 
points with natural elements.  Gurhan has embraced 
both of these techniques to reincarnate pure gold 
jewelry for today’s woman.  His “fingerprints” in 
the hand-hammered texture are a visual signature 
of his work, but underneath this signature surface 
he employs the commonplace technique of the 
early goldsmiths:  he designs forms with structural 
integrity by reinforcing three-dimensional elements 
with structural fillers such as platinum, palladium, 
chromium, steel memory wire, wood and ceramic.  
All these add strength and durability and make 
his jewelry suitable for today’s active woman.  He 
also uses lower karat gold (22k or 18k) in earring 
posts, hooks, and clasps to ensure that these critical 
‘moving’ parts’ are not vulnerable to daily wear and 
tear.

GURHAN is also Silver. 
Continually innovating and evolving, Gurhan 
introduced sterling silver to his designs in recent 
years.  Bringing his signature hand-hewn aesthetic 
to sterling silver, Gurhan has created designs unlike 
anything the silver world has seen.  Of course, 
every piece of silver jewelry is still endowed with 
24k gold accents.  And never wanting to be ‘usual’, 
Gurhan also stretched the parameters of design 
by using dark silver, either oxidized or rhodium 
plated, to create a tri-tonal look.GURHAN is 
perpetuating a legacy of craftsmanship.
Now a metal smith and not just a gold smith, 
Gurhan personally designs and perfects 
every piece.  Preferring apprentices with no 
previous background in jewelry, Gurhan 
teaches them to work in his specialized 
manner in order to maintain the integrity 
and individuality of his jewelry.  Exclusively 
made in his own workshops, Gurhan’s mission 
is to leave not only his fingerprints on all 
his jewelry but to perpetuate his techniques 
and talent through in his team of dedicated 
metal-smiths.  In so doing, he committed to 
creating a legacy of heirloom-worthy designs 
for posterity.

GURHAN is renowned.  
Gurhan’s jewelry has won numerous 
international awards for design, drawing 
accolades from the World Gold Council, 
the Tahitian Pearl Association, the Silver 
Promotion Service, Couture International 
and Jewelers of America.  The leading 
university of fashion and design in Istanbul, 
Marmara University, has invited Gurhan 
to be a guest lecturer in the art of ancient 
methods of goldsmithing.  As part of 
his commitment to the perpetuation of 
his techniques, Gurhan has contributed to 
supporting the school with tools, equipment 
and materials. n

Today, now his wife, Fiona Tilley is the 
President and CEO of their company and 
together they have created a wonderfully 
successful brand which is the center of 
their life together.  A life seeking out the 
mysteries of the past, of learning and 
exploration, of stretching the boundaries 
of their minds, their experiences and 
their very lives – a life worth living.
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NEW ERA oF 
JEWELERy 
RETAILING
Three billion people in the world are using the Internet acording to a United 
Nation report. The internet is the easiest and the cheapest way to reach 
costumers. It is the scene of many success stories. One of these stories is 
told by the jewellery e-commerce web site Blue Nile. Let's take a look at this 
success story.
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Blue Nile is an online specialty 
retailer of fi ne jewelry. Blue 
Nile was founded in 1999 and 
today is the largest online 

retailer of diamonds. Blue Nile is based 
in Seattle, Washington and competes 
with traditional jewelry stores such 
as Tiff any & Co., and online retailer 
stores such as James Allen and Angel 
City Jewelers. Th e key feature of being 
able to search through thousands of 
diamonds by carat weight, cut, clarity, 
color and other characteristics, is what 
attracts many customers to the website.

History
Th e company that became Blue Nile 
began in 1995 when Doug Williams of 
Williams & Son Inc. of Seattle started 
a website to sell diamonds online. 
Mark C. Vadon, then a management 
consultant at Bain & Company, 
purchased a diamond engagement ring 
from the site in 1998. In 1999, Vadon 
raised $6 million to purchase 85% of 
the company and improve the website.
Th e company’s name was changed to 
Blue Nile in November 1999. During 
the next year, the company raised 
an additional $44 million. Investors 

included Bessemer Venture Partners, 
Kleiner Perkins Caufi eld & Byers. 
Blue Nile raised $76 million in its 
IPO on May 18, 2004. Merrill Lynch 
& Co., Bear Stearns Cos. and Th omas 
Weisel Partners LLC managed the 
IPO, sharing fees of $5.4 million. Th e 
initial public off ering of shares in Blue 
Nile Inc, rose 39% in fi rst-day trading, 
closing at $28.40.
On Oct 4, 2005, Blue Nile announced 
the launch of its United Kingdom Web 
site, following a successful deployment 
in Canada earlier.
Although the company had $44 
million in revenue in 2000, it lost $30 
million because it spent $40 million 
in television advertising. Its investors 
contributed an additional $7 million 
in 2001. In 2006, Blue Nile sold $197 
million in engagement rings and 
wedding bands, compared to $186 
million for Tiff any & Co. In 2010, 
Blue Nile reported net sales of $332.9 
million. Net income increased 10.2% 
to $14.1 million and international sales 
increased 30.4% to $43.3 million from 
$33.2 million. Full Year sales for 2012 
increased 14.9% to $400.0 Million.
On Nov, 8, 2011, CEO Diane Irvine, 

who had been with the company for 12 
years and its CEO since 2008, abruptly 
resigned. Irvine was replaced on an 
interim basis by senior vice president 
and general manager of international 
Vijay Talwar.[11] In March 2012, 
Harvey Kanter, former CEO of 
MooseJaw, was named the new CEO.
Blue Nile promotes itself as a supplier 
of ethically sourced diamonds and 
endorses a zero-tolerance policy 
towards confl ict diamonds.

operations
Blue Nile specializes in educating 
fi rst-time shoppers about diamond 
quality and making it easy for them 
to buy engagement rings. Diamond 
rings account for 70 percent of Blue 
Nile’s sales, and other diamond jewelry 
accounts for an additional 20 percent. 
Blue Nile lists more than 150,000 loose 
diamonds in their online inventory 
at any given time as well as several 
hundred settings. Th ey do not own or 
house their diamonds that are in their 
“inventory” but instead utilize the 
common business practice of drop-

shipping allowing for the company 
to purchase the diamond from the 
supplier when the customer actually 
purchases it. In 2008, its share of the 
U.S. engagement ring market rose to 
4.5% from 4%. Th e average price of a 
Blue Nile ring dropped from $6,200 in 
2007 to $6,000 in 2009, but the average 
carat weight of 0.90 remained constant. 
In 2006, the site set an online diamond 
purchase record with the sale of a $1.5 
million 10-carat D-Flawless diamond. 
In September 2011, Blue Nile sold a 
diamond engagement ring that cost 
more than $300,000 through its iPhone 
app. Blue Nile has announced plans to 
broaden the company’s base to include 
more female customers. n
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BUSINESS oPPoRTUNITIES 
ABoUND AT SEPTEMBER 

HoNG KoNG JEWELLERy & 
GEM FAIR 2014
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platform to tap into the 
region's robust markets. As 
such, the September Fair 
continues to demonstrate 
its strength as the world’s 
number one fine jewellery 
event. The Fair is now on its 
32nd edition. It continues 
to offer an unrivalled 
marketplace for the latest 
jewellery collections as well 
as the classic best sellers 
from esteemed suppliers 
from around the world. It 
also provides participants 
with expansive networking 
opportunities alongside 
market insights from experts 
that matter.
A bigger and even better 
edition of the Fair (http://
exhibitions.jewellerynetasia.

com/9jg/) awaits visitors this 
year; it will be held from 
15 to 19 September 2014 at 
AsiaWorld-Expo (AWE) and 
from 17 to 21 September 
2014 at the Hong Kong 
Convention and Exhibition 
Centre (HKCEC).

“The Fair occupies 135,000 
square metres of exhibition 
space to accommodate more 
than 3,680 exhibitors from 
51 countries and regions,” 
said Sunny Chan, Deputy 
Fair Manager, Jewellery Fairs, 
UBM Asia.  “New attractions 
at the Fair include exhibitors 
from Egypt, Kazakhstan, 
Norway and Tahiti. In 
addition, coral exhibitors 
from Japan will firstly exhibit 

under the banner of Japan 
Coral at the September 
Fair. Together with coral 
exhibitors from Taiwan and 
Italy, there are over 60 coral 
exhibitors offering fabulous 
loose corals at AsiaWorld-
Expo.  We expect to welcome 
more than 52,000 visitors 
from around the world 
throughout the fair's seven-
day run,” Mr Chan added.

The Fair Mobile App is now 
available for download at 
http://www.jewellerynetasia.
com/, to offer visitors with 
portable, one-click access to 
the latest information about 
the Fair.

A truly global jewellery 
event with strong industry 
participation
The September Fair has 
the highest participation of 
key players in the world’s 
jewellery trade. This year, 
the Fair features 22 group 
pavilions spanning over 

Demand for jewellery 
continues to 
blossom globally – 
and nowhere more 

so than in Asia.  Thanks 
to Hong Kong’s free trade 
policy, the city is the natural 
jewellery trading hub in 
the region.  In 2013, the 
jewellery sales in greater 
China were approximated 
USD75.8 billion, equivalent 
to 41.2% of the global 
consumption, data from 
China Market Research 
Reports shows.  Hong 
Kong is ideally positioned 
to capture business 
opportunities on the Chinese 
mainland.  Its location, 
excellent infrastructure and 
the aforementioned duty-
free status make it the ideal 
gateway to China and the 
rest of the Asia.
UBM Asia’s September 
Hong Kong Jewellery and 
Gem Fair (September Fair) 
provides players in the 
jewellery trade the ultimate 

“ThE fAIR OccupIES 135,000 SquARE 
METRES Of ExhIbITION SpAcE TO 
AccOMMODATE MORE ThAN 3,680 

ExhIbITORS fROM 51 cOuNTRIES AND 
REgIONS,” 
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two world-class venues.  
Groups represented are from 
Antwerp, Brazil, China, 
Columbia, France, Germany, 
Hong Kong, India, Indonesia, 
Israel, Italy, Japan, Korea, 
Poland, Singapore, Spain, 
Sri Lanka, Taiwan, Thailand, 
Turkey, the United States, and 
the International Colored 
Gemstone Association (ICA).  
This year's Design Arena is 
bigger by 40% in terms of 
exhibition area and will greet 
visitors at a new location – 
the Chancellor Room and 
Mezzanine 4 of HKCEC.  
Also the International 
Premier Pavilion is bigger by 
8.6% in terms of exhibition 
area. 

The Alrosa Group, Russia’s 
leading diamond company 
and the world’s biggest 
diamond miner by volume, 
will continue to host its 
diamond auction at the 
September Fair at AWE. 
Meanwhile, the Paspaley Pearl 
Auction, now on its 53rd 
edition, will be held during 
the Fair in HKCEC.  The Fair 
will again feature the world’s 
largest Diamond Pavilion, 
Asia’s biggest Gemstone 
marketplace and the biggest 
display of Hong Kong 
jewellery in the world.
AWE will display jewellery 
raw materials from over 
1,700 exhibitors from around 
the world, while HKCEC 
will showcase fine finished 

jewellery from more than 
1,900 international fine 
jewellery exhibitors. 

Exciting special events  
Press Conference  
The Fair press conference 
will be held on 17 September 
from 11:00am to 12:30pm 
in Meeting Rooms S226-
227 of the HKCEC. The 
chairmen of jewellery 
associations will share their 
views on developments in 
the jewellery trade, while 
the Senior Vice President 
of UBM Asia will announce 
the latest developments in 
UBM’s jewellery fairs business 
in global markets.  Fair 
Receptions  To celebrate the 
grand opening of the Fair at 
AWE and HKCEC, two fair 
receptions will be held:  1) 
AWE Welcome Reception 
- Organised by UBM Asia 
and sponsored by the Israel 
Diamond Institute (IDI), 
the Fair Reception will be 
held on 15 September at the 
Arena Kitchen at AWE.  2) 
HKCEC Welcome Reception 
- Organised by UBM Asia, the 
Fair Reception will be held on 
17 September at the Grand 
Foyer of HKCEC. 

Diamond Auction  
Diamond Auction by Alrosa 
Group will be held from 15 
to 19 September at AWE. 
Admission is by invitation 
only.  

Pearl Auction  
A world-renowned pearl 
auction, the 53rd Paspaley 
South Sea Pearl Auction, 
will be held from 20 to 
22 September at HKCEC. 
Admission is by invitation 
only.  

Seminars and Conferences  
There are a number of 
insightful seminars, 
conferences and press 
conferences, to assist 
industry players in grasping 
the pulse of the market, to 
be conducted by leading 
international jewellery 
organisations and companies 
during the Fair, including:
- The De Beers Group 
of Companies  - Asian 
Gemmological Institute and 
Laboratory Limited - Asia 
Institute of Gemological 
Sciences  - Gübelin 
Academy  - Gübelin Group - 
GRS Lab (HK) Limited - The 
Gemological Institute of 
America  - The Gem and 
Jewelry Institute of Thailand 
(Public Organization), 
and - The Gemmological 
Association of Hong Kong
For more details of special 
events, please surf in http://
exhibitions.jewellerynetasia.
com/9jg/specialevents  One 
trip, two attractions  The 
September Hong Kong 
Jewellery & Gem Fair is 
held concurrently with 
Asia’s Fashion Jewellery & 
Accessories Fair (AFJ) at 
AsiaWorld-Expo.  Buyers 
attending the September 
Hong Kong Jewellery & Gem 
Fair can enjoy free access 
to AFJ.  Free Shuttle Bus 
Service  For the convenience 
of registered exhibitors and 
visitors, the Organiser has 
arranged a free continuous 
shuttle bus service running 
directly between HKCEC / 
TsimShaTsui / Tung Chung 
and AWE. 

For more information 
about the September Fair, 
please visit http://www.
jewellerynetasia.com/  
Fair Dates & Opening 
Hours  AsiaWorld-Expo 
& Hong Kong 
15 - 18 September 2014 
10:30am – 6:30pm
19 September 2014 
10:30am – 5:30pm

Hong Kong Convention & 
Exhibition Centre
17 - 20 September 2014 
10:30am – 6:30pm
21 September 2014 
10:30am – 5:30pm

Admission to the Fair
The Fair is open to the 
jewellery trade professionals 
and members of the press.  
Free admission will be 
granted to visitors who 
present their business cards 
or official invitation together 
with Hong Kong Identity 
Card/ Exit-entry Permit for 
Travelling to and from Hong 
Kong and Macau/ National 
passport. Visitors under 18 
will not be admitted.

Industry Support
The Fair appreciates the 
support of the following 
leading industry associations:

Advisory Board:
•  The Hong Kong Jewellers’ 

and Goldsmiths’ 
Association

•  The Hong Kong Jewellery 
& Jade Manufacturers 
Association

•  Hong Kong Jewelry 
Manufacturers’ Association

•  Diamond Federation of 
Hong Kong, China

•  Hong Kong Gemstone 
Manufacturers’ Association

•  Hong Kong Pearl 
Association
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TURKISH PAVILIoN 
IN THE HoNG KoNG 
JEWELLERy SHoW
Dozens of leading Turkish jewellery manufacturers and exporters will be meeting 
up with industry professionals from around the world at the Hong Kong Jewellery 
& Gem Fair. The Turkish Pavillion in Hall 3FG is a must-visit location!   

The Turkish Pavilion 
will once again be one of 
the largest at this year’s 
September Hong Kong 
Jewellery Show, to be held 
September 17 to 21, 2014. 
The pavilion, organized 
by the Turkish Jewellery 

Exporters' Association 
(JTR), will extend over more 
than 750 square meters and 
will feature 44 companies. 
There will also be about 20 
additional Turkish companies 
exhibiting at locations 
throughout the show. 

Turkish Jewellery Exporters' 
Association Vice Chairman 
Can Özkök was so kind 
answer some of our questions 
about the exhibition. “The 
September Fair has the 
highest participation of 
key players in the world’s 
jewellery trade. Given its 
leading position in the 
industry, it is no surprise 
that visitor attendance at 
the September Fair has gone 
up by almost 35 percent 
over the past five years. The 
September Fair provides 
a timely opportunity for 
global jewellers to source 
the latest products for the 
Christmas season and 
the subsequent holidays. 
Moreover, Hong Kong’s 
status as a duty-free port 
encourages worldwide trade 
with the region and makes 
the prices of goods more 
competitive. The September 
Fair has established itself as 
the preeminent platform for 
the industry, drawing tens 
of thousands of professional 
jewellery buyers to Hong 
Kong every year. Around 
70 percent of these buyers 
are from overseas. The 
organiser also invites a 
number of quality buyer 
delegations to visit the Fair. 

Esteemed international 
organisations host a number 
of seminars, meetings and 
cocktail receptions during 
the fair, events that serve 
as networking platforms 
for people to meet, make 
new contacts, learn from 
experts and explore new 
opportunities. All these are 
good reasons why since long 
Turkish Jewellery
exporters have been 
interested in participating in 
this exhibition. Our industry 
is constantly growing year by 
year. We invite you to see the 
development of our industry. 
I am sure that you will find 
soo many oportunity of 
bussiness in our Turkish 
Pavilion.’’ n
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 COMPANY CENTER HALL  NO PRODUCT CATEGORY
 Akgun Silver HKCEC Hall 5BC 5C606 Sterling Silver Jewellery
 Altinbas  HKCEC Hall 3BC 3B211 Diamond Jewellery, Gold Jewellery
 Annda HKCEC Hall 3FG 3G835 Gold Jewellery
 Ararat HKCEC Hall 3FG 3G734 Diamond Jewellery
 Armada HKCEC Hall 3FG 3G807 Gold Jewellery
 Arpas HKCEC Hall 3FG 3F123 Gold Jewellery
 Belbak Mounting HKCEC Hall 3FG 3G712 Diamond Jewellery
 Br Marsel HKCEC Hall 3FG 3G736 Sterling Silver Jewellery
 Bulunmaz  AWE Hall 11 11U32 Tools for Jewellery Production
 Burning Stones  HKCEC Hall 3FG 3G813 Diamond Jewellery, Gold Jewellery
 Cetas Jewelry HKCEC Hall 3FG 3G836 Gold Jewellery
 Cetinol  HKCEC Hall 3FG 3G726 Gold Jewellery
 Cos-Ar  HKCEC Hall 3FG 3G716 Sterling Silver Jewellery
 Diva HKCEC Hall 3FG 3G732 Gold Jewellery
 EFE   HKCEC Hall 3FG 3G724 Gold Jewellery
 Endura Jewellery HKCEC Hall 3FG 3G806 Gold Jewellery
 Eris Jewellery HKCEC Hall 3FG 3G708 Diamond Jewellery, Gold Jewellery
 Ersin Koyuncu  HKCEC Hall 3FG 3G820 Mountings
 F.A.N.C.Y.  HKCEC Hall 3FG 3G823 Sterling Silver Jewellery
 Fantasia HKCEC Hall 5DE 5E406 Sterling Silver Jewellery
 Figur  HKCEC Hall 5DE  Sterling Silver Jewellery
 FMB Jewelry HKCEC Hall 3FG 3G828 Gold JewellerY
 Golden Line (Bogazici) HKCEC Hall 3FG 3G704 Gold Jewellery
 Gulacti  HKCEC Hall 3FG 3F119 Diamond Jewellery, Gold Jewellery
 Gusto - Ozname  HKCEC Hall 3FG 3G804 Gold Jewellery, Gold Jewellery
 Hemera  HKCEC Hall 3FG 3G815 Gold Jewellery
 Herca Mounting HKCEC Hall 3FG 3G818 Mountings
 Hira  HKCEC Hall 3FG 3G825 Sterling Silver Jewellery
 Ilyasoglu  HKCEC Hall 3FG 3G827 Sterling Silver Jewellery
 Inci  HKCEC Hall 3FG 3G710 Gold Jewellery
 Ipekyolu Silver HKCEC Hall 5DE 5M057 Sterling Silver Jewellery, Diamond Jewellery
 Istor  HKCEC Hall 3FG 3G801 Gold Jewellery

HONG KONG JEWELLERY SHOW
SEPTEMBER 2014
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 COMPANY CENTER HALL  NO PRODUCT CATEGORY
 Kafkas Jewellery HKCEC Grand Hall GH/A15 Diamond Jewellery
 Kahraman Gumus  HKCEC Hall 3FG 3G831 Sterling Silver Jewellery
 Kurtulan Jewellery HKCEC Hall 3FG 3G812 Diamond Jewellery, Gold Jewellery
 Lara  HKCEC Hall 3FG 3G834 Gold Jewellery
 Markiz  HKCEC Hall 3FG 3G832 Gold Jewellery
 Mehmet Cumbus HKCEC Grand Hall GH/F16 Antique Jewellery, Vintage Jewellery
 Merrily HKCEC Hall 3FG 3G714 Gold Jewellery
 Mert / BMA Rings HKCEC Hall 3FG 3G803 Diamond Jewellery, Gold Jewellery
 Midas  HKCEC Hall 3FG 3G802 Gold and Sterling Silver Jewellery
 Milenyum  AWE Hall 10 10U31 Semi-Precious Stones
 Mioro  HKCEC Hall 3FG 3G819 Gold Jewellery
 Model  HKCEC Hall 3FG 3G809 Diamond Jewellery
 OK Silver  HKCEC Hall 3FG 3G829 Sterling Silver Jewellery
 On Jewellery HKCEC Hall 3FG 3G702 Diamond Jewellery
 ONSA Design Factory AWE Hall 11 11V31 Machines for Jewellery Production
 Onsa Jewellery HKCEC Hall 3FG 3G811 Diamond Jewellery, Gold JewellerY
 Oro Azteca  HKCEC Hall 3FG 3G837 Gold Jewellery
 Ozcan Silver HKCEC Hall 3FG 3G728 Sterling Silver Jewellery
 Regold  HKCEC Hall 3FG 3G722 Gold Jewellery
 Riva  HKCEC Hall 3FG 3G730 Gold Jewellery
 Roz Diamond HKCEC Hall 3FG 3G833 Mountings
 Sade Is HKCEC Hall 3FG 3F111 Gold Jewellery, Mounting Jewellery
 Sezgin Jewels HKCEC Hall 5BC 5C614 Sterling Silver Jewellery
 Simoro  HKCEC Hall 3FG 3G738 Gold Jewellery
 Sina Mounting HKCEC Hall 3FG 3G805 Diamond Jewellery, Gold Jewellery
 Somoro Jewelry HKCEC Hall 3FG 3G821 Diamond Jewellery
 Tamsan  HKCEC Hall 3FG 3G816 Gold Jewellery
 Tuana Jewellery  HKCEC Hall 3FG 3G814 Gold Jewellery
 JTR HKCEC Hall 3FG Turkey Pavilion Turkish Jewellery Exporters’ Association
 Uzman  HKCEC Hall 3FG 3G822 Gold Jewellery
 Videksan  AWE Hall 11 11N19 Display Materials, Packaging Materials
 Zen Diamond HKCEC Hall 3FG 3G810 Diamond Jewellery

VISIT US
HONG KONG JEWELLERY SHOW

SEPTEMBER 2014
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DE BEERS ANNoUNCES
UPDATED MoDEL FoR RoUGH 
DIAMoND ALLoCATIoNS

The De Beers Group of Companies today announced its 
updated model for the allocation of rough diamonds by Global 
Sightholder Sales (GSS) in respect of the March 2015 – March
2018 contractual period. Around 90% of De Beers’ total rough 
diamond availability by value is sold through GSS.

The updated allocations model will involve a new method 
for determining GSS’s rough diamond customer-base, with a 
simplified, compliance and demand-based customer
qualification process being introduced. It will also adopt a more 
flexible sales approach through which non-Sightholder diamond 
businesses will have opportunities to purchase
rough diamonds from GSS.

Registrations of interest to open on 25th August, 2014

ABOUT THE DE 
BEERS GROUP OF 
COMPANIES
De Beers is a member of 
the Anglo American group. 
Established in 1888, 
De Beers is the world’s 
leading
diamond company with 
unrivalled expertise in the 
exploration, mining and 
marketing of diamonds.
Together with its joint 
venture partners, De Beers 
employs more than 20,000 
people (directly and as
contractors) across the 
diamond pipeline, and 
is the world’s largest 
diamond producer by 
value, with
mining operations in 
Botswana, Canada, 
Namibia and South Africa. 
As part of the company’s 
operating
philosophy, the people of 
De Beers are committed to 
Living up to Diamonds by 
making a lasting
contribution to the 
communities in which 
they live and work, and 
transforming natural 
resources into
shared national wealth. For 
further information about 
De Beers visit
www.debeersgroup.com.

Registrations of interest in 
applying for GSS rough diamond 
supply for the new contractual 
period opened from 25th August 
to 29th August 2014. Interested 
diamond businesses can learn 
more about the new arrangements 
at www.debeerssightholder.com/
newcontractinfo.

Philippe Mellier, CEO, De Beers 
Group, said: “The Sightholder 
system has been at the heart of our 
selling model for decades and it 
will continue to be central to our 
approach in the new contract period.

“However, the changes we 
are introducing will provide 
greater flexibility in purchasing 
opportunities at De Beers. They 
will enable those expressing strong 
demand for the rough diamonds 
we sell to purchase them on a term 
contract basis as Sightholders, while 
also offering more opportunities for 
non-Sightholder diamond businesses 
to demonstrate their demand for 
De Beers rough diamonds. The 
more rigorous financial and existing 
ethical compliance requirements 
will also help to reinforce third party 
confidence in the strength
and transparency of Global 
Sightholder Sales’ customer-base”. n



48 World Diamond Magazine | 2014-01

WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

Innovation & Affordability 
Drive India’s Domestic 
Diamond Jewellery Market
By SURESH CHOTAI



 2014-01 | World Diamond Magazine  49

35–40 billion by 2015. The 
country’s success in the gems 
and jewellery global market 
can be attributed to highly 
skilled, low-cost labour; 
excellence in jewellery and 
diamond polishing; and 
technologically advanced 
diamond cutting units.
The country is now slowly 
starting to move towards 
branded diamond jewellery 
and consumers are 
progressively accommodating 
themselves with modern 
retail formats. While this 
could impact traditional 
players, it also gives them 
the opportunity to upgrade 
to keep pace with evolving 
market trends. It is expected 
that traditional and modern 
players will coexist in future.
A few years back, a myth 
was prevailing among the 
Indian consumers that 
diamonds were unaffordable 
commodity. But now the 
perception has been changing 
thanks to the sustained 
efforts by diamond jewellery 
manufacturing houses who 
offer the consumers here 
innovative designs with 
affordable diamonds. 
Jewellers in India have 
now realized that they 
cannot afford to depend on 
traditional buyers — parents 
spending on heavy, loud 
sets when their off-springs 
get married or homemakers 
who buy sentimentally 
on Akshaya Trithiya. But 
instead, the (jewelers) are 
lining showcases with sexy, 
light and trendy designs that 
are affordable and easily 
accessible.

The art of making beautiful 
jewellery, with delicacy and 
acumen, has been developed 
through the historical times 
in India. In fact, the gold 
crazy country offers jewellery 
for almost all body parts, 
including hair parting, neck, 
ear, nose, arms, ankles, 
fingers, waist etc. India’s 
domestic market is now 
flooded with hosts of branded 
and unbranded jewellery to 
suit to the pockets of every 
section of consumer.
One of the leading brands 
of India’s diamond jewellery 
Tanishq offers quite 
affordable diamond jewellery 
between a price range of Rs. 
10,000 and 25,000. This has 
helped wipe out the myths: 
diamond jewellery is always 
expensive; it’s not within 
reach of the design-savvy 
young woman on a limited 
budget; and Tanishq sells 
only expensive jewellery.
While Tanishq on one 
hand concentrated on 
repositioning its marketing 
strategy to win the fashion-
conscious buyers, Gitanjali 

Group which offers nearly 
40 diamond jewellery brands 
on the other hand, took its 
product experiments even 
further. In February 2012, 
Gitanjali launched Amore, 
a brand that sets diamond 
solitaires in silver and 
stylized, coloured polymers, 
for young buyers.
Jewellers here are also 
innovating in other 
ways. Bengaluru-based C 
Krishnaiah Chetty & Sons 
has launched a steel-based 
‘Denim and Diamonds’ 
collection in 2011, with 
prices starting at Rs. 3,500. 
Titan launched the Mia 
brand of gold and diamond 
jewellery for working women 
priced at Rs. 6,000-50,000. 
More recently, it launched 
the FQ brand of diamonds 
with a starting price of Rs. 
499 aimed at teenagers. Orra’s 
everyday jewellery ranges 
from Rs. 10,000 to Rs. 50,000.
Indian Jewellers have now 
realized that affordability and 
innovative designs are the key 
factors which would drive the 
future trends and demand. 
Analysts say that the market 
for affordable jewellery has 
grown to 30% from the under 
5% it was 8 to 10 years ago.  
Such innovative designs 
are typically fashionable 
and everyday jewellery that 
women can mix and match 
with their Indian and western 
dresses and wear on various 
occasions. This segment will 

De Beers CEO Mr. Philippe 
Mellier, in a recent interview 
given to Reuters had 
expressed unhappiness 
about the performance of 
Indian diamond jewellery 
sector during 2013. Rightly 
so, because challenging 
economic conditions and 
devaluation of the rupee had 
resulted in decline of over 
30% in demand during that 
year. 
According to the annual 
report by Anglo American 
owner of De Beers, the 
Indian diamond jewellery 
market has not performed 
up to its mark in 2013, while 
the US and China have 
continued to show positive 
growth with strong holiday 
season sales.
But that was a temporary 
bad phase the Indian 
domestic jewellery market 
was passing through. Now, 
after coronation of the new 
government, fundamentals 
of the Indian jewellery 
market are becoming 
stronger and demand is 
improving. No worry even 
if the Union Government 
in its recent budget has not 
relaxed the gold curbs, some 
market analysts feel that 
India’s jewellery market is 
on path on recovery. After 
passing through a bad 
patch for a few years, now 
it seems that India’s gems 
and jewellery industry is 
regaining its lost glitter as 
its domestic jewellery sales 
in June 2014 have increased 
by 40% thanks to the recent 
initiatives taken by the 
Reserve Bank of India (RBI).
A recent report from 
the Federation of Indian 
Chamber of Commerce & 
Industry (FICCI) Technopak 
has predicted that India’s 
gems and jewellery exports 
would touch USD 58 billion 
by 2015. The report also 
estimates that the domestic 
market for gems and 
jewellery will reach USD 

AccORDINg TO ThE ANNuAl REpORT by 
ANglO AMERIcAN OWNER Of DE bEERS, ThE 
INDIAN DIAMOND jEWEllERy MARkET hAS 
NOT pERfORMED up TO ITS MARk IN 2013, 
WhIlE ThE uS AND chINA hAVE cONTINuED 
TO ShOW pOSITIVE gROWTh WITh STRONg 

hOlIDAy SEASON SAlES.
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De Beers CEO Mr. Philippe Mellier, 
in a recent interview given to Reuters 
had expressed unhappiness about 
the performance of Indian diamond 
jewellery sector during 2013. Rightly 
so, because challenging economic 
conditions and devaluation of the 
rupee had resulted in decline of over 
30% in demand during that year. 
According to the annual report by 
Anglo American owner of De Beers, 
the Indian diamond jewellery market 
has not performed up to its mark in 
2013, while the US and China have 
continued to show positive growth 
with strong holiday season sales.
But that was a temporary bad phase 
the Indian domestic jewellery market 
was passing through. Now, after 
coronation of the new government, 
fundamentals of the Indian jewellery 
market are becoming stronger and 
demand is improving. No worry even 
if the Union Government in its recent 
budget has not relaxed the gold 
curbs, some market analysts feel that 
India’s jewellery market is on path 

on recovery. After passing through 
a bad patch for a few years, now it 
seems that India’s gems and jewellery 
industry is regaining its lost glitter as 
its domestic jewellery sales in June 
2014 have increased by 40% thanks 
to the recent initiatives taken by the 
Reserve Bank of India (RBI).
A recent report from the Federation 
of Indian Chamber of Commerce 
& Industry (FICCI) Technopak 
has predicted that India’s gems 
and jewellery exports would touch 
USD 58 billion by 2015. The report 
also estimates that the domestic 
market for gems and jewellery will 
reach USD 35–40 billion by 2015. 
The country’s success in the gems 
and jewellery global market can be 
attributed to highly skilled, low-
cost labour; excellence in jewellery 
and diamond polishing; and 
technologically advanced diamond 
cutting units.
The country is now slowly starting 
to move towards branded diamond 
jewellery and consumers are 

progressively accommodating themselves 
with modern retail formats. While this could 
impact traditional players, it also gives them 
the opportunity to upgrade to keep pace with 
evolving market trends. It is expected that 
traditional and modern players will coexist in 
future.
A few years back, a myth was prevailing 
among the Indian consumers that diamonds 
were unaffordable commodity. But now the 
perception has been changing thanks to 
the sustained efforts by diamond jewellery 
manufacturing houses who offer the consumers 
here innovative designs with affordable 
diamonds. 
Jewellers in India have now realized that they 
cannot afford to depend on traditional buyers 
— parents spending on heavy, loud sets when 
their off-springs get married or homemakers 
who buy sentimentally on Akshaya Trithiya. 
But instead, the (jewelers) are lining showcases 
with sexy, light and trendy designs that are 
affordable and easily accessible.
The art of making beautiful jewellery, with 
delicacy and acumen, has been developed 
through the historical times in India. In fact, 
the gold crazy country offers jewellery for 
almost all body parts, including hair parting, 
neck, ear, nose, arms, ankles, fingers, waist etc. 
India’s domestic market is now flooded with 
hosts of branded and unbranded jewellery 
to suit to the pockets of every section of 
consumer.
One of the leading brands of India’s diamond 
jewellery Tanishq offers quite affordable 
diamond jewellery between a price range of Rs. 
10,000 and 25,000. This has helped wipe out the 
myths: diamond jewellery is always expensive; 
it’s not within reach of the design-savvy young 
woman on a limited budget; and Tanishq sells 
only expensive jewellery.
While Tanishq on one hand concentrated on 
repositioning its marketing strategy to win 
the fashion-conscious buyers, Gitanjali Group 
which offers nearly 40 diamond jewellery 
brands on the other hand, took its product 
experiments even further. In February 2012, 
Gitanjali launched Amore, a brand that sets 
diamond solitaires in silver and stylized, 
coloured polymers, for young buyers.
Jewellers here are also innovating in other 
ways. Bengaluru-based C Krishnaiah Chetty 
& Sons has launched a steel-based ‘Denim 
and Diamonds’ collection in 2011, with prices 
starting at Rs. 3,500. Titan launched the Mia 
brand of gold and diamond jewellery for 
working women priced at Rs. 6,000-50,000. n

ABOUT SURESH CHOTAI: The author is editor of a leading B2B news website www.gems2jewellery.com . He has been in active journalism since 1987 
and having sound knowledge of the global diamond & jewellery industry.
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ENDLESS ANNoUNCES 
PARTNERSHIP WITH 
JENNIFER LoPEz
Endless Jewelry has 
announced a long-term 
partnership with singer 
and actress Jennifer Lopez, 
launching a line of bracelets 
and charms bearing the 
trademark: Jennifer Lopez 
Collection by Endless 
Jewelry.

The range features three 
colours of snakeskin 
wrap bracelets in 
deep red, gold and 

black, with a selection of more 
than 60 charms in silver and 
gold vermeil. Designs include 
briolette drop, stud, heart and 
chain tassel charms.
Th e brand has been anticipating 
the announcement for some 
time, with chief executive Jesper 
Nielsen revealing the news 
on Facebook in recent weeks. 
Nielsen is said to be thrilled 
about the announcement, 
stating: "Endless Jewelry is all 
about fun, positivity, colours 
and being yourself. We off er 
women a way to personalise her 
jewellery choices by letting her 
mix and match designs to stand 
out from the crowd. Jennifer 
Lopez’s extraordinary style and 
charisma perfectly represent the 
collection. We are proud and 
delighted to be in this long-
term relationship with Jennifer 
Lopez.”

Jennifer Lopez said of the 
launch: “My exclusive collection 
with Endless Jewelry embraces 
the attitude of being fun and 
elegant at the same time. It is 
also about letting each woman 
express her personality through 
her jewellery. Th e collection 
will let women celebrate what 
is unique and beautiful about 
themselves.”

Endless has grown into a global 
brand in it the 14 months since 
its launch, establishing itself 
in more than 20 countries 
with collections available in 
over 3,000 shops in Europe 
alone.  Th e Jennifer Lopez 
for Endless collection will be 
available exclusively in fi ne 
jewellery shops across Europe in 
September. n
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Manufacturing as a 
Marketing Tool
“Our clients have to see that we are manufacturing. Manufacturing is an essential 
part of every diamond company,” Andre Messika explained when he received the 
Outstanding Exporter Award a few months ago. And these are not just words: in 
early July he opened a factory, adding another link to his value chain. 

by Shira Ami
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in Israel was particularly 
helpful. It generated a change 
in consciousness. Customers 
began coming and buying, 
not only from me, but from 
everyone. It’s just as my 
father taught me: if you 
want to be in the sun and 
not the shadows, you have 
to share. Th at’s the only way 
to succeed,” Andre Messika 
told us upon receiving the 
Outstanding Exporter award .

Now, observing the new 
factory through the glass 
gate on the mezzanine fl oor, 
he continues to develop the 
topic: “We understood that in 
order to get clients to come 
to Israel we had to off er them 
the maximum in all respects: 
security, service, competitive 
prices, confi dence in the 
product and transparency. 
From my point of view, the 

factory is an upgrade – the 
creation of another attractive 
marketing tool, conveying the 
right message to our clients.”

The Rough Challenge
Th e term challenge is 
politically correct, but 
Andre Messika doesn’t 
want to mince his words: 
“Our greatest problem is 
obtaining rough at suitable 
prices. Th e rough producers 
want to maximize their 
profi ts and don’t take the 
other participants along 
the diamond value chain 
into account. But one can 
fi ght over rough. Th e prices 
fl uctuate,” he said making a 
wave-like gesture. “You can 
wait for the right time and 
buy only then. Th e most 
important thing is to stay 
onboard, because if you get 
off  the boat, you won’t be 
there when it sails. I believe 
in waiting, waiting to get 
rough at the right price and 
using the right tool – the 
factory – because the rough 
producer wants to know 
you’re a professional who 
knows how to get the most 
out of its rough.
My idea was not to delay 
building a factory until 
you have rough at the right 

price. I believe there’s room 
in Israel for a good factory 
with good polishers and 
good technology, and if we 
get the rough at the right 
price we can remain on 
the map. Perhaps I’m too 
optimistic, and perhaps I’ll 
be one of those who fall, but 
I am a believer. If the Israeli 
diamond center concentrates 
only on buying polished, that 
will be the beginning of our 
end.
You ask how one can get 
rough at the right price? Th e 
answer is simple: If Israel 
represents a large market 
with major players, the wind 
will turn in our favor. If we 
move in the right direction 
and present a high-standard 
work tool – expertise in 
rough, manufacturing and 
marketing – we will be a 
signifi cant player.”

A Factory in the Building
“We built the factory in the 
diamond complex itself in 
order to be diff erent and 
also to be very close to the 
offi  ces,” Messika explained. 
Th anks to Moti Ganz, we 
saw an opportunity and 
told ourselves: let’s do it. 
I don’t consider myself a 
manufacturer. I received 

Open Sesame. Yoram Elbar 
walks ahead of me in the 
underground parking lot 
of the Diamond Tower. We 
proceed gingerly among the 
cars until we reach a white 
steel door, adorned with 
an elegant signature. When 
we press the bell and hear 
the buzzer, a magic cavern 
opens before us: a sparkling 
diamond polishing plant. 
Andre Messika’s “boutique” 
factory is another link, 
added to strengthen the 
value chain: independent 
manufacturing, in addition 
to manufacturing through 
contractors (since 2006), 
purchase of rough at tenders 
and participation in the sight 
of a sightholder in South 
Africa, marketing polished 
through offi  ces in Ramat 
Gan, Paris, Antwerp and 
Hong Kong and the Andre 
Messika jewelry brand, 
founded by his daughter, 
Valerie, who lives in Paris, 
which has been covered 
in the most prestigious 
magazines. “Now you need 
is a mine,” I told Andre 
Messika with a smile. “No, 
no, no,” he answered. Despite 
the triple negative, I wouldn’t 
take this as the fi nal word. 
Time will tell.

Manufacturing as Marketing
When Andre Messika 
immigrated to Israel he had 
already become a well-
established diamantaire in 
Paris. He came to Israel as a 
Zionist, and therefore he set 
himself a Zionist goal: not 
to suffi  ce with marketing 
abroad, but to get his clients 
to come to Israel:
“In the early years of the 
21st century, the volume of 
buyers coming to Israel to 
buy polished here declined. 
We wanted to persuade 
them to come. Th is was a 
lengthy process. A piece 
that the French television 
made on one of my major 
customers who visited me 
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a great deal of help from Moti Ganz, 
who is a friend, brother and mentor 
to me. We built the factory thanks to 
his professional knowledge. We chose 
Yoram Laniado as our main contractor; 
he has vast experience in building 
factories. Brigadier General (Res.) 
Yoram Elbar, a member of my wife’s 
family, is heading the project. I always 
dreamed of him working for me, and at 
the beginning of the year, after serving 
25 years in the Prime Minister’s Office, 
he has joined us as head of the group’s 
security system. One of the first projects 
I gave him was building the factory.”

The Building Process
“We broke a record. We set up a 
high-standard factory within just 
three months, including meetings and 
planning with all the relevant bodies 
in the Exchange. We paid particular 
attention to three issues,” Yoram Elbar 
told us.

1.“A green factory: We invested a great 
deal of time and thought into equipping 
the factory with sophisticated systems 
that create a healthy work environment. 
For example, we have a system that 
extracts 80-90 percent of the dust and 
replaces the air in the factory with fresh 
air 60 times an hour. And that doesn’t 

mean bringing in air from the parking 
lot – it’s clean air from outside.

2.Professional training: Imparting 
knowledge is an integral part of 
Messika’s vision. We will teach diamond 
professions in two tracks: one is a 
yearlong training course in diamond 
polishing. We already have one 
apprentice. The aim is to be training two 
polishers at any given time.

The second track consists of short four-
day courses for the buyers of our clients, 
to teach them where things begin 
and where they end. The course will 
include familiarization with diamond 
processing, from the state of rough to 
manufacturing and finally, marketing 
from the office. At the end of the course, 
the buyers will receive a certificate. 
When they return to their employers, 
they can market the diamonds with 
even greater love, accompanied by 
deeper and more extensive knowledge.

3.The staff spirit. The third task we set 
ourselves is to create a staff of a high 
professional level, suited to the way we 
work. The core polishing staff includes 
experts in Excellent cut – Chaim Sulam, 
who has been polishing for 35 years 
and his two sons, Asaf and Itzik, Yariv 

Nitzan, a veteran of 25 years in diamond 
manufacturing, Arik Desner and Andre 
Messika’s youngest son, Ilan.”

Equipment and Manufacturing
Andre Messika polishes white and 
yellow diamonds from two carats up, 
in all shapes. The boutique factory will 
be focused on manufacturing from five 
carats up to very large sizes, such as the 
250-carat rough now being processed 
there. The standard of finish, Messika 
told us, is Triple X for rounds and a 
minimum of VG for fancy.

The equipment includes American 
polishing wheels produced by Bentel 
Israel, an OGI system for rough and a 
Sarin system for polished. In the future 
there will also be a Israel-made bruting 
machine. “For ideological reasons we 
make every effort to assure that most of 
our equipment is Israeli-made,” Elbar 
says.

In order to fully realize the concept 
of manufacturing for the sake of 
marketing, Andre Messika photographs 
everything that happens in the factory 
and posts it online to the clients, like a 
chef who prepares a meal in front of the 
guests. “I am not creating a revolution. 
I just want a beautiful tool for my 
beautiful company,” he summed up. n

About Author: Shira Ami is the long-time 
editor of HaYahalom, the magazine if 
the Israel Diamond Institute.  This article 
appeared first in the July 2014 edition of 
HaYahalom.
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JEWELLERy EXPoRTERS 
ASSoCIATIoN CoNTINUE To 
THE PRoMoTIoN ACTIVITIES
İstanbul Jewellery Exporters Association continues to international promotional 
activities for the promotion of the İstanbul Jewellery Show which will be held 
in İstanbul on the October. Recently, introduction delegation have been made 
interview in Pakistan.

The Turkish delegation 
visited the chamber’s 
head office and met 

KCCI President Abdullah 
Zaki.
The meeting was also 
attended by Commercial 
Attache of Turkish 
Consulate, Karachi Murat 
Mustu and prominent 
manufacturers and exporters 
of Pakistan’s jewellery sector.
The delegation believes the 
event will provide a good 
opportunity to Pakistani 
jewellery makers to meet 
world’s leading suppliers and 
hold business-to-business 

(B2B) meetings during the 
show.
Oguz Ozdemir, a Turkish 
consultant, said that the 
Istanbul Jewellery Show 
is a unique platform for 
an industry that carries 
special importance as an 
outstanding trade bridge 
between Europe and the 
Middle East.
He said that more than 
800 manufacturers and 
exporters of the Turkish 
Jewellery Association, 
along with machinery and 
equipment manufacturers 
from 40 countries, will be 

displaying their products 
in the exhibition. Special 
arrangements have also been 
planned for B2B meetings 
and exchange of information 
along with other facilities 
for Pakistani exhibitors and 
visitors willing to attend.
The consultant added that 
Pakistani students can study 
Jewellery Engineering at the 
Istanbul Trade University, 
which would help improve 
their skills and pave the way 
for exchange of information.
KCCI chief Zaki said 
that Pakistan holds huge 
resources of gemstone with 

several varieties at par with 
international standards in 
the northern areas of the 
country.
“Pakistan has a potential 
yield of 800,000 carats of 
ruby, 875,000 carats of 
emerald and five million 
carats of peridot which 
remain unutilised,” he said.
Zaki noted that the Turkish 
Jewellery Industry, which 
continues to grow with 
a stable and constant 
development, has achieved 
international recognition in 
recent years.
Significant opportunities for 
creating a long-lasting and 
highly valuable commercial 
partnership exist between 
Pakistan and Turkey. By 
exploring the competitive 
and comparative advantages, 
the two countries can 
increase trade and help 
promote new and better 
businesses, he said.
He concluded that there was 
a need to effectively utilise 
trade talks, exhibitions 
and other trade promotion 
strategies which can prove 
beneficial for promotion of 
bilateral trade between the 
two countries. n
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Diamonds: 
A brilliant future 

by Ben Janowski

The leading issue that has bubbled 
up again and again over the past 
months, even in the midst of all 
the diversions of my own activity, 

it is the chatter about diamonds.  Coloured 
stones are steadily selling, maybe even go-
ing up a bit.  Gold prices have pretty much 
stalled, which is a good thing, as it allows 
everyone down to the consumer to acclimate 
to its present level. 
But it is diamonds that are a boil. Retailers 
are not moving diamonds in volumes that 
would be indicated by an apparently im-
proving economy. Retailers are generally 
reporting very sluggish business. Blue Nile 
seems to have hit a wall, though I suspect 
that the internet retailer might be reaching 
its probable market share. Even top quality 
diamonds in 2-carat to 5-carat sizes have 
seen prices slip. We thought that the one 
percent were still spending freely.
So how do we reasonably assess all this, and 
where is it leading us. For one thing, it is not 
the hubbub caused by man-made diamonds 
(MMD's, I call them).  Yes, there will be a 
place for them and there will be a time when 
they serve to satisfy important parts of the 
market. But productions are still not big, and 
there is no indication that the public is shy-
ing away from diamonds because they are 
not sure of what they are buying.
It does seem that the consumer baton is be-
ing passed on to the Millennials. The boomer 
generation is retiring in large numbers now, 
and their attention is turning to dealing with 
retirement. The Millennials are bringing a 
different attitude towards buying luxuries 
and it is one we are not used to. One report 
I saw stated that on-line sale of jewellery 
is now nearly 20 percent of total jewellery 
sales. Speaking from personal knowledge, 
these sales are largely under $1,000 retail, 
but plenty of bigger pieces are selling.
These sales are often going to firms outside 
the recognized range of jewellery retail 
channels, and it is causing disruptions. These 
lower priced items are low-hanging fruit, the 
easiest sales to make. But traditional retailers 

have lived on a lot of that traffic. It is how 
they have built traffic and consumer loyalty. 
It is how they have earned the confidence 
of their customers and allowed them to up-
grade them into diamond buyers. The dia-
mond sale, and especially the bridal sale, is 
the bedrock of many jewellers' business.
Another factor might be the competition 
for the luxury dollar. We have had many 
conversations with friends and acquaint-
ances about what is exciting in their lives. 
Once we get past kids, it is travel, especial-
ly to exotic places - Florida does not come 
up. Occasionally, it is about cars, or fashion 
shows. The Metropolitan Museum in New 
York keeps putting on shows of famous de-
signers - though they also mounted a show 
of JAR pieces. I find it almost amusing to 
go through a very thick September issue of 
Vanity Fair, and find only a couple of jewel-
lery ads amidst hundreds of fashion clothing 
ads that have models wearing no jewellery. 
In a word, the competition for luxury dollars 
is eating our lunch.
Worst, perhaps, is that the vast majority of 
diamond dealers, and even diamond retail-
ers, have not the slightest idea of how to 
enhance the product. With them, it is still a 

candy store business. And many will be de-
parting the business as a result.
OK. I could go on with more indications of 
how the diamond business is changing. But, 
in spite of this not insignificant restructur-
ing that has started and will accelerate, the 
future is not dull. 
Diamond adornment, love, and the status 
that diamond jewellery presents is well-en-
trenched in Western culture, has been ag-
gressively taken on by oil-rich sheikdoms. 
The aura is already enhanced by Russian 
oligarchs and Chinese millionaires. Make 
that billionaires. The more they buy, the 
more they are invested in the magic of dia-
monds, and the more the rest of the world 
sees the afterglow. The US market is mature 
and saturated, but the question here is not if 
the business continues to flourish, because it 
will. The question is rather who will own it.
Of course, we all know (or should know) 
that worldwide production will steadily de-
cline over the coming years, and with that 
will come ever greater reluctance on the part 
of the major producers to spend heavily in 
marketing diamonds. They are already not 
doing much. So the strength in the future 
will go to those who know how to handle 
new productions, who systematically ac-
quire recycled diamonds, who know jewel-
lery production, can meet the needs of re-
tailing and are first class marketers who can 
compete effectively for disposable dollars.
My guess is that such entities, which can be 
small, niche specialists or large companies, 
will find success by acquiring or merging 
these talents.
But diamonds are not going away. Their fu-
ture is still brilliant!

MARkETINg

Ben Janowski comes from a New York 
diamond family that reaches back nearly 100 
years to Portugal and Belgium. He has been 
in the diamond and jewelry industry for over 
35 years, first in top management positions for 
major American companies and then, since 
1992, as a consultant specializing in strategic 
planning for the American market. Go to his 
Web site - http://www.janosconsultants.com/ 
for more information.



 2014-01 | World Diamond Magazine  57

WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

DREpORT

oğUzHAN ALoğLU
DIRECToR, PRECIoUS METALS AND DIAMoND MARKETS / BIST

KIMBERLEy PRoCESS CERTIFICATIoN SCHEME
The Kimberley Process started when Southern African dia-
mond-producing states met in Kimberley, South Africa, in 
May 2000, to discuss ways to stop the trade in ‘conflict dia-
monds' and ensure that diamond purchases were not financ-
ing violence by rebel movements and their allies seeking to 
undermine legitimate governments.

THE STATE oF GLoBAL RoUGH DIAMoND SUPPLy 2014
Based on the analysis below, 135 million carats of rough dia-
monds, valued at $17.8 billion, will be mined in 2014, which 
would represent an increase of approximately 3% over 2013 
estimates.  The 50 mines itemized below are estimated to ac-
count for 90% of global rough diamond supply in 2014, with 
the balance coming from private or small-scale operations, 
where production data is unreliable or not available at all.
The rough-diamond market is expected to remain balanced 
from 2013 through 2017. From 2018 onward, as existing 
mines get depleted and no major new deposits come online, 
supply is expected to decline, falling behind expected de-
mand growth that will be driven by China, India and the 
US. Over the next 10-year period, supply and demand are 
expected to grow at a compound annual rate of 2.0% and 
5.1%, respectively. The supply demand outlook carries dif-
ferent implications for industry players at different points 
along the value chain, and it will impact the way they man-
age their business activities over the next four years and in 
the longer run.

36th WoRLD DIAMoND CoNGRESS: ANTWERP, JUNE 15-18, 2014
The 36th World Diamond Congress brought together the 
key industry players in this city, “The Diamond capital of 
the world” with all 30 member bourses represented. The 
Congress was jointly held with IDMA and well attended by 
major sister organizations including CIBJO and the World 
Diamond Council, comprising the leadership of the indus-
try. Key issues discussed over the four days covered many 
aspects including:
Formally approving the membership of Canada and South 
Korea as members of the WFDB. The Gem and Jewellery 
Export Promotion Council India (GJEPC) was also admit-
ted as an associate member. This forms part of a broader 
strategy implemented to expand the membership base by 
getting producing countries and mining companies to ex-
pand the WFDB membership base.
Synthetics coupled with lab reports formed a part of the dis-
cussions. A decision was made to speak with one voice and 
ensure uniformity in lab reports while keeping a watchful 
eye on synthetic diamonds, ensuring that they are disclosed 
as synthetics. The meeting made it clear that synthetics were 
not seen as an enemy as they have their own market niche, 
but that they must be marketed with full disclosure.
The meetings closed with the announcement that the 2015 
Presidents’ Meetings will take place in Israel and the 2016 
World Diamond Congress will be held in Dubai.

BoRSA ISTANBUL SIGNED A MEMoRANDUM oF UNDERSTANDING WITH 
WoRLD DIAMoND MARK FoUNDATIoN 
World Diamond Mark® Foundation (WDMF) signed a memo-
randum of understanding with Borsa İstanbul of Turkey to im-
plement the programs of the World Diamond Mark in Turkey. 
The agreement was signed by WDMF chairman, Alex Popov, 
and İbrahim M. Turhan, the Chairman and CEO of Borsa İstan-
bul. Borsa İstanbul is one of the 28 bourses worldwide affiliated 
to the WFDB. 
Held during and on occasion of the 36th World Diamond Con-
gress in Antwerp, the signing ceremony followed many months 
of negotiations and preparations between the two organiza-
tions and marks the start of the World Diamond Mark (WDM) 
launch in Turkey.
The WDM's global objective is to ensure the health and future 
growth of the diamond and jewelry industry in the luxury mar-
ket sector. It is based on three fundamental principles: the ed-
ucation of jewelry retailers about diamonds; confidence build-
ing among consumers with the WDM accreditation program; 
and the creation of a generic marketing program to promote 
diamonds and diamond jewelry, based on the Authorized Dia-
mond Dealer® concept.

GLoBAL DIAMoND MARKET  
Diamonds could also be an investor’s best friend thanks to a 
global decline in the production of quality gems from mines in 
Russia and Canada, and rising demand, particularly in China.
Like some other luxury goods, diamond prices were pushed 
higher in the wake of the 2008 Lehmann Brothers’ collapse as 
rich investors diverted a portion of their capital into non-mon-
etary, and highly-portable, assets. Between mid-2009 and early 
2011, industry indices which track the value of the highest qual-
ity diamonds rose by 70%, but crashed by around 30% last year 
as fear faded.
The latest assessment of the diamond market, according to an 
analysis by Citigroup Global Markets, is that improving eco-
nomic conditions, structural social trends in China and a de-
cline in the rate of newly-mined gem quality diamonds is setting 
the stage for a sustained price recovery. Because diamonds are 
tricky to value, and the same stone can generate widely different 
opinions, they are a commodity best left to professionals, and 
even then only after receiving expert advice.
But, what analysts at Citigroup have detected is a change in the 
outlook for diamond demand, a significant decline in the rate at 
which kimberlites (the host rock for most diamonds) are being 
discovered, and the drying up of a diamond stockpile once kept 
by the industry leader, De Beers. Of the major factors in the di-
amond market the three most important are the melting of the 
De Beers stockpile, the development of a diamond-ring buying 
habit by engaged couples in China, and the failure of the mining 
industry to discover big new deposits of gem-quality stones.
In the mining world, despite a worldwide search, there has been 
a very low rate of kimberlite discovery with mine production 
of diamonds peaking in 2006 at an annual rate of 175 million 
carats, and currently down to 130 million carats a year. n
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Second-Hand, Like New
Nothing in the huge glittering diamond sitting on the table at Yaki Delevi and Ory 
Vogel’s Diamond Boutique office reveals anything about it past, including when it 
was set in a piece of jewelry and when that was deposited with a pawnbroker –the 
very tip of a huge market, accounting for some billion dollars a year, of second– and 
third-hand diamonds that are being brought back to the polishing wheel to improve 
their shape and then returned to the cycle of sales. After a general introduction on 
the recycled market, Ory Vogel and Yaki Delevi help us connect the larger picture to 
their life as Israeli diamantaires.  

by Shira Ami

Ory Vogel yaki Delevi
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organizations (mujin), from 
as early as the 12th century. 
A common denominator 
of the US and Japan is the 
expansion of pawning in the 
20th century and early 21st 
century, as a result of serious 
economic crises.
For years many diamond 
manufacturers in New York 
earned a reputation for their 
skill in transforming old cuts 
to more fashionable goods by 
repolishing them. However, 
during the last economic 
crisis the quantity of diamond 
that consumers returned 
to the market soared. In 
2012, Chaim Even-Zohar 
included recycled diamonds 
(diamonds from estates, 
pawnshops and others that 
came back to the market) 
in his annual Diamond 
Pipeline chart. At that time, 

he estimated the market 
value of recycled diamonds 
at about 1 billion dollars, 
4.4 percent of the total 
wholesale value of polished 
diamonds injected into the 
market that year, after being 
held by consumers for years, 
sometimes generations, and 
returned to the market in 
order to pay their mortgages, 
medical expenses, children’s 
education, increase their 
pensions, or repay debts.
In the table published in 
2013, Even-Zohar estimated 
the quantity of recycled 
diamonds in the market to 
be about 0.96 billion dollars, 
a decline of about 20% 
compared with 2012. He also 
estimated the retail value of 
diamond jewelry in the US 
at over a trillion dollars. In 
other words, even if jewelry 

were recycled only once every 
thirty years, the potential of 
recycled diamonds in the 
US would be about 8 billion 
dollars a year.

Is This Good for Us or 
Bad for Us?
The immortality of 
the diamond is both a 
tremendous advantage and 
a huge drawback. On the 
one hand, for decades De 
Beers cultivated the notion 
of diamonds for eternity. 
Diamonds are forever, it said 
repeatedly, and succeeded in 
persuading the market that 
love eternalized by giving 
diamonds would last as long 
as the life of the shining 
condensed carbon set in the 
engagement ring.
I wasn’t able to find the 
precise quotation, but I 
remember that then-CEO 
of the DTC – Varda Shine 
¬– remarked that one 
of the advantages of the 
diamond as a luxury item is 
that unlike a Louis Vuitton 
handbag, which the lady of 
the house may pass on to 
the housekeeper, a diamond 
will be handed down to her 
daughter or granddaughter. 
Eternal life. This, thought 
Shine, could persuade 
consumers with cash to 
spend to opt for the jewelry 
store as the place to pull out 
their wallets.
But there’s also a downside. 
We learned this, just 
as those who bought a 
dishwasher-for-a-lifetime or 
indestructible pantyhose. For 
who wants to make products 
that last forever? Isn’t it better 
to manufacture a disposable 
product that needs to be 
replaced? But diamonds 
enjoy rejuvenation in old age; 
they return to the market 
for another round, and then 
another. They are bought 
from dealers that specialize in 
pawning at a lower price than 
that of a diamond straight 

It used to be that 
we associated the 
words pawnshop and 
pawnbroker with 

images of an old widow, who 
had to pawn her diamond 
engagement ring in order to 
make soup for her orphaned 
son. The pawnbroker would 
look at it through a loupe, 
weigh, measure and inspect, 
while the mother looked on 
with tearful eyes, hoping to 
get a few more pennies in 
return for parting with the 
object that was so dear to her 
heart. But that’s just a story I 
invented on the spot, in the 
spirit of the books and films 
of my childhood.
Nowadays, in the spirit of the 
era of reality, pawnbrokers 
and pawnshops star in two 
successful television series: 
Pawn Brokers and History 
for Sale. Over 80% of the 
pawnshops in the United 
States are small businesses. 
Less than 20% are public 
companies registered on the 
stock exchange. As of 2010, 
about 8,600 shops were 
members of the National 
Pawnbrokers Association 
(NPA). The pawning 
business today is an industry 
in every sense. It holds 
shows (in January and July 
in Las Vegas), conferences 
and general assemblies. 
And it is subject to strict 
federal regulations, like 
those applied to financial 
institutions, regarding issues 
such as consumer protection 
and anti-money laundering 
measures.

In The Wake of the Crisis
Recycled diamonds are not 
a new story, an invention 
of this year or last. For 
instance in Japan, a country 
that also excels in extensive 
trade of objects that return 
to the market, pawnshops 
are a known phenomenon, 
alongside that of the 
moneylenders (kanekashi) 
and the mutual loan 

“WE DIScOVERED ThE MARkET Of REcyclED 
STONES, WhIch ENAblES ThE flExIbIlITy 
ThAT WE NEED. REpOlIShINg ENAblES uS 
TO MANufAcTuRE DIAMONDS AccORDINg 
TO ThE DIMENSIONS ThE jEWElER NEEDS 
OR IN ORDER TO MANufAcTuRE SETS AND 

lAyOuTS. ThAT’S hOW WE gOT TO ThE 
REcyclED MARkET, WhIch IS AccESSIblE, 

AND IN cERTAIN pERIODS MORE pROfITAblE 
ThAN MANufAcTuRINg pOlIShED fROM 

ROugh.”
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from the wheel, and are 
sold at a higher profit than 
a diamond polished from 
rough. The competition that 
recycled diamonds pose 
to “fresh” diamonds is so 
great, said De Beers CEO – 
Philipe Mellier – at a lecture 
he delivered at the Las 
Vegas show, which Daniel 
Maxim of IDEX heard and 
reported, that recycled 
diamonds are threatening 
the profitability of the 
industry just as synthetic 
diamonds, which are grown 
in laboratories, do.
Ory Vogel, who specializes 
in the recycled diamond 
market, told us: “I 
understand Philipe Mellier’s 
view, but I think the 
diamonds returning to the 
market actually improve 
the status of the diamond 
in the eyes of prospective 
consumers. It’s important 
to customers to know that 
when the time comes to 
upgrade the diamond they 
own or sell it for any reason, 
they will have a realizable 
asset. The recycled diamond 
market reaffirms the value 
of diamonds. I think it’s 
wonderful. It has power. 
The recycled diamond 
market is like another 
mine. And if a new mine 
were found, would we say 
it threatens the profitability 
of diamonds? Would that 
make us stop looking for 
new mining sources?”

 Added Value
Ory Vogel and Yaki Delevi 
chose to focus their activity 
on the recycled diamond 
market. They both dislike 
the word recycled, which 
brings to mind used 
bottles or cans rather than 
highly valuable, exclusive 
diamonds. But the truth 
is, that’s the word and 
we just have to accept it. 
Ory and Yaki are not new 
acquaintances. Ory (35), 
the son of the fancy colored 
diamond expert Shabtay 
Vogel, holds a bachelor’s 
degree in economics and 
management from Tel 
Aviv University. He gained 
experience in economics as 
an investment underwriter 
at Discount Bank, and as 
a diamantaire in his work 
together with the father at 

Dor Diamonds. A few years 
ago he set up Gemisimo, 
a website for comparing 
diamond prices (which 
recently closed – one can’t 
have a finger in too many 
pies), and flirted with the 
idea of developing a model 
for using diamonds as an 
investment.
Yaki (41), who holds an 
MBA, is the son of David 
Delevi, the partner of Gerry 
Rubens in the longstanding 
Belami Diamonds firm, 
which was supplier to the 
legendary Bill Goldberg 
for many years. During the 
crisis the company made the 
utmost effort to keep its staff 
working, but recently they 
closed the factory.
Yaki Delevi, who for 
a period served as the 
factory’s manager, also 
gained expertise and 
experience as a personal 
coach for the Technion and 
he is a member of the Israeli 
Coaching Association.
In 2009, at the height of 
the global economic crisis, 
Yaki and Ory founded the 
Forum for Innovation in the 
Diamond Industry, which 
dealt with developing new 
ideas, including the opening 
of representative offices of 
the diamond industry in 

foreign centers, training a 
new generation of polishers 
and more.
In 2012, they founded 
the Diamond Boutique 
partnership, opened an 
office in Diamond Tower 
and divided the space 
between themselves 
and Shabtay Vogel’s Dor 
Diamonds, with the help 
of an interior designer 
with a fine sense of style, 
Einav Delevi (that’s right, 
Yaki’s wife). “My father 
and I both enjoy sharing 
the space between Dor 
Diamonds and Diamond 
Boutique,” Ory Vogel told 
us. “We specialize in fancy 
cut diamonds. My father 
specializes in fancy colors. 
We do things separately and 
we do things together. And 
in our case, one plus one 
definitely makes much more 
than two.”

When you set up Diamond 
Boutique, did you have an 
agenda regarding work with 
recycled diamonds?
“Our main agenda was 
to maximize the beauty 
of the stone beyond the 
parameters shown on 
the certificate,” said Ory 
Vogel. “This is strongly 
connected to recycled 
goods, because these are 
goods that were polished 
many years ago, and we can 
get the maximum beauty 
from them with minimal 
depreciation. The goods 
we buy in India also have 
to be repolished.” Yaki 
Delevi smiled and added: 
“Naturally, our agenda is 
to profit. The specific form 
we developed enables us to 
achieve this while realizing 
our potential, improving 
clarity and appearance, 
and maximizing the beauty 
of the diamonds. When 
we thought about our 
mission, we understood 
that we wanted to focus on 

“SOME Of ThE gOODS ThAT cOME fROM 
pAWNShOpS TO OuR SupplIERS ARE 

puT bAck ON ThE MARkET IMMEDIATEly, 
WIThOuT REpOlIShINg, buT ThE MAjORITy 

Of DIAMONDS ThAT WE AcquIRE WERE 
pOlIShED uSINg OlD-fAShIONED METhODS. 
ThEy’RE chARAcTERIzED by OpEN culETS, 

INcORREcT pOlIShINg, flAWS cREATED 
DuRINg SETTINg AND SO fORTh. AlMOST 
All Of ThEM ARE SENT fOR REpOlIShINg, 

EIThER TO IMpROVE AND upgRADE ThE 
STONES OR TO fIT ThE pARAMETERS 

REquIRED by ORDERS IN ThE pIpElINE.

MARkETINg
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fancy cuts – that’s where 
our ability and knowledge 
lie. We market mainly to 
jewelry manufacturers, 
who have very specific 
requirements. In seeking 
to supply this public, we 
understood that turning to 
the polished or the rough 
market was not enough. 
Then we discovered the 
market of recycled stones, 
which enables the flexibility 
that we need. Repolishing 
enables us to manufacture 
diamonds according 
to the dimensions the 
jeweler needs or in order 
to manufacture sets and 
layouts. That’s how we got to 
the recycled market, which 
is accessible, and in certain 
periods more profitable than 
manufacturing polished 
from rough.”

Where is the recycled diamond 
market located?
 “This market is most 
established in the United 
States and Japan, where 
there is a pawnshop culture. 
Japan was a tremendous 
diamond consumer during 
the 1990s. The general 
public of that country owns 
large quantities of diamonds 
that were polished during 
the 1980s and 1990s. Now, 
when the economy is slowly 
recovering from a deep 
crisis, many consumers 
want to realize the increased 
value of their diamonds and 
they turn to the secondary 
market.
In the American market, 
pawnshops function as a 
sort of bank that allows 
you to present an object as 
collateral against a loan or 
to receive payment for its 
immediate sale.
In the loan track, you can 
bring a painting, a diamond 
or another other object to 
a pawnshop and receive a 
loan in return at a given 
interest rate. If you don’t 
meet the terms of the loan, 

the pawnshop can realize 
the collateral. Pawnshops 
tend to set high values for 
products, but they also 
charge very high interest 
rates.
The immediate-sale track 
enables the owner of an 
object to receive payment 
for it immediately. In this 
case, because the pawnshops 
in the US are subject to 
regulation like any other 
financial establishment, they 
must wait thirty days before 
realizing the sale, in order to 
make sure no complaints are 
received regarding theft and 
to establish that the object 
actually belongs to the 
person who wants to pawn 
it. The pawnbroker must 
confirm and record the 
seller’s details. Everything is 
very organized.
Some pawnshops take 
higher risks and pay the 
customer immediately. 
However, in such cases, 
they make sure to secure a 
profit margin that justifies 
the risk. The competition in 
this market is great. If one 
pawnshop doesn’t offer an 
attractive price, the seller 
will go to another. The 
American and Japanese 
consumers are very smart; 
they check, compare, learn 
and analyze, making a 
deal only after thorough 
investigation.
Recycled diamonds are also 
found in the sale of estates 
¬– a longstanding market 

that often takes place at 
auctions. And of course, the 
most popular market today 
for second- and third-hand 
goods is by Internet, most 
notably on eBay.”

Where do you find the goods? 
Do you buy them directly 
from pawnshops or through 
agents?
“There are pawnshops 
that specialize in a given 
product, like art or carpets, 
but most pawnshops buy 
anything that comes their 
way, so it’s not logical to 
be in touch with them 
directly. For this purpose 
there are brokers who 
specialize in diamonds 
and use pawnshops as one 
of their sources of supply. 
They stay in touch with 
the pawnshops daily, buy 
whole deals from them 
and break them down into 
different types. They keep 
their ear to the ground 
and know when there are 
more goods in the market 
and when the pawnbrokers 
are under pressure. We 
also participate, directly or 
indirectly, in auctions at 
Net Japan, Christie’s and 
Sotheby’s.”

And do you send all the 
diamonds to be repolished?
“Some of the goods that 
come from pawnshops to 
our suppliers are put back 
on the market immediately, 
without repolishing, but 

the majority of diamonds 
that we acquire were 
polished using old-
fashioned methods. 
They’re characterized by 
open culets, incorrect 
polishing, flaws created 
during setting and so forth. 
Almost all of them are 
sent for repolishing, either 
to improve and upgrade 
the stones or to fit the 
parameters required by 
orders in the pipeline.
The large majority of the 
stones we buy have GIA 
certificates. Either the 
pawnshop or we send 
them to the GIA for new 
documentation. The 
laboratory reexamines the 
diamonds and updates its 
record of parameters, such 
as the cut grade, which 
didn’t exist in the past. 
However, one can usually 
trust the original findings. 
If the color of the stone 
was recorded as K, it is 
very reasonable to assume 
that it will be graded as K 
again, even if the original 
certificate was issued 40 
years ago. There is no doubt 
that the recycled diamond 
market is now becoming 
part of the mainstream of 
the diamond trade. The 
element of surprise is very 
small. You don’t have to 
worry about dangerous 
stones that are likely to 
be crushed during sawing 
or cutting, or color that 
won’t come out just as you 
wanted. It is easy to obtain 
them, compared with 
running after reasonable 
priced rough and the profit 
is usually higher. It’s an 
interesting market, with 
ample room for activity.” n

About Author: Shira Ami 
is the long-time editor of 
HaYahalom, the magazine if 
the Israel Diamond Institute.  
This article appeared first 
in the July 2014 edition of 
HaYahalom.
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THE EXQUISITE 
WoRLD oF 
NAR WoNG
As a young girl growing up in China, Nar Wong could 
not have dreamed that one day she would become a 
much sought aft er designer of exquisite jewels. Today, 
her stunning one-of-a-kind pieces are sold through 
her store, Tivoli Jewels, in San Gabriel, California and 
collected by clients around the globe.

Nar Wong spent her early 
career working as an 
electrical engineer in China, 
but destiny was about to 
play its hand. In the 1970s, 
she moved to California to 
join other family members, 
and settled in the Chinese 
community of Monterey 
Park, east of Los Angeles. At 
that time, Wong had no idea 

that a casual get-together 
with a few friends would 
change her life forever. 
“I was visiting some friends,” 
she explains, “when I 
learned that one of them had 
opened a jewellery store in 
Chinatown, and that another 
had opened a jewellery booth 
in Downtown LA. Th ey 
suggested that I go into this 

type of business as well.”
While the idea was certainly 
appealing, she had absolutely 
no training or knowledge of 
the industry. With a bit more 
encouragement, however, 
Wong eventually decided to 
follow her heart, and in 1979 
started her own company.

When she fi rst decided to go 
into the jewellery business, 
she faced many obstacles, 
including a lack of knowledge 
of the industry as well as a 
lack of experience in selling 
her pieces.   
Yet, undaunted and 
determined to succeed, 
she hired an experienced 
salesperson, who helped her 
learn sales skills as well as a 
basic knowledge of jewellery. 
“I also studied a great deal 
about gemstones and learned 
from other established 
jewellers about the jewellery 
trade.”  

Eventually, Wong developed 
a rather unconventional 

way of creating strong 
relationships with her clients. 
“I would meet them in the 
comfort of their home, and 
was able to get to know each 
one on a personal level. 
Th is allowed me to see their 
world and the things that 
hold a special place in their 
hearts,” she says. It also 
allowed the jeweller to gain a 
better understanding of her 
customers’ tastes, preferences, 
and needs. 

“It soon became clear to 
me that I needed to focus 
on creating stunning 
individualized jewels for 
my clients. So I immersed 
myself into learning and 
understanding the process of 
high-end customization.”

With the notion that the 
“customer comes fi rst” as her 
guiding principle, Wong grew 
the business by earning the 
trust and loyalty of her ever-
expanding client list, one 
person at a time. “Th e most 

As a young girl growing up in China, Nar Wong could 

much sought aft er designer of exquisite jewels. Today, 

her store, Tivoli Jewels, in San Gabriel, California and 
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Th e only other transportation 
was a 30-hour bus ride, in the 
pouring rain, across a narrow 
winding mountain road.
“It was like a 30-hour 
rollercoaster ride,” she says, 
“and the antiquated bus was 
so overcrowded that many 
passengers had to stand the 
entire way.”

Aft er a very diffi  cult 
and uncomfortable trip, 
they fi nally made it back 
to Kunming. “We then 
headed to Hekou—a border 
city between China and 
Vietnam—in search of rubies. 
At that time, trade between 
Chinese and Vietnamese 
vendors was conducted 
along a half-mile long dirt 
road. When we returned, 
we had the stones tested and 
discovered that that some of 
them were, in fact, red glass!” 
It was an expensive lesson for 
Wong and her daughter—a 
lesson they have never 
forgotten.

“Th rough my travels,” Wong 
goes on to say, “I’ve had the 
opportunity to see and to 
experience many diff erent 
cultures. I’m inspired by the 
diverse expression in the art 
of their jewellery.”
Her love of nature and 
vibrant colours also 
infl uences the design of her 

unique  and remarkable 
pieces. And, in 2007, Wong 
expanded Tivoli Jewels to 
launch annual collections, 
showcasing an even greater 
number of spectacular, 
trendsetting, and original 
works. 
Nar Wong’s three children 
have joined her in the 
business. “My son, Michael, is 
very social, and oversees the 
sales and marketing aspects 
of the company. My daughter, 
Rosemary, is talented in 
interior decorating and does 
a wonderful job displaying 
the jewels, and making sure 
our environment is inviting 
to our clients. My daughter, 
Lisa, is quite creative and is 
involved with the designs. 
She also oversees the entire 
customization process, and 
travels the world with me to 
source the gems.”

It is this teamwork that Wong 
feels has contributed to the 
incredible success of her 
company, which, to this day, 
still specializes in one-of-a-
kind pieces, pieces that are as 
unique and exquisite as the 
world Nar Wong has created. 
(www.tivolijewels.com)

Captions
Front view of pink and white 
diamond and gold necklace.
Back view of the elegant pink 
and white diamond necklace 
with diamonds cascading 
sensually down the wearer’s 
back.
Yellow and white diamond, 
sphene, and gold pendant.
Pink, yellow, and white 
diamond and gold earrings 
and necklace. n
By Diana S. Zimmerman
(CIJ International Jewellery Magazine)

important trait a jeweller 
can have,” she insists, “is the 
ability to really put people 
fi rst.”

Over the years, Nar Wong 
has developed many close 
and meaningful relationships 
with her clients, and enjoys 
nothing more than searching 
the world for exquisite 
gems, then designing the 
perfect one-of-a-kind piece 
for them. “It is oft en like a 
treasure hunt,” she muses, 
“travelling the globe to fi nd 
that special or extraordinary 
diamond or gemstone.”

And travel she does, 
sometimes to very remote 
areas. “One of my more 
memorable trips took place 
in the late 1980s,” she recalls. 
“I was travelling with my 
daughter and my cousin to 
Yunnan, China in search 
of rubies and jadeites. 
From Kunming, which is 
the capital city of Yunnan, 
we took a local fl ight into 
Dehong Manshi airport, and 
then rode for two hours into 
Ruili, a border city between 
China and Burma. During 
those years, Burmese dealers 
oft en brought their jade to 
Ruili to sell. Aft er seeing 
the goods, we were ready 
to fl y back to Kunming, but 
learned that a bird had hit 
the plane’s propeller, and it 
would be a week before we 
could get another fl ight out.” 
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Like in every business sector, the jewellery industry 
employs the world-wide-web to opens the door to allow 
jewelers to enter whole different world.
One of the Chinese internet miracles is Alibaba. In this 
B2B web portal, thousands of jewellers trade with each 
other, widening their horizons, and making it possible to 
find customers from all over the world - on Alibaba.
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The company was founded 
in the apartment of the 
current CEO, Jack Ma.  
Jack Ma said, “One day 

I was in San Francisco in a coffee 
shop, and I was thinking Alibaba is 
a good name. And then a waitress 
came, and I said do you know about 
Alibaba? And she said yes. I said 
what do you know about Alibaba, 
and she said ‘Alibaba and 40 thieves’. 
And I said yes, this is the name! 
Then I went onto the street and 
found 30 people and asked them, 
‘Do you know Alibaba?’ People 

from India, people from Germany, 
people from Tokyo and China… 
They all knew about Alibaba. 
Alibaba — open sesame. Alibaba is a 
kind, smart business person, and he 
helped the village. So…easy to spell, 
and globally known. Alibaba opens 
sesame for small- to medium-sized 
companies. We also registered the 
name Alimama, in case someone 
wants to marry us!”
Alibaba Group is a privately owned 
Hangzhou-based group of Internet-
based e-commerce businesses 
including business-to-business 

online web portals, online retail 
and payment services, a shopping 
search engine and data-centric cloud 
computing services. In 2012, two of 
Alibaba’s portals together handled 
1.1 trillion yuan ($170 billion) in 
sales, more than competitors eBay 
and Amazon.com combined. The 
company primarily operates in the 
People’s Republic of China, and 
in March 2013 was estimated by 
The Economist magazine to have 
a valuation between $55 billion to 
more than $120 billion.
The group began in 1999 when Jack 
Ma founded the web site Alibaba.
com, a business-to-business portal 
to connect Chinese manufacturers 
with overseas buyers. Alibaba’s 
consumer-to-consumer portal 
Taobao, similar to eBay, features 
nearly a billion products and is 
one of the 20 most-visited websites 
globally. Alibaba Group’s sites 
account for over 60% of the parcels 
delivered in China.

hE pROfITS Of WORlD’S bIggEST b2b E-cOMMERcE WEb 
pORTAl --  WhERE ThOuSANDS Of jEWEllERy SupplIERS 
TRADE WITh EAch OThER --  ARE hIghER ThAN ThOSE Of 
AMAzON AND EbAy. AlIbAbA IS AhEAD OfAN IpO IN ThE 

uSA. If yOuR cOMpANy IS NOT ONlINE AT AlIbAbA, yOu 
ShOulD AgAIN AND bEgIN yOuR DIScOVERy Of ThIS ERA’S 

ulTIMATE MARkET.

founder: 
jack Ma is the richest man of china
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Alipay, an online 
payment escrow service, 
accounts for roughly half 
of all online payment 
transactions within China. 
The vast majority of these 
payments occur using 
Alibaba services. The 
company in September 
2013 was seeking an initial 
public offering in the 
United States after a deal 
could not be reached with 
Hong Kong regulators. 
Planning took 12 months 
with with the IPO finally 
planned to hit the market 
in September 2014. The 
ticker was allocated as 
BABA, while the raising 
was expected to be $20 
billion.

AlIbAbA.cOM
Alibaba.com Limited 
the primary company 
of Alibaba Group, is the 
world’s largest online 
business-to-business 
trading platform for small 
businesses.
Founded in Hangzhou in 
eastern China, Alibaba.
com has three main 
services. The company’s 
English language portal 
Alibaba.com handles sales 
between importers and 
exporters from more than 
240 countries and regions. 
The Chinese portal 1688.

com was developed for 
domestic business-to-
business trade in China. 
In addition, Alibaba.com 
offers a transaction-based 
retail website, AliExpress.
com, which allows smaller 
buyers to buy small 
quantities of goods at 
wholesale prices.
In 2013, 1688.com 
launched a direct channel 
that is responsible for 
$30 million in daily 
transaction value.

Gold Supplier membership and 
related controversy
Alibaba.com offers a Gold 
Supplier membership 
to try to ensure that 
each seller is genuine. 
“To qualify for a Gold 
Supplier membership, a 
supplier must complete 
an authentication and 
verification process 
by a reputable third-
party security service 
provider appointed by 
Alibaba.com”. While the 
majority of suppliers are 
reported to be genuine, 
there have been cases 
of sellers seeking to 
defraud unsuspecting 
buyers. In February, 
2011 controversy 
ensued when Alibaba’s 
corporate office admitted 
that it had granted the 

mark of integrity of its 
“China Gold Supplier” 
program to more than 
2,000 dealers that had 
subsequently defrauded 
buyers; the firm’s share 
price dropped “abruptly” 
after the announcement. 
A statement from the firm 
reported than Yan Limin, 
the General Manager of 
Alibaba.com at the time, 
had been dismissed in 
March for “misconduct”; 
Phil Muncaster of UK’s 
The Register additionally 
reported that “a 
further 28 employees 
had been involved in 
dodgy dealings”.As the 
Economist noted, the 
company’s response has 
conflicting components: 
Alibaba’s promulgated 
view that its corrective 
actions indicate its 
commitment to quality 
and integrity (where 

it contrasts itself with 
other scandal-associated 
Chinese business sectors), 
versus a damage control 
view suggesting that the 
subscription-driven, 
third-party verified 
“China Gold Supplier” 
program was endangered 
by diminished trust in 
its endorsement system, 
removing the incentive for 
global buyers to choosing 
Alibaba as their Business-
to-business service, thus 
more broadly endangering 
Alibaba through 
impact on its brand and 
capabilities (the latter 
via the “defenestration of 
senior people”).Overall, 
the scandal has placed the 
head of Alibaba Group, 
Jack Ma –who is described 
as having been furious 
over the scandal– in a 
position to personally 
fight to win back trust. n
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The Best Social Media 
Sites for Promoting 
B2B Content

Source: groovedigitalmarketing.com

Have you come to the realization 
that not all social media 

networks are created equally 
when it comes to generating 

business? Do you know 
which social networks 

are the best social 
networks for 

business?
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As a result, you need to 
make sure that you’re doing 
everything you can to 
incorporate visual content 
into your brand’s social 
networking presence for the 
best possible results.
What are the best ways to 
add visual content into your 
social media strategy?
Real-time photo sharing 
is one of the most popular 
methods of sharing content 
on the Internet right now. To 
incorporate this into your 
marketing strategy, you might 
want to post pictures of your 
product or images that are 
representative of your brand 
on social networking sites 
like Instagram. You can even 
get some nice SEO juice by 
allowing people to use those 
images on their own sites in 
exchange for backlinks.
Create videos and upload 
them to YouTube. YouTube 
is the second-largest search 
engine in existence. Videos 
that have been uploaded to 
YouTube tend to do very well 
in search results conducted 
with popular search engines 
like Google. Th ey can be 
a great way to boost your 
presence and are an excellent 
opportunity for tip videos, 
product demos and more.

Use Google Plus For an SEo 
Boost
When Google Plus launched, 
many people assumed that it 
was that company’s attempt 
to usurp Facebook as the 
most popular social media 
site on the Internet. Instead, it 
has organically come to serve 

a very diff erent purpose: it is 
being used by social media 
marketers as an SEO option.
Sites that have a Google Plus 
component are being favored 
in Google search results over 
ones that don’t. As a result, 
your company or brand 
absolutely needs to have a 
presence on the site: even if 
it’s only for the purposes of 
search engine optimization.

Make your Facebook Content 
Stand out
One of the most important 
things to pay attention to 
when it comes to social 
media marketing is the 
Facebook news feed. 
Facebook updated the look 
and design of its news feed in 
the last few years to deliver 

more relevant content to 
users. As a result, unless your 
post is highly engaging, or 
you pay to promote it, your 
users may not see it.
According to an article by 
Mashable, you want to focus 
on the following types of 
content:
• Auto-play videos
• Larger photos that span 

the width of the newsfeed 
(currently that’s 470 px 
wide)

• High Quality News & 
Current Events

Find B2B Success on LinkedIn
Despite the fact that it isn’t 
necessarily the most popular 
social networking site out 
there, B2B marketers are 
fi nding that they are the most 

If you are looking to 
increase your the ROI 
for your social media 
eff orts, read on. New 

research indicates that the 
best social media sites for 
business content might not 
be the ones that you would 
immediately expect. All 
social media sites have their 
own unique functions, and 
you need to think about the 
way your content fi ts in to 
help achieve the maximum 
levels of success.
Popular Social Media Sites
Social media networks of all 
types are popular as more 
and more people begin to 
use them to communicate 
with one another on a 
regular basis.
Studies indicate that the 
most popular and widely 
used sites are the ones 
that are primarily used for 
sharing content in a visual 
way.
Pinterest, Instagram and 
other social networking sites 

are making huge leaps when 
it comes to users because 
people are sharing content 
that naturally catches the eye. 
An infographic published 
on Mediabistro revealed 
that people spend more 
time on Instagram, Pinterest 
and Tumbler than they do 
on social networking sites 
like LinkedIn, Twitter and 
Google Plus combined.
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successful with business related content on LinkedIn. The user 
base of LinkedIn tends to be more professional than any other 
social networking site. As a result, those users are much more 
likely to respond positively to business content.
It’s important to note that LinkedIn has its own publishing 

platform that businesses can use to post content. It was 
previously reserved for only a select few people but has been 
opened up to the hundreds of millions of LinkedIn members in 
the last few years. Remember, though, that LinkedIn users want 
well written and professional content, not pictures of cats. n
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WEDDING RINGS CATEGoRy 
DEMAND IS ALSo BEING 
ADVERSELy AFFECTED IN 
TIMES oF ECoNoMIC CRISIS

In accordance with the laws of economics, 
such as factors price rise and the decrease in 
income are negative impact on demand. The 
same situation has been showed jewellery 
demand. So what is the situation for the 
category of wedding rings?
As you have stated, such as factors price 
rise and the decrease in income are 
negative impact on demand. However, we 
can say the situation is somewhat different 
in the category of wedding rings. These 
stations come from the different features 
of the wedding rings. Especially in times 
of the crisis you may give up buying a new 
car, home, or hours. Or even you can be 
delaying own holiday. However, when you 
get married you have to get wedding rings. 
No one thinks 'gold prices are high at the 
moment, so I give up getting married'. 

Each couple on the marriage preparation 
firstly selects the wedding rings. This is 
an important advantage of the wedding 
category. Of course, there are also useful 
to look at the issue from the other side. 
When prices fall as demand for wedding 
rings, does not increase as much as in the 
other categories. Therefore, our marketing 
activities, we have to take care of the 
closely with the demographic structure of 
the countries we serve.

Can you explain this issue? Do you think that 
demographic structure of the country can be 
effective in sales wedding ring?
Yes. If a higher proportion of the young 
population in the one country, this 
means will be higher marriage number 
in those countries. Couples who are 

getting married are more, this means 
that a high demand for wedding rings. 
This is an important for us excess of the 
rate of urban population besides being 
much younger population and women 
participate is high in the labour force. We 
know that, married couples in rural areas; 
they use throughout their lives a single 
pair of wedding rings. However, urban 
peoples can be reaching many different 
design wedding rings or they can replace it 
with new rings doe to bore their wedding 
rings. This is reason; we made a detailed 
analysis socio-economic and demographic 
structure of the country on our marketing 
department. This is one of the important 
factors supports our take its place among 
the leading exporters of the sector. n

Chairman of the BMA Rings is one of the leading exporter of wedding rings on the 
Turkish jewellery industry and Jewellery Exporters Association of the Member of 
the Board of directors Hakan Saraç has made the assessment related to the request 
of the wedding rings category. 
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The use of mobile applications (apps) is increasingly common. The lives of 
many jewellery industry professionals have become a whole lot easier with 
these apps. Take a look at some of the more useful apps out there.  

RapNet - Rapaport Diamond Trading 
Network
Search RapNet diamonds, get 
the latest diamond and jewellery 
industry news, views, videos and 
articles.  Access and download 
Rapaport Diamond Price lists, 
see Rapaport Price changes and 
perform price calculations. Get 
RapNet best and average prices. 
Save, email and edit your saved 
price calculations. Update Rapaport 
prices on demand. This app is free 
to download.  RapNet membership 
required. To login, please make sure 
that “Remember me” is checked.

De Beers Bridal
The Official App from De Beers. 
De Beers is delighted to introduce 
this Bridal App, which will guide 
you through the most exciting and 
important jewellery decisions of 
your life.   Discover our collection 
of beautiful engagement rings, then 
find a wedding band to match, with 
advice and insider information each 
step of the way. Have fun adding 
an eternity band to your chosen 
combination and matching wedding 
day jewellery from the Design 

Collections. View exclusive video 
content on how to choose your 
diamond and go behind the scenes 
of the designs and creation of these 
extraordinary pieces.

JCK Las Vegas
Planning for JCK Las Vegas 2014 
is now faster and easier with JCK 
Las Vegas Mobile, sponsored by 
Simplex Diamond, the official 
mobile application for JCK 2014, 

MoBILE APPLICATIoNS 
FoR THE JEWELRy 
INDUSTRy PRoFESSIoNALS 



 2014-01 | World Diamond Magazine  73

May 30, 2014 - June 2, 2014, at Mandalay 
Bay in Las Vegas, NV.
Plan your time at JCK Las 
Vegas with show information 
at your fingertips: -Exhibitor 
list -Floorplan -Featured 
Exhibitors -Show Specials -New 
Products -Education -My Show

Idex Calculator
Diamond Price Calculator according to 
IdexOnline.com

Tiffany Engagement Ring Finder
Find your perfect engagement ring with 
the Tiffany & Co. Engagement Ring 
Finder, now available as an Android™ 
app. Browse styles and try on rings using 
a photo of your hand. Share your favorite 
designs with friends and view the styles 

they like the most, determine your ring 
size and learn why a Tiffany engagement 
ring is the best there is.

Novotel Hotels
With the Novotel application for 
Android, book your hotel easily and 
securely!

Looking for a hotel near your current 
location or on the other side of the 
world? Book, in just a few clicks, the best 
hotel for your stay and discover one of 
the 430 Novotel and Suite Novotel hotels 
in the world. Never miss out on the best 
deals or latest news with the free Novotel 
official app for Android.   • Book using 
Novotel Hotels’ free app for our Best 
Rate Guarantee  • Search for hotels by 
destination or by your current location  • 
Easy booking in just a few steps • 
Access your current, past and cancelled 
hotel bookings • Map and directions 
to find your hotel easily  • Reservation 
confirmed by SMS or email • Direct 
access to your personal information and 
Le Club Accorhotels account  • Contact 
the hotel in just one click (e-mail / call)
An enhanced experience for your 
Andoid designed to optimize search 
results and bookings. We guarantee the 
best available rates, and 100% secure 
booking.

Trip Advisor
Find hotels, restaurants, and attractions 
in any destination

See millions of reviews, opinions and 
candid photos from travelers
Use Near Me Now to discover options 
near you or any address you enter

Rentalcars.com
Arranging car hire in over 180 countries 
and 40 languages, rentalcars.com is one 
of the world’s leading car rental agencies. 
Working with leading suppliers, we offer 
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great prices on all car types, including 
luxury cars, people carriers, minivans 
and automatic cars. With a multilingual 
call centre open 7 days a week, we 
can fi nd you the best car hire prices 
whenever you want – wherever you’re 
going.

HK Jewellery & Gem Fair by UBM
Tags: ubm jewellery fair,hk jewellery 
fair,mobile buyer guide.
Th is is the offi  cial UBM Jewellery 
Fair Mobile Buyer Guide for the HK 
Jewellery and Gem Fairs (June and 
September editions). It provides you 
essential trade show information 
and allows you to manage your show 
participation more effi  ciently.
Th e app enhances your visiting 
experience by giving you immediate 
access to the following features and 
information: + Full exhibitors list + 
Interactive fl oorplans + Special 
Events + News and Social + Venue and 

transportation information
Th e app is free to download and 
use.  Th e HK Jewellery Fair app will 
be regularly updated to provide the 
most comprehensive information on 
fi rst the June and then the September 
Hong Kong Jewellery and Gem Fairs 
organised by UBM Asia Ltd. It is thus 
important to allow for regular data 
updates of the app.  Every eff ort has 
been made to include as much data 
in the app as possible so that it can 
be used whilst offl  ine and abroad. 
On-site updates, messaging and social 
media features will require live data 
and connection to the internet. Please 
adjust the settings of your mobile phone 
according to your preferences and 
payment plans.

KARP Diamond App
KARP Impex, one of the world’s leading 
diamond manufacturers, is giving 
you access to our worldwide certifi ed 

inventory, from any place and at any 
time, at the click of a button.

You can search our worldwide stock of 
certifi ed diamonds located in our sales 
offi  ces across the globe, you can add to 
cart, order and even upload buy requests 
in case you can’t fi nd your specifi c 
diamond. Selections can be emailed to 
yourself or to other parties.
Access is limited to verifi ed members 
of the diamond and jewellery industry 
only.

ShowListings by RapNet
Save yourself time and energy by using 
Th e RapNet Showlisting app to fi nd 
diamonds and suppliers at various 
Tradeshows. Th e Showlisting app lists 
diamonds available at the show, along 
with their booth number and contact 
information. n

fOcuS
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New York, July 21, 2014 -- Tiffany & 
Co. (NYSE - TIF) announced that its 
long-standing chief executive officer, 
Michael J. Kowalski, will retire from 
the company effective March 31, 
2015. Mr. Kowalski, who has been a 
member of the company's Board of 
Directors since 1995, will continue to 
serve on the Board, in the role of non-
Executive chairman. The Board has 
named Frederic Cumenal, currently 
the company's president, to succeed 
Mr. Kowalski as chief executive officer 
effective April 1, 2015.

Mr. Kowalski, 62, joined Tiffany in 1983, 
became chief executive officer in 1999 
and assumed the role of chairman of the 
Board in 2003.
Mr. Cumenal, 54, joined Tiffany in 
2011 as executive vice president with 
responsibilities for worldwide sales and 
distribution. In 2013, his responsibilities 
were expanded to include the design, 
merchandising and marketing functions, 

and he was promoted to president and 
appointed to Tiffany's Board of Directors.
Mr. Kowalski said, "I am immensely 
satisfied by what we have accomplished 
at Tiffany over the past 30 years, and I am 
confident that the company is superbly 
positioned for the future. Frederic 
Cumenal is ideally suited to succeed 
me as chief executive officer, and we 
will continue to work closely together 

to ensure a seamless transition. I look 
forward to continuing in the role of 
chairman of the Board."
Mr. Cumenal added, "This is an 
extraordinary company with a fantastic 
heritage and an exciting future. I am 
deeply honored to be selected as its 
leader and look forward enthusiastically 
to capitalizing on the many opportunities 
ahead." n

TIFFANy’S MICHAEL KoWALSKI 
To RETIRE AS CEo IN 2015

‘’THE BEST RESULTS EVER’’
H1 2014 ALROSA revenue increased by 
27% y-o-y and reached RUB 104.8 bn. 
EBITDA grew by 34% y-o-y and reached 
RUB 47.3 bn. EBITDA margin increased 
to 45%. H1 2014 net profit amounted to 
RUB 23.1 bn, up 58% y-o-y.

Fyodor Andreev, ALROSA CEO, 
commented, “In H1 2014, the 
Company delivered its best results 
ever. One of the drivers behind this 
outstanding performance was the market 
environment, with the Russian ruble 
weakening against the dollar as the 
key contributor to the revenue growth. 
To capture the benefits of the ruble 
devaluation, the Company engaged in 
additional diamond sales from inventories 

as a way to improve the Group’s cash flow 
position and, specifically, to generate 
additional liquidity for Eurobonds 
redemption in Q4 2014.”
ALROSA sold 21.1 million carats 
of diamonds during the first half, 
representing a 10 percent increase from  
2013. The sale of gem-quality rough 
diamonds rose 27 percent to $2.41 billion 
(RUB 89.019 billion). ALROSA explained 
that, on the whole, there was a 5 percent 
increase in the average carat price due to 
changes in the mix of goods offered, but 
"due to market conditions" the average 
price fell 1 percent, leaving the average 
price per carat up 4 percent to $172 for 
the first half. n

ALRoSA CEo FyoDoR ANDREEV; 
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THE IMPoRTANCE 
oF EDUCATIoN!

$70,000 (double an average 
week) in sales and the third 
week we did over $120,000 
(a bit more than three plus 
times an average week) in 
sales.  I am not telling you this 
to brag, just the facts.  The 
reason I am mentioning this 
is to point out – there is no 
second place to “ON THE 
FLOOR COACHING AND 
TRAINING”.  You cannot 
learn to ride a bike, ski, drive, 
or fly an airplane by watching 
a DVD, reading a book, or 
seeing somebody else do it.  
The storeowner, sales manager, 
store manager, sales trainer, 
floor manager – whatever title 
you give to the position – can 
have a dramatic effect on sales 
and profits.  This position is the 
single most important position 
in the company when it comes 

to proactively creating sales 
and profits.  Without a strong 
leader, people tend to revert 
to their safe zone or level of 
competency or incompetence 
depending upon how you look 
at it.  In sports, it is proven 
every day, that the coaching 
makes all the difference 
between a championship 
season and an average season.  
The exact same thing is true 
in Jewelry – coaching on the 
floor will make the difference 
between a company growing 
and flourishing and one that is 
just getting by.  
I have heard some retail 
organizations that say 30 
percent of all the independent 
retail stores will be out of 
business in the next five 
years. If this doesn’t scare the 
heck out of you, I don’t know 

It’s time to step it up or 
you may find yourself 
stepping aside!  To 
say that we are in a 

serious situation is a bit of 
an understatement.  Stores 
are going out of business, 
wholesalers are disappearing, 
and business is tough, to 
say the least.  With the 
economy as it is and sales 
being tougher and tougher 
to make, I would think 
that every Jewelry retailer, 
and wholesaler, would 
want to get an edge and 
to learn something new 
in order to improve their 
business.  If the owner and/
or manager can “Create an 
environment of personal 
growth and development 
within the organization”, 
the organization will not 
only survive it will flourish.  
Learning one new thing, 
might be the difference 
between a great year an 
average year, and one that 
leaves you wondering if you 
will survive.  Here is a known 
fact: 
If you keep doing what you 
have always been doing you 
will achieve the same result!
Recently I had the pleasure 
of spending three solid weeks 
in a retail jewelry store as the 
sales manager.  Running the 
sales floor took me back to 
my roots of the good old days 
when I was a sales manager 
working everyday on a retail 
sales floor.  Not much has 
changed.  Customers still 
say, “I’m just looking”, “I’ll 
be back”, “and "This is the 
first place I’ve shopped”.  
Salespeople still say, “Will 
that be all”, “Here’s my card, 
when you are ready come on 
back” etc. etc.  Customers 
have habits they have fallen 
into just as salespeople 
use bad selling habits on 
occasion.  I am not blaming 
anyone; I am just saying 
that is the way it is.  During 
this three-week period, we 
did about $35,000 (average 
week) in sales the first week, 
the second week we did over 

Brad Huisken

WE, AS AN INDuSTRy, hAVE TO puT MORE 
AND MORE EMphASIS ON TRAININg, 

kNOWlEDgE, pOSITIVE REINfORcEMENT, 
ON ThE flOOR cOAchINg, INcENTIVES, 

AND gIVINg OuR pEOplE ThE hElp ThAT 
ThEy NEED IN ORDER TO MAxIMIzE EVERy 

pOTENTIAl SEllINg OppORTuNITy.  

what will.  There is no doubt 
in my mind that the answer 
lies in the people that we have 
serving our customers.  We, 
as an industry, have to put 
more and more emphasis on 
training, knowledge, positive 
reinforcement, on the floor 
coaching, incentives, and giving 
our people the HELP that they 
need in order to maximize 
every potential selling 
opportunity.  Further, we need 
our salespeople to create selling 
opportunities and look at their 
positions more as business 
owners running their own 
business within the business. 
All jewelry companies, whether 
wholesale or retail, need to 
commit a small percentage 
of their sales to training and 
education.  If you look at your 
expense report and you are 
not committing 2 percent or 
3 percent to training then you 
are not maximizing you sales 
opportunities.  Anything short 
of this is unacceptable if the 
organization is going to grow 
and flourish in the future. 
Author, trainer, consultant, 
and speaker Brad Huisken is 
President of IAS Training.  Mr. 
Huisken authored the books 
I’m a Salesman!  Not a PhD. 
and Munchies For Salespeople, 
Selling Tips That You Can Sink 
Your Teeth Into, he developed 
Train The Sales Trainer Course, 
the PMSA Relationship 
Selling Program, the PSMC 
Professional Sales Management 
Course, The Mystery Shoppers 
Kit, The Employee Handbook 
and Policy & Procedures 
Manual, The Weekly Sales 
Training Meeting series along 
with Aptitude Tests and 
Proficiency Exams for new 
hires, current sales staff and 
sales managers, along with 
the new Weekly Retail Sales 
Training Series.  
In addition, he publishes a free 
weekly newsletter called “Sales 
Insight” For a free subscription 
or more information contact 
IAS Training at 1-800-248-
7703, info@iastraining.com, 
www.iastraining.com or fax 
303-936-9581
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Pandora lines up new CEo
Pandora has announced Anders Colding Friis as its new chief executive, 
with Allan Leighton set to step down from the role in spring 2015.

A statement from the Danish brand said Colding 
Friis will commence as CEO in March 2015. Allan 
Leighton, who has been Pandora chief executive 
offi  cer since April 2013, has been recommended to 
become co-deputy chairman.
Th e board of directors has also recommended 
Peder Tuborgh, subject to approval at its 
extraordinary general meeting to be held in 
October 2014, to succeed current chairman of 
the board of directors Marcello Bottoli, who, as 
previously announced, will be stepping down 

in 2014 due to 
other professional 
commitments.  At 
present Anders 
Colding Friis 
is CEO of 

Scandinavian Tobacco Group. Allan Leighton will 
step down from his role as CEO aft er reporting 
Pandora's full-year results for 2014. n

Blue Nile goes global with 
Arabic language site
American diamond jewellery retailer Blue Nile has announced the launch of an 
Arabic language version of its website, giving customers from the United Arab 
Emirates the opportunity to shop in their native language.

With the addition of Arabic, 
consumers can access Blue 
Nile in seven diff erent 

languages, including English, French, 
Spanish, Japanese, and Traditional and 
Simplifi ed Chinese.
Customers can shop online using the 
native Dirham currency, with free 
shipping and Arabic-speaking personal 
shoppers also available throughout the 
region.

Blue Nile’s president of international 
business Jon Sainsbury, commented: 

"Blue Nile began serving the UAE in 
2011 and has developed a loyal customer 
following resulting in one of the largest 
average order sizes we see in our 
international markets. Th is enhancement 
will make the process of fi nding the 
perfect engagement ring or fi ne jewelry 
gift  even easier for our customers in the 
region."
Blue Nile’s entire collection of fi ne 
jewellery is currently available in the 
United Arab Emirates, including the 
ability to select diamonds from the 
company’s selection of more than 

130,000 certifi ed stones.
Customers in the UAE can also create a 
customised engagement ring using Blue 
Nile's Build Your Own Ring tool. n
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U.S. ECoNoMIC oUTLooK 
IS KEy DRIVER FoR GoLD
By David Brough

Recent figures showing slower than 
expected jobs creation in the United 
States gave a brief lift to gold, signaling 
that shifting sentiment over U.S. 
economic health will be a key driver of 
bullion prices in the short term.

Uncertainty over the U.S. economic 
outlook is sure to trigger further volatility 
in the gold price in the coming weeks.

The latest indicators point to the 
possibility of cheaper gold as investors bet 

on a rising U.S. interest rate outlook.

Higher U.S. rates are bearish for gold 
prices because they mean that interest-
bearing assets become more attractive to 
investors, relative to non-interest-bearing 
bullion.

Volatility in sentiment over gold was 
highlighted by its nearly 1 percent rise on 
August 1 as disappointing U.S. nonfarm 
payrolls data dampened talk of an early 
rate rise by the Federal Reserve.

The figures pointed to slack in the 
labour market that could give the Fed 
room to keep rates low for a while.

The Labor Market said nonfarm 
payrolls rose 209,000 in July, below 
economists’ expectation of a 233,000 
job gain.

The unemployment rate rose to 6.2 
percent from 6.1 percent as more 
people entered the labour market.

Steven Benson, MDBC Ltd. 
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Precious metals news:
Global gold demand fell in 
second quarter, WGC says

In August the World Gold 
Council (WGC) released its 
report for the second quarter 
of 2014, and reported that 
global gold demand fell 16 
percent in the April to June 
period to 964 tonnes.

Global gold jewellery 
demand, the largest 
single component of gold 
consumption, was down 30 
percent, while coin and bar 
buying slid 56 percent.

One bright spot was that 
U.S. gold jewellery demand, 
spurred by the improving 
economy, increased year-on-
year by 15 percent to 26.1 
tonnes, according to the 
WGC. 

New era of silver price setting
The 117-year-old “silver fix” 
has come to an end and has 
been replaced by a new, more 
transparent, electronic price 
setting mechanism.

The re-setting of the silver 
price mechanism, on an 
auditable transaction-based 
auction platform, is part of 
a wider overhaul of precious 
metals “fixes” following 
benchmark manipulation in 
other financial markets.
Revamps of the century-old 
gold fix, and of the platinum 
and palladium fixes are 
expected to follow the ending 
of the silver fix.
CME Group and Thomson 
Reuters have launched the 
new LBMA silver price 
mechanism in partnership 
with the London Bullion 
Market Association (LBMA).
CME Group will provide the 
electronic auction platform 
on which the price will 
be calculated, Thomson 
Reuters will be responsible 
for administration and 
governance and the 
LBMA will accredit price 
participants. 
The London Silver Fix, which 
became a telephone process 
in 1999, ceased operations as 
of August 14. n

The direction of gold prices 
will also be linked to fears 
over continuing violence 
in the Middle East and 
Ukraine, which heighten 
bullion’s appeal as a safe 
haven investment in times 
of crisis.

Hedge funds and money 
managers cut their bullish 
bets on gold derivatives, 
according to Commodity 
Futures Trading 
Commission data released 
on August 1.

Recent strong U.S. economic 
data has lessened safe haven 
buying of gold.

Gold has felt the impact of 
subdued physical demand 

and the stronger dollar, 
which makes bullion more 
expensive in terms of other 
currencies.

Gold remained below the 
$1,300 mark per ounce as the 
dollar touched an 11-month 
peak against the euro and a 
basket of major currencies 
in August, supported by 
sentiment that the health 
of the U.S. economy was 
improving.

Gold prices are closely 
tied to prospects for U.S. 

economic policy, after 
benefiting from loose 
monetary conditions 
following the global financial 
crisis.

About David Brough 
David Brough has written about jewellery, 
diamond and watch markets for media 
including Reuters, Forbes India, Adorn 
Insight, Baselworld Brand Book, Baselworld 
Daily News, and Retail Jeweller.
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HoW To SUCCEED 
WITH SoCIAL MEDIA?

Build Relationships - One of 
the best things about social 
media is the ability to share 
information with a large 
number of people at once 
and start conversations about 
your jewelry. People love to 
hear stories about how you 
chose a particular material 
or style. They also like funny 
and interesting stories about 
the jewelry you make. Telling 
the stories behind key pieces 
in your collection helps 
customers feel connected to 

you and your pieces. It makes 
them feel like they are buying 
jewelry from a friend instead 
of buying from a store. Like 
part of the draw of an antique 
is knowing its history, 
having some background 
on handmade jewelry gives 
people an incentive to 
purchase.
Get Your Name Out - Having 
people recognize your name 
and logo is one of the great 
things about social media. 
Creating a customized profile 

picture helps readers connect 
your Facebook page with the 
jewelry you sell. This brand 
awareness is one thing that 
makes your jewelry stand out 
from the competition in the 
minds of potential customers. 
People who see your business 
name and logo often are 
much more likely to think of 
your business when they set 
out to buy new jewelry.
Build Trust - There are many 
fraudulent businesses on 
the Internet, so people are 
understandably cautious 
about buying from online 
retailers. If your social media 
sites are helpful, professional, 
and updated often, people 
will see your business as 
reputable and will trust that 

purchasing jewelry that you 
are selling is safe.
Manage Your Reputation 
- Another benefit of social 
media is that you can 
usually find out very quickly 
what customers and other 
people are saying about 
your business. It’s a good 
idea to participate in every 
discussion that people post 
on your social media, even if 
it’s not necessarily positive. 
Participating in these 
conversations shows that 
you are willing to work with 
customers who are unhappy 
with pieces they have bought 
from you. Encourage these 
people to contact you 
privately to address the 
situation as soon as possible.
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Monitor Your Competition - Just as you can see what 
people are saying about your company, you can also 
see what people are saying about your competition. Pay 
close attention to the things that customers don’t like 
about your competition so that you can improve those 
aspects of your own business and target your marketing 
eff ectively against them. You can also see how many 
people are talking about your competitor’s pieces and 
whether there is more interest in their business from the 
public than yours.
Learn About Your Audience - Reading the profi les of 
as many of your customers as you can is a great way 
to learn about their personality and the jewelry pieces 
they may be looking for. Even if you don’t have time to 
read everyone’s profi les, you can still gain information 
about your target audience based on the information 
they share on your site. Read each comment carefully 
and contribute to as many conversations as possible 
so that your customers feel comfortable sharing more 
information about themselves.
Share Industry Information - Social media is an easy way 
to keep up on news and trends in the jewelry industry. 
You can use this information to decide the types of pieces 
you will off er in your next line and share the information 
with people who read your site. Th is will ensure that 
the pieces you are creating are keeping up with current 
trends and will be relevant to your target customers.
Educating and informing your customers about the 
latest people, events, and news that are relevant in your 
industry goes a long way toward establishing you and 
your business as an authority in the jewelry industry. 
Giving people information makes your site enjoyable 
for them to read. Th ey will begin to rely on you for 
information and your business will become the fi rst one 
they think of when they have a question about jewelry 
or are ready to purchase new pieces. Customers are also 
likely to refer their friends to sites that share relevant 
information about the jewelry industry. n 

Source:
bejeweledsoft ware.com

New York, July 21, 
2014 -- Tiff any & 
Co. (NYSE - TIF) 
announced that its 
long-standing chief 
executive offi  cer, 
Michael J. Kowalski, 
will retire from the 
company eff ective 
March 31, 2015. Mr. 
Kowalski, who has 

been a member of the company's Board of 
Directors since 1995, will continue to serve 
on the Board, in the role of non-Executive 
chairman. Th e Board has named Frederic 
Cumenal, currently the company's president, 
to succeed Mr. Kowalski as chief executive 
offi  cer eff ective April 1, 2015.
Mr. Kowalski, 62, joined Tiff any in 1983, became chief executive 
offi  cer in 1999 and assumed the role of chairman of the Board in 
2003. Mr. Cumenal, 54, joined Tiff any in 2011 as executive vice 
president with responsibilities for worldwide sales and distribution. 
In 2013, his responsibilities were expanded to include the design, 
merchandising and marketing functions, and he was promoted to 
president and appointed to Tiff any's Board of Directors.
Mr. Kowalski said, "I am immensely satisfi ed by what we have 
accomplished at Tiff any over the past 30 years, and I am confi dent 
that the company is superbly positioned for the future. Frederic 
Cumenal is ideally suited to succeed me as chief executive offi  cer, 
and we will continue to work closely together to ensure a seamless 
transition. I look forward to continuing in the role of chairman of 
the Board."

Mr. Cumenal added, "Th is is an extraordinary company with a 
fantastic heritage and an exciting future. I am deeply honored 
to be selected as its leader and look forward enthusiastically to 
capitalizing on the many opportunities ahead."

Company Description 
Tiff any & Co. operates jewelry stores and manufactures products 
through its subsidiary corporations. Its principal subsidiary is 
Tiff any and Company. Th e Company operates TIFFANY & CO. 
retail stores in the Americas, Asia-Pacifi c, Japan, Europe, the United 
Arab Emirates and Russia, and engages in direct selling through 
Internet, catalog and business gift  operations. n

TIFFANy’S MICHAEL 
KoWALSKI To RETIRE 
AS CEo IN 2015
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The total demand for gold 
decreased by 7% in the first 
half of 2014 compared to 
first half of 2013. A detailed 
analysis is provided below.

The demand for jewellery 
declined by 14% in the first 
half of 2014 compared to 
first half of 2013; however, 
such comparison does not 
give an exact reflection of the 
situation since the demand 
in Q2 2013, standing at 726.7 
tons, was extremely high. 
Nevertheless, if we compare 
the demand for 2013 and 
2014 on the basis of quarterly 
average, the demand in 2013 

(590.2 tons) is still higher 
than in 2014.

There is a slight decrease in 
demand stemming from the 
use of gold in technology 
(app. 4%). Besides, we can see 
that central banks continue 
to make additional reserves 
of gold.

The sharpest figures come 
from the investment side of 
demand. Total bar and coin 
demand declined by 48.5% 
in. The impact of this huge 
decrease was compensated 
by the modest outflows of 
gold ETFs; it is 42.5 tons in 

the first half of 
2014, compared 
to the 578.7 tons 
in the first half of 
2013. These two 
sides combined; 
there has not been 
a meaningful 
change in 
demand, which 
rose by 1.3%. 

When we consider 
Turkish jewellery 
market, we see 
that Turkey’s 

jewellery demand is around 
35.5 tons for the first half of 
2014, representing a 17.2% 
decline compared to the first 
half of last year,  which is 
quite in line with the global 
trends, although slightly 
higher than the total decline 
in global scale. Also, we see 
that Turkey’s total bar and 
coin demand is realized at 
28.1 tons for the first half 
of 2014 by a 59.4% decline 
compared to the same period 
of the previous year, which 
is significantly higher than 
world’s total decline. 

According to the World 
Gold Council’s “Investment 
Commentary / First half 
2014” report, during the 
first six months of 2014, the 
gold price rose by 9.2% and 
outperformed almost all 
other assets. Only a few assets 
including grains, nickel, 
palladium, Indian stocks, and 
US REITs performed more 
strongly than gold. 

Some forecasts or estimates 
as to the price of gold might 
be useful for the future 
outlook. One of the largest 
global players, namely, 
Bank of America, forecasts 
an average of 1,300 USD/
OUNCE and 1,350 USD/
OUNCE for the third-
quarter and fourth-quarter, 
respectively.  On the other 
hand, the World Bank, in 
its Commodity Markets 
Outlook report, gives an 
average price of 1,250 USD/
OUNCE for 2014 and 1,230 
USD/OUNCE for 2015. 
Additionally, HSBC’s five-
year average price prediction 
is declared to be around 
$1,350 USD/OUNCE for 
2014-2018. n

ThE DEMAND 
fOR jEWEllERy 

DEclINED by 14% IN 
ThE fIRST hAlf Of 
2014 cOMpARED TO 
fIRST hAlf Of 2013; 

hOWEVER, Such 
cOMpARISON DOES 
NOT gIVE AN ExAcT 
REflEcTION Of ThE 

SITuATION SINcE 
ThE DEMAND IN q2 
2013, STANDINg AT 
726.7 TONS, WAS 
ExTREMEly hIgh. 

oğUzHAN ALoğLU
DIRECToR, PRECIoUS METALS AND DIAMoND MARKETS / BIST

MARkET REpORT / gOlD
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DDC ANNoUNCES THIRD 
EDITIoN oF ISRAEL 
DIAMoND WEEK IN NEW 
yoRK IN NoVEMBER
The Israel Diamond Exchange (IDE) and the Diamond Dealers Club of New York 
(DDC) will hold the third edition of their joint initiative, the Israel Diamond Week 
in New York.

The Israel Diamond 
Exchange (IDE) 
and the Diamond 
Dealers Club of 

New York (DDC) will hold 
the third edition of their 
joint initiative, the Israel 
Diamond Week in New 
York, in November on the 
DDC trading floor, which is 
located on 580 Fifth Avenue 
in midtown Manhattan.  The 
annual event, scheduled for 

November 10-13, aims to 
boost the trade between the 
two bourses’ members, to 
renew business between local 
suppliers and their clients, 
and to lower the threshold 
for diamond-buying jewelry 
manufacturers and jewelry 
retailers who wish to gain 
access to the DDC.

“The New York diamond 
business community and the 

Israel diamond industry are 
interdependent,” says IDE 
President Shmuel Schnitzer. 
“Israel is a key supplier of 
higher quality goods to the 
American market, and New 
York, and in particular the 
DDC, is the gateway for 
diamonds supplies coming 
from Israel. For many of our 
members, the DDC, located 
in the heart of Manhattan’s 
gems and jewelry district, 

is like a second home,” adds 
Schnitzer.

Approximately 100 Israeli 
diamond firms will be able to 
sign up and participate in the 
November event. 
About 50 Israeli companies 
participated in the first Israel 
Diamond Week in New York 
in 2012, while in November 
2013, more than 100 took 
part in the diamond sales 
festival at the DDC. Online 
buyer registration will begin 
in the middle of this month, 
immediately after Hong Kong 
Jewellery & Gem Fair.
“The time slot chosen for 
this event will give jewelry 
manufacturers, retailers 
and designers an excellent 
opportunity to replenish 
their stocks, as they all are 
giving their business another 
push towards the Christmas 
holiday season,” says DDC 
President Reuven Kaufman. 
“Recent reports show that 
overall US retail sales have 
increased with about five 
percent. We hope this bodes 
well toward the holiday sales 
season,” he concluded. n
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Tough Task Ahead 
of the WDM
By SURESH CHOTAI

One of the toughest 
challenges faced by the global 
diamond industry these 
days is stagnancy in demand 
ultimately resulting in lack 
of profi tability. Th e issue was 
widely discussed in the 35th 
World Diamond Congress 
(WDC) held in Mumbai, 
India between 15th & 17th 
October, 2012 during which 
the idea of generic promotion 
of the diamonds was mooted 
by Mr. Anoop Mehta, 
Chairman of the Bharat 
Diamond Bourse (BDB). 
Of course the idea is not 
new to the global diamond 
industry as one such 
initiative was introduced 
in the past but was aborted 
prematurely without 
conceding any concrete 
results. Th is time the industry 
is serious. Th e suggestion 
of generic promotion of the 
diamonds by Mr. Mehta was 
accepted by the Congress 
and the World Diamond 
Mark Foundation (WDM) 
was launched to assist the 
development and growth 
of diamonds and diamond 
jewellery in the consumer 
luxury market by means of 
education, marketing and 
confi dence building.

Stressing on need of the 
generic promotion of the 
diamonds, Rosy Blue COO 
Mr. Russell Mehta in his 
presentation during the 
35th WDC had listed the 
lack of promotions as his 
top issue for the industry. 

He noted that the De Beers 
Supplier of Choice (SoC) 
initiative was introduced 
in acknowledgement of the 
fact that the global diamond 
industry needed to be more 
consumer-centric. “Today, 
more than a decade aft er the 
SoC was launched, diamonds 
have not been able to even 
track infl ation, let alone 
keep up with nominal GDP 
growth,” he observed.

During his presentation, 
he had stated that between 
1995 and 2011, the global 
luxury industry grew from 
€77 billion to €191 billion. 
“Diamonds, supposedly the 
top end of the luxury pie, 
didn’t account for even a 
third of this value,” he noted. 
“What happens now that we 
have minimal promotions?” 
he asked, adding that the 
diamond’s symbolic value 
could not be taken for 
granted. “Th e diamond will 
not remain the symbol of 
love unless that message is 
repeatedly reinforced,” he 
concluded.
Th rowing out some numbers 
to underline the issue, Mr. 
Mehta observed that if the 
annual outlay on De Beers’ 
generic promotions back 
when it did them were 
corrected for infl ation, it 
would amount to between 
$350- and $400 million 
today. In comparison, Apple’s 
annual advertising spend was 
$1 billion and Microsoft ’s 
$1.6 billion.

Th e primary goal of 
the WDM under the 
Chairmanship of Mr. 
Alex Popov is to promote 
consumer desirability and 
confi dence in diamonds 
globally. During last two 
years, the Foundation has 
done laborious homework 
and fi eldwork worldwide and 
is now ready to takeoff . But 
dwindling diamond demand 
is not the only issue faced by 
the industry, there are various 
other issues which have been 
proving as obstacles in front 
of the desired growth of the 
global diamond industry. 
Along with the generic 
promotion of diamonds, the 
industry will also need to 
address these issues forcefully 
and effi  ciently for smooth 
sailing and success of the 
WDM.

One of the major issues 
faced by the global diamond 
industry is adulteration of 
lab grown synthetics with the 
natural diamonds. A voice of 
concerned has been raised 
recently about synthetic 
diamonds being mixed 
with the parcels of natural 
diamonds and sold in global 
markets. A large number of 
synthetic diamonds grown in 
laboratories are being mixed 
with natural diamonds in 
parcels of melee and pointers. 
Th is may be possible because 
the synthetic diamonds 
smaller than one-quarter 
carat in weight are not laser 
inscribed.

Th ere is about 25 to 30% 
price diff erence between 
lab-grown diamonds and 
natural ones. Th at obviously 
attracts some short term 
gainers and cheaters to 
exploit the situation and 
make huge profi ts. Th e 
solution is to curb this 
ever-increasing menace is 
to maintain very strict vigil 
and the highest level of 
transparency on parts of all 
global trade associations and 
traders and also to work out 
a full proof device to detect 
such adulteration to expose 
cheaters. 

Th e issue of synthetic 
diamonds was discussed in 
35th as well as 36th WDC 
which resulted not only 
in a demand to continue 
the eff orts of detection 
and the need for proper 
disclosure, but also a call on 
the diamond industry trade 
to engage in constructive 
dialogue with the synthetic 
diamond growers. 
International Diamond 
Manufactures’ Association 
(IDMA) members also 
echoed the long-standing 
requirement for full 
disclosure of any diamond 
treatment and voted that the 
following statement should 
appear on all invoices for 
sales of natural, untreated 
diamonds: “Th e diamond(s) 
contained herein are natural 
and untreated.”
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working with companies, 
governments and civil society 
organizations to address 
concerns about responsible 
sourcing in the diamond 
and precious stones sectors. 
Companies buying or trading 
rough and polished diamonds 
should take steps – known 
as due diligence – to find out 
whether their purchases have 
funded conflict or human 
rights abuses at any point in 
the supply chain.

In 2003, following several 
years of campaigning, 
and negotiations between 
diamond producing and 
trading countries, industry 
and civil society, the 
international diamond 
certification scheme known 
as the Kimberley Process 
(KP) was established. 

However problems with the 
scheme, such as a narrow 
definition of conflict and 
failure to address major 
issues such as violence in 
Zimbabwe’s Marange area, 
undermined the Kimberley 
Process’ credibility and 
effectiveness. Despite 
intensive efforts by a coalition 
of NGOs including Global 
Witness, the scheme’s major 
flaws and loopholes have not 
been addressed and many 
of the scheme’s member 
governments show little 
interest in reform.

Although the World 
Federation of Diamond 
Bourses (WFDB) has 
expressed its willingness 
to explore new definitions, 
nothing concrete has 
happened as yet.

One more important issue 
that hassles the progress of 
global diamond industry is its 
‘opaque’ style of functioning 
that has evoked suspicion of 
the financial institutions and 
banks. Speaking at a media 
conference on conclusion 

of the 36th World Diamond 
Congress in Antwerp, 
IDMA President Mr. Maxim 
Shkadov had said, “In 
recognition of the industry’s 
dependence on a healthy 
and enduring long-term 
relationship with financial 
institutions, the IDMA 
members have resolved to 
engage the industry’s bankers 
in constructive dialogue, 
so that industry members 
may better understand the 
intricacies of international 
and domestic regulatory 
changes that continue to 
impact client relationships.”
“Through this dialogue, 
IDMA is endeavoring to 
identify and communicate 
more effectively to our 
members the structural and 
reputational requirements 
necessary to perpetuate and 
improve the industry’s long-
term relationships with the 
banks,” he said.

Same condition is prevailing 
in the Indian diamond 
industry. Banks are not 
happy with the suspicious 
style of dealing prevalent in 
the sector. Defaults also have 
been haunting India’s gem 
& jewellery industry since 
long. It has increased post 
2008 melt-down with as big 
as Rs. 6000 crore by a leading 
diamond firm. This has badly 
shaken the trust and faith 
of banking sector in India’s 
gem & jewellery industry. 
As a result, banks here 
have become quite cautious 
in their dealing with the 

industry and have frequently 
raised suspicion towards its 
style of functioning.

India’s Gem & Jewellery 
Export Promotion Council 
(GJEPC) is highly concerned 
about such occurrences 
which harm the overall 
interest of the industry to a 
great extent. With intent to 
prevent further damages to 
the industry, the GJEPC has 
been organizing Banking 
Summits in Mumbai since 
last two years wherein 
the industry leaders try 
to narrow the increasing 
rift between the bankers 
and genuine traders of the 
industry.

The industry also faces issue 
of “significant discrepancies” 
that have surfaced between 
laboratory diamond grading 
standards. The industry 
leaders have frequently 
voiced their concern about 
the potential negative impact 
this may have on consumer 
protection and consumer 
confidence in diamonds.
So, these are some of the 
primary issues need to be 
dealt with firmly along with 
Mr. Popov’s initiatives now 
being launched under the 
auspices of the WDM.
The author is editor of a 
leading B2B news website 
www.gems2jewellery.com 
. He has been in active 
journalism since 1987 and 
having sound knowledge 
of the global diamond & 
jewellery industry. n

Although the industry 
leaders maintain that 
the mixing issue is quite 
negligible (about 1%) and 
that it has not reached to 
an alarming level. But the 
prudence lies in nipping the 
thrones before the get sharp. 
Mr. Anoop Mehta rightly 
says, “Synthetics are a big 
threat today and only full 
disclosure will help restore 
confidence. Otherwise we’ll 
fail.”

The WDM’s global objective 
(as stated on its website) is to 
ensure the health and future 
growth of the diamond and 
diamond jewellery industry 
in the luxury market sector 
through the creation of 
consumer demand. The 
terms ‘ensure the health of 
the diamond industry..’, as I 
understand, refer to sourcing 
of ethical diamonds. 
Sourcing of ethical (and 
not conflict) diamonds 
is another big issue or 
challenge faced by the global 
diamond industry. 

Global Witness (as stated 
on its website) was amongst 
the first organizations to 
bring the world’s attention 
to the problem of conflict 
diamonds, also known as 
‘blood diamonds’. Global 
Witness’ ground breaking 
report, A Rough Trade, 
released in 1998, exposed the 
role of diamonds in funding 
the civil war in Angola. This 
thrust the secretive practices 
of the global diamond 
industry into the spotlight 
for the first time. Till today, 
the problem of conflict 
diamonds persists. Research 
carried out by Global 
Witness in Zimbabwe reveals 
that off-budget revenues 
from diamond mining 
companies operating in the 
Marange area have funded 
abusive security forces loyal 
to the ruling Zanu-PF party.
Global Witness is 

ThE pRIMARy gOAl Of ThE WDM uNDER 
ThE chAIRMANShIp Of MR. AlEx pOpOV 
IS TO pROMOTE cONSuMER DESIRAbIlITy 
AND cONfIDENcE IN DIAMONDS glObAlly. 

DuRINg lAST TWO yEARS, ThE fOuNDATION 
hAS DONE lAbORIOuS hOMEWORk AND 

fIElDWORk WORlDWIDE AND IS NOW READy 
TO TAkEOff. 
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Fluorescence, Lighting & 
Colour-Grading D-z Colour 
Diamonds: Time To Re-Examine 
The Need For Change!
By Gemologist and Author Antoinette Matlins. PG, FGA
(for more information visit www.AntoinetteMatlins.com or www.GemstonePress.com) 

A few years ago, the 
Accredited Gemologists 
Association (AGA) organized 
a lighting task force that 
investigated the impact 
of lighting on the grading 
of fluorescent diamonds. 
Debate ensued, there was 
some positive impact, but 
then the discussion abated 
and little was done.  But now, 
especially as LED lighting 
becomes the lighting of 
choice for homes and offices, 
the time has come to revisit 
this important topic. 
A strong negative association 
to fluorescent diamonds 
is pervasive because of 
information on the internet 
and elsewhere. Retailers 
already see consumer 
avoidance because consumers 
believe there is "something 
wrong" with them, and that 
prices are inflated for what 
they are getting.  
Whether or not a diamond 
fluoresces, whether or not 
it is a good thing or a bad 
thing, and how it affects 
what buyers are getting and 
paying for, are all issues 
the trade needs to address. 
Fluorescence is probably 

the least-understand of 
all the factors affecting 
a diamond’s appearance 
and value, and confusion 
and misunderstanding are 
rampant.
No one can begin to 
understand or address the 

issues, however, without 
understanding the root of the 
problem: using UV-emitting 
light sources to determine the 
Colour grade, and how this 
has caused an unfounded bias 
against fluorescent diamonds 
that hurts the trade as well as 

consumers. 
So here is a brief summary of 
some of the findings from a 
research project undertaken 
by the AGA (see www.
accreditedgemologists.org for 
the full story and research 
findings / conclusions). 
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the colour that would be 
seen most often. This flawed 
logic resulted from a lack of 
knowledge pertaining to the 
physics of light. 
• This is NOT the colour that 

will be seen when worn at 
night, whether indoors or 
outdoors.

• Non-UV emitting LED 
lighting is moving center 
stage and replacing 
fluorescent lighting as 
the lighting of choice for 
homes and offices alike. 
While holding one’s hand 
immediately under a 
fluorescent light may cause 
the diamond to exhibit 
the colour indicated on a 
diamond-grading report, 
LED lighting does not emit 
sufficient UV to stimulate 
any fluorescent reaction, 
even within a couple inches 
of the light source. So if 
the lighting used to grade 
diamonds continues to be 
one that emits sufficient 
UV radiation to excite the 
fluorescent reaction of a 
diamond, and the resulting 
colour-grade indicated on 
reports is based upon the 

temporary stimulation of 
the stone’s fluorescence, 
the problem will worsen 
in the next few years as 
people become even more 
keenly aware of differences 
in colour as more and 
more information is 
disseminated on the 
internet and elsewhere.

CoNCLUSIoN: 
UV emissions should be 
eliminated from the lighting 
in which diamonds are being 
graded because:
• Failure to do so results 

in over-grading of the 
inherent body colour – the 
colour most often seen 
when worn – in diamonds 
with "medium," 

"strong," and "very strong" 
blue-fluorescence (which 
account for close to 10% of all 
diamonds sold); stones with 
very strong blue fluorescence 
can appear as much as 4 
grades less white when seen 
indoors or at night, when the 
stone’s fluorescence is not 
being stimulated.
• Failure to do so results 

in under-grading of the 

inherent body colour in 
diamonds that fluoresce 
yellow to the same degree 
as indicated above, but 
in this case, yellow-
fluorescent diamonds 
can appear as much as 4 
grades whiter when viewed 
indoors or at night.  

• Grading in a UV-free 
lighting environment will 
provide the colour that best 
reflects the colour most 
often observed, and as was 
done historically, is in the 
best interest of consumers.     

• Diamond grading reports 
that indicate the "stable" 
colour of the diamond as 
its colour grade (that is, 
when no fluorescence is 
excited,) with a comment 
that the diamond may 
look whiter in some 
lighting environments 
will remove the negative 
association now connected 
with diamonds that 
fluoresce blue; a similar 
comment regarding the 
fact that grade shown on 
a report for a diamond 
that fluoresces yellow may 
look “warmer” in outdoor 
lighting, will also be a more 
accurate statement, and 
will indicate the true body 
colour of the diamond that 
will be seen most often, 
that is, indoors and at 
night. 

Blue and yellow are the 
two fluorescent colours 
most often present.  Today, 
diamonds that fluoresce 
yellow will show their 
inherent body colour– a 

FACTS:
• The Colour shown on 

many diamond grading 
reports issued by labs 
globally indicates the 
colour seen only when 
exposed to sufficient 
UV emission to excite 
a fluorescent reaction. 
This is NOT the colour 
usually seen when worn 
by consumers; most 
people do not hold their 
diamond within a couple 
inches of a UV-emitting 
light source, and so the 
colour indicated on the 
report will only be seen 
when exposed to sufficient 
UV radiation to excite 
the fluorescent reaction 
– typically when worn 
outdoors, during daylight 
hours. Given today's 
lifestyles, most people 
spend most of their time 
indoors during the day.  

NOTE: When indoor 
lighting moved from 
incandescent to fluorescent 
lighting, some believed that 
the fluorescent lighting 
present in any indoor 
environment containing 
them would be sufficient 
to stimulate a fluorescent 
reaction in any fluorescent 
diamond. Thus, any diamond 
that fluoresced blue would 
look whiter, and any that 
fluoresced yellow would look 
more yellow. Thus, it was 
thought that by allowing UV 
emissions in the diamond-
grading lighting units would 
be more representative of 

WhEThER OR NOT A DIAMOND fluOREScES, 
WhEThER OR NOT IT IS A gOOD ThINg OR A bAD 
ThINg, AND hOW IT AffEcTS WhAT buyERS ARE 
gETTINg AND pAyINg fOR, ARE All ISSuES ThE 

TRADE NEEDS TO ADDRESS. fluOREScENcE 
IS pRObAbly ThE lEAST-uNDERSTAND Of 

All ThE fAcTORS AffEcTINg A DIAMOND’S 
AppEARANcE AND VAluE, AND cONfuSION AND 

MISuNDERSTANDINg ARE RAMpANT.
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whiter body colour than might be 
indicated on a diamond grading report 
-- in most environments in which 
diamonds are worn today; and in 
outdoor daylight, when fluorescence 
is stimulated, yellow diamonds often 
look more fiery and possess a “warmer” 
colour, that may be desired by many 
diamond buyers.
Over-grading results in over-pricing, 
even with discounts. The time is not 
far away when this will be the center 
of another media exposé charging 
consumer fraud.
Under-grading the inherent body colour 
of yellow fluorescent diamonds results 
in reduced interest in the diamond, 
and much lower prices than may be 
warranted.

Unfiltered Fluorescent Bulbs and Distance 
From Lighting Unit Affects The Colour Grade
Energy emitted from a source (sound 
from speakers, light from a bulb, etc.) 
diminishes in intensity with increasing 
distance from the source (Isaac Newton). 
In a diamond grading laboratory that 
uses fluorescent light bulbs that are not 
covered by a simple UV filter, 
such as a piece of Lexan (or other brand 
polycarbonate), changing the distance 
from the exposed fluorescent bulb affects 
the colour grade assigned by a significant 
amount – up to 4 colour grades for a 
VST fluorescent diamond, up to 2 colour 
grades for a ST fluorescent diamond, 
and up to 0.5 colour grade for a MED 
fluorescent diamond.  Here are some of 
the different distances from unfiltered 
fluorescent bulbs that GIA has prescribed 
for colour grading diamonds.

NOTE:  None of the above diamond 
grading environments comply with 
the GIA’s newly prescribed grading 
distance of 8”– 10” from their unfiltered 
fluorescent light bulbs.  Therefore, MED, 
ST and VST diamonds colour graded in 
these grading environments may be over 
colour graded.
     
SUMMARy
In summary, fluorescence in any 
fluorescent diamond is not being 
excited when it is worn in most indoor 
environments--which is where most 
people see their  diamonds, most of the 
time, given today's life styles. Regardless 
of indoor lighting conditions, there is 
insufficient UV emission to stimulate 
the fluorescent response of a diamond. 
Just think about it: if indoor lighting 
produced enough UV emissions to excite 
a fluorescent reaction, and we were 
exposed to them all day, every day, we'd 
all be dying from cancer! 

In addition to the colour seen indoors 
not being reflective of the colour 
indicated on a grading report for a 
fluorescent diamond, the grade is also 
often not representative of the colour 
seen outdoors. This is because the 
intensity of the diamond’s fluorescence 
varies with the intensity of the UV 
radiation to which it is exposed, and the 
intensity of the UV radiation to which it 
is exposed is affected by many variables 
in any outdoor environment -- time of 
day, altitude, air pollution, and so on. 
Thus, the fluorescent reaction can be 
stronger or weaker than the conditions 
present in any UV-emitting diamond-

grading light unit under which the 
colour was graded. Sometimes the colour 
is even whiter than indicated, even when 
the grade on the report is "D"; a couple 
diamonds in the AGA study that had 
been graded D and E actually appeared 
“light blue" outdoors in daylight!  
Industry organizations continue to argue 
about this, but the science is irrefutable. 
There are insufficient UV wavelengths, 
regardless of the light source, to stimulate 
a fluorescent reaction in fluorescent 
diamonds when worn indoors, regardless 
of whether or not the room is flooded 
with light, even daylight when it is 
coming through windows; the UV 
emissions present are negligible at best. 
When a consumer/retailer is only a few 
inches from a glass windowpane (even 
plain untreated glass) the UV is greatly 
diminished; when only a  foot or so away 
from a UV-emitting light source, the 
same is true.

And last, but not least, another factor 
that can't be ignored is that more and 
more homes and offices are moving away 
from fluorescent bulbs to LED lighting, 
which contains insufficient UV emission 
to stimulate any fluorescent reaction in 
any stone. This means that any rationale 
that some have used at one time – 
however flawed – to justify allowing UV 
emissions in a diamond-grading light 
source will soon be obsolete.
We hope the industry will take 
action to correct the way in which 
diamonds are color graded to prevent 
misrepresentation and, even more 
importantly, to remove the unmerited 
bias against fluorescent diamonds and 
restore the magic that  consumers once 
found so desirable.  

AGA’s lighting task force focused 
its research in phase 1 primarily on 
colorless diamonds (that is, D-Z color), 
but research continues; phase 2 has 
commenced, with a focus on fancy-color 
diamonds as well as colored gemstones. 
Early indicators suggest that using 
non-UV emitting light sources will also 
have benefits for fancy-color diamonds. 
In addition, we expect that removing 
UV-emissions from the lighting used to 
color-grade fancy colors will result in 
more consistent color definition from lab 
to lab, boosting overall credibility among 
respected labs. n 

EDucATION
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ANTWERP WoRLD DIAMoND 
CENTRE WILL PARTICIPATE 
IN THE HoNG KoNG FAIR 

The Hong Kong 
Jewellery and Gem 
Fair in September 
is by far the largest 

show of its kind in Asia 
and beyond. With over 
3,600 exhibitors from 48 
countries, over 52,000 buyers 
from around the world and 
135,000 square meters of 
exhibition space, it’s the 

biggest trade fair for the gem 
and jewelry industry in the 
world. As it’s definitely a must 
attend event for the Antwerp 
diamond companies, AWDC 
traditionally sets up a large 
pavilion at the Hong Kong 
September show. Demand for 
participation in our pavilion 
keeps growing year after year.
“We are very proud to 

announce the Antwerp 
Diamond Pavilion is 
expanding yet again this 
year, with no less than 99 
participating companies 
on 1,700 square meters 
of exhibition space. The 
companies will showcase, 
as they do every year, the 
wide variety of high-quality 
diamonds for which the 
Belgian industry is known. 
The Antwerp exhibitors are 
ready to meet your every 
demand, offering you the 
highest quality diamonds 
you can imagine. Antwerp 
combines excellence, 
tradition and high standards; 
all aspects which can add 
brilliance to your business,” 
said Margaux Donckier, the 
spokesperson for AWDC.
With 99 participating 
companies, the Antwerp 
Diamond Pavilion in the 
September show is the 
biggest pavilion of the 
year; which underlines the 
importance of this show and 
makes it a must-attend event 
on the trade fair calendar.
AWDC, short for Antwerp 

World Diamond Centre, 
is an industry-established 
foundation, whose mission 
is to serve and support 
the diamond business 
in Antwerp, the world's 
most important diamond 
trade hub. AWDC is the 
coordinating body and the 
official representative of the 
Antwerp diamond sector 
and, as such, is recognized 
internationally as the 
host, spokesperson and 
intermediary for the Belgian 
diamond community. In this 
capacity, AWDC liaises on 
behalf of the Belgian diamond 
sector with governments and 
actively promotes support 
for the diamond sector at 
home and abroad. Eight-
four percent of all rough 
diamonds and 50 percent of 
all polished diamonds pass 
through Antwerp. Diamonds 
represent 5 percent of the 
total Belgian exports and 15 
percent of all Belgian exports 
outside the EU, making 
diamonds the most important 
export product outside the 
EU. n

From September 15 to 19, the Antwerp World Diamond Centre (AWDC) will 
participate at the Hong Kong International Jewellery Show. The Antwerp Diamond 
Pavilion at this fair keeps expanding each year, this time adding three companies 
and no less than 99 Antwerp diamond companies will be exhibiting their goods.
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 10-14 dEcEMBER 2014 BEST AdoRnMEnTS oF RuSSiA SAinT-PETERSBuRg RuSSiA
 18-21 dEcEMBER 2014 yuVEliR-3 MoSKow RuSSiA
 20-23 dEcEMBER 2014 JAiPuR JEwEllERy Show JAiPuR indiA
 09- 12 JAnuARy 2015 MAlAySiA inT.’l JEwEllERy FAiR KuAlA luMPuR MAlAySiA
 10-12 JAnuARy 2015 KolKATA JEwEllERy & gEM FAiR KolKATA  indiA
 10-12 JAnuARy 2015 JEwEllERy FAiR noRTh indiA nEw dElhi indiA
 14-16 JAnuARy 2015 gEM & JEwEllERy indiA inTERnATionAl ExhiBiTion chEnnAi indiA
 18-20 JAnuARy 2015 JA SPEciAl dEliVERy ny nEw yoRK AMERicA
 23-26 JAnuARy 2015 EclAT dE ModE / BiJoRhcA PARiS PARiS FRAncE
 23-28 JAnuARy 2015 VicEnzA winTER VicEnzA iTAliA
 25-27 JAnuARy 2015 AnTwERP diAMond TRAdE FAiR  BElgiuM BElgiuM
 21-24 JAnuARy 2015 inTERnATionAl JEwEllERy ToKyo ToKyo JAPAn
 31 JAnuARy-
 15 FEBRuARy 2015 TucSon Show  ARizonA AMERicA
 04-08 FEBRuARy 2015 JunwEx ST.PETERSBuRg  ST.PETERSBuRg RuSSiA
 03-08 FEBRuARy 2015 AgTA gEM FAiR TucSon AMERicA
 11-15 FEBRuARy 2015 MAdRidJoyA MAdRid SPAin
 18-20 FEBRuARy 2015 JA winTER Show 2015 nEw yoRK AMERicA
 20-23 FEBRuARy 2015 iiJS 2015 MuMBAi indiA
 20-23 FEBRuARy 2015 inhoRgEnTA Münih  gERMAny
 24-28 FEBRuARy 2015  BAngKoK gEMS And JEwElRy FAiR  BAngKoK ThAliAnd
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2014 / 2015
 26 FEBRuARy-
 01 MARch 2015 SiBJEwElRy noVoSiBiRSK RuSSiA
 03-06 MARch 2015  ASiA’S FAShion JEwEllERy & AccESSoRiES FAiR - MARch hong Kong hong Kong
 11-14 MARch 2015 AMBERTRiP ViniluS liThuAniA
 02-07 MARch 2015 Al ABdER AJwEx Al Ain uniTEd ARAB EMiRATES
 02-06 MARch 2015 hKTdc hong Kong inTERnATionAl diAMond, gEM Show hong Kong hong Kong
 04-08 MARch 2015 hKTdc hong Kong inTERnATionAl  Show hong Kong hong Kong
 05-08 MARch 2015  JunwEx EKATERinBuRg EKATERinBuRg RuSSiA
 12-15 MARch 2015 iSTAnBul JEwElRy Show MARch 2015 iSTAnBul TuRKEy
 19-26 MARch 2015 BASElwoRld BASEl SwiTzERlAnd
 20-22 MARch 2015 gEM & JEwEllERy indiA inTERnATionAl ExhiBiTion chEnnAi indiA
 25-28 MARch 2015 AMBERiF gdAnSK PolAnd
 22-25 MARch 2015 FREiBuRg JEwEllERy & gEM FAiR  FREiBuRg gERMAny
 28-31 MARch 2015 AREzzoRo AREzzo  iTAliA
 31 MARch-4 APRil 2015 MiddlE EAST wATch And JEwEllERy Show ShARJAh uniTEd ARAB EMiRATES
 08-12 APRil 2015 JwS ABu dhABi ABu dhABi uniTEd ARAB EMiRATES
 09-12 APRil 2015 ARu-AlMATy AlMATy KAzAKSTAn
 20-22 APRil 2015 chinA inT.’l gold, JEwEllERy & gEM FAiR ShEnzEn chinA
 APRil 2015 JEwEl FAiR KoREA SEoul KoREA
 07-10 MAy 2015 inTERnATionAl JEwElRy wATch ViETnAM  ho chi Minh ViETnAM
 15-18 MAy 2015 VicEnzA SPRing VicEnzA iTAliA
 MAy 2015 JEwEllEy uKRAniE KiEV uKRAinE
 MAy 2015 KoBE inTERnATinAl Show KoBE JAPAn
 JunE 2015 AgTA gEM FAiR TucSon AMERicA
 27-31 MAy 2015 nEw RuSSiAn STylE 2013 MoSKoVA RuSSiA
 28 MAy -1 JunE 2015 JcK lAS VEgAS lAS VEgAS AMERicA
 05-07 JunE 2015 hydERABAd JEwEllERy, PEARl & gEM FAiR hydERABAd  indiA
 11-13 JunE 2015 JuBinAlE SuMMER TRAdE FAiR 2015 gdAnSK PolAnd
 JunE 2015 chinA inTERnATionAl gold, JEwEllERy & gEM FAiR guAngzhou chinA
 25-28 JunE 2015 ASiA’S FAShion JEwEllERy & AccESSoRiES FAiR - JunE hong Kong hong Kong
 25-28 JunE 2015 hongKong JunE JEwEllERy & gEM FAiR hong Kong hong Kong
 27-30 JunE 2015 MinERAl & gEM ASiA  hong Kong hong Kong
 July 2015 MAlAySiA inT.’l JEwEllERy FAiR KuAlA luMPuR MAlAySiA
 July 2015 JA nEw yoRK SuMMER Show diREcToRy  nEw yoRK AMERicA
 21- 24 AuguST 2015 MAlAySiA inT.’l JEwEllERy FAiR KuAlA luMPuR MAlAySiA
 AuguST 2015 iiJS 2015 MuMBAi indiA
 AuguST 2015 JAPAn JEwEllERy FAiR ToKyo JAPAn
 SEPTEMBER 2015 inTERnATionAl JEwEllERy london londRA EnglAnd
 09-13 SEPTEMBER 2015 MAdRidJoyA MAdRid SPAin
 SEPTEMBER 2015 VicEnzA FAll VicEnzA iTAliA
 SEPTEMBER 2015 JunwEx wATch  MoSKoVA RuSSiA
 04-07 SEPTEMBER 2015 EclAT dE ModE / BiJoRhcA PARiS PARiS FRAncE
 SEPTEMBER 2015 JunwEx MoScow “8Th wholESAlE JEwEllERy FAiR” MoSKoVA RuSSiA
 SEPTEMBER 2015 hongKong SEPTEMBER JEwEllERy & gEM FAiR hong Kong hong Kong
 06-10 ocToBER 2015 MiddlE EAST wATch And JEwEllERy Show ShARJAh uniTEd ARAB EMiRATES
 15-18 ocToBER 2015 iSTAnBul JEwElRy Show ocToBER 2015 iSTAnBul TuRKEy



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

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

EVERY FIELD OF THE STOCK EXCHANGE BUSINESS

www.borsaistanbul.com




