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A fewe weeks ago, Thomas 
Biesheuvel, who, among others, 
covers the global diamond market 
for Bloomberg, reported that “De 

Beers, the world’s largest diamond producer, 
says it will make a major investment in 
promoting the stones in the US and China to 
help boost flagging consumer demand.”

Biesheuvel wrote that “De Beers would 
target the two biggest diamond markets 
during the year-end holiday season, the 
Anglo American unit said on Tuesday. The 
company said it would launch so-called 
category marketing, where it promotes 
diamond jewelry in general rather than just 
its own branded gems,” and quoted De Beers 
CEO Philippe Mellier as saying that these 
measures “will help to stimulate downstream 
demand for polished diamonds and create 
renewed momentum in the diamond sector 
at a crucial point in the year.” 

One could almost hear the sighs of relief 
throughout the diamond industry. The sighs 
could be translated as meaning:  “Finally, De 
Beers is reprieving its role as the custodian 
of the market, they will take care of diamond 
and diamond jewelry promotion to the 
consumer and we are once again off the 
hook, as simple as that.” Only, it is not.

During the past months, the diamond 
market’s dismal performance has forced De 
Beers and its CEO, Mellier to do an almost 
complete turnaround in its business model.

While not too long ago, Mellier, who came to 
the diamond industry from the automobile 
industry, was happy to tell De Beers’ 
Sightholders and the diamond business 
community at large, that if profits of 1.5 to 
two percent are good in the car industry, 
then diamantaires should be happy with such 
margins too and prominent industry leaders 
and commentators who were calling on the 
producers in general and on De Beers in 
particular, to address the disconnect between 
(rising) rough prices and (plummeting) 
polished prices, were scolded for not 
understanding free market economies.

Biesheuvel also reported that De Beers 
“reduced [rough diamond –ed] prices as 
much as 9 percent….De Beers plans to 
offer about $250m of diamonds for sale. 

Customers might buy more after the price 
cuts.”  He also noted that De Beers “has 
already agreed to allow its customers…to 
defer pre-agreed purchases at the August sale 
this week in Botswana.”

The comments made in the article generated 
one conclusion and raised a whole lot of 
questions. 

The conclusion is that by means of its recent 
actions, De Beers and Mellier in particular, 
- have conceded that the company’s policies 
were wrong, in particular with regard to 
the crisis in the diamond manufacturing 
community, including their own clients.  

The questions relate specifically to what 
motivated De Beers to engage once again, 
albeit only for the upcoming holiday season, 
in the generic promotion of diamonds to the 
consumer?

Only a few months ago, De Beers was one 
of the founders of the Diamond Producers 
Association (DPA), a new initiative that has 
brought originally seven and reportedly now 
nine rough producers together to invest in 
generic diamond promotion and advertising. 

So why is De Beers now going it alone with 
a generic marketing campaign, separately 
from the DPA?  What triggered De Beers’ 
knee jerk reaction, because that seems to be 
what it is, to inject itself back into generic 
diamond promotion, or, at least, to grab 
headlines that it is doing so? 

It may be that, since the announcement of 
the DPA’s founding and the suggested war 
chest of $6 million, nothing much has been 
heard from the DPA. Or it could be that the 
answer is found in the turnaround in attitude 
of the industry. We are seeing that diamond 
manufacturers, traders, wholesalers and 
jewelry manufacturers and more and more 
members of our trade are concluding that 
we need to take care of generic advertising 
ourselves. Members of our industry need 
to come up with the funds, operate the 
framework and produce the ensuing results 
that will increase consumer desire and 
confidence in diamonds and diamond 
jewelry. 

Of course, De Beers and the DPA are very 
well aware that the industry has already 

taken significant steps to create a framework 
for generic diamond promotion and 
advertising, a framework that is rooted in the 
industry but independent, financed by the 
industry and operated by the industry. It is 
called the World Diam0nd Mark (WDM). 

Founded by the World Federation of 
Diamond Bourses (WFDB), the WDM 
has built a global organisation that brings 
together the entire diamond and jewelry 
industry to enhance the desirability of 
diamonds among consumers, strengthen 
confidence in diamonds and improve the 
profit margins of all players in the mid-
stream. 

Retailers are integral to the WDM’s 
campaign. While the WDM advertising 
campaigns are consumer oriented, the 
WDM recognises that the retail jewelry 
market needs the WDM’s assistance for 
promoting their businesses and advertising 
their diamonds and diamond jewelry lines. 
For this purpose, the WDM has created the 
WDM’s global Authorised Diamond Dealer® 
(ADD) programme  that not only helps 
retailers sell diamonds in their stores but also 
assists with sales training and staff education, 
advertising materials, video clips and footage 
and seasonal campaigns.  

Sounds familiar? That’s right! The WDM is 
not reinventing the wheel, merely trying to 
adapt it to the needs of the 21st century and 
the changing consumer markets.

 And the money? Where is the money 
coming from to fund this new initiative? “It 
is coming from the diamond industry itself,” 
says WDM Chairman, Alex Popov. While the 
WFDB, the bourses and a few other industry 
organisations provided seed capital, “now is 
the time to expect industry players to agree 
to give 0.05 percent of their turnover into a 
fund for generic diamond promotion.” 

It is important to note that since its 
inception, the WDM has declared 
its intention to be a catalyst and that 
consequently, it will work closely with the 
DPA and any other organisation or business 
that shares the WDM’s objectives and 
values, to strengthen consumer desire and 
confidence in diamonds and the diamond 
industry.
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As chief operating 
officer of the 
London Diamond 
Bourse (LDB), 

part of my global role 
has been to undertake 
financial work for the World 
Federation of Diamond 
Bourses (WFDB), under the 
supervision of Dieter Hahn, 
president of the Diamond 
and Precious Stones Bourse 
Idar-Oberstein, Germany, 
and our very own, Harry 
Levy, president of the LDB, 
whose other industry titles 
need no introduction. 

I understand from 
conversations with those not 

directly involved with the 
bi-annual WFDB Presidents’ 
Meetings, that these events 
are perceived to be closed 
door and very mysterious. 
There is much secretiveness 
that surrounds the diamond 
industry generally; no 
less than when the WFDB 
presidents from around the 
world meet. But contrary to 
common belief, I am pleased 
to report that my experience 
has not been in accordance 
with any of these reports.

I arrive on my first visit to Tel 
Aviv, Israel, on June 13, with 
the beautiful Mediterranean 
Sea as our backdrop. The 

Jewish Sabbath ends on 
Saturday night and I believe 
that we will start work in 
earnest in the morning. 
However, Harry Levy 
corrects me and invites me 
to a 9pm meeting with the 
board of The International 
Diamond Council (IDC), 
established in 1975 by the 
WFDB and the International 
Diamond Manufacturers 
Association (IDMA) to create 
an international standard 
for rules, working methods 
and nomenclature.  We finish 
past midnight after a three 
hour meeting regarding 
what most would perceive as 
minor changes to methods 

for applying standards to 
diamond polishing. For the 
experienced professionals 
in attendance, however, the 
issues discussed have much 
wider-reaching implications. 

The first meeting on the 
programme is the following 
morning (June 14) when the 
Judicial Committee meet with 
lawyers and representatives 
of bourses around the world 
to agree changes to WFDB 
rules, making them more 
transparent and relevant for 
today. 

Harry Levy is well in his 
stride in such a meeting so, 
half way through, I go to 

 An Insider’s View: 
The WFDB 
 Presidents’ Meeting
Victoria McKay, chief operating officer of the London Diamond Bourse, 
gives an insight into the World Federation of Diamond Bourses’ 
Presidents’ Meeting in Tel Aviv, and explains why the diamond industry 
is focused on opening its doors and shrugging off its air of mystery.
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 An Insider’s View: 
The WFDB 
 Presidents’ Meeting

the Trade and Promotion 
meeting which is just 
starting next door chaired 
by Rami Baron, president of 
the Diamond Dealers Club 
of Australia. We discuss 
the benefits of using social 
media to bring attention to 
the diamond industry and 
specifically to the work of the 
30 diamond bourses around 
the world. 

The London Diamond Bourse 
is now amongst the top 
bourses in this area and the 
chairman of the Trade and 
Promotion Committee allows 
me to speak to attendees 
specifically about the results 
various initiatives have 
delivered for LDB. After a 
very swift lunch we are well 
into the afternoon session, 
including a visit to Israel 
Diamond Exchange. Here we 
meet with GIA vice president 
and chief laboratory officer 
Tom Moses who updates us 
on the lab’s most recent work. 
Quickly onto a networking 
opportunity at the opening 
of a new exhibition called 
‘Diamonds on 45’, held at 
The Harry Oppenheimer 
Diamond Museum, during 
which Ernest Blom, WFDB 
president explains to us 
that “keeping diamonds in 
the public eye is of utmost 
importance for future sales.” 

The evening presents a 
wonderful opportunity to 
informally meet with all our 
friends and colleagues from 
the global diamond industry 
as we are now in the Hilton 
Grand Ballroom Garden. 
Its business, but everyone 
is very sociable and I meet 
David Lasher again — he 
is my counterpart at the 
Diamond Dealers Club in 
New York. Lasher also sees 
great potential for his home 
bourse and has great ideas 
for the future. We met last 
year at the WFDB Congress 
in Antwerp having entered 
the industry around the 
same time. We exchange 
tales of our bourses and the 
interesting world we share, 
albeit oceans apart. Most 
significantly, we note that 
the average age of attendees 
has changed enough to be 

extraordinarily noticeable. 
We pledge to continue as the 
older generation around us 
have, to stay in-touch and 
keep information and ideas 
flowing for the good of the 
industry. 

I’m noticing at this event 
that there are a few younger 
faces that I have seen, whilst 
we dart between meeting 
rooms. Over the course of 
the evening, I meet several 
conspicuously younger 
professional men and woman 
who are there in different but 
important capacities; notably 
a London-based business 
woman from De Beers, who 
is not only attending the 
conference but somehow 
finding the time to meet her 
clients around our very tight 
schedule. 

Even more remarkable 
was meeting a Parisian 
lady representing a French 
diamantaire. We discovered 
a mutual interest in affecting 
further positive change in 
the diamond industry and 
we later also ascertain that 
we are both interested in 
other areas of the business, 
particularly bringing younger 
talent through to learn from 
the industry veterans around 
us. Again, we pledge to stay in 
touch for business.  

Monday is soon upon us and 
an 8am start. First order of 
the day, the opening sessions. 
We hear speeches from 
industry insiders regarding 
the direction of the global 
diamond trade and the 
challenges it faces. Industry 
guru Chaim Even-Zohar is on 
the bill to discuss profitability 
and he delivers an insightful 
and well substantiated 
commentary on the state of 
the diamond industry. 

However, I’m excited to hear 
from renowned international 
luxury marketing consultant, 
Dr Frank Mueller, about his 
views on the competitive 
challenges the diamond and 
diamond jewelry markets are 
facing in the global luxury 
consumer product market. 

Mueller states: “Worldwide, 

London Diamond Bourse
president Harry Levy

London Diamond Bourse chief
operating officer Victoria McKay
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the consumer market for 
luxury products will continue 
to grow, with a spending 
power of potentially trillions 
of dollars. This bodes well 
for diamonds too, provided 
the diamond industry and 
retail jewelry sector invest 
focused efforts in enhancing 
the desirability of diamonds 
among consumers”.

In summation, Mueller states 
that there is a huge need 
for generic marketing for 
diamonds, and the need to 
change the way the industry 
views its marketing. He 
adds there is a need to make 
diamonds “sexy” in order to 
make them more desirable. 
Inhale a deep intake of 
breathe — did someone 
say the word ‘sexy’ in the 
presence of all these diamond 
industry ‘Statesmen’? Well, he 
got everyone’s attention and 

attendees seem convinced 
when Mueller demonstrates 
some ideas for tasteful luxe 
marketing campaigns — no 
overt improper content at all. 

His argument is fairly 
concrete; Generation X and 
Millennials are not spend 
thrifts when it comes to 
technological or fashion 
products but their spending 
habits are entirely different 
to the generations before 
them and we as an industry 
must learn how they think. 
I’ve been saying this for some 
time to my industry peers so, 
I come away inspired and am 

surprised afterwards to read 
a report by the Wall Street 
Journal that states: “Chanel 
bags increased pricing by up 
to 70 percent in five years, 
Jimmy Choo shoes have gone 
from $495 to $650 in the 
same time, and Mulberry has 
merrily hiked up the prices 
on its bags.” What Franck 
Mueller is saying is, marketed 
the correct way, diamond 
jewelry could also have a 
7,500 strong waiting list like 
Hermes does for its Birkin 
handbags. Imagine if you 
could do that with diamond 
jewelry...

Two heavy working sessions 
later and we are treated to a 
Gala dinner like I have never 
seen. Israel Diamond Bourse 
have put on a game changing 
showstopper of an event. An 
industry accolade is awarded 
to Dieter Hahn; the fourth 
generation of his family to 
be involved in the oldest 
diamond manufacturing 
company in Germany. I’m on 
a great table, there are lots of 
topical discussion and I find 
myself deep in conversation 
with Paul Van Der Steen, 
formally of the HRD Antwerp 
board of directors. I learn 
more about the physical 
properties of diamonds in a 
few minutes than I have in 
months. 

Inspirational speeches ensue 
and a full-on stage show 
by some of Israel’s most 
renowned singers and artists, 

THE BASIS OF OUR CUSTOMS AND OUR 
HISTORY COUPLED WITH MODERN 

WORKING PRACTICES COULD RESULT IN A 
HEAVEN-SENT INDUSTRY

" 

Frank Mueller Andrey Zharkov Chaim Even-Zohar

Phillippe Mellier
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while the worldwide diamond 
community creates new 
relationships and renews old 
bonds. I am lucky enough 
to be introduced by Harry 
Levy to more of his long-
established colleagues who 
are so welcoming of a new 
generation coming through. 

There has been much 
documented professional 
coverage of the WFDB 
meetings over the last few 
weeks, with WFDB president 
Ernest Blom praising Shmuel 
Schnitzer, president of Israel 
Diamond Exchange and 
his team for their initiative 
in putting together such a 
complete programme. “The 
Presidents’ Meeting is an 
excellent opportunity to gauge 
the wellbeing of our industry 
and the downstream market,” 
said Mr Blom. 

The closing sessions included 
speeches from both Philippe 
Mellier, CEO of De Beers, 
and recently appointed Alrosa 
president, Andrey Zharkov. 
They both gave their own 
perspectives on the present 
condition of the diamond 
market. 

I left Israel with a more 
complete view of the industry. 
However, my overall reason 
for reporting my experience 
in Tel Aviv to the UK industry 
is to stress that seasoned 
diamond professionals are 
increasingly aware of the 
need to interact with the 
younger generation. Well-
intentioned professionals such 
as myself are being welcomed 
to meetings because there 
is growing recognition that 
Generation X and Millennials 
have a relatively small window 

of opportunity to work 
alongside our established 
industry hierarchy. Also, we 
bring something to the table 
— a new way of working and 
insight into a fresh generation 
of consumers. I do not dispute 
that the diamond industry can 
be ‘old school’ but isn’t that 
the beauty of our trade? The 
basis of our customs and our 
history coupled with modern 
working practices could result 
in a heaven-sent industry, but 
there will be a need, in the 
future, to combine the old 
and the new and for that to 
be effective, we ‘youngsters’ 
need to learn. Basic logic 
dictates that if we, the next 
generation of diamond 
industry professionals don’t 
make ourselves known to 
those who came before us, 
they are not going to go in 

search of us on our LinkedIn, 
Instagram or Twitter. We have 
to make ourselves known in 
the oldest of ways, by being 
physically present, as without 
us being present there is no 
way for us to benefit from the 
infinite diamond wisdom and 
knowledge at these events, 
which would be an incredible 
loss to us.

Overall, I would encourage 
anyone who is interested in 
the future of the diamond 
industry and learning from 
those established elders of our 
trade, to start to find a way 
to participate at a national or 
global level, as soon as you 
can. You might find that you 
get a surprising welcome. To 
put it in the hashtag speak 
that almost everyone is 
beginning to understand... 
#effectchange #getinvolved

Alex Popov, Ernest Blom and Jeffrey Fischer

Chaim Even-Zohar

Shmuel Schnitzer, Ernest Blom, Maxim Shkadov, Kobi Korn

This article is published courtesy of the British trade publication Professional Jeweller
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The Istanbul Jewelry Show, which has become one of the 
most important events on the world’s jewellery industry 
fairs and trade shows calendar, will be held from October 
15-18 at the CNR Expo Center. Turkey is attracting 
the attention of the global industry, especially after the 
country instituted tax regulation changes, and thousands 
of professionals from all around the world are expected to 
come together at the show. 



The Istanbul 
Jewelry Show 
is the first 
major fair to 
be held after 

the Vicenza and Hong 
Kong trade shows. In 
2014, the show welcomed 
more than 800 exhibitors 
from 26 countries and 
15,000 visitors from 107 
countries. Most of the 
visitors to the show were 

from Iran, Russia, 
Iraq, Lebanon, 

Algeria, 
Greece, 

Azerbaijan, Italy, and the 
United Arab Emirates.

Mustafa Kamar: A 
warm welcome awaits 
our guests from 
around the world 

Turkey's Jewellery 
Exporters Association 
Vice President, Mustafa 
Kamar, said that although 
the global downturn 
was leading to lower 
numbers of visitors in 
almost all of the global 
industry's trade shows, the 
number of visitors to the 
Istanbul Jewelry Show has 
increased. 

“Our association and 

the trade show organizers, 
UBM Rotaforte, are 
working together very 
closely. We are preparing 
to welcome members of 
the industry from around 
the world in Istanbul 
with the support of our 
Ministry of Economy. We 
are preparing commercial 
programs for our guests. 
Thanks to this, foreign 
buyers can easily access 
suppliers that they are 
looking for, and exhibitors 
are extremely pleased with 
this. As a result of all this 
hard work, the number 
of visitors continues to 
increase every year, and 
we 

expect an increase in the 
number of visitors for the 
upcoming show as well.''

All eyes are on 
Turkey after the Tax 
Regulation - Mustafa 
Atayık

Jewellery Exporters' 
Association Vice 
President Mustafa 
Atayık said that the new 
regulations introduced 
in the gemstone trade 
in Turkey, and the 
abolition of the Private 
Consumption Tax have 
provided strong benefits 
for the country's jewellery 
industry. 
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Atayık also mentioned the 
potential effects of these 
benefits for the show. 
"In the gold category, 
Turkey is one of the most 
important players in the 
world. However, due 
to the 18% tax on the 
imports of precious 
stones, 
we 

were struggling to 
compete with the world 
in this field. Now that this 
tax has been abolished, 
all eyes have turned to 
Turkey. 

"We have started to 
receive cooperation 
proposals from all around 

the world. We 
signed special 

agreements with Belgium 
and Israel, and our 
committee made very 
important connections 
in the ASEAN + 6 
grouping recently. We 
expect to see rapid growth 
in the Turkish jewelry 
industry. Global industry 
professionals, who see the 
same, have started to show 
interest in our country 
already. This situation 
reflects its positive effects 
on the show as well.''

Can Ozkok - Turkey 
has very important 
advantages

Jewelry Exporters 
Association Vice President 
Can Ozkok also spoke 
about the advantages 
of the tax abolition on 
precious stones as helping 
Turkey to become an 
even bigger player in the 
world jewellery industry. 
"Geographically, Turkey 

is in a very important 
location. In four hours 
flight time, you can reach 
all of Europe, as well as 
Russia, the Caucasus, 
the Middle East and a 
significant part of Africa. 
You can fly directly to 
very many cities around 
the world from Istanbul. 
Now, the tax system in 
Turkey is at the same level 
as the rest of the world. 
In our country, there is 
no visa issue as in Europe 
or security problems as 
in Israel. You can easily 
create a company in 
Turkey, and you don't 
need to local partners as 
in Dubai. We have the 
world's largest jewellery 
stocks. Our advantages 
are numerous. To see 
and experience these 
advantages, we invite 
the world to visit our 
country.''

Mustafa Atayık Mustafa KamarCan Özkök





Studies by consultants, marketing and research companies are opening 
up new horizons to enable increases in sales of jewelry and diamonds. 
The Luxury Research of American Express Platinum Card survey carried 
out in the second quarter of this year, reveals today’s consumers trends 
in detail. Research, which looks at upper income groups, shows that as 
annual income increases, the ratio of luxury spending is doubled.

Clues,
 Trends,
  Ideas...
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by Aylin Gözen
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Shoppers of luxury 
products of all ages are 
willing to pay more for 
superior service and 
greater convenience...

" 
" 
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On the other 
hand, the 
‘Luxury 
Survey’, which 
is regularly 

published by the  Luxury 
Institute, gives important 
information by combining 
the survey results in main 
subjects in its latest version.  
When we put together these 
results with the long time 
known and new marketing 
ideas, some ideas arise.

 According to the research 
results of American Express 
Platinum Card, “Generation 
X” whichwas born between 
1965 and 1976, is far more 
interested in buying material 
goods than the generation 
that came before it – of 
Baby Boomers.   

According to the Luxury 
Institute research, for the 
Millennial generation, 
people born from the early 
1980s to the early 2000s), it is 
highly important to establish 

personal relationships and 
feel special. 

 All generations of consumers 
of luxury products are 
willing to pay more for 
superior service and greater 
convenience, according 
to the Luxury Institute, 
unfortunately, only a few 
brands have truly mastered 
relationship building, 
especially on the store 
associate 
level. 

 

According to the results of 
the research by American 
Express Platinum Card, 
“rich” people with annual 
revenue of $390,400 and 
more spend three times more 
on luxury goods than do 
the group which is regarded 
as “affluent” with annual 
revenue of $152,500. This 
situation is the same for 
jewelry as well. While the rich 
group spends $17,185 per 
year on jewelry and watches, 
the affluent group spends 
$5,163. 

 According to the same 
survey, luxury goods 

consumers are affected 
by special rates and 

discounts, with 83% 
of the group saying 
that high discounts 
significantly affect 

their decisions 
during shopping 

and the vast majority 
admits that they rarely pay 

the full price for a product. 
Once again this demonstrates 

the importance of pricing 
and the special campaigns 
appropriate for luxury 
products. 

 While presenting a special 
and precious product such 
as jewelry, in addition to its 
beautiful design, having a 
story increases the purchasing 
trend of the product.   The 
main challenge in this case 
is for shop staff to be able to 
reflect the emotions of the 
story to the customer.  

 Confidence in jewelry is 
very important. Many end-
consumers prefer shopping 
at jewelry stores which they 
have known for a long time 
and which they trust. When 
the importance and the 
significance of international 
laboratory certificates are 
added, the purchasing trends 
increase as well. 



Putting your Money Where Your Mouth is: 
Why the Global Industry Needs to Support 
the World Diamond Mark

“The work of the righteous is done 
by others.” This expression came to 
mind as I listened to a presentation 
given by Indian industry marketing 
specialist Hemant Shah during the 
India International Jewelry Show. 
Unconsciously, Shah laid out before 
his audience the structure, operation 
and financing model of the World 
Diamond Mark (WDM) Foundation’s 
work. 

He argued that only if all industry 
associations and organizations 
unite in creating a single, global 
effort to bring back desirability and 
consumer confidence in diamonds 
and dedicating funds toward this goal, 
could our industry rebuild the dream 
and once again make diamonds and 
diamond jewelry a leading segment in 
the luxury product market. 

Echoing Shah, Krisztina Kalman-
Schueler, WDM’s program director, 
says that this is exactly where the 
WDM comes in. “This is exactly 
where the WDM comes in. Unlike the 
Baby Boomers, the Millennials know 
little or nothing about diamonds 
and diamond jewelry. They know 
everything about fashion, cars, 
gadgets, travel, etc. but they are not 
being enticed to buy jewelry,” she 
noted. “And with the Millennials 

as our major target audience, the 
WDM is using the channels of 
communication they use most and 
like best: the Internet and social 
media.”

Founded by the World Federation 
of Diamond Bourses (WFDB), 
the WDM is building a global 
organization that brings together the 
entire diamond and jewelry industry 
and trade to enhance the desirability 
of diamonds among consumers, 
strengthen confidence in diamonds 
and improve the profit margins of all 
players in the mid-stream. 

Retailers are also integral to the 
WDM’s campaign. “While the WDM 
advertising campaigns are consumer-
oriented, the WDM also recognized 
that the retail jewelry market needs 
our assistance; as in promoting their 
businesses and advertising their 
diamonds and diamond jewelry 
lines,” says Kalman-Schueler. “For 
that purpose, the WDM has created 
the WDM’s global Authorised 
Diamond Dealer® program that not 
only helps [retailers] sell diamonds 
in their stores, but also assists with 
sales training and staff education, 
advertising materials, video clips and 
footage, seasonal campaigns, etc. 

So, where is the money coming from 
to fund this new initiative? “It is 
coming from the diamond industry 
and trade itself,” says WDM chairman 
Alex Popov. While the WFDB and 
the bourses provided seed capital, 
“today is the time to come up with 
the financing formula that foresees 
that 0.05 percent of the turnover 
is collected into a fund for generic 
diamond promotion.” 

Figure 1 shows four “pillars” of the 
industry that need to be part of the 
global, joint industry effort, and 
contribute to the annual budget 
needed (estimated at $30 million) 
to get a global generic diamond 
promotion campaign up and running.

The four sectors each play an integral 
part in the industry and depend on 
each other for their existence. The 
producers who formed the Diamond 
Producers Association (DPA) 
have pledged a modest $6 million, 
roughly equal to 0.05 percent of their 
turnover. The diamond trade needs to 
follow suit and dedicate 0.05 percent 
of its annual sales to the WDM’s 
efforts. This will roughly constitute 
an additional $8 million, bringing the 
total to $14 million.

The WDM’s global Authorized 

By Ya’akov Almor, Communications Director of the World Diamond Mark 
(This article appeared in the September 2015 issue of IDEX Magazine. With thanks to IDEX and Editor-in-Chief Daniele Max)
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Diamond Dealer program, which 
aims to capture more than 10,000 
retailers in the next two years, will 
generate another $10 million a year. 
By encompassing more jewelry stores, 
this is anticipated to grow to $50 
million by 2018. 

Finally, we need to convince service 
suppliers that thrive on the industry, 
to add a small levy on their products 
and services, which we estimate will 
contribute an additional $6 million.

While Shah called for an “Industry 
Survival Fund,” to which every 
organization and association would 
need to contribute, Popov argues that 
this fund already exists: “It’s called the 
WDMF.” 

There are however additional funding 
channels that do not substitute, but 
are essential to the success. Umbrella 
organizations such as the Israel 
Diamond Institute (IDI), Gem and 
Jewellery Export Promotion Council 
(GJEPC), Antwerp World Diamond 
Centre (AWDC) and others have 
always dedicated funds to marketing. 
As a matter of fact, they exist only for 
that purpose. 

However, their efforts have had 
almost no effect in the consumer 

markets, because they have mostly 
been directed at the B2B sector, and 
to the competition between the major 
diamond centers. So, while they 
struggle to gain market share, the 
market itself is shrinking (see Figure 
2). Basically, money is spent on self-
promotion instead of on diamond 
promotion.

These organizations must put at least 
5 percent of their budgets toward 
worldwide generic marketing. 
Today, an addition of 5 percent of 
their own budget, amid a 10 percent 
overall market decline, will create a 
5.5-percent net loss in market value, 
while the allocation of 5 percent of the 
same budget for generic promotion, 
will add 2.7 percent to market value, 
resulting in a 5.2-percent gain. Such a 
joint effort will bring an estimated $6 
million to the table, in addition to the 
$30 million previously mentioned. 

The model of how to collect at least 
$36 million is therefore, laid out. 
The governance and transparency 
has been established. The plans 
and campaigns are ready to roll. A 
dedicated team is working 24/7 on 
their implementation.

What else are you waiting for?

The World Diamond Mark® 
(WDM) is a not-for-profit 
organisation incorporated in 
Hong Kong, established in 
2012 by the World Federation 
of Diamond Bourses to promote 
consumer desirability and confi-
dence in diamonds. The WDM’s 
global objective is to ensure 
the health and future growth 
of the diamond and jewelry 
industry in the luxury market 
sector through the creation of 
consumer demand, via a net-
work of accredited retailers and 
generic marketing campaigns. It 
is based on three core activities: 
1) Education and training of the 
jewelry retail business commu-
nity about diamonds through 
the Authorised Diamond 
Dealer® (“ADD”) concept of ac-
credited retailers, 2) Confidence 
building with the consumer 
through the WDM’s Autho-
rised Diamond Dealer® retailer 
accreditation programme, and 
3) Generic consumer marketing 
and promotional programmes 
in core markets for diamonds 
and diamond jewelry, to improve 
diamond jewelry sales, market 
share and profit margin. Contact 
us at: info@worlddiamondmark.
org or at www.worlddiamond-
mark.org

IDI

GJEPC

AWDC

FIGURE 1 | OVERALL PICTURE FIGURE 2 | IDI-AWDC-GJEPC

Addition of 5% to own budget amid 10% overall market 
decline creates 5.5% net loss in market value. Addition 
of 5% of same budget to generic promotion adds 2.7% 
to market value resulting in 5.2% gain.a
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The Summer edition of the International Diamond Week 
in Israel, held August 30 to September 3, was a resounding 
success, and presented a genuine and pleasant surprise to 
buyers and sellers alike.
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The World Diamond 
Magazine spoke 
to Israel Diamond 
Exchange President 

Shmuel Schnitzer about the 
event. 

“It was a great event that has 
instilled a lot of confidence 
into the participants as to the 
strength of our industry. Of 
course, being an optimist, 
I have been confident that 
the market would pick 
up. For example, recently, 
a survey was conducted 
among women in the United 
States. They were asked what 
prestigious gift they would 
like to receive the most, and 
they overwhelmingly said 
‘diamonds!’”

“I think that one of 
the biggest differences 
between this edition of the 
International Diamond 
Week and previous editions 
– which were not less 
impressive - is that we heard 
a lot of very promising 
comments about the number 
of transactions being carried 
out on the floor. People were 
doing business, and that is 
very important. We have seen 
a great deal of activity and 

buyers from all across the 
world coming here to buy 
diamonds, and that is great 
for our members,” Schnitzer 
noted. 

Some 400 buyers, hailing 
from more than 20 countries, 
attended the event. The 
International Diamond 
Week in Israel is organized 
in close cooperation 
with the Diamond 
Dealers Club of New 
York (DDC), the 
Antwerp Diamond 
Bourse (Beurs voor 
Diamanthandel), 
and, for the first 
time, also by the 
Bharat Diamond 
Bourse. All exchanges 
were represented by 
delegations of their 
members on the IDE 
trading floor. 

“We are a great example of 
inter-bourse cooperation. 
The more the better and will 
help the global diamond 
industry. Any new exchange 
that wants to take part is very 
welcome!”

Speaking about the recent 
slowdown in China and some 

other markets Schnitzer said 
that “in times of downturn 
you can always come out 
strengthened. Diamonds are 
and will always remain an 
in-demand and prestigious 
product. About that there 
is no argument. So, even 

so the market is a bit weak 
currently, I remain optimistic 
about the future because the 
value and status of diamonds 
remains strong!” 

“The International Diamond 
Week is an example of the 
added value that we are 

bringing to our members. 
Because the situation 
globally is difficult we are 
always thinking of how to 
improve the situation and 
help them without adding 
to their costs. We provide 
this free of charge to our 
members as compared 
to the international trade 
fairs where participation 
and travel and all the other 
related costs amount to tens 
of thousands of dollars.” 

“While the B2B market 
may seem slow, in the 
luxury consumer product 
market, consumers still 
think diamonds are highly 
desirable. This does not mean 
that we are sticking our heads 
in the sand with regard to the 
enormous changes that are 
taking place in the make-up 
of the consumer profiles.”

“The diamond industry is 
also undergoing tremendous 
technological changes. 
I estimate that around 
30 percent of sales are 
via electronic systems. 

Many members of the 
diamond industry do 

not understand these 
things, so we run 
courses for our 
members which are 
aimed at helping 
them understand 
these new ways 
of selling and 

marketing via the 
internet.”

“We will organize two 
more International Diamond 
Week events next year – in 
February and September. A 
new event we have launched 
this year is buyers days for 
Israeli diamantaires being 
held on Thursday at the end 
of each month who come 
down to the Trading Hall 
from their offices and that 
enables them to see a great 
deal of polished goods that 

Shmuel Schnitzer, Marcel Pruwer and Kobi Korn, IDE Deputy President.
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they would not otherwise 
see. We will take part again 
in the Israel Diamond Week 
at the Diamond Dealers Club 
of New York in October and 
we have also been invited to 
take part in events in India 
and Belgium!” 

The world is experiencing 
challenging times 
economically, and we in 
the diamond industry, who 
deal with a luxury item, 
are among the first to be 
hit. This joint project – the 
International Diamond Week 
– reflects our determination 
to promote our business 
despite the difficulties. 
Our partnership in the 
project with colleagues 
from New York, Mumbai 
and Antwerp demonstrates 
the international effort to 
stimulate business and the 
sense of fellowship among 
diamantaires worldwide. 
The timing of this Diamond 
Week, shortly before the 
holiday season, the strongest 
sales period of the year, 
is ideal. We all hope that 
demand will grow, and that 
the ring of the cash registers 
will echo in all the jewelry 
stores throughout the world!” 

In his welcome speech 
to the participants in the 
International Diamond 
Week, Schnitzer recognized 
the efforts made by the 
event’s strategic partners and 
participants. 

 “I would like to thank 
each and every buyer 
from around the world 
who has come here. We 
especially appreciate the 
large delegation from Turkey 
and to the man who built 
the bridge between us and 
the diamond and jewelry 
industries in Turkey – Moshe 
Nissan. I am confident that 
what we have here is a win–
win situation, benefiting 

both our colleagues from 
Turkey and the exhibitors at 
the International Diamond 
Week!” 

“We are also very grateful 
to our friends from 
Kristall Smolensk, who are 
participating in the Diamond 
Week for the first time, led 
by sales director – Sergey 
Borisamkov and marketing 
director – Dimitri Moisev. 
I wish you all great success 
and an enjoyable stay in our 
country!

Schnitzer paid special tribute 
to the outgoing president 
of the Antwerp Diamond 
Bourse, Marcel Pruwer.

“Nothing could be 
more fitting to conclude 
the opening session of 
International Diamond Week 
than awarding honorable 
membership in the Israel 
diamond Exchange to a pillar 
of the diamond world – the 
outgoing president of the 
Antwerp Diamond Bourse 
and a great friend of the 
Israeli diamond industry – 
Marcel Pruwer. 

“Marcel has been our 
partner in expanding the 
International Diamond Week 
project, contributed most 
significantly, not only to the 
Belgian diamond industry, 
but to the World Federation 
of Diamond Bourses, as well, 
by helping us all respond to 
the regulatory challenges, 
including the international 
anti-money laundering laws.”

“It is a privilege to award 
Marcel Pruwer an honorary 
membership in the Israel 
Diamond Exchange – a 
symbol of our appreciation 
and esteem for strengthening 
the diamond industry as a 
whole and the relationship 
between the Belgian and 
Israeli diamond industries!”



•  International trade fair dedicated exclusively to diamonds

• World’s most competitive pricing

• Diamond Industry’s 100 top firms exhibiting

•  Largest choice from D Flawless to natural fancy colors diamonds

•  Powered by the Antwerp World Diamond Centre

•  By pre-registration only: www.antwerpdiamondfair.com

DWM ADTF 20x27cm new.indd   1 22/06/15   11:07
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Diamond industry movers and shakers meet in Vladivostok prior to

Ernest Blom, President of the World 
Federation of Diamond Bourses

Andrey Zharkov, 
President of Alrosa

Dilip Mehta, CEO of Rosy Blue 
Diamonds

Alex Popov, Chairman of World 
Diamond Mark Foundation

The East Russia Economic Forum opened in Vladivostok where a choice 
of movers and shakers in the diamond industry held a brainstorming 
meeting in the most eastern harbor city of the Russian Federation. 
For one day, they discussed, among others, diamond marketing 
and promotion, pondered the threat of synthetic diamonds and 
contemplated financing and investment opportunities in the diamond 
industry. The meeting was held under the title "New Development 
Drivers of Global Diamond Business in Asia Pacific."
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The event was 
opened by Russian 
Federation 
President Vladimir 

Putin and organized by 
Russian diamond mining 
giant, Alrosa, a general 
partner of the event. One of 
the aims of the meeting was 
to boost business in the Far 
East of Russia. 

Participants in the discussion 
sessions talked about the 
current conditions and 
prospects for further 
development of the global 
diamond market, the 
potential of new jewelry 
consumer markets, including 
Russia, measures to stimulate 
consumer demand and how 
to promote demand for 
polished diamonds. 

Among other industry 
participants were Ari Epstein, 
CEO of the Antwerp World 
Diamond Centre, Vipul Shah, 
Chairman of the Gem & 
Jewellery Export Promotion 
Council (GJEPC), Andrey 
Zharkov, President of Alrosa, 
Dilip Mehta, CEO of Rosy 
Blue, and Alex Popov, 
Chairman of the World 
Diamond Mark Foundation 
and President of the Moscow 
Diamond Bourse. 

“We discussed the reasons 
for the global diamond 
and jewelry market 
slowdown and the impact 
of macroeconomic factors, 
the problems of industry 
financing, manufacturing 
business profitability and 
how to generate demand for 
diamond jewelry,” Ernest 
Blom, President of the World 
Federation of Diamond 
Bourses (WFDB) said: “It 
was extremely interesting 
and worthwhile to have this 

debate. These are major 
issues for which we have been 
battling to find solutions for 
some time, it was important 
to listen to the views of 
people from across the 
diamond pipeline and debate 
the themes.” 

Alex Popov presented the 
viewpoint of the World 
Diamond Mark (WDM) 
and updated the session 
participants on the work of 
the WDM in creating generic 
diamond promotional events 
and enabling retailers to 
improve their service, and 
sales, to diamond jewelry 
consumers. 

“We were pleased to host 
such an impressive roster of 
speakers and participants in 
this event,” Andrey Zharkov 
said. “ALROSA is currently 
the largest producer of rough 
diamonds, and both the local 
and federal government, 
as well as the company are 
exploring venues that will 
bring greater added value to 
the company, the country’s 
economy and the business 
partners we work with.”

Ernest Blom added that 
with the diamond market 
undergoing structural 
changes in the various 
stages of the supply pipeline, 
meetings like these “are not 
only very important, they 
are crucial to keeping the 
channels of communication 
between the various supply 
pipeline members open. I am 
pleased we had four president 
of bourses affiliated to the 
WFDB with us. An issue that 
concerns all of us here is the 
need to market diamond 
successfully and create better 
profit margins for all players 
in the market!”

Nam Chang Soo, President, Korean Diamond Exchange; Ernest Blom, President 
of the World Federation of Diamond Bourses; Alex Popov, Chairman of World 
Diamond Mark Foundation; Vipul Shah, Chairman of GJEPC

Yair Sahar, CEO Sahar Atid Diamonds; Nam Chang Soo, President, Korean 
Diamond Exchange

Alex Popov, Chairman of World Diamond Mark Foundation; Kris Cuyvers, 
Managing Partner, Case Corporate Finance; Maxim Shkadov, President of IDMA 
and CEO of Smolensk Kristall Diamonds

Ilya Riaschin, Vice-President of Alrosa



By Albert Robinson

Rio Tinto launched an online portal for its Diamonds with a Story 
initiative, featuring information that is meant to help manufacturers, 
designers and retailers stay on top of marketplace trends.
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Diamonds 
with a Story 
was initially 
launched in 
2012 based 

upon research indicating 
design has the greatest 
impact on consumers’ 
diamond jewelry purchase 
decision*, second only 
to the emotion/occasion 
behind the purchase. In 
this spirit, Rio Tinto has 
created new opportunities 
for engagement between 
independent designers 

and leading diamantaires/
manufacturers, and 
independent designers 
and consumers/retailers in 
order elevate consumers’ 
interest in the fashion 
jewelry category and 
demonstrate that there 
are captivating design 
alternatives to traditional 
diamond jewelry.

The portal, www.
diamondswithastory.com, 
provides information 
and videos on consumer 

insights, 

design inspiration and 
products and marketing. 
Users may also view and 
search through Rio Tinto’s 
supplier network. 

The mission behind 
Diamonds with a Story is 
to emphasize an emotional 
connection to diamonds 
over commoditization, 
while supporting Rio 
Tinto’s clients with 
inspiring collections and 
sales tools that excite 
consumers about diamond 
fashion jewelry.

Rio Tinto is partnering 
with four of today’s top 
US fine jewelry designers 
for the debut of Diamonds 
With A Story (DWAS), 
which aims to redefine the 
fashion jewelry category by 
demonstrating that there 
alternatives to traditional 
diamond jewelry.

Designed in partnership 
with Jennifer Dawes, 
Suzanne Kalan, Matthew 
Campbell Laurenza and 
Sandy Leong, each bespoke 
collection features natural 
white and color (grey, 
silver, champagne, cognac, 
and brown) diamonds 
exclusively from Rio Tinto’s 
famed Argyle mine in 
Western Australia. The 
initiative marks Rio Tinto’s 
first collaboration with top 
tier influencers in the US 
market. The collections 
were formally launched at 
the JCK/Luxury Shows in 

Las Vegas on May 26 and 
are to be sold at select US 
retailers in the fall of 2015.

DWAS is a marketing 
campaign, which leverages 
design and carefully 
curated stories that speak 
to today’s consumer and 
her evolving lifestyle. 
Diamonds remain relevant 

THE PORTAL, 
WWW.DIAMONDSWITHASTORY.COM, PROVIDES 

INFORMATION AND VIDEOS ON CONSUMER 
INSIGHTS, DESIGN INSPIRATION AND PRODUCTS 
AND MARKETING. USERS MAY ALSO VIEW AND 

SEARCH THROUGH RIO TINTO’S SUPPLIER 
NETWORK. 
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and coveted today, making 
regular appearances on the 
red carpets of Hollywood 
and the runways at Fashion 
Week all over the world. 

The collections of DWAS 
2015 show that well-
designed diamond jewelry 
can be mixed, matched 
and layered with almost 
any look, ranging from 
daytime to evening 
fashions. Breaking the old 
stereotype that diamonds 
are unattainable, DWAS 
illustrates that exquisitely 
designed jewelry doesn’t 
have to break the bank, 
with retail prices ranging 
from approximately $500-
$5,000.

The designers were chosen 
because of their unique 
perspectives on design, 
unparalleled attention to 
detail and fervent love 
of jewelry and fashion. 
Each collection features 
12-18 pieces including 
rings, earrings, necklaces 
and bracelets handmade 
with 18K gold and Argyle 
diamonds.

DWAS looks to inspire 
and educate women 
by merging diamonds 
and fashion through 
innovative design and 
exquisite craftsmanship. 
DWAS developed four 
storyboards which 
highlight the qualities that 
are important to today’s 
female consumer, including 
but not limited to design, 
sustainability, innovation, 
versatility, wearability and 
accessibility. 

These stories include:
• Shaped by Origin - Sandy 
Leong. She is interested 

in learning about where 
the diamonds in her 
personal pieces of jewelry 
come from; all Rio Tinto 
diamonds from Argyle can 
be traced to their mine of 
origin.

• Mixed Medium - 
Matthew Campbell 
Laurenza. Her unique style 
is especially important in 
order to distinguish herself 
in today’s saturated market.

• Cutting Impact - 
Jennifer Dawes. Female 
consumers, particularly the 
Millennials, expect noble 
corporate values from the 
companies and individuals 
involved in creating their 
diamond jewelry.

Color my World - Suzanne 
Kalan. We all see the world 
through color; a pop of 
color brings new life to a 
piece of jewelry.

“These are not your 
mother’s diamonds,” states 
Brandee Dallow, Head of 
Rio Tinto Diamonds North 
American Representative 
Offices. “Through 
platforms like DWAS 
where we 
have 

the 
privilege of 
working with 
some of today’s 
most talented 
designers, our goal is 
to empower women who 
stay true to their personal 
style(s) while changing the 
greater conversation about 
diamond jewelry.”

Rio Tinto operates a fully 
integrated diamonds 
business from exploration 
through to sales and 
marketing. It is one of the 
world’s major diamond 
producers through its 
100 percent control of the 
Argyle mine in Australia, 
60 percent of the Diavik 
mine in Canada, 78 
percent interest in the 

Murowa mine in 

Zimbabwe. 
These three mines allow 
Rio Tinto to supply a broad 
range of diamonds (size, 
color and quality) for all 
market segments. 

Rio Tinto also has a 
100 percent interest 
in the Bunder project 
in India. The Bunder 
project is Rio Tinto’s 
most advanced diamond 
project worldwide and the 
most important diamond 
discovery in India for 
many decades.

Rio Tinto’s share of the 
production from its 
three operating diamond 

mines is 
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sold through its sales and marketing 
office in Antwerp, with representative 
offices in Mumbai, Hong Kong and 
New York. It also operates a niche 
cutting and polishing factory in Perth 
for the rare pink diamonds from its 
Argyle mine.

Rio Tinto General Manager of 
Marketing (Diamonds), Bruno Sané 
said, “Beautiful designs that resonate 
with the consumer are at the heart 
of the jewelry industry and are a key 
driver of Rio Tinto’s global diamond 
marketing approach in all established 
and emerging markets. Central to 

this is our ethos that beautifully 
designed diamond jewellery attracts 
new buyers and creates value for all 
partners in the supply chain, from the 
miner to the consumer.”

As Diamonds with a Story™ looks to 
assist the trade in more effectively 
selling, de-commoditizing and 
building awareness to diamond 
jewelry, Rio Tinto has developed four 
carefully curated story platforms 
that reflect the values and needs 
of today’s consumer including but 
not limited to design, sustainability, 
innovation, versatility, wearability 
and accessibility.

These stories include:
Shaped by Origin: Consumers are 
interested in learning about where the 
diamonds in their jewelry come from; 
all Rio Tinto diamonds are sourced 
from Argyle and can be traced to 
their mine of origin.

Mixed Medium: A consumer’s unique 
style is especially important in order 
to distinguish herself in today’s 
saturated market.

Cutting Impact: Consumers, 
particularly Millenials, expect noble 
corporate values from the companies 
and individuals involved in creating 
their diamond jewelry.

Color My World: Consumers see the 
world through color; a pop of color 
brings new life to a piece of jewelry.

Each of the aforementioned stories 
has been interpreted by the 4 
designers: Dawes (Cutting Impact); 
Kalan (Color My World); Campbell 

Laurenza (Mixed Medium); and 
Leong (Shaped by Origin) through 
original collections exclusively made 
for Diamonds with a StoryTM. Each 
line features 12-18 pieces – inclusive 
of rings, earrings, necklaces and 
bracelets - handmade with 18K gold 
and Argyle diamonds.

“Diamond jewelry purchases are 
ultimately driven by design and at the 
outset, are represented by emotion. 
Unfortunately, we as an industry have 
become so taken with the 4Cs and the 
various technical specifications of a 
diamond that we have forgotten that 
these qualities are especially relevant 
to the new generation of consumers,” 
said Brandee Dallow, Director of Rio 
Tinto’s North America Representative 
Office for Diamond Sales & 
Marketing.

To further support Rio Tinto’s market 
development initiatives across the 
globe and strengthen the Diamonds 
with a StoryTM value proposition, 
the company will re-launch its www.
diamondswithastory.com website in 
both English and Chinese, offering 
design inspiration and marketing 
support that will help develop new 
business opportunities. 

“Diamonds and diamond jewelry 
are not commodities – rather 
are representations of emotions, 
memories and personal histories 
which can be told through visually 
compelling design. Now is the time to 
redefine the fashion diamond jewelry 
category by building bridges between 
consumer preferences and the jewelry 
design,” added Dallow.

AS DIAMONDS WITH A STORY™ LOOKS TO ASSIST THE TRADE IN 
MORE EFFECTIVELY SELLING, DE-COMMODITIZING AND BUILDING 
AWARENESS OF DIAMOND JEWELRY, RIO TINTO HAS DEVELOPED 
FOUR CAREFULLY CURATED STORY PLATFORMS THAT REFLECT 
THE VALUES AND NEEDS OF TODAY’S CONSUMER INCLUDING 
BUT NOT LIMITED TO DESIGN, SUSTAINABILITY, INNOVATION, 

VERSATILITY, WEARABILITY AND ACCESSIBILITY.

Suzanne 
Kalan



Cartier celebrates the innovation 
with Étourdissant Cartier, the 
brilliant and new high jewellery 
collection full of passion 

designed with unique and original colored 
stones. Offering a priceless firework show, 
the collection is created with the unique 
creativity and perfect expertize of Cartier. 

Diamond, sapphire, emerald, ruby, 
opal, coral, tanzania stone, garnet and 
chrysoprase stones, which transform 
by absorbing the light, have been used 
in the collection formed by the light 
and shadows. The collection leaves its 
fascinating sparkles to summer nights 

with its bold curves just like precious 
stone storm. 

Composed of 52 high jewelleries, 4 
precious objects, 5 high jewellery watches 
and 1 night bag, Étourdissant Cartier 
focuses on two fundamental themes 
emerging with eclectic structure and clear 
lines and mixture of curiosity and passion 
in high jewellery design; fire & daylight 
and sunset. Azure blue shining in the sun, 
dark yellow, the tones of rocks, short lights 
of twilight, black velvetsea, French Riviera 
and its changing colors form the source of 
inspiration of Étourdissant Cartier.

Étourdissant Cartier, the new and high-level Cartier jewellery 
collection which focuses on unique stones with the aim of always 
discovering the most beautiful ones, reflects the magnificent colors 
of day and night with the valuable stones being inspired by the 
French Riviera.

ÉTOURDISSANT
A Splendid Collection Created Being Inspired by French Riviera
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Alex Popov, FdV President Matteo Marzotto, FdV Managing Director Corrado Facco and Ines Aronadio, manager of 
Fashion and Creative Industries of the Italian Trade  Agency

Fiera Di Vicenza and World Diamond Mark 
Sign an Agreement to Promote Diamond 
and Diamond Jewelry Sector
The Fiera di Vicenza, Europe’s leading jewelry trade fair organizer, 
and the World Diamond Mark Foundation (WDM), a not-for-
profit organisation established in 2012 by the World Federation of 
Diamond Bourses (WFDB), secured a collaboration in the realm 
of diamond and diamond jewelry promotion and marketing. 
The Memorandum of Understanding was signed during the 
international press conference of VICENZAORO, the international 
trade show organized by Fiera di Vicenza.
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Through the 
agreement, Fiera 
di Vicenza and 
WDM will work to 

sustain and improve image 
and consumer confidence 
for diamond and diamond 
jewelry. The partnership 
aims particularly to enhance 
business opportunities of 
WDM Authorised Diamond 
Dealerships (ADDs”) and to 
establishing VICENZAORO 
as the major European 
platform for the promotion 
and the trade of diamonds 
and precious stones.

“Our markets are in a 
continuous flux, not only 
due to economic uncertainty, 
but first and foremost due 
to the changing behavioural 
purchasing patterns among 
the new generation of 
consumers, Generation 
Z, or in other words, the 
Millennials,” Corrado Facco, 
Managing Director of Fiera 
di Vicenza stated.” “The Fiera, 

which provides thousands of 
diamond, gem and jewelry 
companies that exhibit at our 
shows, sees it as an important 
service to work with the 
WDM and join it in its efforts 
in increasing the desirability 
of diamonds and in helping 
retailers enthuse consumers 
for diamonds and diamond 
jewelry.”

“Our cooperation with the 
Fiera is a dual-prong effort,” 
Mr. Alex Popov, Chairman 
of WDM, said. “The Fiera di 
Vicenza organizes Europe’s 
most important trade shows 
and therefore serves as an 
excellent and important 
platform for the WDM, as 
we need to raise awareness 
not only of the WDM itself, 
but most importantly for its 
goals and objectives: building 
toward greater desirability 
of diamonds and consumer 
confidence in diamonds 
and those who sell them; 
increasing market share of 

diamonds and diamond 
jewelry, and improving the 
profitability of all players in 
the supply pipeline!”

 “Our industry will need to 
take drastic and dramatic 
steps if it is to bring back 
diamonds and diamond 
jewelry into the top 
performing categories in the 
luxury product consumer 
market,” Mr. Facco said. 
“Furthermore, it is necessary 
to pay more attention 
toward transparency and 
ethical themes, promoting 
policies of Corporate Social 
Responsibility, in order to 
enhance the consumer’s 
confidence in the jewelry and 
diamond sectors”.

Thanks to the agreement, 
Fiera di Vicenza becomes 
a World Diamond Mark 
strategic partner, promoting 
the WDM Authorized 
Diamond Dealer (ADD) 
network, its activities and 

events during the trade show 
organized by the Italian 
company in Italy and abroad. 
Fiera di Vicenza will also 
participate in further WDM 
events such as diamond 
exhibitions and WDM 
conferences. Furthermore, it 
will use its global influence 
to promote the fund-raising 
for WDM promotional 
campaigns and events.

 WDM will actively promote 
Fiera di Vicenza through 
its worldwide retailer 
network, and through 
all WFDB bourses and 
partner organizations. 
Recognising Fiera di Vicenza 
as the Exhibition Partner in 
Europe, WDM will endorse 
the presence of the most 
influencing opinion leaders in 
attending the show and will 
promote the opportunity to 
exhibit in VICENZAORO to 
the most relevant diamond 
jewelry producers and 
diamond dealers.

The Fiera di Vicenza organizes 
Europe’s most important trade shows 
and therefore serves as an excellent 
and important platform for the WDM.
" 

" Alex Popov
Chairman Of WDM



I often think about the 
way a consumer makes 
decisions, whether he 
lives in New York, Hong 

Kong, Shanghai, or anywhere 
else. Obviously it is he who 
sets the price of diamonds, 
both polished and (indirectly) 
rough. He is the one who 
decides if a diamond ought 
to be offered at a certain 
price, or if he even 
wants a diamond 
at all. Every 
supply chain 
is supposed 
to work 
according 
to this 
assumption. 
When the 
consumer 
decides that he 
wants, and is able, 
to pay the nominal 
price for a given diamond, 
he simultaneously sets the 
price of that diamond. This 
in turn determines the price 
of the rough diamond (from 
which the polished diamond 
was produced). The difference 
in these two prices is the 
total gross profit of of the 
supply chain: the miners, the 
polishers, the setters, and the 
merchants.

In previous articles, I have 
argued that in light of the 
current crisis, the diamond 
sector will never return to 
its earlier structure. Even 
if we manage to solve the 
current problems (i.e. high 
cost of rough diamonds, 
profit margins, inventory, 

marketing 
etc.) in the foreseeable future, 
these will be only temporary 
solutions. In my opinion, 
these same problems are 
sure to rise again in due 
course. All this leads me to 
the conclusion that there is a 
need for deep, fundamental 
change in the industry. 
Only a dramatic change will 
stabilize the diamond trade 

and make it profitable. This 
must be a change that benefits 
all players in the industry, 
and one that will first and 
foremost prioritize the 
consumer.

Problematic 
circumstances
However, before I go into 
the kind of change required, 

we should examine the 
circumstances that led 

the industry to the 
current situation.

Fragmentation: 
The diamond 
sector’s pie is 
shared among an 

enormous myriad 
of companies. The 

small share that each 
company gets, if it gets 

any, erodes the company’s 
profit, prevents capital 
accumulation, makes it 
difficult to maintain the value 
of the diamond, and hurts the 
company’s ability to market 
this luxury item effectively, 
as has been done in the past 
(link).  Many of the players 
in the diamond sector are 
reliant on a “low-cost labor 
force” and are willing to 
compete with each other 
in order to sell at any price, 

including by making deals 
without any return on the 
investment (link), or even at 
loss, just in order to maintain 
the business and keep it 
alive. In such a situation, 
rational diamond companies 
will divert their profits to 
investments in other sectors. 
This may leave the industry in 
the hands of relatively weak 
companies that would not 
be able to provide sufficient 
and suitable services to 
consumers.

The oligopolistic regime of 
rough diamond suppliers: 
This situation leads to 
controversial practices that 
ultimately lead to defeat in the 
most important battle of all: 
the battle for the consumer. 
Such practices include: 
temporary improvements to 
the coloration of diamonds, 
including undocumented 
synthetic diamonds, 
exploiting the gray area 
between benchmark demand 
and the final transaction, lack 
of transparency, confusing 
consumers with the Four Cs 
characteristics, and so forth. 

These practices damage 
profitability, hurt the 
industry’s reputation, 

Key Changes Offer 
Bright Future for 
Diamond Industry

By Ehud Arye Laniado
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harm the consumer, and 
lead financial institutions 
– who could be boosting 
the industry – to take their 
business elsewhere. These 
problems are exacerbated 
by the constant struggle for 
market share that creates 
urgency around acquiring 
rough diamonds at any price.

All the above can be seen in 
the below graph prepared 
by Mercury Diamonds and 
speaks for itself:

The blue line, which indicates 
rough prices, is almost always 
above the red line, which 
indicates polished. The rest 
is clear. 

Synthetic diamonds: a 
hidden advantage 
So far we’ve dealt with the 
structural aspects of the 
diamond industry and 
their implications on the 
current situation. However, 

there is another aspect: how 
consumers perceive the value 
of diamonds, i.e. marketing. 
The industry must wake 
up and search “outside the 
box,” because relying on De 
Beers’ fantastic “diamonds 
are for ever” does not work 
any more. The industry 
needs to read the writing 
on the wall. The meteoric 
rise of synthetic diamonds 
(laboratory diamonds) 
poses a considerable threat 
to the demand for natural 
diamonds, and is only 
growing stronger.

But this should not 
necessarily threaten the 
industry. On the contrary, the 

rise of synthetic diamonds 
could be the dawning of a 
new era for the industry, if 
we succeed in leveraging it 
and transforming it from a 
weakness into a strength. 
How will we do this? By 

recognizing that we are 
dealing not only with a 
luxurious and beautiful 
product, but with a very 
unique item that belongs to a 
group of products for which 
“the economy of rarity” is 
master. 

What is the “economy of 
rarity” and how do we belong 
there? First, I would like to 
clarify the terms scarcity and 
rarity, both of which appear 
frequently in the context of 
rarity economics and are 
sometimes confused. Scarcity 
refers to a lack that can be 
filled either by expenditure or 
by time but will ultimately be 
filled. In contrast to scarcity, 

rarity describes merchandise 
that occurs infrequently 
in nature. These products 
are naturally limited and 
their reserves cannot be 
replenished. In other words, 
the more it is produced, the 
greater the deficiency which 
can never be restored. This is 
a zero-sum game, in which 
one party’s profit comes at 
the expense of the other, such 
that the sum of profit and loss 
for both sides is zero. This 
situation normally leads to 
either a rise in price of that 
resource (as in most cases) 
or long-term stagnation of 
the product value (as in the 
worst-case scenario).

To return to our industry, 
documented synthetic 
diamonds should be 
considered as belonging 
to economy of scarcity as 

they can be mass produced 
with unlimited capacity. 
The more these laboratories 
multiply and develop more 
sophisticated means of 
production, the lower their 
prices will drop. This is not a 
limited resource, but rather a 
productive industry. 

Conversely, the natural 
diamond can and is 
considered a rarity – a 
product which can only be 
produced in a limited volume, 
and whose occurrence 
declines over the years, 
despite the development of 
new prospecting techniques 
and major investments. 
Other factors also contribute 

to the sense of rarity and 
economic value of natural 
diamonds. These include 
intensifying regulations 
under the Kimberley Process 
Certification Scheme, 
government appraisals, 
customs appraisals, the 
short transition between raw 
material and the polished 
product, and meticulous 
documentation of the final 
product. Natural diamonds 
are intensely regulated in 
order to maintain quality and 
provide the consumer with a 
system of multiple securities 
when buying a diamond.

Diamonds, like captivating 
works of art, rare automobiles 
and fine wines, will always 
have a rigid demand curve. 
Collectors, investors, and 
market players will always 
be looking for special, 

THESE PRODUCTS ARE NATURALLY 
LIMITED AND THEIR RESERVES CANNOT 
BE REPLENISHED. IN OTHER WORDS, THE 

MORE IT IS PRODUCED, THE GREATER 
THE DEFICIENCY WHICH CAN NEVER BE 

RESTORED.

" 
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prestigious products – 
those exclusive, rare stones 
that aren’t considered a 
commodity. This situation 
amplifies demand for the 
product and therefore 
normally should lead to a rise 
in its price and value over 
time.

A diamond whose value 
will be preserved over 
time will not be subject 
to “changes in fashion.” 
Acquiring such a diamond 
is a stable investment, as 
it is a physical object with 
a set value that does not 
go in and out of style. A 
natural diamond has two 
important characteristics in 
this context. First, its unique 
beauty means it can be set 
in jewelry. Second, its rarity 
causes its value to constantly 
rise and accordingly, its price 

constantly rises. A synthetic 
diamond, on the other hand, 
has one central advantage 
– its beauty. It lacks the 
quality of rarity, however, and 
therefore will not preserve 
its value over time (its price 
will decline as production 
technology for synthetic 
diamonds advances and they 
become more common).

An opportunity to be 
seized
This difference opens a 
window of opportunity for 
the diamond sector, which 
could signal the dawning of a 
new era. This is the moment 
to preserve the value of real 
diamonds and not undermine 
ourselves. This is the moment 
to leverage and promote the 
uniqness of our industry and 
to take it to an all-new level. 

I believe that the principal 
focus must be a concerted 
marketing campaign that 
directly addresses the 
consumer. This campaign 
must show the consumer the 
uniqueness and advantages 
of the natural diamond, and 
why it is preferable to other 
elite products. 

To allay any doubts, of 
course there is room in the 
market for both natural 
and synthetic diamonds. 
It is simply important to 
establish the difference 
between the products and to 
help consumers understand 
that natural stones and 
lab-made stones are two 
completely different things. 
For those who want to buy a 
beautiful piece of jewelry at 
an affordable price, synthetic 
diamonds are an excellent 
choice. However, for those 
who want to enjoy the beauty 
of a diamond that has the 
potential to maintain its 
monetary value over time, the 
natural diamond is clearly the 
better option given its rarity. 

So where does all this lead? 
What does it mean for us? 
It means that we should 
treat our natural diamonds 
differently. They must be sold 
in a different environment, 
better suited to their unique 
nature. Perhaps even 
“diamond banking” practices 
should be established in 
order to orient the end seller: 
What is he buying? Where 
is he buying? What is the 
historic behavior of the given 
diamond? Does it behave 
speculatively? Is its value 
volatile or stable over the 
long-term? 

If this vision were to come 
true, it could be the key to a 
new chapter in the history 
of natural diamonds. This 
will have two new effects. 
First, new consumers  who 
would never have thought 

to buy diamonds for their 
beauty may be tempted by 
them having the potential 
to maintain value over time. 
Second, current buyers who 
are considering opting for 
other luxury goods will 
understand that they can buy 
jewelry made from natural 
diamonds and enjoy the best 
of both worlds – the special 
beauty of a delicately-crafted 
piece of jewelry and  its 
potential ability to preserv the 
value of their savings.

A whole new 
perspective
All this calls for a new 
outlook, in which suitable 
attention is paid to natural 
diamond marketing and 
pricing. For example, I invite 
you to look at the “Crystal 
Clear” method. Meanwhile, 
emphasis must be placed on 
the dual value of the natural 
diamond – its beauty and its 
potential to maintain value. 
Thus, every change calls for 
new thought and providing 
the consumer with a new 
perspective.

Let’s imagine how the supply 
chain will operate in this 
new system. The value of 
rough diamond production is 
traditionally estimated by the 
mining companies and sold 
according to the price that the 
consumer is willing to pay. If 
consumers show interest in 
purchasing diamonds on a 
larger scale (because of their 
dual benefit – beauty and 
value maintenance), the price 
of rare, natural diamonds 
has the potential to rise 
significantly, perhaps even 
reaching $30 billion per year 
in value of polished diamonds.

To illustrate: the current 
crisis is a result of a squeezed 
marginal profit split among 
the many players in the 
midstream. The solution can 
be found in reducing the 

I BELIEVE THAT THE PRINCIPAL FOCUS 
MUST BE A CONCERTED MARKETING 

CAMPAIGN THAT DIRECTLY ADDRESSES THE 
CONSUMER. THIS CAMPAIGN MUST SHOW 

THE CONSUMER THE UNIQUENESS AND 
ADVANTAGES OF THE NATURAL DIAMOND, 

AND WHY IT IS PREFERABLE TO OTHER 
ELITE PRODUCTS.

" 
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miners’ share, in increasing 
the marketing budget, in 
directing the focus on the 
value and the uniqness of the 
diamond and its potential as 
an investment product, and 
the inevitable treatment in 
the fragmented structure of 
the midstream. An improved 
gross profit margin distributed 
to fewer companies will lead 
to a strong industry with an 
economical and logical return 
on capital. 

Such value can be achieved 
when diamond consumers 
properly understand this dual 
benefit and when they are 
convinced that they will be 
able to attain the monetary 
value of the diamonds upon 
resale in accordance to 
economic principles such as 
those developed by Mercury 
Diamond’s “Crystal Clear” 
method. In this scenario, the 
difference between annual 
global mining production 
costs, which we estimate today 
to be around $7-8 billion, 
and the final price of polished 
diamonds that could reach 
up to $30 billion annually, 
will allow for a different 
attribution of the industry’s 
profit pie. To this end, it is 

on the industrial diamond 
sector to safeguard prices of 
rough diamonds. Appraisals 
of rough diamonds are based 
on outcomes of polished 
diamond sales while keeping 
an economically reasonable 
share within the industrial 
sector. Raising prices on rough 
diamonds won’t be possible 
without reasonable economic 
justification.

In this new supply chain, the 
difference between mining 
costs ($7-8 billion) and $30 
billion will be split up fairly 
between the components of 
the supply chain by setting 
high standards for mining 
companies, production 
companies, and marketing 
firms (which regardless will 
limit the number of these 
companies relative to the 
number of currently-existing 
companies). Then the pie 
will be divided in such a 
way that profits will be 
financially reasonable. This 
will encourage investment 
of personal capital and 
allow for growth, which 
will further inspire financial 
institutions to fund the sector. 
The subsequent profits will 
allow for the allocation of 

enough resources to support a 
marketing campaign that will 
laud the dual benefit of buying 
natural diamonds, and show 
why they are preferable or at 
least worth to be considered 
amongst other luxury goods.

What doesn’t kill you makes 
you stronger. This is a golden 
opportunity for changing the 
trends in the natural diamond 
industry and for creating a 
different marketing strategy. 
We all enjoy the profits – the 
consumer, the players in the 
diamond sector, and the entire 
industry.

The views expressed 
here are solely those of 
the author in his private 
capacity. None of the 
information made available 
here shall constitute in 
any manner an offer, 
invitation, or promotion 
to buy or to sell diamonds. 
No one should act upon 
any opinion or information 
on this website (including 
with respect to diamonds 
values) without consulting 
a professional, qualified 
adviser.

THE VALUE OF ROUGH DIAMOND 
PRODUCTION IS TRADITIONALLY 

ESTIMATED BY THE MINING COMPANIES 
AND SOLD ACCORDING TO THE PRICE 
THAT THE CONSUMER IS WILLING TO 

PAY. IF CONSUMERS SHOW INTEREST IN 
PURCHASING DIAMONDS ON A LARGER 
SCALE, THE PRICE OF RARE, NATURAL 

DIAMONDS HAS THE POTENTIAL TO RISE 
SIGNIFICANTLY, PERHAPS EVEN REACHING 

$30 BILLION PER YEAR IN VALUE OF 
POLISHED DIAMONDS.

" 

About 
Ehud Aryeh Laniado
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Africa and later in Belgium 
honing his expertise in 
forecasting the value 
of polished diamonds 
by examining rough 
diamonds by hand, till 
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international diamond 
businesses spanning 
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and polished diamond 
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both the miniscule 
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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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A World of Jewellery
Global Industry Focused Hong Kong

The September 
Hong Kong 
Jewellery & Gem 
Fair, organised 

by UBM Asia, is the global 
marketplace where one can 
source jewellery, gemstones 
and every related product 
imaginable, from around 
the globe. Launched in 
1983, this premier jewellery 
event attracts over 59,000 
buyers from all over the 
world. During this seven-
day event, Hong Kong 
transforms into the world’s 
jewellery trading hub, where 
over 3,700 exhibitors from 
51 countries and regions 
unveil fashion-forward 
creations and the finest 
diamonds and gemstones. 
Thanks to the sectorisation 
initiative, where product 
displays are per category, 
the September Fair remains 
easy to navigate, despite the 

large scale and wide range 
of exhibits. AsiaWorld-Expo 
(AWE) houses all kinds 
of jewellery raw materials 
including diamonds, 
gemstones, pearls, and 
packaging, and tools & 
equipment. Meanwhile, the 
Hong Kong Convention & 
Exhibition Centre (HKCEC) 
houses fine finished 
jewellery. In addition, there 
are themed pavilions in 
both venues that feature 
specific product categories. 
It is a high-quality business-
to-business jewellery trade 
platform that each jeweller 
cannot afford to miss!

Four compelling reasons to 
visit the September Fair 

Gathering of quality 
exhibitors from around 
the world – The September 
Fair is the largest B2B event 
of its kind in the world in 

terms of exhibitor numbers. 
This mega fair features the 
world’s biggest Diamond 
Pavilion, Asia’s biggest 
Gemstones Pavilion, Pearl 
Pavilion and Antique & 
Vintage Jewellery Pavilion. 
In 2014, companies from 22 
countries and regions were 
grouped into pavilions, 
including Antwerp, Brazil, 
China, Colombia, 
France, 
Germany, 
Hong 
Kong, India, 
Indonesia, 
Israel, 
Italy, Japan, 
Korea, Poland, 
Singapore, Spain, 
Sri Lanka, Taiwan, 
Thailand, Turkey, the 
United States, and the 
International Colored 
Gemstone Association 
(ICA). 

Unparalleled international 
status - The September Fair 
has the highest participation 
of key players in the world’s 
jewellery trade. Over 70 
percent of buyers at the 
Fair are from overseas, a 

testament to the 

The 33nd edition of the Hong Kong Gems and Jewellery 
Fair took place in September, and again showed why it is 
considered the largest and most important of the world's 
trade shows.

NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

36 World Diamond Magazine | 2015-05



In Hall 9 of AWE, another prestigious pavilion to see is 
the FINE GEM PAVILION, which houses over 50 es-

teemed suppliers from around the world. Since its launch 
5 years ago, the pavilion has established itself as the 

ultimate destination for some of the world’s finest loose 
diamonds, gemstones and pearls. 

The FINE DESIGN PAVILION houses more than 70 interna-
tionally renowned jewellers showcasing some of the world’s 

most precious and exquisite jewels. The pavilion also features 
top-quality bejewelled watches, exceptional antique and es-
tate jewellery and other remarkable timepieces – all notable 

for their artistic flair and impeccable craftsmanship.

Headlined by over 40 of the city’s famous brands, the HONG 
KONG PREMIER PAVILION is an inspired presentation of 
Hong Kong fine jewellery. It illustrates to the world’s luxury 
markets the extraordinary strength and creativity of Hong 

Kong’s jewellery industry. 

The INTERNATIONAL PREMIER PAVILION is an exclu-
sive podium on which over 70 exhibitors can launch their 
avant-garde collections and strengthen their brands. IPP 

offers exhibitors, visitors and buyers a glimpse of what’s hot 
around the world and provides great opportunities to explore 

business-matching possibilities. 

Theme Pavilions on Centrestage Highlights of 2015 
• A new pavilion is born. The Bridal 
Jewellery Pavilion is an exciting new 
addition to the September Hong Kong 
Jewellery & Gem Fair 2015. The new 
attraction will gather one-of-a-kind bridal 
masterpieces and the classics from esteemed 
suppliers from around the world. Whether 
traditional or contemporary pieces, the 
Bridal Jewellery pavilion is sure to cater to 
every bride’s fantasy. 

• The Diamond Pavilion is again the largest 
of its kind in the world which gather more 
than 450 diamond exhibitors.

• The largest showcase of Hong Kong 
jewellery can be found at the Hong Kong 
Pavilion.  The pavilion houses around 1,400 
Hong Kong based exhibitors.

• The Thailand Pavilion remains the biggest 
overseas pavilion with more than 320 Thai 
exhibitors participating. 

• Three world-renowned auctions will be 
held concurrently with the Fair: the Robert 
Wan Tahiti Perles Auction, Paspaley Pearl 
Auction and the Diamond Auction by OJSC 
ALROSA

• Dynamic special events include seminars, 
conferences, jewellery parades and cocktail 
receptions offering you maximum learning 
and networking opportunities. 

• Concurrent Event: Asia’s Fashion Jewellery 
& Accessories Fair – September (AFJ) 
Buyers attending the September Fair can 
enjoy free access to AFJ. 

AsiaWorld-Expo • Hong Kong

16 - 19 September 2015 10:30am – 6:30pm

20 September 2015 10:30am – 5:30pm

Hong Kong Convention & Exhibition Centre 

18 - 21 September 2015 10:30am – 6:30pm

22 September 2015 10:30am – 5:30pm

strong reputation the Fair enjoys 
globally. High level of visitor 
satisfaction was recorded with 
over 85 percent of respondents 
giving the September Fair a 
rating of 7 to 10, with 10 being 
“excellent.”

Well-established networking 
platform - The September Fair 
prides itself on being an effective 
networking platform where one 
can cultivate new partnerships. 
Running alongside the Fair will 
be a comprehensive conference 
and seminar programme, 
covering a spectrum of topical 
issues and trends for jewellery 
industry professionals.
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MALAYSIA, 
THE RISING STAR OF ASIA
Expected to become the seventh fastest growing economy in the 
world in 2015, Malaysia, with a population of about 30 million and 
more than $10,000 income per capita, is one of the countries that 
our jewellery exporters should put extra emphasis on in their market 
diversification strategies. 

MALAYSIA

GDP ( Million $ )
312.433

GDP per capita( $ )
10.547

Growth ratio ( % )
4.70%

Population
29.620.000

Surface ( km² )
330.252

Capital
Kuala Lumpur
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Malaysia 
(Malay-Asia) 
is a federation 
located in South 

East Asia, divided in two 
mainlands -east and west- 
and governed by “kingdom 
by choice” with its 13 states. 
Malaysia was formed with the 
merger of many island states. 

In Malaysia, which has 29.6 
million population, 55% of 
citizens are Malay, 25% are 
Chinese, 10% are Indian and 
remained 10% part is from 
other origins. 
5.44 million of 
the population 
are living in East 
Malaysia and 
21.2 million in 
West Malaysia. 
Although the 
official language 
of the country 
is Malay, almost 
all people are 
speaking perfect 
English, besides 
Arabic is one 
of auxiliary 
languages. The 
official religion 
in the country 
is Islam and 
most of Muslim 
people have 
Malay origin and few of them 
are Indian. While Buddhism 
is the religion adopted by 
Chinese public, Hinduism 
religion is the belief of non-
Muslim Indians.  Christianism 
is among the widespread 
religions. Malaysia is governed 
by parliamentary democracy 
system basing on federal 
constitutional monarchy.

While the GDP of the country 
is USD 312 billion, GDP per 
capita is about USD 10.547. 
The economy of Malaysia 
produced 4.7% growth 
performance last year.

Population Features
According to statistical 
institute data, the population 

of Malaysia is 28.6 million. 5% 
of the population is above 65 
while 27% is below 15 years 
old. The remained part of the 
population, most of which are 
in working age, constitutes 
67% of the population. In 
2000s, 62% of the population 
was living in urban, whilst 
the ratio reached to 71% in 
2010. Bumiputera, which is 
constituted by Malays and 
the native population living 
in Sabah and Sarawak states 
and deemed as the real owners 
of Malaysia, forms 67.4% of 

the population, Chinese and 
Hindus form 24.6% per cent 
and 7.3% respectively. 

Economic Structure
Malaysian economy is under 
the control of service sector. 
The share of service sector in 
nominal GDP was 48.3% in 
2012. Malaysia, at the same 
time, dominates the world 
market with some agriculture 
products. The country is one 
of the most significant rubber 
producers and second biggest 
palm oil producer of the 
world. Palm oil production 
reached to 19.4 million 
tons in 2012 and Malaysia 
realized 39% of world palm oil 
production and 44% of world 

export. 

Although electronic products 
are the most critical export 
items, the production 
is mainly depended on 
imported intermediate 
goods. Aiming at being 
titled as developed country 
status by 2020, Malaysia 
applies increasing domestic 
added value in export as a 
government policy. After all, 
the production of electronic 
products largely for export 
purposes put industry in a 

fragile position against the 
fluctuations in global demand. 

The proportion of export 
to GDP is about 75% and 
this ratio is high compared 
to international standards. 
Malaysia gains favor from 
high good prices in recent 
years; however this rise, at the 
same time, caused Malaysia 
to have a fragile construction 
against global shrinking.

Economy Policies
New government is to move 
within the frame of two road 
maps in the following 5 years. 
The goals of road maps are 
the increase of income level of 
Malaysia and make Malaysia 
a country with a high income 

as of 2020 (High income 
countries are the ones whose 
national income per capita is 
not lower than USD 12.476 

in 2011). “Public 
Transformation 
Program”, the first 
one of road maps, 
has 7 goals such as 
anti-corruption, 
amelioration of 
education system 
and improvement of 
rural infrastructure. 
The second one 
is Economic 
Transformation 
Program. 12 fields, 
which have high 
potential of increasing 
economic growth 
such as tourism 
and palm oil 
agriculture, have been 
determined. 10th 

Malaysia Development Plan, 
which was held for 2011-
2015 period, supports the 
application of these programs.

Economic Performance
Even though the private 
consumption is the biggest 
factor of the economic 
growth in terms of expenses, 
foreign trade continues to 
play critical role. Especially 
electric and electronic 
products, which have almost 
50% share in total export, 
are significant factors. Thus, 
the economic growth falls 
short against global demand 
fluctuations in those products. 
This dependency cannot 
be reduced easily and it is 
anticipated that the process 

‘’Bloomberg 
announced that 
Malaysia is to 
become 7th 

fastest growing 
economy of the 
world in 2015.’’
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will last for long although 
the government encourages 
the investment towards 
other fields. In recent years, 
Malaysia benefits considerably 
from the tendency of pulling 
their operational activities 
of companies in developed 
countries towards low-cost 
centers. Even though the 
major part of direct foreign 
investment flow heads for the 
import industry, the share 
of service sector constantly 
increases in the last years. 
Notwithstanding, Malaysia 
is competing with regional 
rivals (particularly China) to 
attract foreign investment. 
Malaysia is doing research to 
attract to high information 
oriented industries and 
import industry with high 
added value parallel to its 
information based economy 
target. Economy is expected 
to show a regular growth 
in 2013-17 period. While 
powerful labor market 
provides private consumption 
to grow, the 
investment 

expenses will increase as 
the new infrastructure 
projects will start. Despite 
consolidation efforts of 
government in terms of 
financial structure, the 
government expenses, 
which were formed in 10th 
development plan in 2014-
2017, increased by 7% in 
average. During 4 year long 
period, the goods and service 
export is expected to increase 
by 7.5% in annual basis. 
However, the export will not 
have a positive contribution 
on economic growth as 

growth ratio of import is 
expected 

to 

become higher in mentioned 
period. 

A regular growth is expected 
in economy in 2013-17 
period. Growth ratio is 
anticipated to become 4.4% 
in 2013. The growth is 
predicted to be supported 
with the increase of private 
consumption as a result of 
increases in the salaries of 
about 1.3 million public 
officer constituting 10% of all 
labor force of Malaysia.

Besides, it is anticipated that 
the domestic demand has a 
powerful growth tendency in 
2014-17. The consolidation 
of labor force market 
will increase the private 

consumption and giant 
infrastructure projects 
will provide the increase 
in investment expenses 
(slower than 2012).

Public consumption 
is expected to increase 

by 7.1% in average 
annually in 2014-2017 
period against the efforts of 
executives to regulate the 
public finance. Although 
goods and service export is 
expected to increase by 7% 
in annual basis in mentioned 
period, the impact of export 
to GDP will remain negative 
as the increase in goods and 
service export is faster.

Foreign Trade of the 
Country
The foreign trade in 
Malaysia, which bases 

the economic development 
mostly on the production and 
export of imported goods, 
attaches critical importance 
for the economy. A drop has 
been witnessed in foreign 
trade volume of Malaysia, 
whose foreign trade has been 
expanding since 2002, with 
the impact of global crisis 
occurred in 2009. In 2010, the 
export and import of Malaysia 
increased again and rose to 
USD 198.8 and 164.6 billion 
respectively. The increase 
trend continued in 2011 and 
export and import reached to 
USD 227.5 and 188.1 billion 
respectively. 

Malaysia ranked 25th biggest 
exporter of the world with 
USD 227.2 billion worth 
export in 2012. The country 
realizes 1.28% of world export. 
While Malaysia realized USD 
196.5 billion worth export in 
the same year, it ranked 27th 
on world list. The export of 
the country reached to USD 
229 million and import to 
USD 207 million in 2013. 

U.S.A, China, Singapore 
and Japan are the critical 
countries in the foreign trade 
of Malaysia. The shares of 
those four countries in total 
foreign trade of Malaysia are 
about 50%. European Union 
member countries, ASEAN 
members and other Asia 
Pacific Countries are the trade 
partners of Malaysia apart 
from mentioned countries. 

Foreign Trade Indicators (Million Dollar) 

2007 2008 2009 2010 2011 2012 2013

İhracat / Export 176 198,8 157,2 198,8 227 227,3 229,3

İthalat / Import 146,1 156,2 123,6 164,6 188,1 196,4 207

Hacim / Volume 322,1 355 280,8 363,4 415,6 423,7 436,3

Denge / Balance 29,9 42,6 33,6 34,2 39,4 30,9 22,3

Source: Trademap
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MALAYSIA JEWELLERY 
INDUSTRY
Federation of Goldsmiths 
and Jewellers Associations 
of Malaysia (FGJAM) 
started its works with 12 
founder companies in 1976 
as Merchants Association of 
Malaysia. With the legislation 
amendment realized with the 
leadership of Founder Tan 
Sri Datuk Ng Teck Fong in 
1985, the association became 
Federation of Goldsmiths 
and Jewellers Associations 
of Malaysia (FGJAM). The 
number of founder member 
reached to 19 from 12 in due 
course. The federation is the 
joint organization of retailer, 
wholesaler and producers in 
Malaysian jewellery industry. 
FGJAM represents more than 
60% of Malaysian Jewellery 
Industry with more than 1200 
members today in country-
wide. The purpose of the 
federation is to provide the 
communication amongst the 
members and create a platform 
in which the sectoral problems 
will be discussed and resolved. 

Malaysia is one of the most 
critical exporters of world 
jewellery industry. The 
government and FGJAM do 
not play an active role for this 

purpose. There is no limitation 
in jewellery import and export 
in the country.

While jewellery good export 
from precious metal and 
coating of USD 1.8 billion in 
2011 in Malaysia, this figure 
rises to USD 2.2 billion in end 
2013.  Malaysia had raw, semi-
processed gold import worth of 
USD3.5 billion in 2013. 

Issues That Businessmen 
Are Required to Pay 
Attention in the Market

Cultural Factors Affecting 
Trade
Malaysia business culture is 
under the influence of Chinese 
and Indian culture which 
show observable differences 
compared to ethnic Malays. 
They like doing business with 
familiar and appreciated people 
disregarding the ethnic origin. 

You may need to travel to 
Malaysia recurrently before 
decision-making process. As 
in other cultures, the existence 
of long-term commitments is 
required in order to establish 
productive and permanent 
business relation. 

Working Hours
In Kedah, Kelantan and 
Terengganu states, Thursday 
afternoons are holiday for 
Muslim part besides Fridays. 
However, Sunday is the 
working day in those states. 
Saturday-Sunday holiday 
application is available in other 
states. 

The offices are opened at 
8 a.m. to 5.30 p.m. in the 
official administration capital 
Putrajaya and capital Kuala 
Lumpur. The period is applied 
as 8 a.m. to 5 p.m. in other 
states. The working hours of 
official organizations are 9 
a.m. to 5 p.m. Lunch break of 
Muslim part in Fridays is from 
12.15 a.m. to 2.45 p.m. which 
is arranged in accordance with 
the Friday prayer.

Transport
Kuala Lumpur International 
Airport (KLIA) is 75 km far 
from city center. There are 
bus services between airport 
and city and those services 
last about 1.5 hours. The 
fixed price voucher system 
of taxi companies in the 
airport makes the transport 
to city center faster and more 
comfortable. Metro and railed 
system in intracity transport 
system in Kuala Lumpur is 
used intensely. Bus is not 
recommended in intracity 
transport while taxis are more 
affordable. While taximeter 
is opened with 2RM, 10 Sen 
(1RM=100 Sen) is charged for 
each 200 meters. Extra 1RM is 
charged in case of hailing a taxi 
via telephone. However, the 
taxi drivers -if the person takes 
taxi on the street- are reluctant 
to run taximeter and they 
bargain.

Export (Million USD) 2011 2012 2013

Jeweller goods from precious metals and 
coatings

1.795 1.925 2.217

Import (Million USD) 2011 2012 2013

Gold (in raw, semi-processed, powder state) 2.546 2.652 3.479

 REMARKABLE COMPANIES IN THE MARKET / MALAYSIA

COMPANY RELATED PERSON TITLE
Poh Kong Jewellery Dato Eddie Choon Chairman

Habib Jewels Dato’ Meer Sadık Habib Chairman

Emerald Jewels K. Sirinivasan General Manager

Jewel One Anand Doraiswamy General Manager

Joyalukkas Joy Alukkas Chairman 

Public Gold Dato’ Luis Ng Chairman
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Branding to the Top
The Turquality Project provides Turkish jewellery companies 
with professional consultancy, financial support and all-
round guidance in order to aid their branding in accordance 
with the 2023 vision of Turkey.
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Turquality, one of 
the predecessors 
of Discover 
the Potential, 
eventually 

evolved into one of its main 
components. The experience 
of Turquality contributed 
crucial insights overall and 
together with other projects, 
it constitutes the main part of 
the project. 

 The first steps were taken 
before 2004 in order to 
provide adequate legal 
regulations and substructures 
for the forthcoming project. 
As the first foundation stones 
were laid, by November 
23, 2004, the project was 
officially put into practice. 
Its main aim was to “create 
10 global brands in 10 years”. 
In order to achieve this, 
all-round support including 
government subsidies and 
incentives were provided for 
the participating brands.  

The 2023 vision of Turkey 
gave the outlines of the 
Turquality project. The 
primary goals of the project 
were to contribute to the 
branding process of Turkish 
companies in the global 
market in accordance 
with the 2023 vision, to 
provide financial support, 
consultancy, human 
resources, information, 
intelligence, incentives 
and advertising support to 
the companies promising 
potential of becoming 
global Turkish brands. To 
accomplish the goals, two 
teams were formed with the 
collaboration of the Ministry 
of Economy, the Turkish 
Exporters’ Association and 
the Union of Exporters; and 
these teams were named 
Turquality Workshop Group 
and Turquality Secretariat, 
respectively. The Turquality 
Workshop Group was 
responsible for determining 

the main strategy. 

At the beginning, the textile 
and ready-to-wear clothing 
sector was thought to be 
suitable to start with as the 
pilot program. During the 
selection of firms to-be-
certified, the necessity of 
a professional consultancy 
arose, thus a deal with 
Werner International as the 
official consultant of the 
program was signed. 

After the inspection and 
evaluation process of 15 
candidate firms, the first 
strategic planning meeting 
was held in 2005. More 
steps quickly followed the 
first meeting. Following the 
formation of the strategic 
plan, the Road Map of 
Branding was created and 
decisions were made to have 
other sectors included. 

 As the project grew wider, 
companies from various 
sectors applied to benefit 
from the support and 
dynamism that the Turquality 
project offers. These 
companies were required to 
meet some prerequisites, and 
the international consultancy 
company Deloitte was 
chosen as the management 
consultant. 

 The incentives and 
subsidiaries offered by the 
Turquality project reached 
a very high level. Besides 
financial support, Turquality 
provided professional insights 
and guidance for companies 
who were determined to 
evolve into worldwide brands; 
and this professional know-
how reinforcement played 
a more important role than 
financial support. 

Turquality has a two-
dimensional effect, as it 
contributes to the brand value 
of companies individually 
and also promotes the Turkey 

brand by improving brand 
awareness and creating 
a range of high-quality 
products. 

Each brand taking part in 
the project increases the 
influence of Turquality 
in overseas markets, thus 
Turquality becomes more 
of a competitive advantage 
for exporters. This synergy 
provides a sustainable brand 
management environment 
which has undoubtedly 
played a vital part en route to 
2023 goals. 

 In the end, Turquality 
has contributed hugely to 
the branding process in 
Turkey’s modern era. This 
contribution, experience 
and insight undoubtedly 
strengthens the new 
Turkey logo 
and slogan, as 
Turquality. 
Mehmet 

Büyükekşi, President of the 
Turkish Exporters’ Assembly, 
said: “Turquality encourages 
and supports our companies 
to turn into renowned 
brands. In this way, 
Turquality will contribute 
much to the potential that 
our logo, “Turkey: Discover 
the Potential” emphasizes. 

 In conclusion, the new 
Turkish brand is Turkey 
redefining itself with all 
its components. It is the 
outcome of a transformation 
covering all the essentials of 
Turkey. Turkey did not come 
up with a brand, instead 
it actually came up with 
an offering, an invitation: 
“Discover the Potential.”
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Clarity is one 
of the most 
important factors 
in the process 

of evaluating a diamond. 
Clarity is graded by judging 
the amount and prominence 
of flaws within the stone. 
The flaws are weighed 
according to 6 factors that 
influence the appearance, 
beauty and stability of 
the stone. The factors are: 
the nature of the flaws 

(fracture? crystal? etc.), size 
(large?), amount (many?), 
location (within the stone), 
color (colorless? black? etc.) 
and relief (reflects light?). 
Calculating these together 
will allow the gemologist 
to define the appropriate 
grade.

Lately, the EGL Platinum 
laboratory analysis team 
conducted a survey 
on 35000 gem-quality 
diamonds offered for sale 
in diamond exchanges 
around the globe, ranging 
between 1.00 and 1.24 carat. 
According to the results, 
more than a quarter of all 
goods in the market are 
graded in the range between 
SI2 and I1. If we compare 
the definition for each of 
these grades, we clearly 
identify a huge distinction – 
in appearance and value.

An I2-graded diamond 
is a stone that includes 

small inclusions, clearly 
visible when studied with 
a 10x loupe. The flaws in 
diamonds of the SI group 
can be seen with a 2x loupe 
(a “watchmaker’s loupe”), 
and the naked eye is hardly 
able to see them. If the flaws 
of SI2 stones are visible, it is 
usually with difficulty.

Figure 1 demonstrates 
3 samples of SI2-graded 
diamonds as they appeared 
when observed from the 
table facet. The inclusions 
are either small or gentle 
and almost invisible to the 
naked eye. On the other 
hand, in I1-graded stones, 
inclusions are clearly 

The Need for the SI3 Grade
by Menahem Sevdermish, D.Litt. FGA and Guy Borenstein, 

FGA EGG– edited by Shira Ami

On July 6, at an event attended by the heirs of EGL founder Guy Margel, the 
gemmologist Menahem Sevdermish presented the members of the Israel 
Diamond Exchange (IDE) with the reorganization of the EGL network of 

laboratories, of which he will be global manager (with the exception of the New 
York and Canadian labs). As part of the reorganization, the chain’s laboratories 

will be subject to the testing procedures, standards and master stones 
determined by EGL Platinum. Here we present an explanation of the additional 

clarity grade used by the laboratory - SI3

Guy Borenstein

IDE President Shmuel Schnitzer; Menahem Sevdermish , EGL global 
manager; Yoav Neri, the attorney who represents EGL in Israel; and 
Michael Schor Margel, representative of the EGL brand owners.
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viewed with a loupe, as 
well as by the naked eye. 
Flaws exist in the form of 
rather large cracks, black 
spots, emphasized clouds, 
hard breaks and cleavages. 
The I1 inclusions, though 
prominent, are not severe 

and do not affect the 
brilliance of the stone.

Now let’s have a look at 
Figure 2, of I1-graded 
stones. The stones 
clearly display noticeable 
inclusions, interfering with 
the brilliancy effect and 
harming the beauty. This 
comparison indicates a huge 
gap. Stones of such qualities 
are being sorted to SI2 and 
I1, where the visibility of the 
inclusions plays the main 
role. For the market, this 
sorting offers some grey 
areas. To understand its 
solution for this issue, one 
of the authors conducted 
a poll among diamond 

dealers, specializing in SI- 
to I-graded quality stones.

According to the 
interviewees’ explanations, 
traders define up to 13 
different subtypes of I1! 
The subtypes are divided by 

taking into consideration 
mainly the nature of the 
inclusion (reflected fracture 
versus dark crystal versus 
milky clouds, etc.), its 
location (near the girdle will 
be priced higher than in the 
center) and its distinction in 
the overall brilliancy.

The latter factor is very 
important. It means that 
diamonds with a noticeable 
inclusion that are graded I1 
are priced higher than other 
I1 diamonds. The variation 
is because the effect of the 
inclusion’s relief is merged 
with the other inner 
reflections of the stone, 
producing a harmonized 

brilliancy appearance.

This is where the SI3 grade 
marks its importance. 
Guy Margel, EGL founder, 
devised the SI3 grade in 
1975. He believed that, 
as explained, the range 
between SI2 and I1 is very 
broad and there is a need 
for a subgrading within 
the I1. Although most 
traders believe that SI3 
is an intermediate grade 
between SI2 and I1, the SI3 
that EGL uses represents the 
place of diamond clarities 
known as the finest “pique” 
in the industry (top I1; see 
Figure 3). The SI3 provides 

a solution for “nice” stones 
of I1 quality, which in a 
different grading practice 
would probably be graded 
as I1, and allows them to 
become more saleable.

Looking back at the survey 
conducted by the EGL 

Platinum analysis team, 
we see that among all EGL 
near-I1 stones reviewed, 44 
percent were found as SI3 
grade, which, as mentioned, 
generates better chances for 
them to be sold. However, 
the high percentage is 
surely higher than the 
actual fraction of SI3 stones 
within the I1 range. This 
only confirms the fact that 
there is a demand for SI3 in 
the market. Moreover, the 
grade is well recognized and 
occupies a place of honor as 
a legitimate clarity grading 
in the Rapaport price list, 
too.

Figure 1: Clarity Grade SI2

Figure 1: Clarity Grade SI2

Figure 2: Clarity Grade SI1

Published earlier 
in HaYahalom 
magazine No. 219, 
Summer 2015, this 
article was provided 
courtesy of its editor,  
Shira Ami



The World Diamond 
Mark Foundation 
(WDM) and IDEX 
(International 

Diamond Exchange), 
which operates a leading, 
online diamond-trading 
platform for professional 
diamond traders located 
in the main diamond cities 
such as Antwerp, Mumbai, 
Ramat Gan and New York, 
signed a Memorandum 
of Understanding (MoU), 
agreeing that they “share 
common goals in seeking 
to sustain and improve 
consumer desirability and 
confidence in diamonds 
and diamond jewelry.”  The 
two organizations intend 

to “undertake joint projects 
to promote the WDM 
marketing campaign and 
IDEX products.”

After signing at the 
MoU during at the India 
International Jewellery 
Show in Mumbai, IDEX 
Chairman Ehud (Udi) Cohen 
said the World Diamond 
Mark and IDEX shared 
a significant number of 
common objectives and he 
was confident in the benefits 
of the co-operation for both 
sides, 

“IDEX is pleased to support 
an initiative that works to 
bring increased transparency 

to the industry,” Cohen stated. 
“IDEX fully backs the WDM’s 
objectives of promoting 
desirability and confidence in 
diamonds in core consumer 
markets,” he added. 

“Our cooperation with 
IDEX constitutes a win-win 
scenario. IDEX recognizes 
and will make its best 
endeavor to support the 
‘WDM Authorised Diamond 
Dealer®’ programs and their 
proliferation in the jewelry 
retail markets,” WDM 
Chairman Alex Popov said.  
“WDM on its part will offer 
its full support to the global 
promotion of IDEX.”

Popov said that while 
WDM has its own 
communications system 
in place, the cooperation 
with IDEX would provide 
yet another outstanding 
channel to the market and 
help enhance awareness of 
the WDM’s work through 
IDEX’s relationship with 
other stakeholders, industry 
organizations, jewelry trade 
organizations and retail 
associations.  “IDEX is a well-
known brand throughout the 
diamond, gem and jewelry 
supply pipeline. We are very 
pleased with this cooperative 
venture and I am sure it will 
be beneficial to both parties,” 
Popov concluded. 

World Diamond Mark 
and IDEX sign MoU
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Chow Tai Fook 
Jewellery Group 
Limited the largest 
jeweller listed 

in Hong Kong by market 
capitalisation, with 85 years’ 
heritage and also one of the 
world’s top few, was lauded 
as the top Influential Brand 
in the Premium Jewellery 
Category by Brand Alliance 
in 2015 Asia’s Top Influential 
Brands award. Chow Tai Fook 
was the only Hong Kong 
Jewellery Brand to be awarded 
in Asia in this category.

“Chow Tai Fook is very 
honored to be named as 
one of Asia’s Top Brands. It 
demonstrates how our brand 
has become synonymous 
with quality and luxury 
to our customers. Here at 
Chow Tai Fook, we marry 
modern aesthetics with 
traditional craftsmanship, and 
our elegant and innovative 
collections have made us into 
the premium jewellery brand 
in Asia,” said Mr. Kent Wong 
Siu-Kee, Managing Director 
of Chow Tai Fook Jewellery 
Group Limited.

Chow Tai Fook 
Named One of 2015 
Asia’s Influential Brands

De Beers Executive VP 
of Global Sightholder 
Sales Paul Rowley thinks 
things will only get better: 

speaking at the India International 
Jewellery Show (IIJS) in Mumbai 
recently, Rowley said that the entire 
industry was going through what 
he termed as “challenging times”, 
with the midstream being under 
a lot of pressure. However, he felt 
that, “The medium- to long-term 
demand outlook for diamonds is 
unquestionably extremely positive,” 
Diamond Intelligence reported.

Rowley told his audience that 
forecasts point to “over one hundred 
million new middle class households 
in the major diamond consumer 
markets” by the end of the decade, 
along with high GDP growth forecast 
for India, and continued economic 
growth in China and the US.

“It’s often hard to envisage a brighter 
future when the recent past has 
been so dark but these demand-
side fundamentals provide a very 
solid business case for the diamond 
opportunity in the coming years,” 
Rowley noted.

De Beers: Medium to Long Term Outlook 
for Diamonds “Extremely Positive”
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by Brad Huisken

Creating quality sales in 
the growth industry 
of jewelry products 
is largely dependent 

upon the people doing the 
selling.  Now, that should be a 
bit obvious, but the real question 
begins with hiring quality people 
in the beginning.  Finding the 
exquisite match of employee 
(salesperson), employer, and 
product often seems more like 
luck or magic rather than the 
genius of careful selection.  

But is it, really?  First off, 
where are you looking?  Are 
you gathering word-of-mouth 
referrals from associates, 
from customers, from friends 
and acquaintances?  Are you 
advertising your need in trade 
publications?  Are you mining 
people from the various business 
associations to whom you 
pay dues each year?  When 
customers are shopping in your 
store, is your radar actively 
seeking to create an employee 
from a great customer?  

Secondly, have you carefully 
written out precisely what you 
are seeking in an employee?  
What personal qualities are most 
important to ensure success of a 
great employee?  How important 
is previous experience to your 
selection?  Some stores require 
a track record of success as a 
prerequisite to hiring.  Other 
employers prefer to train each 
of their hires according to their 
personal guidelines.  

Why does a potential-hire want 
to work for your organization?  
Are you anticipating that a 
new hire will automatically 
know what is expected in 
the realm of procedures and 

productivity?  Are you thinking 
that your newest employee is 
willing to give their all to your 
company because you are a 
“nice” employer?  What desires 
and needs is the employee 
bringing to the organization 
that motivates them to success?  
Why do you need to hire a 
new individual?  A careful 
examination of your needs and 
motives is an important facet of 
the hiring process.

How will the great employee 
you’ve hired be compensated?  
Mostly, a smile and a handshake 
are not going to cut it when it 
comes time for the best of the 
BEST to pay their bills!

Who will be the final selectee 
be among all the candidates 
you have interviewed?  Have 
you thought to administer an 
Aptitude Test, A Personality 
Test, or an Interest Inventory as 
a part of the hiring process?  

The degree to which you can 
organize and specify your 
needs as an employer is equal 
to the quality of the new-hire 
that you intend to transform 
into the quintessential sales 
professional.  Just as you would 
thoroughly research a physical 
business resource (equipment, 
goods, services) before making 
a purchase, it seems logical 
that you would thoroughly 
and objectively research each 
personnel resource before you 
invest the money, time and 
energy to train and develop the 
individual.  Being able to specify 
your needs as an employer and 
consistently designing interview 
questions or “discussion points” 
for all candidates will guide 
you in your selection process of 
the most qualified candidates.  
(If your personnel budget is 
limitless, you could hire anyone 
who can pass the Mirror Test-
-can the candidate successfully 
fog a mirror placed beneath 

the nose--and let matters sort 
themselves out.)  Investments 
in interviewing, hiring, training 
and developing staff personnel 
generally make the Mirror 
Test an unwieldy assessment 
instrument.  

Checking references may lead 
you to discover more plusses 
and minuses in the personnel 
research process; however, given 
the legalistic climate in which 
we live, it is unusual to gather 
a complete portrait from this 
method.  Testing, checking 
backgrounds, and talking 
extensively with each candidate 
seems like a major investment-
-and it is.  It is the same as the 
pre-purchase research you 
would conduct before investing 
a sizeable amount of cash into 
a physical asset. You want to 
research your human resource 
at least as carefully as you would 
your business asset.

Quality People Equal Quality 
Sales In A Growth Industry
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The World Diamond Mark Foundation 
(WDM) and The Museum of Named 
Diamonds (MoND), a non-profit entity, 
have signed an agreement to promote 
diamond awareness to consumers, and 
focus attention on the romantic and 
symbolic nature of diamonds.

In addition, the Museum 
will include educational 
information for the 
consumer on the role of 

the World Diamond Mark, 
and the WDM will recognize 
the Museum as the industry’s 
official registry of named 
diamonds.  The partnership 
is intended ultimately to help 
retail jewelers communicate 
the story of diamonds to the 
consumer, and in particular 
to target the millennial buyer.  

“The MoND is an online 
museum in which both 
famous diamonds, and 
‘personalized’ diamonds are 
displayed,” explained Vice 
Chairman Jacques Voorhees. 
“Personalized diamonds are 
natural stones which have 
been officially named, under 
defined procedures, and have 
had other personalization 

elements added to them 
such as original artwork 
reflecting the name and a 
brief story that connects the 
name to the relationship it 
represents.  This information 
is showcased in the Museum, 
where it can readily be 
shared on social media with 
the consumer’s friends and 
relatives.”

One of the goals of the 
Museum is to help promote 
diamonds as a symbol of love, 
and to use diamond names 
and their respective stories to 
highlight this connection.

“We are thrilled to establish 
this relationship with 
the Museum of Named 
Diamonds,” said Krisztina 
Kalman-Schueler, a 
representative of the World 
Diamond Mark. “The WDM 

established the ‘Authorised 
Diamond Dealer’ program 
under which qualified 
retail jewelers can apply to 
become WDM Authorised 
Diamond Dealers (“ADD’s”), 
display the ADM logo, and 
enjoy other promotional 
and business benefits. By 
partnering with MoND, we 
are providing our retailers 
additionalpromotional 
value, while at the same time 
officially recognizing the 
Museum as the designated 
authority for recording 
diamond names and 
preserving such stories,” she 
said.

Under the terms of the 
agreement,  the Museum 
website (nameddiamonds.
org) will, among other 
things and in conformity 
with its non-profit status, 

help educate the consumer 
by including information 
about the World Diamond 
Mark. In particular, WDM 
Authorised Diamond Dealers 
will receive promotional 
exposure, through a link 
to an ADD directory, so a 
consumer can easily find one 
in their area; plus information 
for consumers about the 
ADD Mark and the World 
Diamond Mark themselves. 

On its part, the WDM 
will provide a link to the 
MoND site from its own site, 
promote the Museum and 
the Museum’s relationship 
to WDM Retailers and 
recognize MoND as the 
industry’s official registry 
of named diamonds.  More 
information is available at 
worlddiamondmark.org and 
nameddiamonds.org
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WOMEN DOING IT FOR 
THEMSELVES – AS JEWELRY 
SELF-PURCHASES GROW
Although it is difficult to 
identify a precise amount for the 
value of female self-purchases, 
anecdotal evidence suggests it 
is an increasingly important 
segment of the market. And that 
is all the more the case due to 
the proliferation of sales enabled 
by the Internet era. Whether in 
a bricks-and-mortar store or in 
cyberspace, women are buying 
their own jewelry.

By Albert Robinson

It is no coincidence that 
the rise in self-purchases 
of jewelry has coincided 
with historic numbers 

financially independent 
women. With more cash 
than ever before, analysts 
say they are proud of their 
independence and want 
tangible evidence for their 
own self-satisfaction as well as 
to show.

Who buys the jewelry? It’s a 
new indicator of who-wears-
the-pants in a household. 
Jewelry has traditionally 
been something gifted to 
women and even now that 
view holds strong: at a recent 
Business of Luxury summit, 
Johann Rupert, chairman 

of Richemont, whose 
conglomerate includes Cartier 
and Van Cleef & Arpels, 
talked about fine jewelry as 
something a man might want 
to give his wife. 

But many women have given 
up waiting for baubles and 
are gleefully buying jewelry 
for themselves – for the fun 
of it, for investment purposes, 
as divorce presents, or as a 
beautiful way to squander 
their bonuses.

Women are so in control of 
their jewelry purchases now 
that he’s even less likely to 
see men buying engagement 
rings for their fiancées on 
their own. “Women used 
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to basically get what they 
were given. The guy shopped 
alone and she accepted it. 
Now it’s completely flipped. 
The woman comes in alone. 
She already knows what she 
wants.”

A recent study by Mintel 
showed that more than half 
the 2,000 women surveyed 
bought jewelry simply to 
treat themselves – admittedly 
this group, dubbed the 
“Just Becausers”, were 
predominantly professionals 
aged 45 and over, with a 
disposable household income 
of more than $90,000, but 
still. Now not only are they 
buying it for themselves but 
they are doing so at auction, 
which traditionally has been 
the stronghold of male trade 
buyers.

This news comes from 
Bonhams, the auction house, 
which sells more jewelry 
lots each year than any 
other international auction 
house and reports that at its 
most recent jewelry sales in 
Knightsbridge, London, half 
the buyers were women.

The trend is global; in the US, 
Bonhams expects one-third 
of its jewelry buyers this year 
to be female, while in Hong 
Kong, the figure is already 
41 percent. The numbers 
are increasing year on year, 
according to Jean Ghika, head 
of the Bonhams jewelry team 
for Europe.

“More people see auctions as 
a good way to buy vintage, 
one-off jewelry and we’ve 
seen a big increase in female 
buyers who are buying jewelry 
for themselves,” she says. 
“These are career women who 
have successful jobs, who 
have their own money and 
are happy to choose their own 
jewelry with it – sometimes 
they are spending their bonus 
on a tangible asset, sometimes 
they are just treating 

themselves.”

There are the divorce presents 
to themselves, the stuff to 
show a colleague you’ve had a 
bigger pay rise than she has, 
or jewelry you can exercise in 
– Bonhams has been briefed 
to field all these requests and 
more by high-flying women 
who appreciate the advantages 
of auction-buying: individual 
pieces without the high-street 
mark-up. 

Auction rooms traditionally 
strike fear into people. “I 
know people are frightened 
of auctions,” says Maria 
Clarke, one of the women 
buying jewelry at auction. 
“They think it’s like on the 
television, you scratch your 
nose and all of a sudden you 
are bidding, or you will buy 
a fake and have no recourse. 
That’s not how it works. You 
have proper guarantees. I’ve 
seen people raise their hands 
and the auctioneer thinks 
they are bidding, but he asks 
them, and if they’re not, they 
just say so.”

Clarke, who trained as 
a lawyer before running 
a private German bank, 
has fearlessly purchased 
engagement rings for other 
people, watches for her 
husband and son and also 
uses the process to add to her 
collection of Fabergé jewelry. 
“It’s fun to look for unique 
pieces that no one else will 
have,” she says. “It’s the chase.”

Female self-purchasing of 
diamond jewelry has taken 
off because the traditional 
structure of households in the 
Western world has changed 
dramatically in the past 
generation or two. In most 
families, both the mother 
and father work. Fewer than 
10 percent of American 
families live on only a single 
income. Furthermore, 95 
percent of the decisions made 
in connection to shopping 

in the US are, according to 
surveys, made by women 
who carry out 85% of the 
shopping themselves. Women 
decide how to distribute the 
household expenses and they 
are the ones to spend part of 
their paycheck on products 
they desire. Financially 
comfortable working women 
are a marketing sector that 
is growing quickly and they 
control household expenses 
as well as having their own 
income which they can spend 
as they wish.

A study by the Jewelry 
Consumer Opinion Council 
(JCOC) found that 23 percent 
of self-purchasing women 
expected to buy jewelry 
containing colored gemstones 
or cultured pearls at least once 
during a typical year, while 
many women were likely to 
purchase the jewelry for the 
sake of fashion. They did not 
want to simply wait to receive 
a taste of luxury, especially 
when they know exactly what 
they want.

The JCOC report also found 

FINANCIALLY COMFORTABLE WORKING 
WOMEN ARE A MARKETING SECTOR THAT 

IS GROWING QUICKLY AND THEY CONTROL 
HOUSEHOLD EXPENSES AS WELL AS HAVING 

THEIR OWN INCOME WHICH THEY CAN 
SPEND AS THEY WISH.
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that 50 percent of self-
purchasing women will buy 
a piece of jewelry simply 
because they like it.

Self-buying women look for 
fashion jewelry in earrings 
and pendants. “They’re 
buying chandelier earrings, 
stud earrings, a lot of hearts 
on fire pendants,” said Long.

And local jewelry retailers 
are responding to the power 
of women in luxury purchase 
decisions by offering wish list 
systems in order to clarify the 
preference of each woman in 
the case of an engagement, 
for example.

“It’s sort of as if a bride is 
registering for a wedding,” 
said Long. “Frequently the 
woman will come in first, and 
we write down what she likes 
so the gentleman 
knows exactly what 
to look for.”

He added that couples 
are more frequently shopping 
together to plan their ring 
and wedding generally. He 
estimates that about half of 
the people coming into his 
store looking for engagement 
rings are couples checking 
options together. “Generally, 
the guy will want to buy 
something that she wants,” 
he said.

Consumers are likely to 
shop local for their jewelry 
purchases rather than 
ordering online, favoring 
confidence-based interaction 
with jewelers they know and 
trust.

“You wouldn’t be able to see 
it and touch it online,” said 
Long. “We have the individual 
contact with the customer, 
and we go above and beyond. 
We had a customer come in 
for a watch repair. Well, we 
don’t do watch repairs, but 
we took that watch down to 
another store for him.”

Due to changing trends and 
economic situations, local 
jewelers continue to do well, 
providing a personal step for 
personal treats for female 
self-purchasers.

Perhaps the largest reason 
for the rise of female self-
purchasing came from De 
Beers with its advertising 
campaign for the right-hand 
ring: “Left hand is we. Right 
hand is me. Women of the 
world raise your right hand.”

“I would say the trend in 
recent years toward women 
buying their own jewelry 
began with the launch of 
the tennis bracelet,” said 
diamond jewelry analyst 
Ken Gassman. “That 
was the beginning 
of women 
making the 

statement about 
their ability and 
power to buy 
themselves 
their own 
jewelry.”

“Then came the 
three-stone ring 
and the right-
hand ring, and 
it was the latter 
in particular that 
was aimed solely 
at women. It was 
entirely a female 
affair. That was 
the critical point 
at which female 
self-purchase really 
took off,” Gassman 
said. 

“The main 
factors in the 
development 
of female 
self-
purchase 
have 

clearly been the rapid closure 
of the income gap between 
men and women, especially in 
the younger age group. That is 
good for the jewelry industry 
because it needs to attract 
young women who are more 
likely to buy for themselves, 
and if it can retain those 
women throughout their 
lifetimes to keep returning 
to buy jewelry then that can 
be a very strong segment of 
their sales. That is called the 
‘lifetime value of a customer’;’ 
if that client can be attracted 
and retained the benefits for 
the industry are very large,” 

said Gassman.

The first concerted 
campaign to 
encourage self-
purchases of 
diamond jewelry 

by women 
actually dates 

back to 
the 

early 
1980s, and 
it was designed 
for the Japanese 
market by J. Walter 
Thompson on 
behalf of De Beers. 

JWT’s 
groundbreaking 
“Diamond 
for Working 
Women” 
campaign was 
designed to 
cash in on the 
relatively large 
number of 
single, working 
women in the 
Japanese labor 
market at the 

time. The 

diamond buying culture 
in the country was then of 
relatively recent vintage, 
and the analysts at the ad 
agency surmised that young 
female consumers had fewer 
expectation about having 
to receive diamond jewelry 
from partners than did their 
counterparts in the West.   

But the women’s jewelry self-
purchase market has been 
growing globally since at least 
the start of the past decade. 
Women who once saw jewelry 
only as a gift now also buy 
it for themselves in greater 
numbers. A study by the 
Jewelry Consumer Opinion 
Council (JCOC) carried out 
some eight years ago in the 
United States found that most 
females who planned to make 
a jewelry purchase before the 
end of the year were likely to 
do it themselves. 

Why do women buy jewelry 
for themselves? The answer, it 

appears, can be as complex 
and varied as the 
woman herself. In 
addition to wanting 

to mark an important life 
event, such as a special 
birthday, a career success, 
or a certain occasion, other 
women may simply see a 
particular item that appeals to 
their tastes or complements 
their wardrobe.

Research has also shown 
that the jewelry can often 
be bought as a memento 
of a place that has special 
meaning for the buyer, 
such as an item bought on 
vacation. It is also on many 
occasions purchased as a 
bond with someone the buyer 
cares about, such as mothers 
and daughters, or two best 
friends buying matching 
jewelry.

More frequently, the purchase 
celebrates events such 
as promotion at work, a 
significant birthday, and an 
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important anniversary. And 
they are not the predictable 
anniversaries, such as 
weddings, but also events 
such as a year of surviving 
treatment for breast cancer.

Furthermore, jewelry can be 
a strong statement for women 
who are self-purchasers. Its 
very permanence – being 
made of metals such as 
platinum, gold or silver, and 
set with the hardest stones 
known to man – makes a 
persuasive case for purchase. 
It can be worn repeatedly, 
with a range of different 
outfits, and to many different 
occasions. And in the end, it 
can be passed on to the next 
generation.

Women are buying jewelry 
for themselves, but they are 
frequently doing so at venues 
other than traditional jewelry 
stores, according to a JCOC 
study. Chain stores remain the 
most popular place among 
women buying jewelry for 
themselves, followed by 
independent fine jewelry 
stores, according to the JCOC. 

However, 60 percent of 
women buy jewelry at places 
other than traditional jewelry 
stores, and the percentage of 
women buying jewelry online, 
at department stores and at 
mass retailers is increasing. 
More than two-thirds of 
the 2,476 women surveyed 
reported that they had bought 
jewelry for themselves in the 
past, and 16 percent planned 
to do so within the next six 
months. Some 78 percent said 
they bought jewelry whenever 
they saw something they liked, 
and more than half said they 
bought it while shopping for 
others or to celebrate birthdays 
or accomplishments.

According to Gassman, it 
is almost impossible to give 
a figure for how much the 
female self-purchase market 
is worth, partly because of the 
proliferation of purchasing 
locations that have sprung up 
in the Internet era, but also 
because women often choose 
the jewelry item but it is paid 
for by their partner.

Is the retail jewelry industry 
making enough effort to 

attract self purchasing women 
who have become such a 
powerful consumer force 
in the marketplace? The 
JCOC survey concluded, 
“As a jewelry consumer, 
this demographic is largely 
underexploited and ignored 
by the broad spectrum of the 
jewelry industry.”

The JCOC study found that 
two-third of female self-
purchasers in the United 
States, in a typical year, will 
buy new shoes for themselves 
between two and five times, 
while an additional 12 percent 
said they will purchase new 
shoes more than five times a 
year. Similarly, with clothing 
purchases, in a typical year 45 
percent of respondents said 
they would buy a new dress or 
clothing outfit for themselves 
between two and five times 
per year while 29 percent 
answered more than five times 
per year.

However, when it came to 
jewelry purchases in a typical 
year, just 23 percent said only 
once a year, while 19 percent 
said “not sure” and 23 percent 

replied “none.” 

These included 57 percent 
saying they only “sometimes” 
found enough selection and 
choices, while 61 percent said 
they only sometimes find 
prices within their budget. 
The three most important 
value drivers in importance 
to these consumers in terms 
of shopping for this product 
knowing that the stones in 
the jewelry are real versus 
synthetic; having confidence 
in the salesperson; and 
being able to easily return or 
exchange the purchase.

Pam Danziger, president and 
founder of Unity Marketing, 
a market research firm 
specializing in the luxury 
sector, also believes the 
jewelry industry is missing 
a huge opportunity in not 
launching specific marketing 
programs aimed at modern 
women. “The industry has 
traditionally targeted the 
male purchasers, especially 
in diamonds,” she said. “But 
ignoring women is a huge 
missed opportunity.”
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Mr. Kith Pheara (Cambodian), Dr, Le Ngoc Dung (Vietnam), Mr. Suttipong (Thailand), Mr. Ermin (FGJAM Malaysia), YB Dato Lee 
Chee Leong (Deputy Minister Of International Trade & Industry Malaysia), Mr. Ng Yih Chen MBA( Organizing Chairman 4th AEC + 6 
Meeting, Malaysia), Ms. Mia (Philippines), Mr. Hayashi Maruyama (Japan), Dr. Joeson Khor (Vice President FGJAM).

Mr. He Yan Long (China), Mr. Johnson Lim (CEO of Elite Expo S/B, Malaysia), Mr. Steven Siow (Deputy President FGJAM), Mr. Pang Ann 
Puo (Honorary Treasurer FGJAM), Mr. Ayhan Guner (Turkey), Mr. King Li (Hong Kong), Mr. Tseng Chin Tsai (Taiwan), Dato’ David Ho 
(Vice President FGJAM), Mr. Chan Kah Hui (Honorary Secretary FGJAM).
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Turkey has started to attract the world’s attention, especially with 
the tax reform related to valuable stones and the activation of BIST 

Valuable Stone Market. The Turkish jewelry industry, which has very 
important advantages, has now started to work in close cooperation with 

the ASEAN +6 grouping. Turkey sees itself as the bridge to Northern 
Europe, Russia, the Middle East and Europe for Asian countries.

Jewelry Industry of Turkey and 
ASEAN +6 Cooperation

1st row seating guests from left hand side to right hand side

2nd row standing guests from left hand side to right handside



 2015-05 | World Diamond Magazine  55

After the tax 
reform relating 
to gemstones, 
Turkey is 
emphasising this 

advantage and continues to 
sign international agreements. 
Following the cooperation 
agreement signed with 
Belgium and Israel, Turkey 
is now getting ready to 
take a more active role in 
another new international 
collaboration: the ASEAN +6. 

 The Thailand Jewellers Union 
has taken the first step and the 
fourth ASEAN +6 Gems and 
Jewellery Presidents’ Summit 
is being held in Kuala Lumpur, 
Malaysia. 

 In addition to the members 
of AEC (Asean Economic 
Community) such as Brunei, 
Singapore, Laos, Cambodia, 
Malaysia, Myanmar, 
Philippines, Thailand, Vietnam 
and Indonesia, the presidents 
of the jewellery associations of 
China, Japan, New Zealand, 
Australia, India and South 
Korea participated in the event 
to develop trade between the 
member countries and solve 
market problems.  

 The Chairman of Turkey’s 
Jewellery Exporters 

Association, AyhanGüner, 
participated in the meeting 
on behalf of Turkey and 
underlined that ASEAN +6 
will bear positive results to 
develop the relationships 
of the market and made 
the following assessment 
related to the meeting: “As 
you know ASEAN consists 
of 10 countries of the region 
which has a significant 
potential for economic 
growth. Japan, China, 
Australia, New Zealand, 

India and South Korea are the 
secondary members of this 
organization. The chairmen 
of the jewelry associations 
of  AEC countries came 
together after the initiative 
of Ying Chen, the Chairman 
of Jewellery Association of 
Thailand to create a union 
between jewelry producers  
in Asia as well. This initiative 
gathers a summit every year 
and the heads of jewelry 
associations of countries meet 
at the summit and exchanged 

ideas about what they can 
do together and they are 
trying to create a plan for 
such a purpose. The meeting 
in Malaysia was the fourth 
of these meetings. The first 
three meetings were held in 
Thailand, and the fifth meeting 
will be held in Vietnam in 
November 2016. During 
the meeting held in Kuala 
Lumpur, details of the action 
plan were discussed.” 

AyhanGüner stated that, after 
the tax reform on valuable 

Turkey can be the 
gateway for Asean +6 
to Russia, Europe, the 
Middle East and North 
Africa.

" 
" Mr. Ayhan Guner 

Jewellery Exporters" Association of Turkey
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stones, the world jewelry 
industry is focusing on the 
opportunities in Turkey 
and now world’s attention 
is on Turkey. Güner, who 
underlined that the advantages 
of Turkey were explained to 
the member countries during 
the meeting, stated that 
Turkey can be the gateway for 
Asean +6 to Russia, Europe, 
the Middle East and North 
Afric. “All taxes in Turkey have 
been reset. Visa problems in 
Europe and security problems 
in Israel do not exist in Turkey. 
A company can be established 
in Turkey in a day. A diamond 
market is being operated 
according to international 
standards now in Turkey. Our 
country has 5,000 years of 
jewelry culture, and Turkey 
is also among the countries 
with the highest production 
capacities of the world. The 
know-how we have in jewelry 
and the jewelry industry is 
highly advanced. When we 
consider all these advantages, 
just as we can transfer our 
technology to Asean + 6 
countries, we can also open 
doors for various trades 
thanks to the advantages of 
our geography. This meeting, 
in which we participated for 
the first time as Turkey, was 
very beneficial for us. I would 
like to say that we made 
important steps for the future 
at this meeting.”  

Association of Southeast 
Asean Nations 
 ASEAN (Association of 
Southeast Asian Nations) is 
the international organization 
founded on 8th August 1967, 
between Philippines, Malaysia, 
Thailand, Indonesia and 
Singapore.  

 ASEAN is the international 
organization founded on 
8th August 1967 in Bangkok 
by Philippines, Malaysia, 
Thailand, Indonesia and 

Singapore. On 8th January 
1984 Brunei Darussalam, 
on 28th  July 1995 Vietnam, 
on 23th July 1997 Lao PDR 
and Myanmar, and on 
30thApril1999 Cambodia was 
involved in the organization. 

 The total population of 
ASEAN which spans 4.5 
million square kilometers,  is 
500 million. 

 Among the main targets of 
the ASEAN organization, 
accelerating economic growth 
in the countries’ social 
and cultural development,  
ensuring peace and stability in 
the region.  

 In 2003, the ASEAN 
leaders decided that the 

organization would have 
three elements: ASEAN 
Security Community, ASEAN 
Economic Community and 
ASEAN Social and Cultural 
Community.  

 ASEAN’s highest decision-
making organ is the ASEAN 
State Presidents’ Summit 
which is held every year. 
The Foreign Ministers of 
ASEAN countries come 
together once every year 
as well. Additionally, other 
meetings are held in which 
ASEAN country ministers 
come together such issues 
as agriculture and forestry, 
trade, energy, environment, 
finance, health, investment, 
labor, law, rural development, 
poverty alleviation, 

telecommunications, 
international crime, 
transportation and tourism.

 To enable the coordination 
and creation of diplomatic 
relationships, there are 
representative offices of 
ASEAN organization located 
in Beijing, Berlin, Brussels, 
Canberra, Geneva, Islamabad, 
London, Moscow, New 
Delhi, New York, Ottawa, 
Paris, Riyadh, Seoul, Tokyo,  
Washington and Wellington. 

 Turkey signed the accession 
document, the Southeast 
Asia Treaty of Friendship 
and Cooperation Association 
(ASEAN / TAC), on 23 July 
2010.
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Turkish Jewellery Exporters' 
Association Consultant 
Mr.Oguz Ozdemir made a 
presentation about Turkish 
Jewelry Industry.Ozdemir 
emphasized the following 
points; 

Gold and Silver Coins are 
only and only minted by 
Government Mint in Turkey, 
by law. Companies and 
people deliver their fine metal 
(gold and/or silver) to Gov’t 
Mint to get their minted coins 
from them and sell them in 
free market or keep them in 
their safes.

VAT is charged to only 
making charge part of coins 
excluding precious metal part 
provided that coin minting 
orders come from trading 
companies. For personal 
orders, there is no VAT at all. 

There is no VAT on fine Gold 
Bar trading in Turkey.

Gem Jewelry: 

18% VAT charged to total 
value of gem jewelry except 
fine metal content of it.

Gold Jewelry: 

18% VAT charged to total 
value of gold jewelry except 
fine metal content of it.

Silver Jewelry: 

18% VAT charged to total 
value of silver jewelry except 
fine metal content of it.

Loose Diamonds: 

There is no tax to loose 
diamonds provided that they 
are imported by and traded  
between the members of 
Istanbul Diamond Exchange 
thru registration of Istanbul 
Diamond Exchange. 18% 
VAT charged to loose 
diamonds when they are 
sold to final consumers in 
domestic market.

Loose Gemstones: 

There is no tax to loose 

gemstones provided that they 
are imported by and traded  
between the members of 
Istanbul Diamond Exchange 
thru registration of Istanbul 
Diamond Exchange. 18% 
VAT charged to loose 
gemstones when they are 
sold to final consumers in 
domestic market.

Our Advantages
Tax regulation” 
‘With the new tax regulation, 
there are significant 
advantages in the transactions 
performed through Istanbul 
Stock Exchange. Now, we 
have the same conditions 
with the other gemstone 
centers in the world.” 

"Easy Visa” 
Turkey is a country 
which enjoys flexible visa 
applications. Our country 
does not impose strict visa 
policies unlike Europe and 
Israel which have strict visa 
policies. No matter where you 
come from, you can easily 
enter and exit Turkey.’’

"Easy Transport"
Turkey has a location which 
enables you to reach the 
most important markets of 
the world with a flight which 
would only take couple 
of hours. You can fly an 
important part of Europe, 
North Africa, Middle East 
and Asia only in 3 or 4 hours. 
At the same time, you can 
directly fly to many points 
in the world with Turkish 
Airlines, which is world’s one 
of the best airlines.’’

"Easy to Establish 
Companies’’
The commercial code 
applicable in Turkey does 
not stipulate any challenging 
rules for incorporation of 
companies by foreigners. 
You can establish and start to 
operate your company only in 
1 day in Turkey. You do not 

need to enter into partnership 
with a company located in 
Dubai. Moreover, there are 
no restrictions in purchasing 
any immovable properties 
in Turkey thanks to the 
reciprocity code adopted in 
Turkey.’’

“The most extensive 
jewelry stocks of the 
world’’
Anatolia has 5000-year 
jewelry culture, as well as we 
have factories which perform 
production at international 
standards using state-of-the-
art technology. We ranked 
in the top 3 countries of the 
world in gold production. 
We are also quite assertive 
in diamond jewelry mounts. 
I can say that we are one of 
the most assertive countries 
of the world in the field of 
mount stocks.”  

"We are aiming to be 
trade and gemstone 
cutting center of the 
region" 
 ‘’We have entered into 
cooperation with the 
university so we established 
a basis for gemstone cutting 
operations in Turkey. In 
cooperation with Istanbul 
Trade University, we formed 
the Jewelry Engineering 
Department in the university. 
At the same time, we put into 
operation a gemstone cutting 
workshop and laboratory. 
Turkey can become world’s 
one of the most important 
centers in gemstone cutting.   
By using the advantages 

which we have, we aim to 
be the center of gemstone 
cutting and trading center of 
the region.” 

‘’We have performed 
important activities in 
promoting our fair” 
As Jewelry Exporters 
Association, we have 
performed important 
activities in order to 
promote Istanbul Jewelry 
Show which has become 
one of the most important 
fairs in the international 
fair calendar. We formed 
Turkey’s biggest purchase 
commission organization. 
As a result of our intensive 
studies, we reached more 
than 1000 buyers from all 
over the world. . We will 
host our guest in nearly 700 
rooms which we have booked 
in our contractual hotels. In 
addition, we have made many 
trips to abroad and have 
conducted researches about 
premium buyer profiles, 
and invited such buyers to 
our fair.  Right prior to the 
Istanbul Jewelry Show, there 
is an important fair in Hong 
Kong but we have reached 
so many buyers, and this is a 
quite pleasing development. 
We think that the purchase 
commission organization 
performed by our association 
will greatly contribute to 
the fair. We wish that our 
fair may be fruitful for our 
industry.”



NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

Undeniably, the science of gemmology has undergone drastic 
changes in the last twenty years with new and highly sophisticated 
man-made gemstones and a proliferation of enhancement 
techniques providing both exciting and challenging times for today’s 
professional gemmologist. Today, more than ever, it is important to 
keep abreast of these developments and to understand the various 
techniques used to detect them.
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Sadly many of 
the important 
gemmological 
textbooks are now 

either out of print or so 
outdated, as to be almost 
obsolete.

Geoffrey Dominy wanted to 
write a book that would not 
only be current but would 
also avoid the traditional 
publishing pitfalls that had 
befallen other publications. 
Clearly this pointed to a 
digital product; one where the 
‘real estate’ was unlimited, the 
photographic images would 
be of a far higher quality; 
it could be updated yearly, 
and available at an affordable 
price.

In an effort to keep the 
‘scientific’ aspects of 
gemmology intact while 
making the information 
more accessible and less 
intimidating, Geoff recruited 
a number of editors who 
possessed little or no prior 
gemmological knowledge 
forcing him to approach 
each scientific concept 
from a student’s perspective 
rather than as a trained 
gemmologist. 

Since gemmology is a visual 
science, it was also apparent 
that he needed to partner 
with a top professional 
gemstone photographer who 

could not only capture the 
beauty a gemstone but would 
also appreciate the unlimited 
possibilities that the digital 
format offered.

Since the publication of 
the Modern Jeweler’s Gem 
Profiles, Geoff had been an 
admirer of Tino Hammid. 
Tino had made his name at 
the Gemological Institute of 
America and later through 
his partnership with David 
Federman. Tino was certainly 
a pioneer in the gemstone 
photography field who strived 
for the purest, cleanest, and 
most honest representations 
of the gemstones he 
photographed. He was an 
artist who used the lens to 
paint the most beautiful 
pictures.

Tino immediately expressed 
interest in the project and it 
quickly became a wonderful 
collaboration of Geoff ’s 
readable text and Tino’s 
exquisite photography. 

The 1st edition of the book 
was released on April 1st, 
2013 and consisted of 654 
pages, divided into three 
sections. The first section 
covered the science of 
gemmology including 
the chemical nature of 
gemstones, their physical 
and optical properties, 
basic crystallography, the 

absorption of light, the 
spectroscope, polarized 
light, the polariscope, 
pleochroism, the dichroscope, 
colour filters, specific 
gravity, luminescence, 
magnification, thermal 
conductivity, imitation, 
assembled and lab-created 
gemstones, treatments and 
enhancements, gem mining 
and cutting. The centre 
section entitled ‘Reflections’ 
consisted of one hundred and 
sixty photographs by Tino 
Hammid and the last section 

covered the identification 
of gemstones by colour and 
transparency.

The 2nd edition released 
in May 2014 consisted of 
an additional 206 pages 
and included new sections 
on magnetism, electrical 
properties, new techniques 
for determining specific 
gravity, diamond and 
coloured gemstone grading 
plus updated information on 
lab-created diamonds, fancy 
coloured diamonds, gemstone 

The Windows and Mac versions 
include state of the art ‘Flipping Book’ 
technology, a powerful search engine, 
post-its and bookmarks, highlighting, 
a hyperlinked table of contents, index  
and cross-references, zoom in/zoom 
out, and thumbnail images.

" 
" 
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enhancements and treatments.

The 3rd edition released 
in April 2015 saw the 
book expand to 1,056 
pages including additional 
photographs by renowned 
gem and mineral 
photographer Jeff Scovil. The 
new edition also included 
new sections on opal mining, 
gemstone inclusions, and 
a fourth section entitled 
GemFacts TM that gave a 
comprehensive overview of 
the fifteen most common gem 
species.

The Handbook of Gemmology 
is available as individual 
digital downloads for $ 39.95 
US each (in .exe for Windows, 
.app for Mac, ePUB/PDF for 
iPhones and iPads and a PDF 
format for androids and most 
e-readers) or as a ‘Deluxe’ 
Edition that includes all file 
formats for an additional $ 
10.00 ($ 49.95 US).

It is available as a digital 
download or on a data DVD 
(shipping extra). Registered 
users also receive a reduced 
price when purchasing future 
editions.

The Windows and Mac 
versions include state of 
the art ‘Flipping Book’ 
technology, a powerful 
search engine, post-its and 
bookmarks, highlighting, a 
hyperlinked table of contents, 
index  and cross-references, 
zoom in/zoom out, and 
thumbnail images.

Since the book first appeared 
in 2013, Geoff and Tino 
have been thrilled with the 
response from their readers 
and how quickly they have 
embraced the digital format. 
‘The comments and reviews 
we have received have been 
amazing’ says Dominy ‘It’s 
very gratifying because this 
project represents many, 

many hours of work and to 
have it reviewed and received 
so favourably by the industry 
is wonderful.’

Geoff received an email 
from Tom Chatham who is 
a pioneer in the high-end, 
synthetic manufacturing 
industry, after the release of 
the 1st edition. “I opened 
it with trepidation because 
the chapter on lab-created 
gemstones was very hard 
to write. There is so much 
secrecy involved in the 
manufacture of lab-created 
gemstones and I really did 
not know how those involved 
in their manufacture would 
react,” Dominy recalled.  His 
fears quickly disappeared: 
“Your research on gemstones 
made in the laboratory was 
the most complete in depth 
accounting I have ever read, 
almost too in depth. I can 
see some new competitors 

growing out of your factual 
information,” Chatham wrote.

Many others have been 
equally gracious in their 
assessment of the book. 
Indeed, The Handbook of 
Gemmology has quickly 
grown into one of the most 
sort after and respected 
gemmological reference 
books with books and 
downloads shipped to forty-
three countries worldwide 
and twelve schools, 
colleges, universities and 
gemmological organizations 
adopting it as their preferred 
textbook.

Sadly in July 2015, Tino 
Hammid passed away after 
battling cancer for two years 
however Geoff plans to 
continue with future editions 
and keep their dream and 
Tino’s photographic legacy 
alive for future generations 
to enjoy. 

Black Opal

Sapphires

Rainbow 
Labradorite
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The ceremony 
for the Andrea 
Palladio 
International 
Jewellery 

Awards 2015 was held on 
the opening evening of 
VICENZAORO September 
2015 (5-9 September 2015). 
The international gold and 
jewellery event, inspired for 
this edition by the theme 
“Gold Alchemy”, decided 
to open with a celebration 
of beautiful jewellery: a 
homage to creativity but also 
a well-deserved tribute to 
design, manufacture sales and 
communication, elements that 
all play a role in establishing 
jewellery on world markets.

The Andrea Palladio 
International Jewellery Awards 
2015 are given in recognition 
of excellence in this premium 
international sector, as 
chosen by an exceptional 
jury, consisting of the most 
prestigious ambassadors 
in the gold and jewellery 
industry: Alba Cappellieri, 
Professor of Jewellery 

Design at the Polytechnic 
University of Milan, Silvana 
Annichiarico, Director of the 
Triennale Design Museum, 
Clare Phillips, Curator of the 
Department of Sculpture, 
Metalwork, Ceramics & 
Glass at the Victoria & Albert 
Museum–London, and 
Franco Cologni, President 
of Fondazione Cologni dei 
Mestieri d’Arte.

 The winners of this fourth 
edition, divided according to 
the competing categories, were:

• The Best Italian Jewellery 
designer to Giampiero Bodino  

• The Best International 
Jewellery designer to Shaun 
Leane

• The Best Italian Jewellery 
Brand Collection 2014/2015 to 
Vhernier

• The Best International 
Jewellery Brand Collection 
2014/2015 to Etho Maria 

• The Best Jewellery 
Communication Campaign 

2014/2015 to Tiffany & Co.

• The Best Jewellery Flagship 
Store 2014/2015 to Van Cleef 
& Arpels

• The Lifetime Achievement 
Award to Enzo Liverino 1894

•Jewellery Corporate Social 
Responsibility Award to 
Pandora 

• The Best Jewellery 
Communication New Media 
2014/215 to BVLGARI

The ceremony was attended by 
the industry’s top players, the 
President of Fiera di Vicenza, 
Matteo Marzotto, and the 
Managing Director, Corrado 
Facco, with special guest, 
Minister for Mining and Mine 
Development in Zimbabwe 
Hon. W. K. Chidakwa.

A red carpet of international 
jewellery, held in the setting 
of Fiera di Vicenza’s Palladio 
Theatre, and following 
the main theme of “Gold 
Alchemy” during every 

stage of the awards.  The 
Jewellery Oscars, presented 
by journalist and TV 
presenter, Paola Maugeri, was 
a sensory journey through 
lighting effects, with visuals, 
music and special effects 
all created for the occasion.  
Extraordinary artistic 
performances presented the 
best of the theme of gold 
alchemy and precious stones, 
or in other words, the art of 
moulding materials to create 
products with the highest 
added value.  A genuine show 
of skills and talent, thanks 
to performances by young 
singer Emma Morton, gifted 
illusionist, Simon Al Ani, and 
Duo La Vision, icon of the 
international company Cirque 
du Soleil. 

 Once again the Andrea 
Palladio International 
Jewellery Awards confirm the 
central role of Fiera di Vicenza 
as world jewellery capital and 
platform for innovation and 
awareness in the jewellery 
trade. 

On the opening evening of VICENZAORO September 2015, 
a number of prestigious jewellers were honoured with awards 
for excellence in the world of luxury goods and jewellery



Repeating Your 
Successes 
Creating 
Business Health
by Brad Huisken

"Knowing when to make corrective adjustments 
to your course of success makes your business 
trajectory and prognosis more accurate."
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Brad Huisken:
Author, trainer, consultant, and speaker Brad Huisken is President of IAS Training.  Mr. Huisken authored the books I’M a salesman!  
Not a PhD. and Munchies For Salespeople, Selling Tips That You Can Sink Your Teeth Into and his new book Munchies For 
Salespeople II, More Selling Tips That You Can Sink Your Teeth Into,, he developed the PMSA Relationship Selling Program, the 
PSMC Professional Sales Management Course, The Mystery Shoppers Kit, The Employee Handbook and Policy & Procedures 
Manual, The Weekly Sales Training Meeting series along with Aptitude Tests and Proficiency Exams for new hires, current sales staff 
and sales managers, along with the new Weekly Jewelry Sales Training Series.  Additionally he recently developed his Train the 
Trainer Course and IAS Training’s Certified Jewelry Sales Professional Program. In addition, he publishes a free weekly newsletter 
called “Sales Insight” For a free subscription or more information contact IAS Training at 1-800-248-7703, www.training4retail.com or 
fax 303-936-9581

Celebrating 
the products 
you’ve chosen, 
honoring the 

salespeople you’ve hired, 
basking in the glories of 
your reputation create the 
wheels of business health 
and success.  Mastering all 
of these techniques and 
carefully nurturing all of 
the components advances 
the most important part 
of business--REPEAT 
BUSINESS!  Once you’ve 
launched the product line 
and found the quality staff 
to successfully sell all the 
benefits and features to your 
customers and you’ve begun 
to build your reputation 
as a quality organization 
with integrity and customer 
service as core values, the 
next step is to repeat it all!  
Repeat it and repeat it and 
repeat it!  

The challenge is to repeat it 
in such a fashion that your 
products, your personnel, 
your reputation all become 
a part of the CUTTING 
EDGE for your industry!  
If you constantly strive for 

excellence, the repetitious 
part is the STRIVING FOR 
EXCELLENCE!  

Once you’ve arrived at 
excellence, a greater level of 
financial success, increased 
foot-traffic, better word-
of-mouth advertising, and 
finer opportunities become 
evident; all of which create 
the need for higher degrees 
of and demands for finessed 
techniques to add value to 
your entire enterprise!  It’s 
called GROWTH!  

Striving for excellence, 
growth, success--BUSINESS 
HEALTH--create a host of 
new challenges and situations 
to be mastered for the next 
level!  These are the “GOOD 
PROBLEMS TO HAVE” 
that we all strive to attain.  
Expanding your expertise 
and your resources to meet 
each occasion determines 
your progress to the next 
level.  For good or for ill, it is 
unusual that all components 
of a healthy, growing business 
present their advantages in 
the same manner or at the 
same time.  Business health 
demands flexibility and 

forethought to anticipate 
broader experiences. 
Using tools to effectively 
assess progress and future 
needs become increasingly 
important to determine 
the progress and direction 
of all of the steps you’ve 
implemented.  

Knowing when to make 
corrective adjustments 
to your course of success 
makes your business 
trajectory and prognosis 
more accurate.  In fact, as 
a business grows, some 
habits that were effective at a 
“smaller” growth stage may 
need serious modification. 
Creating and maintaining a 
well-designed roadmap and 
FOLLOWING that roadmap, 
with the necessary revisions 
ensure that all your hard 
work is not lost and that 
your business continues to 
develop in a healthy fashion 
is, ideally, an engaging and 
interesting process, free 
from distracting “off-track” 
detours or wreckages!  It’s 
called creating STRATEGIES 
FOR SUCCESS!  When done 
well, these plans and success 

form the newest bases for 
the next levels of growth!  
Yay!  Many business leaders 
indicate that with the growth 
that has occurred, their 
own motivation changes to 
incorporate the wider goals 
and markers of progress.  
And yet, keeping spinning all 
of the plates which drive their 
own success requires greater 
and greater commitments 
from them personally!

At any point, or at several 
points in these cycles, 
utilizing available “outside’ 
resources make the process 
of developing business 
health more manageable.  
Sometimes there may be 
accounting challenges, at 
other points, legal issues may 
arise.  A critical point for 
many businesses is the hiring, 
training, managing and 
compensating the personnel 
who are doing the selling and 
growing of that business.  IAS 
Training has a wide variety 
of products, programs, and 
services to assist you in the 
on-going development of 
your businesses’ finest asset--
quality salespeople!

The challenge is to repeat it in such a fashion that your products, your 
personnel, your reputation all become a part of the CUTTING EDGE for 

your industry!  If you constantly strive for excellence, the repetitious part is 
the STRIVING FOR EXCELLENCE! 

" 
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Operating within the Borsa Istanbul, the Istanbul Diamond and Precious 
Stone Market saw many opportunities in the rapid development of the 
exchange's membership in the last year in the jewelry sector. Transactions 
realized within Borsa Istanbul from January 1 to August 25 increased by 
about 15 times compared to those for the September 30-December 31, 
2014 period. And transactions in US dollars for the same period more 
than doubled to $34.6 million. Meanwhile, the number of members 
carrying out transactions in the exchange reached 442 - an increase of a 
factor of three.



“OUR GOVERNMENT GAVE CHANCE US TO 
COMPETE IN GLOBAL SENSE. THANKS TO 

THIS IMPLEMENTATION, THE PRODUCERS 
WORKING EXPORT ORIENTED INSTEAD 

OF PRODUCING FOR DOMESTIC MARKET 
GAINED THE ADVANTAGE BY REACHING 

TO THE EQUAL POSITION AGAINST GLOBAL 
RIVALS. 

" 
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The jewelry sector, 
which is the most 
dynamic sector of 
Turkish economy 

and owns a critical share 
in export, accelerated by 
the operation of Istanbul 
Diamond and Precious 
Stone Market. Providing 
opportunity to make tax 
exempt transaction for 
Borsa Istanbul members 
with the change of 
legislation realized about 
a year ago, Borsa Istanbul 
Diamond and Precious 
Stone Market enlightened 
the future of the sector 

with its performance. At 
the meeting held at Turkish 
Exporters Assembly (TIM) 
Foreign Trade Complex, 
the transactions and 
applications to be made in 
Borsa Istanbul have been 
expressed to the leading 
companies of jewelry and 
members of Jewellery 
Exporters’ Association.

Appealing to his colleagues 
at the meeting, Jewellery 
Exporters’ Association 
President Ayhan Guner said 
that they have explained 
the advantages of exchange 

membership to the jewelers 
for a long time and they are 
glad to see the companies 
achieving successful works 
thanks to the exchange 
membership during this 
period. While Borsa 
Istanbul Vice President 
Cetin Ali Donmez stated 
that diamond jewelry 
sector likes Borsa Istanbul 
membership and it will 
have great contribution on 
the institutionalization of 
the sector, Borsa Istanbul 
Diamond and Precious 
Stone Market President 
Oguzhan Aloglu has 
given details about the 
implementations and 
responded the questions of 
the sector representatives. 
Jewellery Exporters’ 
Association President 
Ayhan Guner stated the 
followings expressing the 
long-lasting struggle of 
jewelry sector in Turkey: 

“Our government gave 

chance us to compete 
in global sense. Thanks 
to this implementation, 
the producers working 
export oriented instead of 
producing for domestic 
market gained the 
advantage by reaching to 
the equal position against 
global rivals. We are 
working to make our sector 
one of the most productive 
and precious sectors of 
Turkey in employment, 
export and tax besides 
boosting our contribution 
country economy. I have 
to say that we succeeded 
in this subject as the sole 
sector increasing the export 
constantly in Turkey. 

As the trading volume 
exceeded TL 170 million in 
a year after the initiation of 
trading at Borsa Istanbul 
Diamond and Precious 
Stone Market, it shows that 
the sector is notably willing 
and it gives us hope. We 

The world jewelry industry is 
focused on the opportunities 
in Turkey and the world’s 
attention is on Turkey 

" 
" 

Jewellery Exporters’ Association President 
Ayhan Guner



THE JEWELRY SECTOR REPRESENTATIVES 
SHOW GREAT INTEREST AND BECOME THE 
MEMBER OF BORSA ISTANBUL IN THE LAST 

YEAR.
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really thank to our precious 
government which took 
a bold step (We had said 
that Turkish Economy will 
get return as employment, 
production and export), 
we kept our promise and 
enhanced jewelry export to 
a large extent during this 
period and we continue 
to do so. We reach to each 
corner of the world. We are 
just back from Malaysia 
with good news.” 

 Noting that the annual 
trading volume of Israel, 
Belgium and Dubai 
diamond exchanges is above 
USD 100 billion, Guner 
said that Turkey, whose 
transport, access and trade 
is easier and more secure, 
will enhance the share that 
it gains from the growing 
market each passing day. 

Stating that the sector 
enters into a new period 
with the issue of 6362 
numbered Capital Market 
Law, Borsa Istanbul 

Vice President Cetin Ali 
Donmez reminded that 
Istanbul Stock Exchange 
(IMKB) and Istanbul 
Gold Exchange has been 
merged with the represent 
and bind of Borsa Istanbul 
articles of incorporation 
on April 4, 2013 and a 
new organization has been 
established under the 
name of Borsa Istanbul 
A.S. Saying that the jewelry 
sector representatives 
show great interest and 
become the member of 
Borsa Istanbul in the last 
year, Donmez stating the 
followings indicating they 
do anything required to 
provide advantage in global 
competition and they will 
do so:

“As it is known, all precious 
stones within 32 numbered 
decree will benefit from 
VAT exception in case they 
are mentioned in trading 
among the member of our 
exchange. The regulation 
made concerning the 
taxing of precious stones is 
extremely critical in terms 
of the contribution to the 
development of stone and 
jewelry trade in our country, 
revival of the export and 
boosting the sectoral 
employment. We observed it 
in the meantime of previous 
year and we thank all those 
who contributed.”

Emphasizing on the 
qualified finance 
requirement in terms 
of the development of 

Turkish economy, Donmez 
said, “The precious stone 
trading realized in Borsa 
Istanbul in the last year 
becomes USD 51 million 
and TL 18.3 million. 
Furthermore, the number 
of the companies applying 
for the membership to 
make trading in Borsa 
Istanbul reached to 442 
increasing by 3 times in 
a year.”  Pointing out the 
importance of finance in the 
development of economy 
with the light of this data, 
Donmez stated, “Istanbul 
enhances its importance 
as a very critical finance 
center gradually. You can 
witness that any kind of 
money, capital market and 
finance instrument can 
be used when you go to 
giant finance centers of the 
world. We should give any 
kind of instruments that 
will facilitate the trading of 
businessmen. That’s what 
we do.”

Istanbul enhances 
its importance as a 
very critical finance 

center gradually. 
You can witness 
that any kind of 
money, capital 

market and finance 
instrument can be 
used when you go 

to giant finance 
centers of the 

world. 

" 

" 
Borsa Istanbul Vice President
Cetin Ali Donmez
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NEW 
CHALLENGE 
FOR 
MARKETERS:



By Albert Robinson

A global marketing 
campaign launched 
by Hearts On 
Fire which targets 

the so-called Millennials, 
people born after 1980, has 
put the spotlight back on to 
the issue of how to market 
diamond jewelry to this 
category of potential buyers. 
The Millennials have already 
started to, or are about to, 
enter the marrying age, but, 
as marketers have discovered, 
this group’s buying patterns 
are different from those of 
their parents and are extremely 
varied, thus making marketing 
to them a complex affair. 

Hearts On Fire’s Ignite 
Something campaign starts in 
September, featuring in fashion 
and bridal magazines as well 
as on television, digital outlets 
and social media channels, 
according to the firm. TV 
and video components of the 
campaign were expected to 
launch on Hearts On Fire’s 
Facebook and Instagram 
accounts in late August. 

Hearts On Fire says it is aiming 
to redefine the experience of 

owning a diamond for the 
millennial generation. With a 
deeper understanding of how 
this age-group is transforming 
the luxury space, Hearts 
On Fire is seeking to build 
a platform that will enable 
younger consumers to create 
their own form of luxury.

“Today’s young couples are 
part of a generation that has 
a different relationship with 
tradition – they are doing 
things the way that they want 
to,” said Kristin Suppelsa, 
vice president of marketing a 
Hearts On Fire. “As a brand, 
Hearts On Fire is well-known 
for its passion and creativity, 
and this new platform further 
increases our ability to speak 
directly to all generations, and 
welcome the new traditions 
that they are forging for 
themselves.”

Established in the United 
States in 1996, Hearts On 
Fire was acquired last year by 
the retail jewelry giant Chow 
Tai Fook which is based in 
Hong Kong. Following the 
acquisition, the brand has 
begun a series of initiatives to 

increase consumer awareness 
of its products around the 
globe. While De Beers’ 
A Diamonds Is Forever 
tagline worked well for the 
generations born during and 
after World War II, marketers 
realize that this needs adapting 
for the new generation of 
Millennials. 

This is not the first time that 
Hearts On Fire has found a 
new way to make shopping 
for jewelry cool, and a way 
to bridge the generation 
gap.  The company, in the past, 
designed a whole new jewelry 
buying experience in a store 
that evokes some of the subtle 
design aesthetics and high-tech 
vibe one finds in an Apple 
store.  Today there are two 
HOF stores in Las Vegas and 
King of Prussia, PA, with more 
to come.  

Explaining the new ideas 
around displaying and selling 
diamond jewelry, the firm said, 
“With all of the technology 
and digital innovation in 
our lives today, consumer 
expectations have changed 
when it comes to how they 
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want to shop.  Especially when 
it comes to highly considered 
purchases, such as diamond 
jewelry, consumers no longer 
want a traditional feel and 
are searching for a more 
unique, personal experience. 
That is why we are excited to 
continue to refine and expand 
our retail concept - breaking 
conventional shopping barriers 
and making the diamond 
jewelry retail experience 
enjoyable and interactive fun 
again.

“Everything about the Hearts 
On Fire store says this is 
not your ordinary, everyday 
jewelry store.  The different 
jewelry store experience starts 
with the sheer curtains that 
hang on the inside windows 
and the studied use of shade 
and lighting to create a mood 
inside the store.  There are 
no overhead florescent lights 
inside, but area lighting that 
the store’s staff can control 
depending upon the lighting 
needs and feelings they want 
to create.  The store features 
several full length mirrors that 
catch light and give customers 
the chance to experience the 
jewelry they try from head-
to-toe.  

“Most distinctive, however, 
are the eye-level ‘Jewel Boxes’ 
display cases that spotlight 
a carefully curated selection 

of designs and replace long 
display cases you have to bend 
over and that are filled with 
row-after-row of look-alike 
jewelry.  Finally the store has 
a high-tech edge with keyless 
access to the Jewel Box cases 
and a ‘Knowledge Wall’ that 
digitally displays information 
about the brand, the diamond 
cutting process that creates the 
brilliance in the Hearts On Fire 
diamonds, and models and 
celebrities wearing beautifully 
designed pieces.”

Where previous generations 
took the rights of passage into 
adulthood, Millennials want 
to follow a different path.  
They are delaying marriage, or 
doing away with it altogether.  
For those who choose to 
marry, they are dispensing 
with many of the wedding 
traditions marketers depend 
upon, like registering for fine 
china, silverware and crystal 
or investing three month’s 
salary on a diamond after 
being confused and befuddled 
researching the 4Cs. 

“The problem for jewelry 
marketers isn’t that Millennials 
are rejecting diamond 
engagement rings, but 
marketers need to talk with 
the next generation in a 
way that is meaningful and 
relevant to their lifestyles.  
That ‘Diamonds Are Forever’ 

tagline has lost meaning for a 
generation that has heard the 
widely-quoted ‘50 percent of 
all marriages end in divorce’ 
statistics and often times 
has experienced it in their 
families growing up,” says Pam 
Danziger, president of Unity 
Marketing and author of a new 
study, Marketing Jewelry to 
Millennials: How to sell luxury 
jewelry to the next generation 
of affluents. 

Unity Marketing’s report 
delivers new ideas and insights 
that can help jewelry marketers 
understand the psychology of 
this new generation and find 
new ways to communicate 
with the wealthier members of 
that cohort about fine jewelry.

Millennials, it seems, get a 
greater thrill from buying 
technology than they do 
jewelry. It’s not just the need 
to mark an engagement with 
the purchase of a diamond 
ring that Millennials are 
questioning.  A recent survey 
among 1,335 affluents, 
18 percent of whom are 
Millennials, discovered that 
affluent Millennials (aged 24-
34 years and incomes $100k 
and above) derive far more 
pleasure from their technology 
purchases than they do from 
buying fine jewelry.  

For example, some 46 percent 

of Millennials said buying 
technology is a category that 
gives them great pleasure, as 
compared with 25 percent 
who felt the same about 
jewelry.  This finding is 
particularly relevant to 
jewelers since the commitment 
to pre-purchase research and 
spending levels are very similar 
for technology and jewelry.  

Danziger says, “These 
Millennials would much 
rather drop $700 on the latest 
phone or tablet computer, 
than on a new pair of earrings 
or cuff links.  Marketers and 
retailers need to discover how 
to change the conversation, 
so that buying jewelry is 
as fresh and exciting as the 
latest iPhone. The problem 
facing jewelers is how to 
communicate with Millennials 
to reassure them they already 
have the skills needed to buy 
fine jewelry and that doing so 
is just as cool as buying the 
latest techno-gadget.

“Jewelers need to learn a whole 
new language to connect 
with the next generation 
of jewelry customers - the 
Millennials.  That language 
has to communicate not just 
in words and pictures, but in 
emotion and experience.  It has 
to have the cool sophistication 
of high tech, but also the 
back-to-basics values of fine 
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design and quality.  Unity 
Marketing’s new trend report 
will help marketers understand 
and communicate with the 
next generation of customers,” 
Danziger says.

Marketers, manufacturers and 
retailers are recognizing the 
Millennials’ potential as being 
important to their bottom line: 
the consumers who will drive 
the economy in the decades 
ahead.

Since the 1960s, the baby boom 
generation, born between 
1946 and 1964, has dominated 
corporate strategies behind 
selling nearly everything. Still 
constituting one-quarter of 
the nation’s population, baby 
boomers created an economy 
fueled by credit cards and 
trips to shopping malls as 
they came of age in a time of 
relative affluence. For all the 
rebelliousness of the 1960s 
and early 1970s, most ended 
up buying houses in the 
suburbs, eating at fast-food 
restaurants, and acquiring 
spacious minivans and S.U.V.s 
despite having relatively small 
families. But now young adults 
in their 20s are moving to 
surpass baby boomers as the 
largest age group, changing 
the way everything is sold, 
even breakfast drinks and 
mattresses.

Perhaps the biggest change is 
that today’s young adults — in 
part because they came of age 
in a harsher economic climate, 
in part because they have many 
more choices — are putting 
off major life decisions as 
well as the big purchases that 
typically go with them. As a 
result, their consumer behavior 
is unpredictable. “They’ve 

learned to live life in a different 
way,” says one expert.

There are more 23-year-olds 
— 4.7 million of them — than 
any other age, according to 
census data from June 2014. 
The second most populous age 
group was 24, and the third 
was 22. There is no official age 
range for Millennials but the 
generation generally is defined 
as being born between the 
early 1980s and early 2000s. 
By 2020, they will account 
for one-third of the adult 
population.

At the same time, Millennials 
are the most educated 
generation in American 
history. Far more members 
of this generation are going 
to college than of past 
generations. The largest slice is 
now graduating and emerging 
in a post-recession landscape 
where the job market is still 
troubled but starting to show 
signs of improving. Many of 
the new college graduates 
have student debt to pay off. 
And wage growth for younger 
college graduates has risen 
slowly since the recession, 
lagging that of all full-time 
workers and making expensive 
purchases more difficult.

But they also have significant 
earning potential in the years 
to come and, because of the 
sheer size of the group, have 
the ability to reshape the 
economy in ways that haven’t 
happened since the huge baby 
boom generation was hitting 
the job market and moving 
into first homes.

Mortgage lenders and 
automobile manufacturers, 
who deal with the largest 

purchases most people make, 
have yet to figure out how to 
successfully tap this group of 
consumers. 

“There is no strong reason to 
believe that Millennials are 
dramatically different than 
the generations of Americans 
that preceded them,” Jason 
Furman, chairman of the 
Council of Economic Advisers, 
said last month at a housing 
forum on how Millennials 
have fared in the years after 
the recession. “Rather, it is the 
unlucky economic times with 
which they were presented 
that explains much of their 
challenge.”

Still, many young adults are 
proving particularly baffling 
to marketers and researchers. 
While baby boomers have 
long exhibited consistent 
brand loyalty, 20-somethings 
“trade up and trade down,” 
said Jeff Fromm, who runs 
FutureCast, a millennial trends 
consulting company, and wrote 
a book about marketing to 
millennials.

Last September, the fashion 
magazine Teen Vogue worked 
with Goldman Sachs in a 
survey of young women ages 
13 to 29 to come up with a list 
of the most popular brands 
sought by the cohort. Both 
Target and Louis Vuitton made 
the top 20 list. Such behavior 
has spawned a cottage industry 
of consultants who collect fees 
from companies clamoring to 
figure out what this age group 
wants.

The Center for Generational 
Kinetics in Austin, Tex., was 
founded four years ago and 
has worked with about 100 
clients who want advice on 
how to appeal to the tastes of 
Millennials. “What worked 
five years ago doesn’t work 
now in terms of marketing 
and selling and advertising,” 
said Jason Dorsey, the center’s 
chief strategy officer. “This 

has created a lot of urgency 
as more and more of these 
Millennials enter the market 
and start to have money or 
spend money they don’t have.”

Adapting to this new 
group of consumers should 
be worth it. While baby 
boomers, not surprisingly, 
outspend Millennials by a 
wide margin, Millennials 
already represent $1.3 trillion 
in consumer spending, out 
of total spending of nearly 
$11 trillion, according to 
a study by Moosylvania, a 
digital marketing company 
in St. Louis. Young adults, 
the study found, need a lot of 
reassurance but don’t like to be 
marketed to.

By 2020 Millennials are 
projected to be 50 percent 
of the workforce and by 
2025  this number is expected 
to reach 75 percent. This is a 
group of people that grew up 
as digital natives meaning they 
had access to social networks, 
smart phones, tablets, and 
pretty much all of the other 
pieces of technology that 
we use today and the new 
behaviors that go along with 
them. This is a generation that 
doesn’t know what it’s like 
to get 200 emails a day, sit in 
cubicles, or use many of the 
legacy technology platforms 
that most organizations 
use today. In additional, 
Millennials are also bringing 
new attitudes, values, and 
approaches to getting work 
done. It’s no wonder why 
organizations around the 
world are so concerned with 
this new generation of worker.

BY 2020 MILLENNIALS ARE PROJECTED TO 
BE 50 PERCENT OF THE WORKFORCE AND BY 

2025  THIS NUMBER IS EXPECTED TO REACH 75 
PERCENT. 

About 
Albert Robinson
Albert Robinson is a 
veteran diamond industry 
journalist. He also serves 
as Communications and 
Media Consultant for 
the World Federation of 
Diamond Bourses.
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TV Ads Still Effective 
Amid Digital Media
Advertising on television consistently is more effective at 
impacting sales and new accounts than paid search, print 
or online ads, according to a recent study by consulting 
company MarketShare.

The company said its 
finding show that 
television “provides 

a direct and meaningful 
sales lift,” because it 
increases awareness and 
consideration and increases 
the effectiveness of other 
marketing vehicles further 
down the purchase funnel, 
meaning TV should be a 
relevant part of a marketing 

campaign that includes 
both online and traditional 
advertising mediums.

The study, “Evaluating TV 
Effectiveness in a Changed 
Media Landscape,” identified 
four major findings that show 
television advertising is the 
most effective and efficient 
way to reach consumers. They 
are as follows.

1TV has the highest 
relative efficiency 
in achieving key 
performance indictors 

(KPIs) at similar spending 
levels when compared to 
other media outlets, including 
print, radio and online ads, 
both display and social.

This is true across a range 
of industries, including 

automotive, financial services, 
consumer packaged goods 
and retail, and comes despite 
the explosion of digital 
media in the past five years, 
MarketShare said.

“TV is a major driver of 
indirect outcomes such as 
inbound calls, organic search 
query volumes and website 
visits, which, in turn, lead 
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to direct outcomes, such as 
purchases or other significant 
conversions,” the study states.

2In spite of changes in 
consumer habits over 
the past few years, 
TV’s effectiveness at 

driving advertiser KPIs has 
not diminished. The study 
found that, for all media 
analyzed, there was an 
11.5 percent decline when 
comparing 2009-2011 media 
effectiveness to 2012-2014, 
“likely due to the splintering 
of media channels brought 
about by the new digital 
landscape.”

However, TV was the only 
medium that retained its 
relative effectiveness when 
compared to other channels 
over that time period. TV’s 
effectiveness dropped only 2 
percent while online media’s 
effectiveness was down about 
10 percent and offline media’s 
effectiveness (sans TV) 
declined nearly 23 percent 
(graph shown in gallery.)

“The value of many digital 
channels has been eroded by 
such factors as ad-blocking, 
click fraud and visibility 
issues,” MarketShare states.

Still, TV spend allocations 
are not a one-size-fits-
all. “Specific spending 
recommendations will vary 
by advertiser, depending, in 
part, on where a marketer’s 
media spend lies on the 
outcomes response curves 
for each advertising medium, 
and the interaction effects 
between media channels.”

3Marketers can use 
advanced analytic 
techniques to optimize 
TV spend more 

effectively. An example would 
be enacting a minor decrease 
in overall TV spend, coupled 
with large reallocations across 
cable, primetime, late night 
and sports programming 

within TV. “Because TV 
advertising drives measurable 
actions such as inbound 
calls and online searches, 
TV advertisers can leverage 
these interactions as key 
data points to evaluate TV 
effectiveness,” the study states. 
“While online and mobile 
popularity have grown 
tremendously, TV is still the 
‘best giant megaphone’ to 
convey a message to a large 
audience of consumers.”

4Premium online video 
from broadcast and 
cable TV networks 
is disrupting the 

digital media mix. Despite 
lower impression volumes, 
premium video content is 
clearly more effective than 
user-generated and short-
form content, the study states.

“Leading media sellers … 
seem increasingly aware of 
the value of high-quality 
content (and of the fact 
that brands will always 
follow the audience.) For 
instance, in 2014, YouTube 
launched Google Preferred, 
which allows advertisers to 
buy ad space next to only 
high-quality, professionally 
produced content, such as 
The New York Times or Vice 
Media.”

For the study, New York-
based MarketShare evaluated 
data from thousands 
of marketing 
optimization models 
across a range of 
industries including 
financial services, 
telecommunications, 
hospitality, consumer 
packaged goods 
and retail. It also 
examined decades of 
research and applied 
marketing science, as 
well as MarketShare 
Benchmark, the 
company’s planning 
and allocation software 
application.

“LIKELY DUE TO THE SPLINTERING OF 
MEDIA CHANNELS BROUGHT ABOUT BY 

THE NEW DIGITAL LANDSCAPE.”
" 
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The City of Antwerp 
recently introduced 
the “Antwerp loves 
diamonds” map in order 

to demonstrate the exceptional 
story of the diamond trade in 
Antwerp to visitors and residents. 
Now, with the support of Flanders, 
the “Antwerp loves diamonds” 
mobile app has arrived. The 
application provides an overview 
of more than five centuries of 
diamond trade in Antwerp and 
gives useful tips for purchasing a 
gemstone.

“The city as a whole should do 
more internationally to take 
advantage of the fact that Antwerp 
is the leading global diamond 
center”, says Koen Kennis, 
Alderman for Tourism. “This 
app will position Antwerp even 
better as a top tourist destination. 
Indeed, the diamond trade is one 
of our incomparable assets that 
distinguishes us from the rest of 
the world.”

The app reveals the secrets of 
diamonds by means of all sorts of 
fascinating facts. A brief historical 
overview casts a light on the 
global history of the diamond 
trade. The themes, “From mine 
to finger” and “Who does what” 
provide an overall picture of the 

diamond industry and trade. 
In the “Hall of Fame”, visitors 
not only encounter remarkable 
diamonds and diamond objects, 
but also famous individuals who 
had a connection with diamonds, 
such as Rubens and Napoleon. 
“We speak diamonds” addresses 
the multicultural dimension of 
the diamond trade.

Among other things, the app 
also provides tips for purchasing 
diamond jewelry and an overview 
of the jewelers that have earned 
the “Antwerp’s Most Brilliant” 
quality label. Finally, a list of 
locations gives users the 
option of selecting their 
favorite locations having 
a connection with 
diamonds, and in this 
way plan their own 
route.

The mobile app is 
available in four 
languages and is free 
to download via the 
App Store (iOS) or 
Google Play Store. 
Once downloaded, 
the app is fully 
functional offline.

ANTWERP LOVES DIAMONDS

City of Antwerp 
Launches Diamond App:
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The standard 
clarifies that “the 
denomination 
‘diamond’ without 

further specification always 
implies ‘natural diamond.’” The 
new standard also spells out 
nomenclature that cannot be 
used in the buying and selling 
of diamonds, treated diamonds 
and synthetic diamonds. It 
defines a synthetic diamond 
as “an artificial product that 
has essentially the same 
chemical composition, 
crystal structure and physical 
(including optical) properties 
as a diamond” and specifies 
that the nomenclature used for 
them can only be “synthetic 
diamond,” “laboratory-grown 
diamond” or “laboratory-
created diamond”. 

It also prohibits the use of 
abbreviations in this context 
and says that the use of 
adjectives such as “cultured” 
and “cultivated,” as well as 
“real,” “genuine,” “precious” 
and “gem” to describe 
any synthetic diamond is 
prohibited as these can be 
considered deceptive. Brand 
names and manufacturers’ 
names combined with 
the word “diamond” are 
insufficient means of disclosure 

when applied to synthetic 
diamonds. 

The new standard describes a 
treated diamond as a “diamond 
having undergone any human 
intervention other than 
cutting, polishing, cleaning 
and setting, to permanently or 
non-permanently change its 
appearance.” It states that any 
diamond having been subject to 
a treatment shall be disclosed 
as a “treated diamond,” 
and/or include a specific 
reference to the particular 
treatment. The description 
must be immediately apparent 
and unambiguous, and no 
abbreviations may be used. 
The new standard furthermore 
emphasises that the terms 
“natural treated diamond” 

or “treated natural diamond” 
must not be used because they 
can be misleading. Any special 
care requirements that should 
be considered because of a 
particular treatment must be 
disclosed. 

The new ISO International 
Standard mirrors the 
definitions outlined in the 
IDC Rules of the International 
Diamond Council (IDC), 
CIBJO’s Diamond Blue Book, 
and also of the PAS 1048 
documents.

The process to obtain the new 
ISO standard began seven 
years ago in Europe, with 
CIBJO serving as the lead 
organisation in a coalition that 
also included the International 
Diamond Council, De Beers, 

Rio Tinto, and BHP. Two 
years ago, it was decided to 
develop an ISO standard 
together with a European one, 
in accordance with the Vienna 
Agreement, which coordinates 
work between ISO and CEN, 
the European Committee for 
Standardisation. A European 
or CEN standard that matches 
ISO International Standard 
18323 will be published in 
several months’ time, although 
in any case the international 
standard supersedes the 
regional one.  The Chairman 
of the Technical Committee 
that oversaw the formulation 
of ISO International Standard 
18323 is Harry Levy, who is 
Chairman of IDC and a Vice 
President of CIBJO’s Diamond 
Commission.

"Created by Nature"
ISO, the Geneva-based Organization of International Standards, issued ISO 
International Standard 18323 which rules that the descriptor ‘diamond’ can only be 
used for stones “created by nature”. The ruling is contained in a publication entitled 
“Jewellery - Consumer confidence in the diamond industry”, which specifies a 
set of permitted descriptors for the diamond industry that are designed to be 
understood by consumers.
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The world’s largest diamond 
producers are aggressively 
investing in new technologies, 
infrastructure upgrades and 

geological exploration to build up their 
production capacities. De Beers Group, 
the biggest diamond miner in value 
terms, is undertaking a multi-billion 
dollar programme of investment in 
Jwaneng, Venetia and Gahcho Kué, while 
Alrosa, the largest diamond producer 
in terms of carats, is bankrolling 
underground mining and geological 
exploration projects to maintain stable 
output, company officials said at the 2015 
Presidents’ Meeting in Tel Aviv in June. 

The conference was organised by the 
World Federation of Diamond Bourses 
(WFDB) and the International Diamond 
Manufacturers Association (IDMA), 
and sponsored an supported by the 
Israel Diamond Exchange and the Israel 
Diamond Manufacturers Association 
(IDMA).

“We are all aware of the rarity of 
diamonds and, while this is a major 
selling point for consumers, it presents 
an equally big challenge for those in the 
trade as existing deposits diminish and 
untapped sources are more remote and 
costly to mine,” Philippe Mellier, CEO of 
De Beers Group, said in his presentation.

“We are therefore supporting the 
industry’s future by undertaking a multi-
billion dollar programme of investment 
in three of the world’s most important 
diamond projects – at Jwaneng, one 
of the world’s richest diamond mines; 
at Venetia, South Africa’s largest 
diamond mine; and at Gahcho Kué, the 
largest diamond mine currently under 
development in the world today. This 
type of investment is not undertaken 
lightly as we know that it will be many 
years before we stand to make a single 
dollar of return on the billions we 
commit.” De Beers’ current projects 
require an expenditure of more than $3 
billion, Mellier said.
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Net income stood 
at US$ 2.3 
million, or $0.20 
per diluted 

share as compared to $2.2 
million, or US$0.18 per 
diluted share for the same 
period of the previous year. 
“We made good progress 
on our key initiatives which 
delivered revenue growth 
and expanded profitability,” 
said Harvey Kanter, Blue 
Nile Chairman, CEO and 
President. 

“We remain committed 
to our strategy to further 
invest in marketing to 
drive greater awareness; 
to optimise analytics to 
refine pricing and grow our 
margins; and to leverage 
scale to source products 
in ways that provide 
exceptional quality and 

value to our customers. All 
of this drives to one goal: 
moving more consumers of 
diamonds and fine jewellery 
to purchase online.” 

Blue Nile said that U.S. 
engagement net sales for 
the second quarter 2015 
increased 7.5 percent to 
$65.5 million, compared 
to $60.9 million for the 
second quarter 2014; while 
U.S. non-engagement net 
sales for the second quarter 
2015 increased 3.5 

percent to $28.7 million, 
compared to $27.7 million 
for the second quarter 2014. 
Further, the Company 
reported that international 
net sales for the Q2 
2015 were $19.5 million, 
compared to $18.0 million 
for Q2 2014, an increase of 
8.9 percent. 

“Excluding the impact from 
changes in foreign exchange 
rates, international net sales 

increased 15.3 percent,” the 
Company clarified. Blue 
Nile also said that during 
the second quarter 2015, the 
Company had repurchased 
374,728 shares of its 
common stock 
for $10.5 
million. 

Leading e-tailer of diamonds and fine jewellery Blue Nile, 
Inc. reported net sales of US 113.7 million for the second 
quarter ended July 5, 2015 compared to US$ 106.6 million 
for the second quarter ended June 29, 2014; representing a 
growth of 6.7 percent. 
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Botswana: 
African Diamond Giant
By Ehud Aryeh Laniado

The first diamonds in Botswana were found in 1959, but it was only 
eight years later, in 1967, that De Beers found the first kimberlite 
pipe in the country. That site is known until this day as BK-1. Within 
weeks, a massive resource, the Orapa pipe, was found. This find 
changed Botswana’s history forever.
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TOTAL EXPORT EARNINGS IN 2011 
INCREASED BY 24.8  PERCENT TO BWP 

39,998.1 MILLION FROM EXPORTS IN 2010, 
WITH DIAMOND EXPORTS ACCOUNTING FOR 

75.6 PERCENT.

Over the years, nearly 400 
kimberlite pipes have been 
discovered in Botswana, a 
few of them viable enough to 
provide the country with the 
financial resources to develop 
infrastructure, establish a 
modern healthcare system, and 
provide stable ground for a 
democratic system.

Botswana is the leading 
diamond-producing country in 
terms of value, and the second 
largest in terms of volume. It is 
the home base of De Beers and 
the source of most of De Beers’ 
production today.

From producer to fully 
integrated diamond 
center
One of the most important 
decisions the government 
of Botswana made in regard 
to its diamond resources 
was to become an important 
stakeholder in De Beers, 
which mines most of the 
diamonds in the country. 
Being a 15 percent stakeholder 
of the diamond giant gave 
the government additional 
income as well as influence in 
important decisions that have 
the potential to greatly benefit 
the country.

More importantly, it 
transformed Botswana from 

one of the poorest countries 
in the world to the middle-
income economy of today 
with one of the largest gross 
domestic products (GDP) in 
Africa. Like Russia, Botswana 
succeeded in transforming 
itself from a producing 
country into a fully integrated 
diamond center. It formed a 
50/50 partnership with De 
Beers to form the Debswana 
Diamond Mining Company. 
It then convinced De Beers 
to allocate some of the locally 
mined diamonds to local 
manufacturing. 

Independent diamond 
nation
In 2006, a local marketing 
firm, DTC Botswana (DTCB), 
was formed – another 
50/50 joint venture between 
Botswana and De Beers. 
It sells and markets rough 
diamonds to 21 government-
licensed cutting and polishing 
companies.

Two years later, DTCB HQ 

was built, the largest rough 
diamond sorting and valuation 
facility in the world. By 2011, 
the Botswana government 
set to independently sell 10 
percent of the Debswana 
run-of-mine production, 
increasing by 1 percent each 
year to 15 percent in 2016. 
For this purpose, Okavango 
Diamond Company (ODC) 
was established. That gave 
the country full control of its 
diamonds – sorting, valuation, 
price, client selection and sales. 
This firm, Okavango Diamond 
Company (ODC) is today an 
important source of diamonds 
for the global market, bringing 
additional foreign currency 
into the local economy.

By 2011, Botswana was source 
of 27 percent of the world’s 
diamond production, valued 
at $14.4 billion. It was a 
dramatic year for Botswana 
for another reason. Following 
long negotiations with De 
Beers over its marketing 
contract with Botswana, the 

company agreed to relocate 
Diamond Trading Company 
International (DTCI) from 
London to Gaborone by the 
end of 2013. This shifted one 
of the world’s most important 
rough diamond centers from 
London to Botswana. 

With all of De Beers’ 
international clients coming 
to Botswana to buy rough, the 
move brought $6-7 billion in 
diamond sales annually to the 
country.

A true diamond-fueled 
economy
Revenues from diamond 
mining have contributed 
to more than 30 percent of 
Botswana’s gross domestic 
product and more than 60 
percent of total government 
revenue. Government revenue 
from diamonds has increased 
from 6.27 billion pula in 1998 
to 30.3 billion pula in 2011, an 
average annual increase of 6 
percent. 

Total export earnings in 2011 
increased by 24.8  percent to 
BWP 39,998.1 million from 
exports in 2010, with diamond 
exports accounting for 75.6 
percent. Due to current market 
conditions and the narrowing 
margins between the rough 
purchase prices and polished 
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About 
Ehud Aryeh Laniado
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.

diamond sell prices, many 
local manufacturers have 
taken defense measures such 
as liquidation, downsizing 
and retrenchment. In his 
speech at the 13th Botswana 
Resource Sector Conference, 
Mr. Mmetla Masire, an 
executive of the Diamond 
Hub of Botswana, said that it 
seems Botswana has not fully 
appreciated the complexities 
of beneficiation. He added 
that the country will have 
to become more flexible in 
order to ensure not only 
that diamonds are processed 

in Botswana, but also that 
processing diamonds in 
Botswana will be a profitable 
industry.

Mines: The African country 
has seven mines. The two 
most important are Orapa 
and Jwaneng – two of the 
most prolific diamond mines 
in the world. Both mines are 
operated by De Beers, which 
also operates Letlhakane and 
Damtshaa. Lucara operates 
the Karowe mine, Kimberly 
Diamonds operates Lerala, 
and Gem Diamonds runs 
Ghaghoo.

Diamond Characteristics: 
Botswana’s resources produce 
the full range of diamonds, in 
all sizes, colors and clarities. 
Most of Botswana’s diamond 
production is gem quality, 
nicely shaped dodecahedral 
stones in medium and high 
colors, often with a greenish 
skin.

Rough Production:
2013: 23.2 million carats at 
$3.63 billion. 

2014: 24.5 million carats $3.65 
billion (estimate).

Polished exports:
2013: $788.6 million.

2014: $821.3 million.

The views expressed here are 
solely those of the author in 
his private capacity. None of 
the information made available 
here shall constitute in any 
manner an offer, invitation, 
or promotion to buy or to sell 
diamonds. No one should 
act upon any opinion or 
information on this website 
(including with respect to 
diamonds values) without 
consulting a professional, 
qualified adviser.
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Two new ways to 
use smartphones in 
your jewellery store

It seems that where ever you go people 
are constantly looking at their smart 
phones. Traditional sales people often 
find it frustrating to pry someone’s 
attention away from their phone. So why 
not use your customer’s phones to get 
their attention and help you make a sale?

By Dave Siskin

Beacons
Beacons are a new, fast 
growing technology that 
lets you capture customers 
through their smartphones. 
A beacon is a close proximity 
network that connects 
directly to a mobile device 
through low energy Bluetooth 
(BLE.) Apps like Apple’s 
iBeacon listen for signals 
from nearby beacons and 
sound an alert. The user then 
checks their phone to find 
your message. This is already 
in use for grocery stores and 
department stores. In the very 
near future, more apps will 
be beacon aware. This is a 
natural addition to travel and 
shopping apps. 
There are several ways to use 
beacons in your jewellery 
store. When a shopper 
nears your store, a beacon 
message can motivate 
them to come in. Imagine 
a customer walking past 
your store getting a message 

that it is good time to get 
their jewellery cleaned for 
free. Once inside your store 
a beacon can tell them 
about today’s specials. In a 
large store, several beacons 
can be used to track the 
customer through different 
departments providing 
offerings in each department. 
Since most people will 
research online, why not 
make it easy for them and 
beam a 4Cs buying guide as 
they approach your diamond 
counter? 
There are several companies 
offering beacon solutions to 
retailers. This is a good time 
to get an early start on this 
rapidly expanding marketing 
technology.

Payments 
Many retailers are bypassing 
traditional credit card 
processors in favour of 
mobile based card readers 
like Square and Paypal Here. 
The advantages are zero 

start-up costs, no monthly 
fees and almost instant access 
to funds. It is a great way 
for a new business to accept 
cards without the bother of 
applying for a credit card 
processor. It is especially 
helpful for selling at trade 
shows, street fairs and 
travelling wholesalers. You 
no longer need to be tied to a 
phone system. 
But smartphones could 
eventually make cash and 
credit cards obsolete. Apps 
like Google Wallet and Apple 
Pay allow a customer to pay 
directly from their phones or 
smart watches…no physical 
card needed. Tied to your 
POS system, a transaction 
can take place anywhere on 
the sales floor without the 
need to stand in a queue at a 
checkout counter. Currently 
in development is PayPal 
Beacon, a Bluetooth device 
that will connect your POS 
system with the PayPal app 
on a customers’ smartphone 

when they enter a store. 
Customers will simply say 
they’re paying with PayPal, 
and the transaction will be 
automatically completed. 
 Modern consumers want a 
super convenient, dynamic 
customer experience. Mobile 
technology can make that a 
reality.

About 
Dave Siskin
Dave Siskin is the owner 
of Carigem International 
and the Caribbean 
Gemological Institute. A 
veteran gemologist and 
jewellery expert, he has 
decades of experience in 
jewellery retailing.
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CIJTC: Let’s start with the 
basics. What is a brand? 
Dan Scott:  Simply stated, a 
brand is a promise. You can 
count on one hand how many 
true brands there are in the 
jewelry industry. That’s sad 
when compared to fashion 
or fragrance, but it’s not a 
lost cause. We too often call 
something a “brand” because 
it has a name, logo, slogan, 
or tagline. To give birth to 
a baby brand, however, one 
must carefully nurture a 
jewelry design or collection. 
Then, through the proper 
channels, you stand by your 
brand promise and deliver on 
it each and every day to the 
right audience. 

CIJTC: What is social media 
and how can it help build a 
brand?

DS:  Social media is a 24/7 
cocktail party with peer-
to-peer conversations that 
take place via text, images, 
videos, or audio, or any 
combination of these. Popular 
channels of communication 
include Facebook, Instagram, 
Pinterest, Twitter, YouTube, 
and LinkedIn. The party 
never stops and the guest 
list is endless. You may 
invite your brand to the 
party, but don’t think for 
a moment that, because a 
social platform bears your 
brand name, you are in 
control. The consumer has 
the ultimate say. Before you 
type, pin, post, or tweet, visit 
your toughest competition 
and just observe. Remember, 
once you hit enter, it’s online 
forever. A strong brand or a 
promise never dies and there 

Whether you are a retailer, designer, or even a blogger, you have a brand. And, if you want 
to advance that brand, you cannot afford to ignore social media. To learn more about this 
ever-evolving phenomenon, CIJ TRENDS & COLOURS caught up with the very busy 
master marketer or, as he is often called “Brand Architect,” Dan Scott. Dan’s marketing 
experience includes positions with QVC, Chanel, and Verisign, followed by a decade as 
Chief Marketing Officer at Scott Kay. Two years ago, he became CMO of World Trade 
Jewelers, where he is responsible for the global growth of billion-dollar iconic brands 
translated into jewelry, such as Hershey Kiss pendants, the brand’s top rated licensed 
product, and Hasbro’s Scrabble Jewelry, now Macy’s #1 selling initial pendant. Ranked 
#15 out of 5,000 CMOs in the USA and elected for the third year to the CMO North 
American Advisory Board, Dan utilises social media to create intense brand awareness, 
build community, and to sell, but not in the way you may think.

Interview conducted by Cynthia Unninayar
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is magic in instantaneous 
action and reaction, but what 
could spread like wildfire to 
promote and reinvigorate 
your brand can also shoot to 
kill with as little as one bad 
post.

CIJTC: In the ever-evolving 
world of social media, what’s 
the difference between a 
“like,” a “fan,” and “shares,” 
and are they important?
DS:  Remember the days 
when people would jump 
for joy when their website 
had a million hits? We have 
since learned that a “hit” is 
somewhat meaningless. One 
does not know who “hit” the 
page. “Fans” or “likes” are, in 
a way, similar. You don’t know 
who they are, where they 
came from, or what, exactly, 
they are “liking.” Having 
said that, however, there is 
great power in numbers for 
the sheer attention of it all. 
Human nature proves that 
people are drawn to crowds, 
and thousands of Facebook 
fans make your brand or 
product look successful. 
“Shares” are the 
digital 

version of word 
of mouth. When people 
share, it’s a peer-to-peer 
endorsement, but shares can 

also be negative.  If people 
have a bad experience, 
they tell the world. When 
you see those—and you 
may well get them—do not 
hit delete or block them 
(unless it is profane and 
modern filters take care of 
most of those). Resist the 
temptation to be defensive. 
Rather, communicate with 
the person, just as any great 
customer service person 
would do. The difference here 
is that the world is watching, 
and it can turn against you 
in a moment. Try and right 
the wrong, even if you are 
right. People who express 
discontent are still people who 
care. But, if the conversation 
stays negative, try and take it 
offline. There are ways to do 
this, and they are specific to 
each circumstance, which we 
can talk about offline. 

We should also mention 
“unique visitors” (UVs). 
They tell us that one specific 
visitor, on one day, from 
one IP address came from a 
completely traceable online 

location. This makes 
for a killer 

marketing 

dashboard. 
You can see 

the visitation 
time, duration, 

action taken, and 
so much more. 
UVs can produce 
email addresses, 

home addresses, and phone 
numbers—and other opt-in 
information. This is useful 
once it’s put into action. 

CIJTC: Let’s take a concrete 
example. Can a brand convert 
traffic to sales, using, for 
example, Facebook?
DS:  Not really. Nothing that 
works in the physical world 
works here, not promotion 
nor incentives nor discounts. 
With social media, you engage 
your audience. You speak 
around your brand and not to 
it or about it. An example can 
be seen on the Hershey Kiss 
Facebook page, which now 
has nearly 200,000 fans, with 
over 5,000 active interactions 
every few hours. One of 
the most popular posts—it 
reached 15,000 people in 15 
minutes—was an adorable 
baby sleeping in a bed of 
Hershey Kiss chocolates. No 
jewelry. Thousands of people 
shared the post and the result 
sold more Kiss pendants than 
we had ever experienced. But, 
when we placed a hero shot 
with the popular kisses, we 
flat-lined. The baby image 
spoke around the product 
and touched a cord with the 
audience, without mentioning 
the product itself. 

CIJTC: What does the term 
“psychographics” mean and 
why is it so important?
DS:  Let me start by 
saying that it is extremely 
important to know your 
customer. Psychographics 
is a marketing term used to 
identify people’s personalities, 
aspirations, and desires. To 
understand psychographics 
is to understand the “why” 
of people’s purchases. It is 
a multi-layered evaluation 
of “why” someone “needs” 
a Rolex over a Timex. 
Yesterday’s marketers used 
only household income, 
age, and geography to target 
their customers. Today, one 
must get inside consumers’ 
minds and follow their lead. 
It’s their voice, their likes 
and dislikes that control how 
well a product performs. If 

you force-feed your brand in 
social media, people will be 
turned off. You must allow 
the conversation to grow 
organically, while carefully 
guiding it, and your brand will 
thrive. 

 CIJTC: How does one 
determine which social 
platforms best address their 
target audience?
DS:  Studies show that 
Facebook is skewing 30+ with 
somewhat higher household 
income. Instagram and Twitter 
are more tweens, teens, and 
twenties. Pinterest is varied, 
but attracts mostly women, 
aged 25 to 45. Pinterest is also 
the best platform for click 
through to buy. Facebook is 
not—F-commerce tanked—
and Instagram won’t allow 
you to click to buy, at least 
not yet. Once you identify 
your brand’s psychographics, 
you are half way to finding 
the right platform to get your 
message out.

CIJTC: You have had 
tremendous success with 
“influencers” so how do you 
leverage these people to help 
sell your products or services?  
DS:  Today’s influencers, 
or informal “brand 
ambassadors,” you might 
say,  are the fashionistas and 
trendsetters you never hear 
of, but who have millions 
of active followers. They are 
people such as Michelle Phan, 
a hair-and-makeup guru who, 
with more than seven million 
subscribers and one billion 
page views, is a certified 
YouTube superstar. You can 
cultivate your own influencer. 
They are out there. You just 
need to find them and make 
them a star for your brand 
promise.

For more on branding and 
marketing in today’s digital 
environment, Dan Scott can be 
reached at info@danscott.com
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WGC: Gold Demand Touches 
Six Year Low in Q2

Global demand 
for gold 
declined by 12 
percent in Q2 
2015, touching 

a new six year low at 914.9 
tonnes (t) as a result of a drop 
across virtually all sectors 
and regions, the World Gold 
Council (WGC) said in its 
quarterly publication, Gold 
Demand Trends.  The drop 
was primarily on account of 
weaker consumer demand in 
India and China, WGC said, 
adding that “these markets 
accounted for almost half the 
fall in global demand” over 
the three month period. 

On a half-yearly basis, 
however, the year-on-year 
decline in global gold demand 
was a more modest 6 percent, 
the report said. Describing the 
three months ending June 30, 
2015 as a “difficult quarter”, 
WGC however noted that the 

industry could look forward 
to a brighter second half, 
particularly since consumers 
have responded positively to 
the recent fall in the price of 
the yellow metal. 

The jewellery sector was 
one of the biggest losers in 
volume terms, with demand 
dropping by 81.1 t year-on-
year, largely on account of 
“market-specific issues” in 
India and China. In India, H1 
jewellery demand was just 3 
percent below the 2014 levels, 
but there was a 23 percent 
year-on-year fall in Q2 
jewellery demand. This can 
largely be traced, the report 
said, to the unseasonal rainfall 
that damaged crops in Q1 
and the consequent impact 
on incomes among the all-
important rural population. 

The urban demand scenario 
was relatively better though 

it was mainly the high-end, 
branded chain stores in 
larger cities that saw modest 
year-on-year growth, while 
many small, independent 
jewellers in Tier 2 cities and 
below suffered sizable losses. 
As the Hindu calendar this 
year has no auspicious days 
for marriages between 11 
June and 1 November, Indian 
wedding-related demand was 
weaker in the second quarter 
as wedding purchases are 
usually made 2-3 months 
in advance of the event. In 
China, continued economic 
slowdown and severe 
fluctuations in the domestic 
stock market knocked 
consumer sentiment. 

According to the report, “The 
consumer environment in 
China has been overshadowed 
by the deceleration in 
domestic GDP growth and 
the jewellery market has been 

a notable casualty of this 
trend; the decline in network 
expansion into Tier 3 and 4 
cities by jewellery retail chains 
bears witness to this.” WGC 
says that in China, demand 
for 24 karat ‘pure’ gold was 
worst affected, while 18 karat 
jewellery was more resilient. 

The report also highlights that 
jewellery demand in the UAE 
slid 22 percent, with losses 
attributed to lower spending 
by European tourists (on 
the back of the weaker euro) 
and regional geo-political 
tensions; while US jewellery 
demand remained on a “gentle 
upward course”, posting 
another small (2 percent) 
year-on-year increase. The 
rolling four-quarter total of 
US jewellery demand reached 
117.6t – its highest level since 
Q3 2011 – as the market 
extended its recent cautious 
uptrend. 

NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D

84 World Diamond Magazine | 2015-05



After careful 
consideration and 
knowledgeable 
selection, the 

new-hire is ready to begin the 
process of becoming a fabulous 
addition to your company!  
You’re happy with your choice, 
the salesperson is hungry and 
highly motivated to produce 
the BEST results, in fact, 
Record-Breaking Results for 
sales statistics ever noted within 
your history!  The excitement 
is palpable!  The potential is 
oozing from both the company 
(you) and the newly-minted 
representative for your 
products!  YAY!  Everyone’s 
delighted!  

Now the vital task of Personnel 
Development is about to 
begin!  Capitalizing on all that 
New Hire energy forms the 
foundation for success--of your 
business and the Salespeople.  
In the hiring phase, you very 
carefully and very specifically 
delineated what you were 
searching for in a salesperson.  
You specified all the important 
qualities and assessed and 
measured and checked to 
ascertain that this person is 
the one that is the perfect fit 
for your requirements, your 
product and their drive and 
need for success.  You’ve already 
invested a good amount of time 
and cash just vetting this person 
for an exciting future together!  

So let’s get this person rolling 
toward a long, satisfying 
and mutually rewarding 
relationship!  

Remember when you carefully 
specified what your needs were 
from this individual?  Now 
you get to specify precisely the 
duties, the minute expectations 
for results, the best practices 
for achieving goals, the step-
by-step training needs that 
will best develop a team in 
your company.  Piece of cake, 
right?  Assuredly!  However, in 
addition to those steps, might 
their be some very specific 
training needs that this person 
has that will bring out the 
highest degree of excellence, 
which translates directly into 
growth in sales and income for 
both you and the sales person!  

Firstly, what needs do you have 
that will maximize your ability 
to effectively and positively train 
this person--you know, keeping 
all that motivation and adding 
all those skill-steps to produce 
fabulous outcomes.  Again 
specificity is required.  Do you 
have the patience, the time, the 
skills to model what you want 
from this salesperson (and for 
this salesperson)?  What are the 
gaps in your own excellence that 
you need to improve in order to 
impart the very best training for 
your eager-to-please employee?  
Where can you obtain the skills 

and information to be the best 
trainer ever!?

Assuming that your careful self-
assessment has produced the 
awesomeness level of Trainer 
that you desire, how do you 
begin to develop the raw talent 
that awaits the sharing of your 
wisdom?  Just as with a toddler, 
Baby Steps!  Short lessons with 
ample opportunity for practice!  

(Now your Wunderkind has 
natural talent--no Baby Steps 
necessary here!)  Great, but take 
due care in assessing those skills 
so that Gaps in Excellence do 
not develop!  

The amount of care and 
specificity you devote at this 
point translates directly into 
success for your staff and for 
your bottom line, so if you are 

inclined to slide through this 
step, be prepared to correctively 
instruct those “slidey steps” at a 
later date.

Obviously, experienced sales 
people do not always need the 
tiniest of steps that a brand-
new salesperson presents, 
but everyone benefits from 
a Refresher Course now and 
again.  Additionally, reviewing 
steps allows you to assess the 
coachability of even “Old 
Hands” at the sales game!

Sales training is an on-going 
process; all of us benefit from 
finely honing those innate 
skills!  Lesser experienced staff 
gain a variety of techniques and 
opportunities for polishing their 
presentations!

Quality Development of Great 
Salespeople Equal Business Growth
by Brad Huisken

Brad Huisken:
Author, trainer, consultant, and speaker Brad Huisken is President of IAS Training.  Mr. Huisken developed the PMSA 
Relationship Selling Program, the PSMC Professional Sales Management Course, The Mystery Shoppers Kit, The Employee 
Handbook and Policy & Procedures Manual, The Weekly Sales Training Meeting series along with Aptitude Tests and 
Proficiency Exams for new hires, current sales staff and sales managers, along with the new Weekly Jewelry Sales 
Training Series.  Additionally he recently developed his Train the Trainer Course and IAS Training’s Certified Jewelry Sales 
Professional Program. In addition, he publishes a free weekly newsletter called “Sales Insight” For a free subscription or more 
information contact IAS Training at 1-800-248-7703, www.training4retail.com or fax 303-936-9581

 2015-05 | World Diamond Magazine  85



Antwerp Diamond Industry 
Second Quarter Figures 
Follow First Quarter Trend

86 World Diamond Magazine | 2015-05

NEWSWORLD
DIAMOND

MARK
A Mark of the World Federation of Diamond Bourses

D



The figures from 
the first half of 
2015 show that the 
Antwerp diamond 

industry traded fewer rough 
diamonds from January 
through June in comparison 
to last year. The trade figures 
for polished diamonds paint a 
more positive picture.

The trade figures for rough 
diamonds are in line with the 
figures from the first quarter 
of 2015. Exports as well as 
imports of rough diamonds 
declined with respect to last 
year. On the import side, we 
note a decline of 10% in carats 
and 19% in USD. Exports of 
rough diamonds declined 
15% in volume and 21% in 
value in comparison with 

the first six months of 2014. 
From January through June, 
45.9 million carats of rough 
diamonds were imported at 
a value of 6.4 billion USD, 
while 49.9 million carats were 
exported at a value of 6.4 
billion USD.

The price of rough diamonds 
remains high worldwide, 
despite the slight price 
decrease implemented by the 
major mining companies, 
while prices for polished 
diamonds were very low; 
global demand for polished 
diamonds also declined. The 
difference in price between 
rough and polished is so 
small that profit margins for 
diamond manufacturers are 
under tremendous pressure. 

For these reasons, we note 
a global trend toward fewer 
purchases of rough diamonds. 
This trend is consistent with 
other diamond trade hubs 
such as Dubai, Mumbai and 
Tel Aviv.

In contrast to rough diamond 
trade, polished trade 
remains relatively stable 
in comparison to the first 
half of 2014. In terms of 
volume, 1.69% fewer polished 
diamonds were exported and 
0.05% fewer were imported. 
In terms of value we note 
a decline of 3.59% on the 
export side and 3.58% on 
the import side. During the 
first six months of 2015, 3.6 
million carats of polished 
diamonds were imported at 

a value of 7.1 billion USD, 
while 3.2 million carats were 
exported at a value of 7.3 
billion USD.

Imports and exports of 
polished diamonds with 
important trade partners 
such as Hong Kong and the 
U.A.E. remained positive. 
While we see that trade with 
Hong Kong has increased in 
volume, we note that this is 
inconsistent with the value 
of the traded goods. This 
indicates that lower quality 
goods were imported and 
exported. We also notice 
this in the overall consumer 
demand, as consumers are 
looking for more affordable 
diamond jewelry containing 
lower carat content.
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FAIR CALENDER
 09-13 SEPTEMBER 2015 MADRIDJOYA MADRID SPAIN

 04-07 SEPTEMBER 2015 ECLAT DE MODE / BIJORHCA PARIS PARIS FRANCE

 06-10 OCTOBER 2015 MIDDLE EAST WATCH AND JEWELLERY SHOW SHARJAH UNITED ARAB EMIRATES

 15-18 OCTOBER 2015 ISTANBUL JEWELRY SHOW OCTOBER 2015 ISTANBUL TURKEY 

 04-05 JANUARY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW LAS VEGAS USA.

 09-11 JANUARY 2016 KOLKATA JEWELLERY & GEM FAIR  KOLKATA INDIA

 15-18 JANUARY 2016 MALAYSIA INTERNATIONAL JEWELLERY FAIR KUALA LUMPUR MALAYSIA

 16-18 JANUARY 2016 JEWELERS INTERNATIONAL SHOWCASE (JIS) MIAMI USA

 20-23 JANUARY 2016 JAIPUR JEWELLERY SHOW JAIPUR INDIA

 20-23 JANUARY 2016 INTERNATIONAL JEWELLERY TOKYO (IJT) TOKYO JAPAN

 22-27 JANUARY 2016 VICENZAORO VICENZA  ITALY

 24-26 JANUARY 2016 RJO BUYING SHOW SAN ANTONIO USA

 25-26 JANUARY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW MIAMI USA

 31 JANUARY - 02 FEBRUARY 2016 ANTWERP DIAMOND TRADE FAIR ANTWERP BELGIUM

 31 JANUARY - 02 FEBRUARY 2016 CENTURION SHOW ARIZONA USA

 02-07 FEBRUARY 2016 AGTA GEMFAIR TUCSON ARIZONA USA

 03-07 FEBRUARY 2015 JCK TUSCON  ARIZONA USA

 03-07 FEBRUARY 2016 JUNWEX ST. PETERSBURG RUSSIA
 03-07 FEBRUARY 2016 MADRID JOYA  MADRID SPAIN

 05-08 FEBRUARY 2016 IIJS SIGNATURE  MUMBAI INDIA

 07-11 FEBRUARY 2016 JEWELLERY & WATCH BIRMINGHAM BIRMINGHAM UNITED KINGDOM

 08-11 FEBRUARY 2016 MINING INDABA CAPE TOWN SOUTH AFRICA

 10-14 FEBRUARY 2016 MADRID JOYA MADRID SPAIN

 12-15 FEBRUARY 2016 INHORGENTA MUNICH MUNICH GERMANY

 23 FEBRUARY 2016 MOTHERLAND DEFENDERS DAY   RUSSIA

 24-28 FEBRUARY 2016 BANGKOK GEMS & JEWELRY FAIR BANGKOK THAILAND
 25-28 FEBRUARY 2016 SIBJEWELLERY  NOVOSIBIRSK RUSSIA

 26-28 FEBRUARY 2016 JAA GOLD COAST JEWELLERY FAIR  MELBOURNE AUSTRALIA

 27-29 FEBRUARY 2016 SJTA ATLANTA JEWELRY SHOW ATLANTA, GEORGIA USA

 27-28 FEBRUARY 2016 AUSTRALIAN JEWELLERY FAIR - MELBOURNE MELBOURNE AUSTRALIA

 29 FEBRUARY - 01 MARCH 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW LAS VEGAS, NV USA

 01-05 MARCH 2016 HONG KONG INTERNATIONAL DIAMOND, GEM & PEARL SHOW  HONG KONG HONG KONG

 03-07 MARCH 2016 HONG KONG INTERNATIONAL JEWELLERY SHOW  HONG KONG HONG KONG

 07-12 MARCH 2016 AJWEX, AL-AIN INTERNATIONAL JEWELLERY & WATCHES EXHIBITION  ABU DHABI UAE

 13-15 MARCH 2016 MJSA EXPO  NEW YORK USA

 13-15 MARCH 2016 JA NEW YORK SHOW  NEW YORK USA

 16-19 MARCH 2016 AMBERIF  GDANSK POLAND

 17-21 MARCH 2016 THE DIAMOND SHOW BASEL SWITZERLAND

 17-24 MARCH 2016 BASELWORLD  BASEL SWITZERLAND

 18-20 MARCH 2016 GJIIE  CHENNAI INDIA

 19-22 MARCH 2016 EUROPE JEWELLERY & GEM FAIR  FREIBURG GERMANY



 09-13 SEPTEMBER 2015 MADRIDJOYA MADRID SPAIN

 04-07 SEPTEMBER 2015 ECLAT DE MODE / BIJORHCA PARIS PARIS FRANCE

 06-10 OCTOBER 2015 MIDDLE EAST WATCH AND JEWELLERY SHOW SHARJAH UNITED ARAB EMIRATES

 15-18 OCTOBER 2015 ISTANBUL JEWELRY SHOW OCTOBER 2015 ISTANBUL TURKEY 

 04-05 JANUARY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW LAS VEGAS USA.

 09-11 JANUARY 2016 KOLKATA JEWELLERY & GEM FAIR  KOLKATA INDIA

 15-18 JANUARY 2016 MALAYSIA INTERNATIONAL JEWELLERY FAIR KUALA LUMPUR MALAYSIA

 16-18 JANUARY 2016 JEWELERS INTERNATIONAL SHOWCASE (JIS) MIAMI USA

 20-23 JANUARY 2016 JAIPUR JEWELLERY SHOW JAIPUR INDIA

 20-23 JANUARY 2016 INTERNATIONAL JEWELLERY TOKYO (IJT) TOKYO JAPAN

 22-27 JANUARY 2016 VICENZAORO VICENZA  ITALY

 24-26 JANUARY 2016 RJO BUYING SHOW SAN ANTONIO USA

 25-26 JANUARY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW MIAMI USA

 31 JANUARY - 02 FEBRUARY 2016 ANTWERP DIAMOND TRADE FAIR ANTWERP BELGIUM

 31 JANUARY - 02 FEBRUARY 2016 CENTURION SHOW ARIZONA USA

 02-07 FEBRUARY 2016 AGTA GEMFAIR TUCSON ARIZONA USA

 03-07 FEBRUARY 2015 JCK TUSCON  ARIZONA USA

 03-07 FEBRUARY 2016 JUNWEX ST. PETERSBURG RUSSIA
 03-07 FEBRUARY 2016 MADRID JOYA  MADRID SPAIN

 05-08 FEBRUARY 2016 IIJS SIGNATURE  MUMBAI INDIA

 07-11 FEBRUARY 2016 JEWELLERY & WATCH BIRMINGHAM BIRMINGHAM UNITED KINGDOM

 08-11 FEBRUARY 2016 MINING INDABA CAPE TOWN SOUTH AFRICA

 10-14 FEBRUARY 2016 MADRID JOYA MADRID SPAIN

 12-15 FEBRUARY 2016 INHORGENTA MUNICH MUNICH GERMANY

 23 FEBRUARY 2016 MOTHERLAND DEFENDERS DAY   RUSSIA

 24-28 FEBRUARY 2016 BANGKOK GEMS & JEWELRY FAIR BANGKOK THAILAND
 25-28 FEBRUARY 2016 SIBJEWELLERY  NOVOSIBIRSK RUSSIA

 26-28 FEBRUARY 2016 JAA GOLD COAST JEWELLERY FAIR  MELBOURNE AUSTRALIA

 27-29 FEBRUARY 2016 SJTA ATLANTA JEWELRY SHOW ATLANTA, GEORGIA USA

 27-28 FEBRUARY 2016 AUSTRALIAN JEWELLERY FAIR - MELBOURNE MELBOURNE AUSTRALIA

 29 FEBRUARY - 01 MARCH 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW LAS VEGAS, NV USA

 01-05 MARCH 2016 HONG KONG INTERNATIONAL DIAMOND, GEM & PEARL SHOW  HONG KONG HONG KONG

 03-07 MARCH 2016 HONG KONG INTERNATIONAL JEWELLERY SHOW  HONG KONG HONG KONG

 07-12 MARCH 2016 AJWEX, AL-AIN INTERNATIONAL JEWELLERY & WATCHES EXHIBITION  ABU DHABI UAE

 13-15 MARCH 2016 MJSA EXPO  NEW YORK USA

 13-15 MARCH 2016 JA NEW YORK SHOW  NEW YORK USA

 16-19 MARCH 2016 AMBERIF  GDANSK POLAND

 17-21 MARCH 2016 THE DIAMOND SHOW BASEL SWITZERLAND

 17-24 MARCH 2016 BASELWORLD  BASEL SWITZERLAND

 18-20 MARCH 2016 GJIIE  CHENNAI INDIA

 19-22 MARCH 2016 EUROPE JEWELLERY & GEM FAIR  FREIBURG GERMANY

2015 - 2016
 27-31 MARCH 2016 NEW RUSSIAN STYLE  MOSCOW RUSSIA

 28-29 MARCH 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW  DALLAS, TX USA

 02-04 APRIL 2016 JEWELERS INTERNATIONAL SHOWCASE (JIS) MIAMI BEACH, FL USA

 07-10 APRIL 2016 JUNWEX  EKATERINBURG RUSSIA

 10-12 APRIL 2016 SMART JEWELRY SHOW  CHICAGO, IL USA

 13-16 APRIL 2016 AGS CONCLAVE  WASHINGTON INDIA

 14-16 APRIL 2016 VICENZAORO DUBAI  DUBAI CHINA

 20-22 APRIL 2016 CHINA INTERNATIONAL GOLD, JEWELLERY & GEM FAIR  SHENZHEN INDIA

 02-03 MAY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW  BROOKLYN USA

 03-07 MAY 2016 INTERNATIONAL JEWELLERY & WATCH SHOW  ABU DHABI UAE

 07-11 MAY 2016 OROAREZZO  AREZZO ITALY

 08 MAY 2016 MOTHERS’ DAY  USA USA

 11-13 MAY 2016 INTERNATIONAL JEWELLERY KOBE  KOBE JAPAN

 12 MAY 2016 YOM HA’ATZMAUT  ISRAEL ISRAEL

 19-23 MAY 2016 CHINA MINERAL & GEM SHOW  CHANGSHA, HUNAN CHINA

 30-31 MAY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW  LAS VEGAS USA

 30 MAY - 02 JUN 2016 GLDA LAS VEGAS GEM SHOW  LAS VEGAS USA

 31 MAY - 06 JUNE 2016 JCK LUXURY  LAS VEGAS USA

 02 JUNE 2016 REPUBLIC DAYW  ITALY ITALY

 02-06 JUNE 2016 AGTA GEMFAIR  LAS VEGAS USA

 02-06 JUNE 2016 COUTURE LAS VEGAS  LAS VEGAS USA

 02-05 JUNE 2016 LAS VEGAS ANTIQUE JEWELRY & WATCH SHOW  LAS VEGAS USA

 03-06 JUNE 2016 JCK LAS VEGAS  LAS VEGAS USA

 03-06 JUNE 2016 SWISS WATCH AT JCK  LAS VEGAS USA

 04-05 JUNE 2016 HYDERABAD JEWELLERY, PEARL & GEM FAIR HYDERABAD INDIA

 19 JUNE 2016 FATHERS’ DAY USA USA

 20-24 JUNE 2016 INTERJEWELLER 2016 SOCHI RUSSIA

 20-21 JUNE 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW MIAMI, FL USA

 23-26 JUNE 2016 HONG KONG JEWELLERY & GEM FAIR HONG KONG HONG KONG

 05-06 JULY 2016 JOVELLA TEL AVIV ISRAEL

 12-14 JULY 2016 PAWN EXPO 2016 LAS VEGAS, NV USA

 21-24 JULY 2016 SINGAPORE INTERNATIONAL JEWELRY EXPO SINGAPORE SINGAPORE

 22-25 JULY 2016 NEW YORK ANTIQUE JEWELRY & WATCH SHOW NEW YORK USA

 24-26 JULY 2016 JCK LUXURY PRIVÉ NEW YORK USA

 24-26 JULY 2016 JA NEW YORK SUMMER SHOW NEW YORK USA

 25-26 JULY 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW BROOKLYN,NY USA

 29-30 AUGUST 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW UNIVERSAL CITY, CA USA

 26-27 AUGUST 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW LAS VEGAS, NV USA

 31 AUGUST - 01 SEPTEMBER 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW BROOKLYN, NY USA

 05-06 DECEMBER 2016 INTERNATIONAL WATCH & JEWELRY GUILD (IWJG) SHOW MIAMI, FL USA




