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Istanbul Jewelry Show marked
by cooperation agreement
between Turkey and China
The emerging power of India
despite hurdles
by Suresh Chotai
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MARCH ISTANBUL JEWELRY SHOW
DRAWS GLOBAL ATTENTION
WHAT IS ON THE AGENDA AT THE UPCOMING 37th
WORLD DIAMOND CONGRESS IN DUBAI?
ART ENCAPSULATES HISTORY, CULTURE AND
PRESERVES VALUE — IT SHOULD ENFOLD
DIAMONDS TOO

Show me is good,
but teach me is great.
by Rami Baron

T

he diamond industry is
clearly in a state of flux as
each of us try and find our
niche to carve out business.
Fortunately, the diamond industry
has the World Federation of Diamond
Bourses (WFDB) which, apart from
dealing with complex issues often
behind the scenes, has created the
World Diamond Mark (WDM) to
help drive diamond promotion and
awareness.
On a grass roots level, the diamond
and jewellery industry often does not
appreciate the difference between
product knowledge and professional
presentation skills.
Note: I don’t call presentation “selling
skills.” I don’t believe that in the
context of selling a diamond ring you
are in fact selling, but rather they are
buying from you.
Retailers of diamonds often have
limited knowledge of how diamonds
are actually formed, mined and
faceted, and in particular the
technology which is employed today,
other than in most cases a very
superficial understanding. Yes, some
have extended their knowledge with

diamond grading courses and better
yet have made it their mission to read
and ask experts copious questions to
further their knowledge.
Professionals will tell you: it’s knowing
this information that enables you to
exude confidence about diamonds
without having to show off your
knowledge to the customer. Needless
to say, a great way to kill any
diamond sale is drowning the client
with facts. The ABC of jewellery
retail tells us they want to go on a
romantic journey, not back to school
to understand geography and rock
formations.
The generic marketing arm of
the WFDB, the World Diamond
Mark recognized the need for an
educational programme for retailing
diamonds – developed in conjunction
with others such as HRD Antwerp.
To the diamond retailers who may
read this, I pose the following
questions:
• Does your store have its own
diamond training programme for
your sales team?
• Do you annually update it?
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• Does it include information on how
to search the web and which websites
to look at if they were a consumer?
When we stop making the effort
to improve and learn, we are going
backwards. There is no such thing
as “too much information“ or too
much education. Information and
knowledge are the pillars on which we
stand; these foundations allow us to
grow with confidence…we are in the
business of providing our customers
with mementos which capture a
point in time. Combine information,
knowledge and storytelling and our
businesses will surely grow.
In closing, I call you attention to our
“WDM Diamond Retail Opinion Poll”
which is placed as a centerfold pullout
in this magazine. By filling it out,
you and we can learn to tell diamond
stories better!
Rami Baron is President of the
Diamond Dealers Club of Australia; a
member of the Executive Committee
of the World Federation of Diamond
Bourses (WFDB), and a founding
board member of the World Diamond
Mark Foundation (WDM).
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Leading Malaysia jewellery retailer Le Lumiere
awarded WDM Authorized Diamond Dealer status

L

eading diamond
jewellery retailer Le
Lumiere, owned by
Tomei, one of Malaysia’s
leading retail jewellery chains,
and the World Diamond Mark
Foundation (WDM), the
non-for-profit organisation
established in 2012 by the
World Federation of Diamond
Bourses (WFDB), have signed
an accreditation agreement
that secures the status of the
Le Lumiere as Malaysia’ first
retail jeweller to join the WDM
Authorised Diamond Dealer
programme. The signing
ceremony took place in Kuala
Lumpur and Hong Kong on
March 5th, in the presence of
Mr. Datuk Ng Yih Pyng, Le
Lumiere’s parent company’s
Managing Director and WDM
Chairman Alex Popov.

Mr. Datuk Ng Teck Fong and
the Board of Directors were very
pleased and honoured to see Le
Lumiere gain the status of the
pioneer retail jeweller to attain
the title of WDM Authorised
Diamond Dealer in the country.
“The reputation and image
of the Le Lumiere as a leader
in Malaysia’s retail jewellery
are of our foremost concern.
Therefore, by accrediting Le
Lumiere to the WDM ADD
programme, we yet are taking
another step in sustaining the
retailer’s image, contributing to
the improvement of consumer
confidence in diamonds
and diamond jewellery, and
consequently increasing sales
of diamonds and diamond
jewellery to our target
audiences,” Datuk Ng Yih Pyng
stated.

Commenting on the
accreditation signing ceremony,
Mr. Datuk Ng said that the
group’s Founder and Chairman,

“We thank the Tomei Chairman
and Board for their leadership
and vision for Malaysia
diamond jewellery retail trade

Alex Popov signing the WDM ADD documentation for Lumiere

Datuk Ng Yih Pyng signing the WDM ADD documentation

future by starting with the Le
Lumiere Brand,’ Alex Popov
commented. “By joining
the WDM’s efforts and by
adopting the WDM’s ADD
programme, the company will
be making great headway in

Alan Hart is
new CEO of Gem-A
The Gemmological Association of Great Britain
(Gem-A) has announced the appointment of Alan
Hart FGA DGA as the Association’s new CEO. A
former member of the Gem-A Council, Hart is
currently Head of Earth Sciences Collections at the
Natural History Museum, London. With a wealth of
experience in the gem and mineral trade, Hart started
his career at the Natural History Museum in 1981
as Assistant Minerals Scientific Officer, progressing
to his current position of Principal Curator of Gems
and Minerals and Head of Earth Sciences Collections
in 2012. Hart is Chair of the Museum’s Collections
Committee and serves on various science executive
boards, providing strategic and operational goals to
improve standards, best practices and operational
efficiencies.
8 World Diamond Magazine | 2016-07

Alan Hart

bringing back diamonds and
diamond jewellery into the
top performing categories in
the luxury product consumer
market,” the WDM Chairman
said.

TURKISH PAVILION IN

Passport / Bayside
B5148- B5118 / B6149- B6115

Visit the biggest
Turkish Pavilion
for the last 10 years!
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Invited by the Jewelry Exporters’ Association, Chinese jewellery sector representatives
were introduced to the Turkish jewellery sector and a cooperation agreement was signed
between the parties. Jewellery Exporters’ Association President Ayhan Güler told the
guests that there are over 8,000 shops jewellery stores in Turkey. ‘‘It is hard to do business
with China but once we succeed it will have a great impact for Turkey.’’

T

he show witnessed
a big step forward
with a cooperation
agreement between
Turkey and China. Chinese
representatives and their
Turkish counterparts signed
a goodwill agreement that
focusses on improving the
cooperation between two
countries. Shenzhen Gold
& Jewellery Association
President Yang Shao Wu
invited Turkish companies to
join shows in China in order
to get to know the industry in
China. Jewellery Exporters’
Association President Ayhan
Güler added that it is hard to
sell jewellery in China, but if
the Turkish jewellery exporters
succeed, it will be a critical
development.

Jewellery Exporters’
Association President Ayhan
Güler and Shenzhen Gold
& Jewellery Association
President Yang Shao Wu
signed an agreement focusing
on developing cooperation
between the two countries’
jewellery industries.
The President of Borsa Istanbul
subsidiary, Istanbul Gemology
Institute, Oktay Baltalı, and
Shenzhen Jewellery Designers
Association President Xin
Li An signed an agreement
focusing on making commerce
easier for both sides. Jewellery
Exporters’ Association
President Ayhan Güler said
that the İstanbul Gold and
Diamond Exchange is open to
Chinese companies and can
trade tax-free in Turkey.

10 World Diamond Magazine | 2016-07

After the signing ceremony,
according to Chinese
traditions, gifts and plates
were presented. Leading
names discussed their aims
further about developing
relationships between Turkey
and China in a seminar held
after the signing ceremony,
and questions from many
businessmen were answered.
Finally, representatives from
Chinese and Turkish jewellery
companies listened to each
others’ points of view and
shared information in the B2B
meeting.
While talking about the
importance of Chinese
companies coming to Turkey,
Ayhan Güler commented:
“We’ve been working for a
long time to persuade Chinese

companies to come to Turkey.
They actually know a lot
about Turkey. But this was the
first time they attended our
show. Our first impressions
are positive. Of course you
can’t jump into business
immediately. Our products
and designs should be
compatible with the Chinese
market. We will do everything
we can to develop this
cooperation. The companies
that came here are among
the biggest in the world. One
company alone has 3,000
stores, and another has 2,200.
These companies’ total income
is over $16 Billion. It is not
easy to sell jewellery to China.
But if we succeed it will have
a critical impact on jewellery
exports to Turkey.”
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March Istanbul Jewelry
Show draws global attention
More than 1,200 exhibitors took part in the latest edition of
the fair, which recorded in excess of 21,000 visitors.

T

he March 2016 edition of
the Istanbul Jewelry Show,
considered to be in the top five
fairs among the more than 500
jewellery fairs held annually worldwide,
took place for the 43rd time. The show
is produced by UBM Rotaforte with the
support of the Turkish Jewelry Exporters’
Association (JTR), which bring together
the giants of the Turkish jewellery sector
as well as smaller firms.
The Istanbul Jewelry Fair has been
held for the past 31 years, and brings

the many representatives of Turkey’s
jewellery sector together. It is staged in
six halls with a total area of 60,000 sq m.
The March fair featured 1,250 local and
international companies representing
their products or services in a range
of sectors, including gold jewellery,
diamond jewellery, pearl jewellery, silver
jewellery and goods, loose diamonds
and precious stones, semiprecious
stones, pearls, machines and equipment
industry, moulds, software, presentation
boxes, window decoration supplies and
illumination, safety boxes and logistics.

Visitor Profile
21,280 local or foreign professionals from
100 countries visited the Istanbul Jewelry
Show.
TOP 20 COUNTRIES
THAT VISITED FAIR
COUNTRY
TURKEY
IRAN
ALGERIA
SAUDI ARABIA
LEBANON
GREECE
ISRAEL
TUNISIA
UKRAINE
GERMANY
INDIA
SYRIA
MACEDONIA
JORDAN
BULGARIA
IRAQ
UNITED ARAB EMIRATES
MOROCCO
US
AZERBAIJAN
OTHERS

NUMBER OF
VISITORS
16,974
582
316
150
139
109
107
102
101
100
92
86
83
73
67
64
63
59
53
51
1,909

The Istanbul Jewelry Show is supported
by the Ministry of Economy, the
Istanbul Precious Mines and Jewelry
Exporters Union, the Turkey Jewelry
Exporters Association (JTR) and
KOSGEB. It also has Union of
International Fairs (UFI) quality
approval and Quality Management
System ISO-9001 Certificate. The fair
once again brought the Turkish jewellery
sector buyers from Western Europe,
Eastern Europe, the Middle East, North
Africa to Turkish Republics and once
again acted as a commercial bridge in
the international jewelry sector.
12 World Diamond Magazine | 2016-07

10.800 DIAMONDS PER HOUR

Differentiating natural diamonds from laboratory-grown (synthetic)
diamonds is becoming more and more difficult these days. Professional
grading labs such as HRD Antwerp have the expertise and equipment to
identify synthetic diamonds.
M-SCREEN
Automated Melee Screening Device

The development of an automatic melee screening device was therefore deemed
necessary. To this end, WTOCD - the Antwerp research centre for diamonds - has
developed the M-Screen, a superfast tabletop automatic melee screener that HRD
Antwerp commercializes. The M-Screen screens round brilliant diamonds from
1 point to 20 points for Natural, Potential lab-grown/ HPHT colour treated and
Simulants. The M-Screen automatically feeds, screens and sorts round brilliant
diamonds at a super speed of minimum two diamonds per second or 7.200 per hour.
Depending on the size of the stones and the size of the batch, the speed can be as high
as a staggering 12.000 diamonds per hour.

ALPHA DIAMOND ANALYZER
The World’s Nr.1 Professional Diamond Detection And Type Screening
Instrument
The Alpha Diamond Analyzer has specifically been developed for diamond detection,
diamond type classification, screening HPHT-colour enhanced, colourless diamonds
and screening synthetic colourless diamonds.

D-SCREEN
The Most Affordable Compact Diamond Screening Device In The World
The D-Screen is a portable diamond screening device specifically developed by HRD
Antwerp. It distinguishes stones that are not laboratory grown (synthetic) or HPHT
colour enhanced, from stones that are potentially laboratory grown or had their
colour improved by means of HPHT.

ABOUT WTOCD
WTOCD is the Antwerp Scientific Research Centre for Diamonds, and its mission is to assist
the Belgian diamond sector, both the trade and industry, in increasing their competitiveness by
making high-tech products and services available. WTOCD offers a wealth of possibilities in the
area of development, scouting and implementation of new technology to produce top quality
diamonds.
For more information please visit www.wtocd.be

2016-07 | World Diamond Magazine 13
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Second edition of VICENZAORO
Dubai proofs its value as a
global jewellery hub
It takes vision, courage, determination and a substantial investment to launch a
completely new, international jewellery trade show in what still is a rather new
market: The United Arab Emirates. But with the conclusion of the second edition
of VICENZAORO Dubai (VOD), it had become crystal clear that the Fiera di
Vicenza, the Dubai World Trade Centre (DWTC), their joint venture DV Global
Link, and dozens of other partners, had confirmed the event’s role as a new, leading
strategic platform for global jewellery in the region.

O

rganised in Dubai
April 14-17, 2016,
VOD’s second
edition cemented
its value as a strategic
platform that enables key
players in the global as well as
the Middle Eastern jewellery
trade to enter new markets
with a strong interest in
high-end jewellery, and allows
exhibitors and visitors alike to
make new business contacts,
in a high-end setting.
VOD’s success is due to the
geographical position of
Dubai, one of the major world
capitals when it comes to
luxury goods, with a deeprooted tradition in gold

and jewellery trading, and
also the gateway to strategic
areas for the industry (Middle
East, Africa, India, the
CSI countries, Central and
Southern Asia). The qualified
network of expertise and
the business and corporate
relationships developed
by the organisers has also
contributed to the success of
VOD’s format.
The second edition of VOD
involved no less than
21 partners and
key dealers
from
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the Dubai Jewellery
Community, whose status
within the industry has made
it possible to attract numerous
international operators
and also to capitalise on
the support of influential
and respected brands. The
show also had the support
of other important strategic
partners, such as the
Dubai Multi

Commodity Center (DMCC),
the Dubai Gold & Jewellery
Group (DGJG), L’Azurde, and
the Gem Jewellery Export
Promotion Council (GJEPC)
from India.
VOD 2016 recorded
10,142 visits

During VOD, the World Diamond Mark
Foundation (WDM), in cooperation with HRD
Antwerp Istanbul, held a seminar entitled
"Setting Nature's Wonders Apart - Natural
diamonds versus synthetics."

of international operators,
buyers and visitors, from 107
countries and four strategic
markets: Middle East, Eurasia,
North and East Africa, and
Central and Southern Asia.
These figures demonstrate
the global strength of the
event as well as the increased
opportunity for Dubai to
act as a dymanic hub for the
business communities in the
jewellery and international
luxury goods trade.
More than 400 brands
presented their latest exclusive
collections, divided across
four easily identifiable
communities, which made
the event even more efficient
and easy to navigate: Global
Brands, Fine Jewellery
& National Pavilions,
Gemstones & Diamonds,
Packaging & Supply. There
was a particularly rich
presence of businesses to
represent the very best of
Made in Italy, thanks to
effective collaboration with
the Italian Ministry for
Economic Development
(MISE – Ministero Italiano
dello Sviluppo Economico)
– which, through the
Italian Trade Agency (ICE),
organised the coordinated
presence of the Italian
pavilion.
During VOD, the World
Diamond Mark Foundation
(WDM), in cooperation with
HRD Antwerp Istanbul, held
a seminar entitled "Setting
Nature's Wonders Apart Natural diamonds versus

synthetics." Alex Popov,
Chairman and CEO of the
World Diamond Mark said
that "during the past months,
too much has been said
and written about synthetic
diamonds and we have talked
too little about the product
that unites all who make a
living in the diamond and
jewellery business: natural
diamonds. Therefore, we
cannot lose sight of natural
diamonds as one of the most
important elements that
create consumer desire and
enthusiasm for jewellery!"
He also said that "due to
the lack of control in the
distribution of synthetic
rough, these stones
end up in the hands of
unsavory elements that
are largely responsible for
the - undisclosed - mixing
of synthetic stones into
parcels of mostly small
natural diamonds, and as
such are causing significant
reputational damage to our
industry, throughout the
supply pipeline."
Mehmet Can Özdemir,
General Manager HRD
Antwerp Istanbul, provided
the participants in this
well-attended and highly
successful seminar with the
latest updates on identification
methods of synthetic, gemquality diamonds, and offered
jewellers practical advice as
what to look out for when
inspecting them.
2016-07 | World Diamond Magazine 15
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L’ÉCOLE Van Cleef & Arpel educates...
the consumer
Van Cleef & Arpels has created a school for the public,
to shed light on the secretive worlds of jewellery and
watchmaking. Its goal is to instill an intellectual and
emotional understanding of these exceptional arts. L’École
dispenses groundbreaking courses of initiation and
education to enthusiasts, lovers of beauty, the curious and all
those seeking to become enlightened amateurs. It is a unique
initiative, in keeping with the Maison’s ethic of excellence.

16 World Diamond Magazine | 2016-07

F

ounded by Marie
Vallanet-Delhom in
February 2012, Paris’
L’École Van Cleef
& Arpels is the first school
established for the general
public to learn about the
savoir-faire, the history, and
culture behind jewellery and
watchmaking. Its goal is to
instill an understanding of
the spirit of these exceptional
crafts; to encourage mastery
of their techniques through
personal experience; to
educate the hand, the eye
and the sense of taste. It
does so with the help of
experts who are passionate
about their subjects:
art historians, virtuoso
craftsmen, experienced
jewelers, gemologists, master
watchmakers and historians
of time share their knowledge
with students from all over
the world.
Since opening, L’École
Van Cleef & Arpels has
welcomed many thousands
of students from some
30 different nationalities:
enlightened lovers of beauty.
Its curriculum offers 15
four-hour courses in French
and English, and covers
three subjects: The History
of Art, Savoir-Faire, and the
Universe of Gemstones. Each
course admits no more than

12 students. Prices of courses
vary from 300 to 600 euros.
A different way of teaching
L’École Van Cleef &
Arpels employs innovative
educational methods,
guaranteeing students a
complete education and a
memorable experience. From
“investigation,” enabling
participants to acquire
the means of analyzing
and identifying gems, to
“creation”, i.e. practicing craft
techniques and sampling
the pleasures of the creative
process – and “immersion”
in which new perspectives
plunge students into history
itself. The senses are engaged

to communicate emotion and
to leave a lasting impression:
sight, which makes it possible
to dive deep inside gems and
stimulates questions; hearing,
thanks to which students
can imagine the bustle of a
precious stone market or the
sound of stones being cut on
a polishing wheel; and touch,
with the handling of objects,
jewels and gems.
With a total floor space of 750
sq meters, l’École contains
two classrooms dedicated
to the History of Art, one of
them housed in a splendid
18th century salon; a library
open to all students; four
permanent workshops;

a gemology workshop;
a jewellery workshop; a
design workshop, and a
watchmaking workshop.
An itinerant school
L’École Van Cleef & Arpels
also ventures beyond its
Parisian premises to reach
international students. To
spread its expertise across
the globe, L’École Van Cleef
& Arpels travels abroad to
present itself in other world
cities.
“The ‘nomadic’ [character
of the] L’École is key to the
vision and mission of L’École
Van Cleef & Arpels,” said
Marie Vallanet-Delhom,
President. “We pick-up our
expert professors, our entire
jewellers’ and watchmakers’
ateliers, our tools... and
take them to places where
people want to learn. This is
vital to bringing education
to the public about this
wonderful world of dedicated
artisanship, passed on from
generation to generation;
beautiful stones; and the
fascinating history of art
made by humans who love
jewellery,” Vallanet-Delhom
said.
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Looking Forward to
th
the 37 World Diamond
Congress in Dubai

M

ore than 200
participants,
key players
from across the
diamond pipeline, including
rough diamond producers,
diamond-mining countries
and a range of service
organisations, such
as banks,

The NGOs contend,
among other things,
that “in recent years
the worst perpetrators
of violence in diamond
producing areas are
not rebels but state
actors."

gemmological laboratories
and logistics providers, will
join the WFDB and IDMA
representatives at the biennial
platform to participate in
discussions on a number
of wide-ranging topics,
including international
perspectives on the state of
the diamond industry as well
as how to create sustainable,
long-term growth in the
diamond supply pipeline.
Topics for discussions - and
possibly resolutions - will
include, among others:

18 World Diamond Magazine | 2016-07

Transparent and
viable financing
The diamond
industry’s financial

health and its need for a
wider choice of partners
when seeking to finance
rough diamond purchases,
will be one of the most
important issues on the
agenda of both IDMA and
the WFDB. For example,
only recently, Standard
Chartered Bank announced
it will be demanding more
loan protection from clients
in the Indian and Belgian
diamond trade as the bank
seeks to tighten standards,
according to reports in the
international business press.
After lending about $2 billion
to the industry, the Londonbased bank reportedly is
asking diamond-processing
clients to get payment

insurance or to provide 100
percent collateral, Bloomberg
reported. “We have been
working with clients to find
mutually beneficial solutions
to continue to bank the
diamond industry against
a backdrop of increased
compliance reporting and
regulatory capital costs,”
Standard Chartered wrote
in an e-mail to questions
posed by Bloomberg. “We are
focused on generating returns
which cover our cost of
capital and price accordingly
in line with the market.” No
doubt, this topic will keep the
delegates on their toes.
Support for the Kimberley
Process and the diamond
industry’s reputational profile

The 37th edition of the World
Diamond Congress, the
biennial meeting of the World
Federation of Diamond Bourses
(WFDB) and the International
Diamond Manufacturers
Association (IDMA), will take
place in Dubai, United Arab
Emirates, from May 16 to 19, 2016.
The World Diamond Congress is
the most prestigious event of these
two international bodies.
A regular item on the
agenda of World Diamond
Congresses is the industry’s
across-the-board ongoing
support for the Kimberley
Process via the World
Diamond Council (WDC).
The Kimberley Process
(KP) is a government-led
certification scheme, initiated
in a bid to stem the trade
in conflict diamonds. The
scheme was launched in
2003 and requires member
states to set up an import
and export control system
for rough diamonds. Over
75 of the world’s diamond
producing, trading and
manufacturing countries
participate in the scheme.
The WDC’s primary objective

is to represent the diamond
industry in the development
and implementation of
regulatory and voluntary
systems to control the trade
in diamonds embargoed by
the United Nations or covered
by the Kimberley Process
Certification Scheme.
Conflict diamonds are
defined by the Kimberley
Process as ‘rough diamonds
used by rebel movements
to finance wars against
legitimate governments’.
As a result of this narrow
definition, the Kimberley
Process is not empowered to
address the broader range of
risks to human rights posed
by the trade in diamonds.

This limitation, in particular,
has been a bone of contention
for the NGOs that take an
interest in the international
diamond industry and trade,
and within the WDC.

NGOs to redefine conflict
diamonds because, the NGOs
argue, “the KP, however, has
not accounted for the way in
which conflict and illegality
changes over time.”

In Dubai, both the WFDB
and IDMA, which were the
two founding organisations
of the World Diamond
Council, will most probably
use their joint meetings as
a platform to hammer out
and update their policies
on conflict diamonds. The
most important challenge
that continues to be thrown
in the industry’s face is that
“there are no major pockets of
traditionally defined conflict
diamonds,” the pressure from

The NGOs contend, among
other things, that “in recent
years the worst perpetrators
of violence in diamond
producing areas are not
rebels but state actors. The
worst examples of this are
Zimbabwe and Angola,
where security forces control
contested mining areas and
have been documented to
routinely and systematically
abuse artisanal miners and
local communities.”
While the World Diamond
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Council
reportedly held discussions
with the NGOs on the
issue, both the WFDB and
IDMA remain opposed to
these significant changes
in the definition of conflict
diamonds. At the same time,
in their marketing strategies,
producers of synthetic
diamonds are using the
current definition of conflict
diamonds as a ploy to market
their synthetic stones as
being ‘conflict free.’
World Diamond Mark
Foundation
In Dubai, the leadership of
the World Diamond Mark
Foundation (WDMF) – and
by extension the leadership
of the World Federation of
Diamond Bourses (WFDB)
– is expected to make a very
strong case for across-theboard support for a generic
marketing campaign for
diamonds as proposed
by the WDM. “This falls
squarely under the topic
of “Improving members’
competitive position and
increasing their market share
in the luxury consumer
product market,” said WDM
Chairman Alex Popov.

“The
World
Diamond
Congress
is the ideal
place to
impress on
the delegates
participating
on behalf of the
bourses that are
affiliated to the WFDB
that to improve their
members’ competitive
position and to increase - or
better said, regain market
share in the luxury consumer
product market, they need
to take an interest in WDM.
After all, the WDM is part
and parcel of their own
DNA, so to speak, even if
they do not realize it,” Popov
continued.
“Unfortunately, the
information channels used by
the WFDB and the bourses
have been unable to get this
very important message
delivered to the bourses, and
many individual members
of the 30 member bourses of
the WFDB yet have to learn
about the WDM. That is an
unacceptable scenario that
we hope to begin to change
in Dubai,” Popov stated.
However, Popov said he was
not surprised by the current
state of affairs. “For too long,
the diamond industry and
trade itself has ignored the
nominal decline of market
share of diamonds and
diamond jewellery in the
consumer markets, and it
therefore has also disregarded
the need to make significant
financial investments in
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diamond promotion and
advertising,” Popov said.
“Fortunately, we have woken
up and become alert to the
need to help ourselves, since
no one else is going to do it.
And in Dubai, it will become
crystal clear that to help
ourselves, to boost demand
and rekindle consumer desire
for diamonds and diamond
jewellery among consumers,
we will have to put our hands
in our own pockets, country
by country, organisation
by organisation, bourse by
bourse, company by company
and bourse member by
bourse member.”
Synthetic diamonds
As readers of this edition of
the World Diamond Magazine
can see for themselves, the
topic of synthetic diamonds
is of great interest to the
diamond industry and trade.
This is not because they create
great business opportunities
or are a competitive force
to reckon with. Synthetic
diamonds are a threat to
consumer confidence in
natural diamonds, due to
the unscrupulous activities
of criminal elements that

are mixing small and melee
sized synthetic diamonds into
parcels of natural diamonds.
By leafing through this edition
of the magazine you can
read a variety of reports and
opinion pieces on the subject.
Transparency and Galetea
scans
Another issue that is expected
to be discussed once again,
both by the WFDB and by
IDMA presidents, is the need
for a rough diamond dealer to
reveal the results of a Sarine
Galatea scanning analysis,
and the demand by a large
group of bourse members
that a rough diamond dealer
offering a rough stone for
sale is obliged to inform a
potential buyer that such a
report does exist, and this
should be confirmed by a
laser inscription on the stone.
Read more about it in the
article in this edition by Nurit
Rothmann.
There are unlikely to be any
dull moments at the World
Diamond Congress, and we
can count on the organisers
to make this an unforgettable
experience.
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A magnificent night in

ISTANBUL
The 8th AJUR Jewelry Design Competition
organised by the Jewellery Exporters’ Association
ended with a gorgeous finale and designers
receiving their just rewards. The surprise of the
magnificent night was the famous singer from
Lebanon, Haifa Wehbe, gave a magnificent
concert for 1,300 guests. Jewellery Exporters’
Association President Mehmet Büyükekşi,
who gave the Golden Jewelry Design Grand
Prize, underlined the importance of design
and announced that TIM would build a
design center.

T
Haifa Wehbe

he 8th AJUR Jewelry
Design Competition
organised by the
Jewellery Exporters'
Association reached its finale on
March 11. Famous Lebanese singer
Haifa Wehbe took to the stage
to entertain Turkish and foreign
jewellery makers of and the VIP
delegations that were attending the
Istanbul Jewelry Show.
Ayhan Güner, the President of
the Jewellery Exporters' Union,
welcomed guests and spoke of
Anatolia’s 5,000 year jewellery
tradition and the efforts made to
ensure this tradition continued in
the future. Güner also declared that
with the added value obtained from
design, the country would reach its

export target of $12 billion.
Büyükekşi: Turkey will achieve its
goals via R&D and design
President of Jewellery Exporters'
Association, Mehmet Büyükekşi,
pointed out that, thousands years
of jewellery tradition gave Turkey
great potential in terms of design
which could be transformed into
added value.
“In 2015, the jewellery sector saw
$2.6 billion dollar of exports. Our
sector has very serious goals for
2023 such as an export target of $12
billion and to grow by 1.6 percent
its share of the global market.
Like all other sectors, in order to
reach these goals, the jewellery
sector has to focus on research and

development and innovation as well as
branding and design. According to the
‘2023 Turkey Innovation Strategy’ that
we have been focusing on and which
we will declare soon, it is estimated that
innovation in the jewellery sector will be
based on retail, product design, branding
and marketing.
“In our country, the importance
attributed to design is increasing. Within
the scope of the government’s research
and development reform, there are some
issues to encourage design activities
such as design centers receiving benefit
from the incentives provided to research
and development center. Furthermore,
the Jewellery Exporters' Association
will establish a design center in the near
future. These efforts will help Turkey to
achieve innovation and design. I believe,
as a result of these efforts, the Turkish
jewellery sector will be very successful in
the international arena.”
Following the speeches, the traditional
‘Respect to Masters’ awards were
presented to Sirun Sirunyan, Ardaş
Arzuman and Azmi Turan Tonyalı for
their devoted efforts and contributions to
the sector. This ceremony was followed
by a fashion show in which the designs
which came to the finals under the
concept of peace were revealed. First
of all, the awards in the gold jewellery
category were presented.
In this category, Endless Road, designed
by Sümeyye Erkan and manufactured

by Bona Gold, was awarded the grand
prize and the trophy was delivered by
Mehmet Büyükekşi. The Wave, designed
by Şeyda Korkmaz and manufactured
by Mamuş Jewelry came second, while
Valuable, designed by Yasin Gezgeç and
manufactured by Melike Jewelry, won
third place.
In the jewellery category, Kaizen,
designed by Evren Şengüller and
manufactured by Roberto Bravo, won
first place, with Ayhan Güner presenting

the award, while The Green Mile
took second place. It was designed by
Cemresu Erdoğan and manufactured
by Gleam Diamond. The third prize
went to Heart of Light, designed by
Şinasi Göktürkler and manufactured by
Il Bernardo. The Jury’s Special Award
was given to Peace Mandela which
was designed by Meltem Şahan and
manufactured by Anka Model, with the
prize awarded by President of the Jury,
Yıldırım Mayruk.
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By Louise Prior

While most retailers probably have heard about the WFDB, they
may not have a clear idea about what the organisation does and
stands for. London-based WFDB Executive Director Louise
Prior will try to dispel the fog….

F

ounded almost
70 years ago, the
World Federation of
Diamond Bourses,
which is usually referred
to by its acronym WFDB,
represents 30 affiliated
diamond bourses and by
extension their individual
members, in no less than 21
countries, on five continents.
Its aim is to protect the
interests of these bourses,
their members, their business
environment, to oversee and
apply the WFDB’s rules and
regulations and last but not
least, to enable the amicable
settlement or arbitration of
disputes between individual

members of the affiliated
bourses and/or between
affiliated bourses.

and to engage responsibly on
behalf of the industry with
external stakeholders.

The WFDB’s paramount
responsibilities include
strengthening the
reputation, integrity and
credibility of both the
international diamond
trade and its product,
diamonds. Representing its
bourse members and the
international diamond trade,
the WFDB aims to protect
the image and authenticity
of diamonds; safeguard
the legal and commercial
trading environment of the
midstream diamond market

The vision of the WFDB is to
professionalise the diamond
industry by promoting a
better understanding and
closer cooperation between
people around the world
whose livelihood depends on
diamonds.
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Members of the bourses
affiliated to the World
Federation of Diamond
Bourses pledge themselves
to uphold the traditions,
principles of mutual
trust, ethical standards,

consideration and traditions
that prevail among the
members of the bourses
worldwide. They pledge
themselves to abide by and
promote these principles
ensuring that they will forever
serve as a basis in business
relations between members
of the affiliated bourses
worldwide.
In the rare case that a
member of a bourse has been
found to have acted against
the laws and by-laws of his
bourse and of the WFDB,
they can be banned from
all other member bourses
as well, thus ensuring that

they cannot continue to
work and possibly cause
further injury to other bourse
members. This acts as a strong
deterrent to illicit activity and
helps ensure that the global
diamond industry is able to
work in a responsible and
transparent manner.

promote consumer desirability
and confidence in diamonds.
The WDM works to spread
consumer awareness and
desire for diamond jewellery
and to help jewellery
retailers increase sales. More
information can be found at
www.worlddiamondmark.org.

Disciplinary measures
have assumed increasing
importance as compliance
and ethics have come to
the forefront of the global
diamond trade and industry
stakeholders, including banks,
producers, governments,
civil society, consumers and
media, draw comfort and
confidence from the fact that
the WFDB has an established,
functioning disciplinary
system.

The Structure of the WFDB

To ensure the WFDB plays its
role of leading and meeting
the challenges of policy,
debate, representation and
leadership, the WFDB’s
leadership team regularly
meets with a wide variety
of industry stakeholders,
including the rough diamond
producers, banks and other
financial institutions and
retailers, in order to maintain
open dialogue, the exchange
of information, news, ideas
and to support industry
interests.
The WFDB also aims to
promote global diamond
trading and to encourage the
establishment of new bourses,
with the view of eventual
affiliation of all centres in
which diamonds are actively
traded. The WFDB has
stringent requirements and
insists these are met and
diamond exchanges operate
according to the highest
international standards.
In 2012, the WFDB
established The World
Diamond Mark, a notfor-profit organisation, to

The current structure of
the WFDB comprises Ernie
Blom as President, the Vice
President, Secretary General,
Treasurer General, Executive
Director and eight additional
executive members including
at least one member each from
every one of the five major
manufacturing and trading
centres (Antwerp, Ramat
Gan, New York, Mumbai and
Johannesburg). No country
may have more than two seats
on the Executive Committee.
There are three key
committees; Judicial, Trade
and Business, Promotion
and three smaller; Lab, FATF,
Producing Countries, the
members of which take an
active part in the activities
and deliverables mandated for
each committee.
The WFDB General Assembly
is required to meet every
two years at World Diamond
Congresses. In those years
in which the WFDB general
assembly does not meet, the
various bourses’ leadership
meets for high-level
discussions at what is known
as the President s' Meeting.

and to determine the amount
of the yearly contribution
payable by each bourse.
Each affiliated bourse is
represented in the WFDB
General Assembly by a
maximum of three delegates.
However, within the General
Assembly, each affiliated
bourse is entitled to one vote.
The President and the
Vice-President cannot be
elected for more than three
consecutive terms of office.
Since its inception, the seat
of the World Federation
of Diamond Bourses is in
Antwerp, and that is also
where the Office of the WFDB
Secretary General is located.
The office manages the daily
administration of the WFDB.
At the World Diamond
Congress in Amsterdam
in 1975, the WFDB and
the International Diamond
Manufacturers Association
acted together to regulate
diamond grading standards,
appointing a joint committee
to create an international set
of rules, working methods and
nomenclature. In 1978, the
system was presented at the
World Diamond Congress in
Ramat Gan, and approved as
the International Diamond
Council (IDC) International
Rules for Grading Diamonds.

More information
can be found at www.
internationaldiamondcouncil.
org.
At the World Diamond
Congress in Antwerp in
2000, the WFDB and the
International Diamond
Manufacturers Association
(IDMA) acted in unison
in an effort to protect the
diamond pipeline from the
infiltration of stones from
conflict areas.. Thus was born
the World Diamond Council
(WDC), the all-industry
body that, together with the
United Nations, governments
in producer, manufacturer
and consuming centres,
and NGOs, formulated
the Kimberley Process
Certification Scheme. More
information can be found at
www.worlddiamondcouncil.
org.
The ability of industry leaders,
the WFDB to be proactive
to changing conditions in
the market has, since 1947,
provided the diamond sector
with an ability to act decisively
and in unison, despite the
great distances between the
various manufacturing and
trading centres.
For more information, visit the
WFDB website at
www.wfdb.com

Only the WFDB’s General
Assembly is entitled to
amend the WFDB’s ByLaws and/or Inner Rules, to
decide upon the admission
of new members, to elect
the executive officers of the
WFDB, to nominate honorary
officers of the WFDB, to
decide upon the place where
the next congress shall be held
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by Nurit N. Rothmann

More than 600 Israeli diamond manufacturers have signed a letter that
calls on the bourses to support a decision taken by the World Federation
of Diamond Bourses, which is meant to improve transparency in the
rough diamond trade. If enforced, it will greatly reduce the level of risk
that has for so long been part of the business.

L

et’s think for a
moment about a
game of poker. All
those around the
table understand that, even
though some players may be
more talented than others, the
mathematical risk is equally
distributed.
But now imagine that one
of the players knows what
cards the others are holding.
Could the game continue
to be played out fairly, with
even the losers walking
away satisfied that they had
been provided a fair shot?
Clearly not. Indeed, it is
unlikely anyone would have
even joined the game if they
realised that the risk was
unevenly distributed.
Until recently the rough

diamond trade shared
certain characteristics with
the game of poker. While
the talent, experience and
knowledge of rough traders
definitely were factors, the
internal characteristics of
a stone – which ultimately
determine its value on the
polished diamond market –
were concealed equally from
all participants. Like poker,
rough diamond trading can
be a high-risk business, but it
is one that we agreed to join
because the rules were fair.

its real economic value. To
return to our poker analogy, it
was as if spectacles had been
invented that empower the
wearer to see what cards all
the players around the table
are holding.

But then something happened
that undermined the premise
of equally distributed risk,
and that was the development
of technologies that enable
one to analyse the interior of
a rough diamond, revealing

The game changer was
Galatea, which is a system
developed by a group of
diamond experts, that
was purchased by Sarine
Technologies in 2008. It
enables the comprehensive
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Now ask yourself…. In poker,
if one or more of the players
are wearing those spectacles,
should we expect the other
participants in the game to
continue playing? Almost
certainly not, but in the rough
diamond business some
would disagree.

and accurate detection and
mapping of inclusions in
rough diamonds, and in so
doing potentially eliminates
much of the risk that has so
long been part of the trade.
Game over? Not so quickly.
Galatea reduces a buyer’s risk
as long as the buyer is able
to use it before making the
purchase. It’s common sense,
surely. You would ask a motor
mechanic to check a used
car for hidden defects before
actually buying it, and not
afterwards, correct?
Passing it forward – the
rolling stone
But what is common
practice with used cars is
not necessarily so the rough
diamond business. The

following is a far more likely
scenario….
Buyer A purchases a rough
diamond for a considerable
sum, let us say $1.8 million,
on the assumption that
it will yield one or more
high-quality polished gems
that provide a healthy profit.
But after submitting the
stone for examination using
Galatea technology, Buyer
A discovers that the stone’s
potential value had been
grossly overestimated.
Buyer A is left with two
choices, either to absorb the
loss or to sell the rough stone
to Buyer B, most probably at
a modest profit. Guess which
option is chosen!

playing with marked cards,
knowing full well that the
stone being sold was worth
considerably less than what
was being asked for it.

But now imagine that one of the players
knows what cards the others are holding.
Could the game continue to be played out
fairly, with even the losers walking away
satisfied that they had been provided a fair
shot? Clearly not.

So Buyer A has created the
baseline, and each time the
rolling stone is sold, the price
edges upward. Eventually,
however, Buyer C, or Buyer D
or Buyer E decides to cash out
and cut the diamond. Only
then does he discover that he
is holding a losing hand.

In the Age of Galatea it is
unlikely that the person who
was burned would ever agree
to do business again with the
individual who sold him the
stone. The rules of the game
have changed.

Once upon a time, the last
buyer in the chain would
have considered the loss
fatalistically. After all, each
of the earlier buyers had the
same set of choices, because
the risk was equal. But in the
Age of Galatea it is always
possible that one or more of
the buyers in the chain was

The creeping level of mistrust
in the rough diamond trade,
brought on by a conscious
lack of transparency, is
proving devastating. Friends
of mine, some of them
respected manufacturers and
even sightholders, have left
the business disillusioned.
Colleagues are switching

The mission – to halt
creeping mistrust

professions, looking for more
stable and more promising
prospects in other fields.
Was this another business
sector – the pharmaceutical
industry for example –
we would assume that
full disclosure was being
practiced from the very
beginning. And this is what
we should aim for. With
the technology that is today
available, mining companies
would ideally sell rough with
Galatea reports, enabling
the first buyer in the chain,
and all those who follow, to
make a properly informed
purchasing decisions.
But before that goal is
achieved, there are other
steps that can be taken. In
fact, some already have. More
than two years ago the World
Federation of Diamond
Bourses (WFDB) decided
that, while a diamond dealer
is not necessarily obliged to
reveal the results of a Galatea

analysis, he or she is obliged
to inform a potential buyer
that such a report does exist,
and this should be confirmed
by a laser inscription on the
stone.
This cannot be defined as full
transparency, but it definitely
is a move that encourages
transparency. The problem
is that the bourses, which
are expected to implement
WFDB decisions, have been
slow to follow through.
However, one that was ready
to pick up the gauntlet was
the Israel Diamond Exchange,
but it found itself almost
alone.
In the meantime, a
group of young diamond
manufacturers and traders,
most of them secondgeneration diamantaires,
have established a group
whose goal it is to encourage
as many bourses as possible
to join the WFDB initiative.
Their mission is to salvage
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the ethos of integrity in the
business, and the response
has been overwhelming. In
just several days more than
600 of their peers signed
on. Something good is
happening.
It is my fervent hope that
this movement for greater
transparency, with the
courageous support of the
Israel Diamond Exchange,
will reverberate throughout
the trade. Manufacturers
will come to know that, if
they want to reduce their
level of risk and optimise
their chances of getting a fair
return on their investment,
it would be wise to purchase
rough where the business is
more transparent.
Winners and winners
Unlike poker, it is not a
foregone conclusion in the
diamond trade that there
inevitably are both winners
and losers. In a transparent
business environment, it is
altogether possible that all
players in the chain come
out winners, just as in a
non-transparent business
environment the industry has

whole may ultimately lose.
Neither is it a foregone
conclusion that your
colleagues seek to deny you
earning a fair profit.
Jonathan Fields, an
entrepreneur and the
bestselling author of
“Uncertainty: Turning
Fear and Doubt Into Fuel
For Brilliance,” recently
posted a blog about Chris

Guillebeau’s Adventure
Capital programme, which
among other things assists
business enterprises in
bringing a products to the
market, generating both buzz
and sales.
At the end of Jonathan’s post
he gave his readers two ways
to visit Chris’s page:
Option 1 was an affiliate link,
for which Jonathan made
an honest disclosure that,
for each person choosing
the option, he will receive a
commission.
Option 2 was an ordinary
link, which, as Jonathan
explained, would yield the
same result, but would not
generate any commission.
What Jonathan sought to
discover was the percentage
of his readers who would be
satisfied with him benefitting

from providing them a
service, versus how many
would prefer to avoid the
possibility of him benefitting,
even if it costs them nothing.
The results of the experiment
were eye-opening. Some
76 percent of his readers
selected the affiliate link, and
so contributed to Jonathan’s
income.
Do you know why? Clarity
and transparency enhance
trust, outweighing suspicion
and misgiving. If you provide
people with a fair choice,
their inclination, generally,
is treat you equitably. It is a
lesson that we should learn.
This – slightly adapted - article
was first published on the blog
site of Nurit Rothmann.

About Nurit Rothmann
Nurith Rothmann is the founder and President
of N.Rothmann. Her expertise is in brokering
rough diamond deals, writing reports, analysis
and forecasts, as well as managing stocks and
diamond tenders, as well as the promotion, branding and logisticsmanaging of diamond projects.
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Rapaport brands
investment diamonds

by Dave Siskin

T

he Rapaport Corporation’s
Raplab has announced a new
diamond grading report – the
Rapaport Investment Diamond
Report (IDR). This report will only be
available for round brilliant diamonds
above 0.50 carat that meet very strict
guidelines. All diamonds submitted
must have a GIA grading report. Only
diamonds graded D-H, IF-VS2, EX-EXEX will be considered. Borderline grades
will be rejected.
Calling this document a “diamond
grading report” is somewhat misleading.
It relies on a GIA Report to set the
grade. The IDR does contain additional
information concerning tint, location
and colour of inclusions. It also contains
high resolution images. But most
important, it becomes Rapaport’s stamp
of approval.

a feeling of rising value. The Rapsheet
supports the values with a list of prices
on polished goods.
Rapaport has too many fingers in too
many pies to be an objective, third party
observer and reporter of the diamond
market. When a company is involved in
the selling, and auctioning of diamonds
as well as running an online trading
platform; it seems to be a conflict of
interest to also be the one to set the
market prices.

Commodities are typically consumable
products, traded in a free-market driven
by supply and demand. Diamonds have
never been a free-market product. The
degree of market manipulation in the
diamond industry has always been
too much to ever be a free-market.
The supply was controlled to create
the illusion of scarcity and the price of
rough continually increased to provide

Paying retail for a diamond is never a
good investment. There is little liquidity
at a retail price. To liquidate quickly,
the diamond will need to priced below
wholesale. The consumer will discover
the true value of their “investment”
when they try to sell it, Our industry
lost the faith and trust of a good portion
of the baby-boomers and GenXers as
they attempted to cash in on family
heirloom diamonds to survive the last
recession. We can’t afford to lose another
generation to disillusionment when their
“investment” turns sour.
If we want the diamond industry to have
a future we need to base the product
on emotion, beauty, and lifestyle. The
return on value must be based on the
experience of enjoying diamond for
what it is or what it means, not on the
illusion of a financial investment.

Let’s call it what it is. It is not an
independent evaluation, it is a BRAND.
This is another step toward Martin
Rapaport’s goal of turning diamonds
into a commodity to be used as an
investment vehicle. Stones with an
Investment Diamond Report are not
intended to be worn as jewellery. Many
of these diamonds will spend their
life in a vault while only their reports
are traded in the market. Since they
are Rapaport branded A1 diamonds,
the price should match the Rapsheet
without discount.

provenance of “Certified Investment
Quality Diamonds,” they will be sold
at a premium retail price like any other
branded luxury product. This is where
the scheme falls apart and may become
dangerous, at least to the consumer.

Martin Rapaport recently accused
DeBeers of running a Ponzi Scheme. I
guess he doesn’t want the competition.

“The Rapaport Investment Diamond
Report is designed to identify the best
diamonds in the market while providing
the trade, investors and consumers with
the highest level of confidence in quality. It
will enhance the ability to trade diamonds
electronically and enable new highly
liquid and efficient investment diamond
markets.”
Inevitably, most of these branded
“investment” diamonds will find their
way to the retail counter. Under the

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. He
published this article earlier
on the Jewellery Net Asia
blogsite.
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by Suresh Chotai

India’s diamond, gem and jewellery sector may have
witnessed an average performance during 2014-15 but with
the country’s strong economic fundamentals and improved
infrastructures, it is surely going to regain the sector’s lost
shine in near future.

I

ndia’s diamond gem and jewellery
sector had suffered a lot because of
the two consecutive poor monsoons
and a sluggish economy of certain
key nations. Gem and jewellery exports
from India during April-Oct 2015 fell by
3.43 percent to $25.90 billion. The decline
in the diamond and jewellery export
sectors has been more severe at 14.41
percent and 21.01 percent respectively.
Imports for the year to date were down
27.2 percent with a direct impact on
prices. Indian companies buy about 8590 percent of the world’s rough diamonds
by volume.
Work in Surat has also been affected
due to slow demand and a down-turn of
global economy. The city witnessed a few
bankruptcies, more than a few closures,
and big numbers of layoffs. Even those
companies which are running are said to
have reduced working hours and wages
to avoid job losses.
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From a global perspective also, 2015 was
a turbulent year for the rough diamond
market. According to a report released
by Bain & Company, rough diamond
revenues grew by eight percent last year
on the strength of increased sales by the
top five diamond producers in spite of
a decline in the overall volume of carats
mined. During that same period, the
rough diamond production volume fell
by four percent globally to slightly less
than 125 million carats, with the largest
drops occurring in Australia and Africa.
The recently published report stresses that
cutting and polishing revenues continued
its positive trajectory last year with
growth in the mid-single digits, owed
predominantly to India and China.
Both the countries together
make up about 80
percent of the
market,

while Africa’s cutting and polishing
market declined drastically. Belgium,
Israel and the U.S., which focus on highend stones, recorded a decline in polished
revenues with volumes of large-sized
rough stones migrating to India. India
now cuts and polishes more than 40
percent of the world’s diamonds larger
than one carat with quality standards
comparable to those of developed
markets.
Moody’s reported that prices of rough
fell by 18 percent since the beginning of
2015 while Bain & Co. says that there has
been a decline of nearly 23
percent since

2015 was a turbulent year for the rough-diamond market.
According to a report released by Bain & Company, rough
diamond revenues grew by eight percent last year on the
strength of increased sales by the top five diamond producers
in spite of a decline in the overall volume of carats mined.

Mr. H R Khan

Mr.
H R Khan Joshi
Mr.
Dharmakirti

mid-2014. But both analyst companies
believe that further cuts will be required
to restore equilibrium in the pipeline.
The year 2015 in the end has proved
asquite hopeful for India’s gem and
jewellery sector with the inauguration
of the India Diamond Trading Centre
(IDTC), a historical initiative jointly
taken by India’s Gem & Jewellery Export
Promotion Council (GJEPC) and the
Bharat Diamond Bourse (BDB). The
launch of the SNZ faculty at IDTC in
Mumbai would further enhance diamond
trade and help India in becoming a global
diamond trading hub. This will be a great
help to small and medium traders. With
this added and improved infrastructure,
India can expect a brighter future for its
gem and jewellery sector.

markets during 2015 has caused a great
deal of concern, but we should remember
that the fundamentals of the market in
those countries have remained sound.
They will survive and prosper, quite
possibly during 2016, and will be joined
by other developing markets, like those in
Latin America,” she noted. “As industry
leaders our responsibility is to stimulate
confidence among our constituents,
and to provide them with the tools and
environment in which their businesses
can prosper. We can do that in 2016 if
we remain strong, smart and united,” she
added.
The International Monetary Fund (IMF)
Chief Ms. Christine Lagarde recently
applauded the ongoing government
initiatives such as Make in India
and Digital India. “India stands at a
crucial moment in its history with
an unprecedented opportunity for
transformation,” she said in her inaugural
address at the ‘Advancing Asia: Investing
for the future’ conference.

India has faced weather shocks in
the form of deficient rains for three
consecutive years but a normal monsoon
season this year can lead to a four percent
growth in the agriculture sector. Crisil,
one of India’s leading rating agencies
says that India’s GDP can grow by 7.9
percent if the monsoon is normal and if
the government implements the reform
measures announced so far.
“This growth forecast, which is the
highest by any house and even above the
government’s own estimate of 7 to 7.75
percent, has been arrived at assuming
a faster growth in agriculture,” Crisil’s
Chief Economist Mr. Dharmakirti Joshi
said. Even though he expressed concerns
on the banking front, Mr. Joshi added,
“Implementation of the reforms should
help the economy achieve higher growth
and term 2016-2017 as the ‘years of
reckoning’ which has the potential to
illustrate the path which the economy can
take.”

Ms. Ali Pastorini, Vice President of the
World Jewelry Hub (WJH) and Senior
Vice President of the Panama Diamond
Exchange (PDE) has also predicted bright
prospective for the gem and jewellery
sector. In one of her articles published
in gems2jewellery.com, she says, “The
sluggishness in the Indian and Chinese
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As far as India’s performance
of the domestic jewellery
sector is concerned,
another agency. Ind-Ra, has
maintained a stable outlook
for the retailers. But it has
revised the outlook for
exporters to negative for the
year 2017 from stable in 2016.
Ind-Ra expects retail jewellery
traders to fare well based
on a sustainable domestic
demand, on a shifting market
preference towards branded
jewellery and on the fading
of regulatory headwinds. But
the jewellery exporters may
face temporary hurdles with
the slowing Chinese demand
for diamond jewellery and
are likely to have limited
headroom to withstand
further pressure on their

margins due to the deviation
in rough and polished
diamond prices.
Deputy Governor of the
Reserve Bank of India (RBI),
Mr. H R Khan, said that it
would be difficult for India
to maintain high growth and
CAD at a sustainable level
among falling exports.
Ind-Ra said domestic
jewellery demand would
remain robust and grow at

The year 2015 in the end has proved quite
hopeful for India’s gem and jewellery sector
with inauguration of the India Diamond
Trading Centre (IDTC), a historical initiative
jointly taken by India’s Gem & Jewellery
Export Promotion Council (GJEPC) and
Bharat Diamond Bourse (BDB).

three percent to five percent
in 2016 to 670-685 metric
tons because such demand
remained steady at 600-670
metric tons in the period of
2010-2015, according to the
World Gold Council, despite
gold price volatility on the
back of wedding related

purchases. It believes that the
excise duty hike announced
in the union budget and
mandatory PAN card
requirements for purchases
above INR 200,000 will
impact the demand slightly
in the near term. India’s gold
schemes such as the Sovereign
Gold Bond (SGB) and the
Gold Monetization Scheme
(GMS) are likely to have a
neutral to positive impact
on retailers in the medium
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term as cost savings from
an increase in the domestic
gold supply would be offset
by lower gold sales volumes
due to the diversion of part of
volumes to the SGB.
But the reintroduction of any
measures to curb gold imports

or the restoration of any excise
duty may have a negative
impact on the sector. Also, any
severe falls in the supply of
mined gold globally can lead
to higher gold prices and may
dampen gold consumption,
feels Ind-Ra.

Economic analysts say that
enhancing the efficiency of
product markets, encouraging
private investment, and
improving infrastructure are
the policy choices that India
must explore. Doing so will
not only put India on the
path to sustained growth,
but also strengthen its role in
the global economy and as a
leader for the 21st century.
India’s Prime Minister
Narendra Modi said during
his recent visit to the United
States: “We have moved on
from scriptures to satellites.
The world has now started to
believe that the 21st century
belongs to India. We offer 3Ds
to the world: Demographic
dividend, Democracy and
Demand. I would like to add
one more D: De-regulation.
My policy is that the
government has no business
to be in business.”
Surely then the global
industrial leaders must be
aspiring to take advantage
of India’s huge market size
and its cheap, educated and
young workforce as well as
the purchasing power of the
economically swelling middle
class. The global diamond
industry which has been
passing through a bad phase
these days is also hopeful for
its recovery through Indian
markets. The mining giant De
Beers has set its eyes on India’s
huge and growing young
consumers. In its recently
published ‘Insight Report’ the
company has made a special
mention of India upon which
the global diamond industry
is depending to regain its lost
shine.

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

By Peter Smith

S

o your top salesperson
– let’s presume it
is a woman - just
approached you and
said she wants to be the
manager. It’s a dilemma that
many business owners face
from time to time, and the
choice you have to make
is a little bit like choosing
your poison. If you cede to
the request, you lose a great
salesperson and, potentially,
acquire a mediocre, or worse,
manager. If you decline her
overture, you may lose your
top salesperson anyway.
The ego-drive, so central
to making a salesperson
successful, can compel them to
seek what looks like a higher
aspiration. Despite the fact
that top sales producers and
successful managers often
require entirely different
characteristics (in some
instances, wiring that is
completely counter-intuitive)
that is of little consequence to
the salesperson that has her
sights set on the role. And,
while the pursuit can be fueled
more by emotion than reason,
woe is the executive who
attempts to dampen the quest.
There are, of course, examples

5. Consider flexible working
hours so that she can be
present when you are busiest
(good for her earnings, good
for your business, and good
for your customers).
6. Invest in her by sending her
to classes, conferences, trade
shows or industry events that
both further her professional
and personal growth and
let her know how much you
value her consistently-high
performance.
of top salespeople who do
have the necessary wiring to
be successful managers, but
they are not the norm. So
what do you do when you
are faced with that situation?
While there are few absolutes,
there are some things that
you can do to mitigate the
risk and, quite frankly, to do
the right thing for your top
sales producer and for your
business.
1. Be proactive. Don’t wait
until you are faced with the
above scenario. Keep an open
line of communication with
her and tell her that you would
like to utilize her skills in a
way that would benefit the
organisation and expand her
professional growth.

2. Be transparent and honest
in telling her that you view
her as the model for what an
outstanding sales professional
ought to be (if it is true) and
that you would like to give
her an opportunity to play
an integral part in helping to
shape a better team.
3. Give her an appropriate
training role. This could be an
occasional session where she
shares her closing techniques,
or discusses how she builds
and engages her client base.
4. Be wary of earnings ceilings
that favor non-producers,
while handicapping your best
performers. Simply stated,
top producers ought to make
more.

Again, while there are no
absolutes to ensuring that
you won’t have to face this
situation now and again,
the above suggestions—
particularly implemented
proactively—can go a long
way towards sending a very
clear message of long-term
commitment to your sales
superstar.
As the old adage goes, the
CFO asks the CEO, “What
if we invest in her and she
leaves?” to which the CEO
responds, “What if we don’t
and she stays?”
This article was first
published on the Centurion
Jewelry website: http://news.
centurionjewelry.com

About Peter Smith
Peter Smith is the author of Hiring Squirrels: 12 essential interview
questions to uncover great retail sales talent, has spent 30 years
building sales teams at retail, offering his counsel and advice on
personnel matters. Smith has worked for Tiffany & Co., and was
executive vice president of brand development for Hearts On Fire,
where he authored the Menu for Success, a roadmap for retail
success. He is currently executive vice president of Schachter &
Co., a division of Leo Schachter. Smith’s book is available in print
or Kindle digital edition on Amazon.com.
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How to find
the “Place of Power”
in your market
By Bill Warren

H

ow does one
come to find
their own place
of power in the
jewellery market they serve?
It isn’t such an easy question
and many factors must be
considered. I struggled with
this very question for a long
time until I finally reached
the answer for my store.
A few questions you might
ask yourself in determining
where your place of power
could be:
• What is the average income
of the clientele I serve? Do I
serve a higher end clientele or
is my audience more working
class?
• Is my operation situated

in a bedroom community
of retirees or do I serve
more young couples, up
and coming executives or a
mixture of both?
• Do I serve a more “Art
Oriented” community who
appreciate a custom made
look?
• Does my clientele enjoy
more of the fad type jewellery
or what’s currently hot at the
moment?
These are the questions you
need to ask yourself before

S JN
Southern Jewelry News
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When you know and understand your
place of power, no one will be able to
compete with you. Your buying will be
right and your marketing will be right.

you buy inventory and before
you do your next marketing
campaign. I often ask myself,
who is my core client? How
do I best reach them with the
marketing that I do? Should I
do more direct mail or should
I do more drive time radio,
another billboard? These
are all things that need to be
tested in your store.
It is sad to see many
wonderful jewellery stores
going out of business
because they can’t figure
out their “Place of Power.”
They are too busy trying to
be all things to all people.
They buy too much of the
wrong types of inventory
and cause themselves cash
flow problems. If they’d
only taken the time to study
what inventory has sold best
for them over the last year,

they could have made better
buying decisions.
When you know and
understand your place of
power, no one will be able
to compete with you. Your
buying will be right and
your marketing will be right.
Quit trying to be a “Guild”
operation when you know
most of your clients are blue
collar. Conversely, if you’re in
an upper end market, don’t
come off too promotional in
nature - stock the right kind
of items to fit that market!
You’d be amazed at the
jewellery stores I see who
are trying to be either “Too
High End” or “Too Low End.”
They’re killing themselves and
their pocketbook. Personally
I’ve looked at successful guild
operations and promotional

operations and have learned
equally from both. The
important lesson is - know
exactly where your “Place of
Power” is and don’t vary off
course!
Once you find your “Place
of Power” will you lose a few
customers? Perhaps, but hey,
gone is the day where we can
be all things to all people. You
simply must realize that even
though we would like it to
be, our individual stores will
not be for everyone! That’s a
tough thing to realise, but it
is also very empowering. You
are now polarised to attract
those who enjoy the goods
and services you have to
offer! All it takes is just a little
shift in your own mind.

Those who have been
better business people
have withstood the “Great
Recession” and are in position
to take advantage of the new
and resurgent market that
is happening. The market
is different now and it
requires us to take different
approaches to better optimise
our operations. Learn your
“Place of Power” and then
take your business to the next
level - it’s absolutely possible!
This article was first published
on the website of Southern
Jewellery News. With thanks
to Bill Warren and SJN Editor
Bill Newnam

My goal is to be a better
business person first!
About Bill Warren
Bill Warren, DDJM (The
Doctor of Dynamic Jewellery
Marketing) owns a successful
jewellery store in the western
NC mountain town of Hudson.
Bill speaks to many jewellers
organizations/associations on
the subject of jewellery store
marketing. He also consults
one on one with jewellery
store owners helping them
improve their business. If
you’d like to reach Bill call
828-729-1020 or e-mail
goldman86@bellsouth.net.
Visit his blog at
www.warrenmarketing.
blogspot.com
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by Brad Huisken

I

mpeccability is the
cornerstone to integrity.
Without integrity,
particularly in business,
one’s reputation becomes
slipshod and lackluster.
In selecting companies or
individuals with whom to do
business, would you rather
deal with Sandy Slapdash and
Sam Shoddy or Carla Careful
and Connor Conscientious?
Paying extreme attention to
the details with which tasks,
both major and minor, are
completed creates the basis
for integrity.
Setting the intention of
impeccability is the creation
of the roadmap one intends to
follow in the pursuit of being
true to one’s word:

in any situation, if you
commit to a set of actions,
creating step-by-step tasks/
accomplishments which
carefully move toward the
goal.

actions and assessing their
adequacy toward overall
integrity.

• Avoid misunderstandings:
Ask questions and clear up
any areas that might lead to
speculation conjecture with
facts.

• Assessing and verifying that
movement is, indeed, toward
the targeted outcome.

• Aligning each step
toward a given goal with
the commitments and
expectations that are a part of
the intention:
• Reviewing the sequential

• Doing what you say you’re
going to do and by when you
are going to do it.
• Always doing your best:
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• Taking appropriate action,
to the best of one’s ability.

• Adjusting and correcting
actions which seem to differ
from the original plan, to stay
true to one’s intention.
Completing of the known
steps, adding other actions
that add value to the stated
intention

“The way you do anything is the way you do
everything!”-- Dr. Phil McGraw

• Honouring your word.
• Adding value when possible.
• Assessing progress.
• Sharing the results of the
actions.
• Planning further actions.
Doing business with integrity
pays off in a myriad of
ways. As consistency and
reputation for integrity grow,
respect from others has a
positive impact on the way
you think of yourself. In
any situation, the way you
think of yourself creates the
outcome of anything you
attempt. If you consistently
act in ways you are proud and
that create value, the bottom
line launches in ways that are
unpredictable in their positive
results!
“The way you do anything is
the way you do everything!”-Dr. Phil McGraw

On the basis of the power granted by our deep-rooted history,

REACHING OUT TO NEW SUCCESS STORIES IN
EVERY FIELD OF THE STOCK EXCHANGE BUSINESS

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

www.borsaistanbul.com
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by Suresh Chotai

“Our problem with the traders is only when they sell homemade diamonds as real diamonds... our problem is when
they mix synthetics with natural diamonds and cheat
people. As long as lab-grown diamonds maintain a separate
footprint, we’re fine with their existence.”

T

ime and again, the
Indian diamond
industry has
expressed its
concern about the menace
of ‘contamination’ in natural
diamonds and has also taken
several steps including the
formation of the Natural
Diamond Monitoring
Committee (NDMC) that
has recently developed some
solutions which would help
prevent the undisclosed
mixing of synthetic diamonds
into parcels of natural
diamonds.
Mr. Praveen Shankar Pandya,
Chairman of India’s Gem &

Jewellery Export Promotion
Council (GJEPC) said: “Our
problem with the traders is
only when they sell homemade diamonds as real
diamonds... our problem is
when they mix synthetics with
natural diamonds and cheat
people. As long as lab-grown
diamonds maintain a separate
footprint, we’re fine with their
existence.”
Mr. Pandya admits that if
left unchecked, lab-made
diamonds would threaten
the mined diamond industry.
“We export 95 percent of
our diamonds; if buyers get
lab-grown diamonds in their
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Praveen Shankar Pandya

Contrary to some earlier feedback, NDMC’s
recent research-study shows that the current
gem-quality synthetic diamond rough
production is less than 350,000 Carats
compared to over 125 million carats of
natural gem-quality rough.

Alex Popov

ordered ‘natural pack,’ our
credibility would go down
the drain. We cannot let that
happen,” he declared.
Recently, India has proved its
commitment towards a clean
and transparent diamond
business by enforcing a ban
on the trading of synthetic or
lab-grown diamonds within
the premises of the Mumbai
based Bharat Diamond Bourse
(BDB). Henceforth, all traders
in the BDB will deal only in
natural diamonds and strict
action will be taken against
those who are caught trading
in synthetic diamonds.
Mr. Alex Popov, President
of the Moscow Diamond
Bourse (MDB) and Chairman
of the World Diamond
Mark Foundation (WDM)
said: “I believe that the
reported mixing of synthetic
diamonds with natural ones
is scandalous if not plainly
criminal. Since this is done
mostly with small goods, it
is obvious that the focus has
been on reported incidents
in India and I am encouraged
by the unequivocal
condemnation that I have
heard from our counterparts
in India. Of course, all bourses
need to take the measures
needed to stamp out these
practices.”
Mr. Sanjay Kothari, former

Chairman of the GJEPC, said:
“Unscrupulous traders mix
lab diamonds with natural
ones and sell these at the price
of natural diamonds. We’re
not worried about large-sized
lab-grown diamonds, as these
can be identified and sorted
out easily. The problem lies in
small, HTHP-made, synthetic
diamonds used in mounted
jewellery coming from China.
They are difficult to detect.”
Rightly so, the country
therefore has adopted ‘a
belligerent approach’ against
the mixing of undisclosed
synthetic diamonds with
natural ones. The solutions
developed by the NDMC
are the outcome of one of
the most comprehensive
studies ever made in the
diamond sector – spanning
eight countries across three
continents over a period
of nearly four months. The
study has incorporated inputs
from a wide variety of players
including manufacturers,
retailers, equipment firms,
testing laboratories, global
trade bodies, legal firms,
consultants and industry
experts. The solutions evolved
on the basis of this study will
ensure the implementation
of fair trade practices and
curb the undisclosed mixing
of synthetic diamonds and
ensure full and fair disclosure

to the buyers, the NDMC
claims.
Contrary to some earlier
feedback, the NDMC’s recent
study shows that the current
production of rough, gemquality synthetic diamonds
is less than 350,000 carats,
compared to the production
of over 125 million carats of
rough, gem-quality natural
diamonds. As such, the
phenomenon of the mixing
of undisclosed synthetic
diamonds currently is taking
place on a fairly small scale,
NDMC sources said.
Based on the above facts,
the NDMC has developed
a set of solutions to protect
the sector from accidental
or intentional mixing. The
solutions have covered
four key areas: regulatory,
commercial, process and
technology. The committee
will also continuously monitor
the implementation of these
solutions.
Regulatory
The ‘regulatory’ system would
target the greater traceability
of goods in the value chain
and would inflict penalties on
those found to be indulging
in undisclosed mixing. All
trade bodies and associations
have been advised to first
have a more granular HS

Code system in place to track
the global flow of synthetic
diamonds and secondly, to
adopt amendments in their
Articles and Constitutions to
clearly outline undisclosed
mixing as an unfair practice
and to outline and implement
strict penal measures against
players found to be indulging
in such activities. Apart from
this, the NDMC has also
proposed a change in the
Consumer Protection Act
to give greater protection to
purchasers.
Commercial
The ‘commercial’ solutions
have been crafted to ensure
greater accountability and
trust within the trade. The
NDMC has worked in
association with the World
Federation of Diamond
Bourses (WFDB) to develop
these mechanisms and has
already suggested standard
declarations to accompany
trade invoices globally, which
would provide clarity to
buyers on the nature of the
goods being purchased.
Process
The committee has designed
the ‘process’ solutions to
reduce the potential of
undisclosed mixing. These
include rigorous testing
protocols for goods as well
as a thorough Know-Your-
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The solutions and initiatives suggested by
the NDMC would surely prove to be effective
in safeguarding the interests of all stakeholders, each of whom has a large interest in
ensuring a transparent ecosystem.

Counterpart (KYC) process
in line with the Prevention
of Money Laundering Rules.
These measures will be
supported by putting in place
adequate machines for testing
and systems for tracking
and storing all transaction
data – including test logs and
invoices – and accompanying
declarations.
Technology
The NDMC has ensured to
take the lead in driving more
sophisticated, rapid and
scalable technology to help
the industry players in the
segregation of diamonds. A
Centralized Testing Laboratory
has already been set up within
the Bharat Diamond Bourse’s
(BDB) premises which can be
utilized by any stakeholder
wishing to test parcels or
individual diamonds. More

such laboratories will be set up
soon. In addition, the NDMC
would organize technology
symposiums, seminars and
interactions with technology
players on individual and
group levels to rapidly drive
forward scalable and affordable
solutions for the industry.
The solutions and initiatives
suggested by the NDMC will
surely prove to be effective in
safeguarding the interests of all
stakeholders, each of whom has
a large interest in ensuring a
transparent ecosystem.
Apart from this, several trade
organizations and companies
have been working hard
worldwide and for many
years to minimize the risks
to consumer confidence
resulting from undisclosed
synthetic diamonds. De
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Beers has invested about $65
million in research during the
last 30 years into innovative,
sophisticated technology,
including the DiamondSure™,
the DiamondView™ and the
DiamondPlus™ that can readily
detect all types of synthetic
diamonds, a great boost to
the sustenance of consumer
confidence.
Although technology to
examine synthetic diamonds
already existed, the first
generation of detection
technology focused on
screening larger diamonds.

At the time, there was no
cost-effective method of
screening melée diamonds in
the supply chain. But research
and development efforts were
accelerated to control this issue,
and effective melée-screening
technology is now available.
It should be a recurring process
to further enhance the present
technological advancements
to meet the forthcoming
challenges so the global
diamond industry can protect
itself against any ‘unwanted
mischief ’ of a handful of
dishonest persons.

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

The Mona Lisa syndrome
synthetics need their own
value proposition
by Mahesh Rao

I

t would be fair to say
that there are probably
millions of prints of
Leonardo da Vinci’s
famous painting, the Mona
Lisa. These prints are sought
after and valued by their
owners. They have an artistic
merit of their own, but their
primary value comes from
the fact that they represent an
original, that is of staggeringly
great value.
There’s a huge market
out there for prints of the
Mona Lisa. A market that
provides a legitimate business
opportunity for a great many
print shops. The millions
of Mona Lisa prints have
differing values based on a
different set of criteria — how
good the reproduction is,
whether it recreates the feel of
the original canvas, whether
it mimics Leonardo’s original
pigment hues faithfully and so
on. It’s a great global business.
That business would, however,
shoot itself in the foot if the
print-shop owners launched a
campaign saying the original
was not something to be
valued because Leonardo was
a bad painter.
If the original in the Louvre
museum in Paris, that is way
beyond anyone’s purchasing
power (see note below), is

no longer perceived of being
valuable, would anyone really
want those prints?
That’s what the lab-grown
diamond industry needs to
understand. There is a huge
and legitimate market for
lab-grown diamonds. And
this market will only grow in
size and value as we go along.
But just like those Mona Lisa
prints, lab-grown diamonds
derive their value from the
consumer’s perceived value of
the natural diamond.
Attacking natural diamonds
for a variety of reasons isn’t
going to endear lab-grown
diamonds to the consumer. It
will simply turn them off the
idea of a diamond itself.
The idea is what gives a
diamond its value. De Beers
spent billions of dollars and a
staggering amount of creative
energy in building up that
idea. In monetary terms, a
diamond is worth far more
than the cost of its extraction,
cutting and polishing simply
because that idea triggers a
perception of value in the
consumer. This is what is
known as value-based pricing
— basing pricing on the
product benefits perceived by
the customer instead of on the
exact cost of developing the
product.

Apart from the emotional
content that the famous De
Beers campaigns infused the
diamond with, part of its
perceived value comes from
the idea that it is something
rare and that no two diamonds
are alike.
Lab-grown diamonds simply
ride on this build-up of
perceived value as a base.
That is good in as far as it
goes. But as a specific product
segment, lab-grown diamonds
should now develop a value
proposition of their own.
Lab-grown diamonds are a
perfectly legitimate product
category of their own and they
will certainly find a global
market if they project a set of
attributes that are unique to
themselves — or specifically
built up by the producers the
way De Beers built up natural
diamonds.
Attacking natural diamonds,
however, is like hacking the
very branch of the tree you’re
sitting on. Denigrate natural
diamonds and you denigrate
every product that derives
value from it.
There are clear marketing
benefits of positioning labgrown diamonds as being
responsible environmental and
ethical alternatives
to natural

diamonds. These are ideas
people will buy into — as
long as they still value natural
diamonds.
Somebody please tell the labgrown association about this.
The Guiness Book of World
Records lists the highest
known insurance valuation
for a painting as $100million
assessed for the move of The
Mona Lisa (La Gioconda)
from the Louvre in Paris,
France, to Washington, DC,
and then New York City,
for a special exhibition 14
December 1962 to 12 Mar
1963. However, insurance was
not concluded because the
cost of the highest security
precautions was less than
that of the premiums. Taking
inflation into account, the
1962 value would be around
US$782 million in 2016.
This article was first published
in the blog section of www.
GemKonnect.com. With thanks
to Vinod Kuriyan and Hitesh
Khandelwal of GemKonnect.
About Mahesh Rao

Mahesh Rao is a Bangalore,
India-based jewellery designer
and manufacturer who has worked
on several product development
initiatives with India’s Gem &
Jewellery Export Promotion Council
(GJEPC). He has run several
craft-development initiatives for the
GJEPC.
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By Ya’akov Almor

“The International Grown Diamonds Association first
challenge is to control its product, to create a parallel system
to the KP … and do all in its power to prevent synthetic
rough falling into the hands of criminal elements who are
poisoning the well.”

D

uring the past
few months, a
lot of virtual ink
has been spilled
following the announcement
that an international
association of synthetic
diamond producers had been
formed.
Always quick on the uptake,
our colleague Rob Bates
interviewed (see link 1 below)
Richard Garard, the Secretary
General of the International
Grown Diamond Association

(IGDA). In the interview,
Garard proved to be ill
prepared, displaying a lack
of basic knowledge about
accepted nomenclature, and
an inability to answer many
of Bates’ basic, but important,
questions.
The venerable Chaim Even
Zohar wrote a long analysis
(see link 2 below), based on
the information provided on
the IGDA website (theidga.
com), laying bare the flaws in
the organization’s structure
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The leadership of
the global diamond
business community
has indicated clearly
it is not against
synthetic diamond
per se
as well as the outspoken
transgressions against the
nomenclature - beginning
with the IGDA’s name - of the
FTC, of the recently adopted
ISO standard 18323, and by
extension of the International
Diamond Council (IDC) and
CIBJO, the World Jewellery
Confederation. I advise

reading these articles carefully
and we may hope that the
IGDA, whoever they are, will
take Chaim’s comments and
implement changes. They
have their work cut out for
them.
But neither Bates nor Even
Zohar touched upon what
in my view is the most

important mission the IGDA
has failed to address and
adopt: its responsibility to
protect the supply pipeline
of the diamond, gem and
jewellery industry, from
rough down to the endconsumer, from the damage
- reputational and economic
- that undisclosed synthetic
diamonds in the supply
pipeline are causing and will
continue to cause if no action
is taken.
If there is any reason for
all the negative publicity
about gem-quality synthetic
diamonds, it is the
uncontrolled flow of synthetic
rough into the hands of
unsavoury elements who have
cut it and sold it undisclosed
or purposely mixed it into
parcels of small diamonds,
the source of which is
invariably India. By contrast,
until the recent revelation
that larger synthetic
diamonds are sold as natural
diamonds with recycled GIA
diamond grading reports
on Alibaba, larger synthetic
diamonds - in sizes of 0.30
carat and up – were not
considered a problem, but
that obviously has changed,
too (see link 3 below).
Obviously, the IGDA is aware
of these developments. And
by purporting to represent
the manufacturers of
synthetic diamonds, its duty
is to protect its product from
being abused, and certainly
from misrepresentation to
the consumer, and overall
damage to the reputation
of the business community
they are part of, that is the
international diamond, gem
and jewellery industry and
trade.
Let it be said again: the
diamond industry is not
against synthetic diamonds
per se. The leadership of the
global diamond business

from a limited number of
companies, worldwide. Some
are large, others small, but it
is a niche industry that can
be mapped quite effectively,
also in countries like China
and India.

I do not think that we are asking for the moon
or are demanding that the synthetic diamond
producers need to boldly go where no-one
has gone before.

community - Ernest Blom,
President of the World
Federation of Diamond
Bourses, and Maxim Shkadov,
President of the International
Diamond Manufacturers
Association – have said so on
numerous occasions, and that
position will not change.
And the forward thinking
Harry Levy, President of
the International Diamond
Council, has pointed out time
and again that if the synthetic
producers were to organize
themselves, the diamond
industry and trade would
have a body with which it
could talk!
While the establishment of
the IGDA is an important
step, to become credible,
it will need to bring all
the important producers
of synthetic diamonds
together. Right now, as
has been pointed out by
Chaim Even Zohar, its
four founding members all
have been proven to have
close business ties with the
IGDA’s chair, Vishal Mehta
of IIa Technologies. Where
are all the other, no less
important, synthetic diamond
producers? That raises the
question about which criteria
the IGDA employs to bring
other, independent, members
under its umbrella? And will
they have a say about the
needed changes in the IGDA’s
code?

discussion partner with the
diamond, gem and jewellery
industry, the IGDA’s first
challenge is to control its
product, to create a parallel
system to the KP – let’s call it
the “Singapore Protocol”- and
do all in its power to prevent
synthetic rough falling
into the hands of criminal
elements who are poisoning
the well.
The IGDA and other
synthetic diamond producers
may very well say that this is
an impossible task and that
that they cannot be expected
to police the synthetic
diamond market.
I beg to differ. After all,
all the synthetic diamond
producers - no matter
what technology they
use - buy their equipment

The next step is to engage
these technology providers
and bring them into the
association, by hook or
by crook. In each country,
the IDGA can engage the
local gem and jewellery
associations, often semigovernmental bodies, as well
as governmental institutions,
to identify and target these
companies.
Then, a paper trail of rough
produced by the synthetic
diamond producers needs
to be created, similar to
the KPCS – let’s call it
the Singapore Protocol
Certification System (SPCS)
– that will follow the rough
to the manufacturer. And
finally the manufacturers and
traders of polished synthetic
diamonds will adopt a System
of Warranties to ensure that
nothing ends up in the wrong
hands.
I do not think that we are
asking for the moon or are

To become an accepted
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demanding that the synthetic
diamond producers need
to boldly go where noone has gone before. On
the contrary: the natural
diamond industry has proven
for the past decade and a
half that, working under far
more complex and different
circumstances, it has created
a highly credible and effective
system to stem the flow of
conflict diamonds. With
adaptions, the synthetic
diamond producers can copy
the template and implement
it for their own industry.
In my talks with
diamantaires, who are
often badly informed and
therefore apprehensive
about synthetic diamonds,
I like to remind them how

fast HPHT treated natural
diamond and irradiated
diamonds have become part
of the mainstream menu of
the diamond supply pipeline,
right down to the consumer.
The same will happen with
synthetic diamonds, provided
the synthetic diamond
producers put their own
house in order, accept the
diamond, gem and jewellery
industry rules, and agree to
play a fair game.
I also like to point out to
doubtful diamantaires that
they should take a page out
of the history of the coloured
gemstone industry. Being
encapsulated in their own
business, few diamantaires
know that synthetic sapphire
and ruby (corundum), as
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well as synthetic emerald
(beryl) have been around for
much more than a century!
And they are much easier
to produce than synthetic
diamonds. Has demand for
natural coloured gemstones
diminished or prices
tanked, because of synthetic
counterparts? Not at all. On
the contrary. In addition, it
would help to go back into
the archives and study the
battle that has been fought for
many decades by Chatham,
in particular in the USA,
to allow synthetic coloured
gemstones to become part
of the legitimate gemstone
trade organisations and
associations and to accept
nomenclature everybody can
live with.
Personally, I think that gem
quality synthetic diamonds
will find their niche in the
consumer markets. And
just think of the possibilities
when, at some point,
everybody will get along.
Synthetic diamond producers
could be encouraged to
produce diamonds in
colours that are impossible
to achieve with HPHT or
irradiation. Or they could
cut synthetic diamonds in

shapes that natural diamond
manufacturers cannot achieve
for economic reasons.
More importantly, synthetic
diamond producers could
be engaged to create master
sets for gem labs that are so
accurate and reproducible
that they can help us
progress toward a universal
standard for diamond
grading, an achievement that
unfortunately has eluded the
industry up to now.
The possibilities are no
doubt many! But first, the
synthetic diamond producers’
community, as a single
entity, needs to step up to the
diamond plate…
Links:
http://www.jckonline.
com/blogs/cuttingremarks/2016/02/10/
interview-director-new-labgrown-diamond-association
http://www.idexonline.com/
Memo?id=40410
http://www.jewellermagazine.
com/Article.aspx?id=5635

by Alex Popov

I

n the past months, there
has been great deal of
hype around Leonardo
DiCaprio and other
celebrities’ decision to invest
in the Diamond Foundry,
the synthetic diamond
manufacturer.
I think the Hollywood
star and his partners
made an excellent PR and
self-promotion decision
and I salute their agents’
sophistication and vision.
Apart from obvious image
benefits, it might well be an
interesting business venture
with enormous potential for
growth, especially in medical,
defence and electronics
applications. Proximity to
Silicon Valley giants is not
accidental.
What was our industry
response? Defensive at its best
and hysterical at its the worst.
Rob Bates wrote an excellent

open letter to Mr. DiCaprio
which was logical and raised
important issues. I’m with
you, Rob and so are most of
the others in the industry.
The fact of the matter is that
our industry has become
irrelevant in the real world. In
their eyes we are at best the
shadowy servants of some big
spenders, who themselves are
often of dubious background,
and at the worst — the
dishonest back-stabbing
pedlars capable of all possible
sins, from exploiting ethnic
cleansing and terrorism to
mixing synthetic and real
products for profit.
So why should DiCaprio
listen to us? Why should he
refuse a perfectly sound, clean
and potentially profitable
offer and associate himself
instead with “those fellows”?
Put yourself in his place and
give an honest answer.

So what’s the good news? I
see plenty and here’s some.
When 100 million dollars is
invested by serious people in
a serious venture, it means
that that they will not engage
in all sorts of cheating,
mixing and other unsavoury
activities.
Investing serious money
means planning profits for
shareholders, resulting in
technology improvements
and production expansion,
making synthetic diamonds
cheaper and cheaper in the
long run.
Opening a level field for
competition where we are
certain to win if we play it
right.

The list goes on and on, even
before involving producing
countries’ well-being and
development and other
important considerations.
In conclusion — it’s all in
our hands. We can let it be,
transfer Indian factories to
polishing of synthetics and
close the bourses, or we can
do something about it and
use it to our advantage. But
that is a conversation on a
different topic.
This article was first published
in the blog section of www.
GemKonnect.com. With
thanks to Vinod Kuriyan
and Hitesh Khandelwal of
GemKonnect.

Opportunity for the us to
use the celebrities’ status in
our own promotional effort
without investing too much
money.
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Art encapsulates history,
culture and preserves value
— it should enfold diamonds too

By Alex Popov

T

imes are rough
for the diamond
industry. Matters
have been going
from bad to worse and
it seems the end of this
downturn is still not in sight.
I am tempted to write a “we
told you so” piece or launch
into a diatribe telling you,
“We know the answer to the
problem!” The truth of the
matter is that taking any of
those positions would be
presumptuous, as nobody has
all the answers and I do not
think anybody could have
predicted the present market
situation.

in Latvia — itself a small
country on the Baltic Sea
which is difficult to find on
the world map. Surprisingly,
in the late sixties and
seventies, while a part of
the Soviet Union, it was a
beacon of modern art and
design in the otherwise drab
and dark socialist paradise.
It was my grandmother who
encouraged me to study
art and architecture, and
who inspired my brother to
study jewellery design. As a
matter of fact, I was capable
of drawing decent portraits
and watercolours at that
time. Perhaps, if our industry
will disappear during my

lifetime, I will do some street
paintings and portraits on the
beachfront, in Nice…
But back to our times — what
do diamonds have to do with
art? It all depends on how
we imagine the identity and
position of diamonds in the
future. As we know, art is an
integral part of our history,
our heritage, our faiths, our
preservation of wealth and of
our cultural traditions.
Lately, we’ve seen a
proliferation of conspiracy
theories suggesting diamonds
are the tools by which
hidden cabals and terrorists

exert control on the world
at large. The truth of the
matter is that diamonds
were valued almost two
thousand years before they
were deliberately promoted
and marketed in the 20th
century. Diamonds formed
an important part of Western
culture since Alexander the
Great. Obviously they were
an integral part of the Persian
and the Deccan lifestyle way
before the Alexander’s quest.
I strongly suspect that one of
the reasons he ever went on
his conquests was to get some
of those precious gems for
himself.

I do hope some of you will
smile, as instead of writing
a piece about The World
Diamond Mark Foundation,
the organisation I have the
privilege of guiding toward
making significant headway
into reviving global generic
diamond marketing programs
for diamonds, I’m going to
talk about art.
Would I define jewellery as
art? Big question! It has taken
me some time to formulate an
answer.
I inherited a passion for art
and beauty from my late
grandmother, who was a
simple but educated woman
whose only connection to
art was managing a jewellery
store in a provincial town

t & Arpels president Nicolas Bos (left) and the author admire an emerald and diamonds set made
by Van Cleef for the Maharani of Baroda.
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Why are some diamonds
treated as art objects and
others are not? Maybe as an
industry we killed the concept
of the diamond and diamond
jewellery as art?

Back then diamonds were
valued for their rarity,
purity and beauty. So what
has changed in last two
thousand years? Perhaps
centralised promotions and
marketing killed the art and
commoditised diamonds a
century ago, or perhaps art
has become a commodity
itself. In any case, the
diamond has since lost some

of the cult image and has
been replaced by other popculture symbols.
In the art world, has Andy
Warhol replaced Raphael? No,
they are both art and often
collected and appreciated
by same people. So why are
some diamonds treated as
art objects and others are
not? Maybe as an industry
we killed the concept of

Diamonds formed an important part of Western
culture since Alexander the Great.

the diamond and diamond
jewellery as art? These
existential questions have no
straight answers and are nice
for discussion over a threestar Michelin dinner.
I spent almost four years
visiting museums and
collectors worldwide while
preparing the “India–Jewels
that Enchanted the World”
exhibition that ended in
August 2014 in Moscow’s
Kremlin. New York, Jaipur,
London, Paris, Jerusalem,
Geneva, Doha, Tokyo,
Delhi, Copenhagen, Saint
Petersburg, Mumbai,
Amsterdam, Hyderabad,
Bangkok, Singapore, Kuwait,
Tel Aviv, Washington and
Los Angeles — I found
carefully selected collections
of fine and costume jewellery
everywhere.
So why not bring the
diamond back where it
belongs — to the world of
art? In order not to be emptyworded I invite everyone to
join me and my colleagues
at the World Diamond Mark
to take part in the World
Diamond Museum project
that is being prepared as we
speak by the world’s leading
curators and designers. It will
be the most extensive and
most spectacular cultural

project ever attempted.
Five years ago, when I
presented the Indian jewellery
exhibition concept to my
friends in Mumbai, nobody
believed it would be possible.
Following 2014’s top-of-theworld event in Moscow, we
will be back, in the not-toodistant-future, with the World
Diamond Museum.
Long live the nay-sayers!
This article was first published
in the blog section of www.
GemKonnect.com.
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Randi Zuckerberg:
creativity and social media will
shape the future workplace
by Hedda Schupak

R

andi Zuckerberg,
who helped her
famous brother
Mark catapult
Facebook from a dorm
room project into a global
phenomenon, shared some
of her insights on success
recently. She also listed her
view of the top social media
outlets for jewellery.
Speaking at the 2016 In The
Know conference sponsored
by the Women’s Jewellery
Association, Zuckerberg
told the audience that often
success comes from taking
the road you didn’t plan to
take. After graduating from

Harvard, she began her career
at the famed Madison Avenue
ad agency Ogilvy & Mather,
where she was assigned to
the digital and interactive
marketing team.
“I cried. All my friends were
landing celebrity accounts and
I wanted to be on one too,”
she said. But two years later,
while her friends were still
getting lattes for TV reality
stars, Zuckerberg was leading
a team in a growing field.
That’s when her brother called
and said, “I have this little
project called ‘The Facebook’
and I need your skills in
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marketing.
“Translation: I need
someone to work for
free. I said I would
Randi Zuckerberg
never go to work
for my brother’s
the world and changing how
stupid little company in the
we communicate. It was so
suburbs of California,” said
exciting and intoxicating, I
Zuckerberg. But Mark sent
knew I could never go back to
her a plane ticket to Silicon
corporate world,” she said.
Valley and the rest, as they
say, is history.
At the time, Facebook
“It was super notglamorous—it was all these
dudes in this house. But what
was incredible was seeing
those guys’ passion. You
could see they were changing

was breaking into a world
dominated by MySpace and
Friendster, so the strategy was
to launch with a little bit of
exclusivity and use people’s
real identities, which at the
time was unheard of.

The top five social media
platforms
“What I love for businesses is that you can
almost become your own media company
inside Facebook. Recently I heard Vin Diesel
speak—he gets part of the marketing budget
for movies he makes because of social
media.”

“We know what happens
when you use a fake name
online—people behave in
a way they never would
otherwise. We required real
names.” It was a novel idea,
but as Zuckerberg pointed
out, “If 12 years ago you
would have said, ‘you’re going
to pay to get into a stranger’s
car...’”
But more than that, Facebook
developed a fun company
culture. We wanted everyone
to feel like they were a
hacker—a point of pride in
the tech community.
The company held
Hackathons every month.
Every employee invited to
pull all-nighter at office—with
DJ’s, food trucks, etc., but the
rule was that everyone had to
work on a passion project, not
their regular job.
Most, said Zuckerberg, were
pretty stupid. But what it
did was totally erase the
fear of doing something
stupid or silly, and it’s
amazing what happens
when you erase the fear
of failure inside a company.
People become really creative.
Zuckerberg herself—having
always yearned for a career
in entertainment—made
an 80’s cover band with
Facebook employees. She also
introduced a special video
series, “Inside Facebook Live
With Randi Zuckerberg.”

Two people watched the first
broadcast: Randi and Mark
Zuckerberg’s parents. Two
weeks later, teen idol Katy
Perry wanted to announce her
tour on Facebook Live.
Zuckerberg’s initial reaction
was, “Oh, crap! This isn’t even
a real show!” But she paused
and asked herself what would
her male colleagues do in
the same situation? They’d
find a way make it happen,
and that’s exactly what she
did. “We gathered resources
and made it happen, and she
announced her world tour.
Now 1.5 billion people can see
Facebook Live.”

Zuckerberg next addressed
what she sees as the top
five social media platforms.
Number one on her list,
ironically, was not Facebook
but YouTube. “There’s no
better way to tell a story than
video; if you’re introducing
new product, press release,
whatever. The number-one
YouTube video, incidentally,
is how to put together a baby
stroller.”
Facebook was her numbertwo. “What I love for
businesses is that you can
almost become your own
media company inside
Facebook. Recently I heard
Vin Diesel speak—he gets
part of the marketing budget
for movies he makes because
of social media.”
Number three was LinkedIn,
which people often overlook.
Number four, she said, is
Instagram, which in her view
“was made for this industry!
What better than photos of
jewellery?” she asked.
Finally, she listed Twitter in
her
number five

Most, said
Zuckerberg, were
pretty stupid. But
what it did was totally
erase the fear of
doing something
stupid or silly, and
it’s amazing what
happens when you
erase the fear of
failure inside a
company. People
become really
creative. Zuckerberg
herself—having
always yearned
for a career in
entertainment—
made an 80’s cover
band with Facebook
employees. She also
introduced a special
video series, “Inside
Facebook Live With
Randi Zuckerberg.”
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slot, and joked about how it
originated “from those little
guys I was being charitable
to and gave an interview on
Facebook Live.”

New technology and
workplace trends
Zuckerberg also addressed top
technology trends. First, she

joked that in communicating
with emojis, we’ve kind of
gone back to cave painting.
But growing serious, she said
the most important trend now
is the distinction between
entrepreneur and employee.
“In the new workspace, you
need that entrepreneurial skill
set, whether you’re working
for yourself or working in a
huge company with a team.
You all need to think like
entrepreneurs. The new
workplace now is creative,”
she said.

No matter what size of
business, why not host one
of your own hackathons? Get
your employees to put their
devices down and really think
creatively.
Another big trend is that the
new workplace is mobile.
She cited a website called

Power To Fly, which matches
people who need to work
remotely with companies that
need remote workers. It’s a
tremendous boon for women
or any parents, caregivers, etc.

A third trend is everything
on demand. In New York
now you can get anything
you want with the push of a
button on an iPhone. We live
in a world where you can get
basic health care and basic
education anywhere in the
world if you have an Internet
connection.
With social media, companies
and people become their
own media companies, and
influence becomes currency.
For example, there’s a hotel
in Sydney, Australia, that
gives free nights to any guests
who have more than 10,000
Instagram followers and
post about the hotel. Fashion
designer Marc Jacobs gives
freebies to fans who tweet to a
certain number of followers.
There’s also the rise of 3-D
printing, which has the
potential to change the
consumer marketplace, and
drones, which can be used for
almost anything.
But, she warned, all these
developments are “dot-

complicated.” For example,
3-D printing also means
consumers can make
weapons, drones can be used
to capture poachers and save
wildlife but they also can kill
people, and while you can get
almost anything at the touch
of a button, you also can ruin
your career at the touch of a
button by tweeting the wrong
thing.
“There’s always a cost to
anything, any new innovation.
My concern is that we’re
creating a Downton Abbeylike society, where everyone is
either serving or being served.
We need to be mindful as
we’re using these services.”
For more information, see
Zuckerberg’s website: www.
RZ.socialmedia.learnmore
This article was originally
published on the website
of The Centurion Info Hub
for Prestige Jewelers. www.
centurionjewelry.com. With
thanks to Howard Hauben and
Hedda Schupak.

About
Hedda Schupak
Hedda Schupak, a 30-year veteran of the jewellery industry, is the editor of The Centurion
Newsletter, an American B2B webzine for luxury jewellers. An award-winning former
editor-in-chief of JCK magazine, Hedda has covered trends in the fine jewellery and fashion
industries for almost three decades. She is a popular lecturer in the jewellery industry and
has given more than 120 presentations at major international jewellery shows, regional
conventions and manufacturers’ and jewellery store managers’ meetings. She has been a
guest columnist for trade and consumer magazines in Italy, Japan, Australia, Brazil, and the United States, and is
regularly quoted by the general media including outlets such as the New York Times, the Los Angeles Times, the
Philadelphia Inquirer, and the Atlanta Journal-Constitution, as well as on television in the United States and abroad.
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Bend it like Burton or pretend
in a pale, reflected light
By Mark Boston

R

umour had it that
Elizabeth Taylor
was obliged by her
insurers to wear
simulated diamond replicas of
her trophy pieces on occasions
for security reasons. Liz Taylor’s
tempestuous relationship with
Richard Burton was legendary
but so was their love and the
fabled diamonds he gifted her.
I simply cannot imagine him
risking her fury by suggesting
she put on her simulated
diamonds whatever the
occasion might have been.
Burton bought Taylor some
legendary bling, including
the famous Burton-Taylor
diamond. More than their cost,
the rocks Burton bought his
lady love stood as enduring
symbols. Symbols are strange
things. They sometimes defy
logic. The Liz Taylor-Richard
Burton relationship was an
almost constant high voltage,
unstable melodrama. Yet the
symbols Burton gave Taylor
signified a permanence in their
relationship. Long after both of
them are gone, those symbols
still stand.
The Burton-Taylor and indeed
most of the jewellery associated
with the two great actors would
be way out of reach for most of
the world. There are also a great
many for whom those symbols
don’t resonate the way they do
with others. Still, these people
still respect the fact that those
symbols meant something to
both Burton and Taylor — as
well as proclaiming something
to the world in general.
Some of those who don’t
buy into the symbolism of a
diamond could opt for symbols
of their own choosing. Most
of us are full of admiration

calculatingly opportunistic, that
it sets a new low in marketing,
one that seems to have taken
its inspiration straight from
the Donald Trump school of
“ethical” marketing practice!
The theory seems to be that if
you create enough noise and
confusion and throw around
bucket loads of dubious claims
some of it will surely stick and
you will reap the benefit.

for the success of Swaroski
in so successfully promoting
a brand essence and global
presence that symbolises
creativity, craftsmanship and
artistic merit. Swarovski has
presented a product with
attributes and a symbolism of
its own. Regardless of what
gold, silver and diamonds stand
for, Swarovski sells its own
symbolism. I really admire
them.
To come up with a product
that you present as a copy of
something else, however, is
in my opinion, self-defeating.
You are in effect stating that
your target market consists
of pretenders. And your
symbolism is a hollow reflection
of the original.
And if you want to move
your simulant product up the
perceived value chain and
beyond the borders of its own
market, what do you do? You
have to resort to cheap shots at
the other original product in
order to break into the wider
market.
The pretender marketplace
surely does exist — there are
plenty of people who set great
store by appearances. I can
imagine someone reclining on
a sun-lounger by a sumptuous

pool in Miami, Marbella or
maybe Las Vegas, wearing a
large simulant solitaire and
matching ear-studs, confident
that people will assume that
as she can afford the luxurious
hotel, the bling is real. It might
not say much about the selfesteem of those people, but that
market does exist!
So why, I wonder, does a
company like Charles & Colvard
choose to join the bandwagon
of those belittling diamonds
instead of striking boldly out
on its own like Swarovski? The
new chief executive of Charles
& Colvard recently announced
a strategy of positioning
moissanite, the company’s
flagship product, as an “ethical”
alternative to natural diamonds.
An act so cynically and

Really? What sort of symbolism
do we derive from the Forever
One line of moissanite
jewellery? Even that brand name
hitches a ride on the famous
A Diamond Is Forever that
established the original firmly as
a symbol of a relationship.
You don’t have to buy a milliondollar diamond to bend it
like Burton. You can do it by
choosing a symbol of your own.
But that symbol has to stand in
its own right. Buying a product
whose chief boast is that it
copies another is only for those
who want to live in a pretend
world that derives value from
the rather pale reflection of
something else.
This article was first published
in the blog section of www.
GemKonnect.com. With thanks
to Vinod Kuriyan and Hitesh
Khandelwal of GemKonnect.

About Mark Boston
Mark Boston embarked on a 45-year-long career in the diamond industry
when as a trainee diamond broker, he learnt to sort rough diamonds at the De
Beers Diamond Trading Company in London and polished in Antwerp with S.
Grunberger and son. His long and close relationship with the Indian diamond
industry and its pioneers started when he first visited Mumbai in 1964 and
subsequently started representing many leading Indian companies over the
years. He was actively engaged in obtaining direct rough supply to India in
the face of opposition from the established centres. He has an abiding belief
in the importance of design to the industry, having helped to establish in I990
the Indian Design Competition which was instrumental in the development and
recognition of India’s talented young jewellery designers. He is particularly
proud that his daughter continues in the family tradition, Rachel is a jewellery
designer with her own emerging brand. His blogs can also be found at https://
bostonsroughdiamond.wordpress.com
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Diamonds could be a millennial
girl’s best friend too!
by Nida Abdul Aziz

S

o much has been
said of millennials,
yet so few marketers
genuinely understand
them. That’s probably
because there’s a generational
disconnect between decisionmaking marketers and the
millennials they’re targeting.
I am a millennial woman and
I can thoroughly relate to my
genus.
One of the keys is that
millennials think differently

A millennial woman loves
diamond jewellery just as
much as older women. A
recent study by the Diamond
Producers Association
confirmed that. What matters
is how that jewellery is
presented to her and what it
does in terms of expressing
her true self when she’s
wearing it. Millennial women
are making statements all
the time with their tattoos
and their almost constant
engagement on social media.

Successful retail strategies for diamond
engagement rings today increasingly include
messaging and social media channels that
allow both the man and the woman to view,
discuss and compare a variety of choices for
the intended ring.

from previous generations.
They have been bought up in
a world of instant messaging
and constantly evolving
technology. Here today,
obsolete tomorrow.
Little wonder then that
millennials don’t fixate
as much on things as the
previous generations. They
prefer experiences. They
prefer being part of the
conversation and saying
something with their
consumer choices. But that
doesn’t mean they don’t
want things like every other
generation does.

They wear jewellery as part
of this self-expression. They’ll
buy it if it lets them make a
statement.
That statement however, can’t
be just froth. Millennials are
the most educated generation
in history. They are constantly
researching opinions
and viewpoints
while doing
a dozen
other things
— they’re
champions at
multi-tasking.
That’s why the
leading brands
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are all scrambling to develop
multi-channel retail outreach
strategies. You can’t appeal
to a millennial woman just
one way. You have to provide
her everything, right where
she is — a great brick-andmortar environment, an easy
and rapid-response mobile
interface and multiple ways
of communicating on social
media.
What is key,

is that the brand also be part
of the millennial consumer’s
multi-channel world.
Actually engage with them
and understand that these
women don’t need men to
validate them with symbols.
They’ll choose the validation
they need
and
they

decide what symbol should
go with it. That’s something
that is vitally important
to one of the diamond
industry’s chunkiest segments
— the diamond engagement/
wedding ring.
Successful retail strategies for
diamond engagement rings
today increasingly include
messaging and social media
channels that allow both the
man and the woman to view,
discuss and compare a variety
of choices for the intended
ring. The fact that she was
involved in the purchasing
process and that it reflects
the kind of statement she
wants to make to the world,
makes the millennial woman
value the ring much more.
She wants to be involved in
choosing the ring because
she needs to feel connected
to it, as it’s probably the most
sentimental material thing
she’ll ever own. The old idea
of the man keeping it all a
secret and springing it on her
suddenly is out of sync with
the millennial woman’s belief
system.
That communication and the
opportunity for the woman
to tell her own story has
to continue even after the
engagement, (and for single
women) if a jewellery brand
wants to stay constantly

connected with her. Pandora
is where it is today because
it allows the woman to wear
her story on her wrist. For us,
the idea isn’t about showing
off as much as it is about
self-expression and relating
to the piece of jewellery and
the brand. This is why I like
to involve my clients in the
design process when creating
bespoke pieces. The final
piece of jewellery needs to
be something they literally
indulge in and connect with
rather than using it as just
another accessory.
But this relation isn’t only
restricted to custom-made
pieces. It doesn’t have to be
about one-off statements.
Millennials also appreciate
it when a brand listens to
them. Successful brands
have product offerings that
reflect what the millennials
themselves have demanded.
We love brands that provide
a sense of belonging and
acknowledgement of our
generation.
Then again, we don’t want
to be part of the majority.
Millennials are partial
to products that help
differentiate them. Also,
although my generation does
like to follow trends, we do so
only when the trend appeals
to us. There are the Samsung
users and the Apple users, the

Nida Abdul Aziz

Nike users and the Adidas
users.
In conclusion, it would be
safe to say that we are quite
opinionated. And we don’t
approve of sweatshops or
abuses of human rights
and things that damage the
environment. But it goes
beyond that. It means a lot to
our generation when a brand

says it is stepping up and
doing something proactive.
Something we approve of.
Millennials love diamonds
and jewellery just as much as
anyone else. Just as long as it
cracks the code!
This article was first published
in the blog section of www.
GemKonnect.com.

About Nida Abdul Aziz
Nida Abdul Aziz is the creative director of Haya Fine Jewelry, a
contemporary online jewellery retailer based in Dubai. Haya is
the first of its kind fine jewellery E-store in the UAE. She believes
jewellery is both a means of expression and a storyteller and
so pays keen attention to detail when working on each design,
especially on the bespoke pieces. Nida’s marketing skills,
creativity, design and versatility are what give Haya its edge.
She is a graduate in marketing communications (advertising and
PR) from the American University in Dubai, is an artist, and has
always been experimenting with a variety of creative pursuits. Her
creative drive comes from a passion for design and the willingness
to explore new horizons. Nida has a gemmology (graduate in
diamonds) qualification from the Gemological Institute of America
(GIA) in Dubai.
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review your prices?
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by David Brown

W

hen we talk
to clients
about the key
performance
areas of any businesses
profitability we generally
come down to four factors
that need to be measured and
monitored closely: stockturn,
quantity of sales, margins
and average retail. There are
many factors that can affect
these four areas, but if there
is any area of a business that
is the quickest and easiest to
adjust in order to improve the
bottom line it would be price.
It would also be the area of
business that store owners
have the most reservations
about changing.

Increasing your prices has a
double benefit as it not only
helps raise average retail
but it immediately lifts your
margin or gross profit on the
item sold. Given there is little
or no extra cost involved in
selling an item when the price
is increased then each extra
dollar of sales will generally
turn into an extra dollar of
profit on the bottom line. The
effect of this can be huge.
If you work on 100 percent
markup and sell an item
which costs you $50 for $100
then your profit is $50. An
increase of 10 percent in your
selling price on the same item
will result in $60 profit on
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this item. On a $50 cost price
this markup has increased by
20 percent.
Take this through to the
bottom line after expenses. If
after allowing for rent, wages,
etc. this business generally
makes $10 or 10 percent
profit for every $100 of sales,
then they have just added
another $10 to their bottom
line profit - they have doubled
their profitability from a 10
percent increase in sales.
Now this is simplistic, but
it illustrates the point. This
business would have to lose
a lot of customers from a
10 percent price increase

in order to be worse off
from raising their prices by
10 percent. If they lost 10
percent of their customers,
they would still be better off
from the increase.
The secret is knowing what
price increase will reach the
level of resistance - the point
where a further increase
becomes detrimental to the
business and more customers

S JN
Southern Jewelry News

are lost than the extra
revenue can cover, and this
can be the hard part.
I would argue however
that few businesses ever
reach this point - because
they encounter their own
mental preconceptions long
before they ever reach their
customers’ barriers.
Many store owners have
an issue around increasing
their prices - far more than
their customers ever do
and this comes back to our
own deep seated views on
money. If we increase our
prices we are fearful of being
called “greedy” or accused of

“ripping people off,” that we
aren’t doing “an honest day’s
work for an honest day’s pay.”
These preconceptions are
not based on reality. When
I ask most store owners why
anyone should shop with
them I get answers like “we
offer the best service” yet
despite telling me this, these
same store owners won’t
charge enough for their
services because they “don’t
want to rip anybody off.”
Where is the value in that?
Many store owners use a
“cost plus” mentality on the
prices they set, yet take no
account of the extra value

that is provided between
receiving the goods instore
and on-selling them to the
customer. By not adding
in the extra value they are
making the same offer to the
customer as the competitor
who sells them the same
item at the same price. These
stores don’t believe their own
value proposition and are not
prepared to back it up.
Building your wealth and
income is not a dirty word.
The more value you provide
people the wealthier you
will become - and you will
deserve it. If you don’t want
to increase your prices it may

be because deep down, you
don’t feel you have any extra
value to offer the customer.
If that’s the case, then look
at how you can bring more
value to the marketplace so
you can charge more for it.
If you spend more time
working on your value
proposition and less worrying
about your competitors,’
pricing you will move your
business forward far quicker.
This article was first published
on the website of Southern
Jewelry News. With thanks to
David Brown and SJN Editor
Bill Newnam

About David Brown
David Brown is President of
the Edge Retail Academy,
an organization devoted to
the ongoing measurement
and growth of jewelry store
performance and profitability.
For further information about
the Academy’s management
mentoring and industry
benchmarking reports contact
inquiries@edgeretailacademy.
com or call 877-569-8657.
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by Crystal Vilkaitis

Social media is ever-changing. What works one month might not
work the next. That is why it’s important not to just keep up with the
latest trends, but to have the foresight to know what is coming next.

These are the top trends for 2016.

1.

Create Meaningful
Content

There are now more than 40
million business pages on
Facebook, meaning there’s a
lot of noise and competition,
making it hard to be seen by
your fans and new customers.

learn something they didn’t
know before?

To stand out and grab your
customers’ attention, you
need to create content that
is interesting, entertaining,
informative, and shareable.
Before you post something
online, ask yourself these
questions:

• Will it make someone come
into my store?

• Would my perfect customer
read/click/like/comment or share
this post?
• Will someone reading this

• Will this make someone laugh,
cry, or rethink?
• Will this post make someone
want to share?

Meaningful content is the result
of planning. It’s important to
sit down with your staff and
plan out your social media
posts, e-mail, and other
content. By creating a plan
of action to reach your goals,
you’re more likely to create
effective campaigns, reach
more customers, and earn more
profits.
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2.

Use Video

From ads to interviews,
customers love a quick video.
A Forrester Research study
found that one minute of
video is worth 1.8 million
words!
Try to get more creative with
videos. Branch out of creating
videos that serve as ads. Share
video customer testimonials.
Do a digital store tour, create
a video to welcome people
to your newsletter and send
it via e-mail, create a video

3.

slideshow of new product
arrivals.
You can also decide whether
you want to share live or
pre-recorded videos. With
new mobile video streaming
apps like Periscope and
Meerkat predicted to be
popular platforms in 2016,
customers are becoming
more comfortable with online
streaming. Try a “live from
the store” stream!

Run Ads on
Social Media

Having great products
isn’t enough to make you
stand out from the crowd.
Facebook users are only
seeing, on average, 1-6
percent of your posts, and are
inundated with information
by every business from their
dentist to their mechanic.
Ads help your voice be heard
in a crowd.
With ads, you can target
specific users by their age,
gender, lifestyle, or location

but it doesn’t stop there. You
can get extremely targeted
on Facebook and Instagram,
advertising to your current
e-mail list, website visitors,
fans of competitor pages or
users with certain interests
and purchasing behaviors.
This means that your posts
will be reaching more of
your current customers and
new hot leads with increased
chances that they will engage
or come into the store.

4.

Optimise
on Mobile

Our computers have
evolved to be tiny, powerful,
and always on our hips.
I’m talking about our
smartphones, of course.
The devices that we use to
connect with others, play
addicting games, research
restaurants, and, yes, shop.
Businesses that don’t think
about mobile in their
marketing strategy are
doing themselves a serious
disservice.
How do you optimize
for mobile? Start with
a responsive website.
Responsive means that no
matter the size of screen
that someone views your

content on, they can still
easily navigate and get to the
information they are looking
for.
You can also become more
mobile-friendly by allowing
customers to redeem coupons
by sharing them on their
phones, or by creating a
reward system that sends
coupon codes via text.
If you’re looking to learn
more strategies on how to
increase exposure, traffic
and sales using social media,
video and mobile in 2016,
visit socialedge.co to learn
more about Social Edge, an
online training website for
retailers.

This article was first published on the website of Southern Jewelry
News. With thanks to Crystal Vilkaitis and SJN Editor Bill Newnam
About Crystal Vilkaitis
Crystal Vilkaitis is the resident Social Media Expert
at RDI Diamonds and owner of Crystal Media; a
company dedicated to helping retailers integrate
proven social media, mobile and e-mail marketing
strategies into their businesses. Crystal started
Social Edge, an online membership group exclusive
to retailers looking to gain an edge over competition using social
media, who need direct access to what’s important and relevant
when it comes to marketing their store and products online. For
more information and to receive free bi-weekly social media tips to
your e-mail inbox, visit crystalmedia.co or socialedge.co.
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by Albert Robinson

In an era of emoji and six-second Vine videos, “we tell our
advertising partners that if they don’t communicate in five
words and a big picture, they will not reach this generation…

D

espite the
diamond
jewellery industry
– along with
many others – still being
obsessed with the so-called
millennials, young people
born from around 1980 to
2000, marketers are already
turning their attention to
the so-called ‘Generation Z’.
That is the generation born
from approximately 2000
onwards which is emerging
as the next big thing for
market researchers, cultural
observers and business trend
forecasters.

With the oldest members of
this group not yet even out of
high school, these teens are
set to become the dominant
youth shopping influencers
of tomorrow. With billions
of dollars in spending power,
they hold great promise for
American marketers who
can find the key to unlocking
their spending desires.
These tens of millions
of adolescents live in a
substantially different
world to even that of the
millennials, according to
media reports, and there is
considerable discussion about
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the definition of Generation
Z. Demographers place its
beginning anywhere from
the early 1990s to the mid2000s. Marketers and trend
forecasters, however, who
tend to slice generations
into bite-size units, often
characterize this group as a
roughly 15-year bloc starting
around 1996, making them 5
to 19 years old now. By this
definition, millennials were
born between about 1980 and
1995, and are roughly 20 to
35 now.
Even with these narrow
boundaries, Generation Z

commands considerable
attention due to its sheer size.
At approximately 60 million
people, native-born American
members of Generation Z
outnumber their millennial
older siblings by nearly one
million, according to some
estimates.
They will ultimately number
close to 80 million, according
to the U.S. Census, and
research firm Mintel puts
their spending power at close
to $200 billion annually when
their influence on parental
or household purchases is
factored in.

Among the attributes of
Generation Z is a total
immersion in technology
and who may have made
and maintain their closest
relationships on social media
such as Tumblr, Instagram
and Facebook.”
Although millennials are
fully digitally aware, their
teenage years were defined
by iPods and MySpace.
However, Generation Z is the
first generation to be raised
in the era of smartphones,
and many do not remember a
time before social media.
Generation Z members
are regarded as the first
true digital natives, happily
simultaneously creating a
document, editing it, posting
a photo on Instagram and
talking on the phone, all from
the user-friendly interface of
an iPhone. Generation Z is
said to take in information
instantaneously and loses
interest just as fast.
That point is not lost on
marketers. In an era of emoji
and six-second Vine videos,
“we tell our advertising
partners that if they don’t
communicate in five words
and a big picture, they will
not reach this generation,”
said Dan Schawbel, the
managing partner of
Millennial Branding, a New
York consultancy.
Marketers will need to find
a way to communicate
almost instantaneously with
Generation Z members. They
want to hear the whole pitch
is just a few words or seconds.
Product marketing has to be
big, bright and right on the
button otherwise attention
passes on to a different
product or subject. But
Generation Z also connects
to a completely different
approach to life, enjoying the

offbeat and raw.
They are also different to
millennials in the sense that
having been born after 9/11,
they have never known a time
that the United States has not
been at war somewhere in the
world. They also came of age
during the Great Recession
and unlike millennials, have no
memory of the free-spending
boom times that came before.

They have also experienced
two terms of an African
American president, and
regarded as being more
open minded, practical and
solution-oriented than the
millennials.
There are also big differences
in how the two generations
view their online personas,
starting with privacy. While
the millennial generation

pioneered the Facebook selfie,
many in Generation Z have
embraced later, anonymous
social media platforms
like Secret or Whisper, as
well as Snapchat, where
any ‘incriminating’ images
disappear almost instantly,
said Dan Gould, a trend
consultant for Sparks & Honey,
an advertising agency in New
York.
Reports suggest that
entrepreneurship is in
the DNA of Generation Z
members, aided by their
relatively deep knowledge
of technology and the
comfortable way they are
able to adapt and change to
new social media and other
computer programs.
Although many of their
parent s may regard the large
amount of time Generation
Z members spend online
digital as being merely
entertainment and largely a
waste of time, for the teens that
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Although many of their parent s may regard
the large amount of time Generation Z
members spend online digital as being
merely entertainment and largely a waste
of time, for the teens that entertainment
is proving to be a vital component in the
creation and maintenance of friendships.

entertainment is proving to
be a vital component in the
creation and maintenance of
friendships.
A Pew study found that “more
than half of teens have made
new friends online, and a
third of them (36 percent) say
they met their new friend or
friends while playing video
games. Playing games can also
have the effect of reinforcing
a sense of friendship and
connectedness.”
Nearly 20 percent of all
teens go on message boards
regularly, as problems
that were once isolating
or suppressed now have a
connected community behind

them. Because of Gen Z’s
willingness to open up online,
the Internet has a much
greater impact on their lives.
Marketers are learning that
tightly controlled messages
aren’t possible anymore for
Gen Z.
It has also been suggested
that marketing professionals
create items for the
communities that Gen Z is
a part of instead of injecting
messages into them. When
it comes to general brand
building, it’s better to think
about the communities the
target lives in and build
things that make that
community more fun or
easier to navigate.

Generation Z also appears
to have higher workplace
expectations than older
groups yet they will become
more quickly frustrated,
too. Salary aside, for Gen
Zers the main attractions
to a company are a worklife balance (48 percent),
working with great people
(47 percent), then flexible
working hours, good perks
and job security (all 42
percent). Older generations
not only demanded less from
employers, their preferences
also differed with job security
being front-of-mind for
Baby Boomers and worklife balance for Gen X and
millennials.
In addition, more than double
the number of Gen Zers are
attracted to a company that
enables them to feel like
they’re making a difference
to the world – 34 percent
compared with 13 percent of
Baby Boomers, 14 percent
of Gen X and 15 percent
of millennials. And almost
three times as many Gen Z
respondents are attracted
to companies that offer
technology to enable people
to work more efficiently (28

percent) than those from
the older generations (10
percent).
Gen Zers also indicate they
will become frustrated
far more easily than older
generations. Communication
is key with 43 percent saying
they would be irritated by
a lack of communication
from colleagues, compared
to 19 percent from other
generations.
Meanwhile, a third of Gen Z
would be frustrated by a lack
of information sharing, and
the same number by a lack of
innovation.
With Generation Z’s appetite
for working collaboratively
and remotely, across
platforms and borders,
adopting new ways of
working is a must, not least
as a measure to ensure
competitive edge and attract
the best talent. But having
the relevant underpinning
processes, the foundations for
success, is crucial.
Surveys also reveal that
Generation Z members have
high expectations of their
own positive impact on the
workplace. Most of them
believe they will bring new
ways of working (65 percent),
exceptional technology
skills (63 percent) and new
ideas and fresh thinking (61
percent).
This was first published in
Rough & Polished.

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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C

IBJO, the
World Jewellery
Confederation, has
launched a new
main website. Located on
the web at www.cibjo.org, it
represents a technological
upgrade from its predecessor,
providing users with
more information about
the organization and the
jewellery sector, as well as
improved functionality.
The launch of the website
is the first stage of a threepart upgrade of CIBJO’s
online presence, which
will be rolled out over the
coming few weeks. It will be
followed by the inauguration
of a members-only module,
called “MY CIBJO,”
which will provide online
services for members of the
organisation and its various

professional committees,
called commissions, and then
by the release of a CIBJO app
for mobile phones and tablet
computers.
“For CIBJO, the website is
our primary medium for
presenting our organisation
and the work that we that we
do on behalf of the jewellery
and gemstone sectors, as well
as for achieving connectivity
between our member
organisations, office holders
and constituents,” explained
Gaetano Cavalieri, the CIBJO
President. “We have had an
online presence for more
than a decade and have
expanded and evolved it as
the technology has improved.
But we now felt it was time
for a fundamental overhaul,
involving more than just
an oil change, but rather a

replacement of the both the
engine and the operating
system.”
The newly launched website
is designed so that it can be
grown organically, adding
an ever-increasing amount
of information about CIBJO
and the the issues facing the
international jewellery and
gemstone sector. It also will
serve as a platform upon

which CIBJO is able to deliver
its tools and services for the
industry, including its Blue
Books of industry standards
and nomenclature for the
diamond, coloured gemstone,
pearl, coral and precious
metals sectors, and also
gemmological laboratories.
For non-CIBJO members,
certain of these are available
at a nominal fee, payable via
the website.

International Institute of Diamond Grading & Research
to launch grading service in new markets

T

he De Beers Group
of Companies
announced that
its International
Institute of Diamond Grading
& Research (IIDGR) has
launched its grading service
in the Far East, Middle East,
India and Europe.
Following an initial pilot
testing of the service in the
Far East, IIDGR will now
also provide a grading service
from each of its laboratories
in Belgium, India and the
UK. The service, which
employs De Beers’ proprietary
grading technology to provide
outstanding accuracy and
consistency, is suitable for
all sizes, colours, shapes and

qualities. However, the service
will be available only for
natural, untreated diamonds.
Jonathan Kendall, President
of IIDGR said: “Our service
aims to provide diamantaires
with total peace of mind
when it comes to grading.
The innovative technology
solutions developed in-house
at De Beers enable us to
provide an extremely accurate
and consistent service and
our leading capabilities in
diamond verification provides
customers with an additional
layer of confidence.

melee testing service, IIDGR
is breaking new ground
in providing top quality,
innovative, competitively
priced and highly reliable
diamond services.
IIDGR presented information
on the grading service at the

Hong Kong International
Diamond, Gem & Pearl
Show in March. IIDGR
also showcased its range
of diamond verification
equipment at the show, as well
as providing information on
its melee testing service.

When considering our grading
service alongside our range of
detection equipment and our
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With De Beers’ Harry Oppenheimer

by Ya’akov Almor

Consumer confidence must always remain the first
priority in this business. Profitability too, especially today,
but there are no profits without consumers!”
Where do I
find Mr. Nagel,”
I asked the
concierge at
the Tel Aviv
Hilton. “Oh, he
is waiting for you out on the balcony,”
the concierge says, pointing me into the
direction.
“And can you give him these envelopes,
please,” he adds, handing me a sheaf of
envelopes of various sizes.
“I guess he is a regular here?” I ask.
“Sure, we all know Mr. Nagel!” the
concierge smiles.
Willie Nagel is seated under a huge
parasol, with his back to the sun – and
the sweeping, magnificent view of the
Mediterranean. On the table, there
are two cell phones at his right, the
Jerusalem Post at his left and a plate of
fresh watermelon in front of him. His
walking stick is stuck into the modern,
high-tech walker that stands parked
beside him. At 90, Nagel isn’t steady on
his feet anymore. But his mind - and his
tongue - are as sharp as ever.
Willie Nagel comes to Israel often and
most often stays at the Hilton. “It’s a
second home,” he smiles, and waving
at the scene behind him,” And it offers
a great view! I never tire of it.” Nagel
was last in Israel at the 2015 Presidents’
Meeting of the World Federation of
Diamond Bourses (WFDB) and the
International Diamond Manufacturers
Association (IDMA), during which
he was given a Lifetime Achievement

Award by the World Federation of
Diamond Bourses in recognition of
his contribution to the global diamond
industry.
After introducing myself, I tell him that
during the past decades we have met
several times, but that we never had an
opportunity to sit down for an interview
or conversation, adding that in those
instances, he was always surrounded or
accompanied by industry leaders and
players, many of whom were, no doubt,
also his clients. I also share that, at the
time, he seemed difficult to approach
and somewhat short tempered when it
concerned members of the [trade] press.
“Nonsense,” Nagel impatiently waves
away the impression, “I have always
talked to the press, when appropriate!”
It is however clear this is a rare
occurrence. Nagel gave an extensive
interview to the Israeli daily HaAretz in
2007. And further research did not render
a single interview or article in Rapaport,
IDEX or in any of the mainstream print
or online diamonds, gem and jewellery
trade publications. The formidable
long-time editor of the Israeli publication
HaYahalom noted she had actually never
interviewed Nagel – but said she would
gladly publish one. A google search
brings a few more sources, but one can
count them on the fingers of a hand.
Speaking to Nagel, I feel it necessary
to give him a bit more background
information about my professional
and industry background, ticking off
my fingers the various companies,
organizations, national and international,

that I work or have worked for. We talk a
bit more about the industry, he asks me
a question or two and then says: “You
came to interview me, I do not need to
interview you.”
We set the parameters of the interview:
I need his perspective on industry
landmark events and a rundown of
current affairs, such as the lack of balance
between rough and polished prices, the
lack of profitability in manufacturing;
synthetics and disclosure; and last but
not least, industry ethics.

“Looking at the industry at large, what
worries you most?”
“In my mind the greatest threat to
the diamond and diamond jewellery
industry is synthetic diamonds. First
of all, there is no limit to the quantities
that can be manufactured, as it is a
man-made product that is getting better
all the time. But the most important
problem, which is also an ethical issue,
is that in too many instances, the rules
of disclosure are not followed and there
are, as you know, many ‘enterprising’
diamantaires. It seems difficult to stop
them. To my mind, a chain or warranties
must be strictly enforced to ensure this
issue is stamped out and anyone found to
be breaching the rules to be ostracized!”
While we talk about the threat of
synthetic diamonds, I made mention of
his work concerning conflict diamonds
and with the Kimberley Process
Certification System (KP), and the recent
industry award for his founding role in
its establishment.
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“Those were other times. I suggested the
Chain of Warranties, which at a later
point in time was formalized into the
KP,” Nagel recalls. “At that time, as an
influential De Beers’ broker and with my
political connections, I was invited by
the British Foreign office to be the only
person from the trade to give my views
to a joint meeting with the US State
Department to find a solution to this
problem.”

With former South Africa’s
President Thabo Mbeki

With the late Moshe Schnitzer

“De Beers indeed was the first rough
distributor to stop buying rough from
outside sources, but it soon became
clear that this in itself was not enough.
The rough diamond trade needed a
monitoring system, one that would have
teeth and would be able to recognize,
find and then throw the rotten apples
out.”
“There were law makers who were
pushing the State Department toward
banning the imports of diamonds
altogether, and swift action was needed.”
To make a long – already widely
documented – story short: Nagel
convinced the US government to make
the trade itself responsible and make
sure that governments had an oversight
role and the power to impose sanctions.
“It was a simple concept: make the
producers responsible, let them create
a credible paper trail and when fraud is
detected, have sanctions put in place. I
believe that the system has proven itself
to work quite well. Conflict diamonds
are nominally a thing of the past.”
Israel objected to it, although it was
the first country to implement the KP,
and so had Belgium, Nagel recalls.
“The Russians were very concerned,
as they were waging war in Chechnya
at that time. I had lots of meetings
with representatives of governments,

With the late Israeli Prime
Minister Yitzhak Rabin

including the European Community.
Many diamond companies complained,
but I told them point blank that if we did
not get a monitoring system in place, the
conflict diamond issue would kill their
businesses!”
Nagel admitted that, of course, no
system is perfect, and you will never be
completely successful. But the system
proves that the risk is less than the many
rewards it has produced. The proof in
the pudding is that its introduction went
quite smoothly and moreover similar
systems were implemented elsewhere,
like in the precious metals industry.
“Those also have instituted control over
their supply pipelines.”
Nagel said he looks back with enormous
satisfaction on his involvement in the
KP. “I put my heart and soul in it, and it
made a difference!”

In my mind the greatest threat to the
diamond and diamond jewellery industry is
synthetic diamonds.

With former US President Bill Clinton

Circling back to synthetic diamonds,
Nagel suggested that full disclosure
be implemented on the producers of
synthetic diamonds. “By making them
responsible, it would not only create a
lot of clarity but also credibility to these
producers of synthetic stones. The tools
for detection are there, but the rules need
to be stronger to save the reputation of
our own industry.”
Of course, the natural diamond industry
and trade would need to develop its own
campaigns to promote natural diamonds
and keep their desirability amongst
consumers’ hearts and minds.

You were and still are a broker. How
have things changed? Do brokers still
have a significant role to play?
“Look, I am speaking to you as an
interested party. Yes, we still are brokers
for the De Beers Group. I am in the
office almost each day, but the day-to day
business is run by my daughter Toni and
son Adam. And yes, for the sightholders,
it is still important to have a credible
and influential third party represent
their interests. At De Beers, especially
in difficult times, it is better to solve the
problems by means of a broker. And that
is still true today,” Nagel contended.
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But didn’t Gareth Penny allow
sightholders to work without a broker?
Nagel’s eyes flash briefly and his voice
strengthens. “Yes he did, and in my eyes
that is a mistake for clients, and also for
De Beers in the long run. In this unique
industry the brokers are not just middlemen, but can play a key role in defending
the client’s interests.”

So what is the definition of a broker in
a nut shell?
“Any broker who is worth his name
can make significant changes with
determination and conviction and get his
clients results. This is our forte and is still
the case today. Of course the system has
changed, and continues to change, but
the various new services we and other
brokers provide do not replace the more
traditional role of the broker that is still
valuable. I have been the sightholder’s
political lobbyist, advisor, confidante and
sometimes even psychologist. Of course,
the trust that the client has in the broker
is essential. I have even found myself,
believe it or not, mediating in marital
affairs…fortunately not too often!"

Do you believe that the role of broker
has diminished during the past years.
“Unfortunately, I think that some of
Penney’s policies have had a negative
long term effect that was not good
neither for De Beers, nor for the
sightholders. The brokers’ role, among
others, has been to communicate their
clients’ problems, grievances, wishes and
predicaments to De Beers and to act as
a facilitator. Some aspects of Supplier
of Choice and the formulaic approach
left less room for us to fulfill our roles
and it ultimately led to De Beers being
less in tune with the needs of the clients
and the market. De Beers has seen the
consequences and has tried to adapt
and reverse some of the earlier rigidity.
The current system is a significant
improvement – though there is still
room for further progress.
As I see it, the discrepancy between
rough and polished prices we have seen
has been a result in many ways of the
earlier Supplier of Choice policies, and
it would not have been as severe had the
brokers been allowed to fulfill their role,
and broker a compromise! In fact, I said

In June 2015, Willy Nagel was given a Lifetime Achievement Award by the World Federation of Diamond Bourses
in recognition of his contribution to the diamond industry and trade. From left: Jakob (Kobi Korn), president of the
Israel Diamond Manufacturers Association; Shmuel Schnitzer, former president of the Israel Diamond Exchange and
Honorary President of the World Federation of Diamond Bourses; Willy Nagel; Ernest Blom, WFDB President; and
Maxim Shkadov, President of the International Diamond Manufacturers Association.

this in so many words not long ago in
my acceptance speech for the Lifetime
Achievement Award: 'live and let live.'
I have been successful in my work as I
was always able to reach a compromise.
Hopefully this culture is coming back.
This is the essence of business.”

What about the future? Diamonds and
diamond jewellery are losing market
share. Do you support the latest
developments, such as the Diamond
Producers Association, the work of the
World Diamond Mark?
“The emergence of the DPA and WDM
are very good developments. Producers
must work together to deal with the
various issues faced by the industry.
The investment and global support that
is needed can only be effective when
all parties are working together. Also

branding is important and many brands
are leading the marketing efforts today.
All media, including social media, of
which I am less adept, will play a part
in the marketing of natural diamonds,
and strengthening consumer confidence.
Consumer confidence must always
remain the first priority in this business.
Profitability too, especially today, but
there are no profits without consumers!”
My chat with Willie Nagel could have
continued for many hours. It is clear
that Nagel remains as up to date with
the industry as he has been over the
last 65 years. He recently celebrated his
milestone birthday with friends and
industry leaders, past and present. Not
many figures have such an experience of
the industry, or have left such a mark on
its history. A passionate diamantaire, an
industry icon.

The most important problem, which
is also an ethical issue, is that in
too many instances, the rules of
disclosure are not followed and
there are, as you know, many
‘enterprising’ diamantaires. It
seems difficult to stop them.
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Jack Ogden FGA looks into the story of a huge blue diamond, the
Russian Revolution and a beautiful Parisian dancer.

I

n the summer of 1984
David Warren, now
Senior International
Jewellery Director
at Christie’s, received a
phone call from the auction
house’s bank manager with a
question: “Do Christie’s sell
blue diamonds? Our client
has one the size of a pigeon’s
egg.” The huge gem turned
out to be the Tereschenko
diamond, one of the least
known large blue diamonds,
and, at 42.92 ct, just a shade
smaller than the 45.52 ct
Hope. It sold at Christie’s
in Geneva in November
1984 for a then-record price
of $4.6 million to Robert
Mouawad and is now called
the Mouawad Blue. Unlike
the Hope and many of the
other famous diamonds, it
has lacked a romantic history.
There has been no curse or
celebrated Mughal emperor
to add notoriety or spice.
The Christie’s catalogue, and
Lord Balfour in his standard
work on the world’s great
diamonds, simply notes that
the first known appearance
of the stone was in 1913
when the Ukrainian Mikhail
Tereschenko left it with
Cartier in Paris. In 1915 he
instructed them to mount
it in a necklace which was
returned to him in Russia
before being spirited out of
the country again in 1916,
on the eve of the Russian
Revolution. Then, according
to Christie’s and Balfour,

Marie Blanche Thullier, aka Mlle Primrose. From The Milwaukee Sentinel
July 7 1929.

it passed into anonymous
private ownership until it
came up at auction in 1984.
Perhaps we can now add
some spice, even a curse, to
this story, by introducing
a French dancer born in
the final decade or so of
the nineteenth century. She
entered the entertainment
world under the stage name
of Mademoiselle Primrose
and by 1911 was performing
in Le Théâtre des Capucines
in Paris. She was renowned
for her attractiveness and, in
a rather surreal article on the
components of female beauty
in Paris that appeared in
various American newspapers
in late 1911 and early 1912,
she was noted as one of the
most beautiful of reigning
stage beauties in Paris with
particular praise for her
“most charming chin”.
If Mikhail Tereschenko left
the 42.92 ct blue diamond
with Cartier in Paris in 1913
he may have encountered
Mlle Primrose in that city.
This is not such a wild
suggestion because in 1924
we hear of a former Parisian
dancer named Mlle Primrose,
real name Suzanne Marie
Blanche Thuillier, who had
resided for a time in St.
Petersburg, Russia, and who
moved in Court circles there.
She had left Russia for France
just before the Revolution
and was the owner of what

was described as a 43 ct blue
diamond, called by some the
‘RussianImperial Blue’, and
by others (rather bizarrely)
the ‘Blue Diamond of Ceylon’.
The newspapers at the time
gave myriad origins for the
stone, neither verified nor
mutually exclusive. It came
from the eye of an idol
in India; reached Russia
in the time of Peter the
Great; had been set in the
Russian Crown Jewels; had
been secretly purchased in
London “under romantic
circumstances” and so on.
One newspaper even hedged
its religious bets and said
the gem had “ornamented
the finger of Buddha in a
Hindu Temple.” Particularly
intriguing is a report in
a British newspaper that
“In April 1912, there were
rumours in Hatton Garden
that a diamond merchant was
walking about with a quarter
of a million in his wallet. In
fact he had received from his
Dutch agents a stone [a large
blue diamond] which had
been sent from America with
instructions to let it fetch
what it would.” This merchant
supposedly pieced together
the history of gem, found out
that it had once belonged to
the Russian Imperial family
and put outfeelers which
reached the then-Czar who
sent an emissary to obtain
it. Perhaps more about this
supposed transaction will
come to light, but in the

meantime we can observe
that a presence on the market
in London in 1912 would tie
in nicely with Tereschenko
depositing a large blue
diamond with Cartier in Paris
in 1913.
After Mlle Thuillier and
her diamond reappeared in
France, some newspapers
reported that she had been
given it by Czar Nicholas
as a token of his regard for
her; others that it was given
to her by “a member of the
Imperial Court of Nicholas.”
The latter view was supported
by those in the know who
vehemently denied, or
expressed indignation, at the
suggestion that the late Czar
gave Thuillier the diamond.
Indeed, according to Le
Parisien newspaper in June
1924, when directly asked
where it came from, Thuillier
explained “evasively”
that strictly speaking
she was not admitted to
the imperial court, but
“frequented assiduously
with the gentlemen of the
court who occupied the
highest positions.” She never
claimed that the diamond
was presented to her by the
Czar. So, if a gentleman other
than the Czar gave her the
gem, Mikhail Tereschenko
is perhaps a potential
contender. Was a gift of the

blue diamond the ticket to a
new life outside Russia on the
eve of the Revolution? She
reportedly arrived in Nice in
the South of France in 1916
and pawned it there that
same year. The diamond had
travelled in a secret pocket of
her sealskin coat.
Following her arrival in
the South of France Mlle
Thuillier’s beauty and attire
“made her a spectacle
among the many lovely
women” there. She gambled
excessively, however, and this
“most notoriously extravagant
woman in Europe” inevitably
got into debt and had to
pawn the blue diamond
more than once. In June
1924 the diamond was in
pawn for 200,000 francs, and
with creditors circling, but
there was the expectation
that it would be redeemed
and available for purchase.
Apparently a Parisian
dealer had already offered
£125,000 and an American
woman £200,000. What then
occurred is unclear. There
are reports that a Joseph
Paillaud of Cap d’Ail, near
Nice, had put up collateral
of 1,350,000 francs and
would take ownership of the
diamond if not repaid in full
by 9 December 1924. Mlle
Thuillier made a plea to the
Court and in March 1925 the

The Tereschenko diamond at the time of its sale at Christies in London in
1984. Photo courtesy of Christies Images (adapted). (Note: The pendant
mount is unlikely to be the original ca. 1915 Cartier because the use of
baguette diamonds would be unexpected that early).

A CZ replica of the Mouawad-Tereschenko diamond. Courtesy of Christies
Images.

Civil Court in Nice removed
it from Paillaud’s possession.
Apparently Paillaud’s actions
equated with acting as a
pawnbroker, an activity for
which he was not licensed.
A police search of his house
— named, ironically, Chalet
Russe (Russian Chalet) —
revealed numerous pieces of
jewellery lacking the required
hallmarks plus records of
transactions that were not
properly registered.
Mlle Thuillier might well
have predicted Paillaud’s bad
luck. A newspaper report in
1929 recounted that she had
believed the diamond to be
cursed. This may be typical
press sensationalism, but
some accounts say she was
something of a mystic with
an interest in the occult and
in 1924 was even considering
taking the gem back to India
so it might be replaced on the
statue of Buddha from which
it had been robbed. It clearly
never made it back to the
statue and the last we hear of
the large blue diamond is in
March 1925, in the custody
of the clerk of the civil court
in Nice. The last we hear of
the celebrated Mlle Primrose

— with her charming chin
— is in jail in Nice in April
1929, after several years of
dire poverty. Her desperate
situation had driven her to
forgery. What happened to
the large blue diamond from
1925 until it resurfaced at
Christie’s, Geneva, in 1984 is
so far unknown, but a French
newspaper in 1924 had
already commented that the
diamond had “undoubtedly
not yet finished the cycle of
events of its adventurous life”.
Note: The above was compiled
from contemporary press
accounts from Europe and
America. Their lack of
accuracy is demonstrated
by their confusions and
contradictions, so for now
this is a tale of the MouawadTereschenko diamond, not
necessarily the tale of the
Mouawad-Tereschenko
diamond).
Reproduced with kind
permission from Gem-A (The
Gemmological Association
of Great Britain). This
article was first published in
Gems&Jewellery, March/April
2016, Volume 25 No. 2, pages
32–33.
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by Ehud Laniado

In this first installment of three articles about the diamond
mining companies and countries that produce the world’s
annual rough diamond output, Ehud Laniado offers a
concise overview of the four major diamond mining giants.

N

o other industry
in the world
operates the way
the diamond
industry does. This makes
it hard to draw parallels
between diamonds and
other commodities. Most
other commodities have
spot markets based on global
supply and demand which
determine the prices at which
miners sell and end users
buy. In the diamond industry
on the other hand, miners
command inordinate power
in establishing the prices that
ultimately trickle down to the
rest of the industry.
Many argue that some of the
challenges facing our industry
today are a direct result of
the pricing practices of the
big miners. To understand
how this came to be, we must
first understand how these
companies operate and make
important decisions.
The Big Four
Rough diamond mining is
dominated by four companies
that sell an estimated 65
percent of the world’s annual
supply. To a large extent,
these companies establish the
prices at which smaller rough
diamond producers can sell

their diamonds, and that
manufacturers are willing to
pay those smaller producers.
All of the large producers rely
largely on direct allocation
sales, whereby rough
diamond parcels are offered
to a select list of clients at
non-negotiable prices. In the
secondary market, where
rough diamonds are sold
mostly by traders, prices are
based on those established
by miners in the “primary
market,” although large
variations from producer
prices are not uncommon.
The four major producers are
De Beers, 85 percent owned
by mining conglomerate
Anglo American plc and 15
percent by the government
of Botswana; ALROSA, a
Russian diamond miner
largely owned by the federal
government, provincial and
municipal authorities, as well
as labor entities; Rio Tinto
Diamonds, a subsidiary of
global mining giant Rio
Tinto plc; and Dominion
Diamond Corporation, a
Canadian based publically
held company.
De Beers Group
De Beers Consolidated Mines
Ltd. (DBCM) was officially
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formed in 1888 after business
rivals consolidated their
various mining claims in
South Africa to eliminate
the fierce competition that
was driving prices down to
unprofitable levels. The name

De Beers came from the
farmers who owned land that
held large diamond deposits.
These farmers, fed up with
the constant trespass on their
property of those looking
for riches, sold their land for
6,600 GBP. These lands would
later become home to two of
the very lucrative diamond
mines: Kimberley Diamond

Mine and De Beers Diamond
Mine.
Shortly after forming De
Beers, principal founder
Cecil Rhodes established a
syndicate of London based
merchants with an agreement
to purchase a fixed quantity
of diamonds at a fixed
price. This buying syndicate
allowed De Beers to set prices
by controlling supply. The
arrangement functioned well,
helping the company through
turbulent times including
two world wars and the Great
Depression, all of which hurt
global diamond demand.
The syndicate would remain
in place, in some form or
another, until the beginning
of the 21st century.

De Beers remained the
world’s primary supplier of
diamonds for decades, even
after the discovery of massive
diamond fields in northern
Russia in the 1950s and
Western Australia in the early
1980s. This is because other
mining companies marketed
their rough diamonds
through De Beers.
These marketing agreements
first ended when Rio Tinto
and BHP Billiton (which
has since sold its diamond
mining unit) decided to
market their diamonds on
their own. Furthermore,
the marketing agreement
between ALROSA and De
Beers ended in 2009 under
efforts from the European
Union to clamp down on
anti-competitive behavior.
Despite these changes, De
Beers remains the largest
supplier of rough diamonds
in terms of value, supplying
approximately 35 percent of
the world’s diamond supply,
compared to over 80 percent
at its peak.
Today, DBCM is the group’s
diamond mining company
in South Africa. In 2008, De
Beers opened the Snap Lake
mine in Northern Canada,
the company’s first diamond
asset outside of Southern
Africa, its historical power
base.
ALROSA
As a country, Russia ranks
first in the world in terms
of diamond production by
volume. The state-owned
ALROSA purports to mine
more than 99 percent of that
production. Approximately

23 percent of the company is
privately held following an
IPO in 2013 on the Moscow
Stock Exchange.
Although Russia’s diamond
mining dates back to
the 1950s, ALROSA was
established only in 1992 after
the break-up of the Soviet
Union and the consolidation
of several governmentowned diamond companies.
As its marketing agreement
with De Beers was about
to end, ALROSA began to
develop its own sales and
marketing branch. Today,
ALROSA’s sales operation
functions much like the De
Beers’ Sight system, relying
mostly on long-term buying
contracts with a select list of
companies.
Despite claims that Russia
still has significant untapped
diamond resources, ALROSA
has expanded beyond its
borders in recent years with
partnerships in Angola and
Botswana in Southern Africa.
In Angola, the company
holds a 32.8 percent stake
in the Catoca Diamond
Mine, the world’s fifth largest
diamond producing mine.

In Botswana, ALROSA
has partnered with small
exploration companies
servicing the current
diamond rush underway in
that country’s Orapa diamond
district.
ALROSA reported that it
produced 36.2 million carats
of rough diamonds in 2014,
making it the world’s largest
producer by volume, and
second only to De Beers in
value.
Rio Tinto Diamonds
Rio Tinto, the world’s second
largest diversified mining

company, entered the
diamond industry in the early
1980s after an unexpected
discovery in Western
Australia. Not believed to

have the appropriate geology
for producing diamonds,
this region would eventually
become home to the Argyle
Diamond mine.
Like so many others, Rio
Tinto Diamonds initially
marketed its diamonds
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Aber soon partnered with Rio
Tinto to develop the Diavik
mine, in which it retained
40 percent ownership.
Aber financed the mine’s
construction by selling
its stake in the Snap Lake
Diamond mine to De Beers,
as well as through an off-take
agreement with Tiffany & Co.
that led Tiffany to invest $50
million in the small company.

through De Beers.
However, this arrangement
was terminated in 1996
whereupon Rio Tinto
established a sales and
marketing department in
Antwerp, Belgium. This
helped to make it a suitable
partner for the Aber
Diamond Corporation,
which discovered the Diavik
Diamond Mine in Canada’s
arctic region in the early
1990s. Rio Tinto continues to
operate the mine, in which it
holds a 60 percent stake.
In 2012, Rio Tinto announced
that it would review its
diamond unit and consider
selling it as it focused on
expanding operations in
more profitable commodities
such as iron ore, copper and
uranium. In 2015, it sold its
78 percent interest in a small
mine, Murowa Diamonds.
However, it failed to find
buyers for two of its major
mines, Argyle and Diavik.
In addition to these two
resources, Rio Tinto also

runs an advanced exploration
project, Bunder, in the Indian
state of Madhya Pradesh. Rio
Tinto Diamonds thus remains
a key player in the diamond
industry.
Dominion Diamond
Corporation
Dominion Diamond
Corporation has a short,
but interesting history that
has seen it develop from
a penny stock exploration
company into a diamond
powerhouse valued today at
close to $1 billion. Traded on
the Toronto Stock Exchange,
Dominion was initially
established in 1980 as Aber
Resources. By 1991, Aber’s
exploration team laid claim

to the Diavik Diamond mine,
which further solidified
Canada as a major diamondmining nation.
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In 2004, Aber acquired a
majority ownership in the
iconic diamond jewellery
brand Harry Winston, a
takeover completed in 2006.
It then changed its name to
Harry Winston Diamond
Corporation, a name which
it kept for seven years. Then,
in early 2013, the company
reached an agreement with
Swiss watch giant Swatch
to sell its Harry Winston
retail business for $1 billion.
It used the proceeds from
this transaction to complete
the previously announced
purchase of the Ekati
Diamond Mine in Canada
from BHP Billiton, the world’s
largest mining company
which had announced its
exit from diamond mining in
mid-2012.
After acquiring Ekati and
selling the Harry Winston
retail business, it changed
its name again to become
Dominion Diamond
Corporation, a name that
it retains today. With the

Ekati acquisition, Dominion
vaulted into fourth place
amongst global diamond
miners. In 2014, the company
reportedly produced 6.1
million carats of diamonds
from its two mines, the 9th
and 19th largest mines in the
world.
While these four big players
control a sizeable portion
of rough diamond supply,
there have been numerous
new entrants into the arena
in recent years that are
starting to have a pronounced
influence on the market.

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 or
invitation or promotion to
buy or to sell diamonds.
No one should act upon
any opinion or information
in this website (including
with respect to diamonds
values) without consulting
a professional qualified
adviser.
This article was first
published here: http://www.
ehudlaniado.com/home/
index.php/news/entry/
meet-the-heavyweights-ofinternational-diamondmining

About Ehud 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.
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WFDB to launch
‘Know-Your Customer’
programme in May

T

he World Federation
of Diamond Bourses
(WFDB) will launch
its Know-YourCustomer (KYC) initiative
in May, aimed at increasing
transparency in the industry
to banks and regulators.
The announcement was
made at the WFDB’s Asia
Summit held in Seoul, where
presidents of diamond
bourses from Asia, together
with members of the WFDB’s
Executive Committee were
hosted by the Korea Diamond
Bourse.

The WFDB is also working
closely with the ‘KYC Bank’
initiative set up by India’s
Gem & Jewellery Export
Promotion Council, Ernie
Blom, the WFDB’s president,
said.
“There are no clear industrywide KYC standards so this
will ensure the diamond trade
is better prepared to deal with
all eventualities. KYC will
enable diamond businesses to
receive important information
about their customers or
suppliers to confirm their
genuineness and that of their

transactions. This is critical
because all banks follow a
KYC process. We are working
very closely with other
leading industry colleagues
on the KYC platform and
anticipate it will be ready
to share with our members
at the 37th World Diamond
Congress in Dubai, the United
Arab Emirates, in May,” Blom
stated.
At the meeting, the
federation’s executive
committee also agreed on
“internal changes” and
acknowledged the need

to work more closely with
the Diamond Producers
Association and the World
Diamond Mark on the generic
marketing of the gems.
“As we approach the 37th
World Diamond Congress
in Dubai in May, we are
finding that the themes for
the meeting that we set –
transparency, responsibility,
sustainability – cover the
many issues on our agenda
and we further strengthened
our commitment to those
principles,” Blom added.
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by Brad Huisken

W

hat’s
important to
you? What are
your interests?
What do you care about?
How well informed are you
about your own interests?
Are you an individual whose
conversation tends to be
limited to a narrow range
of topics? Are you intensely
passionate in the pursuit
of information about those
interests? Do you tend to
restrict your actions to
align with those specialised
interests? Can you apply your

in-depth knowledge base
to a wider context? Most
importantly, how does any of
this matter in the profession
of sales?
Having passionate interests
and background is, of course,
an important part of the
human experience! It is
the SweetSpot of Life that
formulates the essence of you
are--and thank goodness for
that!
The beginning of a great
relationship with your
customers is the skilled
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ability to delve into their
passionate interests and
the knowledge bases that
accompany them. Sometimes
this necessitates setting
aside your own interests to
inquire, listen, clarify and
expand your knowledge
base to incorporate that of
your customers. It’s called
being fascinated by the world
around you and being open
to acquiring broader notions
of how that world operates. It
is a fundamental skill of being
human and of interacting
effectively with humans!

Generally, salespersons tend
to be outgoing individuals.
As such, the ability to reach
out to others often comes
easily. When something is
a natural ability, stopping to
analyse what actually creates
that ability can be surprising
difficult. So what are some of
the components of reaching
out to others (especially
customers) and building
relationships with them?
• Being positive, including
having a healthy dose of self
respect. Being confident

and upbeat about who one
is and how one connects to
the world forms the basis for
being able to work toward
a common goal. Customers
tend to be adept at sifting out
insincerity and self-service
among the people with whom
they do business! Confidence,
trustworthiness, caring,
authenticity, and humour are
the most valued currencies of
interaction.
• Being enthusiastic, greeting
each situation and each day
newly. Bringing to every
situation the expectation that
the best outcomes are available
to all concerned and that
each circumstance innately
creates the opportunity for
success, growth and continued
excitement!
• Being Curious, desiring
a thorough understanding
of what makes things work,
including social interactions.
Possessing an unwavering
urge to expand one’s
awareness of the world, both
“up-close-and-personal” and
in a global sense creates an
unstoppable quest for greater
learning of all types, which,

ethical holds each individual
to doing the very best actions
possible in each and every
circumstance. For some
people, this is exceedingly
difficult. Being tenacious and
giving one’s best endeavour
ensures that the habit of being
ethical becomes easier each
time it is accomplished.

The beginning of a great relationship with
your customers is the skilled ability to delve
into their passionate interests and the
knowledge bases that accompany them.

in turn, generates more and
deeper curiosity.
• Being tenacious, pursuing
set goals and being a lifelong learner. Determining
what one desires to happen,
discovering a pathway to get
there and committing to the
activities needed to advance
toward those yearned for
outcomes time after time, with
relentlessness not only makes
goal accomplishment possible,
it creates the curiosity to
dream bigger and grow
exponentially.
• Being energetic, devoting
the personal resources to
make things happen. Taking
personal responsibility to
maintain health, both physical
and mental, to support

all of the thinking, doing,
and cooperating activities
necessary to sustain life at its
highest level really is the basis
for all of our human activities.
Becoming aware of those
activities which create energy
within us and those which
drain our energy requires a
dedicated commitment to
living.
• Being ethical, doing the
right thing every single time.
In every human activity there
is the opportunity to complete
it to the best of one’s ability
(which, in turn, stretches that
ability), the temptation to
conclude the task as quickly
and as sloppily as possible,
or to completely “blow it
off ”--not put any effort into its
accomplishment at all. Being

Each of these components
contributes to the
strengthening of abilities to
form consistently stronger
relationships with other
humans and to be the best
salesperson possible!
About
Brad
Huisken
Author, trainer,
consultant
and speaker
Brad Huisken is President of
IAS Training. Mr. Huisken
has authored a wealth of
sales training books. He
recently developed his Train
the Trainer Course and IAS
Training’s Certified Jewelry
Sales Professional Program.
He also publishes a free
weekly newsletter called “Sales
Insight.” For more information,
contact IAS Training at 1-800248-7703, info@iastraining.
com, www.iastraining.com or
fax +1-303-936-9581
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On land, underground and
at sea: the many types of
diamond mining
by Ehud Laniado

D

iamond mines
can take several
different forms,
depending on the
location and the geology of
where the mine is located.
The type of mining employed
can have a significant impact
on the economic viability of
the mine, and can ultimately
determine if a diamond
deposit can be developed or
not. Mining, however, must
take into account more than
just economic considerations.
A series of laws and
regulations govern mining, all
designed to benefit the local
economy, protect lives, and
conserve the environment.
Among these laws, which
differ from country to
country, are requirements for
employment of local residents,
royalty payments to the host
country, and at times to the
local state and even to the local
community.

Open Pit Mining
The most common form of
diamond mining takes place
in what is known as an open
pit, which is generally the
most cost-effective alternative
for large kimberlite deposits.
In open-pit mining, a large
carrot-shaped hole is dug in
the ground, starting from its
widest point at the surface and
getting gradually narrower at
depth. This type of digging
exposes the entire extent of the
diamond-bearing kimberlite
so that no ore is missed during
processing. The digging is done
in such a way that the outside
walls of the pit form roadways
that allow hauling machinery
to travel down to depth safely.

There are also a series of
environmental laws that ensure
water resources are protected
and developed, laws that
require restoring mining areas
to their pre-mining state, laws
designed to protect wildlife,
and laws designed to improve
and protect quality of life for
local residents. For example,
mines are often required to
develop infrastructures such as
roads, build housing, or supply
water treatment facilities to the
local population.
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In a typical open pit mine, the
rock is dug up using excavators
and loaded onto large dump
trucks, to be hauled to the
appropriate location for
processing or storage. In some
cases, surface rock can be dug
easily without any explosives
required. However, in most
cases, the rock must first be
broken up before it can be
lifted onto dump trucks and
transported. This is done using
explosives, which are dug into
the rock and detonated. The
smaller pieces of broken rock
can then be moved.
A critical part of the feasibility
of open pit mining is the
strip ratio, which is the ratio
of waste material that must

be mined relative to the
diamond-bearing ore within.
The amount of surrounding
host rock and/or the amount
of material on top of the
kimberlite which must be
extracted first, known as
overburden, can sometimes
determine if a mine is feasible
or not. There are examples in
the world of large diamondbearing mines that have not
yet profitably been mined
because of the significant
amount of over-burden
that would first need to be
extracted. In most cases,
some degree of waste rock is
essential to building a mine,
as this excess rock can be used
to build roadways and access
ramps for machinery.

Underground mining can extend the
life of a mine significantly, sometimes
by 10-20 years.

The world’s largest open-pit
diamond mine is the nowinactive Mirny pit in Russia.
The Mirny mine is the second
largest excavated hole in the
world after the Bingham
Canyon Copper Mine in Utah,
U.S. The hole is 525 meters
deep and 1,200 meters wide at
surface. Helicopters have been
banned from travelling over
the pit because of incidents
where they were sucked in by
the downward air draft!
Underground Mining
Most underground mining
takes place after an open pit
mine reaches the point where
it is no longer economically
viable to extend the pit walls

outward to support digging
to lower depths, such as
the Mirny mine. However,
there are some examples
of diamond mines that are
exclusively underground
mines from inception.
There are several different
types of underground mining
but the most common variant
is called block caving. This
type of mining for diamonds
was first introduced at the
Kimberley mine in 1951.
It relies on the kimberlite
rock being weaker than
the surrounding host rock
material. A large tunnel is
dug at a shallow angle until
the tunnel reaches the ore

body. A large chasm or void is
extracted using blasting and
digging. This void underneath
the target kimberlite allows
the rock above it to collapse
into the void, where it can be
safely hauled away through
the tunnels and back to the
surface.
Underground mining can
extend the life of a mine
significantly, sometimes by
10-20 years. It often requires a
significant capital investment
to transition from open pit
to underground, but once
completed, underground
mining is a cost-effective
option to mining at lower
depths.

But underground mines also
have unforeseen risks. The
De Beers Snap Lake mine
in Northern Canada is a
good example. Snap Lake
was Canada’s first purely
underground diamond mine.
Once mining commenced,
challenges with large amounts
of ground water seepage
created significant cost
pressures and environmental
concerns that ultimately
made the mine unprofitable
to operate. As a result, the
mine has been placed on care
and maintenance after just
seven years of mining. The
Ghaghoo mine in Botswana
is an example of a mine that
was developed strictly as
an underground operation,
owing to the large volume
of over-burden on top of
the ore body that would be
uneconomical to mine in an
open pit.
Alluvial Mining
Alluvial mines occur where
natural erosion, mostly
from river systems and tidal
washbasins, has eroded the
surface of diamond-bearing
kimberlite rock and has
transported the sediment
to other locations. These
diamonds tend to be easier to
access, and are usually found
in surface gravel or existing
river systems. This makes
them much easier to extract
and process without the
need for explosives or large
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crushing operations.
Alluvial deposits can be
challenging, owing to the
expansive geography over
which the diamonds have
been transported over
millions of years. As a
result, they don’t often lend
themselves well to largescale mining operations and
are frequently mined by the
informal artisanal sector in
small rural communities,
principally in Africa.
Historically, this sector of
the diamond industry has
been under a great deal of
international scrutiny due
to the lack of legislation and
protection for workers or the
environment in these remote
mining locations.
The Marange diamond
fields in Zimbabwe are
a good example of some
of the challenges faced in
mining alluvial deposits. The
Marange fields are thought
to contain massive deposits
of diamonds, which are
located both at surface and at
depth. However, nature has
spread the diamonds over
a huge region, estimated to
be in excess of 750 sq. km,
which makes it economically
unbeneficial to recover any
of the diamonds below the
ground level. The diamonds
near the surface, in contrast,
can be recovered using simple
techniques and inexpensive
machinery.
Marine Mining
Unfortunately, diamonds
rarely present themselves on
the outskirts of developed
cities and are frequently
located in inhospitable
regions of the world. This
is no more evident as when
diamonds were first found in
the Atlantic Ocean, primarily
off the coastline of Namibia.
These diamonds were
transported over 90 million

years through a process of
erosion, as drainage basins in
Southern Africa flowed from
east to west and emptied into
the Atlantic Ocean. Strong
currents travelling north
along the West African coast
transported the diamonds,
and they concentrated in
certain areas both on and off
the coastline of Namibia and
South Africa.
German oil and gas
companies were the pioneers
of this technique. Today,
marine mining is done using
ships that essentially vacuum
the seabed through long hoses
at depths up to 500 feet, at a
rate of up to 460,000 cubic
feet per hour. The mixture of
water and gravel is sifted and
packed and then transported
via helicopter to land-based
recovery faculties to extract
the diamonds within.
Marine operations are noted
for the high quality of the
diamonds recovered. Due to
the intense natural processes
that occur over millions
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of years as these stones are
transported, many of the
diamonds are of the highest
quality, while the stones with
many inclusions tend to break
apart. As a result, marine
mining operations have some
of the highest average values
in the world.
Beyond the extraction of
diamonds from any particular
region, companies must
also look at the recovery of
diamonds from the ore that
they mine. This area has seen
significant improvements in
recent years due to advances
in technology for diamond

recovery. In a future article,
I will examine some of these
recovery techniques and
how they are advancing the
diamond industry.
The views expressed here
are solely those of the author
in his private capacity. No
one should act upon any
opinion or information in this
website without consulting a
professional qualified adviser.
This article was first published
here: http://www.ehudlaniado.
com/home/index.php/news/
entry/on-land-undergroundand-at-sea-the-many-types-ofdiamond-mining

About Ehud 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.
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USA
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Verona,
Italy

Verona Mineral Show

25-26

Brooklyn, NY,
USA

International Watch & Jewelry Guild (IWJG)
Show

25-29

Kuwait

Junwex New Russian Style

31-06

NV, USA

JCK Luxury

Singapore International
Jewelry Expo
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I N S P I R E D BY N AT U R E .
E N V I E D BY T H E W O R L D .

70% CASHBACK FOR LIFETIME ON DIAMOND JEWELLERY PURCHASE | FREE LIFETIME REPAIR WARRANTY

Classically styled and contemporarily crafted,
the tribal-art inspired jewellery is where gold
meets diamond to make your moments
eternally beautiful.

ASK FOR OUR FLEXI PAYMENT PLAN.

UA E G CC A S I A A S I A PAC I F I C

THE ONLY JEWELLER IN
THE GCC TO BE AWARDED

JEWELRY BOX

While jewelry fairs were continuing, new collections
of jewelry companies are presented to the taste
of jewelry buyers. Combining developments in
economicand social areas, trends deriving from
important fashion weeks with these collections, there
we see a big jewelry box

AYLİN
GÖZEN

F

air marathon and new season, showed up
with new collections. On the other hand,
while these lines are written, New York,
London and Milano fashion weeks are
completed. Paris fashion week is going on. Now it is
time to examine the inspiring timeless classics and
contemporary designs in jewelry in the fashion weeks.
The options are brilliant when we look at special
designs. From naive timeless jewelry to contemporary
designs, our jewelry box is full of passion for
jewelry…
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Futuristic designs
Futuristic designs and
possible jewelry models
of future are on the rise.
Playing with ratios,
geometric figures and
sparkling complete this
theme.

Gleamcore
Colored “glamcore” on
the runways, in a way,
carries haute-couture to
the streets. The jewelries
actually contribute to this
colored world with colored
and assertive models.

Little Shine
Of course, small and joyful
colored designs affected by global
stagnation is among the favorite
jewelries of 2016.

Romantic...
In 2016, romantism is once again
with us… Laces on the runways
and feminen bowties also effect jewelry. Besides jewelry manufactured like a
lace, bowtie designs
are very commonly used.
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