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“Turkey, one of the most 
exciting, and rapidly growing 
luxury product consumer 
markets.”

“This is not a brand. Turkey 
itself is a brand. With 'Turkey 
Discover the Potential' we are 
making an offer to the whole 
world.”
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Strength in Unity

Welcome to the second issue of the World Diamond 
Magazine! Many of you will be reading this edition 
just prior, during or just after the World Diamond 
Conference in India. It is therefore that we first wish 
to congratulate the World Diamond Mark Foundation 
(WDMF), the Gems & Jewellery Export Promotion 
Council of India, the speakers, sponsors and 
participants for making this event happen. 

This magazine is published jointly by the Turkish 
Jewelry Exporters Association (JTR) and the WDMF. It 
is the result of an exciting cooperation between the two 
bodies, and testament to the JTR's and the WDMF's 
shared vision that marketing, promotion, retailer and 
consumer education must be at the top of the agenda 
of the diamond and diamond jewellery industry and 
trade.  

At the conference in India, the speakers, panelists and 
participants also will address the issue of marketing 
diamond and diamond jewellery. They all share the 
WDMF's objectives, even if they are not yet aware of it….

All speakers, panelists and participants will be 
discussing, each from his or her perspective, the 
sustenance of our industry. Miners will speak about 
production but also about their growing awareness 
that without a flourishing end-market, their product 
will meet less demand. Manufacturers and operators in 
the downstream market will shed light on the disjoint 
between rough and polished diamond prices while 
their clients – the jewellery manufacturers, wholesalers 
and retail jewelers will talk about the enormous 
competition for the consumers' discretional income in 
the luxury product consumer market. Together, they 
will need to agree on what message we are sending to 
the consumers and how to work together to make our 
business more profitable, sustainable and successful!

The World Diamond Conference in India is a great 
opportunity for the industry to come together and to 
decide that it needs to make greater efforts to make the 
generic marketing of diamonds and diamond jewelry 
an integral part of their business strategies and models. 
Of course, we will keep you posted of developments 
and will report back in our next issue.

Like in the first edition, we have great content for you, 
thanks to all the contributing writers. A lot of the 
content is about….marketing! 

Enjoy the magazine!
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World Diamond Mark Foundation and GJEPC to 
organize World Diamond Conference in Delhi, India.
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The World Diamond 
Mark Foundation 
(WDMF), in close 
cooperation with 

the Gem & Jewellery Export 
Promotion Council (GJEPC), 
India, will organize an 
international World Diamond 
Conference supported by 
the Ministry of Commerce 
and Industry, Government of 
India, in December with at its 
heart the future of diamonds 
and diamond jewellery in 
the global luxury consumer 
market. The conference will be 
held December 11-12, 2014.

The event, which will be 
attended by representatives 
of the world's leading mining 
countries, major diamond 
producers, diamond and 
jewellery manufacturers, 
retailers, luxury brands and 
industry interest organizations, 
will focus on the most 
urgent issue that worries 
the international diamond 
industry and trade: the revival 
of consumer enthusiasm for 
diamonds and the consequent 
increase of market share for 
diamond jewellery in the 
luxury sector. The World 
Diamond Mark Foundation, 
together with its early adopters 
and supporters, believes it 
holds the keys to the vehicle 
that will help boost consumer 
demand for diamonds and 
diamond jewellery.

 The decision to hold the 
conference was finalized in 
a meeting between GJEPC 
Chairman Vipul Shah and 
WDMF Chairman Alex Popov.

 "The global diamond industry 
is subject to challenging 
times," WDMF Chairman 
Alex Popov stated. "Consumer 
demand for the category 
needs tremendous boost and 
thus global marketing is a 
significant area that needs 
detailed deliberation. The 
World Diamond Conference 

is an effort to consolidate the 
industry under one roof and 
plan way forward. I wish to 
congratulate the GJEPC for 
its vision and its precious 
cooperation. It is also very 
fitting that we hold this event 
in India's capital Delhi, where 
there is a new wind blowing. I 
certainly hope will catch some 
of its breeze," Popov added.

"The conference's timing and 
location were more proof of 
India's changing role in in 
the global gem and jewellery 
industry and trade," GJECP 
Chairman Vipul Shah said. 
"India is not only the world's 
major diamond producer; we 
are also a huge manufacturer 
of jewellery and, last but not 
least, an enormous, expanding 
consumer market. Also, with 
our economy growing strongly 
and with a middle class that 
continues to expand and 
develop a taste for luxury, a lot 
of the WDMF's marketing and 
promotion programmes will fall 
on fertile ground. We have high 
expectations of this event!" he 
concluded.

Alex Popov, Chairman, World 
Diamond Mark Foundation:
“Consumer demand for the 
category needs tremendous 
boost and thus Global Marketing 
is a significant area that needs 
detailed deliberation”
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FOCUS

RUSSIAN PRESIDENT 
PUTIN AND INDIAN PM 
MODI TO INAUgURATE 
WORlD DIAMOND 
CONFERENCE IN DElHI
The World Diamond Conference scheduled to be held 

in New Delhi on December 11th and 
12th 2014, will be inaugurated by 
Russian President H.E. Vladimir 
Putin and Indian Prime Minister 

Narendra Modi.  India’s 
Minister of State for 

Commerce & Industry, 
Nirmala Sitharaman 

will also address the 
Inaugural Session of 

the conference.
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The World Diamond 
Conference 
scheduled to be 
held in New Delhi 

on December 11th and 12th, 
2014 will be inaugurated 
by Russian President H.E. 
Vladimir Putin and Indian 
Prime Minister Narendra 
Modi.  India’s Minister 
of State for Commerce 
& Industry, Nirmala 
Sitharaman will also address 
the Inaugural Session of the 
conference.
Leading lights from the 
diamond industry from 
across the globe have 
confirmed their participation 
in the two-day event which 
will discuss and debate issues 

of great significance to the 
diamond industry.  The 
evening of the first day will 
feature a grand gala.
WFDB President Ernie 
Blom is scheduled to 
address the conference in 
the Introductory Session, 
in which Rajiv Mehta of 
Dimexon will also make a 
presentation on the Indian 
Diamond Trade.
De Beers CEO Philippe 
Mellier is the Keynote 
Speaker at the Conference 

LEAdiNG LiGhtS FrOM thE diAMONd 
iNdUStry FrOM ACrOSS thE GLObE 

hAvE CONFirMEd thEir pArtiCipAtiON 
iN thE tWO-dAy EvENt.

which will also be addressed by 
Managing Director Rio Tinto 
Diamonds Jean Marc Lieberherr; 
and Acting President, Alrosa, 
Ilya Ryashchin. They will all be 
speaking in a session titled, 

“Marketing of Diamonds as a 
Category”. 
Their presentations will be 
followed by a panel discussion 
in which Mellier, Lieberherr 

and Ryaschin will be joined 
by Antonio Carlos Sumbula 
representing  Endiama.
The panel discussion will be 
moderated by the well-known 
industry analyst and writer 
Chaim Even-Zohar.
The first afternoon session 
on International  Retailing 
– “Crossing the Last Mile –  
Excellence in Jewellery Retailing” 
will feature  Wong Siu-Kee Kent, 
Chow Tai Fook; Oded Edelman 
of James Allen; Darshan Mehta, 
CEO, Reliance Brands; and  

Karim Merchant of  Pure 
Gold;  be followed by a panel 
discussion.
Later, a session on Luxury & 
Branding “How Diamonds 
Can be the Most Coveted 
Products” will have Alex 
Popov, Chairman of 
the Board of the World 
Diamond Mark Foundation 
speaking on the World 
Diamond Mark and Generic 

Diamond Promotion; and 
C. K. Venkataraman, Chief 
Operating Officer of Tanishq 
exploring the Status of the 
Diamond Jewellery Market 
and its Position in the Luxury 
Segment.
The second day will get down 
to business with addressing 
issues of Finance and KYC.  
Rajeev Kher, Commerce 
Secretary, MoC&I, GoI, will 
make the Opening Remarks 
to the session speaking on the 
“The Importance of Diamond 

Industry to India”.  Eric A. 
Jens, CEO, ABN Amro and 
Pierre De Bosscher, CEO, 
ADB will speak briefly on 
“Financing the Trade in 
Challenging Times” and then 
get into a panel discussion 
with Even-Zohar moderating.  
It is expected that heads 
of leading Indian financial 
institutions will also join the 
session.
A Panel Discussion with  
Stephane Fischler, President 
AWDC; Vipul Shah, 
Chairman GJEPC; Anoop 
Mehta , President BDB; 
Maxim Shkadov  President 
IDMA; Edward Asscher, 
President WDC; Dr. Gaetano 
Cavalieri,  President CIBJO; 
Avi Paz,  President IDI; and  
Shmuel Schnitzer, President, 
IDE  will tackle the onerous 
topic “Finding Solutions 
to the Current Issues in 
International Trade”.  The 
session will be moderated by 
Keshini Navratnam.
Post lunch, Siddharth, Joint 
Secretary, MoC& I, GoI; 
Russell Mehta, Managing 
Director of Rosy Blue 
(India) Pvt Ltd; and Ronnie 
Vanderlinden, President 
DMIA, will each present  brief 
speeches summing up the 
conference and its takeaways.
The World Diamond 
Conference will wind up with 
a Press Conference chaired 
by Commerce Secretary, GoI, 
Rajeev Kher, and with Vipul 
Shah, Anoop Mehta, Alex 
Popov,  and  Ernie Blom,  
participating.
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NEWS

The work started almost one and a half year ago with 
the coordination between the Ministry of Economy and 
the Turkish Exporters’ Assembly (TIM) to promote  the 
Turkish industry abroad and to improve the perception 

of “Made in Turkey.” 
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itself anew to the whole world. 
Today, once again, we are 
focusing on a new effort to 
tell our story to the world.” He 
said that by introducing a new 
logo that will be applied to all 
export goods and promotional 
materials of Turkey and added: 

TURkEy Discover the Potential.
"This is not a brand. Turkey 
itself is a brand. Turkey 
Discover the Potential is an 
offer. With Turkey Discover 
the Potential we are making 
an offer to the whole world. 
Come and discover this 
potential. Discover and add 
value to yourself. Discover and 
complete yourself. Discover 
it and discover yourself. 
Discover and enrich. Discover 
and we all win. Discover 
and make the whole human 
civilization rich. Discover and 
we all will be happy.”

"This logo and slogan will 
spread all around the world 
from today on” President 
Recep Tayyip Erdoğan, 
the guest of honor of the 
launching said, offering his 
congratulations on the new 
logo and slogan. He proposed 
a Turkish translation for the 
logo and said: “From today on, 
this logo
will spread all around the 
world and the whole world 
will know it. This logo will 
be featured on every product 
produced in Turkey. Our 

Turkey’s new slogan is 
"Turkey Discover the 
potential”.
The work started almost one 
and a half year ago with the 
coordination between the 
Ministry of Economy and the 
Turkish Exporters’ Assembly 
(TIM) to promote  the 
Turkish industry abroad and 
to improve the perception 
of “Made in Turkey.” The 
result was the launch of 
a new logo and slogan of 
Turkey. Designed with the 
joint efforts and through the 
exchange of ideas of a group 
of no less than 150-people  
-- including businessmen, 
advertisers, designers, artists 
and academics -- and created 
by Saffron Brand Consultants, 
the new slogan and logo was 
introduced in the presence 
of  President Recep Tayyip i 
and Minister of Culture and 
Tourism Omer Celik. As of 
today, "Turkey Discover the 
Potential” slogan and logo 
will represent Turkey’s new 
image abroad.
The logo is inspired by 
eight different patterns used 
in rugs, architecture and 
handicrafts by Turkish people 
throughout history. 

"This is an offer to the whole 
world”
Speaking at the launching, 
Chairman of Turkish 
Exporters’ Assembly Mehmet 
Büyükekşi stated that they 
started this journey in order 
to end the confusion about 
Turkey and added:
“Today, Turkey, with all its 
stakeholders is presenting its 
new image, and is introducing 

worldwide renowned brands 
will use it."
Erdoğan said that the new 
logo is a new national design, 
which was prepared by the 
Ministry of Economy and TIM 
and which is as important as 
the logo of the Turkish Lira. 
He also said: “As of today, 
instead of the “Made in 
Turkey” sign, we will see this 
logo on all products produced 
in Turkey. People seeing this 
logo on any product all around 
the world will understand that 
it is produced in Turkey and 

imported from Turkey”.
Erdoğan said that the 
"TURKEY Discover the 
Potential" slogan would be 
used with this logo and stated 
that it was a very fitting slogan. 
While translating “TURKEY 
Discover the Potential” into 
Turkish, Erdoğan said it is 
more convenient to use the 
Turkish word “strength” 
instead of potential."  "As of 
today, we will promote Turkey 
and Turkish products to the 
whole world with this slogan 
and logo."

Mehmet Büyükekşi Chairman of TIM: 
“This is not a brand. Turkey itself 
is a brand. With ‘Turkey Discover 
the Potential’ we are making an 
offer to the whole world.”

President Recep 
Tayyip Erdoğan, 

"As of today, this 
logo will be all 

around the world 
and the whole 

world will know 
this logo.”
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WE ARE PROUD TO HOST 
THE WORlD DIAMOND CONFERENCE

The Gem & Jewellery 
Export Promotion Council 
(GJEPC) expects to sign 
an agreement on the direct 

sourcing of rough diamonds by 
Indian diamantaires from Russia’s 
state-owned miner ALROSA at 
the upcoming World Diamond 
Conference in Delhi on December 11 
and 12.
"We are extremely proud to host the 
World Diamond Conference. The 
conference shall take place in New 
Delhi and since GJEPC is a part of the 
Ministry of Commerce and Industry, 
the event is being wholeheartedly 
supported by the government," 

GJEPC chairman Vipul Shah said.
"India, which is a major diamond 
polishing hub and Russia, which 
is poised to spend significantly in 
diamond exploration in the future, 
are natural diamond partners and are 
expected to gain enormously with the 
direct partnership proposed by the 
industry. Through this conference, we 
aim to establish closer ties with Russia 
and we shall also have a chance to 
come face-to-face with representatives 
from different mining countries of the 
world," he continued.
Shah observed Russia’s share in 
global diamond exploration stood 
at 54 percent of the world total in 

2013 — up from just 27 percent in 
2011, global demand for diamonds 
is expected to outstrip supply over 
the next ten years.  "In this context, 
the direct sourcing of rough for 
India, the world’s leading diamond 
processing centre, assumes great 
significance,' he stated. 
Shah added that the visit of Russian 
President Vladimir Putin in India 
during the conference was of great 
significance and that the industry is 
hopeful that the Indian government 
will accept its proposals for direct 
sourcing and clear the setting up of 
a special customs zone in India for 
this.

Vipul Shah, Chairman of the Gem & 
Jewellery Export Promotion Council 
(GJEPC) is eagerly looking forward 
to the World Diamond Conference 
in India. Without him, however, the 
event would not have taken place. In 
a meeting with Alex Popov, chairman 
of the World Diamond Mark 
Foundation, they 'cooked up' the 
idea for the conference, to coincide 
with the state visit of Russian's 
president Vladimir Putin. Shah 
then threw all his weight and that of 
his organization behind the effort 
to arrange for the presence of the 
Russian president and India's Prime 
Minister Modi to attend the opening 
ceremony of the event. 
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Ayhan guner, Chairman of Turkish Jewellery Exporters’ Association
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removed. I would like to 
thank everyone who worked 
for and toward the solution 
of this issue!

The new OTV regulation is 
not one that punishes the 
manufacturer but one that 
encourages manufacturing 
and exports. Now that our 
manufacturers will be able to 
import the precious stones 
they need for their products 
without paying OTV, these 
the stones can be inserted 
into into the manufacturing 
process, create higher added 
value as they are exported 
across the globe. 
Obviously, this is a great 
boon to the jewellery 
manufacturer 

Also, the removal of these 
taxation obstacles are a big 
step ahead and will also 
impact positively in the 
field of diamond jewellery. 
We are now an important 
global producer of gold 
jewellery and the same could 
become true for diamond-
set jewellery," Ayhan Guner 
highlighted. 
"Turkey now offers 
all the 

right advantages to those 
manufacturers that wish 
to produce diamond-set 
jewellery. For us, the removal 
of the taxation barriers open 
up a whole new spectrum of 
possibilities!"  

Speaking about the Turkish 
Jewellery Sector and it 
future Guner highlighted the 
following
issues: "Turkey is at the center 
of the world's jewellery 
markets. The geographical 
location of our country is 
highly advantageous. We are 
at the crossroads of trading 
routes into Europe, Russia,
the Middle East, the Turkic 
Republics and the North 
African markets. We can 
access these large markets 
easily as they are only a few 
hours flights away.  Similarly, 
it is very easy for buyers and 
traders form those countries 
to come to Turkey. In this 
respect, we can say with 
confidence that it is possible 
to say that Turkey 
is at the 

center of the global jewellery 
markets. For instance, 
instead of flying eight hours 
from Russia to Dubai, you 
can reach Istanbul in a very 
short time.” 

Turkey: easy to get a visa 
Getting a visa to come to 
Turkey and do business has 
become much easier of late, 
Guner noted.  "The European 
Union is a region with many 
problems when it comes 
to visa issues. In order to 
go to Europe, you need to 
complete many bureaucratic 
procedures and the visa 
policies have become more 
complicated.  The same goes 
for Israel, another country 
where there are issues with 
entrance visas, as well as 
security issues. On the 
other hand, Turkey applies 
visa exemptions for many 
countries. Turkey is easily 
accessible!”

After spending 
significant efforts 
and a lot of time 
to resolve the 

issue of Turkey's special 
consumption tax on precious 
stone imports, Ayhan 
Guner the Chairman of the 
Turkish Jewellery Exporters’ 
Association said that a new 
period has started for the 
Turkish jewellery sector 
with the introduction of new 
regulations. He said that it 
now is possible to improve 
the performance of the 
sector as the new regulations 
offer the sector advantages it 
has been long waiting for. 
"The Special Consumption 
Tax (OTV) that was levied 
on precious stone imports 
was an obstacle that severely 
restrained the competitive 
power of our sector in the 
international markets. The 
most important objective 
of term serving as JTR 
president is to do all I can 
and work for the removal 
of these taxes.  Now, after 
these long-time efforts and 
activities, we are seeing 
the fruits of our labours, as 
one of the most significant 
obstacles that were holding 
the sector back, have been 

Saying that the Turkish jewellery sector has significant advantages, 
Ayhan Guner the Chairman of Jewellery Exporters’ Association 

emphasized that with the removal of Special Consumption Tax in 
precious stone imports, Turkey’s way to be a leading country in 

jewellery after gold jewellery group has been cleared.
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Uncomplicated legislation
"Companies can experience a variety of 
different problems when they want to 
establish a local company. In many countries, 
commercial legislation is complicated and 
the bureaucracy long winded.  For example, 
if you want to establish a company in Dubai, 
you will need a local partner. In Turkey, 
on the other hand, commercial legislation 
is such that it enables you to establish a 
company even in one single day. Thus, it is 
quite simple for foreign companies. 
Of course, we look forward to welcoming 
important diamond firms and sightholders 
to establish a company in Turkey and engage 
in business. There are no commercial and 
legal problems. All of our infrastructure is 
ready. Our doors are open."

Strong manufacturing infrastructure and 
qualified human resources
" The Turkish jewellery sector is a deeply-
rooted sector built on a 5000 years of cultural 
heritage. We have thousands of workshops 
as well as factories equipped with cutting-
edge technological tools. Another strength 
we have is qualified human resources in the 
sector. We have the infrastructure to be the 
trade center of the world and to be one of the 
strongest manufacturing centers."

Borsa started operations
"Borsa Istanbul for Precious 
Stones and Precious Metals 
plays a significant role as one 
of the essential elements for the 
development and regulation of 
the sector. The development of the 
sector will continue with the healthy 
functioning of the stock market. ”

We will increase our share in 
preciouse trade
"With the new Special Consumption 
Tax (OTV) regulations in place, 
the way for the Turkish jewellery 
sector to be the new precious stone 
center of the world has been paved. 
Using these advantages, we aim to 
be one of the important centres of 
precious stones in the world. Israel, 
Belgium and Dubai have almost 
$100 billion of precious stone trade 
annually. Each market has its own 
problems. However, if we could use 
the advantages we have with these 
new regulations, we can be the new 
precious stone center of the world. 
Our aim is to get a 20 percent share 
from this pie."

WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D
iN

tE
rv

iE
W

We will reach 2023 export targets
"The Turkish jewellery sector has an 
important target. Within the scope of 
Turkey’s 2023 export targets, we are 
estimated to realize $13-15 billion of 
exports. With this new regulation, we 
will be able to strengthen our country. 
We will play an important role in 
narrowing the current account deficit."
 
Employment will increase
"The new OTV regulations will also 
contribute to the issue of processing the 
rough stones in Turkey and to creating 
and developing new employment areas. 
For example, we project that a new area 
related to cutting stones will develop. 
India is an important role-model in 
this field. There are 1,3 million people 
employed in India in this sector. The 
annual trade volume is around $30 
billion. With "Listening to the Charm 
of the Stones" project, we took a step 
into this field. We, as the Jewellery 
Exporters’ Association are working for 
the development of sub-sectors of stone 
cutting. With the development of this 
field, we hope to create employment for 
300 thousand people in the sector."
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With the enactment of the regulation on Special Consumption Tax (OTV) for 
precious stones imports, Borsa Istanbul (BIST) membership became important. 
Jewellery exporters who are BIST members have significant tax advantages. 
Foreign companies can also benefit from this regulation as new incorporation 
procedures were eased in Turkey. The BIST membership fee, which stood at 
US$10,000, was reduced to US$1,000, but this is valid until the end of 2014 only. 

With the approval of the 
bag law by President 
Recep Tayyip Erdoğan, 
IST membership has 

become more important for the 
companies in jewelry sector., This 
is because the ensuing new legal 
regulations regarding OTV had an 
immediate impact on precious stones 
imports. With these new regulation 
in place, BIST members will have 
significant advantages. The regulation 
also offers significant opportunities for 
foreign companies and a number of 
foreign firms have already expressed 
an interest in BIST membership. It is 
projected that with the support of BIST, 
Turkey will become another important 
diamond trading hub in the world. 
With these new regulations, OTV on 
imported precious and semi-precious 

rough material has been removed and 
instead, an 18 percent VAT has been 
implemented. However, companies 
which bring precious and semi-precious 
rough stones into Turkey via Borsa 
Istanbul will not pay VAT. After the 
product imported through BIST is 
processed, there will not be any kind 
of tax levied upon the export of these 
stones.  
But if the product imported through 
BIST without OVT is processed and 
sold to end-users, an 18% VAT will 
be issued. These regulations will pave 
the way for companies operating in 
diamond jewelry production and 
exports. 
Experts noted that one of the key 
requirements to be able to take part in 
this process is membership of Borsa 
Istanbul and they emphasized that 

those companies wishing to benefit 
from the advantages offered by the 
new regulations should apply for BIST 
membership urgently. With these new 
regulations, BIST membership has 
become a highly important asset. To 
facilitate this the Jewelry Exporters’ 
Association had meetings with BIST 
management to offer membership to the 
industry's players and to increase the 
number of members. As a result of these 
meetings, important steps have been 
taken to make BIST membership easier. 

Membership fee was reduced US$1,000 
The meeting resulted in an agreement 
to reduce the current rate of the 
membership fee from US$10,000 
to US$1,000. However, this recued 
membership will be valid for until the 
end of 2014.

BIST RECEIvES 
APPlICATIONS FROM All 
AROUND THE WORlD 
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Mustafa Atayık, deputy 
Chairman of Jewellery 
Exporters’ Association 
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world.  Our industry employs 
close to 400,000 people, 
operating giant factories 
and exporting billions of 
dollars of product.  I believe 
that with the enactment of 
the regulation regarding 
OTV, a similar structural 
transformation process will 
start in the sector, very much 
similar to that of 1980.  We 
have looked at India as an 
example.  While we were 
exporting about $2 billion of 
goods, the export numbers 
generated from gemstone 
cutting India reached around 
$28 billion. This is a very big 
number. India realized the 
legal regulations that enabled 
them to reach this number in 
exports, employing millions 
of people, many years ago. 
Therefore, India is now one of 
the leading countries in the 
world in gemstone cutting. 
Legal regulations in Hong 
Kong, Dubai, Israel and 
Belgium protect the sector 
and propel them toward 
growth and development. In 
Turkey, however, although 
we have big advantages, 
we lost time in realizing 
gemstone imports because 
of this OTV issue. Turkey 
has significant advantages in 
terms of its man power, its 
almost 5000-year old jewelry 
culture, its economy and 
geographical location. There 
is no other geography where 
you can reach the markets 
in Europe, Africa, Asia and 
even America within the 
same day. There will be an 
important transformation in 
the gemstone sector after the 
removal of OTV. We removed 

OTV, an important bottleneck 
in Turkish Jewelry Sector has 
been removed. What are your 
assessments on this issue?
The 20 percent special 
consumption tax on gemstone 
imports was one of the most 
important bottlenecks that 
impeded our sector's ability 
to compete with the world. 
It is highly difficult for us to 
have a competitive power 
in international markets 
particularly in the diamond 
jewelry product industry 
without solving this issue. 
So, we have been working 
hard for a long time to solve 
this issue. As a result of all 
these efforts, a new resolution 
on OTV was discussed and 
passed by the Parliament 
within the scope of the bag 
law and was consequently 
signed into law by President 
Recep Tayyip Erdoğan. This is 
the start of a new era for the 
Turkish jewellery sector. 

Could you please tell us more 
about this new era in the 
sector? What kind of changes 
we will see?
With the change in 
Legislation of Protection of 
Value of Turkish Currency in 
1980, the Turkish Jewellery 
sector entered into a big 
structural transformation 
process; as exports laws were 
liberalized and the sector 
experienced a transformation 
process from traders into 
industrialists.  After this 
process of transformation, 
our sector has become 
an industrial sector that 
needed to compete with rival 
industries elsewhere in the 

a big obstacle in our endeavor 
to reach our $12-15 billion 
export target set for our sector 
for 2023. 

What should be done to benefit 
from the legal regulation at its 
maximum level?
One of the most important 
pillars of the regulation on 
OTV is Borsa Istanbul. As 
you know, the importers of 
gemstone are required to 
import the gemstones via 
Borsa Istanbul. Therefore, 
we think that we need to 
streamline the membership 
procurement procedures 
to Borsa Istanbul and 
membership application 
should be made available 
also in the downstream 
market.  Discussions on 
simplifying the membership 
procedure are ongoing 
and are taking a positive 
direction. Membership 
fees and membership 
application procedures are 
being simplified.  Although 
these discussions have not 
been concluded yet they 
will soon. An agreement 
has been reached with BIST 

management on lowering the 
US$10,000 membership fee to 
US$1,000, until the end of the 
calendar year. 

How will the “Listening to the 
Charm of Stones” Project of 
Jewelry Exporters’ Association 
be effected from this OTV 
regulation?
This project has a wide 
range of dimensions and 
possibilities. For example, 
we want to train and employ 
handicapped people as a 
workforce in gemstone 
cutting. There are many 
stones mined in Turkey 
and used in our sector.  
Unfortunately, we have been 
exporting rough stones mined 
in Turkey for amounts as 
low as $10 per kilo, while 
we pay the same amount for 
the import of a single cut 
and polished stone. In other 
words, if we process and cut 
these stones in Turkey, we not 
only would create tremendous 
added value but also could 
provide employment for 
many people. With this new 
regulation, we could also 
import rough stones from all 

Mustafa Atayık, Deputy Chairman of Jewelry Exporters’ Association, stated 
that with the removal of the Special Consumption Tax (OTV) on gemstone 
imports, a new era has started in the Turkish jewellery sector and with that  
an important step has been taken for the sector to reach its 2023 objectives. 
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around the world, process them in Turkey and export them. The 
"Listening to the Charm of Stones" project is an important step 
for us in this direction. I believe it will grow and develop. 

Another dimension of OTV regulation pertains to the domestic 
market. What will be the effects of this regulation after its 
enactment?
With the removal of OTV, the domestic market will also 
receive a serious boost in the long-term. However, there is 
another important issue we hope and expect to solve in the 
domestic market in the short-term. I am referring to the 
Banking Regulations and Supervision Agency’s decision to ban 
installment sales made with credit cards. In order to let the OTV 
regulations have a positive impact on the domestic market, this 
ban of installment sales with credit cards should be removed in 
jewelry shops. The Banking Regulation and Supervision Agency 
took an important step in this direction and announced that it 
will increase the number of installments to four. 

Turkey has significant 
advantages in terms 
of its man power, its 

almost 5000-year 
old jewellery culture, 

its economy and 
geographical location. 
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LACES & CAGES

The fluctuating course of gold prices 
and the rise of diamond prices 
transformed jewellery into lace and 
cage forms. Laser-cut light but showy 
pieces are in all shop
windows...

FLOWER KINGDOM
The reflections of the longing 
for nature have always been 
seen in jewellery... However, 
now flowers and butterflies are 
seen even in the collections of 
unexpected brands. That Dolce 
Gabbana’s outstanding collection with 
spring patterns have been seen on many 
celebrities made this trend more popular.  
Pink flower patterns, almost the same as the 
ones in the branches  of the trees in spring, 
are all over jewels now. And the rose, on the 
other hand, is still an indispensable flower 
figure on jewels.
In addition to flowers and butterflies, birds are 
also popular in this season. This season, we see 
birds in every shape, size and colour...

While classical designs are still popular in diamond design, today’s designers 
appear with modern designs that match the trends. The most outstanding 
thing about it is that each region in the world has a different design style and 
customer group. Despite this, if we are to make a summary of the previous 

period, certain trends stand out...

by Aylin Gözen
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TRADE FAIRS 
International trade fairs after summertime 
that started with VicenzaOro Fall on 6-10 
September continued with Hong Kong fair. The 
main design trends were as follows: 
1-Light jewellery with liquid lines will continue 

to be an important design trend in 2016.
2-Exquisite designs will make it harder to 

produce fakes. The aim of this trend is to 
give less metal, and to deliver a design that 
will be difficult to copy. 

3-Ear climbers or ear cuffs, and long finger or 
two-finger rings will show a rising trend.  

4-One outstanding theme among various 
designs was “Global Exploration - exotic 
jewellery with a Bohemian, textured or 
ethnic feel. 

Hong Kong Jewellery & Gem Fair organized 
for a 32nd time this year on 15-19 September 
brought exhibitors and visitors from all around 
the world together in Hong Kong. Outstanding 
jewellery design trends at Hong Kong Fair 
were;
1-Although the designs in the finals of 2014 

International Jewellery Design Competition 
organized by Hong Kong Jewellery 
Manufacturers' Association (JMA) were 
interesting, they mostly reflected the taste of 
that region. 

2-In addition to the popular golden pearls that 
have been popular lately, pink pearls are on 
the rise. We will see lots of pink pearls in the 
next years. 

3-Stones in different optical look such as 
moonstone and opal are becoming more and 
more popular both for big brands and those 
preparing special designs. In 2015 we will 
often see these stones used with green gold.  

4-The use of coloured gemstones will rise…As 
the jewel lovers discover these special natural 
jewels, trends will move in this direction. 

5-The butterfly figures seen in almost all 
brand’s collection are slowly giving its place 
to bird figures. Rose figure, on the other 
hand, is still outstanding. 

COLORMANIA
The interest in colorful jewels that started in recent 
years has been rising. Those jewellery lovers who 

recognized the magic of diamond turned their 
faces to colorful diamonds and other 
colored gemstones. This year colored 

gemstones are 
very popular...

PAST & FUTURE
Renaissance effects, Gothic lines, Art Deco, 
Ottoman...Diamonds that bear the traces of 
history now cover all historic periods. The 

impressive stories 
of the past are 
interpreted to create 
a new style today. 

DESIGNERS
1-Famous British designer Shaun Leane, who designed “Cherry Blossom” 

collection using pink gold last year mesmerizes everyone with his “Aerial” 
collection, this year. “Aerial” collection is brave and impressive. 

 Featuring a radiant palette of white diamonds and 
natural Zambian emeralds, the pieces in the 
collection evokes a sense of energy and motion. 
In 2015, when free-flowing metals are the new 
trend, “Aerial” collection features strong, 
free-flowing lines of gold which are teamed 
with colourful gemstones and delicate 
detailing. 

 Shaun Leana has received “designer of the 
year” award four times in the UK.  

2-The Brazilian designer, who won an award in 
colored jewellery branch, during the “Couture 
Jewellery Show” organized in Las Vegas last July, 
attracted attention with the “Fusion” collection. The designer prefers to use 
vivid, soft and feminine line in the products. 

3-Zaha Hadid, internationally renowned architect, is a guest curator of “Zaha 
Hadid Selects” showcase at “Goldsmiths’ Fair” to be organized in the UK on 
21 September-4 October 2015. She will showcase 21 personal highlights from 
Goldsmiths’ Fair. 
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DMCC, Dubai’s and the region’s global gateway for 
commodity trade and enterprise officially launched the 
Middle East Gems and Jewellery Forum (‘MEGJF’) on 

November 9.
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heritage, trade story and rapid 
evolution with focus on pearls, 
gold, diamond and coloured 
stones. Mr Bin Sulayem also 
stressed the importance of 
strong collaboration between 
industry participants ranging 
from traders to regulators, 
banks and jewellers to foster 
further industry growth in the 
region and beyond – one of 
the key purposes of hosting 
the MEGJF. 
“As the UAE has the highest 
per capital gold jewellery 
consumption in the world 
and Dubai is ranking among 
the world’s top three trading 
hubs for gold, diamonds and 
gemstones, it is fitting that 
DMCC is now organising the 
first Middle East Gems and 
Jewellery Forum (MEGJF) 

here in Dubai.
The industry here at the 
MEGJF and we hope the event 
will lead to new partnerships 
being formed in an ever-
changing economy, it is key 
that we learn more about 
what the future holds for 
and ultimately future growth 
to the benefit of the entire 
jewellery trade.
This is only the beginning, we 
are going to ensure traders 
and consumers alike benefit 
from the leading jewellery 
hub Dubai is becoming. This 
is why DMCC is proud to be 
part of a strategic partnership 
with Fiera di Vicenza and 
Dubai World Trade Centre 
that will bring 'Vincenzaoro 
Dubai', a four-day jewellery 
show, to the Emirates in April 

2015", concluded Ahmed Bin 
Sulayem, Executive Chairman, 
DMCC.
The key themes running 
through the conference 
included the current trends 
and consumer preference 
in the gemstone market, 
potential future dynamics and 
opportunities for the Middle 
East jewellery market, and 
sources of regional inspiration 
for jewellery designs.
A number of panel debates 
focused on themes such as 
‘The Middle East jewellery 
market today: what factors 
drive growth?’, ‘Gemstones: 
Identifying new markets’ 
and ‘Jewellery design and 
inspirations in the Middle 
East’ and ‘The success of the 
jewellery market in Turkey’.

The event was 
inaugurated by His 
Highness Sheikh 

Ahmed Bin Saeed Al 
Maktoum, President of 
the Department of Civil 
Aviation, CEO and Chairman 
of The Emirates Group 
and Chairman of Dubai 
World, held at the DMCC 
headquarters in Almas 
Tower, Jumeirah Lakes 
Towers, with global industry 
leaders, experts and media in 
attendance.

During his welcome address 
to a full house of delegates 
Ahmed Bin Sulayem, 
Executive Chairman, DMCC, 
hailed the strong synergies 
between the jewellery 
industry and the UAE’s 
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Ian Harebottle, CEO of Gemfields, who 
shared his deep industry knowledge 
on gemstones with the participants 
commented: “It gives me great pride 
to attend and sponsor this event. I 
have always believed in the power of 
partnerships, especially so when two or 
more parties come together with such a 
clear degree of passion, commitment and 
focus. I am 100 percent confident that 
events like the MEGJF gives the market 
a positive momentum and helps the 
industry scale new highs.”
Inspiring speeches from Robert Wan, 
Founder Robert Wan Group, on the 
topic of ‘The case for pearls, heritage and 
the future prospects’ and Alex Popov, 
Board Chairman, World Diamond 
Mark, ‘Diamonds share of today’s luxury 
spending’, sparked further debate among 
the 250 delegates representing all aspects 
of the jewellery industry.
Matteo Marzotto, President of Fiera di 
Vicenza, also took the opportunity to 
announce the inaugural ‘Vincenzaoro 
Dubai’ where DMCC is a strategic 
partner. The four day jewellery show is 

to be hosted in Dubai, 23-26 April 2015, 
organised by Fiera di Vicenza SpA, the 
organiser one of the world’s largest and 
most-respected jewellery event portfolios 
and Dubai World Trade Centre.
The MEGJF 2014 welcomed exhibitors 
Arabian Pearls, DMCC Gold Bullion 
Coins, Gemfields, Gemological Institute 
of America, International Gemological 
Institute DMCC,  SGL, Shrenuj and 
Vicenzaoro Dubai; and partners 
including title sponsor Gemfields, the 
world's leading producer of ethically-
sourced rare coloured gemstones; key 
sponsors GIA, considered the world’s 
foremost authority in gemmology, and 
Vicenzaoro Dubai, the definitive global 
jewellery show. 
Supporting sponsors Dhamani and 
Robert Wan; and supporting partners 
Luxury Marketing Council, Dubai Gold 
& Jewellery Group and World Diamond 
Mark were also in attendance. Media 
partners included: The New Jeweller, 
Al Bayan, City 7 TV, Zahrat Al Khaleej, 
Diamond World and Jewellery News 
Asia. The MEGJF concluded with a 
glittering gala dinner at the 
Ritz-Carlton Dubai Hotel.

http://www.dmcc.ae

“As the UAE has the 
highest per capital 

gold jewellery 
consumption in the 
world and Dubai is 
ranking among the 

world’s top three 
trading hubs for 
gold, diamonds 

and gemstones, it is 
fitting that DMCC 
is now organising 

the first Middle East 
Gems and Jewellery 

Forum (MEGJF) 
here in Dubai.”
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Ahmed Bin Sulayem, 
Executive Chairman DMCC
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OPPORTUNITIES IN 
TURkISH DIAMOND 
BUSINESS

Mehmet Can Özdemir, Member of the Board of Jewellery Exporters’ Association
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Within the scope of a presentation he made during the 
Middle East Gems and Jewellery Forum, Mehmet Can 
Özdemir, Member of the Board of Jewellery Exporters’ 

Association, talked about the Jewellery Sector in Turkey.  
Stating that Turkey has a great potential, Özdemir 
highlighted that following the new tax regulation 

on precious stones, Turkey would enter into a very 
important development process.  

cutting-edge technology 
and thousands of small and 
medium-sized workshops, 
has become one of the 
leading countries around the 
world. The sector provides 
employment for almost 400 
thousand people. Within 
the body of Kuyumcukent, 
one of the few production 
complexes in the world, 
there are 4000 workshops, 
3 LBMA certified refineries 
and 5 large-scale factories; 
and almost 30 thousand 
people are employed in here.  
Turkey, which has a very 
high production capacity, is 
a country where demand is 
also high. Turkish people’s 
demand for jewellery is 
above the world average. 
That gold is considered as an 
investment tool is one reason 
behind this. In this respect, 
Turkey is an important 
market. A large part of the 
gold consumed in domestic 
market is produced in the 
country. With the legal 
regulation of the government 
at the beginning of 1980s, the 
sector followed an export-
based growth strategy and 
showed a rapid growth in 
gold sector; and become one 

The Turkish 
Jewellery Sector 
was represented 
in Middle East 

Gems and Jewellery 
Forum 2014, one of the 
world's most important 
organizations. Mehmet 
Can Özdemir, member 
of the Board of Jewellery 
Exporters’ Association 
and sector consultant 
Oğuz Özdemir informed 
the participants about the 
recent developments in 
Jewellery Sector in Turkey. 
During the session, which 
was closely followed by 
sector professionals from all 
around the world, Özdemir 
emphasized the advantages 
Turkey offers and said: “The 
Turkish Jewellery Sector 
has a cultural heritage of 
5000 years.  Anatolia, where 
various states, including 
Sumerians, Hittites, 
Persians, Macedonians, 
Romans and Ottomans 
were established during the 
course of history, has the 
richest cultural diversity in 
the world. Founded under 
this cultural heritage, today, 
our country, with all its 
factories equipped with 
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of the leading exporters of gold in the world. The 
sector experienced a significant transformation from 
being craftsman to being industrialist in this process 
and become so strong to compete with the world.” 

With the tax regulation in precious stones, we will hit 
the top in diamond category 
‘’89 percent of Turkey’s export is from gold jewellery 
group. Due to the tax policies implemented until 
2014, Turkey could not show a significant progress 
in diamond jewellery although it has a big potential. 
Due to the taxation policy encouraging import, it was 
difficult for the sector to compete with the world in 
diamond jewellery.  However, with the removal of the 
special consumption tax in precious stone imports 
Turkey will enter into an important development 
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process. Turkey has many important advantages including its 
geographical location, tax policies, product quality, establishing 
a company in Turkey, production infrastructure and incentives 
provided.  Turkey is one of the countries with the largest  stock of 
jewellery findings in the world. The recent developments in the 
sector also attracted the attention of world’s important diamond 
grading institutions. With its ever-growing organization HRD 
contributes to the development of diamond category in Turkey; 
and also GIA started activities towards Turkey.  The gold and 
precious stones market  in Turkey is also developing. When all 
these factors are taken into account, we believe that Turkey will 
be an important center in world trade. In addition, export-based 
growth strategy implemented and recent successful economic 
management shown Turkey is a rising star in its region. Following 
the new regulations, Turkey will be among the leading countries 
in the diaamond jewellery category as well.”

Oğuz 
Özdemir

Mehmet Can Özdemir, Müge Özdemir, Krisztina Kalman-Schueler, 
Oğuz Özdemir
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BORSA İSTANBUl DIAMOND AND 
PRECIOUS STONES MARkET REACHES 
THE HIgHEST TRADINg vOlUME

On September 
11, 2014 a new 
regulation, Law 
no. 6552, was 

made by Grand National 
Assembly of Turkey. 

According to this Law, 
imported precious stones 
to be traded on Borsa 
İstanbul Diamond and 
Precious Stone Market 
shall be exempted from 
Value Added Tax as well 
as Special Consumption 
Tax.  Following this tax 
arrangement, the first 
precious stone trade was 
realized on Tuesday, 30, 
2014.

The following table 
illustrates the total trade 
volume of precious stones 
on Borsa İstanbul Diamond 
and Precious Stones Market 
since the regulation was 
issued.   

Turkish jewellery sector 
has a significant share in 
Turkey’s total exports. 
In order to help the 
sector to reach its target 
for becoming a leading 

center on diamond 
manufacturing and trade, 
Borsa İstanbul, for a short 
period, discounted the 
membership fee from 
20,000 TL to 2,000 TL for 
Diamond and Precious 
Stone Market. This discount 
in new membership 
applications will expire on 
December 31, 2014 and 
from the beginning of 2015, 
membership fee will be 
applied as 20,000 TL again.

Is a Diamond Production 
Crisis in the Cards? 
The stability of the diamond 
sector has always been a 
slave to the fine balance 
between supply and 
demand. Over the last 
century, the industry has 
had to contend with various 
crises of oversupply, largely 
spurred by conflicts, global 
economic instability and 
the vagaries of consumer 
demand. As a result, it has 
been at the mercy of drastic 
price troughs.

The most recent crisis, 
spurred by the 2008 global 
financial recession, caused 

Yunus Oğuzhan ALOĞLU
Director, Precious Metals and Diamond Market
Borsa İstanbul

a sharp fall in gem prices 
in 2011, and is still fresh in 
the mind of the industry. 
However, there are definite 
signs that the sector began 
to recover with steady 
growth in consumer 
demand.

Diamond Insight Report 
2014, recently published 
by De Beers’ reveals 
that global demand 
for diamond jewellery 
reached a record high of 
US$ 79-billion in 2013. 
The report also states 
that demand is expected 
to continue to grow in 
the long term, driven 
by ongoing economic 
recovery in the US, as 
well as the growth of 
the middle classes in 
developing markets, such 
as China and India.
Although a recovery is 
expected to continue for 
the next four years, which 
will facilitate a more 
balanced market, there is 
growing consensus among 
analysts and industry 
stakeholders that a new 
spectre – that of waning 

production –is looming on 
the horizon that threatens 
to disrupt recently restored 
balances. 

Global rough diamond 
production has already 
begun to decline from the 
peak of 175-million carats 
in 2005 to 145-million 
carats in 2013. The report 
also states that the forecast 
reduction in supply from 
existing sources is not 
likely to be matched by 
new production coming 
on stream in the years 
ahead; diamond supply is 
expected to plateau in the 
second half of the decade 
before it is expected to 
decline by 2020.

With diamond exploration 
proving less successful, 
are there any other large 
economically viable 
kimberlite deposits left to 
discover? And will there be 
an upswing in prospecting 
activities in the near 
future, particularly in light 
of a looming production 
crisis? 
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The ancient city of 
Hasankeyf, 
an icon of Turkish 
heritage, has inspired 

Atasay Myras to create
a unique necklace and 
earrings with modern accents.
The legends and history of the ancient city of Hasankefy have already 
inspired many a designer and artist in Turkey. And now, once again, it 
has inspired the house of Atasay Myras in its new collection of diamond 
jewellery.
The Hasankeyf Collection by Atasay Myras is an expression of the 
historical, cultural and geographical environment we observe, inspired by 
the architecture, artifacts and geometrical shapes of the ancient city. These 
influences have been absorbed into the new collection of Myras, as an 
interpretation of our historical, current and future values.  
The jewellery collection combines design patterns reminding of labyrinth 
cages, with modern shapes and the color of white, the popular color of 
winter. 

While the fashion trends of the modern world are expressed in simple forms, 
the stories of stylish women from Mesopotamia, many centuries back into history, are also 
reflected….
This very special set, a necklace and earrings from the Hasankeyf Collection by Atasay Myras, 
puts simple elegance first, representing those women who enjoy culturally inspired fashion. 
Bearing traces of mysticism, the necklace and earrings by Myras are designed especially for 
those women who want to bring the past into present.
Outstanding with its style that also express the current, popular trends in the world, this 
special necklace and earring take their place as indispensable pieces for daily wear as well as 
for elegant evening occasions. 
The Atasay Myras Hasankeyf Collection combines the expressiveness of white gold and the 
simplicity of white diamonds, representing women who love culturally inspired fashion.
Stop by the closest Atasay store to meet with the elegant and stylish Myras Ozlem Suer and 
Ozgul Sokullu.
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vICENZAORO DUBAI: 
SUPER glOBAl JEWEllERy 
SHOW ANNOUNCED AT 
MIDDlE EAST gEMS & 
JEWEllERy FORUM 
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Fiera di Vicenza and Dubai World Trade Centre 
confirmed today through their Joint Venture 
Company “DV Global Link” the birth of a new 
Jewellery Super global Show.

only appointment DMCC 
initiative, that matched 
different experiences among 
international, regional and 
local experts in a discussion 
about Gem and Jewellery 
Middle East trends, 
consumer preference and 
market opportunities.
 
The VICENZAORO Dubai 
Media Briefing took place 
at DMCC Board Room 
– Almas Tower Jumeirah 
Lakes Towers, Dubai (UAE), 
exceptionally attending 
for Fiera di Vicenza the 
President Mr. Matteo 
Marzotto and the Managing 
Director, Mr. Corrado 
Facco;for the Dubai Multi 

Commodities Centre 
(DMCC), the Executive 
Chairman His Excellency 
Ahmed Bin Sulayem;for 
the Dubai Gold & Jewellery 
Group the Chairman Mr. 
Tawhid Abdullah.

The agreement between 
Fiera di Vicenza - the 
international company 
which organizes and owns 
VICENZAORO brand, 
one of the world's largest 
jewellery and most respected 
events in the global jewellery 
industry - and Dubai World 
Trade Centre, the largest 
exhibition organiser and 
management company in 
MENA, recently established 

their new Joint Venture 
company "DV Global 
Link", based in Dubai. The 
new “DV Global Link” 
company shall become 
100 percent operative 
with the organization of 
the new international 
VICENZAORO Dubai 
Exhibition, consolidating 
Dubai as the undisputed 
jewellery global capital in the 
Arabian Gulf. The new show 
will take place April 23-26, 
2015. In order to enhance 
the value of the Event, the 
new company has also 
signed two strategic major 
partnerships with DMCC 
and Dubai City of Gold.

A new Super global Show 
dedicated to jewellery 
will become the future 
jewellery business spotlight 
of the whole basin of the 
Arabic-speaking countries, 
Middle East, Africa, 
Russia, Central South East 
Asia: the International 
Exhibition VICENZAORO 
Dubai, born by the Joint 
Venture Company “DV 
Global Link” between 
Fiera di Vicenza and the 
Dubai World Trade Centre 
DWTC. The news was 
announced on November 
9, 2014) at the opening 
of the Middle East Gems 
& Jewellery 2014 Forum, 
an exclusive by invite-
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ISTANBUl JEWElRy SHOW 
gREW By 10 PERCENT 
IN OCTOBER
There was an influx of particularly 
foreign buyers to the 39th ISTANBUL 
JEWELRY SHOW,  organized by UBM 
Rotaforte on 16-19 October. 
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Organized by UBM 
Rotaforte on 16-19 
October, “ISTANBUL 
JEWELRY SHOW” 

brought many domestic and foreign 
companies, designers and important 
jewellery buyers together and played a 
significant role in taking “golden” steps 
for the future. During the trade show, 
which lasted for four days, important 
business deals were made in a magical 
atmosphere where the latest designs of 
the famous brands were exhibited.  
Despite the economic and political 
crisis in the countries in the region 
“Istanbul Jewelry Show” October 
edition grew by 10 percent!
International “Istanbul Jewelry Show” 
, which is the number 1 in Turkey 
as the most important trade bridge 
in the Middle East and  Europe and 
among the top 5 worldwide among 
550 jewellery trade shows, grew by 10 
percent in terms of individual visitors 
and thus, made a great success. 
“Istanbul Jewelry Show” October 
edition hosted a total number of 
15.066 jewellery professionals of 
whom 36 percent were foreign 
visitors from all around the world and 
64 percent were domestic visitors. 
Another outstanding development 
in the 39th “Istanbul Jewelry Show” 
October edition was that whilst there 
were 95 visiting countries to the trade 
show in 2013 October, there were 
107 visiting countries in this year’s 
October edition. Among the leading 

visiting countries in this October 
Istanbul Jewelry Show, which provided 
business opportunities with important 
buyers from Eastern Europe, Near 
Asia, Russia, the Middle East, North 
Africa and Turkic Republics,  were 
Iran, Russia, Iraq, Lebanon, Algeria, 
Greece, Azerbaijan, Italy, United Arab 
Emirates, Saudi Arabia, Morocco, 
Tunusia, Bulgaria and India. 
“Istanbul Jewelry Show” which has 
a significant share of 80 percent in 
Turkey’s jewellery export, provided 
opportunities to meet and cooperate 
with important buyers worldwide 
including buyers from Eastern Europe, 
Near Asia, Russia, the Middle East, 
North Africa and Turkic Republics. 

Foundations of million-dollar trade 
deals were laid during the trade show 
which brought over 15.000 domestic 
and foreign sector professionals 
together with over 800 domestic and 
foreign exhibitors and brands together. 
Şermin Cengiz Director General 
of UBM Rotaforte International 
Fairs Inc., the organizer of “Istanbul 
Jewelry Show”, makes a distinguished 
name for herself in the sector.She 
said: “ We brought important buyers 
from all around the world together 
with over 800 companies from fine 
gold jewellery, diamond jewellery, 
precious stones, pearls, silver jewellery 
and silver households, watches, 
display units and packaging, mold, 
machinery tools and equipments, 

refinery, forwarders, softwares, and 
safes sectors. All sector professionals, 
I mean manufacturers, wholesalers, 
representative, exporters, designers 
and suppliers are together. In addition 
to serving as a platform where latest 
goods and services in gold, silver, 
diamond, pearl, jewellery, watches, 
machinery and supply industry were 
showcased, the trade show was  a 
perfect meeting point where you 
can find the latest designs together. 
Because October is the best timing 
for orders for Christmas, the New 
Year, holiday season and year-end 
orders, we organize our trade show 
only for sector professionals and form 
the correct trade center with special 
products aiming buyers from Russia, 
the Middle East, European Union, 
North Africa, Turkic Republics and 
Eastern Europe.”  

“Istanbul Jewelry Show” supported 
by the Republic of Turkey Ministry 
of Economy, Istanbul Precious 
Minerals and Jewellery Exporters' 
Association (IMMIB), Small and 
Medium Enterprises Development 
Organisation (KOSGEB), Jewellery 
Exporters’ Association (JTR), certified 
by the Union of International Fairs 
(UFI) and the Quality Management 
System ISO-9001, ensuring that 
it represents an outstanding 
international trade event serving 
the fast growing domestic and 
international markets.
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“October is the best timing 
for orders for Christmas, the 

New Year, holiday season and 
year-end orders, we organize 

our trade show only for sector 
professionals and form the 

correct trade center with 
special products aiming buyers 

from Russia, the Middle East, 
European Union, North Africa, 

Turkic Republics and Eastern 
Europe.”  

UBM ROTAFORTE 
(www.ubmrotaforte.com) 

UBM Rotaforte, a joint-venture company formed by UBM Asia headquartered in 
London and Rotaforte International Fairs Inc., owns and organizes the Istanbul 
Jewelry Show , an international exhibition for jewellery, gems , watches and 
related equipment, since 1986. Now in its 28th year, the exhibition is held twice 
a year, in March and in October. Overall, the shows attract almost 60,000 visitors 
and 1,700 exhibitors, occupying net show floor space of more than 80.000 
square metres. Products covered include gold, diamond and silver jewellery, 
precious and semi-precious stones, pearls, gold mountings, watches and 
clocks, machinery, tools and equipment, display units and security devices. 
The business is supported by the , Istanbul Precious Minerals and Jewellery 
Exporters' Association, a national trade body which represents more than 1,100 
jewellery companies, including the major manufacturers. UBM Rotaforte also 
publishes a supporting magazine RFJ (in Turkish and English) and organises 
Turkish jewellery pavilions at a number of third-party events in Italy-Vicenza, 
U.A.E-Dubai, India-Mumbai, Thailand-Bangkok, Ukraine-Kiev, Czech Republic-
Prague and Germany-Freiburg.
About UBM Asia (www.ubmasia.com)

 
UBM ASIA LTD.  (www.ubmasia.com)

Owned by United Business Media plc (UBM) listed on 
the London Stock Exchange, UBM Asia operates in 19 
sectors and is headquartered in Hong Kong. UBM Asia 
has affliates around Asia including UBM China Ltd. in 
Shanghai, Guangzhou, Hangzhou, Chengdu, Shenzhen 
and Beijing. It has over 280 products in four different 
categories including trade fairs, congresses,  print 
publications and online media. As the leading trade fair 
organizer in Asia and again as the biggest commercial 
organizer in China and India, the company organizes 
leading events. The organization organizes 160 face-to-
face exhibitions, 75 high-level professional conferences, 
28 targeted trade publications and virtual event 
services for over 1,000,000 quality exhibitors, visitors, 
conference delegates, advertisers and subscribers from 
all over the world. It offers high-quality trade publications 
for the sector professionals for them to follow market 
tradens and news from the sector. 

In addition to the trade shows and publications, the 
company has 18 round-the-clock vertical portals and 
virtual event services, B2B portals serving as a resource 
finding and marketing platform. UBM Asia has a strong 
global presence in 25 major cities including Tokio, 
Istanbul, New York and Singapore with 30 offices and 
over 1,200 staff and still keeps growing. 
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Consumers need 
to know about 

what diamonds 
mean for Africa, 

says Popov.

Alex Popov, Chairman 
of the World Diamond 
Mark Foundation 
(WDMF) proposed 

to participants of the Second 
Zimbabwe Diamond Conference 
that the WDMF could play a big 
part in bringing African diamonds 
and the message of their economic 
beneficiation to diamond jewellery 
consumers as part of its generic 
diamond promotion campaigns.
Referring to the theme of the 
November 6-7 conference 
- 'Completing Zimbabwe's 
Diamond Potential for the 
Future' -Popov spoke about 
how the World Diamond Mark 
Foundation's programmes could 
help bring African sourced 
diamonds more effectively to the 

end consumer market. This would 
make the story of their economic 
beneficiation to African diamond 
producing nations an integral part 
of its generic diamond promotion 
campaigns. "There is so much we 
can do to help you market your 
diamonds and we stand ready to 
assist," Popov stated.

Alex Popov addressing the 2nd 
Zimbabwe Diamond Conference 
Popov concluded his address 
with an invitation to the African 
diamond producing nations 
to attend the World Diamond 
Conference in India (WDCI) in 
Delhi in December. "All players 
in the diamond industry supply 
pipeline need to come together to 
help restore and regain the market 

share that has been lost to other 
luxury market products," he said.
 The WDMF Chair reported that he 
had met with Zimbabwe's minister 
Chidakwa and South Africa's Minister 
of Mineral Resources, Ngoako 
Ramatlhodi, and invited them to take 
part in the WDCI. Both ministers 
indicated that they would consider 
this invitation favorably, Popov says.
The conference was attended by 
African mining ministers, as well 
as many international diamond 
industry leaders. The event was 
hosted by Zimbabwe's Minister of 
Mines and Mining Development, 
Walter K. Chidakwa, who addressed 
the conference on behalf of the 
Zimbabwean government. The 
conference was officially opened by 
President Robert Mugabe .

Alex
PopovBY JOININg 

WDM, AfRIcA 
cAN TAkE 

BENIfIcIATION 
DOWNSTREAM
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SECOND ZIMBABWE 
DIAMOND CONFERENCE 
PUTS EMPHASIS ON 
NEED FOR ADvANCED 
TECHNOlOgICAl 
EqUIPMENT
By Albert Robinson 
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From left; Gaetano Cavalieri, Eli Izhakoff, Walter K. Chidakwa, Ernest Blom and Peter Meeus.
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The Second Zimbabwe 
Diamond Conference took 
place November 6-7, with an 
official opening ceremony 

presided over by President Robert 
Mugabe. A major theme of his speech 
was the necessity for the country 
to be allowed to bring in advanced 
technological equipment to enable 
Zimbabwe to explore and exploit 
its diamond resources much more 
efficiently for the benefit of investors 
and the people of the country. Indeed, 
the overwhelming message from all 
Zimbabwean speakers was the need to 
attract foreign investment in order to 
bring in advanced equipment for the 
identification of kimberlites and the 
extraction of diamonds in the most 
efficient way possible.

"We have rationalized the diamond 
mining licensing system for the 
benefit of the government and of 
private companies," Mugabe told an 
audience of around 1,000 people. 
"We expect to see more expansion 
of our diamond industry. We have 
also formulated strategies for the 
marketing of diamonds, and to that 
end we have seen successful sales 
in Antwerp and in Dubai. We have 
overcome some of the challenges of 
the Kimberley Process Certification 
Scheme and we should now focus on 
enabling the local diamond industry 
to benefit and transform the lives of 
local citizens. We require scientific 
approaches to the mining sector. 
African producer states have a lot to 
gain from being not just extractors 

of diamonds but also beneficiating 
diamonds with the use of modern 
technology," he added.

The conference, organized by 
Zimbabwe's Ministry of Mines and 
Mining Development, in the capital, 
Harare, had a focus of 'Completing 
Zimbabwe’s Diamond Potential 
for the Future'. It aimed to present 
the progress made by the country's 
diamond trade following its admission 
as a member of the Kimberley Process 
Certification Scheme in 2011. The first 
Zimbabwe Diamond Conference took 
place at Victoria Falls in November, 
2012. 

The conference was attended by 
African mining ministers, and 
hosted by Zimbabwe's Minister of 
Mines and Mining Development, 
Walter K. Chidakwa, who addressed 
the conference on behalf of the 
Zimbabwean government. He said 
the mining sector had been the most 
dynamic sector of the Zimbabwean 

economy over the last five years, 
leading the 2009-2011 rebound with 
average annualized growth of 35 
percent.

"Diamond production and export sales 
have generally been on an upward 
trend since 2009. Production in 2010 
rose significantly from about 1.4 
million carats in 2009 to about 8.5 
million carats in 2010. The average 
price per carat rose from about $24 
per carat to about $40 between 2009 
and 2010. Export sales increased 
dramatically from about $33.3 million 
in 2009 to about $341.5 million in 
2010.

"The geological environment that hosts 
the Marange-type diamond deposits is 
potentially extensive, requires further 
exploration and is considered to have 
one of the highest concentrations of 
alluvial diamonds in the world. The 
discovery of the Marange diamond 
fields marked a turning point, 
elevating the country’s position as a 
diamond producing country globally. 
Despite the diamond discoveries 
made, Zimbabwe still remains largely 
underexplored, and therefore presents 
huge opportunities for new discoveries.

"Government recently published a 
Statutory Instrument that rationalizes 
the diamond cutting and polishing 
licensing system in such a manner 
that both government and the private 
companies benefit from the revenue 
of the business. In pursuance of this 
objective we are finalizing discussion 
with companies for full integration 
from mining through cutting and 
polishing to jewellery manufacturing, 
product branding and international 
marketing and distribution," he added.

Following Chidakwa, Prof. Francis 
Gudyanga, Permanent Secretary at 
Zimbabwe’s Ministry of Mines and 
Mining Development, said: "We 
are gathered here today to tap into 
the global wealth of experience of 
world diamond experts, dignitaries 
from African diamond producing 
countries, senior government officials 
and representatives of local diamond 
mining companies, and to come up with 
strategies for the sustainable growth 
and development of the local diamond 

thE CONFErENCE, 
OrGANizEd by ziMbAbWE'S 

MiNiStry OF MiNES ANd 
MiNiNG dEvELOpMENt, iN 

thE CApitAL, hArArE, hAd 
A FOCUS OF 'COMpLEtiNG 

ziMbAbWE’S diAMONd 
pOtENtiAL FOr thE 

FUtUrE'.
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industry and of the country as a whole. 
"In this edition of the Zimbabwe 
Diamond Conference we are keen to 
discuss how diamonds can be mined 
to benefit African nations and foreign 
investors. 

The conference is to deliberate, 
looking at international best practices, 
appropriate fiscal regimes and come 
up with strategies that the country can 
implement. We need to look at how 
we can introduce modern exploration 
techniques for expediting more 
diamond discoveries."

Leaders of international diamond 
industry organizations pledged their 
assistance in supporting Zimbabwe 
in exploiting its diamonds for the 
benefit of its citizens. These included 
Eli Izhakoff, Honorary President of the 
World Diamond Council (WDC), the 
World Federation of Diamond Bourses 
(WFDB) and of CIBJO; Ernie Blom, 
President of the World Federation of 
Diamond Bourses (WFDB); Gaetano 
Cavalieri, President of CIBJO; H.E. 
Ahmed Bin Sulayem, Executive 
Chairman, Dubai Multi Commodities 

Centre Authority; and Ari Epstein, 
CEO of the Antwerp World Diamond 
Centre.

Izhakoff said in his speech: "I feel that 
I have a personal stake in the future of 
the diamond industry in Zimbabwe – 
most probably because it was during 
my term as president of the World 
Diamond Council that the magnitude 
of this country’s potential as a diamond 
producer was fully understood, as 
were the possibilities that the diamond 
resource offered Zimbabwe and its 

people.

"As many of you know, of course, it was 
at the World Diamond Council’s Annual 
Meeting in St. Petersburg in July 2010 
that the agreement was reached that 
enabled the renewal of rough diamond 
exports from the Marange diamond 
fields. It was a testament to the principle 
that, when such important issues are at 
stake, one must continue talking until 
common ground can be found. 

"Those of us who were involved in the 
talks at the time understood what was 
at stake, and that failure should not 
be considered an option. Opinions 
and positions between the various 
participants were often far apart, but 
the glue that held us together was that, 
ultimately, we all wanted to do the right 
thing. And the right thing was to allow 
Zimbabwe to develop its diamond 
resource for the benefit of the country 
and its citizens.    

"The results of that momentous 
meeting, I believe, speak for themselves. 
Zimbabwe’s diamond output rose to a 
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LEAdErS OF 
iNtErNAtiONAL 

diAMONd iNdUStry 
OrGANizAtiONS 
pLEdGEd thEir 
ASSiStANCE iN 

SUppOrtiNG ziMbAbWE 
iN ExpLOitiNG itS 

diAMONdS FOr thE 
bENEFit OF itS CitizENS. 

Robert Mugabe addressing the 
Second Zimbabwe Diamond 
Conference.
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peak of about 12 million carats in 2012.  
Zimbabwe's share of African production 
stood at 15.2 percent by volume in 2013, 
and accounted for 8 percent of global 
output, making the country the world’s 
sixth largest producer. The massive 
development of Zimbabwe’s natural 
diamond resources, which would ensure 
that they will continue to generate growth 
and development over the long term, 
requires international cooperation and 
investment.  Such is the nature of our 
industry today and the business world in 
general.

"But there should be no shortage of 
interested parties. Zimbabwe offers the 
prospect of substantial and continuing 
rough diamond production in a market, 
where over the next two decades demand 
is forecast to outpace supply."

The first day of the conference ended 
with a panel discussion entitled 'From 
Zimbabwean Mines To The World', 
featuring Dr. Robert Mhlanga, Chairman 
Mbada Diamonds (Private) Ltd; Mr. Farai 
Mutamangira, Legal Advisor, Ministry 
of Mines and Mining Development of 
Zimbabwe; Prof. Francis Gudyanga; and 
Mr Abbey Chikane, the First Chair of the 
Kimberley Process Certification Scheme.

One of the main highlights of the 
second day of the conference was a 
speech by Dubai Diamond Exchange 
Chairman Peter Meeus where he spoke 
of his undivided support for the KP, 
and criticized the non-governmental 
organizations (NGOs) who are part of the 
civil society pillar of the KP. "Although 
the KP has proven to be the most 
successful supply control mechanism in 
the commodities business, today it’s being 
questioned by some Western countries 
and NGOs on its efficiency. And more 
recently also by the World Diamond 
Council, an organization that is supposed 
to defend the interests of the industry, 
but is more and more doing exactly the 
opposite. 

"Diamonds are the best-controlled 
commodity in the world. More than 99.5 
percent of the diamonds produced in the 
world fall under a certification regime, 
especially now that Guinea and Ivory 
Coast are back on their way in. Central 
African Republic and Venezuela do not 

About Albert Robinson
British-born Albert Robinson 
is a veteran, independent 
journalist and commentator 
who covers the global 
diamond, gem and jewellery 
industry and trade. He works 
among others for IDEX 
Online, International diamond 
Publications and a number 
of other quality publications – 
print and online. 

even represent 0.2 percent of the 
world production. In reality we 
probably speak about less than 0.1 
percent. And thanks to the good 
work of the Chinese Chair there is 
again a contact with Venezuela and 
a strong will to join the KP family 
again. 

"But at the same time today our 
relations with the NGOs have 
degraded to a point well below zero. 
So let's ask us a simple question. 
Why would that be? Why are the 
NGO's suddenly so dissatisfied with 
the accomplishments of the KP and 
the diamond industry? Why is the 
industry as represented by the World 
Diamond Council so concerned 
that the KP is no longer an efficient 
tool? Definitely not because there 
are more conflict diamonds than 
there were 14 years ago. So why is 
it then? Could it be that there are 
other motives behind this drive for 
change? Is it really about human 
rights or is this merely a pre-text for 
a broader and hidden agenda. Today 
the NGOs became small businesses 
themselves and the funds available 
are less so that the competition for 
the funds is stronger and the need 
to tell strong stories higher. If there 
are human rights violations they 
need to be judged by independent 

institutions that are really 
independent and are respected as 
such. That don’t cook stories for the 
sake of their own further existence. 

Dubai Diamond 
Exchange Chairman 
Peter Meeus
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WDMF AND TURkISH JEWEllERy 
ExPORTERS ASSOCIATION 
SIgN MEMORANDUM OF 
UNDERSTANDINg, lAUNCH 
WORlD DIAMOND MAgAZINE AT 
ISTANBUl JEWEllERy SHOW
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The joint WDMF and JTR press conference during the Istanbul Jewelry Show. At the head table, from left: 
Cetin Ali Donmez, Vice President, Borsa Istanbul; Alex Popov, Chairman WDMF; Ayhan Guner, Chairman 
JTR; and Mustafa Atayik, Vice Chairman of the Board of Directors JTR.
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Alex Popov, chairman of 
the World Diamond Mark 
Foundation, shaking hands 
with Ayman Guner, president 
of the Turkish Jewellery 
Exporters Association (JTR), 
following the signing of the 
MoU.

implement the programmes of 
the World Diamond Mark in 
Turkey.
"In practical terms, this means 
that the WDM's first pilot 
programme for accredited 
retail members, i.e. Authorized 
Diamond Dealers (ADDs) will 
begin in Turkey, one of the most 
exciting, and rapidly growing 
luxury product consumer 
markets," WDMF Chairman 
Alex Popov said. "The 
cooperation with the Turkish 
Jewellery Exporters Association 
and its mother organization, 
the Turkish Exporters Union 
(MIB), are a direct outcome 
of that endeavour, and it is 
only because of their support, 
infrastructure and inspiring 
enthusiasm that we are going to 
make it all happen in Turkey."
"The cooperation between 
WDMF, JTR and MIB is like 
fitting our hand into a perfect 

The World Diamond 
Mark Foundation 
(WDMF), and the 
Turkish Jewellery 

Exporters Association (JTR) 
signed a Memorandum 
of Understanding during 
a joint press conference 
held at the Istanbul Jewelry 
Show of October 2014 to 
announce the stepping up 
of cooperation between the 
WDMF and JTR. The MoU 
was signed in the presence 
of other Turkish partners, 
such as Borsa Istanbul and 
HRD Antwerp Turkey. At the 
press conference, the partners 
also introduced a new, joint 
international diamond and 
jewellery trade magazine, 
named the World Diamond 
Magazine. The cooperation 
with JTR comes in the wake 
of a recent agreement with 
Borsa İstanbul of Turkey to 

thE MEMOrANdUM OF UNdErStANdiNG 
WAS SiGNEd iN thE prESENCE OF OthEr 

tUrkiSh pArtNErS, SUCh AS bOrSA 
iStANbUL ANd hrd ANtWErp tUrkEy. At 
thE prESS CONFErENCE, thE pArtNErS 

ALSO iNtrOdUCEd A NEW, JOiNt 
iNtErNAtiONAL diAMONd ANd JEWELLEry 

trAdE MAGAziNE, NAMEd thE WOrLd 
diAMONd MAGAziNE. 

glove," JTR chairman Ayhan 
Güner, began. "Turkey, in 
recent years, has taken giant 
steps in the jewellery sector 
and its exports have risen 
rapidly, throughout the world. 
Our own, domestic market 
is also expanding rapidly, 
much helped by an influx 
of tourists who also buy 
jewellery. At the same time, 
we feel that there is a lot of 
room to not only improve our 
marketing, but also broaden 
our educational, branding 
and promotional efforts. For 
instance, the cooperation 
with HRD Antwerp is a good 
example of efforts we are 
making to improve the quality 
of diamond and diamond 
jewellery retailing and we are 
happy the HRD Antwerp has 
signed a MoU with WDM and 
will form the backbone of both 
the diamond grading activities 
and educational efforts in 
Turkey.And with the WDM 
programmes, in particular the 
WDM's Authorized Diamond 
Dealers programmes for retail 
jewellers, we will be making 
headway in the generic 
promotion of diamonds and 
diamond jewellery. This will 
be good both for the domestic 
and exports markets of our 
products," he added.
Çetin Ali Donmez, Vice 
President of Borsa Istanbul, 
noted that in past June, during 

the 36th World Diamond 
Congress in Antwerp, Borsa 
Istanbul and World Diamond 
Mark Foundation had already 
signed a memorandum of 
understanding in order to 
advance the implementation 
of the World Diamond Mark 
programmes in Turkey. 
"Borsa Istanbul aims to be 
an active representative of 
World Diamond Mark in 
Turkey, and to help improve 
and increase diamond trading, 
a significant component of 
Turkey's jewellery industry, and 
to protect and educate retail 
jewellers and consumers," Çetin 
said.
Çetin Ali Donmez, Vice 
President of Borsa Istanbul, 
noted that in past June, during 
the 36th World Diamond 
Congress in Antwerp, Borsa 
Istanbul and World Diamond 
Mark Foundation had already 
signed a memorandum of 
understanding in order to 
advance the implementation 
of the World Diamond Mark 
programmes in Turkey. 
"Borsa Istanbul aims to be 
an active representative of 
World Diamond Mark in 
Turkey, and to help improve 
and increase diamond trading, 
a significant component of 
Turkey's jewellery industry, and 
to protect and educate retail 
jewellers and consumers," Çetin 
said.
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Oğuz Özdemir, Ayhan Güner, Alex Popov, Mehmet Can Ozdemir, Haluk Doğan, Ya'akov Almor (WDMF Communications 
Director), Volkan Adakan, Esin Sözer, Nunu İlhan.

Oğuzhan Aloğlu, Krisztina Kalman Schueller, WDMF, 
and Alex Popov  Alex Popov giving an interview to CNN Turk. 

Cetin Ali Donmez, Alex Popov, Ayhan Guner and Mustafa Atayik.
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Mustafa Atayik Mehmet Can Ozdemir Alex Popov

Ya'akov Almor and Ali Bulut, CEO Altinbas. Pakistan Trade Delegation, Alex Popov, Uğur Özdemir.
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World’s one of the biggest international 
jewellery show Vicenzaoro Winter will be 
held 23-28 january 2015 in Vicenza, Italy.



Vicenzaoro january is the first 
event on the international 
calendar, coming as it does in 
a privileged moment in which 

to present all of the new collections 
and preview the trends in the jewellery 
world. A workshop of ideas for operators 
from all over the world: a place in which 
to network, and a source of information 
and inspiration when seeking design, 
as well as in marketing terms, with 
promotional activities through the 
media. 
The ability to intercept ongoing 
trends in the jewellery trade has been 
consolidated by trendvision jewellery 
and forecasting, a permanentresearch 
centre looking at the market and general 

social and cultural phenomena.
Alongside vicenzaoro january is t-gold, 
the most important showcase for 
machinery and technology for the gold 
and jewellery industry, and one that 
focuses on the latest new features from 
the high-tech range. 
With its packed programme of 
meetings, workshops and conferences, 
vicenzaoro january is the leading 
event for the international jewellery 
industry, attended by a large number 
of international companies as well as 
by visitors and buyers from all over the 
globe.
More than 50 exporters companies from 
Turkey are going to be in the show.
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An important 
exporter not 

only in Turkey but 
also in the world 
ARPAŞ is now a 
certified member 

of ‘’Responsible 
Jewellery Council’’. 
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ARPAŞ is now a 
certified member 
of Responsible 
Jewellery Council 

Among the members of Responsible Jewellery 
Council are such giant companies of the world 
as De Beers, Rio Tinto, Pandora, Gucci, Hublot, 
Rosyblue, Lange&Sohne, Asian Star, Andre 
Messika, IWC, Vacheron Constantin, EuroStar, 
Karp, Mahendra Brothers and the membership 
process requires very careful audit and assessment 
procedures. 

ARPAŞ has become a member of 
Responsible Jewellery Council, a 
not-for-profit organization that 
started its activities in the USA. 
Its purpose is to strengthen 
consumer confidence by advancing 
responsible business practices 
throughout the diamond and 
gold jewellery supply chain. It is 
seeking to achieve its objective by 
developing business ethics and 
environmental and social standards 
that apply to members at each step 
in the supply chain—e.g. mining 
companies, refiners, traders, 
processors/cutters, manufacturers, 
fabricators, retailers, and others. 
RJC has over 500 members from 53 
countries around the world. 



32nd edition of September Hong Kong 
Jewellery & Gem Fair welcomed a new record 
high number of exhibitors and buyers.
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The September Hong Kong 
Jewellery & Gem Fair the 
world’s number one fine 
jewellery event, has yet again 

lived up to its status as the largest B2B 
event of its kind in the world. Organised 
by UBM Asia, the seven-day event 
capped its 32nd edition on 21 September 
with record-breaking numbers: 3,695 
exhibitors from 49 countries and regions 
and a total of 59,116 unique buyers from 
157 countries and regions, roughly a 
12-percent growth.
"Today, the September Fair is the 
most influential business-to-business 
jewellery trade event where the most 
engaged jewellers in the industry access 
premium quality buyers. It is the ultimate 
platform for lobbying and agenda-setting 
for the industry, and for discovering 
the products and ideas that excite the 
jewellery market. Moreover, it brings 
global players together for a thoughtful 
dialogue," said Celine Lau, Director of 
Jewellery Fairs, UBM Asia.
Ms Lau continued, "Demand for 
diamonds and gemstones were robust. 
The 17-percent growth in visitor 
numbers from Asia compared to last 

year’s 
edition tells 
us that the 
region continues 
to be the key driver 
in the world’s jewellery 
market. Response to the 
September Fair has been 
overwhelming; buyers 
from the Middle East have 
increased by about 25%, India has 
increased by about 24 percent and 
mainland China up by about 23 percent. 
We also noticed growth in the number 
of buyers from other markets, including 
Africa about 19%, North America about 
12% and Europe about 6%."
Below is a breakdown of visitor numbers 
at the Fair, held at the AsiaWorld-Expo 
from 15 to 19 September and the Hong 
Kong Convention & Exhibition Centre 
from 17 to 21 September:
•	 The	total	number	of	unique	visitors	

(count once in the entire fair period) 
over seven days reached 59,116. These 
visitors came from 157 countries and 
regions in six continents. More than 
131,700 visits were recorded during 
the Fair.

•	Hong	Kong-
based visitors totalled 

17,079, accounting for 
roughly 30 percent of 

the total number of visitors. The rest 
of the visitors: 42,037, or roughly 70 
percent of the overall total, were from 
overseas.

•	 Top	10	sources	of	visitors:	the	largest	
group of visitors from outside Hong 
Kong region came from mainland 
China. At 18,310, this edition marks 
the first time the number of visitors 
from mainland China surpassed the 
number of Hong Kong-based visitors. 
Hong Kong region follows with 17,079; 
India, 3,867; the United States, 2,211; 
Taiwan region, 1,776; Thailand, 1,768; 
Japan, 1,466; the Philippines, 1,093; 
Korea, 1,075; and Indonesia, 920.
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•	 During	the	September	Fair	period,	
eight seminars, one diamond auction, 
one pearl auction and some special 
events, six conferences were held at 
AWE and HKCEC.

Exhibitor’s quotes 
(AsiaWorld-Expo)
"We met over 20 new quality local 
and international buyers at the show. 
We noticed more buyers from Europe 
compared to last year. The visitor 
profile is broad; the fair's large scale is 
impressive. We closed many profitable 
deals during the fair. It’s definitely the 
best B2B jewellery trade event in the 
world. We will participate in June and 
next September editions in 2015. We 
are also considering participating in the 
Shanghai Fair."
– Roongsalk Treerojanan, General 
Manager of Veerasak Gems, a ruby and 
sapphire wholesaler from Thailand, an 
exhibitor at the Fine Gem Pavilion at 
AsiaWorld-Expo
 
"Serious buyers visit the September Fair 
so we can't afford not to participate. The 
fair is bigger than before and the quality 
of visitors is imposing. We are satisfied 
with the business we made, which is 
more than twice than the previous year. 
We will participate both the June and the 
September editions in 2015."
– Dinesh Vaswani, Buyer at Duarte & 
Bastos, a gemstones manufacturer and 
wholesaler from Brazil and exhibitor at 
the Gemstones Pavilion at AsiaWorld-
Expo
 "We are a long-term exhibitor at the 
September Fair and totally agree that this 
fair is very important for all professional 
traders. Most of our top management 
come to the September Fair to network 
and learn from esteemed industry 
experts. We saw a significant growth in 
the number of visitors from mainland 
China and North America.  We will 
certainly participate again next year, as 

well as in the Shanghai Fair."
– Ramesh Virani (Maldar), Managing 
Director of HINI Star Ltd, a 
manufacturer and wholesaler of diamond 
from India, an exhibitor in the Diamond 
Pavilion at AsiaWorld-Expo
 
"The September fair is the world’s largest 
jewellery event. The visitor profile is 
excellent and organiser services are 
brilliant. We got orders from mainland 
Chinese buyers and met some potential 
buyers from that market as well. We will 
continue to support the September Fair 
and also participate the June edition next 
year."
– George Lu, Manager of Chii Lih Coral, 
a wholesaler of coral from Taiwan region, 
an exhibitor in the Gemstones Pavilion at 
AsiaWorld-Expo
 
(Hong kong Convention & Exhibition 
Centre)
"This is my first time to participate in the 
September Fair. I met some Asian buyers, 
particularly from mainland China and 
India. The fair is getting bigger and it’s a 
good platform to explore Asian markets. 
The excellent organiser’s service and 

product sectorisation impressed us 
most. The September Fair is definitely 
the world’s leading B2B jewellery trade 
event. We will participate again in 2015."
– Ruslan Futlikov, Director of Vlasta, 
a manufacturer of gemset jewellery 
from Ukraine, and an exhibitor in the 
International Fine Jewellery Pavilion at 
HKCEC 
"This is the 10th time we participated in 
the September Fair. We met many of our 
target buyers from Russian Federation. 
The fair is large and the security is good. 
The fair's website is informative so we 
visit it regularly for updates. We will join 
again the June and September editions 
next year."
– Munisa Arif, Business Manager of 
Ivy Co Ltd, a wholesaler of diamond 
jewellery and gemset jewellery from 
New York, and an exhibitor in the Fine 
Design Pavilion at HKCEC
"This is our first year at this Fair. We 
met many target buyers from the United 
States, mainland China and Hong Kong 
region. The September Fair is large and 
services available are helpful. We visit 
the fair's website frequently to keep pace 
with the fast-moving market."
– Rafat Szyszko, Owner of Glitter & 
Eva Stone, manufacturer and designer 
of diamond jewellery from Poland, and 
an exhibitor in the Designer Arena at 
HKCEC
 
"We met target buyers from United 
States, Italy and mainland China. 
The fair is large; its mobile app and 
fair website are user-friendly and 
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informative. We will participate again 
next year."
– Simona Pacifici, Production Manager 
at Roberto Demeglio, a manufacturer 
and wholesaler of diamond jewellery and 
jewellery timepieces from Italy, and an 
exhibitor in the International Premier 
Pavilion at HKCEC
 
visitor’s quotes
"This is my sixth visit to the September 
fair. My priority was to visit existing and 
potential new suppliers. The quality and 
variety of products were very good and 
they were competitively priced. I am 
impressed by the shuttle bus service; it 
is very thoughtful of the organiser to 
provide it and the other range of services 
to buyers like me. The fair separates loose 
and finished jewellery, which is a brilliant 
idea. The mobile app is user-friendly; it 
helped facilitate my trip. I do think the 
September fair is the most influential 
B2B jewellery trade event. And from 
this excellent experience, I am planning 
to visit UBM’s Shenzhen, Shanghai and 
Jewellery & Gem Fair - Europe jewellery 
fairs, and definitely, I will visit the 
September fair again next year."
–Marc A. Green, 
Vice Chairman of Lux Bond & Green from the 
United States
 

"We visit this fair regularly. The show 
houses a lot of quality suppliers of 
diamonds and fine finished jewellery; 
services are good and we can acquire 
update market trends here easily. The 
product sectorisation makes it easy for us 
to locate products. We will certainly visit 
again next year, and consider visiting 
Jewellery & Gem Fair - Europe in 2015."
–Suvarna Kadam, 
Director of Beauty Gem, Inc. from India
 "I have visited the September Fair 
many times to meet my existing and 
potential new suppliers of diamonds and 
fine finished jewellery. It’s certainly an 
excellent platform to find new suppliers, 
update myself with the market trends 
and to network. The organiser’s service is 
great, particularly the currency exchange 
service. I will consider visiting UBM’s 
jewellery fairs in Shenzhen, Shanghai 
and Jewellery & Gem Fair - Europe. And 
definitely, I will visit the September fair 
again next year."
–Simon Phillips, 
Director of Lawrence Blunt Ltd from the United 
Kingdom
 
"The September Fair always impresses 
me with the broad product variety and 
exhibitors’ profile. I was able to find 
new suppliers, meet existing partners, 
and update myself with the market 

trends via the insightful special events. 
I was also able to network. The product 
sectorisation, informative fair website, 
and user-friendly mobile apps assisted 
me in locating products. I will visit again, 
definitely."
–Alex Jeyaraj, 
Sourcing Executive at Rosy Blue in Dubai

"To see upcoming market trends and 
meet serious jewellery professionals, 
the September Fair definitely an event 
one can’t afford to miss. I met some 
suppliers of diamonds, fine finished 
jewellery, jewellery timepieces, 
equipment, packaging and technology 
from United States and mainland China; 
they have a wide range of good quality 
products. I will visit again next year and 
consider visiting UBM’s jewellery event 
in Shenzhen, Shanghai and Europe in 
2015."
–Massimiliano Arostinin, 
Director of Picador s.r.l. from Italy
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Leading export companies of Turkish Jewellery 
Sector exhibited at the Hong Kong Jewellery Show, 
among the most important trade shows around 
the world, with a national pavillion organization of 
Turkish Jewellery Exporters’ Association. 
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The jewellery Exporters’ Association 
organized another successful 
national pavillion. Leading 

exporter companies of Turkish jewellery 
sector hosted visitors from all around the 
world at Turkish Pavillion. Organized 
at an area of over 750 square meter at 
Hong Kong Exhibition Center on 17-21 
December 2014, 44 Turkish companies 
exhibited at the Turkish Pavillion. There 
were 63 Turkish exhibiting companies 
in the fair, which was a busy one for our 
exhibiting companies. Vice Chairman 
of Turkish Jewellery Association 
Mustafa Atayık, who talked about the 
organization of national pavilion said: 
“As the Jewellery Exporters’ Association, 
we support all events that help our 
exporters to reach the world. As one 

of the most important trade fairs of 
the world, the Hong Kong Jewellery 
Show is one that we particularly attach 
importance to. We participated with 
63 companies, including 44 
national participants. I can 
say that it was a successful 
fair for our companies. 
We also handed out the 
magazines that we prepared 
to introduce our companies 
and the sector. Together with 
The World Diamond Magazine, 
we handed out the exporters’ guide 
to all 2.000 exhibitors. We will keep on 
supporting our exporting companies 
with the organization of National 
Pavillions in other trade shows in the 
future.”
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SURPRISE! 
by Anthony DeMarco
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(AWE) and the Hong Kong 
Convention & Exhibition 
Centre (HKCEC). The 
AWE housed exhibitors 
of raw materials including 
diamonds, loose gemstones, 
pearls and equipment and 
packaging, while the HKCEC 
housed exhibits of finished 
fine jewellery.
It has earned its place as 
the world’s largest B2B fine 
jewellery trade fair. At this 
point as it defies global 
realities it is threatening to 
become its own economic 
engine.
No one is more surprised 
by these figures as I am. I 
attended the second day 
of the AWE portion of the 
fair and was shocked by 
the crowds who came even 
though the typhoon caused 
the free shuttle surface from 
downtown to be canceled for 
a half-day. The first two days 
of the AWE portion of the 
show, as I reported previously, 
had 11.2 percent growth in 
attendance. People I spoke 
with who attended the AWE 
portion of the fair said crowds 
remained strong throughout.
Meanwhile, I thought the 
first two days of the HKCEC 

portion of the fair was slower 
compared to prior years. 
While still brisk, the overflow 
of crowds didn’t seem to be 
there on opening day and 
the second day seemed even 
slower. By the third day, my 
final day at the show, buyers 
returned with a vengeance. 
Apparently this continued 
during the final two days of 
the event as well.
UBM Asia reported 
17-percent growth in visitor 
numbers from Asia compared 
to last year. Participation from 
the Middle East increased by 
about 25 percent. Wolfram 
Diener, senior VP of UBM 
Asia Ltd., told me that he 
expected fewer buyers from 
the Middle East because of 
the various conflicts, so this is 
very surprising.
Meanwhile, participation 
from India increased by about 
24 percent and mainland 
China was up by about 23 
percent. In other markets 

participation increased: 
Africa by 19 percent, North 
America about 12 percent 
and Europe about 6 percent, 
according to the data. 
The 59, 116 visitor figure 
refers to unique visitors 
recorded over the seven-day 
period of the event, Total 
visits were more than 131,700 
between the two venues. 
About 30 percent (17,079) 
of the crowd was Hong 
Kong based visitors while 
42,037 visitors came from the 
overseas. The top ten visiting 
countries and regions were 
Mainland China (18,310), 
Hong Kong (17,079), India 
(3,867), the United States 
(2,211), Taiwan Region 
(1,776), Thailand (1,768), 
Japan (1,466), the Philippines 
(1,093), Korea (1,075) and 
Indonesia (920).
Through good times and bad 
this continues to be quite a 
show.

UbM ASiA rEpOrtEd 17-pErCENt 
GrOWth iN viSitOr NUMbErS FrOM 

ASiA COMpArEd tO LASt yEAr.

About Anthony 
De Marco 

Anthony De Marco 
is a freelance 
writer and editor 
who travels the 
world covering 
luxury jewellery, 
watches and luxury 

lifestyles. He works as a 
correspondent for Forbes.
com and JewelleryNetAsia. 
In addition, he has his 
own blog covering the 
jewellery and watch industry. 
jewellerynewsnetwork.
blogspot.com.
This article was published 
earlier in the blog section of 
the www. Jewellerynewsasia.
com website. http://www.
jewellerynetasia.com/en-us/
editorial/list?author=Anthony 
percent20DeMarco.

I’ve been a bit obsessed 
with attendance at the 2014 
September Hong Kong 
Jewellery & Gem Fair. Wars 
in the Middle East, sluggish 
European economies, 
uncertain economic aspects 
in the US, the slowing of 
growth in China, and even 
local politics, which now has 
an international stage, all led 
to unexpected outcomes for 
this year’s show.
Even UBM officials hedged 
their outlook in attendance, 
anticipating very modest 
growth for a trade fair that 
seems to have had no limit to 
its potential.

Then came a category 8 
typhoon.
Despite all of this, the 32nd 
edition of the fair concluded 
with a “remarkable” (the 
show’s words and mine) 12 
percent growth in attendance, 
with 59,116 buyers from 157 
countries who were there to 
see the products and services 
of 3,695 exhibitors from 49 
countries and regions.
The September Fair occupied 
135,000 square metres of 
exhibition space in two 
venues - the AsiaWorld-Expo 
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Following the removal of the Special Consumption Tax (OTV) in precious 
stone imports, the first transaction at Borsa Istanbul Precious Metal and 
Precious Stones Market was made.  Making the first transaction for his 
company “On Mücevherat” Ayhan Güner, the Chairman of Jewellery Exporters’ 
Association, stated that Turkey would be one of the important centers in world 
diamond trade with this new OTV regulation.  

FIRST TRANSACTION 
IN ISTANBUl DIAMOND 
ExCHANgE WAS MADE 
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Diamond, one of 
the most precious 
commodities in 
the world, was 

imported without a Special 
Consumption Tax with the 
first transaction made at 
Istanbul Diamond Market 
established under the body 
of BIST-Borsa Istanbul. 
With the removal of taxes on 
diamond which is traded via 
stock market, not only the 
diamond trade is recorded 
but also the jewellers using 
diamond for exports regained 
the competitive advantage 
they lost. Ayhan Güner, 
the Chairman of Jewellery 
Exporters Association, stated 
that the transaction volume 
in Israel, Belgium and Dubai 
diamond markets exceeded 
$100 billion and that Turkey 
would get its share of this pie. 
After Istanbul Gold Exchange 
operating under Borsa 
Istanbul (BIST) our capital 
markets met with Istanbul 
Diamond Exchange and the 
first transaction in Istanbul 
Diamond Exchange  was 
made. Making the first stone 
buying transaction for his 
company “On Mücevherat” 
Ayhan Güner, the Chairman 
of Jewellery Exporters’ 
Association, stated that price 
fluctuations in the world 
markets would be instantly 
seen in Turkey with Istanbul 
Diamond Exchange and that 

by supplying diamond for 
the same price with all the 
world markets, the jewellers 
regained the competitive 
advantage they lost. 
Ayhan Güner, the Chairman 
of Jewellery Exporters 
Association, stated that 
the transaction volume in 
Israel, Belgium and Dubai 
diamond markets exceeded 
$100 billion and that Turkey 
would get its share of 
this pie. Emphasizing the 
importance of the diversity 
of the financial pillars of a 
developing economy, Güner 
said: “Just as those wealthy 
people have such precious 
stones like diamond and 
ruby along with money; 
and just as the treasures of 
emperors of the past become 
more precious with these 
stones, the Turkish economy 
will take an important step 
with diamond trade. With 
the first transaction I will 
make right now for my 
company On Mücevherat,  
I will put those precious 
stones I will import from 
abroad into manufacturing 
processes, will bring added 
value by processing them 
in Turkey and resell them 
abroad. This is support for 
the manufacturer. We used 
to pay OTV for raw material 
we imported. That was a big 
obstacle for manufacturers. 
But today is an important 

historical day for us. We 
have a place in gold export 
in the world yet we had a 
disadvantage in diamond 
jewellery where we could in 
fact create an added value. 
Our government cleared 
the way of our sector by 
removing OTV on precious 
stone import. I hope that the 
sector will benefit from this. 
I would like to point out one 
thing here; The turnover of 
Israel’s Diamond Exchange 
last year was  $17 billion 
and turnover of Belgium 
Diamond Exchange was 
$58 billion. Turkey seeks 
to get clients from both of 
these markets. With this 
law, we are willing to make 
Istanbul a leading city in 
diamond trade. There had 
been a negative public 
opinion created against 
jewellers. Particularly, the 
fact that there was no VAT 

paid for diamond was 
critized. Now, there is VAT 
in diamond. OTV has been 
removed for manufacturers. 
Now, the responsibility is 
on manufacturers. Our 
objective, from now on, 
should be increasing export 
and employment. We want 
to make this place a center 
of manufacturing and 
distribution. We are one of 
the leading and strongest 
countries in gold jewellery 
in the world. And we want 
to be leading and strong in 
diamond jewellery as well. 
Now that we are the largest 
production base in the 
Middle East and Europe. 
Turkey is a great potential. 
We will use this potential. 
This is a historical day for me 
and the sector. We have been 
struggling for ten years on 
this issue. We are extremely 
glad to see the results of 

Mustafa Atayık;  “This new regulation cleared the way for 
diamond jewellery exporters.’’
Mustafa Atayık, Deputy Chairman of Jewellery Exporters’ 
Association, who attended to the signature ceremony at Borsa 
Istanbul, said that what was done today was a milestone for 
the sector and added: “In the past, it was not consumption but 
manufacturing that was taxed. With this new regulation, the 
way for diamond jewellery has been cleared. Now the Turkish 
jewellery sector will have the opportunity to reach significant 
export numbers by using the potential it owns. As The Jewelry 
Exporters’ Association we will continue making projects that 
will contribute to the growth of the sector.”
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our work. If Turkey is to be the financial center of its 
region, it should also be the center of diamond. Israel’s 
annual diamond turnover is $17 billion and Belgium’s 
turnover is $58 billion. And we, on the other hand, are 
talking about $3 billion export. Compare the numbers 
we are talking about. This trade could move into Turkey. 
We are far more advantageous then those countries. 
It is very easy to come to Turkey from Russia, Turkic 
Republics, Iran, Iraq, North Africa.However, you have to 
get a visa and complete a lot of bureaucratic procedures 
to go to Europe. That is not necessary. If we provide the 
conditions provided in Belgium,  the diamond trade in 
this region will move to Turkey. We already have a strong 
infrastructure. In 1-2 years, there will a boost here. We 
will start to bear the fruits of this OTV regulation as of 
the end of next year. This is a long-term process. Now, 
as Jewellery Exporters’ Association, we will invite all 
precious stone wholesalers to  Turkey, organize meetings 
with them. We will ask them to use Turkey instead of 
Dubai. In Dubai, 15 percent of a company is supposed to 
be recorded to a local partner. Therefore, big companies 
and Israeli companies can not enter Dubai. In Turkey, on 
the other hand, it is possible to establish a company in 
just one hour. We have no commercial and legal problems 
as well. All our infrastructure is ready. I would like to 
ask you: “Which is more convenient for a buyer: to fly 
eight hours from Russia to Dubai or to come to Turkey in 
two hours and do the shopping?”. We are advantageous 
in all ways. We will ensure that the whole world knows 
this. We are working hard in all issues. One issue is 
communication. To make our voice heard all around the 
world, we published an English magazine. We sent it to 

all the exchanges in the world. We should inform 
everyone about this system. We have a long way to 
go. Belgium, Israel and Dubai exchanges have a $100 
billion annual trade volume. With this new OTV 
regulation, we want to get our share from this pie. 
Although Turkey has a big potential, we have a 2-3 
billion US$  volume. We aim for a 20 percent share 
from this pie. The future of the sector lies in diamond 
jewellery and it is the sector from which real profit 
can be generated. As in gold jewellery, we will be a 
leading country in diamond jewellery. We started 
distributing this magazine you have at your hand at 
Hong Kong Jewellery Show. In exchange, we collected 
4500 business cards. There are important names in 
this issue such as Alex Popov, Chairman of the World 
Diamond Mark Foundation who have a leading role 
in world diamond industry. We will make our voice 
heard in all kinds of platforms. We are working on an 
internet portal as well. 
Güner, who made a transaction of 284 thousand 
US$  in Istanbul Diamond Exchange, said that the 
diamond trade would show an increasing trend 
in the next day and that not only Turkish people 
but also anyone engaged in diamond trade around 
the world could benefit from this safe trading 
environment. He emphasized that due to easy access 
to Istanbul and advantages of trading in Turkey, many 
businessmen from all around the world will prefer to 
make transactions in Istanbul Diamond Exchange. 
And thus, Istanbul Diamond Exchange will reach a 
significant trading volume in a short time and new 
investment tools could be on the agenda for investors. 
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Çetin Ali Dönmez; “Borsa and sector cooperation 
will develop further’’
Deputy General Director of Borsa Istanbul Çetin Ali 
Sönmez, who attended the press meeting on the 
first transaction made after OTV has been removed 
in precious stones, stated that important works 
would be done with sector-borsa cooperation and 
added: “I would like to thank all the participants 
from the sector, and particularly to Ayhan Güner. 
It is Ayhan Güner doing the first transaction but 
it will continue with others. This is, in fact, an 
indicator showing what we can do when borsa 
and sector cooperate. I would like to thank our 
parlementerians representing in the Grand National 
Assembly of Turkey. They spent big efforts for us 
and an important step has been taken. 

As  Mr.Güner emphasized those precious stones 
on which there used to be an OTV tax implemented 
will be brought into the country without this tax. 
It is only when the product is sold to the client, 
then a VAT will be paid. This is really an important 
moment. This is the first transaction in Borsa 
Istanbul Precious Stone Market. Those who are 
here right now should know one thing: Stones are 
physically here. This business will develop. One 
of the issues we think is bringing those engaged 
in stone business together here. We are moving 
to Kuyumcukent soon. Hopefully, our next step 
will be to do what we can do for palladium and 
platinum in the Grand National Assembly of Turkey 
and to remove VAT from these mines. I hope that 
this OTV regulation will be good for the sector and 
our economy.”



ISRAEl DIAMOND WEEk IS 
A lEADINg, vAlUE-ADDINg 
INTER-BOURSE EvENT

Diamond Week is an ideal 
platform to create added 
value for bourse members 
across the globe.
"While the supply chain for 
diamonds is getting shorter 
and the methods used to sell 
diamonds are changing, the 
way diamantaires do business 
- with each other and with 
clients - basically remains 
the same," Schnitzer noted. 
"Sellers and buyers have that 
simple but essential need to 
meet in person. And to build 
a solid business relationship 

with a buyer, one really needs 
to get to know that person in 
the flesh. Of course, once such 
a relationship in founded, 
they will use many other 
means of communications 
to develop their business," 
Schnitzer said.
The International Diamond 
Week in Israel is organized 
in close cooperation with 
the Diamond Dealers Club 
of New York (DDC) and the 
Antwerp Diamond Bourse 
(Beurs voor Diamanthandel). 
Both exchanges will be 

represented by dozens of their 
members on the IDE trading 
floor in February.
"I am very pleased that the 
concept and format of the 
International Diamond Week 
has taken root so deeply 
and is successful both with 
IDE members and also 
internationally," Schnitzer said. 
"We had a successful week in 
New York earlier this month, 
and it cannot be said too 
often that the DDC President 
Reuven Kaufman and his team 
did a fabulous job.

The Israel Diamond 
Exchange (IDE) is 
inviting members of 

its 29 sister diamond bourses 
affiliated to the World 
Federation of Diamond 
Bourses (WFDB) to take 
part in the February 8-12, 
2015 Winter edition of the 
International Diamond 
Week. IDE President Shmuel 
Schnitzer, who served as 
WFDB President from 1998-
2004 and is also a WFDB 
Honorary Life President, 
said that the International 

IDE president invites members of WFDB 
affiliated bourses to participate
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Blom accepted an invitation to attend from the Israel Diamond 
Exchange (IDE) President Shmuel Schnitzer. World Federation 

of Diamond Bourses (WFDB) President Ernest Blom will 
attend the 2015 Winter edition of the International Diamond 

Week in Israel, to be held February 8-12.

Blom accepted an invitation to attend from the Israel 
Diamond Exchange (IDE) President Shmuel Schnitzer, 
who served as WFDB President from 1998-2004 and is also 
a WFDB Honorary Life President.

 

WFDB HEAD ERNIE 
BlOM TO ATTEND INT'l 

DIAMOND WEEk

Source: www.en.isde.com
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"I am confirming my participation and look forward to seeing 
bourse members from all over the globe doing what they 
know best – conducting business in diamonds," Blom said.

"The WFDB supports initiatives such as the International 
Diamond Week in Israel for the simple reason that it creates 
added value for participating bourse members," Blom noted. 
"Currently, the WFDB-affiliated bourses have a membership 
of about 30,000 diamantaires. Taking into account that 
many of these members operate companies that include 
partners, family members and personnel, we're talking about 
many tens of thousands of people who earn their livelihood 
in association with a bourse member. That creates great 
responsibility and therefore inter-bourse platforms like these 
are very welcome efforts to improve and boost business ties 
between diamantaires."

Schnitzer said that Blom's participation would give the event 
a strong impetus, and encourage members of other bourses to 
join their international colleagues for this event.

"We are currently liaising with bourses around the world 
to make their members aware of February's International 
Diamond Week in Israel," Schnitzer said. "To lower the 
threshold, we are offering four free nights in the venue hotels 
near the exchange complex in Ramat Gan and we urge our 
colleagues not to miss this great networking and buying 
opportunity."

The International Diamond Week in Israel is organized in 
close cooperation with the Diamond Dealers Club of New 
York (DDC) and the Antwerp Diamond Bourse (Beurs 
voor Diamanthandel). Both exchanges will be represented 
by dozens of their members on the IDE trading floor in 
February.



THE NExT BIggEST 
CONSUMER OF DIAMOND 
JEWEllERy IS...

For decades, the USA, with 
consumption at around 40% of 
global sales by value, remained 
the world’s biggest consumer 

market for diamond jewellery. But, with 
changing economic scenarios, life styles 
and fashion, the developing centres like 
China and India are catching up and 
how! Both the consuming centres, India 
and China continued to grow y-o-y in 

the past few years. It is estimated that 
Chinese diamond jewellery demand 
grew at 32% and India at 22% compound 
annual growth rate between 2005 and 
2011. However, both the countries 
registered just 10% growth in 2012 
and 2013, due to a slowdown. But now, 
with the economies of China and India 
showing signs of growth, it is predicted 
that by 2020 there will be a boost in 

demand for diamond jewellery to even 
exceed the American market that is 
moving distinctly towards electronic 
gadgets and other luxuries.

During the recent Hong Kong Fair, 
Indian exhibitors were happy with 
the response, indicating that loose 
polished diamonds were in good 
demand, especially the small stones. 

Aruna Gaitonde, 
Rough & Polished
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China, a comparatively new market for 
diamond jewellery, was slow in growth 
take-off, like India. Again, like India, 
China traditionally is more into gold 
jewellery; so much so that a few months 
ago China’s import and consumption of 
gold exceeded the world’s biggest gold 
consuming country, India!  According 
to Moscow-based consulting firm, Bain 
& Co., China is currently the world’s 
second-largest diamond market, next 
only to US. And is this scenario in a 
transition period, with India and China 
in their race to become the largest 
consumer? Probably so... going by the 
rate at which the demand for diamond is 
growing in both the countries.

Clearly, the choice for diamond 
jewellery has been on the rise in both 
the countries in recent times, which is 
attributed to various reasons including 
the influence of western life style, as well 
as increase in purchasing power of the 
middle-class. To cash in on the changing 
scenario, mining companies like Rio 
Tinto and De Beers are undoubtedly 
putting in all efforts to promote 
diamonds in China and India. Rio Tinto, 
for instance, is continuously on the road 
to meet China’s growing and changing 
demand for diamonds. When the rare 
red, blue and pink gems (Argyle’s gems), 
debuted in Hong Kong recently, Alan 
Davies, CEO, Argyle (Diamond and 

mineral division)   was said to have been 
extremely positive and predicted that 
China is expected to grow strongly into 
the next decade- a sentiment also held 
by many analysts and market watchers 
around the world.

China’s potential can also be gauged by 
the many diamond-marketing initiatives 
launched by Rio Tinto in recent years. 
During one of the launches, Jean-
Marc Lieberherr, Managing Director 
of Rio Tinto Diamonds pointed out 
that ‘increasing wealth will continue to 
underpin China's demand for diamond 
jewellery which is in strong demand as 
a fashion accessory.’ So, now diamond 
jewellery purchasing in China has gone 
beyond the solitaire engagement ring 
or even the bridal sets. The diamond 
fashion-jewellery market in China 
shows tremendous growth, creating 
opportunities for purchasing diamonds 
of all sizes and colours. The same pattern 
seems to follow suit in India, where 
fashion seems to play a major part in 
diamond jewellery consumption.

Chinese consumers in the past were 
often known to be the most discerning 
and consumed better quality gems of the 
highest grade. Today, however, market 
forces have brought about a change. 
China, which until recently focused on 
high-end engagement rings and wedding 

jewellery, soon showed enormous 
demand for every-day entry-level 
diamond jewellery, too. This triggered 
the demand for smaller stones, as seen in 
recent fairs and shows. In addition, high-
end as well as coloured diamonds are in 
good demand as well.

So, the bigger picture reveals that China 
is a potential market for  ‘diamonds’, 
whatever the type, colour, size, etc., they 
might come. Coloured diamonds are 
supposedly a big hit with the younger 
generation in China, who prefers them 
for their everyday use as well. Mining 
major Rio Tinto proclaimed in its study, 
that Chinese tastes in diamond jewellery 
are shifting fr om an emphasis on large 
white gems to more coloured rocks, even 
for everyday wear.

Of late, Indians are showing an even 
greater appetite for diamonds than 
ever before. The country’s middle-class 
households spend an average of twice 
the amount on diamond jewellery as 
their Chinese counterparts. Some of 
the leading Indian jewellers, who have 
catered to the domestic retail sector for 
decades and have seen the changes in the 
demand pattern, have this to say. “The 
consumer is more aware about jewellery 
today than in the past. Today an Indian 
connoisseur has a greater sense of style 
and design than before owing to the 



global exposure. The jewellery 
as a buying category is no 
longer confined within the 
domains of weddings. This 
has led to a great surge in the 
demand of diamond jewellery 
in the recent past,” says Sulish 
Verma, managing Director 
of Vikas Chain & Jewellery 
(P) Ltd. of Delhi (India). He 
also adds, “There has been 
a humungous growth in the 
Indian domestic jewellery 
market over the past few 
years. Purchasing power 
of the people has shot up 
immensely thanks to the 
growing economy of the 
country. Though the domestic 
jewellery market has grown 
a lot over the years, I still feel 
the ‘high tide’ is yet to come. 
Interest in investment options 
is also on the rise.”

This trend is expected to 
take a tremendous upward 
curve as a prediction in price 
rise, especially in diamonds, 
is anticipated during the 
current and future years. It 
is forecasted that the Indian 
jewellery market will cross 
500,000 crore by 2018 from 
the current level of around 
250,000 crore.

The Chinese market for 
diamonds registers annual 
sales of more than US $9 
billion on an average. Lower 
taxes and tariffs on diamonds 
have helped in the growth 
as well, but analysts see 
further scope for growth in 
China as most of the Chinese 
population still do not own 
a diamond and would aspire 
to do so in the years to 
come. And, as a population 
obsessed with fashion, there 
is always a possibility that 
a Chinese would go in for 
diamond jewellery as soon 
they can afford one, making 
diamond jewellery the 
fastest-growing discretionary 
purchase. The availability of 
quality certificates is the top 

determinant of store choice 
for shoppers in China.

In India, diamonds are the 
country’s second fastest-
growing discretionary 
purchase, trailing only after 
mobile phones. The diamond 
engagement rings culture too 
has become a norm. Today, 
more than 90 percent of 
India’s affluent women own 
diamond jewellery, with rings 
and earrings being the most 
preferred pieces. Women, 
who belong to the lower-
income strata, too possess 
necklaces, pendants and 
bracelets in their jewellery 

collections. Traditionally 
solitaires, usually set in a 
yellow gold band, are mainly 
purchased for wedding and 
engagements.  With the 
Indians’ love for jewellery, it’s 
not surprising that there are 
more than a jaw-dropping 
300,000 jewellery stores 
in India. This is said to be 
seven times more than in 
the entire USA and six times 
more than in China. In India, 
independent retail stores dot 
the country’s landscape but 
in recent years, large national 
chains have cropped up 
across India.

Interestingly, people in India 
and China are quite similar 
in terms of spending styles 
too, and one can clearly see 
that diamond jewellery is 
still the preferred purchase 
ahead of any other luxury 
items or vacation. They also 
treasure their diamonds as 
wealth and as an investment. 
In China and India (both 
developing markets), 
diamond jewellery is at the 
top of most women’s lists 
of preferred and favourite 
gifts. Chinese women, unlike 
Indian women, associate 
diamonds with eternity.  For 
Indian women, diamonds 
carry a strong monetary 
association as well as a 
positive emotional charge.

At a conference in India 
some months ago, Kent 
Wong, MD of Chow Tai 
Fook Jewellery Group said, 
“China’s culture is similar to 
India and that consumers 
behave in somewhat same 
way as in purchasing 
jewellery for festivals, 
marriages and look for value 
for money.” He also said 
that China’s capita income 
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and consumption has grown 
200% and that there are a 
large percentage of affluent 
consumers nowadays. Wong 
maintained that China is 
the biggest online jewellery 
market in the world, going 
by the success of his on-line 
venture.

Another speaker at the 
same conference, Michael 
Huang MD, Diamond Index 
Group said that people 
in China were passionate 
about diamonds and that 
the demand for engagement 
rings has raised y-o-y in 
the country. Demand for 
diamonds per se has risen 
as more young and middle 
class are purchasing high-end 
diamond jewellery. According 
to Michael, everyday 
jewellery like rings, earrings, 
etc., are also in very high 
demand in China throughout 
the year.

In the year 2013, demand for 
diamonds in China grew in 
popularity as affluent Chinese 
opted for diamond jewellery.
This registered a 30% growth 
in China’s jewellery sector, 
from 25 percent in 2008. 
Though the year 2012 saw 
a slowed down in demand, 
China jumped to become 
the world's second-largest 
diamond consumer in 2013, 
buying 10% of the world's 
production,  ranking behind 
the U.S., which buys 38 to 
40% of the world's diamonds.

Kent Wong, MD of Chow Tai 
Fook, forecasted that by 2020, 
China will account for 29 
percent of the global diamond 
market, while the U.S. share 
will shrink to 30 percent. “In 
my opinion, diamonds are 
the only imported product 
that can obtain a long-lasting 
popularity in China,” said Sun 
Feng Min, administrative vice 
president of the Gems and 
Jewellery Trade Association of 

China (GAC).It is predicted 
that by 2015, the annual 
turnover of the Chinese total 
jewellery market will be 
approaching $50 billion- 
wh ere diamond 
jewellery can 
capture a big 
chunk of the pie.

According 
to Gems & 
Jewellery Trade 
Association of 
China, China is 
likely to become 
the biggest consumer 
market in the world for 
jewellery by 2020. The 
Chinese market, which 
is growing at 50-60%, 
will offer wide range of 
possibilities for the global 
diamond and jewellery 
market. Currently, however, 
the higher-value diamonds 
like 1 carat and above 
comprises just 10% of the 
market. In other words, there 
is a huge potential waiting to 
be tapped for smaller stones 
and entry-level diamond 
jewellery.

However, when it comes to 
Indians, their ‘love affair’ 
with diamonds is from time 
immemorial. And demand 
for diamond jewellery in 
India will exist as long as 
people love to celebrate or gift 
or even just make themselves 
happy by gifting themselves. 
As Colin Shah Managing 
Director of Kama Schachter 
Jewellery Pvt. Ltd, of India 
points out, “India’s appetite 
for diamonds will never 
dry” and adds, “The Indian 
consumer has come a long 
way. The change in lifestyle, 
way of living, spending 
power, and disposable 
income play important role 
in the way purchases are 
made.”  With diamond prices 
also rising steadily over the 
last few years, many people 
are beginning to look at the 

stones as an investment 
product as well. However, as 
not all diamonds have resale 
value, the price jumps and 
the value lie in the bigger 
diamonds that come with a 
certificate.

The Indian diamond 
jewellery market is pegged 
at almost $8.5 billion with 
the year-over-year increase 
of around 15-20 per cent. 
But prices for diamonds 
have increased by 80% in 
the last three years, said 
Jignesh Mehta, managing 
director of Mumbai-based 
jewellery company, Divine 
Solitaires.“Returns are 
expected to remain strong 
because the supply of 
diamonds is far outstripped 
by demand,” Jignesh adds.

As in China, in India too 
fashion preference is also 
changing buying patterns, as 

diamond is considered more 
stylish than gold. In the past 
2 to 3 years, profitability on 
gold came down drastically 
and Indian 

jewellery 
retailers began 

peddling more 
diamond jewellery 

as the margins were 
better. According to 

Jignesh, “The total diamond 
jewellery market in India 
is estimated at Rs. 46,500 
crores. Of this, the market for 
solitaire diamond jewellery 
is estimated around Rs. 
23,000 crores. The market 
for solitaire diamonds is 
estimated to increase to Rs. 
90,000 crores by 2017.”  The 
future for diamond jewellery 
market in India looks bright 
indeed.
Today, the demand for 
diamonds in the Indian 
market has never been 
stronger! The Indian market 
which has shown a collective 
growth of 50% in the past 
two years and according to 
performance statistics it has 
once again shown a 20% 
growth this fiscal.  India has 
become the fastest-growing 
market for De Beers. “It’s 
now a priority market for 
us,” said Forevermark CEO 
Stephen Lussier at a launch 
some months ago. “It’s also 
the most extravagant market 
in terms of its diamond 
designs. Women wear such 
extraordinary pieces. You 
wouldn’t see that in Europe 
unless you were having 
dinner with the Queen,” he 
added.

That’s India for you! 



Borsa İstanbul to host a training program on responsible 
supply chain of minerals from conflict-affected and high-

risk areas in cooperation with OECD.
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high-risk areas. Its objective 
is to help companies respect 
human rights and avoid 
contributing to conflicts 
through their mineral 
sourcing practices. The 
Guidance is also intended to 
cultivate transparent mineral 
supply chains and sustainable 
corporate engagement in 
the mineral sector with a 
view to enabling countries 
to benefit from their mineral 
resources and preventing 
the extraction and trade of 
minerals from becoming a 
source of conflicts, human 
rights abuses, and insecurity. 
With its Supplements on 
Tin, Tantalum, Tungsten 
and on Gold, and in order 
to trade in those minerals, 
the Guidance provides 
companies with a complete 
package to source minerals 
responsibly, supports peace 
and development, and avoids 
contributing to conflicts. 
Due diligence is an on-going, 
proactive and reactive process 
through which companies 
can ensure that they respect 
human rights, and can also 
help companies to ensure 
that they comply with 
international and domestic 
laws. 
The Guidance is accepted 
as an international standard 
on responsible supply of 
minerals. On August 22, 
2012, the US Securities and 
Exchange Commission 
recognized the OECD 
Guidance as an international 
framework for due diligence 
measures undertaken by 

Borsa İstanbul 
is organizing 
an important 
training program 

on November 26 and 27 
in Kuyumcukent İstanbul, 
about responsible supply 
chains of minerals from 
conflict-affected and 
high-risk areas with the 
participation of the OECD 
experts as trainers and 
50 representatives from 
jewellery sector and related 
public authorities as 
participants. Prior to the 
special training program, 
Borsa İstanbul signed an 
agreement with the OECD 
for translating “OECD Due 
Diligence Guidance for 
Responsible Supply Chains 
of Minerals from Conflict-
Affected and High-Risk 
Areas (the Guidance)” into 
Turkish and publishing it. 

The Guidance was translated 
into Turkish and will be 
delivered to the participants 
of the training program. 
Additionally, Borsa İstanbul 
is planning to deliver the 
Guidance to the most 
important actors in the 
Turkish jewellery sector. 
Also, the soft copy of the 
Guidance will be put on 
Borsa İstanbul and OECD 
websites. 

The OECD Due Diligence 
Guidance is the first 
example of a collaborative 
government-backed multi-
stakeholder initiative on 
responsible supply chain 
management of minerals 
from conflict-affected and 

companies that are required 
to file a conflict minerals 
report under the final rule 
implementing sec 1502 of 
the Dodd-Frank legislation. 
The US Department of State 
endorses the Guidance and 
encourages companies to 
draw upon it as they establish 
their due diligence practices. 
The United Nations Security 
Council resolution 1952 
(2010) supports taking 
forward the due diligence 
recommendations contained 
in the final report of  the 
UN Group of Experts on 
the Democratic Republic of 
the Congo, which endorses 
and relies on the OECD 
Due Diligence Guidance. 
On May 25, 2011, an 
OECD Recommendation 
on the Due Diligence 
Guidance was adopted by 
the Council at Ministerial 
level and subsequently was 
amended on July 17, 2012 
to include a reference to the 
Supplement on Gold. While 
not legally binding, the 

Recommendation reflects 
the common position and 
political commitment of the 
OECD members and non-
member adherents.
The Guidance provides 1) an 
overarching due diligence 
framework for responsible 
supply chains of minerals 
from conflict-affected and 
high-risk areas; 2) a model 
mineral supply chain policy 
providing a common set 
of principles; 3) suggested 
measures for risk mitigation 
and indicators for measuring 
improvement which upstream 
companies may consider with 
the possible support from 
downstream companies; 
and 4) two Supplements on 
tin-tantalum-tungsten and on 
gold tailored to the challenges 
associated with the structure 
of the supply chain of these 
minerals. The Supplements 
contain specific due diligence 
recommendations articulated 
on the basis of companies’ 
different positions and roles 
in their supply chains.

Five-Step Framework for Risk-Based Due 
Diligence in the Mineral Supply Chain 
which is given in the Guidance is as 
follows:

STEP 1: Establish strong company management systems 

STEP 2: Identify and assess risks in the supply chain

STEP 3: Design and implement a strategy to respond to 
identified risks

STEP 4: Carry out independent third-party audit of 
refiner’s due diligence practices 

STEP 5: Report annually on supply chain due diligence.
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SIxTH EDITION OF ANTWERP 
DIAMOND TRADE FAIR TO BE 
HElD FEBRUARy 1-3, 2015 
The organizers of the Antwerp Diamond Trade Fair (ADTF)  announced  the  
2015  dates  of  this  unique by invitation only international loose diamond 
trade show. The sixth edition of the ADTF will open its doors on Sunday, 
February 1st, and close on Tuesday, February 3. The ADTF's dates are in sync 
with  those  of  other prestigious jewellery industry events in the region and 
thus enable visitors to the ADTF to plan their itineraries effectively.
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The ADTF, a joint initiative of the 
Antwerp Diamond Bourse, the 
Diamond Club of Antwerp and the 
Antwerp Diamond Kring exchanges, 

is held on the bourses'diamond trading floors 
which are converted into three elegantly designed 
exhibition spaces for the event, hosting around 90 
of Antwerp's leading diamond manufacturing and 
trading firms, displaying a very wide variety of 
polished diamonds.
"Since its inception in 2010, the Antwerp 
Diamond Trade Fair has evolved into a unique 
opportunity  for jewellery manufacturers, 
designers and retailers to source their diamonds 
in the world's diamond capital," David Pienica, 
a founding member ofthe ADTF organizing 
committee, stated. "It has also become an 
important event on the itinerary of many 
international jewellers and downstream diamond 
buyers, who, a month or so after the close of 
the winter holiday season, are making plans for 
the new year and stocking up on diamonds," he 
added.

Pienica also said that the ADTF was looking 
forward to welcoming many new, first time 
visitors to the diamond district in February. "Many 
jewellers know about Antwerp, and may have 
done business with Antwerp diamond suppliers. 
But still a lot of the world's leading jewellery 
manufacturers, designers and retailers have 
never set foot in Antwerp, let alone discovered 
the almost unlimited supply and choice of 
diamonds offered by Antwerp's diamond business 
community. The ADTF is a perfect opportunity 
for visitor to meet with us," Pienica concluded

PANAMA: NOVEMBER 12, 2014 – The Panama Diamond 
Exchange has announced the appointment of Judy Meana as the 
organization’s vice president. Ms. Meana, who until today has 
served as PDE’s Director of Communications, will be responsible 
for the Latin American diamond bourse’s overall marketing 
and communications strategy and operation. She is the first 
women internationally ever to have been appointed as a diamond 
exchange vice president. 
Prior to joining PDE, Ms. Meana was the Panamanian 
Communication Manager of the multinational electric company 
Union Fenosa. She also served as Panama’s government 
spokesperson during two presidential terms, as Communications 
Director of the Ministry of Government and Justice and 
Communications Director of the Ministry of the Presidency. 
During this period, she was invited by the U.S. Southern 
Command to Washington, D.C., for training in information 
management in security and crisis situations. 
Ms. Meana began her career as a journalist at the age 19 as 
a news anchor and television reporter, earning a National 
Journalism Award. She was the recipient of a Spanish 
government scholarship for journalists from Latin America to 
study journalism and news programming production in Madrid. 
“We are most fortunate to have a person with Judy’s knowledge 
and talent with us at the Panama Diamond Exchange,” said 
Eli Izhakoff, PDE’s Founding Chairman. “With a wealth of 
experience in both the corporate and government sectors, she is 
uniquely equipped to lead PDE’s communications and marketing 
effort.” 
“I am most excited to be taking on this new challenge,” Ms. 
Meana said. “PDE is breaking new ground in Latin America, and 
we believe it will transform the region’s diamond, gemstone and 
jewellery sectors, accelerating growth and creating a range of 
business opportunities. We are on the cutting edge, and that is a 
wonderful privilege.” 
As Latin America’s only WFDB-recognized diamond bourse, the 
Panama Diamond Exchange is the anchor of the $200 million-
Panama Gem & Jewellery Center, the largest and most ambitious 
development project ever undertaken on behalf of the jewellery 
and gemstone trades in the region, which today is worth $8 
billion, and comprises 11,500 retail jewellery outlets located in 20 
countries and 23 islands. The first phase building of the Panama 
Gem & Jewellery Center is scheduled to be ready by the end of 
the year, with up to 61 companies from Latin America and other 
trade centers worldwide scheduled to take up residence in the 
facility.
The entire complex will be located in the Vaguil Free Zone, which 
was established by an act of the Panamanian parliament for the 
benefit of the international gem and jewellery trade, and exempts 
transactions conducted within its area from payments of customs 
duties and taxes, and corporations registered in the Free Zone 
from paying company tax.

JUDy MEANA 
APPOINTED vICE 

PRESIDENT OF 
PANAMA DIAMOND 

ExCHANgE 
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Anything goes 
at the Auction 
Houses 
This
year
By Anthony De Marco
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Once upon a time 
not so long 
ago, colourless 
diamonds ruled 

the auction world. However, 
during the past few years 
there was change as those 
with money to invest in high-
priced gems and jewellery 
discovered that coloured 
diamonds are more rare 
and more diverse than their 
colourless counterparts. 

This year, as the auction 
season heads for its year-end 
frenzy, anything seems to go. 
The recent Christie’s auction 
in New York and the two 
upcoming sales in Geneva are 
seeing demand in coloured 
and colourless diamonds, and 
in coloured gems.

Make no mistake there isn’t 
a lot of risk taking. The gems 
I talk about are of the rare 
variety with pedigree of 
ownership, origin or both.

At the recent Christie’s 
New York Important Jewels 
auction, seven of the top 
ten lots sold were colourless 
diamonds, with five of the 
lots selling for more than 
$1 million. The top lot was 
a 101.36-carat, cushion-cut, 
L-colour, VS2 diamond that 
sold for $4.98 million, or 
$49,100 per carat.

Also among the top 10 sales 
was a 63.65-carat Ceylon 
sapphire on a ring flanked 
two half-moon diamonds, 

mounted in platinum by 
Tiffany & Co. This sold for 
$587,000, smashing its high 
estimate of $150,000.

Carrying the theme of 
coloured gems, two of the 
top lots at the November 12 
Sotheby’s Geneva November 
12 Magnificent Jewels and 
Noble Jewels sale will be the 
8.62-carat “Graff Ruby.” The 
cushion-shaped Burmese 
stone is estimated to fetch 6.9 
million to nearly 9.2 million. 
Another item of note is a 
27.54-carat Kashmir sapphire 
estimated to fetch $3 million 
to $6.1 million. The stone 
exhibits a saturated velvety 
blue colour, combined with a 
very high purity, according to 
the auction house. 

The Christie’s Geneva 
Magnificent Jewels sale 
on November 11 will have 
several exceptional pieces of 
jewellery with royal pedigree 
but the top lot is a sparkling 
pair of Bulgari pear-shaped 
coloured diamond ear-
pendants with a pre-sale 
estimate of $12 million to $15 
million.

The ear pendants, which 
the auction house is calling 
“A Bulgari Masterpiece,” 
feature a 6.95-carat, pear-
shaped fancy vivid blue 
diamond and a 6.79-carat, 
pear-shaped fancy vivid pink 
diamond. Both statement 
diamonds are detachable. It 
is an exquisite jewellery piece 

with exceptional materials, 
craftsmanship and design. 
It highlights the beauty 
and versatility of coloured 
diamonds.

Also among the many 
highlights of the Christie’s 
sale is “Blue Belle of Asia,” 
the fourth largest faceted 
sapphire in the world. The 
cushion shaped Ceylon 
sapphire of 392.52 carats 
has an estimate of $7 to $10 
million.
In addition, there’s a 
23.66-carat Burmese ruby 
mounted by Cartier, known 
as “The Queen of Burma.” It 
was purchased at Cartier in 
London on November 1937 
by the Maharao of Cutch 
(1866-1942). Its estimate is 
$5.5 - $7 million.

There still appears to be 
plenty of people willing 
to spend big bucks on 
something of beauty and 
value.

About Anthony De Marco 
Anthony De Marco is a freelance writer and editor who 
travels the world covering luxury jewellery, watches 
and luxury lifestyles. He works as a correspondent for 
Forbes.com and JewelleryNetAsia. In addition, he has 
his own blog covering the jewellery and watch industry. 
jewellerynewsnetwork.blogspot.com.
This article was published earlier in the blog section of 
the www. Jewellerynewsasia.com website. http://www.
jewellerynetasia.com/en-us/editorial/list?author=Anthony 
percent20DeMarco.

This year, as 
the auction 
season heads 
for its year-end 
frenzy, anything 
seems to go. The 
recent Christie’s 
auction in 
New York 
and the two 
upcoming sales 
in Geneva are 
seeing demand 
in coloured 
and colourless 
diamonds, and 
in coloured 
gems.
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ANTWERP DIAMOND SECTOR’S 
OCTOBER FIgURES DROP SlIgHTly 
DUE TO HOlIDAy SEASON 
The Antwerp diamond sector’s trade figures in October decreased slightly compared to the same 
month last year. Figures show that slightly fewer polished diamonds were traded, but the value of 
diamonds traded was higher compared to the value of polished diamonds traded in October last 
year. Rough diamond trade figures also show a decline compared to October 2013, but the first 
ten months of the year as a whole do show an increase. 

The drop in trade figures for October compared 
to the same month in 2013, was to be expected. 
Both the Jewish holidays of Sukkot and Simchat 
Torah and the Indian festival Diwali took place 
in October this year, as opposed to last year’s 
celebrations in September and November, 
respectively. 
Imports of rough diamonds dropped by 13.16 
percent and exports by 19.33 percent. A decline 
was also visible in value, amounting to a dip by 0.92 
percent and 16.01 percent, respectively. Compared 
to October of last year, fewer rough diamonds 
were traded on the Antwerp market, but the stones 
traded were higher in value. A comparison of the 

first ten months of 2014 and the 
same period in 2013 shows that 
both rough import and export 
figures have increased in terms 
of volume as well as value. In 
general, the rough diamond 
market is faring better than last 
year. 
The polished diamond trade 
was also influenced by the 
timing of the holidays, showing 
a downturn in the volume of 
goods traded. Both import 
and export figures of polished 
diamonds decreased by 20.11 
percent and 10.79 percent 
respectively. As was the case for 
rough diamonds, the decline 
in value for polished stones 

was smaller, indicating that 
the traded goods were more 
expensive. Compared to the 
first ten months of 2013, fewer 
polished diamonds were traded 
on the Antwerp market in the 
first ten months of this year, 
but the stones traded were 
more costly. In value terms, 
imports rose by 4.76 percent 
and exports by 5.16 percent 
compared to the first ten 
months of 2013. The majority 
of imported goods originated 
from India, Hong Kong and the 
United Arab Emirates. Polished 
diamonds were mainly exported 
to Hong Kong, the United States 
and the United Arab Emirates. 
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Colorful flowers that beautify our world, lilacs as the 
subjects of songs, red roses as an expression of our love, 

tulips as the symbols of magnificence, elegant 
orchids, water lillies, nightpleasures, 

bees making honey, butterflies each of 
which are color symphonies, cicadas, dragonflies, and 
birds are going to extinct and future generations will only 
know them in old pictures and gold jewelry. Please treat 
the nature well and become more sensitive about global 
warming...

Global 
Warming
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INHORGENTA MUNICH has been the international platform for jewellery, 
watches and lifestyle brands for more than 40 years, presenting not only a wide and 
multifaceted product range but also showing current developments and trends. In 
2015, the new Trend Forum will deal with the future of the industry and provide 
a glimpse into the upcoming jewellery collections. This time, “Made in Germany” 
has been adopted as the motto of the Inspiration Lab. The Seminar Program 
will cast a critical eye on smartwatches as a “Danger or chance?”.  Finally, in the 
Jewellery Store 2050, the future will become the present, and it will be shown how 
jewelers can position themselves as a brand.

segment. “Technology & 
Bijoux” and the informative 
Watchmaker’s Forum will 
be showcased in Hall A2. 
The restructured Hall B1 
“Selection” will accommodate 
exclusive premium exhibitors, 
as usual. The former lifestyle 
Hall B2 “Jewellery” will 
present classic jewellery and 
numerous national pavilions. 
Exhibitors of loose gemstones 
and diamonds can be found 
in Hall C1 “Carat”. Hall C2 
“Contemporary Design & 
Vision” will be synonymous 
with contemporary 
jewellery creations and 
offer the framework for the 
“Inspiration Lab” under the 
motto “Made in Germany”.

Innovations – Trend Forum
In 2015, the Trend Forum 
will be set up in Hall C2 
“Contemporary Design & 
Vision”. Here, a platform will 
be established where visitors 
can gather information on 
forward-looking trends 
of the industry.  Inspired 
by fashion, the arts and 
architecture, the Trend 
Forum will accommodate 
discussions about current 
trends which could also have 
effects on the collections of 
2016. Trend collages with the 
latest jewellery collections 
will serve as a source of 
inspiration. In addition, light 
will be shed on the central 
question of the future of 
the jewellery market and its 
development.

Innovations – exhibitions and 
special shows
As this year, the “Inspiration 
Lab” will represent a 
highlight also in 2015. Hall 
C2 will feature a specially 
arranged seminar space 
on which all events such 
as symposia, lectures, 
workshops, exhibitions and 
presentations will be held. 
It is planned to provide a 
comprehensive overview 
of the topic of “Made in 
Germany”, among other 
things. With an emphasis 
on its own home country, 
INHORGENTA MUNICH 
2015 will introduce well-
known German designers, 
manufactures, producers 

INHORGENTA MUNICH 
has been the international 
platform for jewellery, 
watches and lifestyle brands 
for more than 40 years, 
presenting not only a wide 
and multifaceted product 
range but also showing 
current developments and 
trendTs. In 2015, the new 
Trend Forum will deal with 
the future of the industry 
and provide a glimpse into 
the upcoming jewellery 
collections. This time, “Made 
in Germany” has been 
adopted as the motto of the 
Inspiration Lab. The Seminar 
Program will cast a critical 
eye on smartwatches as a 
“Danger or chance?”.  Finally, 
in the Jewellery Store 2050, 
the future will become the 
present, and it will be shown 
how jewelers can position 
themselves as a brand.
 
Innovations – hall 
consolidation 
As at previous editions, Hall 
A1 will be synonymous with 
the world of watches and 
lifestyle in all its diversity in 
2015.  In order to offer an 
even more clearly arranged 
presentation space, the 
exhibitors of Hall B3 
“Lifestyle – Trends & Vision” 
will be integrated into the 
Halls A1 and B2. In the 
course of this realignment, 
the designations for the 
halls will be slightly adapted: 
Hall A1 “Timepieces & 
Lifestyle” will be extended to 
include the lifestyle jewellery 
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and refining companies 
here. Thus, the focus is 
on the German makers in 
the jewellery and watches 
industry and on appreciating 
Germany as a leading 
design country. As in the 
previous year, well-known 
international experts and 
renowned speakers will 
be guest participants at 
symposia, forums and talks. 
 
Innovations – INHORgENTA 
MUNICH Seminar Program
The Events Program takes 
up issues like “Trends 2016”, 
“Smartwatches” and “The 
Jewellery Store 2050“. New 
possibilities of customer 
presentation are shown on a 
virtual tour and by means of 
state-of-the-art presentation 
techniques. Introduced 
in 2014, the International 
Pearl Symposium will be 
held during the morning of 
Saturday 21 February 2015, 
followed by the lectures 

on the topics of “Made 
in Germany” within the 
framework of the “Inspiration 
Lab” in Hall C2. Experts 
will provide an overview 
of the developments of the 
watchmaking industry at the 
Future Marketing Summit 
“The watch of the future”. In 
this context, reporting will 
also cover the growing market 
for smartwatches which 
may become an important 
trendsetter for the industry. 

 Innovations – visitor specials 
and services 
INHORGENTA MUNICH 

offers a comprehensive 
program for visitors, 
including special offers by the 
German Railways (Deutsche 
Bahn) for travelling to the 
trade show, besides room 
allotments in partner 
hotels. The INHORGENTA 
MUNICH Card offers many 
specials: entry on all days 
of the trade show, including 
use of the Munich public 
transportation system 
(MVV), the lounge or the 
cloakroom, the airport shuttle 
and many benefits granted 
by partners on site or in 
the city. In addition, there 

is a possibility of getting a 
20 percent discount on all 
culinary delights offered on 
the exhibition grounds.  

voices on INHORgENTA MUNICH
The Swiss consultant and 
goldsmith Marika Müller 
of Juwelier Lohri says: “We 
are very keen on visiting 
INHORGENTA MUNICH 
because it provides a good 
overview of the latest 
products on the market. 
In addition, you can often 
find products with a special 
flair there. Particularly 
smaller exhibitors with their 
innovative ideas and trends 
are very interesting and 
inspiring. And, what is more, 
we love Munich with its 
charm”.
Also Till Schoeffel, Managing 
Director of Schoeffel GmbH, 
attaches great importance to 
INHORGENTA MUNICH 
as a platform: “Measured in 
terms of the very complex 
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AS thiS yEAr, thE “iNSpirAtiON LAb” 
WiLL rEprESENt A hiGhLiGht ALSO 

iN 2015. hALL C2 WiLL FEAtUrE A 
SpECiALLy ArrANGEd SEMiNAr SpACE ON 
WhiCh ALL EvENtS SUCh AS SyMpOSiA, 

LECtUrES, WOrkShOpS, ExhibitiONS ANd 
prESENtAtiONS WiLL bE hELd.
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economic situation for luxury brands 
we are altogether satisfied with the 
visitor frequency at our booth and 
the quality of the contacts for the year 
2014. INHORGENTA MUNICH has a 
long tradition for us and enables us to 
maintain an intensive dialogue with our 
customers. Here, we cultivate personal 
contacts in a focused but very relaxed 
atmosphere”.
Benno Heinzer, owner of the 
Goldschmiede Benno Heinzer 
goldsmiths from Switzerland 
is looking forward to the next 
INHORGENTA MUNICH: “It is with 
pleasure that we travel to Munich to 
attend INHORGENTA MUNICH. 
We appreciate the trade show’s 
clear structure, the diversity of the 
exhibitors and the special ambience 
that emanates from the beautiful 
decoration of the exhibition halls. The 
different specialist lectures offered 
at INHORGENTA MUNICH are 
also very interesting for us. We look 
forward to February 2015”.        
Rainer Hering, Managing Director 
Juwelier Vogl Company in Würzburg: 
“We take advantage of our annual visit 
to INHORGENTA MUNICH to gather 
information on trends and everything 

that is of topical interest with respect to 
the developments in the jewellery and 
watchmaking sector.”
Jürgen Lupfer, Managing Director of the 
Juwelier Müller Company in the Allgäu 
region: “I appreciate INHORGENTA 
MUNICH as a reasonably sized trade 
show in a pleasant atmosphere. Within 

short distances, the trade show enables 
me to gain an overview of the trends and 
innovations of industry within a very 
short time. In particular, I would not like 
to do without the personal contacts with 
the suppliers”.
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Fall-Winter Season Defined by 
Atypical Colours & Combinations

By Deborah Yonick,
jewellery style expert

NOT THE 
USUAl 
SUSPECTS

This stunning Paraiba 
(tourmaline) pendant 
by Sutra's designer 
Arpita Navlakha is made 
with 18karat black gold 
and not less than 20 
carats of diamonds. The 
Paraiba center stone 
weighs 14 carats.
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Colour, pattern and texture 
define trends for fall-winter 
2014-15 with everything 
from books, artisan crafts, 
and photography to retro 
architecture, gourmet food, 
vintage fabrics and exotic 
landscapes influencing fashion 
and accessories into the New 
Year. The season is hailed 
for its atypical colours and 
combinations unfettered from 
the usual suspects.

The seasonal palette celebrates 
colour fusion, the blending of 
colours to craft something new. 
“It takes us on an adventure 
spanning 100 years, roused by 
various vantage points from 
past and present recreated 
with colour, fabric and style,” 
describes Leatrice Eiseman, 
executive director Pantone 
Colour Institute, leading source 
of on trend colour. "There’s a 
feminine mystique reflected, 
inspired by the increasing 
need for women to create an 
individual imprint. Colours 
are more reflective of the 
imagination and ingenuity that 
makes for artful collections.” 

While Radiant Orchid—an 
enchanting fusion of fuchsia, 
purple and pink—is the 2014 
Colour of Year, Sangria, an 
exotic red that evokes a sense 
of glamorous adventures and 
faraway destinations, is a key 
hue in many ready-to-wear 
collections for fall-winter. 
A close second is Bright 
Cobalt, with its slightly green 
undertone, a subtle twist on the 
traditional cobalt blue. 

Also popular: Aurora Red, 
a more sophisticated shade 
that adds verve and spark; 
Royal Blue, both evocative 
and dignified, offering more 
complexity and excitement 
than the average navy while 
still remaining versatile; 
and Cypress, a majestic and 
powerful green that serves as 
a stunning perennial. Adding 

a burst of sunshine Misted 
Yellow alludes to the coming of 
spring, prevalent in prints for 
fall paired with Cognac, a classy 
and cultured brown that takes 
a typical autumnal colour to a 
sumptuous realm. Top neutrals 
are Mauve Mist, a romantic 
purple shade reminiscent of 
the Deco era; and Aluminum, 
a futuristic stainless steel shade 
that serves as a complex neutral.

Among the most sought after 
gems in this colour palette are 
the “ite” stones: morganite, 
kunzite, iolite, azurite, 
labradorite, rubellite, and 
rhodolite. In fact, the brand Le 
Vian of Chocolate Diamond 
fame hails Tanzanite Gem of the 
Year for 2015!  That shouldn’t 
surprise anyone, as trends 
trackers at the summer jewellery 
shows hailed tanzanite in a 
variety of shades and shapes a 
key trend. 

Designers say there has been 
more tanzanite in the market 
in varying shades and different 
cuts. Moreover, the colours of 
tanzanite fit in the spectrum 
of Radiant Orchid. And, gem 
savvy designers also recognize 
that tanzanite comes from one 
known place in Tanzania and 
eventually it will be mined out—
so buy what you can when you 
see great material. Marion Fasel, 
InStyle contributing Editor 
Fine Jewellery & Watches, 
described in a recent column 
of the tanzanite trend: “When 
talented designers are all united 
about a gem—the way they 
have been about emeralds—it is 
guaranteed to be popular well 
beyond this year.”

Moreover, pearls continue to 
rule the runways, accenting an 
array of fashion and accessories. 
Variety in product and price 
is fueling the design fervor 
in this category, particularly 
in the last 20 years, describes 
Kathy Grenier, spokesperson 
the Cultured Pearl Association 

Popular patterns include 
chevron, houndstooth, 
plaid, and lacey florals 
re-imagined in artful, 

colourful mixes of gems 
and metals. 

These long 
feather diamond 

earrings by 
Sutra's designer 
Arpita Navlakha 
feature 18karat 

rose gold and 11 
carats of rose cut 

diamonds 
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of America. She notes that with few exceptions, 
virtually any design can be interpreted in pearls. 
The ideal component, pearls complement just about 
anything they’re paired with. “There are so many choices 
within variety alone, then design, that you really can 
differentiate yourself. The versatility of pearls lends itself 
to their staying power.”

Design Directions
International influences, particularly Asian and 
Indian, are inspiring exotic colour blocks and 
mixes in fashion and accessories, cites jewellery 
stylist and TV host Michael O’Connor. Design 
tendencies are bigger, bolder and more 
colourful. He notes that because consumers 
are looking for higher perceived value there 
has been a blurring of the line between fashion 
and fine, with beauty found in lesser quality gems, 
weight saving cuts (slices, doublets) and rough crystals; 
and greater use of contemporary metals and non-precious 
elements.

Many trends for fall-winter center on texture and 
coziness; designers seem to be catching onto the concept 
of comfy, wearable dressing. Texture is a big 
direction for the season, especially prevalent 
in arts and crafts looks. Moreover, animals 
of all kinds are embroidered, printed and 
collaged onto an array of garments, with 
birds a favorite. Statements remain simple, and 
renderings beautiful.

Popular patterns include chevron, houndstooth, 
plaid, and lacey florals re-imagined in artful, 
colourful mixes of gems and metals. Also 
important, are long links as details in rings 
and pendants or layered in earrings; and 
the wrap style, a la Diane von Furtsenberg’s 
signature dress still a fashion staple. Also 
prevalent for the coming seasons are equestrian 
themes, with 2015 the Year of the Horse. 

Among the significant design 
directions jewelers should keep 
on their radar, rates Amanda 
Gizzi, spokesperson for the 
Jewellery Information Center, 
Jewelers of America: 
abstract minimalism, 

characterized by clean lines, unfussy silhouettes; jewellery that 
moves or transforms; three-dimensional, detailed patterns; 
geometric prisms, graphic design; rococo style, scrollwork, 

floral motifs; byzantine inspiration, mosaics and colour 
variations; mysterious constructions, asymmetrical 

silhouettes, ornate irregularities; modern royalty, 
defined by ribbon shapes, pear drops, tassels, modern 
take on pearls, and gemstone heavy designs; and 
origami, pleated surfaces, layering and angular 
cutouts.

The focus in design is on balance and dualities of 
style, with the jewel rediscovered as a messenger and 

communicator, touts Gem Visions 2015 trends research, 
produced by fashion influencer, Swarovski, Austrian-based creator 
of precision-cut genuine and created gemstones and crystal design.
Mega trends into the New Year embrace alternative, versatile and 

individual, design styles, cites Gem Visions are influenced 
by Eastern European folkloric traditions, particularly 
different ways of wearing jewellery like ear cuffs and 
headpieces; creatures, juxtaposing natural and man-
made materials in a hybrid flora; intimacy, design 
that connects to all senses—message, perfume and 

body jewels; classics inspired by antiquity with 
a strong reference to architecture in armor-

like designs, intaglios, cameos and ancient 
coins; and primal energies, exploring the 
physical and metaphysical, think chakra 
balancing jewels.
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About Deborah Yonick
Deborah Yonick produces smart, 
provocative, and engaging copy 
with an eye for style—from editorial 
articles to press and marketing 
material for the jewellery and 
accessories industry and beyond. 

A baby pink natural pink and white diamond pendant 
containing 0.37 total weight white diamonds, 0.42 total 

weight small pink diamonds and one 0.22 carat center pink 
diamond set in 18K white and rose gold – by Gregg Ruth

Baby pink natural pink and white 
diamond earrings with 0.73 total 

weight white diamonds, 0.99 total 
weight small pink diamonds and two 

center pink diamonds totaling 0.45 carats set in 18K 
white and rose gold – by Gregg Ruth.

Surtra's Purple 
Wing Ring shows 
ten carats of 
purple sapphire, 
nine carats of 
purple spinel, 
and four carats of 
diamonds
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Designers say there has been more 
tanzanite in the market in varying 
shades and different cuts. 
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FOCUS

IT’S All IN 
THE STORy!

by Brad Huisken 
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should buy from you and 
your store as opposed to 
buying from the competition.  
When discussing reasons 
“why” these could also be 
called competitive advantages 
or (usp’s) unique selling 
propositions.  Then take 
these top 50 or 60 reasons 
and convert them into fifteen 
to twenty word company 
stories.  For example, a 
competitive advantage of 
being independently owned 
might translate to a company 
story that sounds like: “One 
thing we are very proud of 
at ABC Jewellery is that our 
store is independently owned 

meaning that the owner is 
also the buyer and all of the 
jewellery is hand picked for 
the finest quality and value.  
Meaning that as a customer 
you will receive the highest 
quality at a great value.”

It may come down to what 
you do not say that will make 
the difference between a sale 
being made or lost!

Another reason it is so 
important to tell your story 
or company stories is that the 
difference between making 

a sale and not making a sale 
may come down to what you 
don’t say as opposed to what 
you do say.  For example, let’s 
say one of your competitive 
advantages is that you offer 
free cleaning and checking 
for life.  During the sales 
presentation, you forget to 
mention it.  The customer 
doesn’t buy at your store, 
then they are shopping at 
your competition and the 
competitor just happens to 
mention that they offer free 
cleaning and checking for life.  
Who gets the sale?  Probably 
the competition because they 
mentioned the added benefit 
of buying from them and you 
simply forgot to mention that 
particular company story.  
Thus a lost sale.  Company 
stories do not necessarily 
have to be things that you 
offer that no one else does.  
They are simply reasons why 
the customer should buy 
from you, spoken in terms of 
a customer benefit.  I assure 
you that if you sell yourself 
and the store you will find 
more people buying from 
you simply because not many 
of your competitors are 
proactively selling themselves 
rather than just the jewellery.

IT'S THE ExTRA INFORMATION 
THAT WIll AllOW yOU TO 
FOCUS ON THE EMOTIONAl SIDE 
OF THE PURCHASE
The professional will ask the 
questions, get the answers, 
respond to the answers, 
and develop the type of 
relationship that will get 
their clients to trust them.  
Additionally, a professional 
will not only respond to the 
answers to the questions, 
but will respond to the extra 
information that they receive 
through the process of the 
needs assessment.

This is where the trust is 
developed.  Trust is essential 
in order to sell your customer 

In today’s retail 
environment it is all 
about the story you 
tell that creates the 

excitement in the customers 
mind that will cause them 
to buy from you.  Every 
company has a story that is 
unique to only that company.  
Usually the advertising does 
a great job of telling the 
story – The question is do the 
salespeople convey the same 
message that is displayed 
in the advertising? This is 
particularly important during 
the holidays in order to help 
insure your success next year. 
During the holidays you have 
more new traffic through the 
store than any other time of 
the year. Make sure you are 
selling yourself and the store 
by telling company stories.

When you are thinking 
about going to Disney 
Land or Disney World 
their advertising conveys 
the message that it is the 
Happiest Place on Earth.  All 
the employees have a mission 
to making a Disney property 
the happiest place on earth.  
When you check into a Ritz 
Carlton Hotel – You expect a 
high level of professionalism 
and a great sense of 
eloquence. Employees of 
the Ritz Carlton are not 
allowed to say the word 
“yes” – they are required to 
say the word “certainly”.  Just 
that one word “certainly” 
displays eloquence and 
professionalism.  Should you 
rent a car from Avis – if the 
employees of Avis are not 
trying a little bit harder we 
are disappointed with the 
experience.  One particular 
vacation company advertises, 
“Having the time of your 
life”.  You can bet that the 
employees of this company 
do everything possible to 
insure that their guests have 
the time of their life.  In retail 
jewellery, the same holds 
true.

WHAT’S yOUR STORy
SEllINg yOURSElF AND yOUR 
COMPANy!
It is becoming increasingly 
more important to sell 
yourself, your company, and 
your branded lines.  Telling 
your story or a Company 
Story just might be the edge 
that you need to close the 
sale.  The Story should be 
phrased as 15 to 20 words 
highlighting the competitive 
advantage that you, your 
company, or your branded 
line offers.  With competition 
increasing from others in 
your industry, the Internet, 

and other areas where 
customers can spend their 
disposable income, selling 
yourself, your company, 
and your branded lines is 
essential. 

I believe that it is more 
important to sell yourself and 
your company than it is to 
sell your merchandise!

I suggest that companies 
should have a brainstorming 
session with their employees 
and come up with the top 50 
or 60 reasons why a customer 

iN tOdAy’S rEtAiL ENvirONMENt it iS ALL 
AbOUt thE StOry yOU tELL thAt CrEAtES 
thE ExCitEMENt iN thE CUStOMErS MiNd 
thAt WiLL CAUSE thEM tO bUy FrOM yOU. 



customer.  Think about 
everything that you know 
about that person.  You 
probably know their name, 
spouses name, where they 
live, where they work, 
their children’s names, 
what schools they attend, 
the kids ages, what kind 
of car the family has, the 
family pet and so on.  Then 
think about the customer 
that you did not sell the 
other day and ask yourself 
what do you know about 
that person?  The answer 
is probably not much.  In 
other words, the difference 
between your very best 
customer and the one that 
did not buy from you really 
comes down to your ability 
to befriend another human 
being.  Befriending comes 
from your ability to get a 
person to open up and talk 
to you about the emotional 
reason behind the purchase 
followed by the emotional 
reaction that you give 
them.  In other words, 
you are sharing and caring 
about the emotional reason 
behind the purchase and 
sharing in the excitement of 
the event. 

on dealing with you. 
Trust is established and 
relationships developed 
in conversing about the 
emotional side of the 
purchase or in the Customer’s 
Story.

Let’s say a customer is 
celebrating the graduation 
of their son and looking 
to purchase a timepiece.  
Through asking questions, 
we find out that their son 
is graduating from medical 
school and they are having 
family and friends fly in 
from all over the country to 
attend the graduation party.  
The party is going to be held 
at their home and some of 
the relatives are staying at 
the home as well.  In this 
situation, I would certainly 
spend an enormous amount 
of time talking about the 
party, the family, and friends, 
where they are coming 
from, what college the son 
graduated from, what his 
plans are for the future etc.
etc.  In other words, spend 
an enormous amount of time 
on the emotional reason 
why the customer is buying 
jewellery and this is where 
the customer will feel that 
they have had the experience 
of a lifetime in purchasing 
jewellery from you.  Anybody 
can show and sell jewellery.  
The professional develops 
relationships with their 
customers through sharing in 

life’s special moments and on 
the emotional excitement, the 
customer has in making the 
purchase. 

I would be willing to bet that 
90 percent of all jewellery 
purchases are made based 
on some emotional reason 
“WHY” the customer is 
buying!

Get the customers talking 
about the jewellery that they 
have, the emotional reason 
behind the purchase and 
both current and future, 
special events they have 
coming up, where jewellery 
may be an appropriate gift.

Think about your very best 
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Brad Huisken:
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and 
speaker 
Brad 
Huisken is 
President 
of IAS 
Training.  

Mr. Huisken authored the 
books I’M a salesman!  Not 
a PhD. and Munchies For 
Salespeople, Selling Tips 
That You Can Sink Your 
Teeth Into, he developed 
the PMSA Relationship 
Selling Program, the 
PSMC Professional Sales 
Management Course, The 
Mystery Shoppers Kit, 
The Employee Handbook 
and Policy & Procedures 
Manual, The Weekly Sales 
Training Meeting series 
along with Aptitude Tests 
and Proficiency Exams 
for new hires, current 
sales staff and sales 
managers, along with 
the new Weekly Internet 
Sales Training Series.  In 
addition, he publishes 
a free weekly newsletter 
called “Sales Insight” For 
a free subscription or more 
information contact IAS 
Training at 1-800-248-7703, 
info@iastraining.com, www.
iastraining.com or fax 303-
936-9581
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Diwali Brings Back 
glitters on India’s 
Jewellery Industry
By Suresh Chotai

Happy days are 
here again for 
India’s jewellery 

manufacturers and retailers as 
the yellow metal regained its 
lost shine with the expected 
growth in sales during festive 
season of Diwali.
As Mr. Vipin Mehta, Director 
(Jewellery) of the World 
Gold Council (WGC) while 
analyzing the trends had 
rightly said recently: "In spite 
of several ups and downs in 
demand in recent past, overall 
demand for gold in India has 
remained primarily strong 
over the years. Although, 
jewellery demand may have 
gone down by 14 percent in 
the first half of 2014 over the 
same period last year, the 
sales have remained steady 
during Akshaya Tritiya and 
for wedding season. But, we 
are still expecting a stronger 

second half as far as jewellery 
demand is concerned with the 
onset of festivities.”
Rightly so, according to 
Diwali and Dhanteras sales 
figures made available by All 
India Gems and Jewellery 
Trade Federation (GJF), 
jewellery sales have gone up 
by 15 to 20 percent this year. 
Dhanteras, which is associated 
with Lakshmi - the goddess 
of wealth, and Diwali, the 
festival of lights in India, are 
both believed to be auspicious 
to buy gold.
Though gold jewellery is still 
very much in demand, sales of 
diamond jewellery have shot 
up manifold in comparison 
with previous years. 
Important factor behind this 
growth is lower gold prices 
this year. Sentiment is also 
good because the country has 
a stable government in the 

centre; all of these have helped 
to boost the jewellery sales. 
India’s authorized channels 
had already imported US$ 
3.75 billion worth of gold in 
September which shows 450 
percent jump from the same 
period in 2013.
Mr. Haresh Soni, Chairman of 
the GJF said: “The jewellery 
sales during this festive season 
were far better than last year. 
As a global trend, investors 
remained on the sideway 
and the sentiments were low 
till the end of September but 
the sales picked up during 
October due to festive buying. 
On an average across India, 
gold jewellery sales grew 
between the range of 15 and 
20 percent. However, many 
jewellers in Mumbai have 
reported 30 to 40 percent 
increase in sales on the day 
of Dhanteras as compared to 
2013.”
Sales figures received from 
Gujarat state are quite 
noteworthy. Gold loving 
consumers of the state have 
purchased about 1 tonne of 
gold worth INR 270 crore 
and about 3.5 tonne of 
silver worth INR 27crore 
on the auspicious occasion 
of Dhanteras. Traders from 
the state claimed that the 
sales figures were lower 
in comparison to Pushya 
Nakshatra but better than 
Dhanteras of 2013.

Mr. Pankaj Parekh, Vice 
Chairman of the Gem & 
Jewellery Export Promotion 
Council (GJEPC) said: “Gold 
prices this year were 10 
percent lower  than last year. 
But in value terms, sales were 
up 10 percent. That means, 
the volume of gold sold [this 
year] was about 20 percent 
higher than 2013. Consumers 
have taken good advantage 
of the lower price and so 
their appetite for gold has 
increased. Sales of diamonds 
and diamond studded 
jewellery have also increased 
because of certification."
Exports of India’s jewellery 
(both plain gold and studded) 
have also showed a significant 
growth of 36 percent during 
September 2014 reaching 
US$  955.13 million as against 
US$  699.71 million a year 
ago. For the first six months 
of the Indian financial year, 
cumulative gold jewellery 
exports stood at US$  4,570.89 
million, up from US$  
3,623.65 million for the same 
period a year ago.
So, Diwali has surely 
brought back glitters on 
India’s jewellery industry. 
Of course the major gold 
buying festivals of the year 
are over here, sales could 
continue to be strong thanks 
to the wedding season that is 
extended till early next year.
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NEWS

By Suresh Chotai

De Beers recently delivered 
somewhat alarming report 
which may have disappointed 
the global diamond lovers. 
In its first annual ‘Diamond 
Insight Report' released in 
September 2014, De Beers 
has stated that growing 
diamond demand would 
almost outstrip growth in 
carat production because 
of the lack of major new 
discoveries of diamond 
mines in the last decade and 
the diminishing production 
in several existing mines.

The report states that a 
moderate growth in supply 
would not be able to meet 
the ever increasing demand 
up to 2020 after which 
unless major new discoveries 
are made in the coming 
years, the diamond supply 
may decline gradually. Mr. 
Philippe Mellier, Chief 
Executive of De Beers Group, 
commenting the findings of 
the report says;

"The global diamond demand 
remains the one true source 
of value for the industry. 
With demand prediction to 
increase further from 2013's 
record level, the opportunity 
for further growth is clear. 
But this must not be seen as 
cause for satisfaction. The 
diamond industry would 
continue to lose grounds 
to other categories if the 
industry players do not invest 
significantly in production, 
marketing and advancement 
of technology."
 
The global demand for 
diamond jewellery reached 
to a record height of US$  79 
billion in 2013 thanks to the 
rapidly growing preferences 
for diamonds in China and 
India. China is the world's 
fastest growing market for 
diamond jewellery where the 
number of diamond jewellery 
retail doors have increased 
by almost 30 percent 
between 2010 and 2013, 

states the report. India and 
China both have witnessed 
their domestic diamond 
jewellery demand grow by a 
Compound Annual Growth 
Rate (CAGR) of 12 percent 
from 2008 to 2013. Market 
of polished diamonds in the 
US grew by seven percent in 
2013. Keeping this trend in 
mind, with the continuous 
recovery of the US, the global 
diamond demand is expected 
to keep on growing over the 
long-term.
 
On the other hand, the World 
Diamond Mark Foundation 
(WDM) is about to launch 
generic promotion of the 
diamond very soon to create 
global awareness and to 
increase demand of diamond. 
This initiative, if proved 
successful, would surely 
boost the existing growth 
rate of the global diamond 
market. But, as mentioned in 
the De Beers’ report, with the 
global diamond production 
diminishing and the demand 
increasing, a time would 
come in near future when 
the demand would almost 
outstrip growth in carat 
production.
 
So, as an obvious solution, 
exploration expenditure “is 
expected to go high with the 
chase to discover the next 
major source of diamonds,” 
the report states. Most of 
diamond exploration today 
takes place “in underexplored 
African countries like 
Angola, the Democratic 
Republic of Congo (DRC), 

Zimbabwe and the vast 
swaths of arctic Siberia and 
Canada.”

Now, as far as De Beers’ 
findings of widening gap 
between diamonds supply 
and demand as well as 
exploration of new mines are 
concerned, there’s nothing 
new about it. I have been 
hearing this alarm since last 
3-4 years during my talk 
with various global industry 
leaders. The industry is well 
aware of this fact.
 
To sum up, the De 
Beers report indicates 
that diamonds would 
remain forever even if the 
production goes down 
drastically in comparison 
with the demand, but the 
diamond lovers will have to 
be mentally prepared pay a 
heavy increase in the prices 
of the ever-shining stones in 
future because of its short 
supply!

About 
SURESH CHOTAI
The author is editor of a 
leading B2B news website 
www.gems2jewellery.com 
. He has been in active 
journalism since 1987 and 
having sound knowledge 
of the global diamond & 
jewellery industry.

http://www.
jewellerynetasia.
com/en-us/editorial/
Blogs/555/5622/is-
diamond-industry-losing-
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Egl ASIA AND CHINA'S NggC RENEW 
ExClUSIvE AgREEMENT,
AgREE TO FURTHER 
EFFORTS ON 
IDENTIFICATION OF 
SyNTHETIC DIAMONDS

grading laboratory, signed an 
agreement which renews and 
prolongs the close cooperation 
between the two institutions. 

The agreement was signed 
in Ramat Gan, Israel, 
during a visit of a Chinese 
delegation of representatives 

The Hong Kong-
headquartered EGL Asia and 
NGGC, the state-owned, 
leading Chinese diamond 

of the Shanghai Institute of 
Measurement and Testing 
Technology (SIMT) and NGGC 
in November.
The agreement prolongs an 
exclusive agreement according 
to which customers of the two 
laboratories who wish to receive 
a diamond grading certificate 
from both organisations can 
do so by paying only for the 
EGL Asia grading report. EGL 
Asia and NGGC also cooperate 
closely in a research project 
concerning the identification of 
synthetic diamonds.
Headed by SIMT president 
Professor Shao Li, the Chinese 
delegation visited Israel 
earlier in November while 
on a fact-finding visit of the 
diamond industry and trade. 
Prof. Shao was joined by Prof. 
Sheng Zuqiang, SIMT Senior 
Engineer, and NGGC's Senior 
Engineer, Prof. Xie Qi Yao. 
They visited the Israel Diamond 
Exchange and toured a variety 
of manufacturing facilities as 
well as diamond grading labs in 
the exchange complex.
"This visit has been long 
coming," Prof. Shao said. We're 
extremely happy to have the 
opportunity to learn more 
about Israel's diamond industry 
and in particular about the 
technological advances Israeli 
companies have introduced to 
the market."
Prof Shao also praised the 
long-time cooperation with 
EGL Asia in greater China. 
"EGL Asia has been successful 
in adapting to and following the 
Chinese grading standards," he 
noted.  
"We are very proud to host such 
a high-brow Chinese delegation 
in Ramat Gan. It also was a 
wonderful opportunity to show 
them where EGL Asia started 
its operations and to renew 
and enhance the cooperative 
framework with our Chinese 
colleagues of NGGC," said 
Joseph Kuzi, CEO of EGL Asia. 
"Of course, we are grateful for 
the warm welcome we received 
during our visit and meetings to 
the exchange."

NEWS
WORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D
Prof. Shao Li and 

Joseph Kuzi shaking 
hands.
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THE INCREDIBlE JEWEllERy 
SEllINg MACHINE

By Dave Siskin

It swallows consumers by the 
thousands, storing them in its 
belly while it traverses the seas in 
search of places for its captives to 

spend money as rapidly and efficiently 
as possible. Teams of well-trained pre-
sales cheerleaders prime the consumers 
for the feeding frenzy while gently 
steering them to the sellers willing to 
pay for targeted customer delivery. 
After processing the customers through 
several shopping feedlots they are 

disgorged back to their original capture 
point happier, fatter, and over-burdened 
with new purchases.
Welcome to the world of cruise ships 
in the Caribbean; floating palatial 
resorts designed to make the passengers 
feel wealthy and spoiled. For the last 
twenty years I worked as a consultant 
to the Caribbean jewellers serving the 
multi-billion dollar cruise ship market. 
I recently took a cruise and had a 
chance to see it from the passenger’s 

point of view. It was an eye-opening 
experience.
 From the moment you book your 
cruise there are two things that are 
stressed in their communications 
more than anything else: We are here 
to guide and protect, you are here to 
enjoy and consume. Onboard there is 
constant entertainment, never-ending 
food, and free-flowing alcohol to 
trigger the self-indulgent gene that 
hides in all of us. Every slightest wish 
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work to do, emails to answer, 
bills to pay.
Every day he faces an up-hill 
battle to survive. His store 
is in a prime location on 
an island that is one of the 
busiest cruise ship ports 
in the region. His rent is 
staggering, in some cases 
as much as $20,000 per 
month for a 400 sq ft space 
(37 sqm). If you include 
all costs--labour, utilities, 
advertising, security, etc,--an 
average small, independent 
jeweller may have a few 
thousand dollars a day 
in overhead. Let’s say our 
jeweller needs $1500 a day 
in gross profit before he can 
break even.
He carries an inventory of 
over $10 million dollars 
but owns very little of it. 
He relies on memo to fill 
his cases. The downside of 
memo is that the bulk of 
the money from most of his 
sales goes to his supplier and 
not to paying his bills.
High season is only about 
four months long. During 
that time there may be as 
many as seven ships per 
day. A busy day brings 
over 18,000 new potential 
customers being dropped 
off at his doorstep. He has 
250 other jewellery stores in 

competition with him, many 
carrying the same items 
from the same suppliers. 
He marks each piece at ten 
times his cost, knowing 
that cruise ship passengers 
have been told to expect 70 
percent off.
The jeweller is ready to fight 
for each customer. He will 
always try to get as much 
as he can but is ready to go 
as low as needed to make 
the sale. On most items he 
manages at least 30 percent 
over cost but high ticket 
items often sell at single digit 
mark-ups.
The rest of the year the 
store will barely cover its 
overhead. At the lowest 
season, also about four 
months long, there may be 
only one or two cruiseship 
visits per week and a few 
weeks without any ships at 
all. To cover the slow times 
our jeweller now must profit 
$6000 a day in high season 
just to stay afloat for the year 
meaning our valiant jeweller 
must make at least $20,000 
in sales to stay alive.
 It becomes a game of 
chasing cash flow over profit; 
always paying yesterday’s 
bills with tomorrow’s sales. 
One jeweller told me: 
“Cashflow is like a flowing 
river. All you can do is dip 
your hand in the water and 
hope to drip a few drops into 
your cup.”
 For more than 30 years, 
this life-giving river of 
customers was enough to 
provide a good living for the 

is fulfilled instantly by the 
helpful and friendly crew. 
And underneath all of the 
luxurious splendour, the 
gluttonous consumption 
of food, fun and frolic 
is a constant message 
delivered both blatantly and 
subliminally: “You must buy 
jewellery!”
Ads for jewellery stores at 
each scheduled port grace 
almost all onboard media. 
There are port lectures 
extolling all the wondrous 
delights that await at each 
stop including selected 
fine jewellers. Professional 
“Shopping Experts” give 
workshops on how to buy a 
diamond; briefly touching 
on the 4C’s while promoting 
the hand-picked, trusted 
stores where you will save 
at least 70 percent over back 
home prices. The Shopping 
Expert will even meet you 
onshore and hold your hand 
through the entire purchase 
process...just to be sure 
you get the best deal. On-
board contests often have a 
jewellery item as a prize.
Tapping into people’s 
emotions it triggers their 
greed and instils a small 
amount of fear. That fear 
drives the customers to the 
trusted businesses where 
the cruise line guarantees 
the purchase through a US 
based service centre. Buying 
at any other store carries 
the risk that you might 
get ripped off in a foreign 
country with no recourse.
There is a fee for a jewellery 

store to be on the list, along 
with product donations for 
prizes, a gift of a nice watch 
or pendant for the shopping 
experts to wear, and last 
but certainly not least...a 
commission on each sale 
made to a passenger on that 
ship. This is for each ship 
visit. In some ports there 
may be six or seven ships 
per day.
And the whole scheme 
works remarkably well. 
Customers are primed and 
pumped. Featured stores 
and products experience 
a feeding frenzy of buying 
that you must see to believe. 
The cash registers keep 
ringing. Individual stores 
may sell more in a day than 
many hometown jewellers 
do in a month...or several 
months.

The retail side of the 
machine: the view from 
behind the counter
Locking the door behind 
him, a jewellery store owner 
starts his day. It is 7 AM 
and he doesn’t open for 
several hours but any later 
and he won’t be able to find 
a parking spot. There are 
more stores than parking 
spaces. But there is always 

"WELCOME tO thE WOrLd OF CrUiSE 
ShipS iN thE CAribbEAN; FLOAtiNG 

pALAtiAL rESOrtS dESiGNEd tO MAkE thE 
pASSENGErS FEEL WEALthy ANd SpOiLEd". 
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retailers and their staff. Many of them 
became quite wealthy. Today margins 
are shrinking, the demographics 
are changing, and competition for 
each dollar is fierce. It can still be 
a rewarding business but it takes 
harder work than before.
But the ships keep coming and the 
shoppers keep shopping. That isn’t 
about to end anytime soon. It is still 
the hottest jewellery market in this 
part of the world

The machine in action.
Your first introduction to the cruise 
directors and destination hosts 
begins with the required lifeboat 
drill. At your assigned muster station, 
one of the host staff will be on stage 
directing the drill. The message is 
clear: Follow us, do as we say, go 
where you are told and we will always 
keep you safe. It is our job. We take 
our job seriously because we care 
about you. Trust us; we know what 
we are doing.
Cruise directors and hosts seem to 
be everywhere; introducing port 
lecturers, speaking of their own 
experiences while shopping at the 
destination, showing off their own 

jewels found in the next port, hosting 
the evening’s entertainment. They 
lead you in silly games to get you 
out of your comfort zone, breaking 
down your usual pattern of cautious 
behaviour. You’re here to have fun 
and let loose. Try something new. We 
will protect you. You don’t worry.
The host will become your best friend, 
confidante, and advisor. They know 
everything...even where to get the best 
deal on jewellery. While you wait to 
exit disembark at the port they keep 
you entertained and get you excited 
about all the magnificent jewels and 
the “lowest on the planet” prices. You 
are on holiday. It’s time to splurge. You 
are safe if you follow our suggestions.
 You hit the port armed with a map 
of recommended stores, a little bit 
of knowledge and a boat-load of 
confidence. You’ll have a handful 
of coupons for free gemstones, free 
pendants, free water, gifts and other 
incentives at different stores. Now the 
store takes over.
The salesman has about 15 seconds 
to get your attention and start a 
dialogue. His first step is to up-sell the 
coupon to turn the free gift into a sale. 
A free gemstone can be upgraded to 

one set in a pendant for $29.95 or a bigger 
and nicer piece for $59.95. Whatever the free 
gift, it can turn into a sale. They have a five 
minute window to close the sale or move on 
to the next level...the good stuff.
These guys are experts, practising their craft 
on dozens of customers per day. They ask 
what ship you are on. They will remind you 
that their store is approved and guaranteed 
by your ship so they must be one of the 
good guys. They even know your cruise 
director/best friend personally! They can 
obviously be trusted. And somehow or 
another that free gem becomes five-carat 
bracelet, a two-carat pair of studs or even a 
five-carat centre stone in a new ring. Maybe 
you’ll take them all. Get something nice for 
yourself. You deserve it!
Back on the ship you can’t wait to show 
your new best friends what you bought and 
thank them for all their help and guidance. 
The next step is to register your purchase 
with the ship. This activates your guarantee. 
More importantly...it gives the ship a way to 
account for their expected commissions and 
verify that the store is reporting all the sales.
If you forgot to buy something...no worries. 
Once the ship is on the way home and no 
longer in competition with the advertisers, 
the overpriced jewellery store on the ship 
will have a huge sale.
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Dave Siskin is the owner of 
Carigem International and the 
Caribbean Gemological Institute. A 
veteran gemologist and jewelTlery 
expert, he has decades of 
experience in jewellery retailing. 

This article was published 
earlier in the blog section of the 
JewelleryNewsasia,.com website.

http://www.jewellerynetasia.com/
en-us/editorial/list?author=Dave 
percent20Siskin

Summing up 
The US cruise industry generates over $30 
billion a year in revenue. Each ship visit can 
add around $1 million to the local economy. 
There are close to 200 cruise ships that bring 
over 14 million passengers to a handful of 
small island nations in the Caribbean Basin 
and The Bahamas. Some of the islands are 
quite small. The island of St Martin is 87 
square kilometers and divided between two 
countries; France and the Kingdom of the 
Netherlands. For many of the islands In the 
Caribbean, cruise tourism is the only source 
of income.

All of the shipboard marketing, including 
the port talks, are owned and run by 
independent contractors who hire and train 
the shopping experts and port lecturers. 
They also provide training to cruise 
directors and other crew members who 
work directly with passengers. They collect 
the commissions and fees, splitting the 
profits with the cruise line.
Not all stores participate in cruise 
promotions but the ones that do will see 
more traffic and more sales but at a much 
higher cost. Other stores believe their 
own marketing and reputation will draw 
customers and don’t feel the need to partner 
with the promoters. Still others are quite 
happy with the overflow from everyone 
else’s marketing efforts. 

The Caribbean jewellery industry is a 
confusing and misunderstood market. 
The Caribbean has been associated with 
gold, gems and jewellery since the days of 
the pirates. Eventually the pirates became 
legitimate merchants and shippers, creating 
Duty-Free ports to encourage trading.

Many US jewellers tend to dismiss the 
Caribbean jewellers as nothing more than 
latter day pirates. While there are some 
stores that may have less than ideal ethics 
and business practices, the majority of 
the stores are sincere, honest, family run 
businesses. Some of the larger chains are 
very well run and professional.
This is not a small market of tourist trinkets. 
There are some serious sales being made. 
A small family run store will need to have 
over $1 million in sales to survive. Annual 
revenues in the $5-10 million range are 
typical. Six-figure days can happen at any 
time. For the more exclusive stores, seven 
figure single items will sell more often than 
you might think.

These floating jewellery selling 
machines have been operating for 
several decades, perfecting their 
systems and driving jewellery sales. 
It worked beautifully and built a 
massive retail jewellery industry. But 
the market is changing and neither 
the promoters nor retailers have 
caught on. There is an understandable 
reluctance to change something that 
has worked for generations. The 
machine will still keep churning out 
the shoppers; it’s up to the stores to 
figure out how to continue catching 
them.
Cruising is becoming popular in 
Asia but the emphasis is still more 
on touring rather than jewellery 
consumption. I am sure they have 
strong local product promotions 

appropriate to each country but the 
intense promotion of jewellery that we 
see in the Caribbean has not hit the 
Asian ports, yet. But it will.
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FAir CALENdEr
 03-06 DECEMBER 2014 DuBai intERnational JEwElRy wEEk DuBai B.a.E.

 04-07 DECEMBER 2014 JEwEllER’s salon  oDEssa ukRainE

 10-14 DECEMBER 2014 BEst aDoRnMEnts of Russia saint-PEtERsBuRg Russia

 18-21 DECEMBER 2014 yuvEliR-3 Moskow Russia

 20-23 DECEMBER 2014 JaiPuR JEwEllERy show JaiPuR inDia

 09- 12 JanuaRy 2015 Malaysia int.’l JEwEllERy faiR kuala luMPuR Malaysia

 10-12 JanuaRy 2015 kolkata JEwEllERy & gEM faiR kolkata  inDia

 10-12 JanuaRy 2015 JEwEllERy faiR noRth inDia nEw DElhi inDia

 14-16 JanuaRy 2015 gEM & JEwEllERy inDia intERnational ExhiBition ChEnnai inDia

 18-20 JanuaRy 2015 Ja sPECial DElivERy ny nEw yoRk aMERiCa

 23-26 JanuaRy 2015 EClat DE MoDE / BiJoRhCa PaRis PaRis fRanCE

 23-28 JanuaRy 2015 viCEnza wintER viCEnza italia

 25-27 JanuaRy 2015 antwERP DiaMonD tRaDE faiR  BElgiuM BElgiuM

 21-24 JanuaRy 2015 intERnational JEwEllERy tokyo tokyo JaPan

 31 JanuaRy-

 15 fEBRuaRy 2015 tuCson show  aRizona aMERiCa

 04-08 fEBRuaRy 2015 JunwEx st.PEtERsBuRg  st.PEtERsBuRg Russia

 03-08 fEBRuaRy 2015 agta gEM faiR tuCson aMERiCa

 11-15 fEBRuaRy 2015 MaDRiDJoya MaDRiD sPain

 18-20 fEBRuaRy 2015 Ja wintER show 2015 nEw yoRk aMERiCa

 20-23 fEBRuaRy 2015 iiJs 2015 MuMBai inDia

 20-23 fEBRuaRy 2015 inhoRgEnta Münih  gERMany

 24-28 fEBRuaRy 2015  Bangkok gEMs anD JEwElRy faiR  Bangkok thalianD

 26 fEBRuaRy-

 01 MaRCh 2015 siBJEwElRy novosiBiRsk Russia

 03-06 MaRCh 2015  asia’s fashion JEwEllERy & aCCEssoRiEs faiR - MaRCh hong kong hong kong

 11-14 MaRCh 2015 aMBERtRiP vinilus lithuania

 02-07 MaRCh 2015 al aBDER aJwEx al ain unitED aRaB EMiRatEs

 02-06 MaRCh 2015 hktDC hong kong intERnational DiaMonD, gEM show hong kong hong kong

 04-08 MaRCh 2015 hktDC hong kong intERnational  show hong kong hong kong

 05-08 MaRCh 2015  JunwEx EkatERinBuRg EkatERinBuRg Russia

 12-15 MaRCh 2015 istanBul JEwElRy show MaRCh 2015 istanBul tuRkEy

 19-26 MaRCh 2015 BasElwoRlD BasEl switzERlanD

 20-22 MaRCh 2015 gEM & JEwEllERy inDia intERnational ExhiBition ChEnnai inDia

 25-28 MaRCh 2015 aMBERif gDansk PolanD



2014 / 2015
 22-25 MaRCh 2015 fREiBuRg JEwEllERy & gEM faiR  fREiBuRg gERMany

 28-31 MaRCh 2015 aREzzoRo aREzzo  italia

 31 MaRCh-4 aPRil 2015 MiDDlE East watCh anD JEwEllERy show shaRJah unitED aRaB EMiRatEs

 08-12 aPRil 2015 Jws aBu DhaBi aBu DhaBi unitED aRaB EMiRatEs

 09-12 aPRil 2015 aRu-alMaty alMaty kazakstan

 20-22 aPRil 2015 China int.’l golD, JEwEllERy & gEM faiR shEnzEn China

 aPRil 2015 JEwEl faiR koREa sEoul koREa

 07-10 May 2015 intERnational JEwElRy watCh viEtnaM  ho Chi Minh viEtnaM

 15-18 May 2015 viCEnza sPRing viCEnza italia

 May 2015 JEwEllEy ukRaniE kiEv ukRainE

 May 2015 koBE intERnatinal show koBE JaPan

 JunE 2015 agta gEM faiR tuCson aMERiCa

 27-31 May 2015 nEw Russian stylE 2013 Moskova Russia

 28 May -1 JunE 2015 JCk las vEgas las vEgas aMERiCa

 05-07 JunE 2015 hyDERaBaD JEwEllERy, PEaRl & gEM faiR hyDERaBaD  inDia

 11-13 JunE 2015 JuBinalE suMMER tRaDE faiR 2015 gDansk PolanD

 JunE 2015 China intERnational golD, JEwEllERy & gEM faiR guangzhou China

 25-28 JunE 2015 asia’s fashion JEwEllERy & aCCEssoRiEs faiR - JunE hong kong hong kong

 25-28 JunE 2015 hongkong JunE JEwEllERy & gEM faiR hong kong hong kong

 27-30 JunE 2015 MinERal & gEM asia  hong kong hong kong

 July 2015 Malaysia int.’l JEwEllERy faiR kuala luMPuR Malaysia

 July 2015 Ja nEw yoRk suMMER show DiRECtoRy  nEw yoRk aMERiCa

 21- 24 august 2015 Malaysia int.’l JEwEllERy faiR kuala luMPuR Malaysia

 august 2015 iiJs 2015 MuMBai inDia

 august 2015 JaPan JEwEllERy faiR tokyo JaPan

 sEPtEMBER 2015 intERnational JEwEllERy lonDon lonDRa EnglanD

 09-13 sEPtEMBER 2015 MaDRiDJoya MaDRiD sPain

 sEPtEMBER 2015 viCEnza fall viCEnza italia

 sEPtEMBER 2015 JunwEx watCh  Moskova Russia

 04-07 sEPtEMBER 2015 EClat DE MoDE / BiJoRhCa PaRis PaRis fRanCE

 sEPtEMBER 2015 JunwEx MosCow “8th wholEsalE JEwEllERy faiR” Moskova Russia

 sEPtEMBER 2015 hongkong sEPtEMBER JEwEllERy & gEM faiR hong kong hong kong

 06-10 oCtoBER 2015 MiDDlE East watCh anD JEwEllERy show shaRJah unitED aRaB EMiRatEs

 15-18 oCtoBER 2015 istanBul JEwElRy show oCtoBER 2015 istanBul tuRkEy
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