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Want to become a diamond master?

Join our education programme 
and learn from the best.

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

Check our courses at www.hrdantwerp.com

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

www.hrdantwerp.com
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Helping ourselves is the only choice we have

Dear Readers, 

Welcome to issue #11 of the World 
Diamond Magazine!

The cover story of this issue focusses 
on storytelling. In his article “The 
diamond industry moves beyond the 
4Cs,” Jacques Voorhees reports on 
the headway that retail jewellers are 
making in using diamond story-
telling as their main sales pitch to 
customers instead of exalting the 
gemmological qualities of a diamond 
by means of the 4Cs. His article is 
followed by a number of diamond 
stories as posted on the website of 
the Museum of Named Diamonds, 
and some that were sourced by the 
World Diamond Mark team for the 
www.passion.diamonds website 
which is the home website of the 
Part of You diamond promotion 
campaign. 

Another article that struck a note 
with me is written by Bart de 
Hantsetters, the young and dynamic 
president of the Belgian Diamond 
Manufacturers Association (SBD). In 
his article “To ask a question or not 
to ask questions” (see pages ??) he 
calls the diamond industry and trade 
to task, in an understated manner, 
admonishing its members for their 
inaction in solving - or supporting 
solutions to - the most dire problems 
that the industry is currently 
experiencing. 

“…the arguments we often hear in 
our industry, when we talk about 
the challenges our industry is facing 
[are] by default, [that] we believe 
it is up to somebody else to get the 

job done. ‘Someone’ must generically 
promote our product. ‘Someone’ 
must ensure access to bank accounts 
and financing. ‘Someone’ should 
accomplish more sales for all. Again, 
this reflex is understandable, and I 
have said this before, unfair situations, 
especially the refusal of banks, cannot 
be justified. But the point is, that 
‘someone’ does not exist. If we want 
to tackle the issues we are facing, we 
need to do something ourselves,” de 
Hantsetters writes.

The fact is that whoever questions 
what this industry is doing – or not 
doing – to advance its interests across 
the board, that person, leader or 
disruptor, is often attacked, sometimes 
even ridiculed and then dismissed, 
just because they asked questions, 
or stepped out of line by initiating a 
process of out of the box change. 

This is what “makes the whole concept 
of questioning so difficult. To enable 
asking the right questions, means 
to cede control, power if you will. 
Because asking questions also literally 
means you question a status quo. 
And that’s where the difficulty lies. In 
hierarchically structured organizations 
and companies, asking questions 
is perceived as something that will 
have negative consequences, both for 
those who ask the questions as well 
as for those who are asked questions. 
Questioners are often considered 
insubordinate or ignorant, or in the 
worst case, both. Let’s be honest, in 
this institutionalised industry of ours, 
that is a difficult area,” de Hantsetters 
says. 

Unfortunately, the World Diamond 
Mark, its leadership team and 
efforts to restart generic diamond 
promotion by means of its “Part of 
You” ™ campaign are a case in point. 
While paying lip service to the 
project, and even making promises to 
support it effectively and financially, 
in practice the collective diamond 
industry and trade has simply sat 
back, proving that their promises are 
empty, doing little or nothing to help 
themselves by means of the World 
Diamond Mark’s work and projects.

This is sad. Finally, after “someone,” 
out of their own ranks, has stood 
up and announced that he will do 
the job to meet the challenges on 
behalf of, and for the benefit of, 
the industry, that same industry 
has declined to support its very 
own interests, dismissing those 
who have shown the initiative as 
“insubordinate or ignorant, or in the 
worst case, both,” as De Hantsetters 
writes. 

We are at the eleventh hour. It is 
time for all those who have only 
paid lip service to honour their 
promises, roll up their sleeves and 
get their hands dirty. It is time for 
the diamond industry and trade’s 
collective leadership to look in the 
mirror and decide if they wish to 
wait for “someone” to come and solve 
their problems, or acknowledge that 
the current plan is the best chance it 
has to get industry-driven diamond 
promotion efforts into gear.

Want to become a diamond master?

Join our education programme 
and learn from the best.

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

Check our courses at www.hrdantwerp.com

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

www.hrdantwerp.com

Ya'akov Almor

Ya'akov Almor
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The World Diamond 
Mark Foundation 
(WDM) held a 
well-attended 

JCK Keynote Talk on June 
4th at the Mandalay Bay 
Convention Center, the 
venue of the JCK Las Vegas 
show. At the event, the 
WDM team, consisting 
of Krisztina Kalman-
Schueler, WDM Programme 
Director; Alex Popov, 
WDM CEO and Chairman; 
and Ya’akov Almor, WDM 
Communications Director, 
presented Part of You™, the 
WDM’s global diamond 

retailer promotion campaign 
and its brand-new B2C 
website www.passion.
diamonds to a full house.

In her talk, Krisztina 
Kalman-Schueler took the 
more than 100 attending 
retailers through the various 
phases of the Part of You™ 
diamond retailer promotion 
campaign, explaining in 
detail how participating 
retailers can benefit from the 
consumer-oriented website 
www.passion.diamonds, 
become integrated in the 
digital marketing efforts and 

social media campaigns. In 
addition, she explained how 
Part of You™ the central role 
story telling plays in the 
Part of You™ campaign and 
how by sharing their own 
diamond stories and those 
of their customers on the 
various digital platforms of 
Part of You™ will help drive 
consumer traffic to their 
stores. 

Commenting on the Part 
of You™ campaign, one of 
the attendees, Dan Deans, 
Senior Business Manager 
of Asurion of Virginia, 

USA, a leading service plan 
provider in the jewellery 
industry, said that the WDM 
not only understands how 
to appeal to today’s diverse 
and demanding consumer, 
but also what tools to 
deliver to the retailer to 
engage the consumer into 
a conversation. “I believe 
the format and content of 
this campaign will be highly 
appealing to consumers. 
Your campaign is effective 
and participating retailers 
will no doubt benefit from 
its implementation and 
messaging.” 

World Diamond Mark introduces 
Part of You™ campaign
to full house of retail jewellers at 
JCK LV Keynote Talk
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This summer, the 
World Diamond 
Mark Foundation 
(WDM) 

announced that a group of 
renowned retail jewellers 
from Belgium, Canada, Italy 
and Russia have joined the 
growing family of the World 
Diamond Mark® Authorised 
Diamond Dealers. They are 
DIAMANI, Diamond Blue, 
Oriane Jewelry and Rudiam 
Handmade Jewels, all from 
Antwerp, Belgium; Laferrière 
& Brixi of St-Lambert, 
Quebec, Canada; Luca 1959 
Alta Gioilelleria, of Cortina 
d’Ampezzo, Italy; and 
Diamond Atelier RINGO of 
Yekaterinbourg, the Russian 
Federation. 

“We are honoured and very 

pleased to welcome these 
exclusive high street jewelers 
join the ranks of our World 
Diamond Mark Authorised 
Diamond Dealers,” said Alex 
Popov, World Diamond 
Mark® Chairman, “and we 
look forward to promote 
these members through 
our ‘Part of You’ campaign 
and to drive consumer 
traffic to them by means of 
our website www.passion.
diamonds.”

Antwerp

DIAMANI, Diamond Blue 
and Oriane Jewelry and 
Rudiam Handmade Jewels 
also are all members of 
the prestigious Antwerp’s 
Most Brilliant guild, a joint 
initiative of the City of 

WDM announces 
new WDM 

Authorised 
Diamond Dealers

New members hail from 
Belgium, Canada, Italy and 

Russia

WDM NEWSWORLD
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A Mark of the World Federation of Diamond Bourses
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Diamond Atelier RINGO of Yekaterinbourg, the Russian Federation.
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Antwerp and the Antwerp 
World Diamond Centre. 
By carrying the WDM 
Authorised Diamond Dealer 
seal, alongside the Antwerp’s 
Most Brilliant label, these 
jewellers stand out for 
declaring their adherence 
to the observing the WDM 
“natural only” standards in 
the sale of their exclusive 
diamonds and diamond 
jewels.

Canada

Laferriere & Brixi, with stores 
in the greater Montreal area 
in Quebec is well known for 
its high-end bespoke and 
exceptional custom jewellery, 
its craftsmanship and its 
exclusive line of diamond 
jewellery and a wide, in-

house selection of loose 
diamonds. 

Italy

Luca 1959’s motto is “Be 
Romantic”. Its shop in 
Cortina d’Ampezzo is a focal 
point for both Italians and 
tourists looking for exquisite 
fine, Italian-made, diamond-
set jewellery. 

Russia

Diamond Atelier RINGO is 
a manufacturer and retailer 
of high quality, innovatively 
designed diamond jewellery. 
Aware of the ever-changing 
fashion trends and the make-
up of their clientele, the firm 
is always quick to respond 
and the jewellery styles it 
designs and markets.

Patrick de Landtsheer, CEO, Diamani



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

12 World Diamond Magazine | Summer 2017-11

The IJS will welcome jewellery professionals from all over the world between October 12 
and 15 to 30,000 square meters of exhibition space housing more than 800 participating 
companies. Join us at one of the world’s major crossroads for the global jewellery industry 
and trade in İstanbul!

The world’s major 
players in the 
international 
jewellery industry 

are getting ready to meet 
at the 45th edition of the 
İstanbul Jewellery Show 
which runs from October 
12-15. Recognised as one 
of the five largest shows in 
the jewellery industry, IJS 
last year saw a 20-percent 
increase in international 
visitor numbers, and 
welcomed more than 19,000 
people from 89 different 
nationalities.

Turkey is getting ready 
to welcome jewellery 
industry professionals 
from all around the world 

in October. The show’s 
Organising Committee of the 
Turkish Jewellery Exporters’ 
Association (JTR) is about 
to finalise its preparations 
and is well aware of the great 
responsibility on its shoulders 
with the need to ensure its 
continued success.

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

Consistent growth  
“The Istanbul Jewellery 

Show continues to grow 
and it is now one of the five 
most important shows in 
the global jewellery sector. 
In October 2016, our visitor 
numbers increased by 20 
percent and almost half of 
the 20,000 visitors were from 
abroad. When we look at the 
performance of other shows, 
we can argue that IJS has a 
great success rate!”

1,000 complimentary 
buyers 
“JTR is working hard to 
ensure that the shows are 
very energetic and reflect our 
export performance. This is 
why we invite and welcome 
1,000 international visitors 
for free to Istanbul. Due to 

the agreement we have with 
Turkish Airlines, we are also 
offering serious discounts on 
flights. Our complimentary 
visitor numbers for the recent 
March show exceeded 1,200!”

Welcoming every 
jeweller 
“The IJS will welcome 
jewellery professionals from 
all over the world between 
October 12 and 15 to 30,000 
square meters of exhibition 
space housing more than 
800 participating companies. 
Join us at one of the world’s 
major crossroads for the 
global jewellery industry and 
trade in İstanbul!” Atayik 
concluded.

We are inviting every 
sector professional to the 
meeting point of global 
jewellery industry, to 
İstanbul.

Mustafa Atayık 
Jewellery Exporters’ Association 

Vice President

Get ready for your Istanbul 
jewellery show rendezvous
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A young woman 
was proudly 
showing off her 
engagement 

ring, and even from across 
the room I could see the 
diamond was both large, 
and high quality. Knowing 
I was from the industry, she 
couldn’t help asking: “So, 
what do you think?”

 “It’s beautiful,” I said, using 
the words all of us use when 
asked such a question, 
and she gleamed. “I’m just 
curious, do you know what 
its colour and clarity are?” 

I asked. “Do you have a 
certificate?”

Her eyes lost a bit of luster, 
and the excitement dimmed 
a notch.

“Yes, I have it somewhere,” 
she mumbled, without any 
particular interest. “I think 

maybe it rates at the top 
in one of those, and pretty 
high in the other. But I can’t 
remember which is which. 
I guess I could go look it up 
on the certificate thing…”

I hastily assured her there 
was no need.

“So, how did he propose?”

Her excitement renewed 
instantly. This was 
important. “Oh my God! It 
was just amazing. We were 
out with friends at dinner 
and…”   

She told me the whole story, 
and I knew she would be 
telling it for decades. Each 
time those eyes would 
be excited all over again. 
Perhaps one day she’d share 
it with her children, or even 
her grandchildren.

And I’d nearly ruined the 

The diamond industry moves 
beyond the 4Cs – finally.
By Jacques Voorhees, CEO, Museum of Named Diamonds
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moment by asking about 
the 4Cs. Really? Why did I 
even care?  What was wrong 
with me?

What was wrong with 
me is what’s wrong with 
most of the rest of the 
industry. To us, too often 
diamonds are the 4Cs. It’s 
how we think about them. 
We commoditise them in 
our minds, immediately 
classifying them by 
gemmological properties 
that in most cases are 
invisible to the naked 
eye. Why did it matter 
whether her diamond was 
a VVS1 or VVS2? Or even 
a VS2 or SI1? It was set in a 
beautiful yellow-gold ring, 
surrounded by a young 
woman in love. Did she care 
what its clarity rating was? 
Of course not. She did care 
that she had a wonderful 

story to share with her 
friends and relatives. No one 
would ever take that away 
from her. The story is what 
mattered.

Every diamond has a 
story

I recalled the story my 
own parents—who just 
celebrated their 73rd 
anniversary at the age of 
94—told me about their 
diamond ring. I’d given 
them an anniversary 
gift of promoting it into 

the Museum of Named 
Diamonds, so it could 
receive a name, and have its 
story preserved. At the time, 
I didn’t realize it even had 
a story.  

But that’s one thing my job 
as CEO of the Museum has 
taught me: every diamond 
has a story. In my parents’ 
case, he’d saved up money 
from summers picking 
strawberries in Iowa as a 
teenager. At the age of 21, 
about to head off to World 

War II as a Navy Ensign, 
he’d taken that money 
and used it to buy a small 
diamond for his fiancé. 
His own mother had been 
slightly appalled. “Now, 
son, that’s your strawberry 
picking money. Are you sure 
you want to spend all of it…
on a diamond ring?” Yes, 
he said he was sure. Years 
later, he’d offered to upgrade 
the diamond to something 
a little nicer. “No way,” said 
his wife. “You used all your 
strawberry picking money 
to buy me this diamond. 
That makes it more special 
than any other diamond 
could ever be.” They named 
their diamond Strawberry 
Harvest, and the story 
is now preserved in the 
Museum.

It’s a good thing it is, 
because none of us kids had 
ever heard it before. If the 
story had not been formally 
recorded, it would have 
been lost forever. 

By the way, do you want to 
know what the clarity grade 
of their diamond was? The 
colour? No, I didn’t think 
so. How about the crown 
angles? Girdle thickness? 
No? Good, me neither.

We, as an industry, need 
to understand something. 
Our customers generally 
don’t care about the 4Cs. Or 
if they do, it’s only because 
we’ve myopically drilled 
into them for decades 
that they’re supposed to 
care. We’ve made a micro-
analysis of gemmological 
properties—again most of 
which are invisible to the 
naked eye - the “face” of our 
industry.

And we’re surprised 
our customers - now 
being trained to think of 
diamonds as commodities 

What does that young couple really 
want to talk about? Data on a 

diamond grading report, or the story 
of their love?  

A David Craig diamond, and its story, is displayed in the Museum of Named Diamonds, where the “origin” is 
identified as “David Craig Jewelers.”
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- treat our product like a 
commodity? Shame on us.  

What that diamond 
means 
I first met Richard 
Liddicoat, the inventor 
of the 4Cs, when he was 
president of the GIA (the 
Gemological Institute of 
America). I was doing 
market research prior to 
the creation of Polygon.  
Everyone else I’d talked to in 
the industry told me I was 
crazy, and that no one would 
ever buy or sell diamonds 
via computer. This was 1975. 
Mr. Liddicoat had a different 
opinion, and encouraged 
me to start Polygon - 
the first online trading 
platform for diamonds 
- and so I did. Thus, the 
inventor of the 4Cs was 
partially responsible for the 
creation of online diamond 
trading based around 4Cs 
commoditisation.

Focusing on the 4Cs 
perhaps makes sense within 
the world of diamond 
dealers, gemmologists, and 
retail jewellers. The mistake 
was in thinking we should 
build an industry around it. 
Or rather, solely around it. 
Go to the prominent e-tail 
sites today, and the message 
you come away with is: 

what’s important is where 
your diamond ranks on the 
4Cs.  

No! What’s important is 
what that diamond means. 
What it symbolises. What 
the story is. It’s supposed 
to be about the love of two 
specific people - and their 
life together. And we are 
talking about culet size? 

Wrap it in a story

Fortunately, the pendulum 
is swinging back. I’d like 
to think the Museum of 

Named Diamonds helped 
trigger this movement, but 
suddenly everyone in the 
industry is talking about 
the diamond’s story, and 
personalizing the diamond 
to the consumer.

At the JCK Show Las Vegas 
this year, the S-word was 
everywhere.

GIA used the show to 
launch their GIA M2M™ 
(Mine to market) service 
in which they tell the 
digital story of a diamond, 

including its origins.

Sarine Technologies, the 
equipment manufacturer 
also offers services which 
help track a diamond’s 
story. In fact, go to their 
website and you’ll see this 
phrase: “Don’t just wrap the 
diamond in a pretty velvet 
box. Wrap it in a story…”   

AGS Lab now has an 
enhanced grading service 
featuring supplementary 
information about the 
diamond, including a 
beautiful video of the stone. 
“Only My Diamond,” is 
their name for the program, 
which focuses on the 
diamond as something to 
be experienced, something 
special just for that couple. 
Rather than talk about it in 
drab 4Cs lingo, they show it!  

The World Diamond 
Mark’s passion.diamonds 
consumer-facing website 
is now seeking to 
harvest diamond stories 
and showcase them to 
consumers.

The Sea Otter story, as preserved by the retailer “Rocks The Jeweler.” 

The story of Strawberry Harvest is featured in a video at the Museum of Named Diamonds.  
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Focusing on the 4Cs perhaps makes 
sense within the world of diamond 
dealers, gemmologists, and retail 

jewellers. The mistake was in thinking 
we should build an industry around it.

Long Jewelers showcases its relationship with the Museum of Named Diamonds on its home page: longjewelers.net.  

Rio Tinto over a year 
ago launched their 
“Diamonds With A Story™” 
marketing program. And 
Forevermark’s “Register My 
Diamond” function among 
other things helps capture 
the diamond’s story.

Bring on those stories! 
The Museum of Named 
Diamonds is reaching out 
to create synergy with all 
of these groups, to help 
ensure the stories are both 
preserved, and shared with 
the widest appropriate 
audience.  And the Museum 

itself is busy keeping up with 
demand. More diamonds 
and their stories have been 
registered at MoND in the 
last three months than in 
the prior two years since our 
founding. Retailers are using 

our diamond-naming, and 
story-preserving services as 
an important sales aid.

Not only does the idea 
of naming a consumer’s 
diamond, and recording its 
story, bring new customers 
in the door and help close 
sales, it also provides the 
perfect tool for changing 
the conversation away from 
commodity pricing and 4Cs 
obsession. What does that 
young couple really want 
to talk about? Data on a 
diamond grading report, or 
the story of their love?  

 “Showing a customer how 
we register their diamond 
at MoND, and preserve its 
story, is an important sales 
tool for us,” noted Stephen 

Burstein, owner of Stephen 
Burstein Fine Jewelers, in 
Leawood, Kansas.  

“It’s amazing how excited 
customers become, when 
you start asking about the 
story of their love, how they 
met, and what we should 
name their diamond to 
preserve those memories,” 
said Julianne Paulsen, 
owner of Rocks The Jeweler, 
near Duluth, Minnesota. 
“It’s not just a much 
better experience for the 
consumer, it also makes the 
process of selling diamonds 
simply more fun. Who 
wants to talk about grading 
reports?”

The 4Cs were an important 
advance in gemmological 
classification.  Diamond 
storytelling is an important 
advance in actually making 
sales.

For more information on the 
Museum of Named Diamonds 
and its services, readers may 
contact the author directly: 
Jacques@museumofdiamonds.
org, or visit the Museum at www.
museumofdiamonds.org.



18 World Diamond Magazine | Summer 2017-11

YOUR DIAMOND
YOUR STORY 
YOUR STORE 
YOUR PROMOTION

TM

POY_Postcard_Print.indd   1 22/05/2017   14:06

This issue of the World 
Diamond Magazine will have 
ended up in your hands, dear 
reader, toward the end of the 

month of August or even in the first 
half of the month of September. As you 
can see, this is issue 11 of our quarterly 
publication that is published in 
partnership with the Turkish Jewellery 
Exporters’ Association and under the 
auspices of the World Federation of 
Diamond Bourses. 

The theme of this issue – take a look at 
the cover again - is “Diamond Stories.” 

Ah, “Diamond stories,” I hear you say, 
“that seems to be the trend these days?!” 

Yes, you’re right. 

Indeed, during recent months, a 
flurry of diamond and jewellery trade 
organisations and service providers 
joined almost every serious trade 
publication, in print and online, in 
talking about the need for retail jewelers 
to move away from trying to sell 
diamonds and diamond jewellery by 
means of overwhelming the consumer 
with technical details, and instead 
appeal to the consumers’ emotions and 
experiences by means of story-telling. 

Credit: WDM

Where did all this come from? 

It is time to take credit: we did. 

At the World Diamond Mark 
Foundation (WDM), we have been 
working for more than 18 months to 
connect diamonds with the special 
stories of their wearers. Our campaign 
- “Part of You™” - was soft-launched in 
November 2016, and officially presented 
at JCK Las Vegas in past June. 

The campaign idea is based on a simple, 
universal truth:

Irrespective of the way people choose 
to wear their diamond, one thing is true 
the world over. Your diamond becomes 
part of your life story in a way that no 
other gemstone ever could. It reflects 
something special about you to the 
outside world, and makes you feel that 

Sharing ‘Part of You’ with all 
of you - a pioneering story
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a unique aspect of your life story exists 
within it.

This consumer truth had never been 
used before, and it led us to our BIG 
idea: Part of You™

Diamonds evolved in the crust of the 
earth millions of years ago, until they 
were found, mined, 

cut and polished. Each diamond - no 
matter its size, colour, inclusions or 
shape - is unique, just like every person 
is unique, each with her or his own 
personal features and characteristics.

This very concept has become the 
inspiration for a campaign that features 
diamond wearers and diamond stories in 
a completely new way…

Part of You™

The Part of You™ campaign - visit our 
website www.passion.diamonds for 
illustration of the below - uses images of 
diamond-wearers to highlight both their 
diamonds and their personal stories. The 
people that we chose for the campaign 
are real, yet proud. They are aspirational, 
but never seem overly posed. They’re 
very human, just like you and me. Even, 
when celebrity images are included, we 
intentionally treat them no differently 
than any of the other subjects.

We also wanted to show a truly global 
selection of diamond-wearers, including 
people from Africa, Europe, Asia, 
America, and the Middle East. 

The Part of You™ campaign includes 

modern love stories, others featuring 
women who have chosen unusual 
designs to express individuality, and 
stories of men enjoying who are 
enjoying being part of the trend of 
wearing diamond jewellery. As you 
can see on our website, we have also 
included the inspirational stories of 
world-famous designers, and others 
about the people who are earning their 
living by finding diamonds in special 
ways, such as a deep-sea diamond diver.

We have complemented the campaign 
by using social media to invite 
consumers, retailers, and designers to 
also share their special stories with us. 
Find us on Facebook and Twitter!

Yes, we are proud that our world has 
started to wake up to the shift in the 

diamond category from the 4Cs to 
people’s unique diamond stories. The 
WDM was there first and our aim is to 
continue to be a thought-leader within 
the industry. 

Call for action

In conclusion, a call to action. 

This is the time for the industry - from 
diamond traders down to retail jewellers 
- to come together, get off the sidelines 
and into the playing field. This is the 
time to commit and join our effort to 
make diamonds and diamond jewellery 
more desired and more popular than 
ever before. 

Support the WDM’s efforts, fulfill your 
pledges, and get on board.

The Part of You™ 
campaign - visit our website 

www.passion.diamonds 
for illustration of the below 
- uses images of diamond-
wearers to highlight both 
their diamonds and their 

personal stories.
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DIAMOND PROMOTION

Carnivale Sunrise

Carnivale Sunrise comes from Brazil, and is named after that country’s 
famous celebration in late February. It was polished in Brazil, and was 
likely mined there as well, but its earliest origins are unknown. The 
highly-unusual, natural colour of the Carnivale Sunrise, described by the 
Gemological institute of America as “Fancy Orangy Pink,” is extremely 
rare. It may be the only heart-shaped diamond of this colour, in this size 
range, in the world.

The diamond was acquired by a New York based diamond-
manufacturing firm, from its Brazilian owner, in 2015. The new owner 
created the unusual platinum mounting, in which two rows of smaller 
diamonds, surround and frame the Carnivale Sunrise itself. The inner 
row of twenty-four small diamonds, totaling 0.27 carats, are themselves a 
light pink. The outer row consists of sixty-four white diamonds, totaling 
0.89 carats, all G/H colour and VS clarity. 

This pink-on-the-inside, white-on-the-outside, border helps frame, 
accentuate, and extend the brilliant “sunrise” effect emanating from 
Carnivale Sunrise and its solar-like radiance.

Despite its one-of-a-kind rarity, at 2.07 carats the Carnivale Sunrise is 
not too large to be worn on a finger, and if it ever goes on the market, 
will likely find a home adorning one, at least for the most special of 
occasions. Given the reputation of its namesake, as the world’s greatest 
party, this diamond is likely to bring its owner a lot of fun.

Den Ene Diamond

“The evening we first saw each 
other - even before we were 
introduced, we immediately 

knew each other was “the 
one.” We’re both of Norwegian 

heritage, and ‘den ene’ means 
‘the one’ in that language.”

Dale and Sandra Locken 
bought Den Ene Diamond, 

a round, from Sarini Fine 
Jewelry, of Vulcan, Alberta, 

Canada.

Source: Museum of Named 
Diamonds. 

On the following pages, we have printed a number of stories, told mostly by consumers, about the 
significance of their diamond and diamond jewellery purchases.  As Jacques Voorhees indicates 
in his article, none of these consumers comes close to taking an interest in the 4C’s, let alone that 
they mention it in their stories. All stories, except one,  are courtesy of the Museum of Named 
Diamonds.

Diamond Stories - told by consumers and retailers  
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Kohanaiki Diamond 

“We chose the name Kohanaiki 
Diamond because that was the 

beach in Hawaii where it was given 
to my wife, on September 3, 2010.” 

D. and B. Brown,

The diamond is a square modified 
brilliant cut 

Source: Museum of Named 
Diamonds. 

Forever Young

On our first date we discovered that we both loved 
the new Rod Stewart song Forever Young. The next 
morning, I found a dozen roses and a cassette tape 
with the song recorded on both sides on my doorstep. 
Our love for one another and our children has kept us 
forever young and this  - round - diamond is a symbol 
of that love story.”  Carol and Rob Adami

Source: Museum of Named Diamonds. 

The Harlech Diamond

The Harlech Diamond is named after the Harlech 
Castle, which is located on the coast of Wales, 

United Kingdom near the Irish Sea. It was on the 
ramparts of this castle that a Welshman raised in 

the United States gifted this ring to the love of this 
life, an American redheaded firecracker. As Welsh 

tradition states, Mr. Thomas asked for her hand 
in marriage, toasted to their future together, and 
gave her a locally carved Welsh love spoon. The 

newly engaged couple and the Harlech Diamond 
returned to the States and will be planning their 

wedding ceremony for Spring 2019.

The future Mr. and Mrs. Thomas purchased their 
round Forevermark from David Craig Jewelers in 

Langhorne, PA, USA. 

Source: Museum of Named Diamonds. 
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Sea Otter

“No matter where the current goes, 
When it’s fast or when it slows. 
The otters drift with paws held tight, 
Forever at sea, and in utter delight.”

Not everyone knows this about sea otters, but they sleep on 
their backs on the water, and the male and female hold hands 
so they don’t get separated during the night. My husband and 
I do the same thing when we fall asleep. We don’t want to get 
separated either. That’s why we named my diamond The Sea 
Otter.

Dave & Nicole M’s Sea Otter is 3.12-carat round. The ring was 
designed by Rocks The Jewelers. Art by Kajsa Rasten.

Source: Museum of Named Diamonds

The name Marble Tiger brings together 
two elements. Marble, because I had 
a surprise marriage proposal on the 

grounds of the Marble House in Newport, 
Rhode Island. My then boyfriend now 

husband and I were taking a belated 
Valentine’s Day trip up to Newport for 
the weekend. He had been acting very 

strange and I was worried he was going to 
break up with me. He wanted to go on a 
tour of the Marble House which was out 

of character as well. He is not that kind of 
guy usually, but I thought “Great!” At the 
end of the tour the guide advised that for 

those of us who wanted to brave the frigid 
temperatures there was a beautiful garden 

along the ocean cliffs that we could go 
enjoy. My boyfriend said he wanted to go 

out there, which also was out of character. 
We walked back to the ocean cliff by the 

garden and—guess what! He pulls out 
a ring and asks me to marry him. I was 

in total shock, but even so I managed to 
blurt out the magic word. Yes! 

Why the tiger? Well, I just love tigers so 
why not a Marble Tiger?

Diamond Details

Shape: Round 
Owners: Private

Art by Kajsa Råsten

DIAMOND PROMOTION

At the gates of his castle the Marble stands 
tall, New English by birth, but a tiger to all.

Marble Tiger
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An heirloom with a new purpose

For everyone in the jewellery industry, we encounter 
opportunities to make a difference. Often, such chances sneak 
up on you. 

It was a Saturday last June. We had a client come in the 
door with a big smile on her face but with “sad” eyes. She 
had a diamond ring from her mother and wanted to make 
something for her daughter with the diamond from that ring. 

When I asked her if she was looking for a theme, tears started 
to well in her eyes. She told her about her daughter’s wedding 
and that they had a theme on their invitations that depicted 
branches. I told her I could use that information in the ring. 

The conversation was growing into a very personal chat and 
she told me that her daughter was pregnant. Then she mentioned 
that the child was going to be still born the next week awaiting 
an open delivery room at the University Hospital. She explained 
that her faith was giving them strength. 

Once we had the design finished, I casted the ring on Sunday 
and finished it on Monday late in the afternoon. When we called 
her later that day, she told me that her daughter was going in the 
next morning. 

She picked the ring up on Tuesday morning and both she and 
her husband looked with teary eyes at what we had made. 
Needless to say, we were glad that we were able to help getting 
this emotional event to be remembered forever, just as the 
diamond from the heirloom. 

Sometimes, it is so rewarding to make the extra effort. I love my 
job!

Harold van Beek, Jewelry by Harold, North Liberty, Iowa, www.
jewelrybyharold.com

By stars in the evening or mountains by day, 
this stone is the peak of living in play

Personal Text
Working in the wholesale diamond industry (customer service 
manager for Polygon, in Dillon, Colorado) I knew pretty much 
everyone on 47th Street in New York.  And they knew me.  When 
my boyfriend and I decided to get married, I realized I could call 
up any number of companies in New York and get a killer deal on 
a diamond.

But I didn’t.  I didn’t want a killer deal on a diamond.   We wanted 
something else.  One Saturday we got in the car and drove to 
Denver, and went to a store in a Mall.  It was kind of scary.  All 
those display cases, fancy lighting, well-dressed salespeople.  
But they came over and treated us like a king and queen for the 
day.  They showed us diamonds, let us look at them through the 
Gemscope, helped us understand the differences.  We got the royal 
treatment.  And when we drove home that day, I had a diamond on 
my finger. 

And that was the experience we both wanted.  All my life I’d walked 
nervously by those stores, and never felt good enough to go in one.  
Who can afford diamonds?  But this time I could—at least a small 
one.  I got to fulfill a fantasy.  Every time I look at my diamond, I 
remember the experience that came with it.   I still live in Summit 
County, Colorado, and so I named my diamond The Summit Stone.  
But being treated like royalty by a retail jeweler—at least for one 
day—is what really gave me a Rocky Mountain “high.” 

Shape: Round 
Owners: Casi and Brian B.

Art by Kajsa Råsten
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You work hard 
to build lasting 
relationships with 
your clients. You 

should work equally hard to 
build solid relationships with 
your vendors. The following 
tips will help you forge better 
retailer/vendor partnerships. 
This makes doing business 
more enjoyable and 
ultimately makes you both 
more profitable.

Less vendors

Consider being more 
important to fewer vendors. 
It’s better to have 20 vendors 
you use frequently than 

200 you rarely order from. 
While the benefits will vary 
from vendor to vendor, they 
may include better access to 
merchandise, more flexible 
memo opportunities, more 
forgiving payment plan on 
overdue balances, etc. 

Supportive Vendors 
Make sure you share the 
same business philosophy as 
your vendors. For example, 
if you re-order frequently, 
your preferred vendors 
should have good back stock 
or be able to manufacture 
quickly. If you offer your 
customers strong warranties, 

do your vendors offer you 
strong warranties as well? 
Do you take advantage of 
vendor marketing material? 
Naturally, your best vendors 
should have great marketing 
support. 

Good payment terms

Talk openly with your 
vendors about accounts 
payable. If you have an 
outstanding overdue balance, 
call, explain and work 
out a payment plan. And 
conversely, you may be able 
to negotiate a discount if you 
pay upon ordering instead of 
taking terms. 

Ask questions

Finally, here are a few 
questions to consider when 
deciding on which vendors 
to continue to strengthen 
your relationships with, 
or even when considering 
a new vendor: Does the 
vendor sell directly to the 
public? What exclusivity will 
you receive? Does the vendor 
dictate your retail price? The 
better your relationship with 
your vendors, the better you 
can serve your customers.

Jim Matero is the principle of Prime Consulting, a Las Vegas-based company that 
offers comprehensive information on and training in vendor relationships, inventory 
management, debt reduction, profitability, retirement or succession planning. To con-
nect to Jim, go to www.nvprimeconsulting.com and click on the Contact button.

ABOUT 
JIM MATERO

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

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

EVERY FIELD OF THE STOCK EXCHANGE BUSINESS

www.borsaistanbul.com
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Bart De Hantsetters is Managing Director of Diamcad NV, a leading Antwerp-based, 
Belgian diamond manufacturer specialized in large size high value diamonds. He is 
president of the Belgian Diamond Manufacturers Association (SBD), is a member of the 
Diamond Club of Antwerp and holds a seat on the board of the WTOCD – the Belgian 
Diamond Research Center.

ABOUT 
BART DE 

HANTSETTERS 

To ask or not to ask, 
that is the question

By Bart de Hantsetters

Recently, Bart De Hantsetters, President of the Syndicate of Belgian 
Diamond Manufacturers (SBD), advised his members to spend some 
time during their summer vacation to read “A more beautiful question, 
the power of inquiry to spark breakthrough ideas,” by innovation expert 
Warren Berger. Here are some of his conclusions and insights to what the 
diamond industry and trade can learn from this book.

In my editorial and 
message to our members 
toward the summer 
holidays, I proposed the 

above mentioned book as 
recommended reading, as I 
am convinced that this work 
offers important insights 
and direction to anyone who 
wishes for our industry to 
continue to prosper in the 
years to come. Here are some 
of my take-aways from this 
book. 

“A More Beautiful Question, 
The Power of Inquiry to 
Spark Breakthrough Ideas,” 
by innovation expert Warren 
Berger, is all about the power 
of questioning, or otherwise 
put, asking the right 
questions. Berger discovered 
that top business people 
and innovative thinkers 
behind groundbreaking ideas 
like Netflix, Airbnb or the 

Theory of Relativity are often 
very different, yet they all 
share one specific trait; one 
by one, they are all expert 
questioners. By using real 
life examples from various 

creative geniuses, Berger 
demonstrates why it is so 
important to ask the right 
questions. And just to be 
clear, we are not talking about 

Google here. In this Google-
era of ours, we do ask more 
questions than ever before, 
just not the right questions! 
This book is not about the 
sort of questions Google can 

guess which question you 
wanted to ask before you 
have even finished typing. 
And don’t worry, this is not 
about life’s great questions 

either. It is about questions 
that call for very practical, 
tangible answers, or as Berger 
calls them, “a more beautiful 
question.”

Asking questions

Asking questions is 
something we do naturally 
as a child, but we are literally 
taught not to. Those of you 
who have children will 
recognise what I mean when 
I refer to the “why” age. It is 
proven scientifically that the 
average four-year-old asks 
about 390 questions every 
day. But what is remarkable, 
by the age of five or six, most 
of us have reached their 
questioning peak. It is all 
downhill from there. Our 
schools, but also parents and 
as societies do not encourage 
asking questions. Why? 
(There we go, I’m asking a 

“A More Beautiful Question, The Power 
of Inquiry to Spark Breakthrough Ideas,” 

by innovation expert Warren Berger, 
is all about the power of questioning, 

or otherwise put, asking the right 
questions."
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question) When children, 
and later students, employees 
or simply people start 
asking questions, it is often 
considered as something 
uncomfortable or unpleasant.

That is a comprehensible 
reaction. Scientific research 
demonstrates we very often 
put our brains on auto pilot. 
That is much easier and 
therefore, at least that is 
what we think, much more 
efficient. By putting our 
mental force on pause we 
can save on mental energy 
which improves our ability 
to multitask. Stop what 
you’re doing for a minute 
and consider how often you 
switch to automatic mode 
in your everyday life and, 
more importantly, in your 
professional life. How much 
time is there in your company 
to question your business 
strategy, to ask whether you 
can improve something, or 
why you are handling certain 
things the way you do?

Asking the right 
questions

Berger argues that, especially 
in the business world, the 
real danger is that one’s 
focus is entirely on “doing 
things,” that asking the 
right questions (“why are 
we doing this”) is skipped 
or ignored entirely, because 
it consumes too much of 
our precious time. Sounds 
familiar, doesn’t it? Yet asking 
the right questions allows 
us to identify opportunities, 
to adapt to rapidly changing 
circumstances, before our 
competitors do. The common 
denominator in all the 
successful endeavours the 
writer lists is precisely that 
asking the right questions can 
lead to radical, turbo-charged 
change.

Berger also points to the 
danger of the “experts”. 
We tend to be stuck in our 
bubble, we “know everything” 
and “we do what we do.” 

That is precisely what 

characterises our industry. 
How many of us aren’t 
convinced that we are the 
only experts, negating any 
other answers than those 
we already have provided 
ourselves. There is no doubt 
that expertise and experience 
play an important role in our 
industry, but that shouldn’t 
stop us from – let’s start with 
that question – questioning 
if we are asking enough 
questions at all. We are so 
caught up in our own little 
world and everything we 
know that we don’t allow 
ourselves to ask questions. 
That is fine for as long as the 
world around doesn’t change. 
But, needless to say, that is 
not the case!

There is no “someone 
else”

Berger is right when he says 
that strangely enough, we 
tend to believe that “someone 
else” can and should solve 
our problems. Someone 
smarter, more capable or 
with more resources. This 
particular point reminds 
me of the arguments we 
often hear in our industry, 
when we talk about the 
challenges our industry 
is facing. By default, we 
believe it is up to somebody 
else to get the job done. 
“Someone” must generically 
promote our product. 
“Someone” must ensure 
access to bank accounts 
and financing. “Someone” 
should accomplish more 
sales for all. Again, this reflex 
is understandable, and I 
have said this before, unfair 
situations, especially the 
refusal of banks, cannot be 
justified. But the point is, that 
“someone” does not exist. If 
we want to tackle the issues 
we are facing, we need to do 
something ourselves. And 
asking the right questions 
would be a good starting 
point. 

Furthermore, Berger inquires 
- you guessed right, by asking 
the right question - in his 
book, more specifically: 
“if asking questions is so 
efficient, why aren’t we all 
doing it more?” In other 
words, what it is that makes 
the whole concept of 
questioning so difficult? 

A threat to those in 
power

To enable asking the right 
questions, means to cede 
control, power if you will. 
Because asking questions also 
literally means you question a 
status quo. 

And that’s where the difficulty 
lies. In hierarchically 
structured organisations 
and companies, asking 
questions is perceived as 
something that will have 
negative consequences, 
both for those who ask 
the questions as for those 
who are asked questions. 
Questioners are often 
considered insubordinate or 
ignorant, or in the worst case, 
both. Let’s be honest, in this 
institutionalised industry of 
ours, that is a difficult area.

The fear of losing power, 
or the established order 
sometimes has a paralysing 
effect. To kick in an open 
door, change is rarely 
easy nor fast, but it is 
most certainly better than 
continuing to do what we do, 
just because we are used to 
doing it. 

I’ll leave it up to you to 
discover what happens next 
in the book, but I am firmly 
convinced our industry could 
use a strong dose of sunshine, 
rest … and asking questions.

This slightly adapted article 
was originally published as an 
editorial in the Spring 2017 
issue of SBD’s quarterly house 
magazine, De Belgische 
Diamantnijverheid.
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Avedis Kendir; a gift from 
İstanbul to the World
He started creating his own toys when he was only a small child. He always 
loved turning pieces of his imagination into reality. He stepped into the 
Grand Bazaar when he was only 10 years old. After half a century, he is still 
dreaming in the sparkling world of jewellery. The hands that crafted toys are 
now creating precious pieces for Queen Elizabeth of the United Kingdom, 
Japan’s Empress and many Hollywood A-listers. And Avedis Kendir is 
writing his own name prominently in the jewellery history books!
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Many great craftsmen and artists were raised in 
Anatolia, a part of Turkey that boasts more 
than 5,000 years of jewellery-making tradition. 
Throughout the centuries, these Anatolian 

master jewellers’ works were turned into an emperor’s 
crown or a sultan’s dagger. For thousands of years, Anatolia 
has delivered master jewellers to Turkey  - and the world. 
One of the great examples of today’s master jewellers is 
Avedis Kendir.

He is continuing his adventure the way he started it when 
he was just 10 years old for half a century. Enlarging his 
horizon and freely using his imagination, he is continuing 
to breathe in the magical scent of jewellery. It is very hard 
to describe him only as a jeweller. Avedis Kendir is not 
someone who just shapes gold, or someone who uses 
precious stones in his designs. He is someone who loves 
bringing different elements together and giving them 
life. He loves giving value to a jewellery piece that would 
otherwise be less valued. To him, it is very much possible 

Avedis Kendir, created his 
own style ArtAvo and is 

known as a hidden gem of 
the Grand Bazaar
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to give a unique value to any kind 
of jewellery item when it is crafted 
masterfully.

 Roots in the Grand Bazaar

Craftsmanship and art are in his 
family’s roots. Avedis Kendir’s father 
was a carpenter. Many members of 
his extended family also spent many 
years in the Grand Bazaar and in 
the jewellery industry. Many family 
members still continue to do so. His 
journey, that started off in a jewellery 
atelier, is still continuing with the same 
excitement.

Every piece Avedis Kendir makes is 
one of a kind. Every single design has 
its own soul and energy. There is no 

way one will see an identical piece of 
jewellery elsewhere that carries his 
name. Every design has its own story. 
This is why when you immediately 
recognise a piece of jewellery as an 
Avedis Kendir work: you know that it 
is one of a kind. 

An artist of international 
renown

Avedis Kendir’s work is not only well 
known in Turkey, but is recognised 
globally. This is why Queen Elizabeth, 
the Japanese Empress Michiko, many 
other heads of state, and Hollywood 
A-listers, such as Elizabeth Taylor, 
Barbara Streisand, Jennifer Aniston, 
Beyoncé and Christina Aguilera were, 
and are, his customers. He also designs 

bespoke pieces for official events.

His pieces are auctioned at many 
well-known auction houses, such 
as Sotheby’s and Christie’s. Turkey’s 
jewellers have been designing and 
manufacturing haute couture jewellery 
for more than 40 years, but Kendir 
became renowned by creating his 
own style, ArtAvo, a name known as 
the hidden gem of the Grand Bazaar. 
Avedis Kendir’s designs are sold 
worldwide: in Paris, Milano, London, 
New York, Dubai, Beirut, Rio de 
Janeiro and Tokyo. The artist is very 
selective in choosing his international 
sales points. He operates only one 
store in Turkey, at Çırağan Palace in 
İstanbul.

Queen 
Elizabeth’s 

famous Tulip 
Brooch carries 

Avedis Kendir’s 
signature.

Avedis Kendir 
created his 

own style with 
ArtAvo. He is 

known as a 
hidden gem 
of the Grand 

Bazaar
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Inspired by Christopher 
Columbus

Avedis Kendir is not only giving 
life to his jewellery designs, he is 
greatly influenced by world history 
and objects which form important 
elements from which he draws 

inspiration and uses his imagination. 
One of the objects that inspired him is 
the Santa Maria, the ship Christopher 
Columbus sailed on during his 
journeys to discover the ‘new world,’ 
America. 

Avedis Kendir created a replica of 

the ship that displays dazzling and 
immense detail. It was made of gold, 
silver and numerous precious stones. 
It took him 10 years to finish the piece, 
and was exhibited at the Archivo 
de Indias Museum in Sevilla, Spain, 
where it was viewed and admired by 
many thousands of visitors.
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What is a diamond 
grading report?

Many customers who come 
into a retail jewellery store 
to purchase a diamond or 
diamond jewel demand a 
diamond grading report, but 
most often they do not even 
know what that is! That’s a 
good opportunity to remind 
them that the purpose of a 
diamond grading report is 
to describe the gem. That’s 
all. It is only a description. 
It does not assure quality. It 
is also the right moment to 
put yourself in the center of 
the conversation and assess 
yourself as the resident 
diamond expert. 

It’s not a warranty 

Many customers feel a 
diamond grading report is a 
guarantee or warranty. Since 
many jewellers have become 
accustomed, - myself included 
– to use the word ‘certificate’ 
when talking about a diamond 
grading report, customers are 
given the impression that a 
‘cert’ is a guarantee. Therefore, 
try and avoid using the term 
‘certificate’ at all times so 
not to confuse the customer, 
because a diamond grading 
report is not a guarantee. All 
diamond grading reports 
issued by the major labs state, 
usually in small type on the 

back of the report: “This is 
not an appraisal, guarantee 
or warranty.” Show your 
customer where it says so on 
a copy of an actual diamond 
grading report. 

Diamond grading is not 
a science

Indeed, diamond grading is 
not a science. It cannot be said 
often enough that a diamond 
grading report simply reports 
the professional opinion 
of the graders, made at the 
specific time the diamond 
was in their laboratory. Ask 
your customer: If a diamond 
grading report is just the 
opinion of gemmologists 
at a gem grading lab, on a 
particular day, why should it 
be so important?

Same lab - different grade

 I have framed on my wall 
copies of diamond grading 
reports with different grades 
on the same diamond, from 
the same lab. You should do 
this, too. Show these to your 
customers. Even the best labs 
can give different grades to the 
same stone.

Why should a diamond 
grading report be so 
important if it is so 
‘conditional?’

Tell your customer: even 
within a lab, there is a range 
of opinions on grades! This 
shows grading is open to 
interpretation. However, I 
will personally spend time 
with you showing you the 
actual diamond so you can be 
the most informed buyer.”

You’re the Expert

Remind your customer that 
all diamond grading report 
are based on the opinion of 
gemmologists. Why would 
those persons’ opinion be 
valued higher than yours? 
You are the one who has had 
a store that contributes to the 
community for the last 30 
years. You are the one with 
all the good reviews. In fact, 
you have years of actual on 
the job jewellery experience 
where the lab tech does not. 
Ask your customer: “Why is 
the stranger sitting in a lab 
somewhere more qualified 
to grade a diamond than you 
are?” “Why should we pay 
a few hundred dollars to a 
stranger for something you 
will do for free?” Remind 
them that you are the expert.

Diamonds are like dogs

In sales, always compare 
things to what people 
already know. It helps people 
understand. A diamond 
grading report is like buying 
a dog with papers. It’s nice to 
know the dog’s pedigree, but 
it does not change its bark 
or how soft its fur is. It is the 
same dog no matter what the 
papers says. Just like your 
dog, you love a diamond for 
the joy it brings you, not the 
paper that comes with it.

Aleah Arundale is a 3rd generation GIA Graduate Gemologist, a 5th generation jeweller 
turned loose diamond wholesaler and the founder of the immensely popular Jewelers 
Helping Jewelers Facebook page. Selling diamonds on the road lets her share great ideas 
from hundreds of different jewelers from all over the country. Sign up for her Jewellery 
Sales Tips Newsletter by e-mailing her at Aleah@olympiandiamonds.com or calling 800-
882-8900. “We are all in this jewellery business together, lets help each other!”

ABOUT 
ALEAH 

ARUNDALE

Does that diamond have papers?

by Aleah Arundale

Or: how much is that dog in the window, and does it have a pedigree? 
The queen of diamond selling, Aleah Arundale, lays it out for us in a simple way.
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IJL delivers year round inspiration, innovation, education and new business opportunities.
Source new ranges face-to-face in the unique trading environment of Olympia, London.

3 -5 SEPTEMBER 2017   |   OLYMPIA LONDON3 - 5 SEPTEMBER 2017
OLYMPIA LONDON

REGISTER FOR FREE TO VISIT AT WWW.JEWELLERYLONDON.COM/REGISTER
STAY ‘ IN THE KNOW’ @JEWELLERYLONDON #IJL2017  #WITHYOU 

More than meets the eye
Discover trends. Be inspired. Make connections
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The International 
Jewellery show 
London, to be held 
September 3-7, has 

always featured high-quality 
educational seminars during 
its shows. This year, however, 
building on the success of IJL’s 
long-standing Advice Clinic 
concept, it will introduce the 
Skills Lab that includes two 
private one-on-one booths and 
a workshop space, designed to 
offer tailored, targeted advice 
from industry experts.

IJL’s three-day programme 
includes experts from security, 
intellectual property law, social 
media, personal branding, 
retail sales training, customer 
journey mapping, financial 
planning, pearl jewellery sales, 
photography and PR.

One-on-one sessions can be 
booked in advance at the Skills 
Lab welcome desk, with some 
drop-in session available on 
a first come, first serve basis. 
The Skills Lab workshop 
space – with seating areas 
for around 10 guests – offers 
informal presentations and the 
opportunity to ask questions 
in a relaxed environment.

Legal knowledge

But that’s not all. Those 
who have questions that 
need to be answered by a 
qualified and experienced 
legal professional can listen 
to Stephen Welfare of Royds 
Solicitors who will be on-hand 
on Sunday and Monday to 
discuss intellecttual property 
and other commercial legal 
issues. If you can’t make 
Stephen’s sessions, don’t 
miss a dedicated intellectual 
property law seminar by Gavin 
Llewellyn in The Academy on 
Tuesday 5th September.

Master photography, 
social media, PR and 
marketing

This year, the Skills Lab will 
host an array of speakers 
specialising in social media, 
PR and marketing. Becky 
Guth and Phoebe Fleetham 
from Facets PR will guide 
participants through PR 
strategies and creating 
campaign.Their colleague 
Rose Swingler will offer daily 
personalised social media 
workshops, answer questions 
in a private environment.

Elsewhere, photographer 
Andrew Neilson will share 
his top tips on how to bring 
jewellery to life; whether 
you’re creating shots for 
lookbooks, social media or 
point of sale materials. His tal 
is scheduled for Sunday 3rd 
from 3pm-5pm.

Does your jewellery brand 
bear your name? Do your 
personal social media channels 
mix with your business 
presence? Sarah Greenway, 
director and founder of 
PersonaMe, will help you take 
control of your profile and 
media presence, both online 
and offline, on Monday 4th 
from 12pm-1pm.

WDM Seminar at IJL

On September 5th, at from 
11:45 - 12:30, the World 
Diamond Mark Foundation 
(WDM) will take part in the 
Skills Lab with a presentation 
"The World Diamond Mark 
'Part of You' promotion: 
how your retail business can 
benefit" and demonstrate 
how, with its new 'Part of 
You' campaign, it enthuses 
consumers for diamonds 

and diamond jewellery, 
driving consumer traffic to 
participating retail jewellers.

People don't wear diamonds. 
They wear a symbol of love, 
loyalty, financial independence 
or aspiration. Diamonds mark 
a person's milestones in life, 
compliment one's character 
and will accompany him or 
her into the future, to become 
an inseparable Part of You. 
Just like people, no diamond 
is perfect, but it is possible 
to find the perfect diamond 
for each occasion and for 
each person and make your 
diamond an inseparable Part 
of You.

At the seminar, the WDM 
will show retailers how they 
can join the "Part of You 
campaign", a project that - 
predominantly -  uses digital 
marketing tools and social 
media channels to connect 
between retail jewelers and 
consumers, and ultimately to 
help retailers sell diamonds 
more successfully. The 
campaign is driven through 
the Part of You consumer 
website at www.passion.
diamonds.

IJL introduces Skills Lab



THE INTERNATIONAL INSTITUTE OF DIAMOND GRADING AND RESEARCH
Founded by the diamond industry leader,  The International Institute of 

Diamond Grading & Research is part of the De Beers Group of Companies.

L O N D O N

Detection Instruments

The improper trading of diamond simulants, synthetics and 
treated diamonds is a real threat to the diamond trade, 
consumer confidence and to reputations.

IIDGR offer detection instruments that can readily screen out 
simulants, synthetics and treated diamonds.

Our suite of instruments consist of DiamondSure, AMS, 
DiamondView and DiamondPlus which can be used in combi-
nation, which considerably reduces the number of stones that 
would need more time consuming extensive laboratory testing.

For more information on our detection instruments please 
contact: contact@iidgr.com

Grading

Our heritage dates back over 120 years. Today we deploy the 
most advanced proprietary technology and, consistent with our 
background, we apply our skills solely to what we know best: the 
science of diamonds.

Every diamond we assess receives either our official Diamond 
Grading Report or a more concise Diamond Identification Report.

For further information on our grading services, please contact: 
grading@iidgr.com

Melee Testing Service

IIDGR have a low cost Melee Testing Service available to every-
one in the diamond trade.  IIDGR deliver a fast turnaround with 
complete accuracy and clearly categorised parcels returned to 
you in tamper-evident bags.  

Today, with the risk of undisclosed synthetics.  There is no 
better way to boost confidence in your product than using the 
independent services of IIDGR.

For more information on how to submit goods please 
contact: testing@iidgr.com
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We shouldn’t be just better, 
we have to be different
by Mustafa KAMAR, Board Member, Turkish 
Jewellery Exporters’ Association
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The Turkish Jewellery Exporters’ Association (JTR) 
has defined the year 2023 as the target date for 
reaching the next stage of its planned development 
and growth. JTR has hired Saatchi & Saatchi, as 

well as Trendvision Forcasting to help the domestic industry 
attain its goals, reported Mustafa Kamar, a JTR board 
member.

“Turkey is among the world’s most important gold 
producers,” he explained. “For many years now, we had a 
very powerful production capacity thanks to several large 
factories. But when we put our current performance and 
future potential side by side, we see that we still have a long 
way to go.” 

SWOT

“Turkey has a $13 billion export goal for the year 2023. 
We are working very hard to reach this number. Based on 
our SWOT analysis, we prepared a work plan, focusing 
on our weak points and realised that marketing is a weak 
point. Fortunately, we don’t have problems with production 
capacity or quality control. 

While our sector receives a lot of government support, it has 
gone through structural reforms, and is going forward. But 
our companies, very much like jewellery sectors elsewhere 
in the world, are struggling as profit margins remain very 
low. Our ateliers and factories are working hard and we 
export $3 billion of goods annually, but it is obvious that the 
sector’s added value should be much higher than what it is 
right now!”

Be different 

“We live in a world that is now filled with similar services 
and products. Because of this, prices are decreasing and 
profits are lower. We believe that the difference could be 
made with creating a strong marketing strategy rather than 
trying to increase the capacity when the sector is trying 
to grow larger. The competitive nature of our industry has 
changed and it needs to be ‘different.’ I strongly believe that 
our production quality is beyond that of our competition but 
our created added value is unfortunately very low. When it 
is compared to that of other countries, our added value goes 
down almost to zero and this occurs because we are focusing 
on creating similar products in a cheaper price range, but 
of higher quality. This is not enough on its own. We have to 
work hard to create a difference.

Better marketing

The Turkish Jewellery 
Exporters’ Association 

(JTR) has begun taking its 
first steps toward its 2023 
strategic export plan. JTR 

signed a contract with 
one of the world’s leading 

advertising agencies, 
Saatchi & Saatchi, and has 
also engaged the services 

of Trendvision Forecasting, 
a consulting agency that 

works in Italy, Dubai and 
Hong Kong.
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“To change this attitude, we must develop 
a good marketing strategy. This proves just 
that. We are a sector that grew based on 
production and sales. We lived with the 
misunderstanding that sales and marketing 
are one thing. But, in fact, they are two 
different parts of a strategy. Quoting the 
famous management guru Peter Drucker, 
the objective of marketing is to make sales 
irrelevant. This is why we believe that 
marketing-based strategies should be the 
focus of our sector. For this, we created a road 
map and decided to work with the renowned 
advertising agency Saatchi & Saatchi. We 
are also cooperating with Trendvision 
Forecasting, which has a strong reputation in 
our sector.

Our road map prioritises global reputation 
management and B2B branding. Our goal 
is to increase export numbers as well as to 
create higher added value in the long term.

A changing world

“The world around us has changed drastically, 
and continues to do so. New technologies, 
products, services and markets are created 
each day. Remember the times we used to 
sell hundreds of kilos of hollow stamped 
gold jewellery (stampato) to the USA?! Right 
now we are not even selling any of it even 
to Iran which is right next door to us. We 
are not even producing any at this point. 
Globalization and tough competition forced 
us to make choices. B2C companies picked up 
on this beforehand and adapted themselves 
to what was coming. But now everyone 
is turning their attention to B2B brand 
management. Of course we should also create 
strong brand names that carry high added 
values, just like Sevan Bıçakçı has done. But 
what we should also focus on is to create a 
B2B strategy for the sector as a whole. This is 
why we are moving forward with the slogan, 
Jewelry=Turkey.

Jewellery=Turkey 

“Microsoft, IBM, Apple, Intel, SAP, Fedex and 
Boeing are some of the real-life examples of 
B2B branding efforts that have succeeded. 

Just as microprocessors are identified with 
the Intel brand (“Intel Inside”,) shipping with 
FedEx, ERP with SAP and the smartphone 
with Apple, we are aiming for jewellery to 
be identified with Turkey. This is a very 
long term strategy. We are also aware that 
it is not enough if only JTR board members 
acknowledge this strategy. We are holding 
workshops for our exporters to introduce 
them to this plan. This is how we are revising 
our global marketing communications as 
well. From the standardisation of trade fair 
stands to advertisements in international 
magazines, we are choosing a more 
professional language.

Our goal is to increase knowledge about the 
Turkish jewellery sector, and to make Turkey 
the first thing that comes to mind when 
jewellery is mentioned and in the end create 
much higher added value for our exporters!

Competitive 
strategy is 
not about 

being ‘better’ 
than our 

competition, it 
is about being 

‘different’.
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A DIAMOND BUYERS PARADISE !
• International trade fair dedicated to diamonds

• Located in the halls of the Diamond Bourses

• Diamond Industry’s 100 top firms exhibiting

• Powered by the Antwerp World Diamond Centre

www.brilliantfair.be
Contact : lucile@antwerpdiamondfair.com 
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DIAMOND PROMOTION

Surely, the above statements are 
something you have heard and 
will continue to hear. But what 
do they mean in the diamond 

industry?

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

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

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

Marketing to Millennials: 
Why is the diamond industry 

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

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

by Ben Prior

Ben Prior, of Ardenti Diamonds Ltd., is a young diamantaire who runs a loose diamond 
wholesaling and bespoke jewellery business in London. He is passionate about the diamond 
industry and blogs frequently giving advice to consumers on diamonds and the diamond industry. 
He can be contacted on ben.prior@ardentidiamonds.com.

ABOUT 
BEN PRIOR
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technologies and with that have higher 
expectations of content offered and the 
speed of access to this information. On 
the other hand, this does not change their 
wants and needs, only their views and 
analytical approach. 

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

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

Failing the challenge 

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

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

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

It’s….the story 

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

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

Online is forever 

Millennials are the first generation to 
make online shopping an indelible part of 
their everyday life, so it’s only right that 

they are the chief influencers of online 
retail. However, as online shopping 
becomes second nature to everyone, the 
Millennials have basically created the 
blueprint for modern online marketing. 

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

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

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

Millennials are the 
first generation 
to make online 

shopping an 
indelible part of 

their everyday life, 
so it’s only right 
that they are the 

chief influencers of 
online retail.
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Jewellery retail is an exciting place to be! Most often it 
is personally rewarding, lucrative, and both traditional 
and contemporary. Keeping all the components of 

a successful jewellery retail business humming along 
smoothly is an ongoing challenge. Increasingly, being a 
jewellery retailer requires creativity, organization, wisdom 
and unflappability!

People first

I find that the only difference between a jewellery store 
that is marginally getting by, with one that is flourishing 
and enjoying tremendous success, is the people working 
within the store. It is all about people today. You need to 
select people with science, formally train them equally, and 
hold the staff together with culture. Just hiring someone 
off the street without any formal training is a formula 
for failure. There is no such thing as a born salesperson. 

Jewellery retail is an 
exciting place to be!
by Brad Huisken and James Matero
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Professional sales people 
are developed. Just as with 
a doctor, mechanic, lawyer, 
plumber, electrician etc. 
training and professionalism 
are required. As jewelers, 
we are in the business of 
hiring, training and retaining 
exceptional staff. Jewellers 
need to constantly be on the 
lookout for quality people to 
bring on board. 

A professional and 
congenial staff

A successful sales staff is 
completely trained, working 
toward objectives, held 
accountable for performance, 
and rewarded, based on 
results. One of the primary 
determiners of success in 
this business is the ability of 
the sales staff to relate to the 
customers with an uncanny 
blend of professionalism and 
congeniality. Taking the time 
needed to carefully hire staff 
that is sincere, outgoing and 
compassionate quickly pays 
off in customer retention 
and increased sales volume. 
Once quality sales staff is 

hired, it is imperative that 
they be trained at a mastery 
level in ease of approaching 
customers, quickly building 
rapport, assessing their 
needs and professionally 
completing the sale. The 
details and steps involved 
in creating a satisfied 
customer go hand in hand 
with the details of product 
knowledge, combined 
with the ability to match 
customer desires with the 
best product for them. Voila! 

Your business reputation is 
enhanced!

Fresh, appealing stock

Another determinant of your 
business’s success is keeping 
the flow of product offerings 
fresh and appealing! By 
carefully assessing market 
trends with an eye toward 
quality merchandise 
equals successful stock 
acquisition. Meticulously 
selecting products with a 
great cost/profit balance is 

crucial. Knowing how your 
wholesale purchases will fit 
into your bottom line before 
the incorporating them into 
your store’s offerings keeps 
that process on a steady 
path. Once that merchandise 
arrives in your store, creative 
and vibrant merchandising 
completes the story of 
profitable retailing.

Plot twist

Sometimes, things may not 
go according to plan! What 

"Once quality sales staff is 
hired, it is imperative that 
they be trained at a mastery 
level in ease of approaching 
customers, quickly building 
rapport, assessing their needs 
and professionally completing 
the sale."

MONEY

MONEY

GOODS GOODS



46 World Diamond Magazine | Summer 2017-11

RETAILWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

happens to those less than 
stellar product acquisitions - 
the ones that are consistently 
not selected? Those pieces 
create the burden of 
deciding what to do with 
our old/dead accumulating 
stock. 

Many simply hide it 
somewhere in “the back,” 
collecting it for decades, 
because it’s equity. Others 
have an annual sale. Some 
stores feature a perpetual 
50 percent off showcase. 
While these practices have 
merit on paper, they can 

ultimately prove detrimental 
to your business. If you 
continually stash dead stock 
in a box in the safe, you 
will eventually create a cash 
flow problem. Loans and 
vendor terms will become 
necessary to secure funds 
for improvements and to 
purchase inventory, thereby 
amassing unnecessary debt. 
An annual sale may train 
customers to buy only when 
the sale comes around, while 
having a 50 percent off case 
can easily cannibalise your 
other sales. Additionally, if 
you are regularly offering 

merchandise at a discounted 
price it creates doubt in your 
customers’ minds as to the 
“true value” of your regularly 
priced merchandise and 
becomes much harder for 
the sales staff.

Old stock 

What should you do with 
your old stock? Begin by 
changing your buying habits. 
Know your stock and create 
a buying plan so you avoid 
over purchasing. Also, work 
with your suppliers on a 
mutually beneficial stock 
balancing plan. A great 
idea, if you have jeweller 
on site, is to repurpose 
some of the older stock. For 
example, turn an old tennis 
bracelet into multiple pairs 
of diamond stud earrings. 
Finally, if you are going to 
keep old stock, polish it; 
put it in clean back stock 
trays with current updated 
prices. Consider this, if 
the sapphire rings in your 
showcase aren’t exactly what 
the customer wants, your 
sales staff can seamlessly 
retrieve the sapphire 
rings, “not currently on 
display” showing a depth 
of inventory and perhaps 
creating the feeling that they 
are being shown something 
not offered to just anyone.  

Monetary incentive to 
staff

Offering a bit of a monetary 
incentive to your well-
trained staff to create 
renewed customer interest 
in “slower to move” 
merchandise before it 
becomes relegated to the 
back room eliminates the 
“vulture habits” of those 
shoppers who hold back on 
purchases in anticipation 
of “swooping in” for a great 
bargain! Why give your 
customer the dollar discount 
when you can get additional 
mileage by offering less 
than the discount but more 
than normal commission 
money to your staff to 
move the goods. I know 
that salespeople very 
often determine the 
success or failure of a line 
of merchandise, but a 
professionally trained staff 
will sell merchandise they 
are not fond of with the 
same enthusiasm as with the 
merchandise that they love. 

Managing your old/dead 
stock is critical in ensuring 
a profitable store based on 
beautiful jewellery with 
a consistent value and 
strong sales staff/client 
relationships. 
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Sarine to market its automated 
grading technologies in Fall  

Sarine Technologies Ltd 
announced that it has 
made major progress with 
the large-scale testing of 

its new automated clarity and 
colour grading technologies. 
The technologies have already 
achieved the ability to correctly 
and consistently match the grading 
opinion of a reference group of 
multiple human gemmologists, 
and the actual polished stone’s 
gemmological lab report when 
available, within a grade’s accuracy, 
with 97 percent correlation for 
clarity and 99 percent correlation 
for colour, Sarine said. 

The error rates, of three percent 
and one percent respectively, are 
in comparison to the current error 

rate of manual grading, which 
Sarine established to be in excess 
of seven percent for clarity and 3.5 
percent for non-fluorescent colour, 
based on statistical analyses of the 
manual grading reference group. 
Sarine expects that these numbers 
will be further refined over time, 
as the self-teaching algorithms are 
perfected, so that the error rates 
for both clarity and colour will 
ultimately be less than one percent. 
This, Sarine stated, will result in a 
new level of accuracy, consistency 
and reliability to the clarity and 
colour grading paradigm. 

Sarine expects to make its 
technologies available to the trade 
at large in mid-September of this 
year.

The Sarine Clarity machine showing 
a diamond image side by side with its 
clarity analysis from the device. The 
photo shows the device’s capabilities 
in mapping imperfections that affect 
the clarity grade.
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Mountings 
are one of 
the most 
important 

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

course, its production and 
quality, Turkey has left most 
of its competitors in the 
mountings category behind. 

To understand the 
magnitude of the mounting 
market, we need to gauge the 
size and volume of the global 
jewellery market. After 
all, the ‘marriage’ between 
gemstones - diamonds and 
coloured gemstones – is what 
makes a piece of jewellery 
attractive and saleable, each 
in its own category and price 
range. 

Globally, in 2016, the 
demand for diamond 
jewellery reached $ 80 
billion. Following the growth 
of the US market, demand 
for jewellery surpassed the 
$ 40 billion mark in this 
country. And although there 
has been a decline in sales 
in the Indian market, the 
increase in the US market 
offset this.

The demand of Chinese 
consumers increased 0.6 
percent in the local currency 
and the Chinese jewellery 

market continued to recover 
and contribute to Turkey’s 
positive performance 
recorded in the first quarter 
with solid sales at the 
beginning of 2017.

Meanwhile, the demand 
of Indian consumers 
has returned to normal 
levels in 2017 – opposite 
the contraction of 8.8 
per cent in 2016 due to 
the goldsmith strike, 
demonetization and 
exchange rates.

While Turkey is a global gold refiner and exporter, the Turkish jewellery 
industry also has established its international reputation as a leading 
manufacturer of jewellery mountings. Every year, hundreds of thousands 
of Turkish-made pieces are turning into beautiful, finished jewellery in 
various ateliers and factories worldwide.

The world’s leading producer 
of jewellery mountings 

We are specifically leading 
the category due to our 
innovative and desirable 
designs. 
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In 2016, the demand for 
Japanese consumer goods 
declined by 2.9 percent 
on a local currency 
basis, but in line with 
the strengthening of the 
yen, the US dollar-based 
demand growth was 8.1 
percent.

It is also important to pay 
attention to individual 
consumer demand. A 
large part of the purchases 
of consumers take place 
at prices between $1000 
and $5000. According 
to a survey in the US, 57 
percent of women are 
shopping for themselves. 
The influence of the 
Millennial consumers and 
their changing preferences 
are also making their mark. 
US retail jewellers report 
that consumer interest for 
expensive diamonds and 

gemstones is at a high. All 
these data are important 
to companies that market 
mountings. 

There is no question 
that in recent years, the 
reforms introduced by the 
government have given the 
Turkish jewellery industry 
a boost and enabled it to 
compete more successfully 
in the global markets. As a 
result, the opportunities for 
mountings manufacturers 
have improved.  

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

The Istanbul Precious 
Stones Exchange

Turkey has long lacked 
a diamond and coloured 
gemstone exchange. With 
the establishment of the 
Istanbul Precious Stones 

Exchange, and its 
membership 

in the World 
Federation 
of Diamond 
Bourses, 
Turkish 
diamond, 
gem and 

jewellery 
companies 

gained 
access to the 
global trading 

network, 
on par with 

bourses in 
centres such as 

Antwerp, Dubai, 

New York and Ramat Gan, 
Israel. As a result, the 
volume of transactions and 
sales are increasing every 
day.

Private Consumption 
Tax Zeroed  

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

Foundation of foreign 
companies easier 

With the changes instituted 
in the Turkish trade laws, 
it is now fairly easy for 
foreigners to establish 
a company in Turkey. 
In Kuyumcukent, one 
of world’s largest gold 
production complexes, 
the number of foreign 
companies has already 
exceeded 100.

 Dubai tax policy 
change 

The change in tax 
policies in the United 
Arab Emirates, increased 
Turkey’s chances to 
become a centre in the 
global precious metals, 
diamond and gemstone 
markets, making Turkey an 

attractive hub for foreign 
companies. The proof in 
the pudding is the increase 
in foreign companies 
operating in Turkey and the 
increase in trade with these 
companies’home countries. 

Ayhan Güner; Italians 
are now sitting down 
at shows while we are 
going through busy 
hours 

Whether it is at 
international jewellery 
shows in Istanbul, Las 
Vegas, Vicenza, Dubai or 
in other countries, Turkish 
mounting companies are 
doing brisk business at 
each fair. Ayhan Güner, 
President of the Turkish 
Jewellery Exporters’ 
Association (JTR) said 
that; “Turkey is in a leading 
position, comparable to 
that of South Korea, in 
the manufacturing and 
marketing of mountings. 
We are specifically leading 
the category due to our 
innovative and desirable 
designs.  And as a result 
of the industry’s reforms 
of the past few years, we 
are well on our way to take 
the lead in this jewellery 

Turkey has considerable 
advantages in terms of design 

variety, ready stock quantity, 
production and quality, leaving 

its competitors behind.
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category. In addition to 
the high quality of our 
products, we also have an 
advantage when it comes 
to delivery times due to 
our very effective and well 
run management of our 
inventories and stocks!” 
Güner stated

Customer focused, 
fast and high quality

Zeki Belbak, chairman 
of Belbak Mountings, 
one of the 

most important Turkish 
mounting explained the 
underlying reasons for 
Turkey’s success in the 
mountings category,

“There are two different 
aspects that have had 
a positive influence on 
the mounting category 
in Turkey. First, export 
reforms have impacted the 
category positively. At the 
same time Turkey is a large 
market with 80 million 

population which 
is mainly young. 
The domestic 
diamond 
jewellery 
market is 
expanding 
each day. 
It keeps the 

demand high 
and this helps 
us to develop 

ourselves 
further. We 

are constantly 
improving 

ourselves in the national 
and international markets. 
We participate in each 
show with thousands of 
pieces. It is not easy to find 
this kind of a selection in 
other countries.”

Product selection and 
quality

For Barış Lek of Sina 
Mounting, it is very 
simple. “When mountings 
are mentioned, Turkey is 
the first choice that comes 
to mind. And this is true 
all over the world today 
– Turkey is now a market 
leader in mountings.  This 
is especially accepted 
globally in the last few 
years. While we mostly 
produce in Istanbul, 
we also have operating 
facilities in Dubai, 
producing mountings 
there as well. Turkey is not 
not only exporting designs 
but also exporting know-
how.”

Turkey can take full 
advantage

Ömer Faruk Çağlar of 
Somoro Mounting: ‘‘We 
are in a a position that 
makes us one of the most 
important gold producers 
in the world. With this, 
30,000 retailers in our 
national market are also a 
proof of that. Turkey has 
become one of the most 
important countries in 
mountings. Currently, 
it’s impossible for you to 
find a larger ready stock 
in any other country in 
the world. Our country 
has critical advantages. 
We were not able to use 
these because of few legal 
and tax problems. With 
the recent reforms done 
by the government we are 
now fully able to use our 
advantages. I believe that 
we will continue to see this 
development increase even 
further.”
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With 
the establishment 
of the Istanbul Precious Stones 
Exchange, Turkish companies 
gained access to a wide global 
trading network.
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RETAIL

Retail Jewellers: 
Armageddon or Opportunity 
by Peter Smith

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

ABOUT 
PETER SMITH

In the early 2000’s, I 
spent time traveling 
in India and visiting 
with retail jewellers in 

Mumbai, Calcutta, Delhi, 
Chennai, Bangalore and 
Coimbatore. During my 
travels, I read a book by the 
Indian writer/politician, 
Sashi Tharoor, called: India: 
From Midnight To The 
Millennium.

The book was written in 1997 
and there was a passage in 
it that struck a chord and 
has stayed with me since. I 
have long since lost the book, 
having committed the sin of 
loaning it to someone and so 
I cannot quote Tharoor’s exact 
words. What I remember 
was his sentiment. And I 
paraphrase: “Depending 
on one’s perspective, India 
is either a Third-World 

country in the early stages of 
development, or it is a former 
First-World country in the 
advanced stages of decline.”

I might have understood 
Tharoor’s sentiment had I 
just read it in the book, but 
it was particularly poignant 
having spent time in India. 
There were reminders 
everywhere that India was 
on the brink of becoming 

a great global power, with 
vast numbers of talented 
people and technological and 
communications successes 
everywhere.

It was equally true, however, 
that the country had 
previously enjoyed better 
days with transportation, 
roads, bridges and parks as all 
seemed to have fallen on hard 
times.
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The reason I am reminded 
of Tharoor’s wisdom, is 
because I have been asked to 
give my take on the state of 
retail at the current time and, 
more importantly, jewellery 
retail. It is hard not to draw 
parallels with Tharoor’s 
sentiment in looking at the 
state of retail. One could 
make the case – and it is 
being done daily through 
social-media and in industry 
publications – that retail is 
in the throes of accelerated 
decline, far removed from its 
heyday.

For those of us who choose 
to see the decline of retail 
as a precursor to shopping-
Armageddon, there is ample 
evidence to support that 
viewpoint. Since Tharoor 
published that book in 1997, 
the internet of all things 
has worked its way first 
into every home, then into 
every pocket, and certainly 
into every business. It is as 
though the entire world of 
commerce has been turned 
on its head and shopping as 
we once knew it has become 

a broken model, a decimated 
infrastructure, a relic of a 
bygone era.

But has it? Has shopping 
so fundamentally changed 
that those of us making 
our living in/or connected 
to retail must prepare for 
our respective ends? To 
paraphrase Tharoor, are we 
in the advanced stages of 
decline or the early stages of 
development?

It is my view that it is both. 
For the old model and its 
defenders, their days are 
numbered. Doing things the 
way we used to do things 
will result in our extinction, 
now or soon. We have seen 
ample evidence of that in 
the US, with more than 
2000 retailers shuttering in 
the twenty-four months of 
2015-2016.

We are seeing it in the 
broader retail category, as 
thousands of stores such 
as Payless, Radio Shack, 
The Limited, Crocs and 
American Apparel have 

closed down completely, or 
seriously have condensed 
their doors. We are seeing it 
in the struggles of Sears/K-
Mart and many of the stores 
attached to the C and D 
malls that are racing into 
obsolescence.

Here’s a newsflash: retail 
is growing and bricks 
and mortar stores will, 
depending on what research 
or consultant houses you 
believe (Forrester, Bain, 
EKN), end up claiming 70 
to 80 percent of retail sales. 
Internet sales will continue 
to outperform bricks in 
percentage growth the 
same way a small child will 
outpace its parents in growth 
percentage.

The move to bricks by 
previously exclusively 
online-players, such as 
Amazon, Blue Nile, Bonobos 
and Warby Parker, is the 
strongest possible signal 
that those companies see 
the alignment of bricks 
and clicks as an important 
strategic initiative.

Newsflash part two: despite 
my optimism for bricks 
and mortar stores, please 
know that underwhelming 
retail experiences won’t cut 
it anymore. That’s why so 
many stores are going out of 
business inside and outside 
the jewellery arena. The U.S. 
is not shifting away from 
malls and bricks. It is, like 
the rest of the world, shifting 
away from bad malls and bad 
retail experiences. There is 
a place for great stores and 
great malls but survival is 
not a birthright.

Futurist Doug Stephens 
wrote in his book Re-
engineering Retail: “The true 
joy of shopping lies in the 
delicate balance of relevance 
and randomness.” That 
relevance is best served in 
person and the randomness 
comes from energized and 
relevant retail environments.

I was asked to address the 
three biggest problems 
facing retailers and I’ll couch 
them as the three biggest 
opportunities. So here goes:
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The Retail Experience 

Before you give a moment’s 
thought to product, you 
should be evolving your 
space so that is more 
reflective of today’s retail 
needs. That means, smaller, 
more accessible spaces, 
great lighting, music, use of 
scents, appropriate use of 
technology and a creative 
use of existing or imported 
architectural details; exposed 
brick, ducts, glass, interesting 
floors etc.  In short, before 
you put any products into 
the store, create an exciting 
space. 

Your Story 
The second thing is your 
message. That means your 
product story and how you 
communicate that. The days 
of 3000 – 4000 stock keeping 
units are done. Ask yourself 
what message you want to 
deliver and communicate 
that through your brand or 
private label choices. The 
more you try to do, the less 
relevant your message will be. 

If you have more than five 
or six key stories, re-think 
your strategy. You can be the 
watch store, the fashion store, 

the estate store, the diamond 
store (bridal and/or diamond 
jewelry) but you can’t be 
everything to everyone. Once 
you decide on your strategy, 
eliminate everything that 
doesn’t fit that message. That 
means parting with all sorts 
of product that you loved 
when you bought it. Note, 
the longer you wait the more 
trouble you are going to be in. 

Rather than use up my third 
suggestion on marketing, 
I will just say that once 
you have decided on your 
product story, everything 
you do (traditional, digital, 
website, pr, social media etc. 
should scream that message 
loudly and consistently). Your 
marketing across all channels 
should be 100 percent 
consistent with your in-store 
experience. 

People, People, People  
The third and final element 
is you’ve just got to fix the 
people part. That means 
hiring the right people (those 
with actual sales wiring) 
and invest in them so that 
they never want to leave. 
For context, 58 percent of all 
salespeople in the jewellery 
business are not equipped 
with sales wiring, so it is no 
easy task to fix that problem 
but fix it you must. 

There’s no short way to help 
you get the salesperson 
side of things right but the 
following tips may help. If 
you want more details on 
this, read my book Hiring 

Squirrels.  

• Hire the wiring, not the 
experience

• That means the candidate 
has Drive, Empathy and 
Resilience 

• Use a prepared list of 
questions when interviewing 
to uncover wiring;

• Don’t be seduced by 
industry experience;

• Don’t be put off by the 
prospect of managing a little 
baggage;

• Your payroll should be 
a meritocracy: pay for 
performance, not tenure or 
niceness. 

To reiterate: create a great 
store experience in your 
physical space, define your 
product story (less is more) 
and hire people who can 
actually sell. The last point I 
will make, is to stop listening 
to the noise and get busy 
crafting your story in the new 
iteration of retail. It promises 
to be a fun ride.
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For every salesperson, relationships 
with their customers might be the 
single most important thing on 
their tool belt. If their relationships 

are strong and positive, then success will 
follow. Not only will the salesperson have 
the customers, they will also benefit from 
word of mouth from those customers.

On the contrary, if a salesperson struggles 
to develop and maintain relationships, 
then it is going to be almost impossible to 
sustain success. With that in mind, here 
are some keys to building and maintaining 
customer relationships.

Foster trust 

No relationship is ever going to work 
without trust and sales is no different. If a 
customer does not trust what a salesperson 
is telling them, then a relationship is 
impossible. Take the time to build trust, 
no matter how long it takes. The long-term 
rewards will be worth the work you put 
in now.

Keep your promises 

If you promise delivery by a certain date, 
then the product had better be there before 
that date. If you promise you can get your 

customer a certain price, then that better 
be the price they pay. Breaking a promise 
is the quickest way to lose a customer, even 
a repeat customer, but following through 
on your promises will keep your customers 
coming back. The old saying “Under 
Promise and Over Deliver!” must become 
your internal motto! 

Make it easy

Not all, but a lot of people, would rather 
do anything than shop; but at some point 
they believe that they don’t have a choice. 
Take the time to find out what 
part of the process frustrates 
your customers the most, 
and make it as stress free 
as possible for them. For 
example, if they don’t 
like filling out the 
paperwork then offer 
to fill it out for them. You 
will be surprised at how 
something that simple can 
put your customer at ease. If 
you and your customer can find 
something fun in the purchasing process, 
much of the anxiety they are carrying can 
be dispelled.

Be an expert

Customers are coming to see you because 
on some level you have a level of expertise 
regarding the product(s) they are buying. 
Make sure you are able to meet their 
expectations by developing an extensive 
knowledge of your products. Then, 
mentally place yourself in the customer’s 
position and ask all the questions that they 
might have and all the concerns that might 
bother them and then answer them to 
your own satisfaction. Become the expert 

that you would ask if you were the 
buyer! Making your expertise 

available after the sale as 
well, through phone calls, 

e-mails, blogs and other 
communication outlets, 

as these open the door 
to further contact and 

positive referrals for 
friends and family.

Building and maintaining 
relationships with customers is 

the key for long-term success for 
all salespeople. Take the time necessary to 
make sure you are doing everything you 
can to ensure success.

Solidifying the sale
by Brad Huisken



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

56 World Diamond Magazine | Summer 2017-11

This summer’s 34th 
edition of the annual 
India International 
Jewellery Show 

(IIJS) closed in Mumbai 
with extremely high levels 
of business being transacted 
by every sector in the Indian 
gem and jewellery production 
industry.

Industry watchers said the 
high purchase levels were 
due to an overall perception 
that the push towards a more 
transparent, cashless economy 
that was kicked off by the 
government’s demonetisation 
of 500 and 1,000 Rupee notes 
in November 2016, followed 
by the introduction of the 
Goods and Services Tax 
(GST) in July this year, has 
had a positive impact on the 
nation’s economy.

The demonetisation was 

initially viewed as being 
catastrophic by a largely cash-
transaction jewellery retail 
industry and many thought it 
would have serious financial 
consequences for jewellery 
retail in India. There was also 
considerable confusion about 
the introduction of GST, 
with the All India Gems & 
Jewellery Trade Federation 
(GJF) reporting a 70 percent 
drop in jewellery sales on July 
1, the day the new tax was 
introduced.

Retailers had, consequently, 
stopped replenishing stocks 
and were waiting to see more 
concrete indications of which 
way the economy would move 
in the wake of these measures. 
Towards the latter part of July, 
it was becoming increasingly 
clearer that the measures 
had positively impacted the 
economy. Sixty percent of 

the respondents in a Moody’s 
poll, said they expected the 
Indian economy to grow at 
between 6.5 and 7.5 percent 
for the next 12 to 18 months.

Indian consumers too, 
seem to be adapting to the 
more cashless economy 
enthusiastically, being 
generally appreciative of the 
greater transparency it has 
engendered.

The strong buying at IIJS was 
a reflection of this perception 
and a result of inventory-
starved retailers quickly 
restocking. With the country’s 
economic fundamentals 
looking this good, many 
exhibitors told that even the 
customary cancellations of 
orders that inevitably came 
when retailers returned home 
and reassessed the situation 
outside the trade show 

environment, were likely to 
remain low this year.

While there is optimism all 
round, some manufacturers 
are concerned about the 
lead time they will have to 
manufacture goods before the 
all-important Diwali festival 
sales season. This year, Diwali 
is slated to fall earlier than 
usual in the end of October, 
and these manufacturers said 
they had a very small window 
to fulfil a very large number 
of orders.

Positive economic indicators drive 
extremely strong buying at IIJS
By Vinod Kuriyan, Editor, GemKonnect
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Who does not 
love a “Best Of ” 
special? Well 
here you go! 

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

#1 Make your 
customers feel 

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

#2 Talk up the 
occasion for 

which they are buying 
jewellery. Talk about 
how special and meaningful 
Christmas can be. Talk about 
how lucky they are to be 
getting engaged and how 
special it is when you meet 
the person of your dreams. 
The more important the event 
becomes, the less the price 
matters.

#3 Make your 
customers feel 

unique. One way to do this 
is by talking about the rarity 

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

#4 Be sure to have 
a VALUE STORY. 

To close a sale, you need a 
clear reason why you provide 
the best value. Your value 
story can be that you buy 
second hand diamonds, or 
that you have 40 years buying 
experience, or that you just 

got back from Antwerp. Even 
telling customers you have the 
best warranty can give them 
that feeling of value. The price 
does not matter, customers 
buy the feeling of value.

#5 You need one 
clear message. If 

I throw six balls at you, you 
won’t catch any of them. It’s 
the same with messages. Pick 
one idea and make it crystal 
clear.

#6 People buy 
stories. In a study 

by Anne Bowers in JCK she 
sold the same item for three 
different prices and the only 
thing that was different was 
the story. Find a way to be a 
better story teller either by 

practicing telling stories or by 
attaching a pre-written story 
to each piece of jewellery in 
your case.

#7 Have someone 
else sing your 

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

#8 Sales Diva Kate 
Peterson of 

Performance Concepts 
tells us to make the 
engagement ring sale 

Aleah Arundale is a 3rd generation GIA Graduate Gemologist, a 5th generation jeweller 
turned loose diamond wholesaler and the founder of the immensely popular Jewelers 
Helping Jewelers Facebook page. Selling diamonds on the road lets her share great ideas 
from hundreds of different jewelers from all over the country. Sign up for her Jewellery 
Sales Tips Newsletter by e-mailing her at Aleah@olympiandiamonds.com or calling 800-
882-8900. “We are all in this jewellery business together, lets help each other!”

ABOUT 
ALEAH 

ARUNDALE

My favorite (diamond) sales 
tips for retail jewellers
by Aleah Arundale
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all about the girl. Guys 
cannot tell you her favorite 
colour, but he can talk about 
her hobbies, her job and 
her interests. If you get him 
talking about her, it gets him 
move invested emotionally 
and makes him realize all the 
many wonderful things he 
loves about her, prompting 
him to spend more.

#9 Another 
stunning tip 

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

won’t even need a bike light, 
because people will see her 
coming a mile away. Make the 
jewellery good for them and 
you will make the sale.

#10 Turn 
everything 

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

#11 Alan Berg says 
you should 

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

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

#12 Quality 
actually saves 

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

#13 Repeat what 
the customer 

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

#14 Use cost per-
wear. Yes $6000 

might seem like a lot now, but 
over a lifetime? Over their 
child’s lifetime? It’s very little. 
Say something like “Isn’t $50 a 

year for the ring of her dreams 
much better than $20 a year 
for a ring she is just OK with?” 

#15 Put the ring 
on the client’s 

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

#16 Tell everyone 
you are 

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

#17 Sometimes 
you need 

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

Now go sell some jewellery!

This article, courtesy of Aleah 
Arundale, was published 
earlier in a digital newsletter of 
Southern Jewelry News. With 
thanks to Bill Newnam and 
his team! 

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

stories or by attaching a pre-
written story to each piece of 

jewellery in your case.
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We often think 
of customer 
service in 
terms of 

standards that are set by the 
company or sales manager we 
work for. Having a baseline 
or goal for customer service 
is always a good thing, but 
they often leave out a key 
component. 

Every customer we work with 
is different, they have different 
needs and wants, even when 
buying the same product. 
How they approach a buying 
situation also differs, some 
will want to hear everything 
about the product they are 
buying and others will want 
to get in and get out. Some 
customers will know exactly 
what they want before they 
even walk in the door and 
others may not even have an 

idea of what they need. 

If customers are different, 
then how can our customer 
service approach be the 
same? The answer is it can’t. 
The professional salesperson 
will adjust their customer 
service approach to fit each 
customer they deal with. 

Two customers are shopping 
for an engagement ring on 
the same day. Tim is just out 
of college and just landed an 
entry level job. Rick is older 
and towards the top of his 

profession. Both customers 
are important and deserve 
the highest level of customer 
service, but it’s not going to 
be the same. 

Tim is going to be more 
interested in less expensive 
options and possibly a 
layaway plan to make it easier 
for him to afford. Rick is 
more likely to be interested 
in the higher end rings and is 
more likely to pay cash. Both 
deserve the highest level of 
customer service. 

In addition to the financial 
differences, Rick may know 
what he wants just because 
he’s a little older and has more 
experience. In that case, a 
salesperson is going to listen 
more and show him rings that 
fit what Rick is describing. 

Tim, most likely, has never 
made a purchase like this 
before and is going to need 
more professional guidance. 
He is probably going to 
need to see more styles and 
designs. The best salesperson 
is going to adjust to both 
Tim and Rick based on their 
needs. 

Every salesperson can follow 
the basic customer service 
standards, but it is the 
salesperson who adjusts their 
customer service approach 
to fit the customer that will 
excel.

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

ABOUT 
BRAD HUISKEN

Individual customer service
By Brad Huisken

The professional salesperson will 
adjust their customer service 

approach to fit each customer they 
deal with.
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STORKS OPENS NEW STORES 
IN RUSSIA AND EUROPE

Turkey’s first jewelry brand, Storks, is preparing to start its 
store-keeping efforts abroad. Storks Chairman Ayhan Güner stated 
that they are satisfied with the requests from European and Russian 

markets are the priorities of the brand’s overseas structuring.
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Strorks, Turkey’s first 
diamond jewelry brand, 
began to operate a few 
months ago under 

the roof of Turkey’s largest 
diamond jewelry exporter, 
On Jewelery. Focusing on the 
jewelery retail space, Storks 
reached 25 stores in as little as 
3 months. The brand aims to 
reach 50 stores until the end 
of 2017.

Growing abroad is one of 
the brand’s plans. However, 
because of requests from 
abroad, , especially from 
Russia and Germany, Storks 
decided to start work on this 
area. Storks brand has recently 
begun restructuring efforts, 
but Ayhan Güner said that 
they were satisfied with the 
results."Storks is Turkey’s first 
diamond jewelry brand. It is a 
brand that women over the age 
of 30 know very well. In the 

coming period, we have started 
to make product collections 
and marketing studies 
targeting the new generation 
customer profile. In the first 
3 months, our store count 
reached 25. We aim to reach 50 
stores by the end of the year.

We were planning to open 
stores abroad in 2018. 
However, requests from Russia 
and Europe in particular may 
require us to take this program. 
Our target markets are Russia 
and Europe. There are also 
requests from the Middle 
East. Our store concept, our 
collections, our products and 
services are of interest. We are 
the biggest diamond jewelry 
exporter company in Turkey. 
We are designing diamond 
jewellery that appeal to the 
pleasures of women all over the 
world. So we are assertive in all 
the markets we operate.”

Ayhan Güner
Storks Chairman

"We were planning to open 
stores abroad in 2018. Our 

target markets are Russia and 
Europe."
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From his early 20s in Africa and later in Belgium honing his expertise in forecasting the value of polished diamonds 
by examining rough diamonds by hand, till today four decades later, as chairman of his international diamond 
businesses spanning mining, exploration, rough and polished diamond valuation, trading, manufacturing, retail and 
consultancy services, Laniado has mastered both the miniscule details of evaluating and pricing individual rough 
diamonds and the entire structure of the diamond industry. Today, his global operations are at the forefront of the 
industry, recognised in diamond capitals from Mumbai to Tel Aviv and Hong Kong to New York.

ABOUT 
EHUD

LANIADO

This article was 
going to be 
about the new 
technologies that 

are helping retail jewellers 
to sell diamond jewellery. 
However, as one of my 
readers astutely pointed 
out, there are some very 
interesting technologies 
being used by grading 
laboratories around the 
world to accurately and 
consistently grade diamonds, 

and to ensure confidence 
amongst consumers. Grading 
labs are often at the forefront 
of research and development 
into new tools and detection 
equipment, while other 
technology companies are 
developing tools for the 
labs’ benefit. I thought I 
would honour their efforts 
with a look at some of the 
exciting technologies that 
they are using, which have 
developed rapidly in recent 

years. Rough manufacturers 
also often use these tools to 
grade stones internally. This 
helps them to determine any 
defects in the stones and to 
pinpoint stones that may 
need to be recut ahead of 
being sent to the lab.

Sarine Technologies

Over the years, there have 
been numerous controversies 
amongst different grading 
labs, and even within 

different branches of the 
same company, about 
deviations in grading results. 
Although some might argue 
that a machine can never 
completely replace the eye 
and opinion of a well-trained 
human, this hasn’t stopped 
technology companies 
from developing tools that 
try to do exactly that. In 
November 2016, Sarine 
Technologies unveiled two 
prototype machines called 

Technology in diamonds – 
grading technology
By Ehud Laniado



 Summer 2017-11 | World Diamond Magazine  63

Sarine Clarity and Sarine 
Color, which are said to be 
able to replicate and repeat 
standardised measurements 
of diamond clarity and colour. 
The company is set to release 
to the market sometime in 
the middle of this year. The 
machines are currently being 
tested in India, and are said 
to ‘learn’ from each new stone 
that is put through them.

Firetrace and Facetware

Although labs will always 
rely on the final opinion of a 
human being to determine 
finished grading, they too 
are using machines to at 
least accelerate much of 
the onerous human work 

involved, and to give their 
graders a second opinion 
from which to work. Ogi 
Systems has developed a 
suite of tools, including 
FireTrace, which measures 
a diamond’s brightness, fire, 
and scintillation objectively, 
along with SimCut, which 
measures a stone’s symmetry 
and asymmetry features. GIA 
has gone as far as to make 
a product called Facetware 
available to the diamond 
market, free of charge. It 
can be downloaded onto a 
computer, tablet, or mobile 
phone. Facetware references 
a GIA database of more 
than 40 million diamonds, 
to determine the cut grade 

of a diamond after being 
scanned and compared to 
references in the database. 
It has built-in tools that 
enable a manufacturer to see 
what additional cutting or 
re-cutting might be necessary 
in order to improve the 
stone’s cut grade. Since GIA 
itself uses this software, a 
manufacturer can be certain 
that the results of Facetware 
will be repeated in a GIA 
lab, and can make decisions 
accordingly. Other companies 
have developed similar 
software that can be used 
in tandem with automated 
cutting machines to achieve 
exactly the desired recut 
outcome.

Colour grading

GIA’s DiamondDock 
is perhaps the industry 
standard tool in human 
colour grading, and 
is a staple in most 
manufacturing facilities. 
The ‘light box’ uses a 
neutral gray background 
colour, and synthesizes 
daylight lighting conditions 
using both fluorescent and 
LED light sources. Along 
with an accurate colour 
grade sample, it allows the 
human eye to immediately 
see a diamond’s subtle 
colour variations. HRD 
Antwerp has developed 
a tool to measure the 
smoothness of a diamond’s 
faceting, which a polisher 
can measure without 
removing the stone from 
the polishing tang. This 
gives him a guideline to 
follow to determine the 
optimal pressure to be 
applied when polishing a 
stone to achieve the best 
possible surface, with 
minimal polishing lines.

HRD Antwerp has developed a 
tool to measure the smoothness 
of a diamond’s faceting, which 
a polisher can measure without 

removing the stone from the 
polishing tang. This gives him a 

guideline to follow to determine 
the optimal pressure to be applied 
when polishing a stone to achieve 

the best possible surface, with 
minimal polishing lines.
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Detection

One of the most important 
issues facing grading 
laboratories today is the 
rapid introduction of lab-
grown diamonds being 
passed off as natural stones. 
As investment in technology 
to manufacture diamonds 
has grown rapidly, so too 
has the technology to 
detect synthetic stones and 
other types of treatments 
to ensure that consumer 
confidence in our product 
remains healthy. Although 
countless companies now 
offer different versions of 
synthetic diamond detectors 
and screeners, grading labs 
have a critical interest in 
remaining at the forefront 
of development. Just a single 
synthetic stone graded as 
a natural diamond could 
have damaging and long-
lasting implications for a 
lab’s reputation. At April’s 
Diamond Detection Expo 
sponsored by the Gem & 
Jewellery Export Promotion 
Council (GJEPC), GIA 
unveiled a new prototype 
for an affordable desktop 
sized synthetic diamond 
detector, which claims to be 
able to distinguish a natural 
diamond from any other 
type of simulant, and from 
other diamonds that may be 
lab-grown or treated. At this 
year’s JCK show in Las Vegas, 
the International Institute 
of Diamond Grading 
and Research (IIDGR), a 
member of the De Beers 
group of companies, staged 
a new Synthetic Diamond 
Detection course, to 
complement some if its 
newly released detection 
equipment.

For the moment, most 
machines on the market 
might be better termed 
synthetic screening 
machines. They can identify 
the well-known, telltale signs 

of a synthetic diamond, 
but the real proof will often 
come only from a grading 
lab, using a series of different 
machines to check a suspect 
stone. These machines 
continue to improve both in 
accuracy and speed, and also 
allow for very small sizes 
and shapes of diamonds, 
which earlier technologies 
could not handle. IIDGR has 
the AMS2 instrument that 
can scan up to 3,600 stones 

per hour, at sizes as small as 
0.0033 carats.

Screening and detection 
begins by classifying 
diamonds into one of four 
diamond types, based on 
the arrangement of nitrogen 
molecules within the 
diamond. Type Ia diamonds, 
the most common found in 
nature, cannot be created 
using either of the two 
primary lab manufacturing 
processes. Thus, for the time 

being, this methodology 
helps to streamline initial 
detection. Like the grain in 
a piece of wood, diamonds 
grow in patterns that can be 
measured by sophisticated 
machines, mostly using 
spectral analysis of light 
dispersion. Because natural 
and synthetic diamonds 
grow differently, they will of 
course show different growth 
patterns. HPHT stones often 
show a lack of colorful strain 
patterns characteristic of 
natural diamonds, which 
are caused by the presence 
of natural impurities. 
CVD-grown diamonds can 
usually be distinguished 
by the absence of ‘tatami’ 
colour strain lines, and a 
higher than normal degree of 
electrical conductivity.

The elusive industry-
wide grading standard

Unfortunately, diamond 
grading today might perhaps 
be called ‘unstandardised 
standardisation.’ Even 
today, we continue to see 
discrepancies between 
laboratories, and widely 
different pricing applied to 
stones graded by different 
global labs. While the 
technologies applied by these 
institutions are constantly 
improving, we still have not 
gotten to an industry-wide 
standard that consumers can 
feel 100 percent confident 
to use when making a 
purchase decision. Certainly, 
progress has been made, and 
technology is advancing such 
that human subjectivity has 
mostly been removed from 
the equation.

The views expressed here are solely 
those of the author in his private 
capacity. No one should act upon any 
opinion or information in this website 
without consulting a professional 
qualified adviser. This article was 
originally featured on  
www.ehudlaniado.com. 

Even today, we continue to see 
discrepancies between laboratories, and 
widely different pricing applied to stones 
graded by different global labs. While the 
technologies applied by these institutions 
are constantly improving, we still have not 
gotten to an industry-wide standard that 
consumers can feel 100 percent confident 
to use when making a purchase decision.
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Nurit Rothmann is the founder and President of N.Rothmann. Nurit’s expertise is in brokering rough 
diamond deals, writing reports, analysis and forecasts, in managing stocks and diamond tenders, as 
well as in the promotion, branding and logistics-managing of diamond projects. Nurit also regularly 
writes a blog, The above article is one of them, published in late June, 2017. To visit her site, please 
go to www.n-rothmann.com. To subscribe to her blog, go here: www.n-rothmann.com/subscribe. 
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ROTHMANN

It’s been a while since 
I wrote. I’m not a 
typical blogger. I do 
not spit out every 

thought that comes to my 
mind, but rather try focus 
on significant issues, the 
resolution of which will 
promote the diamond 
industry.

A case in point was my 
article Playing the high 
stakes game with a marked 
deck of cards, [see one of 
Nurit’s earlier articles on her 
blogsite via link below – ed.] 
and dealt with instances in 
which two parties to a rough 
diamond transaction do 
not have equal information 
about an internal scan 
performed on the stone. 
Among the first to react 
was Ernest Blom, President 
of the World Federation of 
Diamond Bourses (WFDB) 
and the issue was then raised 
during the meeting of the 
leadership of the WFDB, 
which took place at the 37th 
World Diamond Congress 
in Dubai in April of last year. 
The results of that led to 

precedent-setting legislation 
on transparency and fair 
trade.

The conclusion that can 
be drawn from the entire 
incident is that, with 
requisite effort, everyone 

has the power to influence 
and transform facts on the 
ground. My blog had been 
inspired by the efforts of a 
group of courageous young 
diamond manufacturers, 
whose protest about what 
until then had been common 

practice eventually resulted 
in real change.

Since the WFDB ruling, 
there have been several 
arbitrations in which, 
where the defendants have 
been found to have not 

Stand your ground, 
fight for what is right
By Nurit Rothmann

It’s about time we face reality as it is. Not as it was or as we wish it to be. If 
we want to make our dreams come true, the first thing to do is to wake up.
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have properly disclosed the 
fact that diamonds have 
been subject to internal 
scans, transactions have 
been canceled. Several 
international companies that 
hold tenders have changed 
their contracts with the 
suppliers, noting that if there 
are any stones that have been 
scanned, and information to 
that effect has been withheld, 
the purchases are to be 
canceled.

This is the power of grass-
roots activism in a business 
community.

Act! Never react

There is tendency in the 
industry to respond to 
challenges instead of 
preventing or preparing for 
them in advance. We treat 
debtors with indifference, 
allowing them to stack the 
pack in their favor, while 
we – the creditors – are 
generally most concerned 
about how we best may 
reduce our damages 
from losses. We are more 
inclined to settle instead 
of unequivocally opposing 
the phenomenon of unfair 
debt relief, demanding and 
even initiating rehabilitation 
programs for businesses in 
crisis, as well as imposing 
severe punishment for those 
who do not obey the rules. 
By passively complying with 
situations that are thrust 
upon us, we are ineffective in 
curing a general deterioration 
in the responsible payment 
culture that undermines the 
stability of our industry.

If we compromise on our own 
worth, treat our colleagues 
with disdain, disparage the 
female gender that accounts 
for 95 percent of the final 
customers for our product, 
we will never succeed 
in overcoming the real 
challenges that confront us.

For the - often - silent 
majority in the diamond 
industry, who go about 
their business fairly and 
ethically, we need to be more 
proactive in declaring our 
self-worth, and work together 
as a demonstration of unified 
mutual respect, together 
calculating a new route and 
strategy for success.

The Blackmailer Paradox

Professor Robert John 
Aumann is an Israeli 
mathematician at the Center 
for the Study of Rationality 
in the Hebrew University of 
Jerusalem in Israel who in 
2005 won the Nobel Prize 
in Economics for his studies 
in game theory. He explains 
that in life, as in business, you 
need to set a goal and then: 
“If you are willing to pay the 
price, you will not have to 
pay,” and “If you are ready 
for war, you will not have to 
fight.”

Professor Aumann’s approach 
can be best explained in a 
story.

Peter and Paul are brought 
into a small room with a 
suitcase containing bills 
in various denominations, 
together totaling $100,000. 
The owner of the suitcase 

offers them the money in the 
suitcase on the condition that 
they themselves negotiate and 
reach an agreement on its 
division.

Peter takes the rational 
approach. Appreciating the 
golden opportunity that has 
presented itself, he suggests 
to Paul what he considers the 
obvious logical proposal: “You 
take half that amount, I’ll take 
the other half, and each one 
of us will leave this room with 
$50,000.”

But, surprisingly, Paul replies 
in a determined voice. 
“Look, I do not know what 
your intentions are with the 
money, but I’m not leaving 
this room with less than 
$90,000, You can either accept 
it or we will both go home 
with nothing.”

Peter cannot not believe his 
ears. “What happened to 
Paul?” he thinks to himself. 
“Why should he receive 
$90,000 of the amount, and I 
get only $10,000?”

He decides to try to persuade 
Paul. “Let’s be rational,” he 
urges him. “We’re both in this 
together, and we want the 
money. Let’s share the amount 
equally, and we will both go 
home with money.”

But Paul is determined. 
He declares even more 
emphatically: “There’s 
nothing to talk about. Ninety 
to ten or nothing, that is my 
last and final offer”.

Peter’s face turns red with 
anger. He is about to hit 
Paul, but thinks better 
of it. Believing that Paul 
is prepared to take the 
“irrational” step of walking 
away empty handed, 
Peter decides that, in his 
case, something is better 
than nothing. From his 
perspective, the only way 
out of the room with some 
sort of gain is to give into 
Paul’s blackmail. He puts on 
as dignified a face that he 
can muster, pulls $10,000 in 
bills out of the suitcase, shake 
hands with Paul, and leaves 
the room feeling humiliated.

This case is known in game 
theory as “The Blackmailer 
Paradox.” It refers to a 
situation in which seemingly 
rational individuals are forced 
to act irrationally, in order to 
make the most of a situation 
in they find themselves.

But who acted more 
rationally, judging on the 
results? Apparently Paul, 
who was able to blackmail 
Peter into accepting an unfair 
arrangement, simply because 
he was confidently insistent 
in his excessive demand and 
was determined to stand his 
ground.

Paul’s confidence and Peter’s 
lack thereof was what tipped 
the balance.

If we brand ourselves 
correctly, and are prepared 
to stand up for what is right, 
the forces that face us are 
considerably less relevant.

Conclusion: Together is 
better.
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I was blessed to have spent my early 
childhood on land that was part 
of my grandfather’s farm. I vividly 
remember at five years old, going 

out with my grandfather to hitch up a 
team of horses to plow the field that he 
still worked well into his 70s. To keep 
the horses’ attention focused on walking 
the rows being plowed, and not getting 
distracted by things going on around 
them, Pippy (what I called him) would 
put blinders on the horses. These are 
attachments to the bridles that covered 
part of the horses’ sight so that they could 
only see directly in front of them. This 
allowed him to keep the horses’ attention 
on the row he wanted them to plow, and 
make sure they did not stray off in some 
direction other than what he intended 
them to follow.

Blinders

Thinking about this over the past few 
weeks, it occurred to me that this is 
exactly what the Rapaport pricelist list 
and the GIA (Gemological Institute 
of America) have done to the world 
diamond industry: put blinders on them 
to keep them focused on plowing the 
proper row intended for them by the 
GIA and Rapaport. In essence, the world 
diamond industry is wearing the “GIA and 
Rapaport Blinders.”

The destruction of EGL

This whole idea started when I watched 
Martin Rapaport destroy the world-wide 
EGL diamond grading business under 

the guise of “ethical grading.” Rapaport’s 
self-righteous crusade to protect the 
world from those supposedly sinister EGL 
folks appeared to be based on some sort 
of crusade to save the “Holy Land”...that 
holy land being the GIA. Of course, the 
problem is that there are no established 
standards for diamond grading by 
which the EGL labs could be drawn and 
quartered, which left many asking about 
the real reason behind Rapaport’s crusade.

As many anticipated, Rapaport and the 

GIA were simply tightening the blinders 
on the industry and consumers, and 
making sure that the world diamond 
industry did not see what was really 
going on outside of the specific row 
that Rapaport and the GIA wanted the 
industry to plow.

Shortly after Rapaport destroyed EGL, 
sure enough, Rapaport opened his own 
diamond grading lab and started issuing 
the Rapaport Investment Diamond 
Certificate, which just happens to also 

Wearing the GIA and 
Rapaport blinders

By Robert James

Robert is a Fellow of the Gemmological Association of Great Britain; a Graduate Gemol-
ogist, GIA; President of the International School of Gemology, and a Texas Department of 
Insurance Property and Casualty Adjuster License #1300433. This article was, in a slightly 
adapted version, reproduced with the explicit permission by Robert James. It also can be 
read online in the archives of the ISG Global Network. Visit the ISG Global Network or 
the International School of Gemology by going to http://www.isgglobalnetwork.com/
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come with a GIA diamond grading report.

Clearing the field of the competition

Clear the field of the competition, and then take over more of 
the market field to plow. But be sure and keep the blinders on the 
world diamond industry so no one will be able to see what is going 
on, and Rap can make sure the horses are plowing in the straight 
row he dictates..

For those of you in the diamond business in Antwerp, Hong Kong, 
New York, Ramat Gan or Surat, and around the world, the picture 
of a horse wearing blinders is far more accurate that you may want 
to admit.

For those of you who are experiencing dramatic losses in diamond  
profits and markets, the picture of a horse wearing blinders is as 
accurate.

Lose your blinders

There is a way to lose your blinders, and many jewellers are 
already throwing off the Rapaport and GIA blinders and looking 
to plow their own fields.

1. Get proper training in diamond grading and grade diamonds 
for yourself.

2. Get the equipment and tools to sit down with customers and 
demonstrate your knowledge and your diamonds without the 
need of directions from the Rapaport and GIA reins on your back.

3. Go back to selling diamonds and stop selling paper. Customers 
will better understand a diamond grade when they are actually 
shown the diamond in a good microscope; with proportion, 
colour and clarity grading by a diamond professional that allows 
them to experience diamond grading as part of the diamond 
purchase process. Something the AGS has done for years!

Throw off those blinders. 

Start plowing your own field. 

Stop making Rapaport and the GIA rich by plowing their field 
with your hard work.

That is my opinion, I welcome your responses.

Note of editor: the views expressed here are solely those of the 
author in his private capacity.
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Matthew Perosi has built more than 1000 e-commerce related websites since he began his 
website programming career in 1993. His expertise with user tracking and statistical data is 
the foundation of every one of his blog posts, webinars, and live seminars. Website photog-
raphy became a passion when he realize that the best website software and design will never 
sell products online if the photography is bad. His company, Sapphire Collaborative, www.
sapphirecollab.com, (matt@sapphirecollab.com) helps retailers, designers, and vendors 
realize more profits through the correct use of the latest internet technology.
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PEROSI

Photography is the common 
denominator for all types of 
e-commerce. No matter how 
you hope to sell online, it’s the 

photography that really sells the item.

Most people associate “e-commerce” 
with a website that has the ability to sell 
products, when it actually refers to any 
commercial transactions conducted 
electronically on the internet. Electronic 
transactions could take place through 
several online methods including social 
media, marketplace websites, email, and 
smartphone apps.

E-commerce photography for social 
media is very different than for a 
website. On social media, you want to 
grab someone’s attention with colorful 
and creative photos while on a website 
you should have higher quality photos 
that are fully in focus and show a lot 
details that you can’t see on social 
media.

E-commerce through social 
media

I’ve met several jewellers and jewellery 
designers that are successfully using 
Instagram to initiate a sale. Every time 
they post a photo of their jewellery, 
they include details of the item and the 
quantity they have on hand. Followers 
are invited to send a direct message for 
price and purchase procedures. The 
actual payment is handled through 
PayPal invoicing or using money 
transfer apps like Square Cash, Venmo, 
and Google Wallet.

Using social media to sell your products 
isn’t an elaborate process, but it is time 
consuming every day. On social media, 
you won’t have any sales if you don’t 
put in the needed time to take and post 

product. With Facebook and Instagram, 
you can share several photos in a single 
post, which is a great way to share 
multiple photos of the same item from 
different angles.

Your smartphone photography is good 
enough for social media posts. Keep 
in mind that a smartphone camera is 
very small and not designed to capture 
every detail of your jewellery so don’t 
try to force your phone to do what was 
never intended. Instead, be very creative 
with your smartphone photography 
and shoot pictures at unusual angles 
and close-ups of you wearing the piece. 
These types of photos will capture 
attention.

There is a point of diminishing returns 
with social media e-commerce because 
the process is perpetual and there’s 
only so much you can accomplish in a 
single day. Every day you have to take 
and post product photos along with 
descriptions. You have to build a social 
media following and engage with them 

Rethink your e-commerce 
photography
By Matthew Perosi

Tiffany & Co.
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constantly in order to stay relevant in 
their social feeds. Any day you don’t 
actively engage your followers is a day 
you won’t have any sales.

E-commerce through websites

When you compare the social media 
e-commerce to an e-commerce website, 
you’ll find that the website might take 
months to set up and promote before 
you have your first sale. You still have 
to take photos of every product and 
write the descriptions, but you are only 
uploading the photos and writing the 
descriptions once. The setup process 
will eventually come to an end, 
unlike the perpetual daily process 
of posting to social media.

Once your website is set 
up, you’ll be able to design 
automated marketing 
campaigns that focus 
on bringing people to 
the website. You can use 
sophisticated website tracking 
to learn how people use your 
website and improve the website 
a little bit at a time to create a better 
shopping experience, which should 
lead to more sales. Unlike social 
media, with an e-commerce website 

you can control every aspect of the 
buyers shopping experience.

Photography for your website should be 
a higher quality that allows customers 
to zoom in and see the smallest 
details on your jewellery. Website 
photography should also be shot on 
white backgrounds so the buyer can see 
the true color of your jewellery. If your 
jewellery is highly polished then its true 
color will be hidden by the reflections of 
nearby items.

If your website photography shows 
the true color of your jewellery then 
your buyers will not be surprised when 

they receive it. A commonly cited 
reason for online product returns 

is because the item didn’t look the 
same as in the photograph, and 
with jewellery those reflections 
are often to blame for incorrect 
color representation.

Quick Photography Tips

It’s easy to point and shoot a 
photo for social media using 

your smartphone, but high quality 
photography for your website is a 

little more difficult and will take 
a while to learn to do it well.

On Jewelry

High quality photography 
for your website is a little 

more difficult and will 
take a while to learn to do 

it well.
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Here are four quick tips for good 
product photography:

1-) The entire item needs to be in 
focus;

2-) The photo must represent the 
true color of the item;

3-) The item must be properly 
cleaned;

4-) The background must be nice 
looking and complement the item.

Achieving full focus on your product 
refers to the depth of field settings 
on your camera. It’s easier to achieve 
greater depth of field on point and 
shoot camera and on smartphones than 
it is on a DSLR camera. Smartphones 
are fine to use when selling through 
social media but I don’t recommend 
them for e-commerce websites where 
high resolution photos are needed for 
zooming features. Smartphones don’t 
have the resolution to compete with 
DSLR cameras. Email me if you want 
more information about the deep topic 
of DSLR cameras and depth of field.

Colour correctness is another 
troublesome topic that has no real 
solution, just a lot of compromises. 

Because jewellery is usually made with 
highly reflective materials it often takes 
on the colour of its surroundings, which 
is why shooting in a light box usually 
produces the most accurate colour 
representation. Many photographers 
will strive for colour-corrected photos 
by controlling the lighting used in their 
photo shoots to achieve perfectly white 
backgrounds and well-lit products. 
Many digital artists will use PhotoShop 
to fine tune the colouring on photos 
that were taken under poor lighting 
conditions.

No matter how hard you try to achieve 
colour correctness of your photos, 
the photo will still appear differently 
on every computer screen and every 
smartphone because computer screen 
resolutions are not the same. I’ve noticed 
that screen colors are virtually identical 
across all Apple products, but that’s 
not the case with laptops, computer 
monitors, and non-Apple smartphones. 
The pixel resolution and the colour 
depth of the display are different from 
one computer manufacturer to another 
and so your item will look different on 
each of them. There’s no substitute for 
seeing a jewellery item in person, which 
is why the best solution seems to be to 
provide multiple photos so consumers 

Roberto Bravo

Grisogono

"Photography for your 
website should be a 
higher quality that allows 
customers to zoom in 
and see the smallest 
details on your jewellery."
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can get an idea of what the jewellery 
might really look like.

DSLR cameras are best used when you 
need to capture high resolution to show 
the fine detail of your items through 
a zoom feature on your e-commerce 
site. High resolution photography also 
captures water spots from cleaning, 
finger prints, imperfections, and dirt. 
Every item you shoot must be cleaned 
right before you take the picture. Don’t 
rely on your sonic or steam cleaning 
alone, you also need to polish the item 
with a cloth while wearing gloves. 
Even though smartphones don’t have 
the high resolution of DSLR cameras, 
you should still polish your jewellery 
before shooting it because fingerprints 
and water droplet marks can still be 
captured by smartphones.

You’ll need good photography to 
sell your item, but don’t overlook 
the importance of making your 
backgrounds look just as good. Good 
looking jewellery will still look bad in 
a photo if you use discoloured, faded, 
and dirty looking display stands. The 
displays in your showcase might not 
appear to show wear and discoloration 
from an arm’s length away, but they 
will upon close inspection through any 
camera lens. For website e-commerce 
photography I recommend investing 
in a quality set of jewellery stand 
accessories and props that you only use 
for your photography. Glass and acrylic 
stands and surfaces will enhance your 
photography but you have to be very 
careful to safeguard against lint, pet fur, 
and fingerprints because they are easy to 
see when using reflective surfaces.

Another tip for website e-commerce 
is to avoid using ring or gift boxes as 
your holder because it’s very difficult to 
stage and light the jewellery inside those 
small boxes. If you need this type of 
photo for your marketing, then it’s best 
to hire a professional photographer. On 
the other hand, your gift boxes usually 
look good as background props in your 
photos and they work well as smaller 
props in your Instagram photography.

Countless Instagram photos depict 
boyfriends down on one knee holding 
a ring box. Unlike a website photo 

which would focus on the ring itself, 
the Instagram photo I’m referring to 
focuses on the moment and the love 
shared between the couple. The ring 
doesn’t have to look perfect because the 
box and the ring become players in the 
composition of the photo as a whole. 
Colourful and interesting photos will 
gain more attention on Instagram than 
simple product photos shot on white 
backgrounds. Photos of people wearing 
your jewellery in their daily lives will 
show the customer experience and 
help establish a connection with others 
who might like the jewellery. Close-up 
photos are still needed on Instagram if 
you expect to sell your jewellery there.

Instagram photography is another 
deep topic that I can’t get into in a 
single article, but I can give you my 
best Instagram tip: Have fun with it. 
Don’t give much attention to Instagram 
marketing tactics and tricks, just trust 
your own creativity to take and share 
photos that you like.

Drop me an email if you’d like more 
in-depth information about DSLR 
jewellery photography.

Stefan Hafner

Van Cleef
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A scan of industry 
headlines in the 
print and online 
media these days 

leads to the usual suspects: 
the ever-lasting discussion 
about synthetic diamonds; 
the future of retail; the 
enigma of the millennial 
market; and the occasional 
discussion of industry 
financing, or the lack thereof.

Looking for articles on how 
the industry is seeking to 
connect to consumers, you 
will spend time learning that 
“Real is Rare,” that the GIA 
(the Gemological Institute of 
America) has a new “mine-
to-market” app, and a wealth 
of content about jewellery 
design.

The only articles of late you 
will find about the system 
that the industry continues 
to claim that it relies on for 
conflict-free sourcing - the 
Kimberley Process (KP) - are 
reports about a mismanaged 
circus of a KP meeting in 
Australia. You’ll find few if 
any articles about the truly 
urgent issues on that system’s 
plate.

Why this blatant 
disconnect?

I would offer that it is 
because much of the 
current industry does not 
understand or particularly 
care about the system on 

which they rely. It seems 
the industry does not 
understand (or care to 
acknowledge) that the 
KP’s main component, the 
certification scheme, is in 
danger of becoming fatally 
flawed, unless true reform is 
undertaken. Unfortunately, 
very few of the current 
players in the KP accept that 
only the diamond industry 
itself can truly lead the 
reform effort. 

Where is the urgency?

In March of this year, I 
argued in a piece in the 
leading American industry 
publication JCK that the 
only true way for the KP 
to maintain its relevance 

is to take a dramatic step 
and eliminate the current 
ineffective and costly 
universal certification system 
and focus instead on (1) a 
due diligence system for 
areas with critical concerns 
and (2) greater development 
outcomes for producing 
countries. 

That piece brought responses 
from several KP luminaries, 
most of whom emphasized 
that the KP is important and 
must be maintained and 
reformed, focusing on such 
issues as: 

• Meaningful efforts to 
address data discrepancies 
and anomalies; 

• A strong administrative 
function; 

• Poor overall functioning 
and communication;

• And a significant overhaul 
to the approach to rough 
diamond valuation.

All these are of course 
worthy issues. But the 
starting premise for my 
proposition to end universal 
KP certification was and 
remains this: there is no 
chance, within the current 
trajectory of the KP, that 
these will ever be more 
than debates, and probably 
half-hearted ones at that, on 
these or any other reform 

Should the diamond industry 
lead a KP reform or just get 
to the core issues?
by Brad Brooks-Rubin
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efforts. This is a KP “review 
year,” which comes every 
five years, but there is no 
committee established to 
work on review as there has 
been in the past, and no clear 
public agenda for reform has 
been established yet by the 
Australian Chair, more than 
halfway through the year it is 
heading the KP. 

Usually, when explaining 
why the KP cannot reform, 
we focus on the weak 
structures and the challenge 
of reaching consensus in a 
politicised initiative. But I 
believe it is more than that: 
the underlying certification 
system is no longer an 
opportunity and incentive 
for making the KP work; it 
has become an obstacle.

As conceived, universal 
certification offered the 
ultimate incentive and 
gravest consequence: 
inclusion in, or exclusion 
from, the formal diamond 
supply chain. Of course, no 
one presumed all smuggling 
would be eliminated, but 
the concept of creating a 
fence (or a “kosher kitchen,” 
as Martin Rapaport often 
calls it) for the supply chain 
was a worthy one, especially 
when the initiative focused 
on an agreed-upon issue and 

approach: preventing rough 
diamonds from fueling 
militias seeking to overthrow 
legitimate governments 
from entering the supply 
chain. This remains the only 
substantive issue that can 
prevent rough diamonds 
from being certified within 
the KP.

Over time, as would be 
expected, the issues of 
interest to various KP 
stakeholders have changed. 
These range from human 
rights in diamond producing 
areas and countries, other 
forms of conflict, sustainable 

economic development, to 
supply chain fairness and 
consistency. But, as long 
as there is a certification 
system underneath which 
remains premised on a single 
issue and that can result in 
exclusion from the formal 
supply chain, the KP cannot 
evolve to include these. 
How can a government or 
its industry risk exclusion 
by allowing real discussion 
of other issues that may 
be present within such a 
system? 

Yet, when the concept of 
bringing these issues to other 

forums is raised, because 
the KP just focuses on this 
one issue, the ensuing usual 
response is that these other 
issues must be addressed 
within the KP. Why? Because 
the KP is a universal system 
that costs significant human 
and financial resources to 
implement, so how can 
we allow other systems to 
emerge? 

Consequently, I believe 
there simply is no evidence 
to support the view that a 
dramatically overhauled 
certification system with 
rigorous data collection, 
analysis, and enforcement 
will emerge unless the 
diamond industry were to 
decide to fund and support it. 

That leaves two options:

1-) Remove certification 
and attempt a new 
approach within the 
current framework of 
stakeholders that focuses 
instead on the many 
critical issues within 
the diamond supply 
chain, but without the 
specific exclusionary 
legal mechanism of 
certification. Many 

Brad Brooks-Rubin
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supply chain initiatives 
in other sectors function 
successfully without this 
— in fact, they basically 
all do. So, keep the KP as 
a body for dialogue and 
engagement; just get rid 
of the certificates.

2-)Achieve no real 
progress on reform, and 
keep having these same 
debates year after year 
within the KP, while 
spending millions on 
the existing certification 
system. 

Although governments are 
the only voting participants 
in the KP, the choice of 
what really happens will in 
practice be made by one 
of the observer groups the 
governments rely on for their 
critical input:  the diamond 
industry. 

Yet relatively few within the 
industry truly understand 
the KP or could explain 
more than the most basic 
elements of how it actually 
works. Although companies 
within certain parts of the 

supply chain do devote 
resources to compliance, this 
is often more of a check-box 
approach than meaningful 
engagement. 

And yet, the diamond 
industry is the main 
beneficiary of the 
system, given 
the 

general 
contention 
about how the 
KP supports claims 
that a diamond is “clean.” 
Can the industry devote the 
real resources necessary to 
ensure that the potential for 

the KP certification system 
is realised, so that it is finally 
robust and meaningful? Or 
will the industry indicate 
that certification is no longer 
the right, cost-effective, or 

impactful approach, and 
that, consistent with 

supply chain 
due 

diligence 
concepts being 

developed by the 
industry to implement the 
UN Guiding Principles, 
that we can move beyond 
certification?  

Either way, until there is 
a clear answer from the 
industry, I see no evidence 
for the potential of KP reform 
within the current framework 
at the level it is needed. 

Which brings us back to what 
is actually on the mind of 
industry – synthetics, “Real 
is Rare,” millennials and so 
forth. 

It is time for the industry 
to re-engage with its 
stakeholders to understand 
why “Real” must also be 
“Responsible,” something 
that is critical to the next 
generation of consumers, 
and push forward with 
meaningful steps that 
address broader supply chain 
concerns. Otherwise, the KP 
will remain maligned, and 
industry’s many laudable 
efforts will miss the mark the 
KP was ultimately designed 
to help it hit: a conflict-free 
and responsible supply chain 
that future consumers can 
maintain confidence in and 
that benefits producing 
countries in a sustainable 
way.
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By Sam Willoughby

Sam started working as the Event Director on IJL in 2010. Having worked in the Events 
industry for 14 years and Reed Exhibitions for 9 years, Sam brought a wealth of experience 
to IJL and her position was made permanent in 2011 as the joint Director with Syreeta Tran-
field. Sam quickly made herself known in the jewellery industry and became a business big 
shot in the jewellery industry’s Hot 100 awards.  Sam also sits on the Executive Committee 
of the Goldsmiths Craft and Design Council and is part of the selection committee for IJL’s 
own initiatives; KickStart and Editors Choice.
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When was the 
last time you 
went shopping 
just to buy 

something? Whereas in the 
past, shopping was about 
necessity, today it is a lifestyle 
activity inextricably linked to 
entertainment and socialising. 
Groups of teenagers bustling 
around your local town centre 
may not have the disposable 
income to buy the latest 
shoes in the window, but they 

will contribute by spending 
their cash in an on-trend 
juice bar or café. The link 
between eating, drinking and 
retail has boomed in the last 
decade, with shopping centres 
harbouring food courts, 
cinemas, bowling alleys and 
even, in the case of London, 
ice rinks in the winter and 
markets in the summer.

According to a survey of 
British consumers conducted 
by the Office for National 

Statistics, households now 
spend more than $58 per 
week on restaurants and 
hotels. This represents the 
highest spend rate in five 
years, fuelled largely by rising 
disposable income and higher 
rates of employment.

As reported in the Guardian 
newspaper, experts at 
market research company 
Mintel have put this hike in 
spending down to customers 
“shunning ‘stuff ’ in favour 

of experiences”. Toby Clark, 
director of research for 
Europe at Mintel, told the 
paper: “There is a limit to 
the amount of stuff people 
can accumulate. People 
are spending money on 
experiences — holidays, 
seeing new exotic places, 
going to music festivals, 
eating out — rather than 
accumulating more things.”

For the average retailer, this 
may ring alarm bells. By its 

Retail experience now includes 
food, drink and socialising

Bvlgari “Diva Room” in Harrod’s.
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very nature, jewellery is an 
unnecessary luxury; it is 
something we want rather 
than something we need. 
For retailers in 2017, the 
challenge will be harnessing 
the popularity of experiences 
and bringing this in-store. I 
can almost hear you saying, 
‘my store already offers a great 
experience through highly-
skilled customer service’. You 
are undoubtedly right, but 
the contemporary customer’s 
desire for experience goes 
beyond customer sales skills. 
Many retailers start with the 
introduction of a bar area, 
serving champagne to select 
VIPs. This has now been 
extended to include kitchen 
areas, designed to support 
evening events and VIP client 
parties. In some areas of the 
UK, retail spaces now include 
chill-out zones with games 
consoles and flat-screen 
televisions, gourmet kitchens 

and cigar smoking areas.

Step outside of the jewellery 
industry and this trend is 
even more pronounced. 
British leisure-wear brand 
Sweaty Betty holds fitness 
classes in its boutiques, while 
the John Lewis department 
store in Birmingham’s Grand 
Central station incorporates 
a beauty spa. Elsewhere, 
lifestyle brand White Stuff has 
experimented with a range of 
initiatives in its stores, such 
as mini-libraries and book 
groups.

Augmented reality solutions 
are also adding to the boom 
in experiential retailing, with 
the likes of Tatler magazine, 
fine jewellery brand 
Boucheron and Charlotte 
Tilbury cosmetics using 
‘virtual try-on’ technology to 
aid their customers’ decisions. 
When stripped back, this is 
simply another way to tempt 

the customer into spending 
their money, but it adds a 
refreshing and ultimately 
different dimension to the 
shopping experience.

Even iconic department 
store Harrods isn’t resting on 
its gold-gilded laurels. The 
infamous store partnered with 
fine jewellery brand Bulgari 
in 2015 to offer an interactive 
‘Diva Salon,’ allowing 
customers to have their 
picture taken dripping in fine 
diamonds. The deceptively 
simple solution involved 
mounting a camera in a 
stylish vanity — essentially a 
Hollywood dressing room set, 
a camera and some beautiful 
jewellery. The result was lots 
of very happy customers and 
an experience to remember.

The good news is that UK 
retailers are catching up 
and turning their attention 
to innovative forms of 
experiential retailing, 
especially when it comes to 
capturing that all important 
desire for dining out. And 
while a change is necessary, 
installing an industrial sized 
kitchen most certainly is 
not. Small changes within 
your means are a great place 
to start, and may involve 
minimal investment when 
done cleverly. Better still, use 
what you are already paying 
for – your physical bricks-

and-mortar premises – as an 
event space, welcoming your 
most loyal clients for a night 
of champagne, canapés and 
tempting discounts. If you 
are prepared to start slow, but 
show commitment, a focus 
on experiences really will pay 
dividends.

This column was originally 
published on www.gemkonnect.
com. With thanks to Sam 
Willoughby, Vinod Kuriyan 
and Hitesh Khandelwal.
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From his early 20s in Africa and later in Belgium honing his expertise in forecasting the value of polished diamonds 
by examining rough diamonds by hand, till today four decades later, as chairman of his international diamond 
businesses spanning mining, exploration, rough and polished diamond valuation, trading, manufacturing, retail and 
consultancy services, Laniado has mastered both the miniscule details of evaluating and pricing individual rough 
diamonds and the entire structure of the diamond industry. Today, his global operations are at the forefront of the 
industry, recognised in diamond capitals from Mumbai to Tel Aviv and Hong Kong to New York.
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By Ehud Laniado

The History of lab grown diamonds: 
value proposition

I sometimes find it 
rather strange that 
the principal pre-
occupation of the 

diamond industry today is 
the detection of synthetic 
diamonds unscrupulously 
passed on as natural. While 
this is an important issue 
that must be addressed so as 
not to undermine consumer 

confidence in the origin 
of their purchase, it may 
not be the most important 
issue to focus on. At the end 
of the day, if the synthetic 
manufacturers and retailers 
can convince consumers 
that their product offers a 
better alternative to natural 
diamonds, people will buy 
them.

Today, there are three 
primary marketing angles 
being used to sell the virtues 
of synthetic over natural:

1.They are conflict free and 
socially responsible;

2.They are not 
environmentally destructive;

3.They are lower cost.

While there can be little 
argument that synthetic 
diamonds come from 
conflict-free sources, this 
is an issue that has largely 
been eradicated from the 
world. It is said that that a 
minute percentage of the 
rough diamond market may 
have financed war. However, 
this can also be said of 
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virtually any commodity 
that has fallen into the hands 
of people who will use it 
for their own unfortunate 
ends. As long as people 
continue to fight each other, 
they will continue to use 
whatever resources they 
have at their disposal to pay 
for it. Although ‘conflict 
diamonds’ are known to 
consumers around the world, 
other commodities such as 
cassiterite (used to make tin), 
wolframite (used to make 
tungsten), coltan (used to 
make tantalum), petroleum, 
and gold ore, are far more 
commonly misappropriated 
to finance war activities. The 
fact that consumers are not 
aware of this, and that many 
still associate diamonds with 
wars in Africa, is a problem 
that the media helps to 
incorrectly perpetuate.

From the social 
responsibility angle, the 
diamond industry employs 
an estimated 10 million 
people around the world 
directly and indirectly. For 
those companies trying to 
push synthetics as a socially 
responsible alternative to 
diamond mining, what do 
they propose should happen 

to those 10 million people? 
I strongly doubt that taking 
away their livelihoods will 
improve their situation. To 
the contrary: doing so could 
force millions of people 
into poverty and distress. 
There is also little reason to 
believe that the economics 
of manufacturing diamonds 
wouldn’t eventually lead 
to outsourcing to the 
developing world, which 
might continue to perpetuate 
the same challenges.

Diamond mining has 
become the entire economy 
of many isolated locations 
around the world. For 
anyone who has ever 
visited Gaborone in the 
last few years, it paints a 
very different picture to 
what synthetic marketers 
would like you to see. 
The same can be said for 
native communities in 
Northern Canada, which 
have gone from isolated and 
impoverished to modern and 
thriving.

It is also said that mining 
disrupts local ecosystems 
and wildlife. However, 
diamond mining is 
perhaps one of the least 

environmentally destructive 
forms of mining there is 
today. Diamond mining uses 
very few, if any, chemicals, 
and diamond mines leave 
a small footprint on local 
environments compared 
to other forms of mineral 
extraction. In some 
countries, diamond miners 
must hold back contingency 

funds over the life of the 
mine, so that they can 
restore the location back to 
its original condition after 
mining has ceased. Synthetic 
diamond manufacturing is 
a highly power-intensive 
process. Since the burning 
of fossil fuels generates most 
of our power, the lab-grown 
diamond industry cannot 

If the synthetic manufacturers 
and retailers can convince 
consumers that their product 
offers a better alternative to 
natural diamonds, people will 
buy them.
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claim to have no impact on 
the environment. In fact, 
a 2011 study attempted 
to quantify and compare 
the power usage in both 
synthetic manufacturing and 
natural diamond mining. It 
was revealed that producing 
a medium-quality larger 
diamond using chemical 
vapor deposition (CVD) 
took four weeks, and used 
28 kilowatt-hours of energy 
per carat. This compares to 
the Argyle mine in Australia, 
which uses only 7.5 kilowatt-
hours of energy per carat. 
Mining in other locations, 
such as marine mining 
in Namibia, or mining in 
Northern Canada, where 
access to regional power 
grids is impossible and 
requires the use of diesel 
generators, indeed requires 
more power consumption, 
but not to such an extent 
that would help synthetic 
manufacturers sell the 
virtues of their supposedly 
‘clean’ product.

I think the most dubious 
claim of lab-grown diamond 
marketing is that lab-
grown diamonds are less 
expensive than the natural 
alternative. The reality is 
that lab-grown diamonds 
have no intrinsic investment 
value. Once purchased, they 
cannot easily be re-sold at 

any price, and to the best 
of my knowledge, there is 
currently no entity that will 
buy a lab grown diamond 
back from the consumer 
should she wish to dispose 
of it. Much like a print of a 
Van Gogh painting, it may 
look just as nice as the real 
thing when hanging on your 
wall, but the only place you 
will be able to sell it is the 
thrift store, and it may not 
get you enough money to 
pay for lunch. Unlike natural 
diamonds, which are a 
long-term source of wealth 
preservation, synthetic 
diamonds lose almost all 
of their value immediately 
upon purchase.

Lab-grown diamond 
companies often claim 
that their diamonds can be 
purchased at the point of sale 
for 20 to 40 percent less than 
the cost of the equivalent 
natural stone, and this seems 
to be a well-known ‘fact’ that 
is perpetuated in the media. 
But is this assertion even 
correct? To check, I searched 
a few online diamond 
portals to compare prices on 
similarly graded natural and 
lab-grown diamonds.

Here are a few examples 
of stones that I found 
at Diamond Foundry, a 
producer of lab-grown 

stones, and Blue Nile, the 
market leader in online retail 
sales of natural diamonds:

1.00 carat, round brilliant, 
good cut, F color, VS2 

Lab-grown price: $4,974 
Natural price: $5,303 
Lab-grown discount: 6.2%

1.07 carat, princess cut, 
very good cut, G color VS2 

Lab-grown price:$5,136 
Natural price: $5,134 
Lab-grown discount: -0.04%

2.01 carat, round brilliant, 
ideal cut, H color, SI1 

Lab-grown price: $14,284 
Natural price: $16,476 
Lab-grown discount: 13.3%

0.61 carat, round brilliant, 
ideal cut, G color, SI1 

Lab-grown price: $1,298 
Natural price: $1,592 
Lab-grown discount: 18.5%

It is also important to note 
that the natural diamonds 
quoted here come with 
industry standard GIA 
grading reports. The 
lab-grown equivalents, in 
this case, come with in-
house grading reports not 
recognized by any reputable 
third-party grading 
laboratory.

In a quick search, not one 

lab-grown stone was found 
to have a 20 to 40 percent 
discount on its natural 
equivalent. In fact, one 
stone was even a few dollars 
more expensive. Yet lab-
grown marketers continue 
to tout their product as 
being cheaper than natural 
diamonds. For retailers 
selling lab-grown stones in 
a retail store, they are likely 
to have the same type of 
retail costs as a store selling 
natural stones, and this will 
lead to comparable retail 
mark-ups, which will further 
erode any discount for lab-
grown diamonds that might 
exist at a wholesale level.

The fact is that none of the 
major claims being used 
by the lab-grown diamond 
industry to market their 
product seem to hold up 
to scrutiny. Whether these 
sales pitches sway consumers 
remains to be seen. But the 
natural diamond industry 
has an obligation to counter 
these claims in its marketing 
so that consumers know the 
truth.

The views expressed here are solely 
those of the author in his private 
capacity. No one should act upon any 
opinion or information in this website 
without consulting a professional 
qualified adviser. This article was 
originally featured on 
www.ehudlaniado.com.



WORLD DIAMOND MAGAZINE
ADVERTISING RATE SHEET 

The World Diamond Magazine is the joint quarterly journal
of the World Federation of Diamond Bourses (WFDB), the
World Diamond Mark Foundation (WDM) and the Turkish
Jewelry Exporters’ Association (JTR). With content
targeted at retailers, it is printed in 10,000 copies and
distributed by mail to five thousand retail jewellers across
the globe and distributed at international gem and
jewellery trade shows worldwide. The World Diamond
Magazine is supported with advertising by leading
diamond, gem and jewellery suppliers as well as industry
service companies such as banks, gemmological
laboratories, logistics and shipping firms and insurers.

ADVERTISING 
OPTIONS

FULL PAGE  
RIGHT HAND $1,250

FULL PAGE  
LEFT HAND $1,100

HALF PAGE  
RIGHT HAND $800
ACROSS

HALF PAGE  
LEFT HAND $700
ACROSS

HALF PAGE  
RIGHT HAND $850
UPRIGHT

HALF PAGE  
RIGHT HAND $750
UPRIGHT

PRICES FOR THE BACK 
COVER, INSIDE FRONT 
COVER AND INSIDE BACK 
COVER WILL PROVIDED 
UPON REQUEST. 

CONTACT OUR ADVERTISING
MANAGER FOR A CONTRACT:
COMMUNICATIONS@WORLDDIAMONDMARK.
ORG

AD SPECIFICATIONS:

FULL PAGE:
20X27 CM + 3MM BLEED

DOUBLE SPREAD:
40X 27 CM + 3MM BLEED

HALF ACROSS:
10X27 CM +3MM BLEED

HALF UPRIGHT:
20X13.5 CM + 3MM BLEED



WWW.LEIBISH.COM 534-2474)
VISIT OUR 5TH AVE. SHOWROOM!


