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Although a global jewelry industry narrowing is observed, the jewelry industry 
continues to evolve in Turkey. The Turkish jewelry industry having reached 4.5 
billion dollars in export annually, Turkey became the country that made the 
highest export increase. The sector set a new record last month. July exports 
increased by 96% and annual export growth rate is 44%.

There are important factors that contribute to this success. Following the 
legal regulations, positive developments started to take place. Thanks to this 
regulations, Turkey began to use the advantages that Turkey has. In order to take 
advantage of these advantages, more than 200 foreign companies have started to 
operate in Istanbul in the last 3 years.

Turkey also began to implement a successful market diversification strategy.  
Turkish Jewelry Exporters' Association began to organize special events to reach 
buyers in major markets. The last of them will be held in Miami from 21 to 24 
August. The largest buyers of the North, South and Middle  American countries 
will meet with producers of Turkey. It is useful for companies in America to 
follow this organization.

VicenzaOro, Hong Kong and Istanbul fairs are waited excitedly
The most important fairs of the sector will be held in the next 2 months. 
VicenzaOro, Hong Kong and Istanbul fairs will provide important insights about 
how the industry of 2020 will pass.

The buyers will be hosted in Istanbul
Jewelry Exporters' Association will host guests from all over the world during 
the Istanbul Jewelry Show between 10-13 October. We invite you to discover the 
potential of Turkish Jewelry Industry.

ASEAN Summit will take place in Istanbul
Just before the Istanbul Jewelry Show, leading names of the world jewelry 
industry will meet in ASEAN Summit in Istanbul. In October, the heart of the 
world jewelry industry will beat in Istanbul.

Mustafa KAMAR
Chairman 

 Jewellery Exporters' Association of Turkey

We invite you to discover 
the potential of Turkish 
Jewelry Industry
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PARIS, VU DU 26
by

It's not a walk. Much less a stroll. Inspired by 
Paris, by its architecture and culture, Boucheron's 
new high jewelry collection explores viewpoints, 
perspectives and heights.
26 Vendôme. This is the name that the Maison Boucheron chose to give 
to its new High Jewelry collection. The collection revisits Boucheron’s 
creative heritage and the genius of its founder in three major themes. 
“Nature Triomphante", “Architecture Inspirée” and “Porté Couture” 
become the initiatory steps of a stylistic journey, designed by Claire 
Choisne’s Studio de Création.

Through this collection of High Jewelry, Boucheron, a very Parisian 
Maison, conveys its own particular view of the city, which combines 
elements of reality with creative fantasies.

Frédéric Boucheron was the first among the great contemporary 
jewelers to open a shop in Place Vendôme. Today, the Maison 
Boucheron pays tribute to the visionary spirit of its founder. From 
the windows of number 26 Place Vendôme, Claire Choisne, Creation 
Director of Boucheron, shares her personal view of this unique place, 
which has become the heart of French jewelry.

26 V is the Boucheron family house, and the heart of its creative 
enterprise. It is there, in the studio, under the roofs, that inspirations 
become reality and take shape. It is there, of course, that the idea came 
this year to design the very first Boucheron stone.
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BUCCELLATI
Opera 18-karat 
gold, mother-of-pearl 
and onyx earrings               
$6,600

CHOPARD
Happy Hearts
18 karat rose gold,
diamond and stone 
earrings
$3.220

CHOPARD
Happy Hearts 18-karat 
rose gold, diamond 
and stone ring            
$1,710

CHOPARD
Happy Hearts 18-karat 
rose gold, diamond 
and stone necklace 
$2,510.00

IPPOLITA
Polished Rock 
Candy 18-karat gold 
turquoise earrings          
$1,395.00

BUCCELLATI
Opera Color Pendant 
Pendant in yellow gold 
with pink fluo enameled 
logo element

6
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Gem Dior
With True Savoire Faire
Dior Presents High Jewellery Collection 

For the 20th anniversary of Dior Joaillerie, Victoire de Castellane has created Gem Dior, the 
largest High Jewellery collection the House has ever unveiled.



Last month, in the heart of Venice, the House glorified, through 
the Tiepolo Ball, the cultures and savoir-faire of France and 
Italy. With a new chapter and a chromatic fairytale, this 
collection was above all conceived by the Artistic Director as a 

unique story of stones and colours. On June 11th thirty-eight parures, 
more matching jewellery sets, from the new Gem Dior collection by 
Victoire de Castellane were presented.

To enhance the parures even further, they were shown alongside 
nineteen exclusive creations by Maria Grazia Chiuri. It was a celebration 
honouring a love of art and harmony, a crowning event for Dior 
Joaillerie’s 20th anniversary.

For this exceptional anniversary, Victoire de Castellane created Gem 
Dior, the House’s most extensive High Jewellery collection to date. 
Comprised of no less than ninety-nine pieces, it explores unprecedented 
harmonies, subtle plays of polychromy, colour gradations and 
monochromes. The collection includes diamonds, rubies, emeralds, 
sapphires and the remarkable precious stones of which Victoire de 
Castellane is so fond of.

These unique, architectural and abstract jewels are illuminated by the 
juxtaposition of gemstones that appear to settle randomly on the skin. 
This raw, studied irregularity highlights all the more extraordinary 
mastery of the High Jewellery workshops. Presented in this city 
dedicated to art, an ode to colour and light, the Gem Dior collection 
revealed all its radiance when paired with ball gowns by Maria Grazia 
Chiuri.

With these exceptional events taking place in the heart of the Italian 
city, a timeless symbol of the arts and festivity, Dior celebrates the 
essential force of creativity and enchantment borne of these precious 
artistic unions.
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Orchidelirium is the name given to the Victorian era 
of flower madness when collecting and discovering 

orchids reached extraordinaily high levels.

Wealthy orchid fanatics of the 19th century sent 
explorers and collectors to almost every part of the 
World in search of new varities of orchids.Orchids 
are considered symbols of love because of the fact 
that the plants grow easily and bloom under most 

conditions. During the Victorian era, it was a custom 
to gift exotic and rare flowers to Show love and 

affection.

It was even believed that rarer the flower you chose 
as a gift, deeper was your love. In parts of Europe, 

orchids were used as a key ingredient in love potions.
Black Orchids symbolize admiration, respect, dignity 

and royalty.

Black Orchid 
Collection

COLLECTIONS
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A meeting of materials, a collision of contrasts: a 
marriage of precious stones with ornamental 
hard stones, giving birth to spectacular 
creations. A first in High Jewelry, a stylistic 

feature steeped in character that balances technique with 
creative flair, updated by Cartier time and again since the 
early 20th century.

TO THE VERY ORIGINS OF THE WORLD

Original forms, landscaped materials, the stones of the new 
Cartier collection shake up the conventions of High Jewelry. 
Gems whose radical beauty causes us to wonder, whose 
mystery intrigues us. Enigmatic stones that bear witness to 
the origin of the world, transporting us outside of time.

THE ART OF SUBTRACTION

Freeing High Jewelry from metal to reveal the beauty of 
the stones themselves. Creating light structures so that the 
gems can caress the skin. An art of subtraction that relies 
on the expertise of craftsmanship: each element is designed 
for and adapts to the body. Movement and mobility are 
prerequisites in every Cartier creation.

A DIALOG BETWEEN STONES

In this collection, diamonds allow rutilated quartzes to 
sparkle, sapphires glow alongside matrix opals, emeralds 
gleam next to rock crystal... Side by side the gems converse 
in a dialogged that flits between opacity and transparency, 
the mineral and the precious, pure colors and shimmering 
nuances, earth and light.

A CAPTIVATING STUDY 
OF CONTRASTS:

MAGNITUDE HIGH 
JEWELRY COLLECTION
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A TRIBUTE TO ALL 
THINGS CELESTIAL: 

LES CIELS DE 

The new Les Ciels De Chaumet High Jewellery 
collection tells a four-part story about the multiple 
metamorphoses of the sky. Rich in symbolism, these 
exceptional creations were made in the heart of Paris in 
Maison’s High Jewellery workshop.

From inspired creativity to 
jewellery virtuosity, from 
harmony of composition to 
its palette of coloured stones, 

Chaumet has consistently expressed 
its connection to the arts. In 2019, the 
High Jewellery collection Les Ciels de 
Chaumet celebrates this centennial and 
fruitful dialogue through an undeniably 
pictorial and poetic theme.

From solar disks adorning the frescoes 
of ancient Egypt to contemporary 
installations and abstract skies; from 
the wading birds in Japanese prints to 
the birds of Picasso and Matisse; from 
Van Gogh's swirling suns to Turner's 
atmospheric skies, to Nerval's 'own 
star and Mallarm's 'winter sun, the 
sky in all its states has long inspired 
the most beautiful creations. Like the 
great masters, Chaumet transforms its 
perception of vastness and its association 
with nature into exceptional pieces, 
giving shape and brilliance to sensations. 

From the 19th century, Chaumet has 
been creating jewels inspired by the 
celestial vault, illuminating the beauty of 
women, transforming their presence into 
an apparition. Tiaras, head jewellery, 
brooches, bodice ornaments, necklaces 
and pendant earrings testify to this 
creative passion, rich in observation, 
invention and powerful symbolism. With 

their glittering elegance, stars, radiant 
suns, crescent moons and planets 
surround a graceful gathering of 
birds, inhabitants of the air. A 
multitude of motifs masterfully 
reinterpreted to celebrate the 
modernity of femininity in 
the firmament. 

Rich in this luminous 
tradition, the Maison 
reinvents the sky's many 
moods and the passage 
of time through four 
tableaux. Les Fulgurances 
du Ciel evokes the stars' 
spectral nighttime journey, 
while Les Couleurs du Ciel 
portrays a sun radiant with light 
or tinted with nocturnal nuances. 
Capturing the magic of a moment, 
Les Caprices du Ciel celebrates the 
delicacy of clouds and the power of 
lightning. Lastly, the rare birds of Les 
Habitants du Ciel bring the energy of 
their flight and the elegance of their 
silhouette to the Chaumet natural world.  
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CHOPARD REOPENS NEW FLAGSTORE BOUTIQUE 
ON LONDON’S LUXURIOUS BOND STREET

Chopard recently  has 
reopened  its London 
boutique on the capital’s 
luxurious Bond Street at 

the Mayfair address at 12-13 Bond 
Street. Larger than ever before and 
refurbished in harmony with the 
environment to echo Chopard’s 
Journey to Sustainable Luxury, it thus 
becomes one of the key European 
flagship stores as well as the biggest 
for the Maison in Europe which has 
some 160 boutiques around the globe.

In keeping with the cherished 
traditions of the family business run 
by the Scheufeles from generation to 
generation, the prestigious showcase 
resembles a comfortable, elegant 
family home in the heart of one of 
the world’s most cosmopolitan cities 
in the world, once again asserting 
Chopard’s position as an ethical and 
contemporary Maison de Grand Luxe.

The Chopard boutique on Bond 
Street takes on the appearance of an 
English club with its plush lounges, 
decorated with vintage parquet 
flooring, fireplaces and deep sofas, as 
well as its exclusive bar where guests 
of the Maison can revel in a relaxing 
moment. This warm, personal style 
and sense of comfort perfectly sum up 
the Chopard family spirit of providing 
its customers with an unforgettable 
experience, because well beyond 

its role as a watch and jewellery 
manufacturer, Chopard envisions 
itself as a family.

Now installed in the historic buildings 
on Bond Street, the floors look as 
if they have always been there. The 
boutique entrance is made of Portland 
stone – a quintessentially English 
material renowned for its elegance 
and which matches the building’s 
façade to perfection. In the same vein, 
the furniture was entirely designed 
from FSC-certified wood and the 
ceiling lights feature low-energy 
LEDs.

With a sales area that has more than 
doubled in size, the new Chopard 
flagship boutique has enough 
space to display each of its Haute 
Horlogerie, Haute Joaillerie and 
engagement jewellery collections in 
three dedicated lounges offering an 
initiatory path of discovery through 
the Maison’s collections.

Through this elegant association of 
materials combining the charm of 
London-style classicism with the most 
contemporary technologies, Chopard’s 
new boutique will serve as a new 
embassy thathighlighted Chopard’s 
creations in an inimitable blend of 
refinement, simplicity and generosity 
that immediately invites discovery.

Chopard has 
recently reopened 
its flagstore 
boutique, the 
biggest in Europe, 
on the London’s 
luxurious Bond 
Street.
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Van Cleef  & Arpels
REWRITES DESTINY WITH 

THE ROMEO & JULIET 
COLLECTION

Inspired by Shakespeare's star-crossed 
lovers, this new high jewellery line 
melds together the language of love with 
precious gems.

An ode to the 
fountains 
of Verona, 
where the tale 

of Romeo and Juliet is 
set against, this torque 
bracelet bears two large 
pear-shaped aquamarines,  
accentuated by a luminous 
mosaic of shades 
incorporating sapphires, 
diamonds, emeralds and 
black spinels, reminiscent 
of shimmering waters. 
Finally, two diamond-
set palmettes lay visible 
beneath the aquamarines, 
symbolizing the lovers’ 
secret vows.

The Belfiore long necklace 
presents a variety of oval 
and cushion-cut blue, 
violet and pink coloured 
sapphires, expressing 
the union of the Capulet 

and Montague families 
in a harmony of stones. 
This style– a signature of 
Van Cleef & Arpels – is 
also representative of 
Renaissance jewellery, in 
which cabochons of hard 
stones stand alongside 
faceted precious stones 
in a subtle contrast of 
materials. This piece can 
also be transformed into 
a short necklace and a 
bracelet. The Reticella 
necklace combines two 
of the Maison’s beloved 
themes: of couture and 
white jewellery tradition. 
Echoing the Renaissance, 
it combines flexibility 
and support to hug the 
contours of the neck. 
At the centre of the 
piece, a jewellery motif 
of diamonds recalls the 
brooches pinned to the 
bodices of Renaissance 
women of the court.Van 
Cleef & Arpels debuted 
their latest 'Romeo & 
Juliet' High Jewellery 
collection most recently 
at Paris Haute Couture 
Week. Inspired by the 
Shakespearean tragedy 
of the same title, this 
romantic collection 
includes over 100 unique 
pieces- all telling the tale 
of the young couple, the 
context and setting for 
their love story, from 
the balcony scene to the 
architecture of Verona.  

''For us, the choice of Romeo 
and Juliet was a natural one for 

several reasons. Literature is one 
of the Maison’s major sources 
of inspiration, and in 2003 we 
had already paid tribute to the 
world of Shakespeare with the 
A Midsummer Night’s Dream 

collection.” 
Nicolas Bos, 

President and CEO of Van Cleef & Arpels.



Van Cleef & Arpels debuted their latest 
'Romeo & Juliet' High Jewellery collection 
most recently at Paris Haute Couture Week. 
Inspired by the Shakespearean tragedy of the 
same title, this romantic collection includes 
over 100 unique pieces- all telling the tale of 
the young couple, the context and setting for 
their love story, from the balcony scene to the 
architecture of Verona.  

Red and blue gem hues make up the main 
colour scheme of the collection, representing 
the coat of arms of the Capulet and Montague 
families respectively. Mauve, a blend of the 
two shades represent the passionate love of the 
couple, intertwined for eternity, along with the 
hope that the green gems represent.

Probably one of the most iconic pieces of the 
collection, the Romeo and Juliet clip comes 
to life thanks to stellar 3D-craftsmanship. 
Both characters are decked out in Italian 
renaissance costumes, with Romeo in a tunic 
set with sapphires and lapis lazuli, stockings 
in white gold and black lacquer and a cape 
in mirror-polished gold; and Juliet in a dress 
embellished with gadroons, polished gold set 
with orange sapphires, garnets, rubies and 
diamonds. Romeo is seen offering his love a 
bouquet of mauve sapphire flowers, a symbol 
of their coming marriage and the union of 
their two families.

''O speak again, bright 
angel, for thou art As 
glorious to this night, 

being o’er my head, As 
is a winged messenger 

of heaven” 
Romeo and Juliet, 

William Shakespeare, Act II, scene 2.
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 MAGNIFICENCE COLLECTION MAKES HISTORY IN NEW YORK

Christie's Maharajas & Mughal Magnificence 
collection earned a total of $109,271,875 in New 
York, representing the highest amount taken in by 
any auction of Indian art and Mughal objects, and 

the second highest for a private jewelry collection - falling 
just short of the 2011 auction of Elizabeth Taylor’s jewelry, 
good for a nearly $116 million haul. Almost 400 lots were 
offered, ranging from legendary Golconda diamonds to 
dazzling coloured stones, jeweled objects used in the royal 
courts to swords and daggers once owned by Indian rulers. 
Bidders came from 45 countries, including significant 
institutional bidding.The top-selling lot was a Belle Époque 
diamond 'devant-de-corsage' brooch fashioned in 1912 by 

Cartier in 1912 (pictured above). It sold for $10,603,500, at 
the low end of its $10-15 million estimate. It featured a pear 
brilliant-cut diamond of 34.08 carats (E color, VS1 clarity), 
an oval brilliant-cut diamond of 23.55 carats (D color, VVS2 
clarity, potentially Internally Flawless, Type IIa), modified 
marquise brilliant-cut diamond of 6.51 carats (D color, VS1 
clarity, Type IIa), heart modified brilliant-cut diamond of 
3.54 carats (3.54 carats, E color, VS2 clarity), as well as Lily-
of-the-valley old-cut diamond links, platinum and 18k white 
gold (French marks), 7 ½ ins., signed Cartier, accompanied 
by a later added unsigned double-row Lily-of-the-valley 
necklace of 15 ½ ins.
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Louis Vuitton unveils a new High Jewelry Collection inspired by the heroines of medieval 
times. The Riders of the Knights collection achieves an immersive aesthetic drawn from 
medieval codes of chivalry and heraldic crests. Each of these figurative pieces tells a story 
where the House’s many creative facets find expression.

Louis Vuitton pays 
tribute to the powerful 
vision that impelled 
so many medieval 

heroines to transcend their 
limitations and forge their own 
destiny. In homage to them, the 
Maison conjured a collection of 
High Jewelry pieces full of light 
to express the inner radiance 
of those who wear them. 
Glittering gems and diamonds 
radiate in this initial collection 
of fifty exceptional pieces that 
achieve an immersive aesthetic 
drawn from medieval codes of 
chivalry and heraldic crests.

The Royaume choker is 
distinguished by its shape 
inspired by the gorget - a 
special piece of armor designed 
to protect the throat - and 
is remarkable for its richly 
vibrant royal blue sapphire set 
against a delicate mesh of over 
a thousand diamonds. The 

Cavalière necklace showcases 
spinel, a precious gem with 
a deep red color infused 
with flashes or orange and 
symbolizing ardor and courage. 
On the Reine necklace, nine 
dazzling aquamarines of a 
Santa Maria-like blue evoke the 
magnificence of dynastic jewels 
and sovereign power. Each of 
these figurative pieces tells a 
story where the Maison's many 
creative facets find expression, 
whether in the architectural 
simplicity of the fortress, the 
luminescent transience of 
intuition, or the protective aura 
of a talisman.

LOUIS vuitton unfolds 
the medieval codes of chivalry 
Louis Vuitton unveils a new High Jewelry Collection inspired by the heroines of medieval 
times. The Riders of the Knights collection achieves an immersive aesthetic drawn from 
medieval codes of chivalry and heraldic crests. Each of these figurative pieces tells a story 
where the House’s many creative facets find expression.

Louis Vuitton pays 
tribute to the powerful 
vision that impelled 
so many medieval 

heroines to transcend their 
limitations and forge their own 
destiny. In homage to them, the 
Maison conjured a collection of 
High Jewelry pieces full of light 
to express the inner radiance 
of those who wear them. 
Glittering gems and diamonds 
radiate in this initial collection 
of fifty exceptional pieces that 
achieve an immersive aesthetic 
drawn from medieval codes of 
chivalry and heraldic crests.

The Royaume choker is 
distinguished by its shape 
inspired by the gorget - a 
special piece of armor designed 
to protect the throat - and 
is remarkable for its richly 
vibrant royal blue sapphire set 
against a delicate mesh of over 
a thousand diamonds. The 

Cavalière necklace showcases 
spinel, a precious gem with 
a deep red color infused 
with flashes or orange and 
symbolizing ardor and courage. 
On the Reine necklace, nine 
dazzling aquamarines of a 
Santa Maria-like blue evoke the 
magnificence of dynastic jewels 
and sovereign power. Each of 
these figurative pieces tells a 
story where the Maison's many 
creative facets find expression, 
whether in the architectural 
simplicity of the fortress, the 
luminescent transience of 
intuition, or the protective aura 
of a talisman.

LOUIS vuitton unfolds 
the medieval codes of chivalry 
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The iconic jewellery 
brand Roberto Bravo, 
which has been opened 
up to the world, comes 

together with its lovers in Venice 
San Marco square, one of the 
design and art centres of Europe 
with its unique store! Roberto 
Bravo, which has been inspired 
from the colours of nature and 
combined them with precious 
stones in its stories, continues to 
make their fans enjoy a unique, 
luxurious experience with its 
handmade collections. 

Roberto Bravo, which has been 
accompanying the Hollywood 
stars on the red carpet since the 
day of its foundation, brings the 
history and modernism together 
in Venice with its two floors new 
store, that has been specially 
designed.

The special architectural details 
in the store, where the soft brown 
and grey tones dominate and 
design products create a crushing 
effect. It offers a distinguished 
luxurious experience to you in 
its special room, which has been 
designed to make you enjoy a 
tailor-made experience.

OUTSTANDING 
JEWELLERY BRAND 
ROBERTO BRAVO 
IS IN DESIGN AND 
ART CENTRE 

San Marco
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Integrating advanced technology to its spirit of 
design with elegant details and the splendor of 
gold, diamond and precious stones which have 
been the irreplaceable accessories of women for 
centuries, IL BERNARDO delivers its very ex-

ceptional collections to a range of markets from 
its head office in Istanbul that serves as a bridge 

to all over the world.

Il Bernardo has achieved to be a pioneering 
brand, expressing its philosophy with the fasci-
nating designs it creates, the exceling service it 
provides and the utmost importance placed on 

customer satisfaction.

Eternity

COLLECTIONS
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DISCOVERY OF GOLDEN OASIS
The incredible splendour of nature captured at 
its most audacious. In Golden Oasis, the natural 
becomes supernatural, and unimaginable beauty 
rises from an ocean of glistening gold. Play of 
Lights, Desert Minerals, and Native Bloom form 
our landscape. Inspired by the mysterious curves 
of a breath-taking desert landscape, Golden Oasis 
high jewellery captures the vivid light and intense 
hues from dusk till dawn.

From dawn until dusk, new colour spectrums are waiting 
to be explored with every phase of the sun – and each 
landscape reflected in the sky. In the past we have found 
inspiration in endless oceans, turquoise infinity pools, 

and open coastal roads. Now, our captivating cosmic muse has 
guided us to a breath-taking desert oasis. Smooth ancient rocks 
lie alongside luscious agave, as winding canyons carve the vast 
desert sands. With surprising movement and intense hues – 
these creations are a joy to uncover.



PLAY OF LIGHTS

Play of Lights finds inspiration in the infinite skies that 
blanket the rolling desert sands – by day, seared with solar 
flares; by night, studded with jewel-bright stars. Plumes of 
simmering hot pink cloud announce the arrival of dawn, 
as a sublime cloak of intricate gemstones rise from below. 
In blinding light too dazzling to behold, white and pink 
gold set with white and yellow diamonds, vivid rubies and 
pink sapphires scattered throughout the land. Fine dust 
swirls within pillars of light, winding through the cracks 
within noble valleys.

DESERT MINERALS

Desert Minerals embodies a burst of raw energy, 
unearthed from a mélange of ancient sun-soaked rocks. 
This is a story of origins; as precious diamonds, rubies, 
and sapphires await discovery to become ageless art. Be at 
one with nature’s spontaneity: the asymmetric sides of a 
cuff bracelet, the voluptuous curves of a ring, and unique 
light prisms unveiled at every angle.

NATIVE BLOOM

In nature, design knows no boundaries. An endless source 
of creativity for the Maison, wild flowers and plants have 
gifted Native Bloom with unusual shapes, fusions of 
colour, and agile movement. Desert flora thrive in the face 
of adversity. Beauty is blessed with fortitude; just as our 
artisans have tested their artistic limits to create jewels 
of the desert. Stunning emeralds and diamonds form 
flowering creations, in harmonious colour.
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LE PARIS RUSSE DE 
CHANEL 

Patrice Leguéreau, director of Chanel's jewelry design 
studio, presented “Le Paris Russe de Chanel” (“Chanel's 
Russian Paris”) during Paris’ haute couture week.  

The 63-piece collection was 
conceived in honor of the 
numerous Russian influences 
which enriched Gabrielle 

Chanel’s life, creativity, and imagination in 
the early 20th century.

Russia became a part of Gabrielle Chanel’s 
life from 1910, and in 1920 its influence 
became even more significant in her life. 
The designer and couturier began a short-
lived but passionate affair with Grand 
Duke Dmitri Pavlovich, cousin of Tsar 
Nicholas II, who was at the time exiled in 
France. This experience marked the entry 
of new cultural and artistic influences for 
Gabrielle Chanel, echoed today in this 
new jewelry collection touching on her 
dreams and memories.

Memories, because Chanel met many 
Russian artists who introduced her to the 
splendors of Imperial Russia. Dreams, 
because the designer never actually 
set foot in the country. Ernest Beaux, 
perfumer to the court of the Tsars, became 
the creator of N°5. Misia Sert, one of 
Gabrielle’s closest friends, as well as Igor 
Stravinsky, Sergei Diaghilev, Léonide 
Massine, Serge Lifar, and Grand Duchess 
Maria Pavlovna, nourished her fascination 
with Russia, influencing her fashion 
designs.

This heritage is today celebrated through 
this new collection of 63 fine jewelry 
pieces touching on both sobriety and 
exuberance. It includes necklaces, 
bracelets, rings, earrings, brooches, 
watches, and hair ornaments. Most are set 
with diamonds and cultured pearls, and 
some, like the Folklore ensemble, with 
blue and pink sapphires, mandarine and 
tsavorite garnets, reference the festive 
colors of the Ballets Russes, for which 
Chanel designed costumes.

The collection references many Russian 
inspirations which enriched Gabrielle 
Chanel’s life and creativity. The double-
headed eagle, a symbol of Imperial Russia, 
tops the sculpted frame of a mirror in 
the original Chanel boutique on the rue 
Cambon. It now plays a special role, 
appearing with octagons or camellias on a 
ring or necklace.

Russian folkwear’s embroidered “rubakha” 
shirts influenced Gabrielle Chanel’s 
fashion, as did Byzantine scarves and 
embroidery, and these are also now 
referenced in this special collection. The 
wheat stalk, a symbolic Russian theme, 
became one of Chanel’s favorite motifs.

It’s a nod to Chanel’s 1967 show in 
Moscow, which took place without her. 
Afterward, her models brought her 
bouquets of wheat, now referenced by the 
yellow and white gold and diamonds in 
the “Blé Gabrielle” (“Gabrielle Wheat”) 
pieces. 
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A love affair
BVLGARI
     & 
CINEMA 
“CINEMAGIA”



Step into the world of cinema, and, as if by magic, 
be transported to a dreamland as Bulgari unveils 
its new high jewelry collection.

With the Bulgari 
Cinemagia High  
Jewelry Collection, 
the brand celebrates 

its passionate relationship with 
the silver screen: an array of 
wondrous pieces spotlighting the 
same boundless creativity and 
expertise that exists at the heart of 
the finest films.

An extraordinary exercise 
in daring creativity and 
craftsmanship, each Cinemagia 
creation boasts Bulgari’s 
quintessential Roman spirit. 
Visionary and show-stopping, 
the Action! necklace celebrates 
the invention of celluloid roll 
film through the jewel’s sinuous 
construction. Matching an 
unconventional material like 
black zirconium with the noble, 
eternal diamond, Bvlgari makes 
this necklace a must-have piece 
for the red carpet.

The savoir-faire with brilliant 
gemstones shines with the 
Cinemagia sautoir’s spellbinding 

octagonal emerald: a wonder of 
nature bringing its star power to 
a piece tailor-made to showcase 
the gem’s most radiant hue. The 
statement piece masterfully unites 
the Roman Jeweler’s devotion 
to revered gemstones and 
exceptional women.

Bulgari once more makes the 
impossible, possible: precious 
stones transformed into a 
dream to wear, daring colour 
combinations, materials, gem cuts 
and artistry come together in the 
dreamlike Fairy Wings necklace.

Inspired by its passionate love 
affair with cinema, one that 
started in the golden years of La 
Dolce Vita, today Bulgari brings 
to the spotlight a new generation 
of phenomenal women who 
are breaking boundaries. With 
an impeccable combination of 
fantasy and boundless goldsmith 
savoir-faire, each piece narrates 
the fascination of cinema from 
the glitz on the red carpets to the 
Italian way of film making.
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Net-a-Porter launches invite-only 
jewellery shopping platform for 
exclusive clients

Appointment-only face-to-face meetings with 
jewellery dealers, designers or brands, these 
salons provided a discrete and intimate space in 
which to sell bling worth more than most people 

would pay for a house.

Net-a-Porter has moved this salon experience online, 
with the launch of EIP Privé, an invitation-only digital 
‘destination’ for its most loyal customers (Extremely 
Important People, as they call them) to discover the world’s 
most sought-after high jewellery and watch exclusives.

EIPs will be invited based on their previous interest in the 
category, and will be send a unique link to view the locked 
page on Net-a-Porter’s website.

Stocking one-of-a-kind and super rare pieces from high 
jewellery maisons such as Boehmer et Bassenge, Piaget, 
Boghossian, Bayco, Nadia Morgenthaler and Giampiero 
Bodino, the curated area promises to ‘take the customer on 
an online journey.’

Along with private viewings of the newest standout, rare 
jewels and exclusive collections, EIP Privé will provide 
access to personalised services including customization, 
bespoke requests and sourcing incredible, one-of-a-kind 
pieces. There will also be a team of dedicated Personal 
Shoppers who’ll be able to arrange private appointments, 
wherever the customer is in the world. Net-a-Porter will 
offer secure pick up and hand delivery in more than 170 
countries and a “Try Before You Buy” service.

Traditionally, those buying a piece of jewellery worth tens of thousands of pounds 
would do so in a private jewellery salon.

EIP Privé will offer clients a truly unique 
opportunity to discover the world’s 
most exclusive high jewellery maisons 
through a highly personalised, 
invitation-only service,” said Alison 
Loehnis, President at Net-a-Porter in a 
statement.
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GUCCI 
UNVEILS ITS FIRST FINE 
JEWELRY COLLECTION 

Luxury fashion house Gucci has made a move into high jewelry with the inauguration 
of its first boutique and a collection by creative director Alessandro Michele.

Featuring themes dear to Alessandro Michele, such as 
love, the animal kingdom, and luxury, Gucci has just 
unveiled its first collection of high jewelry. The collection 
echoes the Italian designer's vibrant and poetic mind, a 
driving force behind his creative genius. Known for his 

passion for accessories, luxurious jewelry, and ostentatious pieces, 
Alessandro Michele has unveiled his first jewelry collection for Gucci. 



Swarovski

Comprised of 200 unique pieces, the Hortus Deliciarum 
collection exudes luxury and elegance. Dubbed 
"Hortus Deliciarum", this premiere collection for Gucci 
recalls a lush garden, in full bloom, featuring 3 major 
inspirations dear to the designer's heart.

The collection features 3 themes dear to 
Alessandro Michele

Introducing a classic tribute to eternal love, 
through the use of precious stones in vivid 
colors and Rococo style designs. Alessandro 
Michele has designed pieces that convey 
a true air of romance and delicacy. The 
journey continues in to the second theme 
inspired by the animal kingdom, where the 
pieces recall a certain beastial tone.

Featuring lions clutching on to precious 
stones, swarms of bees surrounding a ring, and snakes curling over bracelets...it's as if the animal kingdom has been crystallized. Last 
but not the least, the theme of classic luxury comes in to play. Alessandro Michele designed pieces using eye-catching honey-colored 
topaz, green velvet colored tourmaline, and pear-shaped diamonds, all fitting together to create truly classic pieces, reminiscent of 
family jewels passed down through the years. The collection will be housed in Gucci's first fine jewelry boutique, located at 16 Place 
Vendôme. Precious, to say the very least.
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BVLGARI & SAVE THE CHILDREN 
LAUNCH NEW PENDANT FOR 

SAVE THE CHILDREN'S 
100TH YEAR

Bvlgari unveils a new silver and onyx Save 
the Children pendant to celebrate the 10th 

anniversary of the partnership and the ambitious 
goal of $100M of overall donations.

Bvlgari is joining with Save the Children to launch 
a special pendant enriching the custom-made 
Save the Children jewelry collection, created 
to make a difference by raising funds for the 

charity during its 100th anniversary this year. A century 
of progress for children inspired the Roman jeweller to 
launch a new pendant and a new challenging goal: to 
round its overall donations to Save the Children to $100M 
within a year.

The new necklace, in sterling silver and onyx, is inspired by 
the iconic BVLGARI BVLGARI collection, reimaging one 
of the Maison’s most distinctive designs. The hard stone 
disk is encircled by the bold double logo and topped by a 
precious red ruby from Mozambique, while the back of the 
pendant unveils the charity’s logo with its promising and 
hopeful message. The pendant retails for $770 (€750) of 
which €75 will be donated to Save the Children. The new 
piece will be the fourth addition to the Save the Children 
custom-made jewelry collection, which now counts three 
silver and black ceramic creations inspired by B.zero1’s 
design: a ring, a bracelet and a pendant, respectively 
retailed at $560 (€530),  $580 (€560) and $620 (€600), of 
which €75 goes to Save the Children.

This year marks 10 years of the ambitious partnership 
between Bvulgari and Save the Children.  Since 2009, sales 
from Bvlgari’s Save the Children jewelry collection have 
helped to raise almost $90M (€80M) globally for programs 
that have reached more than 1.5 million children and youth 
across the globe.  Funds raised through this partnership 
have been primarily invested in education programs as well 
as projects on youth empowerment, emergency response 
and poverty reduction.

Ten years ago, Bvlgari and Save the Children put their 
strengths together with the dream to achieve a tangible 

impact on the lives of the most vulnerable children around 
the world, directly reaching over 2.1 million beneficiaries, 

of which 1.5 million are children. Today, drawing 
inspiration from our joint past, we keep looking together 

to the future, in the steadfast belief that education can 
save lives.  In 10 years of shared vision and a century of 

progress for children, together we could reach for the 
“ambitious” target of $100M of raised funds and millions of 

dreams that became – and will keep becoming – true,” 
said Bvlgari CEO Jean-Christophe Babin.
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Within the frame of 
cooperation with ASEAN, 
Jewelry Exporters’ 
Association represents the 

Turkish jewelry sector by joining “ASEAN 
Gem & Jewellery Summit” every year, 
which is participated by the member states 
with the attendance of the each president 
of the member jewelry association.

With its official name “ASEAN Gems & 
Jewellery Association Conference” which 
held for the 7th time in China takes 
place this year in Istanbul between 8-12 
October.

The aim of the conference is to carry on 
studies and make cooperation between 
Gem & Jewellery Association in the 
ASEAN region, both members and non-
member countries of ASEAN (Australia, 
China, Hong Kong, India, Israel, Italy, 
Japan, South Korea, New Zealand, Sri 
Lanka, Taiwan, Turkey), countries which 
are dialogue partners (USA, EU, Canada, 
Russia), and which are in sectorial 
dialogue with (Switzerland, Norway, 
Pakistan), and other association members 
of countries.

The further aims are continue as such; 
the representatives of all countries in this 
ecosystem sharing of their experiences, 
eliminating the difficulties in business 
consisting of import and export regimes 
on a country basis, positioning the Gem 
and Jewellery industry to a better place. 

Among which are  the presidents of the 
ASEAN member states, sectoral dialogue 
partners of the 45 countries and the most 
important importers; a total of 235 people 
are expected to participate in the ASEAN 
Gems & Jewellery Accociation Summit 
which is planned to be hosted by Jewellery 
Exporters' Association of Turkey between 
8 October 2019 - 12 October 2019.

With 2.899.660 million dollar GDP 
that they have created and their total 
647.744.000 population, ASEAN countries 
give our export sector an oppurtunity of 
market diversity.

When we examine the countries that 
we intend to host in our country within 
the frame of 2019 Gems & Jewellery 
Association Conference, the following 
information comes to the forefront: They

• Get a 90% share from 19 trillion 
dollar world import (17 trillion).

• Followed by 7113 CTSP, get 
a 96% (86 million) share from total 88 
billion dollar World Import of 2018, and 
get a 97% share (107 million) in total 110 
million dollar World Export.

• In the total 168 million export 
of our country, they get a 90% share with 
151 million dollars. And in our 4,4 million 
dollar export to relevant countries, they 
make up %90 share with 4 million dollars.

ASEAN GEMS 
& JEWELLERY 
ASSOCIATION 
CONFERENCE 
WILL BE HELD IN 
ISTANBUL

“ASEAN Gems & 
Jewellery Association 

Conference” will 
be held in Istanbul 

between 8-12 October.

''Bosphorus'' 
by GİLAN
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IJS BRINGS TOGETHER THE PLAYERS OF THE  
JEWELRY INDUSTRY FOR THE 49TH TIME 
BETWEEN 10 - 13 OCTOBER 2019!

The second show of Istanbul Jewelry Show, the most prominent event of the Turkish jewelry industry 
in 2019, will be organized for the 49th time at CNR Expo, Istanbul Fuar Merkezi between 10 – 13 
October 2019. Offering the ultimate platform for the Turkish Jewelry Industry to reach its 2019 export 
target of USD 6 billion, the exhibition will be introducing over 800 companies and brands to 19.000 
jewelry buyers from over 120 countries.

Recognized as one of the top five jewelry exhibitions in the 
world, Istanbul Jewelry Show, will be organized at CNR 
Expo, Istanbul Fuar Merkezi between 10 – 13 October 
2019. By introducing over 800 companies and brands to 

19.000 jewelry buyers, the exhibition offers the ultimate platform 
for new business opportunities and information sharing. Istanbul 
Jewelry Show – October exhibition plays an important role in 
helping the Turkish Jewelry Industry achieve its exports target of 
USD 6 Billion. The exhibition helps accelerate the economy with its 
positive impact on exports. 

Istanbul Jewelry Show March & October is being organized for the 
last 34 years, and the exhibition in March and October is organized 
by Informa Markets, the leading exhibition organizer in the world. 
With 17 different jewelry exhibitions in 7 countries, Informa 
Markets has a profound history and expertise in the sector. 
Also empowered with the potential of the portfolio it belongs 
to, Istanbul Jewelry Show is among the top exhibitions closely 
followed by the professionals of the global jewelry industry. 

The Magnificent Exhibition of the Jewelry Industry

Istanbul Jewelry Show - March exhibition organized in 2019, had 
seen a 9% increase in number of international visitors and hosted 
30.741 professionals from 123 countries. March 2019 exhibition 
had also achieved a 15% increase in number European visitors and 
8% increase in number of visitors from CIS countries including 
Russia. These figures are seen as an indicator that global jewelry 
industry will show great interest in October 2019 exhibition. 

The exhibition which, with its new hall layout, will improve 
visitor experience at the event will be representing a wide range 
of product groups and sectors including gold, jewelry, diamonds, 
colored stones, precious and semi-precious stones, pearls, silver, 

silver accessories and silver household items, gold mounters, 
refinery, watches, molds, shop window decorations, machinery and 
equipment side industry, safes, software, and logistics and lighting 
product groups.

Hosting the International Buyer Delegation!

Istanbul Jewelry Show - October 2019 will be featuring the 
“International Buyer Delegation Program” with the goal of 
increasing jewelry exports, finding new markets and preserving 
the market share. As part of the program, buyer delegation of 
1.000 professionals of the sector representing Europe, Middle 
East, USA, North Africa and Asia countries will be hosted at the 
exhibition. 

Designer Market to set the jewelry design trend for the 
year once again!

Organized every year as part of Istanbul Jewelry Show – October 
2019 Exhibition, the Designer Market, will once again bring 
together master and young jewelry designers on the same platform. 
Designers will be showcasing their latest designs and signature 
jewelry products at the Designer Market, which is specially created 
at the exhibition venue.
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The Turkish Jewellery Exporters' Association (JTR) will welcome 
buyers from all over the world in Istanbul at the Istanbul Jewelry 
Show that is organised twice a year. During the previous show held 

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

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

Free accommodation to buyers

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

Jewellery buyers are hosted in the best hotels in Istanbul

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

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

For your reservation ; www.jtr.org.tr

JTR IS WORKING ON THE BUYER 
GROUP TO BE INVITED TO THE 

FALL EDITION OF IJS

JTR is already working on 
the next group to be invited 
to the Fall edition of IJS that 

will be held from October 
10-13, 2019.
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GET READY 
FOR YOUR
ISTANBUL 

JEWELLERY 
SHOW 

RENDEZVOUZ

The world’s major players in the international jewellery 
industry are getting ready to meet at the 49th edition of 
the İstanbul Jewellery Show which runs from October 
10-13. Recognised as one of the five largest shows in 

the jewellery industry, IJS last year saw a 20-percent increase in 
international visitor numbers, and welcomed more than 19,000 
people from 89 different nationalities.

Turkey is getting ready to welcome jewellery industry professionals 
from all around the world in October. The show’s Organising 
Committee of the Turkish Jewellery Exporters’ Association 
(JTR) is about to finalise its preparations and is well aware of the 
great responsibility on its shoulders with the need to ensure its 
continued success.

Organised with the support of the Ministry of Commerce, JTR’s 
Organising Committee, is charged with the task of bringing, time 
and again, invitees to attend the show from all over the world, JTR  
President Mustafa kamar said: 

Consistent growth  
“The Istanbul Jewellery Show continues to grow and it is now one 
of the five most important shows in the global jewellery sector. In 
October 2018, our visitor numbers increased by 20 percent and 
almost half of the 20,000 visitors were from abroad. When we look 
at the performance of other shows, we can argue that IJS has a 
great success rate!”

1,000 complimentary buyers 
“JTR is working hard to ensure that the shows are very energetic 
and reflect our export performance. This is why we invite and 
welcome 1,000 international visitors for free to Istanbul. Due to 
the agreement we have with Turkish Airlines, we are also offering 
serious discounts on flights. Our complimentary visitor numbers 
for the recent March show exceeded 1,500!”

Welcoming every jeweller 
“The IJS will welcome jewellery professionals from all over the 
world between October 10 and 13 to 30,000 square meters of 
exhibition space housing more than 800 participating companies. 
Join us at one of the world’s major crossroads for the global 
jewellery industry and trade in İstanbul!” Kamar concluded.

Mustafa Kamar, President of Jewellery 
Exporters' Association of Turkey;

Jewellery Exporters' Association 
of Turkey is getting ready to 
welcome jewellery industry 
professionals from all around the 
world during IJS in October.
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For the second time, sitting in front of me wearing 
in all-black, his Mustafa Kemal Ataturk printed t-shirt 

was in fact the most eye-catching thing in general. In 
the end of seven months, I realize, he has now not 

much difference from a Turkish man –like what he was 
sure of. And we talked about his coaching of JTR’s 

(Jewellery Exporters’ Association) jewelry designing 
course and several more.

How were the classes and dialog between you 
and your students ?

I am so glad we had productive and joyful time in the classrom. 
The students were in harmony learning and working together. Most 
of them are already professionals. And they took the opportunity to 
develope some of the techniques they are unfamiliar with. There is 
no way not to see the progress they have made until the end of the 
course. Each of them achieved what we set out to do. The synergie 
between themselves in and outside the classroom had a huge effect 
on their success. As such, me and my students had a very good 
time which creates a bond both professionally and friendly between 
each other. So we will never cut off the communication.

What are your expectations from your students in 
their way to becoming a better jewelry designer?

Here, differently from other courses we based our learning model 
on an East-West synthesis kind of perspective. And nearly all of 
them became ready to enter business life but it takes at least ten 
years of learning process even when there is no end to learning 
actually… so we think of planning an upper stage training 
program. Devotion and effort are must-have’s of this job. In this 
situation our course was just a beginning. There are so much to see. 
I expect them to discover everything as much as possible.

In your opinion, Is creativity an acquirement or 
an inborn ability?

It is possible to say that the various abilities we possess are in 
unique mechanisms that exist inherently. It is in our hands whether 
or not to improve this mechanism. The more we use our skills, the 
better we express ourselves. Creativity is a kind of talent that needs 
to be fed and processing to be exposed.

by Dilara ÜNAL

COSIMO VINCI

Even though when 
something is worn by 
everyone at the same 
time may lead to lose 
its meaning, I think that 
is not true always



Which one is more closer to you, keeping up 
with fashion or originality?

Following different trends and concepts makes us a more 
exploratory and rich in soul. We need to find something new 
all the time. I try to stay in touch with fashion so that it may 
open new doors. But in a way, we are the one who created the 
mainstream. Everyone who produces and spreads has a role in 
this. Before you know it, maybe you will become the one who 
bring the next fashion…

When we look at the latest trends in the jewelry 
world, we see spiritualism themed designs at 
the forefront. Do you think that these designs 
that we see everywhere in a sudden caused a 
lack in the meaning of the subject?

Difficult question ... Since jewels have become more than just 
ornaments and accessories, a way to describe oneself, they have 
become more personal and special items. The fashion of each 
period varies according to that day’s socio-cultural / economic 
events. I think today the emotional hunger of people is the 
main reason why these jewels with spiritual symbols are being 
trendy now. These symbols correspond to the need in society for 
meaning and depth. Even though when something is worn by 
everyone at the same time may lead to lose its meaning, I think 
that is not true this time. Maybe the more they are everywhere, 
the better are their power. Namely, spiritualism spreads when 
shared. To take another example, being vegan is a fashion that 
never gets old. In this case, we can not say someone who have 
just become a vegan,become a vegan because it is fashionable. 
He became vegan because he embraced and supported the idea 
behind him. So the underlying meaning and purpose make sense.

You have spent a long time in Istanbul. What do 
you think about this city?

I knew I was going to be an Istanbulite from the first moment 
I saw this place. And now I am! We spent our time every one 
day in a week visiting the city with my students. We went all the 
places that come your mind. We breathe the air of the Grand 
Bazaar. Beyoğlu captivated me the most. I guess it wouldn't be 
wrong to call there the cradle of subculture. As you walk through 
the narrow streets of Galata, it seems almost impossible that 
athmosphere would not inspire you!

Finally, what would you advise your graduate 
students?

I especially recommend  my students who want to build a brand, 
to gain experience by designing for other brands first. The marks 
they leave in brands not only enrich their portfolios but also push 
them to form a bigger picture. Joining forces is one of the best 
things you can do if you are in the beginning of the journey.
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CHAMPAGNE 
COLLECTION 

by HOŞGÖR JEWELRY
Hoşgör Jewels is presenting an unprecedented 

collection which is unique in style.

Our craftsmen named the collection "CHAMPAGNE" 
that harmonizes fancy cut diamonds along with 

utmost attention to details. 

One shall see the Hoşgör  Jewels standard D E F color 
diomands in the new collection crafted with pear, 

marquise, princess and heart cut diamonds.

We invite all person looking to dazzel and impress 
to come around and witness the unvieling of the 

"CHAMPAGNE" collection.
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TURKEY 
BECOMES THE 

LEADER OF 
MOUNTING 
JEWELLERY 
CATEGORY

Turkish jewellery industry has established 
its international reputation as a leading 

manufacturer of jewellery mountings. Every 
year, hundreds of thousands of Turkish-

made pieces are turning into beautiful, 
finished jewellery in various ateliers and 

factories worldwide.

Mountings are one of 
the most important 
categories in the 
global jewellery 

industry. When precious stones 
are set into a mounting, it is that 
mounting’s design, diversity and 
quality of production that define 
its marketability. Turkey is one 
of the world’s most important 
actors in this categories  and due 
to its design varieties, the ready 
availability of quantity stocks, 
and of course, its production and 
quality, Turkey has left most of 
its competitors in the mountings 
category behind. 

To understand the magnitude of 
the mounting market, we need to 
gauge the size and volume of the 
global jewellery market. After all, 
the ‘marriage’ between gemstones 

- diamonds and 
coloured gemstones 
– is what makes a 
piece of jewellery 
attractive and 
saleable, each in its 
own category and 
price range. 

There is no question 
that in recent 
years, the reforms 
introduced by 

the government have given the 
Turkish jewellery industry a boost 
and enabled it to compete more 
successfully in the global markets. 
As a result, the opportunities for 

mountings manufacturers have 
improved.  

These are some of the reforms 
that have had a positive impact on 
Turkey’s jewellery industry. 

The Istanbul Precious Stones 
Exchange

Turkey has long lacked a diamond 
and coloured gemstone exchange. 
With the establishment of the 
Istanbul Precious Stones Exchange, 
and its membership in the World 
Federation of Diamond Bourses, 
Turkish diamond, gem and 
jewellery companies gained access 
to the global trading network, on 
par with bourses in centres such 
as Antwerp, Dubai, New York and 
Ramat Gan, Israel. As a result, the 
volume of transactions and sales 
are increasing every day.

Private Consumption Tax Zeroed  

Members of the Istanbul Precious 
Stones Exchange are exempt from 
the Private Consumption Tax.

Foundation of foreign companies 
easier 

With the changes instituted 
in the Turkish trade laws, it is 
now fairly easy for foreigners to 
establish a company in Turkey. 
In Kuyumcukent, one of world’s 
largest gold production complexes, 
the number of foreign companies 
has already exceeded 150.



Turkey is in a leading position, 
comparable to that of South Korea, 

in the manufacturing and marketing 
of mountings. We are specifically 

leading the category due to our 
innovative and desirable designs.

Mustafa KAMAR

Jewellery Exporters' Association of Turkey / President

Mustafa Kamar; We have enormous 
advantages on jewellery  montings 
category. 

Whether it is at international jewellery 
shows in Istanbul, Las Vegas, Vicenza, 
Dubai or in other countries, Turkish 
mounting companies are doing brisk 
business at each fair. Mustafa Kamar, 
President of the Turkish Jewellery 
Exporters’ Association (JTR) said 
that; “Turkey is in a leading position, 
comparable to that of South Korea, in 
the manufacturing and marketing of 
mountings. We are specifically leading 
the category due to our innovative and 
desirable designs.  And as a result of 
the industry’s reforms of the past few 
years, we are well on our way to take 
the lead in this jewellery category. In 
addition to the high quality of our 
products, we also have an advantage 
when it comes to delivery times due 
to our very effective and well run 
management of our inventories and 
stocks!” Kamar stated.

We are constantly improving ourselves 
in the national and international 
markets. 

Mustafa Akın, hairman of Sade İş 
Jewelry, one of the most important 
Turkish mounting explained the 
underlying reasons for Turkey’s success 
in the mountings category,

“There are two different aspects that 
have had a positive influence on the 
mounting category in Turkey. First, 
export reforms have impacted the 
category positively. At the same time 
Turkey is a large market with 80 
million population which is mainly 
young.  We participate in each show 
with thousands of pieces. It is not easy 

to find this kind of a selection in other 
countries.”

Turkey can take full advantage

Ömer Faruk Çağlar- Somoro 
Mounting: ‘‘We are in a a position that 
makes us one of the most important 
gold producers in the world. With 
this, 30,000 retailers in our national 
market are also a proof of that. Turkey 
has become one of the most important 
countries in mountings. Currently, 
it’s impossible for you to find a larger 
ready stock in any other country in the 
world.”

Turkey has advanced in precious stones 
category recently

Great advancements are being 
observed in precious stones category 
in the Turkish jewelry industry. The 
structural reforms carried out in recent 
years and the launch of Istanbul Stock 
Exchange and Istanbul Gold Exchange 
by Borsa Istanbul have also contributed 
to the growth of the precious metals 
and stones market. Some of the 
important names of precious stones 
category in Turkey expressed their 
views on this subject as follows;

Emil Güzeliş- Zen Diamond

''Turkey makes much of its export 
by selling gold jewelry. However, 
especially in recent years, our export 
of diamond jewelry and mounting has 
also started to increase significantly. 
As Turkey's largest diamond jewelry 
exporter, Zen Diamond, we carry out 
our exports to countries around the 
World. The diamond jewelry category 
in Turkey will continue to evolve.''
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Erol Akdemir- Lida Diamond

''Jewelry industry in Turkey continues to 
grow.  We also observe this developments 
in the categories of precious metals and 
stones, diamond jewelry and mounting. 
As Lida Diamond, we are the leading 
company operating in the precious stone 
category for many years. The sector needs 
to be assessed from two angles. Firstly, its 
80 million young population makes Turkey 
an important market. And secondly, due 
to the increase in women’s participation 
in business life, level of education, urban 
population, and advertisements, the 
demand for diamond jewelry will continue 
to increase every year. The domestic market 
has a significant potential. Furthermore, 
Turkish jewelry industry has a significant 
production capacity. It is in the leader 
position of mounting sector in the world. 
In no other country in the World, 
finding such a large ready mounting 
stock is possible. We also took an 
important path in the precious 
stone category. A buyer who comes 
to Istanbul can choose his precious 
stone from a very large stock, and 
then selects his mounting materials 
from the world's largest stock and 
complete all stages of his diamond 
jewelry production here. I believe 
that Turkey also will soon come to 
an important point in the world’s 
diamond jewelry category.”

Kerim Güzeliş - Ariş Diamond

''Our country has critical advantages. We 
were not able to use these because of few 
legal and tax problems. With the recent 
reforms done by the government we are 
now fully able to use our advantages. I 
believe that we will continue to see this 
development increase even further.''

Ediz Dereli- Ediz Dereli

''Turkey is now among the major centers 
in the jewelry industry of the world. We 
have advantages such as qualified workers, 
large production capacity, and closeness 
to markets. With the legal arrangements 
made in the past years, we are now able to 
make better use of these advantages. The 
establishment of Istanbul Stock Exchange 
and Istanbul Gold Exchange in Istanbul is 

another important improvement. Although 
Turkey is prominent with gold, it will 
become an important center in the area of 
diamond jewelry too. The development in 
both our company and our industry proves 
this situation.”

Atilla Keskin - Altınbaş

''The domestic diamond jewellery market 
is expanding each day. It keeps the demand 
high and this helps us to develop ourselves 
further. We are constantly improving 
ourselves in the national and international 
markets. Turkish jewellery industry have 
soo many critical advantages. Turkey is one 
of the best producer and exporter of gold 
jewelry category. I beleive that our industry 
will be one of the most important one of 
global jewelry industry on diamond jewelry 
category too.''

Atilla Anlı- Atilla Karat Jewelry

''Turkey is a region having at least 5000 
years of jewelry culture. Throughout 
history, the most important jewelers 
of the world have grown in this 
geography. Our sector, which 
specializes in gold category, continues 
to develop in the diamond jewelry 
category. We are the world's leading 
country in the mounting category. 
We are also making progress in the 
category of precious stones with legal 
arrangements that we make.’’

Emil GÜZELİŞ / ZEN Erol AKDEMİR / LIDA

Mustafa AKIN / SADE İŞ

Kerim GÜZELİŞ / ARİŞ

Ö. Faruk ÇAĞLAR / SOMOROAtilla ANLI / ATİLLA KARATEdiz DERELİ / EDİZ DERELİ

Atilla KESKİN / ALTINBAŞ
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IS THE DIAMOND INDUSTRY 
REALLY IN A CRISIS?
Paul Zimnisky is one of the names that the jewelry industry follows with interest. 
Diamond Analyst Paul Zimnisky's latest analysis reveals important data about the recent 
narrowing in the jewelry industry.

Diamond industry 
conditions have 
recently been 
described as a 

“crisis.” In some segments of 
the industry anecdotes of “no 
business” have surfaced as well 
as “no demand” for certain 
categories of diamonds. A 
representative for a leading 
trade group of manufacturers 
in India has recently said the 
current “recession” is “worse 
than the one witnessed in 
2008-2009” during the global 
financial crisis.

De Beers' rough diamond sales 
in dollars are down 17% year-
to-date through June compared 
to the same period last year. 
ALROSA’s (MICEX: ALRS) 
sales are down 33%. According 
to the Zimnisky Global Rough 
Diamond Price Index, a proxy 
for the like-for-like change of 
the global product mix, rough 
diamonds are down 2.3% year-
to-date as of July 20 and are 
currently sitting at a 52-week 
low.

Industry-wide challenges are 
understood and have been well 
publicized at this point: high 
inventory levels throughout 
the pipeline, a continued 
deleveraging of the mid-stream 
sector, reduced manufacturing 
credit availability, 
uncertainty surrounding the 
proliferation of man-made 
diamond jewelry and weak 
downstream sentiment related 
to macroeconomic and 
geopolitical factors.

On July 18, De Beers’ parent, 
Anglo American (LSE: AAL), 
cut 2019 diamond production 
guidance to approximately 31 
million carats, down from a 
previous range of 31-33 million. 
However, even at the high-end 
of the previous range, De Beers 
production was expected to fall 
by over 8% year-over-year as 
supply is inevitably impacted 
by the closing of legacy 
mines: Victor, Voorspoed and 
Elizabeth Bay. In addition, 
the timing of the transition to 
underground mining at Venetia 
further curtails production 
capacity this year. 

While the impact of the 
guidance cut is arguably 
negligible relative to an 
estimated global output of 143 
million carats this year, it serves 
as an important reminder that 
this industry remains proactive 
in protecting itself. Upon the 
announcement, De Beers made 
it clear that the guidance cut is 
strategic in nature and that it is 
in “response to weaker trading 
conditions” as the company 
“continues to produce to 
market demand.”

Longer-term, global rough 
diamond production is 
estimated to incrementally fall 
annually through at least 2021. 
These supply fundamentals 
should be supportive in the 
challenging environment the 
industry is currently wading 
through. Further, despite 
concern over the condition of 
the manufacturing industry, 
mid-stream inventory 
continues to moderate 
according to estimates and is 
approaching more normalized 
levels.

While the future of global end-
consumer diamond demand 
poses uncertainty given the 
potential macro impact of the 
trade wars, the Hong Kong 
protests, tensions with Iran, 
Brexit, the France Yellow 
Vest movement and negative 
interest rates in Europe etc., 
growth while not great, still 
appears positive none-the-
less. The largest jeweler in the 
world Tiffany & Co. (NYSE: 
TIF), which is a proxy for the 
global market, is guiding a sales 
increase of a “low-single-digit 
percentage” in the fiscal year 
ending January 2020.

The U.S., representing the 
industry’s largest end-consumer 
market for diamond jewelry at 
approximately 50%, continues 
to benefit from a stock market 
that is at all-time highs —which 
is supportive of ever-important 
consumer sentiment. On July 
16, the U.S. Department of 
Commerce said June retail 
sales (overall retail including 
jewelry) rose 0.4% month-over-
month, which was better than 
many economist's expectations. 
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There are also positive developments occurring 
in the industry’s other important markets. Greater 
China’s largest jeweler, Chow Tai Fook, opened 

549 new stores in the fiscal year ended on 
March 31, the most new store openings in a fiscal 

year in the company’s history, bringing the total 
store count to 3,134 

Paul Zimnisky

Year-to-date, U.S. retail sales are up 3.4% year-over-year. Despite 
what might seem counterintuitive to anyone that just read the the 
paragraph above, financial markets are discounting at least a 0.25% 
Fed funds rate cut at the July 30-31 meeting. This would mark 
the first interest rate cut in the U.S. since mid-2007. Importantly, 
while a Fed rate cut theoretically will have a stimulating effect on 
the U.S. economy, it tends to weaken the U.S. dollar, which could 
be beneficial for non-U.S. diamond demand, which has been 
somewhat hindered in recent years by a strong dollar.

There are also positive developments occurring in the industry’s 
other important markets. Greater China’s largest jeweler, Chow 
Tai Fook (HK: 1929), opened 549 new stores in the fiscal year 
ended on March 31, the most new store openings in a fiscal year 
in the company’s history, bringing the total store count to 3,134 
(figure 3). The expanding store footprint implies the company’s 
confidence in the growth of jewelry consumption in China for 
years to come. Further, on June 5, management said “we will 
continue to deepen our market penetration…in the next three 
to five years,” guiding continued expansion plans. Shorter-term, 
the company has noted that it expects headline geopolitical risks 
to be at least somewhat offset with economic stimulus measures 
currently taking place in China.

In India, a Forevermark company representative recently said that 
revenue in the market increased 36% year-over-year in the first half 
of 2019. Forevermark is De Beers’ branded jewelry line with global 
sales estimated at $1 billion. India is estimated to represent roughly 
a quarter of the brand’s global sales. 

While overall industry sentiment is dire at the moment, 
the current challenges are seemingly more deeply seated in 
oversupply than a lack of end-consumer demand, which is 
arguably a more manageable task for the industry then vice 
versa. While each segment of the industry is going through 
its own catharsis of sorts, current problems appear to be most 
rooted in the cutting and polishing, or manufacturing, segment 
of the supply chain which undoubtedly makes the industry 
sensitive to any slowing consumer demand. 

That said, the industry is arguably approaching the final 
innings of a shift to a more efficient pipeline after a multiyear 
deleveraging of supply. The strongest players are set to survive 
setting the stage for a leaner industry set on sounder footing that 
it has in years —perhaps the diamond industry’s version of the 
U.S. financial sector post-Lehman Brothers and Bear Stearns in 
2008-2009.

Paul Zimnisky, CFA is an independent diamond industry analyst 
and consultant based in the New York metro area. For regular 
analysis of the diamond industry please consider subscribing to 
his State of the Diamond Market, a leading monthly industry 
report. Paul is a graduate of the University of Maryland's Robert 
H. Smith School of Business with a B.S. in finance and he is a CFA 
charterholder
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An accessory that reveals the creative and elegance side of the 
woman, the brooch, the star of the jewelry world, has revived 
in Ariş Diamond's private collection.

Ariş Diamond's Art Deco, Art Nouveau lines and stylish 
brooches bring together contemporary women. Carefully 
prepared in master hands, each single and unique brooch 

models await the admirers of Ariş Diamond's Brooch Collection. 
Shaped with diamonds, diamonds, enamel, colored gemstones 
and gold, dozens of stylish brooches can also be used as hair 
jewelery or necklaces.

MEETING OF ELEGANCE AND GRANDEUR
Brooch Collection by Ariş Diamond

GOLD, DIAMOND AND PEARL JEWELRY COLORS OF 2019-2020

Bold gold is a must have 
for 2019-2020. Oversized 
chains give a nod for 

a trendy look. Trendy colors 
are rose and yellow… You 
can find spectacular rose and 
yellow gold jewelry pieces 
at ASAL Jewelry Group that 
manufactures high quality gold, 
diamond and pearl jewelry. 
Oroliva and Goldima brands 
are manufacturing jewelries 
that crafted by the combination 
of high tech and craftsmanship 
at ASAL manufacture meet 
B2B customers who brings that 
genuine masterpieces and the 
end users together.

Brown pearls are still trendy 
at 2020 and they are in great 
harmony with rose gold. Other 
pearl shades of the season are 
brown black, white, milky, 
metallic.

Enamel on diamond and gold 
jewelry is a huge trend for 
2019-2020, it really makes a 
statement in bold, saturated 
colors. This season high quality 
baguette diamonds are very 
trendy. Gleam Diamonds is a 
great example and a must have 
brand that creations are the 
fruit of a unique form of know-
how, the combination of several 
different crafts.

It is not new news, but 
mismatched earrings will 
continue to steal our heart in 
2020. It feels more modern than 
wearing two matching earrings 
and they were all over the 
spring 2020 runways, still.

Even though diamonds are forever, gold, diamond and pearl jewelry trends come and go every season. 
Classics never die and you cannot call a diamond or pearl jewelry “off-season”. But customers always 
make room in their jewelry boxes for an inspiring jewelry that grants a little personality.
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Whether you’re just starting out or are 
looking to expand your social presence, 
there quite a few routes you can take. 

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

So, on which platforms should you be 
focusing? In order to properly determine 
the answer, you first need to ask yourself 
two questions.

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

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

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

Facebook has powerful advertising 

capabilities built right into the platform 
with the ability to create custom audiences 
and target by interests and demographics.

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

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

Instagram 
Next, let’s move onto Instagram, which 
passed Twitter last year in terms of monthly 
active users. The platform boasts one of 
the highest user engagement rates, making 
it an effective space to build a brand 
community. Instagram is an especially great 
platform for businesses that have products 
that lend themselves to being showcased 
visually. Restaurants, jewellers and 
clothing manufacturers are all examples of 
businesses with visually appealing products 
that are perfect for Instagram.
One challenging aspect of Instagram for 
marketing purposes is that the platform 
does not support links within posts. You 
are only allowed one link within your bio, 
which can make it challenging to redirect 
followers to content on your website or 
blog. One way around this is to make use of 
Instagram ads that redirect to an external 
website. These ads were originally for larger 
brands, but have recently become more 
affordable for smaller businesses. 

WHICH 
SOCIAL MEDIA 
PLATFORMS 
ARE BEST FOR 
JEWELLERS?

Instagram boasts one of the 
highest user engagement 

rates, making it an effective 
space to build a brand 

community. The platform 
is an especially great 

platform for businesses 
that have products that 

lend themselves to being 
showcased visually. 
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Instagram Story
I’ve already outlined my thoughts on 
Instagram Story, but let’s recap. The 
platform has quickly moved from the fringe 
of social media relevance to a legitimate 
platform where almost all companies now 
frequently advertise. Instagram Story 
has deftly figured a way to include paid 
advertisements within in its app without 
disrupting the user experience. 

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

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

Instagram Story differs greatly from some 
of the other platforms here because of its 
innate casual and time-sensitive nature. 

Instagram Story will be most effective for 
your business if you have a product that’s 
interesting to show off visually--which all 
jewellers do--and if you have a younger 
customer base.

 Twitter
Twitter has recently been suffering an 
identity crisis of sorts and its user base 
has started to stagnate. However, this 
is not to say it’s alright to start ignoring 
the platform. Twitter remains a great 
place to receive small bursts of current 
information and to connect with industry 
thought leaders. The platform lends itself 
particularly well to reaching out to people 
you may not fully know yet. 

  Twitter is particularly useful for 
redirecting to external content and you can 

insert multiple links into a single tweet. 
The network also has powerful advertising 
capabilities with the added bonus of the 
promoted tweets looking very similar to 
normal tweets. 

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

Similar to Instagram, Twitter is great for 
fostering an engaged community around 
your products. It’s a helpful place to find 
out what people are saying about your 
business, your competitors and your 
industry in general. There are also listening 
tools to help you gather these insights to 
make better informed decisions moving 
forward. Finally, Twitter is often used as 
a customer service platform because of 
its real-time nature, so make sure you are 
responsive.

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

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

Similar to Facebook, LinkedIn also has a 
helpful groups feature that can allow you 

to have private conversations with thought 
leaders on trending jewelry topics. 

If you are not a business-to-business 
jeweller, you can still certainly find use 
for the platform as an individual, but as a 
business-to-consumer jeweller it might be 
better to initially stick to other the other 
platforms previously mentioned.
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THE SWAROVSKI  SPRING/SUMMER 
2019 COLLECTION EVOKES
A SUNSHINE STATE OF MIND

Sunshine is the theme at the heart of Swarovski’s 
bright new collection, consisting of four programmes: 
Spring, Mother’s Day, Valentine’s Day and Summer. 
Taking inspiration from a journey across the 

Mediterranean, the collection channels a vacation mood 
and celebrates the radiance and sparkle as seen throughout 
Swarovski’s rich 120-year history.

Through this versatile collection that offers brilliance for 
all, Creative Director Nathalie Colin explores the beautiful 
interplay of light and crystal, as well as the way sunlight 
creates joy and illuminates a woman’s inner and outer beauty.

Playful, bold, feminine and uplifting jewelry and accessories 
offer a perfect mix of something new and exciting for the 
multifaceted modern woman. While cleverly edited trends 
and exquisite techniques seamlessly combine with a vibrant, 
sunny palette of delectable shades: strawberry red, candy 
pink, mint green, golden yellow and intense blue.

Associated with hope, joy and confidence, sunshine is the 
forecast for the season ahead. Swarovski’s new collection 
looks inject the season with style, sparkle and feel good 
vibes with jewelry and accessories that will make the day 
and women around the world feel brilliant and bright.

Swarovski continues its mission to make women look and feel brilliant 
with the launch of its Spring/Summer 2019 Collection.

Sunshine induces happiness. 
I love the way it transforms 
crystal as well as our 
mood. This collection is 
about escape, joy and 
looking at life in a positive 
way. We invite women to 
disconnect from the urban 
craze and reconnect 
with life and sunshine-
filled moments inspired by 
the Mediterranean. From 
Tangiers to Thessaloniki, 
Capri to Corfu, Santorini to 
Sicily, our designs reimagine 
treasures found during 
our journey; amulets and 
talismans, sea life, ice creams 
and colorful cocktails.'' 
explains Colin.
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ENCHANTED ISLE
A Collection Inspired By      

For its new High Jewellery collection, the House of David Morris travels 
to Mykonos, a vibrant jewel set in the Aegean Sea, where crystal-clear 
ocean meets sun-drenched colour and Managing & Creative Director 
Jeremy Morris escapes for design inspiration.

Enchanted Isle whisks the 
wearer on a remarkable 
journey.

Shades of Summer

The carnival of colour and carefree escapism that 
Mykonos conjures are celebrated via bold colour 
choices and one-of-a-kind pieces. This spectacular 
flexi cuff, embellished with over 60 carats of fancy 
vivid yellow and white diamonds, showcases the 
design ingenuity and glorious hues that have come to 
define David Morris jewellery.

The call of the sea

Seventy steps from Jeremy’s Mykonos home, down 
a stony cliff path, lies a calm and secluded cove. It 
comes as little surprise, then, that the 

enchanting ebb and flow 
of the ocean informs 

the collection’s 
pieces. The 
gentle, rippling 
movement 
of these 

mesmerising 
white diamond 

earrings is an 
homage to the designer’s 
favourite island beach.

Vibrant island life

 In Mykonos, design inspiration can be found around 
every corner, whether strolling along streets lined 
with brightly painted houses or via the colourful flora 
and fauna that brighten up the island every summer. 
Drawing upon vibrant native wildflowers, Jeremy has 
created a unique pair of intricate floral motif earrings 
to showcase the beauty of exquisite Burmese rubies.

Block 4: Verdant beauty

A breath-taking adaptation of the popular Pirouette 
collection design, Jeremy Morris has created a 
one-of-a-kind collar using the finest radiant green 
emeralds from Colombia. To further enhance the 
emeralds’ strikingly intense hue, the stones are deftly 
paired with scintillating pear- and cushion-cut white 
diamonds.
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LUXURY GOODS MARKET GROWS 6% IN 
2018, FUELED BY CHINA & ITS GEN Z 
CONSUMERS

Bain & Company’s spring luxury update confirms growth predictions for 2018 as the 
market readies itself for the next generation of luxury.

The global personal luxury goods 
market reached a “new normal” 
pattern of growth, following 
back-to-back years of strong 

performance in 2017 and 2018. In 2018, 
6 percent global growth (at a constant 
exchange rate) led to €260 billion in 
sales, which is expected to balloon to 
€271-276 billion in 2019, registering an 
expected 4 percent to 6 percent growth at 
constant exchange rates. This was driven 
primarily by the acceleration in domestic 
spending of mainland Chinese consumers 
and an increase in European tourism, 
which, despite socio-political turmoil in 
countries like the United Kingdom and 
France, fueled positive growth in the 
region through the 2018 holiday season. 
Meanwhile a temporary weakening of 
consumer confidence in North America, 
as well as a decrease in traffic to malls and 
department stores, negatively impacted 
personal luxury spending during the 2018 
holidays stateside.

These are key findings from Bain & 
Company, the world’s leading advisor 
to the global luxury goods industry, in 
the“Bain Luxury Goods Worldwide Market 
Study, Spring 2019” presented today in 
collaboration with Fondazione Altagamma, 
the Italian luxury goods manufacturers’ 
industry foundation.

“This year looks to be on par with our 
new normal of growth in the market,” said 
Claudia D’Arpizio, a partner with Bain & 
Company and lead author of the study. 
“China continues to dominate the luxury 
scene. Elsewhere we are continuing to see 

geopolitical uncertainty shape and reshape 
tourism spending patterns, with Chinese 
consumers choosing to spend domestically 
with more frequency. Overall we are seeing 
moderate growth in most markets.

Regional performance of the luxury 
market

In the Americas, the U.S. luxury market 
was tepid with mild growth throughout 
2018. A newly issued U.S. tax reform 
plan created temporary uncertainties 
for consumers and negatively impacted 
domestic spending on personal luxury 
goods. Meanwhile malls and department 
stores continued to struggle with 
decreasing traffic, while mono-brand stores 
maintained a positive growth trend. Going 
forward, Bain & Company forecasts 2-4 
percent growth in the region in 2019, with 
a promising rise in domestic consumption 
of full-price stores despite a declining flow 
of Chinese tourists.

Despite socio-political turmoil in the 
United Kingdom and France, Europe 
experienced positive growth in 2018 due 
to an influx of tourism driven by the 
weakening of the Euro against all major 
currencies. Going forward, socio-political 
upheaval and a weakening macro-
economic outlook continue to pose threats 
to the region’s spending on personal luxury 
goods, with 1-3 percent growth forecasted 
in 2019.

Mainland China continues to dominate 
the global market as local consumers 
demonstrate a strong preference for 
purchasing luxury goods at home thanks 

to price harmonization, consumer-
centered strategies, and governmental 
initiatives. Solid consumer confidence 
and willingness to buy, especially among 
young generations, are expected to drive 
year-over-year growth of 18-20 percent (at 
constant exchange rates) in the region.

Japan remains an exclusive and attractive 
market for luxury brands, with forecasted 
growth of 2-4 percent in 2019. Tourist 
spending is expected to rise ahead of the 
Tokyo Olympics in 2020, with Chinese 
consumers already confirming their 
interest in the area.

Across the rest of Asia the outlook is 
positive, apart from Hong Kong and 
Macau, which continue to lose out to 
Mainland China. Bain & Company believes 
the luxury market in the region is set to 
grow by 10-12 percent. The rest of the 
world is expected to be flat or see a slight 
decrease of 2 percent with the Middle East 
remaining stagnant as domestic consumer 
spending begins to flow outside of the 
region.

“We expect stable growth in 2019,” said Ms. 
D’Arpizio.  “But under the surface of this 
new normal, the future of luxury is taking 
shape with a number of key characteristics, 
including Chinese Generation Z, access, 
ownership, sustainability and social 
responsibility, the impact of digital across 
the entire value chain, preference for 
luxury experiences over products, and 
consumer networks as a new measure of 
value.”

Source: Bain & Company
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INDIA RAISES IMPORT DUTY 
ON GOLD & PRECIOUS METALS
To the chagrin of the gem 

& jewelry industry in the 
county, the Indian government 
lannounced it would increase the 

import duty on gold and precious metals 
to 12.5% from current level of 10%. The 
move will raise the price of gold, silver 
and other precious metals on the domestic 
market, with concerns that smuggling may 
rise and tourists may seek to purchase 
their gold elsewhere. India is one of the 
largest gold importers in the world, arising 
mainly from demand from the jewelry 
sector. India imported gold worth $32.8 
billion during 2018-19. 

The Chairman of The Gem & Jewellery 
Export Promotion Council (GJEPC), 
Pramod Agrawal, said the industry was 
“greatly disappointed with the increase of 
import duty on precious metal, gold and 
silver” announced by Finance Minister 
Nirmala Sitharaman at the presentation of 
the Annual Budget 2019. 

This, along with the continuation of the 
existing duty structure on diamonds and 
colored gemstones, “will result in growth 
of business in neighbouring countries 
as the foreign tourists will stop buying 

jewelry from here and processing of larger 
diamonds will shift to competing countries 
like China, Vietnam”, the Chaiman added. 
GJEPC also said that with cost of doing 
business going up, export competitiveness 
will go down, also JEPC has sought further 
reduction on the import duty on gold and 
precious metals, as well as a reduction 
in import duty on cut & polished 
diamonds from 7.5% to 2.5% as part of the 
Government’s focus on enhancing exports 
and strengthening India’s positioning as 
a world leader in the diamond cutting 
and polishing business. Agarwal added, 
"The gem & jewelry industry is going 
through very tough times with decline in 
exports and job losses, and the industry 
expected some positive announcement as 
encouragement to our sector. 

GJEPC had represented for reduction in 
import duty for raw material inputs like 
gold, diamond and coloured gemstones 
to get some blocked capital released." The 
opposite has happened. The World Gold 
Council has said the decision to increase 
import duty on gold "will negatively 
impact India’s gold industry. This will 
impede efforts to make gold as an asset 
class particularly when gold prices are 

already rising globally. In addition, the 
grey market will thrive which will dilute 
efforts to reduce cash transactions. 
Millions of Indians invest in gold as part 
of their household savings, not simply as 
discretionary spending for consumption. 
People buy gold as a long-term investment 
to protect their wealth and gold also has 
huge significance socially, emotionally 
and economically in India. An increase 
in duty will be counterproductive ... We 
believe that gold can play a positive role 
in the Indian economy, but to enable this; 
there needs to be a reduction in overall 
taxes, a stable policy environment and a 
transparent trading market.”

The decision to increase 
import duty on gold will 

negatively impact India’s 
gold industry.
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Surely, the above statements are 
something you have heard and 
will continue to hear. But what 
do they mean in the diamond 

industry?

Millennials make up the biggest 
buying group at present. They have 
high expectations and less expendable 

income than previous generations. This 
leads them to process purchases more 
subjectively and prioritise differently 
the products and services they use. The 
diamond industry is playing catch-up to 
break down these barriers and convey 
the messages that will resonate with this 
new buyer mentality. 

Millennials not mysterious 
The term “Millennial” has become less 
relevant as an age definition since the 
preceding generations are adopting the 
skills needed to function and flourish in 
this age of technology and information. 
Millennials by themselves are not a 
mysterious and select group - they are 

Marketing to Millennials: 
Why is the diamond industry 

any different?
“We are marketing our diamonds to Millennials.”

“Millennials are our target market.”
“Millennials buy diamonds differently.”

by Ben Prior
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simply more comfortable with new 
technologies and with that have higher 
expectations of content offered and the 
speed of access to this information. On 
the other hand, this does not change their 
wants and needs, only their views and 
analytical approach. 

So why is the diamond industry 
struggling to identify with modern day 
consumers? With less expendable income 
than previous generations, it takes a 
strong message and compelling narrative 
to engage Millennials towards the 
purchase of a luxury item and, according 
to research conducted by Goldman 
Sachs, with half as many 18-31 year olds 
married and living in their own home 
in 2012 compared to 1968, engagement 
rings and diamond jewellery are clearly 
not high on that list. 

Luxury products will always have their 
allure, provided they can still resonate 
with their customers. Is the diamond 
industry - as a whole - doing enough 
to ensure our product is attractive to 
Millennials and future generations?

Failing the challenge
The fact is that the diamond industry 
is not meeting the challenge of 
providing Millennials with the services, 
experiences and conversations they 
want. In its current state, the dialogues 
between consumer and retailer are one 
directional, a “take our word for it” 
approach. The allure and mystery created 
around the secret world of diamonds 
has transcended into one of distrust and 
hesitation. In comparison to other luxury 
products, ours has a long way to go.
The industry is trying to catch up in 

an attempt to provide information and 
to adopt methods that will allow them 
to restore Millennials’ trust in buying 
diamonds. It is not something that can 
be done in half-measures, nor can it be 
achieved without a review of the entire 
diamond pipeline and how every stage 
thinks about the end user. 

From mining to final purchase, the focus 
for everyone must be on what they can 
do for the consumer and really, this 
comes down to information. 

It’s….the story 
Information is the foundation upon 
which a story can be built, depending 
on the storyteller. (I recommend you 
read some of the articles on the topic 
and some of diamond stories published 
in this issue of the World Diamond 
Magazine!)

The rough buyer must think about 
what they can do to build a catalogue of 
information behind each diamond from 
day one and how this can be transferred 
on to the next step of its journey and so 
on. Eventually the diamond will reach 
the final step of its journey before sale 
and will have this story that brings the 
end user into our world for that moment. 
Rather than having been offered a peek 
behind the curtain, they need to get away 
with the feeling that they have been given 
an exclusive and exciting backstage tour!

Online is forever 
Millennials are the first generation to 
make online shopping an indelible part of 
their everyday life, so it’s only right that 
they are the chief influencers of online 
retail. However, as online shopping 

becomes second nature to everyone, the 
Millennials have basically created the 
blueprint for modern online marketing. 

The platforms and trends that influence 
consumers will continue to grow and 
evolve, as is the nature of the world we 
live in, as will the way in which new 
generations purchase luxury goods 
and services. Focusing on one 
generation of consumers based 
on a catchy marketing term 
is not the solution for the 
diamond industry. 

Even though every 
retailer has their own 
idiosyncrasies and 
methods to attract his 
own customers, it’s the 
story behind diamonds 
and diamond jewellery 
that is paramount, not 
only for Millennials but 
for all consumers coming 
through their front doors!

Consumers buying diamonds 
- regardless of age, profession or 
expenditure - want to know the story 
behind their diamond. At this present 
moment, they are only privy to the final 
chapter and even then, only the final 
sentence of that chapter. It is vital that, 
from start to finish, reliable, transparent 
and modern practices are put in place to 
begin writing that story from the very 
beginning.

Millennials are the 
first generation to 

make online shopping 
an indelible part of 
their everyday life, 

so it’s only right that 
they are the chief 

influencers of online 
retail.
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Who does not 
love a “Best 
Of ” special? 
Well here you 

go! Here are my favorite sales 
tips from my life in jewellery.

#1 Make your customers 
feel important. 

People buy jewellery to feel 
important, attractive, rich. 
You can sell the feeling of 
importance by asking people 
their opinion. Try asking 
your customer something 
like, “Oh, I just finished these 
two ads. Which do YOU like 
better?” Even something as 
simple as, “Will you hold 
this,” can make people feel 
more important and more 
comfortable in your store.

#2 Talk up the occasion 
for which they are 

buying jewellery. Talk about 
how special and meaningful 
Christmas can be. Talk about 
how lucky they are to be 
getting engaged and how 
special it is when you meet 

the person of your dreams. 
The more important the event 
becomes, the less the price 
matters.

#3 Make your customers 
feel unique. One way 

to do this is by talking about 
the rarity of the piece you are 
selling. Lines such as these 
can be used to make your 
customer feel special: “Only 
the top one percent of women 
own an engagement ring over 
a carat.” Or: “She will have a 
unique piece of jewellery that 
you cannot find anywhere 
else.” Make your customer 
feel unique and they will buy 
from you.

#4 Be sure to have a 
VALUE STORY. To 

close a sale, you need a clear 
reason why you provide the 
best value. Your value story 
can be that you buy second 
hand diamonds, or that 
you have 40 years buying 
experience, or that you just 
got back from Antwerp. Even 
telling customers you have 
the best warranty can give 
them that feeling of value. 
The price does not matter, 
customers buy the feeling of 
value.

#5 You need one clear 
message. If I throw six 

balls at you, you won’t catch 

any of them. It’s the same 
with messages. Pick one idea 
and make it crystal clear.

#6 People buy stories. In a 
study by Anne Bowers 

in JCK she sold the same 
item for three different prices 
and the only thing that was 
different was the story. Find a 
way to be a better story teller 
either by practicing telling 
stories or by attaching a pre-
written story to each piece of 
jewellery in your case.

#7 Have someone else 
sing your praises. Have 

your associates say something 
like, “Let me have you talk 
to Jim, he has over 30 years 
of diamond experience,” or 
“Oh, You should talk to Beth, 
she is a pearl fanatic.” This 
way you are already instilling 
confidence before you even 
meet the customer.

Favorite sales tips for 
retail jewellers

Find a way to be a better story teller 
either by practicing telling stories or by 

attaching a pre-written story to each piece 
of jewellery in your case.

by Aleah Arundale
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#8 Sales Diva Kate 
Peterson ofPerformance 

Concepts tells us to make the 
engagement ring sale all about 
the girl. Guys cannot tell you 
her favorite colour, but he can 
talk about her hobbies, her job 
and her interests. If you get 
him talking about her, it gets 
him move invested emotionally 
and makes him realize all the 
many wonderful things he 
loves about her, prompting him 
to spend more.

#9 Another stunning tip 
by Kate is that the new 

and best way to sell jewellery is 
customise your presentation. 
You can’t just tell why a ring 
is good any more, you must 
tell the customer why the ring 
is good for THEM. People 
want customised rings and 
customised sales presentations 
too. Do this by listening to 
the customer then repeating 
back to them. Ask her what 
she likes. She likes to cook? 
Oh well, this ring is perfect for 
a cook because there are not 
too many places food can get 
trapped in it. She likes to bike? 
Well, with this necklace she 
won’t even need a bike light, 
because people will see her 
coming a mile away. Make the 
jewellery good for them and 
you will make the sale.

#10 Turn everything 
into a question. 

Want to tell your customer 
why platinum is great? The 
fastest way to bore someone 
is to tell them something they 
already know. However. if you 
turn it into a question such 
as, “Do you know what makes 
platinum so much better than 
white gold?” Then you’re 
asking instead of telling and 
you will be more engaging.

#11 Alan Berg says 
you should make a 

re-set button. It’s after lunch, 
you’re tired, you have just 
showed four different couples 
engagement rings. It’s hard to 
start fresh with each customer. 
The act of physically pushing 
a reset button after each 
customer will help you start 
fresh each time. Just drawing 

one on a piece of paper and 
pressing it before each new 
customer could help you 
improve your sales.

#12 Quality actually saves 
you money. Think of 

the time you bought that really 
nice belt, or toaster. It seemed 
like a lot of money at the time, 
but think of how much use and 
enjoyment you got out of it! 
In the long run quality saves 
you money. Use analogies like 
buying a cheap purse versus a 
good purse to help you close a 
sale on a higher quality piece.

#13 Repeat what the 
customer says. 

Researchers found that when 
waiters repeated a customer’s 
order back to them, in the same 
words, tone, and verbalization, 
they found tips went up 70 
percent How can this be? We 
prefer people who are similar 
to us. It creates stronger bonds 
and increases likability. Try 
sounding and even mirroring 
the posture of your customers 
and see sales increase.

#14 Use cost per-wear. 
Yes $6000 might 

seem like a lot now, but over 
a lifetime? Over their child’s 
lifetime? It’s very little. Say 
something like “Isn’t $50 a 
year for the ring of her dreams 
much better than $20 a year for 
a ring she is just OK with?” 

#15 Put the ring on the 
client’s finger in the 

first minute of conversation. 
This is a great sales tip from 
David from David’s Jewelers 
in Alabama. As you talk about 
the diamond, start referring 
to the diamond as “YOUR 
DIAMOND” and pretty 
quickly in the customer’s mind 
it will be.

#16 Tell everyone you 
are number one. 

Why not? If you tell everyone 
you are the #1 place to buy 
an engagement ring your 
customer will hopefully believe 
it, but just as important you 
will begin to believe it in your 
own mind and start to act like 
it too.

#17 Sometimes you need 
to give people a little 

something extra. Think of that 
restaurant that gave you the 
free desert, or the mechanic 
that knocked $50 off your last 
bill. How did that make you 
feel about them? You loved 
them! They gave you a discount 
in a way that made you feel 
special. Give your customer a 
little something in a way that 
makes them feel special and 
they will be hooked for life.

Now go sell some jewellery!

This article, courtesy of Aleah 
Arundale, was published 
earlier in a digital newsletter of 
Southern Jewelry News. With 
thanks to Bill Newnam and his 
team! 
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Greenland Ruby announces that it has become the 
first colored-gem miner to join the Responsible 
Jewelry Council. The company, with a head office 
in Nuuk, Greenland, has embarked on the process 

of becoming certified according to RJC’s Code of Practices, 
which defines responsible, social and environmental business 
practices for companies in the jewelry supply chain.

Once Greenland Ruby has completed a self-assessment, the 
company’s practices will be audited by an independent, RJC-
accredited auditor who reports the results to RJC. Following a 
technical review, RJC can issue Greenland Ruby a certification 
for either one or three years, depending on whether the 
auditors find significant practices on which the company 
need to improve. Greenland Ruby will then be re-audited on a 
regular basis after that.

In April 2019, RJC released a revised Code of Practices 
Standard, which for the first time expanded its scope to 
include the colored gemstones ruby, emerald, and sapphire. 
This paved the way for Greenland Ruby to join. Greenland 
Ruby’s mine produces both ruby and pink sapphire.

Greenland Ruby is First 
Colored-Gem Miner to Join 
Responsible Jewellery 
Council

Industry Executives 
Convene for GIA’s Global 
Leadership Program at 
Harvard Business School

GIA’s Global Leadership Program at Harvard 
Business School (HBS), held June 24 to 27, 
brought together senior gem and jewelry 
executives for a custom four-day curriculum led 

by world class professors and based on the renowned HBS 
case study method. This year’s class, the largest in the six-
year history of the program, explored exciting case studies 
focused on innovation and discussed how to apply the 
lessons from those cases to the challenges facing the global 
gem and jewelry industry. The exceptional group of leaders 
represented the broad scope and diversity of the industry.

“This unique program creates an opportunity for thought-
leaders to candidly discuss new ideas and approaches to 
their day-to-day work and long-term goals,” said Susan 
Jacques, GIA president and CEO. “This program, now 
in its sixth year, is a direct extension of our renowned 
education heritage.”

Jewelers of America Announces New Board 
Chair & Directors

Jewelers of America (JA), the national 
trade association for businesses serving 
the fine jewelry marketplace, has elected 
Holly Wesche, owner of Wesche Jewelers  

in Melbourne, FL, as Board Chair. She 
succeeds John Henne, of Henne Jewelers in 
Pittsburgh, PA. Wesche was elected on July 30, 
2019 at Jewelers of America’s Board meeting 
that also welcomed new Directors.

“Holly Wesche has already made tremendous 
contributions to our Board,” says JA President 
& CEO David J. Bonaparte. “She is a brilliant 
businesswoman whose passion for Jewelers of 

America runs deep. We look forward to her 
leadership as she helps to guide Jewelers of 
America forward.”

“Being involved with Jewelers of America has 
been a priority for my family for generations,” 
says Holly Wesche. “My Great Uncle, Herb 
Underwood, was the President of the Retail 
Jewelers of America (now JA) and my Dad, 
Jim Wesche, was the President of the Florida 
Jewelers Association. I am honored to be part 
of the JA Board and to serve as Chair during 
this exciting time of change for our industry.”
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SOCIAL UNREST, 
TRADE WAR 
WEIGH ON HONG 
KONG JEWELERS' 
Q1 RESULTS

Chow Tai Fook Jewellery Group (CTF) has reported 
higher sales and continuing expansion of their POS 
(points of sale) during Q1 FY 2020 (three months 
ended 30 June 2019), as sales in mainland China 

stores continued to grow at a strong rate while those in Hong 
Kong and Macau declined for the second time in the past three 
quarters. Retail sales grew by 24% in mainland China during the 
period, with same-store sales (SSS) improving by 11%, the jeweler 
reported. Retail revenues in Hong Kong and Macau fell by 6%, 
while SSS dropped further, down 11%. The market in Hong Kong 
and Macau was "affected by a tough base comparison and cautious 
consumer sentiment amid an uncertain [economic] environment,” 
CTF said.

In Mainland China, gem-set jewelry saw healthy growth of 8% 
on a SSS basis, but declined by 16% in Hong Kong and Macau 
as consumers "held back spending." The increased contribution 
from new POS also played its part in boosting the retail sales value 
growth of gem-set jewellery to 18%. CTF added 115 points of sale 
(POS) in the country during the Quarter, including a net opening 
of 113 Chow Tai Fook Jewellery POS, 18 of which are self-operated 
and 95 are franchised. Three Chow Tai Fook Jewellery POS were 
opened in Singapore, Korea and the Philippines. As at 30 June 
2019, the Group had 3,248 POS in total. Revenue from gold 
jewelry surged 12% in China, as the average weight per product 
sold increased, as did the average selling price. Sales of gold jewelry 
dropped 13% in Hong Kong and Macau. 

Luk Fook Q1

Meanwhile, “the continuing impact of [the] US-China trade war 
on market sentiment” has been partially blamed for a 10% drop in 
Luk Fook's sales in the three months ending June 30. In a quarterly 
sales update, the Hong Kong-listed jewelry retailer said a relatively 
higher base in the comparable period last year, when same-store 
sales increased 22%, also contributed to the decline. Increased 
sales volumes helped offset a significant drop in the selling price of 
gem-set jewelry.

Luk Fook's overall first-quarter SSS declined by 10%, sales of gold 
products tumbled by 19%, while gem-set jewellery sales rose 4%. 
In Hong Kong and Macau, sales of gold products fell by 20% while 
gem-set jewelry sales rose 6%. “The favourable sales performance 
of lower-value items resulted in a double-digit drop in the average 
selling price of gem-set jewellery products,” said chairman and 
CEO Wai Sheung Wong. “However, due to the remarkable increase 
in sales volume, the same-store sales of gem-set jewellery products 
still recorded positive growth given a high base.”
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Jewellery has always been an indispensable part of the Indian culture, with its history 
dating back to nearly 5000 years.

Jewellery has always been an 
indispensable part of the Indian 
culture, with its history dating back 
to nearly 5000 years. Although times 

have changed, the country’s love affair with 
precious gems and jewellery still remains 
strong. The Gems and Jewellery industry 
is amongst the largest and most lucrative 
sectors within India’s fast-growing 
economy, accounting for 7per cent of the 
total GDP. According to recent reports, 
the domestic Gems and Jewellery market 
is estimated to be worth USD 100 billion 
by 2025 as a result of greater spending 
power, a rise in the number of working 
women in the country and the emergence 
of e-commerce.

The Online Jewellery Market Presents the 
Next Multi-Billion dollar Opportunity

Since its advent, technology has played a 
pivotal role in changing how businesses 
across industries operate, and the jewellery 
sector is no exception. With the Fourth 
Industrial Revolution upon us, more 
entrepreneurs and start-ups operating in 
this sector are adapting to the increasingly 
digital market environments and taking 
advantage of the e-commerce marketplace 

to capture a larger audience base. The 
competition in the space is getting fiercer 
by the day with the addition of new fine 
jewellery brands. In fact, even traditional 
jewellery makers are now turning to 
e-commerce platforms to sell their 
offerings.

The Government of India has taken a 
number of initiatives to propel the growth 
of India’s online jewellery industry. Several 
laws have been passed to secure and 
stabilise the digital payments ecosystems. 
Additionally, there are laws to protect 
the interests of consumers while making 
transactions online. This has resulted in a 
substantial increase in the usage of cards 
and digital wallets for online purchases.

That, along with a robust growth of 
smartphone users in the country buoyed 
by cheaper handsets and mobile data 
packs; more Indians are now considering 
buying jewellery from online portals. 
The shift to e-commerce platforms has 
also been driven by the ability to explore 
multiple options at the touch of a button. 
Modern consumers are inclining towards 
online channels on the back of comfort 
and convenience.

Challenges and Future Scope for the 
Online Jewellery Industry of India

Despite experiencing rapid progress in 
recent years, the online jewellery industry 
in India is still at a nascent stage. It is 
estimated that online jewellery shopping 
contributes to only 1per cent of the overall 
shopping of jewellery as the majority of 
purchases is made via offline stores. Come 
to think of it, the major factor impeding 
the expansion of this sector is the lack of 
trust. For a high-value item like jewellery, 
the majority of the population still prefer 
to go to physical stores and try it first 
before making the final purchase.

Now, however, a few companies engaged 
in the online jewellery space are bringing 
a positive change to this scenario. The 
mushrooming of online jewellery shopping 
stores indicates the promising future of 
this industry. Although there still remain 
a few hurdles, the year-on-year market 
growth of the online jewellery sector is 
said to be at 100per cent, whereas the 
offline sector is growing at just 15-20per 
cent.
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The Hong Kong Jewellery & Gem Fair  provided a snapshot of a cautious diamond industry in 
the midst of a period of weak sentiment and even weaker demand, according to several traders 
we spoke with this week. And they do not see any quick fixes on the horizon. While it may 
not be the largest diamond show of the year, Hong-Kong June is the most important mid-year 
jewelry sourcing event in Asia, and as such provides us the opportunity to take the pulse of the 
polished diamond trade. The consensus? Sentiment is poor.

HONG KONG JUNE FAIR PROVIDES MID-YEAR 
SNAPSHOT OF A CAUTIOUS DIAMOND TRADE

Talking  place against 
the background 
noise of the ongoing 
trade dispute 

between China and the US, 
as well as two major Indian 
manufacturers rumored to be 
heading toward bankruptcy 
and the further tightening of 
bank lending to people in the 
trade, activity at the fair was 
slow, with buyers taking a 
“wait-and-see” approach, two 
of the traders we interviewed 
emphasized. “The atmosphere 
was not good,” said one trader, 
“not because of the show itself, 
but due to the many issues 
coming to a head in 2019.” 
All of the people we spoke 
with pointed to a combination 
of factors slowing down the 
market - top of the list being 
the downward pressure on 
prices and the resulting lack of 
profitability, which is “making 
everyone cautious.”The 
pressure on prices is due to 
several factors, beginning 
with oversupply. The market 
already has a disproportionate 
amount of inventory relative 
to demand, which not only 
encourages firms to cut back 
on polished supply, but also 
means manufacturers are in no 

mood to buy rough, as there 
is no margin in it. Secondly, 
the rumors of manufacturers 
facing major financial problems 
is sending ripples throughout 
the trade. “The Indian banks 
are demanding their money 
[from loans], so companies 
will sell what they can easily 
move. They cannot easily move 
real estate, so they will sell 
their diamond inventories … 
cheaply. If a really big company 
needs to liquidate, this could 
release a significant amount 
of goods onto the market, and 
prices will fall further still. So, 
buyers are waiting, or they are 
buying less.”  

Thirdly, as another trader 
pointed out, is the potential for 
an even larger supply glut due 
to closures of Chinese retailers. 
“Chinese retailers are selling, 
but they are selling less,” we 
were told. “Their figures are 
down, and the rapid expansion 
of retail stores has halted, with 
about 10% set to close. 

Blame the trade war? 
Synthetics?

“Hong Kong June is a smaller 
fair, but is typically good,” 
said one representative of 

a sightholder company. 
“There were fewer exhibitors 
than usual, with gaps in the 
pavilions. It was slow. There 
were also far fewer visitors, 
in the jewelry section as well. 
Let’s just say there was no 
‘buzz’. The reason is the general 
economic situation globally, 
and specifically the trade war.” 
At least one trader disagreed, 
saying the trade war was not an 
issue, but it is hard to imagine 
it is not contributing to the 
general feeling of uncertainty, 
and making it harder for 
buyers to get money out of 
the country. "The big buyers 
in recent years have all been 
Chinese, via Hong Kong, 
Singapore. But if they cannot 
get their money out of the 
country, they don’t buy." 

Ultimately, the lethargic 
atmosphere at the show 
seems to boil down to the 
big customers not being in 
a buying mood. “They were 
just playing the waiting game, 
seeing if prices will come down 
and they’re not wrong. Another 
trader echoed this sentiment, 
saying, “Sentiment is negative 
in the trade, and customers are 
not buying. ” Asked whether 

the hype surrounding synthetic 
diamonds is further weakening 
prices andsentiment, the people 
we spoke with unanimously 
said ‘no’. While they did not 
deny that the fashion market 
will be huge for synthetics, 
they also claimed it was 
not impacting their sales - 
particularly in the bigger sizes.

The question, however, 
is whether an overall 
improvement to the market is 
on the way. According to the 
traders we spoke with, there is 
little optimism on this front. 
Most suggested the lack of 
demand. “This is going to last 
a long time. It is not a market 
correction,” he said, even 
predicting a “huge catastrophe” 
in the short term. “Long-term, 
however, this process will heal 
the industry. A big clean-up 
is coming. A reorganization. 
Whether a company is big or 
small is not the issue. Those 
with a plan will stay, and by 
‘plan’ I mean not too many 
middlemen, having strategic 
partnerships with jewelers, 
a marketing plan, and so on. 
They will survive, the others 
will not.” We will just have to 
wait and see.
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