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Dear Readers,

The year 2019 is now upon us and I think all share the
hope that this year will be much different, and much
better than the year past. Personally, I truly wish that
"inspiration" will become the buzz word in 2019!

The past year was one of upheavals for the diamond,
gem and jewellery industry and trade. While a decade
ago, the economic crisis catapulted us into a 'new
normal economy,' 2018 was the year during which we
realised that the luxury product industry, gem and
jewellery included, is in a flux. I advise you to give
the interview with Frank Müller, CEO of The Bridge
To Luxury, a good read. His insights will open your
eyes to the radical changes our industry has seen, and
will continue to see, in the future. The make-up of the
consumers we target is changing, their demands are
changing, and we'll have to change with it.

I am excited that in this issue, we've given the stage to
four artists, three painters and one 'quilter,' who are
inspired by diamonds and gemstones, and recreate their
images on the canvas or in cloth. Each of these four
women have found their own modes of expression, and
each arrived at their love for diamond and gemstones
via a different route. What they share is the passion for
gems and their resolve to celebrate them in their art.

What can we learn from these artists? Reena
Ahluwaliah, who is both a jewellery designer of renown
as well as an accomplished painter of diamonds,
expressed the question all these artists are asking by
means of their art also in words: How can we shape
the diamond conversations of tomorrow? How will
diamonds and diamond jewellery stay relevant to
consumers? That is the question we all will need to
answer in 2019!

Enjoy the read! I welcome your comments to this issue
of the World Diamond Magazine. Email me at any time
at eic@world-diamond-magazine.com.

Ya'akov Almor
......
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Welcome to Issue 16 of the World Diamond Maga-
zine, the magazine that is sponsored by the Jewellery 
Exporters’ Association of Turkey (JTR). We apolo-
gize for the delay of its arrival to your mailboxes but 
we are sure it was worth the wait! 

March is an important month for JTR, as it contin-
ues to organise buying group programmes coincid-
ing with the Istanbul Jewelry Shows that are held 
held in March and October. The number of buying 
group delegates who attend the shows in Spring and 
Fall is the highest in Turkey, not only in the jewel-
lery industry but across all other industries in our 
country! 

At this Spring edition, visitors to the Istanbul 
Jewelry Show are invited to take part in the awards 
ceremony of the JTR Jewellery Design Contest. This 
annual event is a highlight of the March show and 
an excellent opportunity for foreign visitors as well 
as for our own industry members to see the advanc-
es of our local design talents. 

Walking the isles of the March show, visitors can 
see the many shining examples of innovation, check 
the excellent quality of the jewellery on display and 
gain further insights in the competitve pricing of the 
Turkish jewellery industry’s products. 

Exciting, innovative and inspired design is of great 
importance to our industry. To quote from a study 

by McKinsey, The Business Value of Design: “Design 
is more than a feeling: it is a CEO-level priority for 
growth and long-term performance.” It is therefore 
that we take the delegates of our buying mission 
programmess on a tour of the Designer Market sec-
tion at  the exhibition, and invite them to the Design 
Awards Ceremony.

In addition, our industry is witnessing a global 
change in the value chain, which requires companies 
to focus their efforts on reseach and development, 
innovation, design and branding. To succeed and to 
market their product succesfully, they need re-eval-
uate their growth strategies and operations.

At the Istanbul Minerals and Metals Exporters’ 
Association (IMMIB), we strive to ease the flow of 
capital, people, trade and information globally with 
the immediate purpose to grow our exports, in all 
sectors of our discipline, including jewellery. 

Of course, we are pleased and honoured to be 
among the various stakeholders of our industry that 
make the Istanbul Jewelry Show the flagship event it 
has become. We are confident that the March 2019 
show will be succesful and will again be the platform 
on which our industry, the exhibiting companies 
and the visiting buyers will build a stronger bond for 
toward mutually fruitful cooperation.

Dear Readers,

S. Armağan VURDU
......

S. Armağan Vurdu, 
Secretary General, İMMİB
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World Jewellery Industry 
Gets Together at IJS for the 48th Time

Organised by UBM Rotaforte Uluslararası Fuarcılık A.Ş., the Turkish branch office of 
UBM Asia which is the biggest exhibition organiser on the Asian continent, and recog-

nised as one of the top five jewellery exhibitions in the world, the Istanbul Jewellery Show 
will be bringing together the professionals of the jewellery industry for the 48th time. The 

exhibition will be held at CNR Expo, the Istanbul Fair Centre, between March 21 - 24, 
2018. As part of the International Buyer Delegation Programme, 1000 buyers from the tar-
get countries of the jewellery industry will be hosted at the exhibition. Master and young 
jewellery designers will be showcasing their latest designs at the show’s Designer Market. 
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As a result of many years of 
investments, expansion, 
diversification and lots of 
hard work, the Istanbul 

Jewellery Show has become one of the top 
five jewellery exhibitions in the world.
It is Turkey’s first and only specialised 
international jewellery exhibition, 
organised by UBM Rotaforte Uluslararası 
Fuarcılık A.Ş., a firm that can boast not 
less than 34 years of experience, at CNR 
Expo, the Istanbul Fair Centre . 

This Spring's exhibition will be 
featuring over 800 local and 
international jewellery companies 
and brands, representing 
a wide range of product 
groups and sectors 
including gold, gold 
mountings, refined gold, 
gold jewellery, diamonds, 
a wide variety of coloured 
gemstones stones, pearls, silver, 
silver accessories and silver 
household items, luxury watches 
and fashion watches, molds, 
shop window decorations, 
machinery and equipment, 
safes, software, as well a wide 

range of services that include logistics, 
security, diamond grading, gemstone 
identification and grading, as well as 
lighting products. The exhibitors will be 
showcasing their special products and 
collections to over 16.000 professionals of 
the sector.

International buyers at IJS 
As has become customary, the 
exhibition operates its International 
Buyer Delegation Programme in 

coordination and with the active 
support of the Ministry of Trade 
of the Turkish Republic. The 

programme is organized by 
the General Secretary of 
the Istanbul Minerals 
and Metals Exporters 
Association (IMMIB), as 

well as the Turkish Jewellery 
Exporters’ Association (JTR) 

and UBM Rotaforte, with the 
joint goal to stimulate and grow 

jewellery exports, to find and 
encourage new markets and to 
preserve its impressive, existing 
global market share. 
As part of the programme, not less 
than a 1000 buyers of the jewellery 

sector from Europe, the Middle East, the 
Americas, North Africa and the Far East 
will be hosted during the exhibition. The 
business meetings to be held during the 
course of the exhibition are expected to 
generate around 80 percent of Turkey’s 
jewellery exports in the coming term!

Master and young jewellery designers 
Organised every year by the Turkish 
Jewellery Exporters’ Association (JTR), 
as part of the Istanbul Jewellery Show, 
the Designer Market pavillion will be 
bringing together master and young 
jewellery designers on the same platform. 
The designers will showcase their 
signature designs and jewellery at the 
Designer Market specially created at the 
exhibition venue.
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AWDC and Bain
publish 2018 Global Diamond 
Industry Report

A resilient industry 
shines through

The Antwerp World 
Diamond Centre (AWDC) 
and Bain & Company 
published their eighth 

annual report on the global diamond 
industry. This year’s edition covers 
industry developments in 2017 and 
the first half of 2018, taking a close 
look at key industry trends.

The report begins with the important 
developments along the value chain. In 
subsequent sections, it reviews the factors 
that influenced the rough diamond sector's 
production and sales, the midstream's 
performance and global diamond jewellery 
demand in the major markets, and also 
provides an update on the long-term 
outlook for the diamond industry through 
2030. 

The 2030 supply-demand forecast 
considers announced production plans, 
recent changes in mining operations, 
potential additional sources of supply, 

expected changes in global and regional 
macroeconomic parameters, and the 
potential effects of lab-grown diamonds.

Following a period of high volatility, 2017 
was strong for the diamond industry, with a 
growth of approximately two percent across 
all segments of the value chain. In 2018, 
revenues are expected to grow again, and 
even accelerate in the mining and jewellery 
retail segments. Volatility persisted in 2018 
and the final outcome for the year will be 
determined by sales performance during 
the 2018 holiday season.

Digital is redefining business models for diamond jewellery retailers
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Rough sector performs well
The major rough diamond producers 
delivered an unprecedented production 
growth of nearly 20 percent in volume 
during 2017. The production increase 
came mostly from mines that produce  
lower-quality assortments. The mining 
companies' revenues grew by two 
percent overall, indicating a 
positive trajectory  for the 
second year in a row. In 2017, 
some major producers 
reported decreases in their 
earnings before interest 
and taxes margins, 
mostly due to currency 
appreciation in the various 
production countries. 
However, the mining 
companies’ profitability 
bounced back in the first half of 
2018.

Midstream holds on
The midstream's profitability remained 
positive with margins of between one 
to three percent. Assuming that the 
demand for diamond jewellery will 
continue to rise through the end of 
2018, overall profitability of the cutting 
and polishing segment is expected to 
improve.

Midstream inventories increased in 
2017–18, particularly in lower-quality 
and small-size assortments, as midstream 
players prepared to ride another demand 
surge for those categories in 2018. 

India continued to grow its leadership 
position in the cutting and polishing 
segment due to lower labor costs, 

a favourable regulatory environment 
and relatively better access to financing. 

The report contends that even while 
financing availability remains an issue 
in the midstream segment, transparent 
and financially healthy companies 
report little impact on their ability to 
secure funding.

In line with positive luxury market 
trends, global diamond jewellery sales 

grew two percent US dollar terms in 
2017, fueled by strong macroeconomic 
fundamentals in the US, resurging 
demand from Chinese millennials and 
increasing sales in the self-purchasing 
category in China.

The demand for diamond 
jewellery is expected to 

accelerate in 2018. However, 
if the trade war between the 
US and China continues, it 
may have a negative effect 
on the growth prospects 
for global demand in the 
short to medium term.

Three key industry trends 
are shaping the future of the 

diamond industry. 

One
Increasing influence of digital technologies 
One of the most important 
opportunities is the increasing 
influence of digital technologies. 
Emerging and maturing digital 
technologies are affecting all parts of 
the value chain, enabling diamond 
producers, midstream players and 
retailers to increase efficiencies within 
their operations. Marketing efforts that 
use digital technology can also deliver 
superior customer experiences. 

The retail price of gem-quality lab-grown diamonds nearly halved in the past 
two years, while wholesale prices dropped threefold
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Two
Lab-grown diamonds 

The second trend is the growing 
presence of lab-grown diamonds. 
Lab-grown diamonds are  clearly 
here to stay. De Beers Groups’ launch 
of a lab-grown fashion jewellery 
retailer called Lightbox Jewellery, and 
the US Federal Trade Commission 
ruling on diamond terminology 
were major news in 2018. Lightbox 
does not provide grading reports 
for its products, as it states that 
grading reports exist as a record of 
a diamond’s rarity and, therefore, its 
value — with products that can be 
mass-produced to a particular recipe, 
Lightbox notes that grading reports 
could confuse consumers about the 
value of their lab-grown stones.

The effects on natural diamond 
demand and price will depend 
on consumers’ perceptions and 
preferences. If the natural diamond 
industry can differentiate its stones 
from lab-grown diamonds (perhaps 
positioning lab-grown diamonds as 
fashion jewellery rather than luxury 
items), the effect on natural diamond 

demand by 2030 will be limited 
up to five to 10 percent in value 
terms. Given the pace of declining 
production costs and wholesale and 
retail prices, the report's authors 
expect lab-grown stones to become 
accessible to a wider consumer 
audience, potentially increasing 
demand for diamonds in general. In 
the short to medium term, growth of 
lab-grown diamonds will be limited 
by manufacturing capacity, access to 
technology and intellectual property, 
and availability of funding. 

Three
Younger generations of consumers 

The third key trend is the shifting 
preferences of younger generations 
of consumers. Younger generations 
of consumers are causing industry 
players to rethink their sales and 
marketing strategies. The self-
purchase product category continues 
to grow as millennial and Generation 
Z’s female spending power increases. 
Younger generations are also more 
inclined to consider the opinions 
of social influencers, customer 
reviews and "likes" when making 

purchasing decisions. Social media 
shopping is expected to increase 
significantly as the spending power 
of Gen Z rises. Many retailers 
are already strategizing how the 
shifts in preferences will change 
their approaches to marketing and 
operations. The long-term outlook 
for the diamond market remains 
positive.

Rough diamond supply is projected 
to be minus one percent to one 
percent plus annually in volume 
terms. The report's authors expect 
demand for natural  rough diamonds 
to stay flat or grow up to two percent 
annually through 2030 in real terms, 
backed by strong fundamentals in 
the US and the continued growth of 
the middle class in China and India. 

The report's outlook incorporates 
possible demand substitution from 
lab-grown diamonds, which is 
estimated to be five to 10 percent. It 
also reflects fundamental long-term 
supply and demand factors rather 
than short-term fluctuations.

Industry players must adapt their marketing strategies to attract younger consumers
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Diamond prices are sliding, 
and that is a warning sign

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 ser-
vices, Laniado has mastered both the miniscule details of evaluating and pricing individual 
rough diamonds and the entire structure of the diamond industry.

ABOUT 
EHUD LANIADO

by Ehud Laniado

During the past few months, we have witnessed polished diamond prices decline. They are sliding downward at a slow pace, with 
an occasional small rise before sliding again. So far this year, overall polished diamond prices lost 2.9 percent, according to 
the Mercury Diamond Global Tracker™ (MDGT™). The majority of the decline took place in the third quarter of the year – 1.3 
percent.

Moderate price declines are not usually a source of great concern. What should worry the industry are the forces pushing polished diamond 
prices downward, the long-term trend, and the implications they may have on the industry at large.

Current price drivers
A number of market forces are driving 
prices down. Chief among them is a decline 
in consumer interest in diamonds. It’s not 
that consumers in the US, China, India or 
Japan are less inclined to buy diamonds, 
although some argue that this is precisely 
the issue. However, the data we have 
points to a shift in preferences. Consumers 
prefer smaller goods. Although we have 
mentioned this repeatedly in our recently 
published price analysis reports, it’s worth 
taking a closer look.

Some fashion trends are driven by 
changing times, events, and retail offerings. 
Some trends are driven by economic forces. 
As diamond offerings range the entire 
diamond gamut, and no major events took 
place lately to drive changes in jewellery 
trends, we are left with economic forces. 
In this case, the high prices of diamonds. 
Yes, prices have been declining, but that is 
a response to changes in demand. What we 
are seeing is that despite the ongoing price 
decline, the sweet spot has not been found 
yet.

So, while consumers in the American, 
Chinese, Indian and Japanese markets 
remain interested in diamonds, they 
are choosing smaller goods, because 
that fits their budgets. In the US this is 
a clear trend; in the rest of the leading 
diamond consumer markets, it is a little 
less pronounced, but the strong US dollar 
against local currencies makes diamond 
prices even pricier in local currencies, 
impacting consumer demand.
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Now, let’s add to that another market 
dynamic – lab-grown diamonds (LGDs). 
When the diamond industry hears how 
the LGD producers and retailers market 
this item, what worries and angers them 
most is the claim that LGD are “the 
ethical choice.” However, what resonates 
most for the consumer is a different 
promise altogether – “same, but costs 
much less.” Yes, this is an economic 
choice. Consumers want diamonds at an 
affordable price. LGDs make good on 
that promise.

When consumers demand lower prices, 
prices come down. Have no doubt 
about that. What is worrying about 
this is that consumers have an easy 
alternative. LGDs deliver lower prices, 
and consumers, little by little, are buying 
into it.

With diamonds being pricey and the 
diamond industry failing to explain to 
consumers why prices are as they are, 
consumers are being pushed straight 
into the open and awaiting arms of lab 
grown. Yes, the long-term outcome may 
be that the diamond industry is actively 
driving consumers away.

This outcome does not need to be a 
must. First, polished diamond prices 
will continue to decline if consumer 
interest is for lower cost diamonds (or 
abandon diamonds for the alternative). 
Second, the diamond industry is failing 
to create marketing that enhances 

and elevates diamonds. Diamonds are 
considered a luxury item in popular 
culture, but when it gets to economics, 
the reality is that most diamonds are 
not bought as a luxury item. In most 
places, they are not sold as an exclusive 
luxury item. Therefore, it is no wonder 
that consumers do not understand why 
diamonds are priced so high.

If marketing elevated diamonds as a 
truly luxurious item, and stores sold 
them as being very rare and unique, 
consumers would hear that they are 
buying something very special. This 
is what all of us in the diamond and 
jewellery industry must act to make 
happen. We should all contribute to this 

effort, because it will impact each and 
every one of us.

If you need inspiration, look no further 
than how high-end diamonds are sold. 
Large, D/flawless and fancy colour 
diamonds are sold precisely as outlined 
here. And because of that, they sell well, 
meaning they generate nice margins. 
More importantly, not only are they 
sold as unique and special items, they 
are also bought as unique and special 
items. And buyers than cherish these 
purchases. They not only invest from 
a financial stand point but make an 
emotional investment as well. And that 
is the kind of consumer we need.

The question that must be posed to us 
all is this: What kind of future do we 
want, one where we squabble for rough 
diamonds and then sell diamonds 
like mass consumer products with no 
standing and suffer from thin margins 
in return? Or do we want to buy 
rough with confidence, and then sell 
an exclusive product with an uplifting 
experience and reap the rewards in the 
form of handsome margins? That is the 
choice ahead of us.

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.

When consumers demand 
lower prices, prices 

come down. Have no 
doubt about that. What 
is worrying about this is 
that consumers have an 
easy alternative. LGDs 

deliver lower prices, and 
consumers, little by little, 

are buying into it.
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Five sales tips on how to sell 
jewellery using emotion

#1 Make It About Her!
A great way to sell emotion is to Make 
It About Her. Many guys cannot tell 
you her favorite colour, but they can 
talk about her hobbies, her job, and 
her interests. Get him talking about 
her. This is good for two reasons. 
First, it lets you know more about 
her taste so it becomes easier for you 
to know which piece of jewellery she 
will like most. Second,  it makes him 
realise all the many wonderful things 
he loves about her, prompting him to 
spend more.

#2 Make Them Feel Important
People buy jewellery to feel important, 
attractive, rich. You can sell the feeling 
of importance by asking people their 
opinion. Try asking your customer 
something like, “Oh, I just finished 

these newspaper ads. Which do YOU 
like better?” Even something as simple 
as, “Can you hold this?” can make 
people feel more important and more 
comfortable in your store.

#3 Talk About The Occasion
Another way to sell emotion is to 
make it about the occasion. Talk about 
how special and meaningful a holiday 
can be. Talk about how a birthday 
celebrates the day a person enters this 
world. Talk about how lucky they are 
to be getting engaged and how special 
it is when you meet the person of your 
dreams. The more important the event 
becomes, the less the price matters

#4 Make Them Feel Unique
Next, try to make the customer feel 
special by promoting rarity. Try sales 

lines like these to create rarity: 
• “Only the top 1 percent of women 
own an engagement ring over a carat.”
• “Each diamond is hand selected with 
you in mind.”
• “She will have a unique piece of jew-
ellery that you cannot find anywhere 
else.” 

Everyone wants to feel special. Make 
your customer feel unique and they 
will buy from you.

#5 People Love A Story
The final way to sell emotion is by 
being a great story teller. People buy 
the story, not the jewellery. Each piece 
of jewellery in your case should have a 
compelling story to help the sale.

Aleah Arundale-Siegel is a 3rd generation GIA Graduate Gemologist, a fifth generation jew-
eller-turned-loose-diamond-wholesaler and the founder of the immensely popular Jewelers 
Helping Jewelers Facebook page. Selling diamonds on the road lets her share great ideas 
from hundreds of different jewellers from all over the country. Sign up for her Jewellery 
Sales Tips Newsletter by e-mailing her at Aleah@olympiandiamonds.com or calling +1-
800-882-8900. “We are all in this jewellery business together, lets help each other!”

ABOUT 
ALEAH ARUNDALE-

SIEGEL



WORLD
DIAMOND 

MAGAZINE

World Diamond Magazine | 19 



20 | World Diamond Magazine 

WORLD
DIAMOND 
MAGAZINE MUSTAFA KAMAR

JEWELLERY 
EXPORT 

INCREASED
35 PERCENT

IN 2018
Mustafa KAMAR
Chairman of the Board of Jewelery Exporters' Association

Turkey's jewellery 
exports grew 35 
percent in 2018 
compared to the 

previous year, reaching $4.5 
billion. Unprocessed and semi- 
processed gold accounted for 
48 percent of the year’s exports, 
followed gold jewellery and 
diamond-set gold jewellery, with 
a share of 44 percent.

The Turkish Jewellery Exporters’ 
Association (JTR) published the export 
figures of the jewellery sector for 2018. 
Between January 1 and December 31, 2018, 
Turkey exported and sold $4,410,461,204 
of precious metals, in particular gold, gold 
jewellery and gem-set gold jewellery. The 
export figure represented an increase of 35 
percent compared to the export figures of 
2017.

The highest figure was reached in August 
with 896 million dollars of jewellery 
exports while in January only $142 million 
worth of exports were registered.

Mustafa Kamar, Chairman of the Board 
of the Turkish Jewellery Exporters' 
Association, stated in his assessment of the 
export figures that he and his colleagues 
were very satisfied with the performance 
of the sector, due to the added value it 
provided to the country's economy. 

“When we evaluate the [Turkish jewellery 
industry’s] current performance in 2018, 
we can be confident and identify the 
Turkish jewellery industry and trade, in 
all its aspects, as a strategic business sector 
that enjoys high standing and an excellent 
reputation, within our country, as well as 
abroad, brining significant added value to 
Turkey.” 

“Turkey is now among the world’s top 
exporting countries. In a period when the 

balances are shifting between financial 
impulses, the increase in jewellery exports 
and the continuation of the interest in 
jewellery allow us to look at the future with 
hope.  We should increase our production 
capacity with our world-class workmanship 
quality and intensify our initiatives in order 
to conquer new markets. In this context, 
we continue to participate in international 
jewellery fairs abroad and at home, 
organize and invite buying groups from key 
target markets, organize and hold jewellery 
design competitions, offer opportunities 
and incentives to budding designers to 
study and enrich their education abroad 
and bring experts from abroad to give 
lectures in our own jewellery design 
academies and schools.” 

In addition, we are conducting research, 
designing and carrying out study 
programmes with the purpose to 
strengthen the technical infrastructure of 
our vocational schools, and to improve 
and broaden the quality of education in 
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COUNTRIES
JEWELLERY
EXPORT ($)

SHARE

SWITZERLAND 935 Million 21%

ENGLAND 655 Million 15%

UAE 553 Million 13%

USA 289 Million 7%

HONG KONG 232 Million 5%

GERMANY 178 Million 4%

ISRAEL 123 Million 3%

IRAQ 114 Million 3%

LIBYA 80 Million 2%

BELGIUM 71 Million 2%

our jewellery design schools. Of course, we need to invest more 
resources and make stronger efforts to diversify, strengthen and 
develop all aspects of our jewellery design education. With better, 
more attractive, marketable designs comes the need for better 
craftmanship and expert labour. At then end of that process, we 
will also be abler to raise our production capacity. As a country that 
serves as a bridge between east and west in terms of the geography 
we are in, we believe that we can and will carry our export potential 
to higher levels in 2019" Kamar said.

Unprocessed and semi-processed gold make up lion share of 
jewellery exports 

The lion share of the country’s jewellery exports - 48 percent - was made 
up unprocessed and semi-processed gold, while 44 gold jewellery and 
gem-set jewellery percent accounted for 44 percent. The remaining eight 
percent was made up by other jewellery segments of the jewellery sector, 
such as silver and plated jewellery, coloured gemstones and services.

European Union is chief destination for Turkish-made jewellery 

More than a half of all of Turkeys’ jewellery exports were destined for 
Europe in 2018. The share of jewellery exports to European 

countries outside the EU accounted for 28 percent and stood 
at $1,234 billion. Exports to European Union countries stood 
at $1, 094, which constituted 25 percent of Turkish exports in 
2018.  The Near and Middle East and Asia claimed 23 percent 
of Turkey’s jewellery exports, worth $1, 022 billion. Other 

Asian countries bought $441 million of goods, $313 million was 
sold in North America, and North African countries purchased 

$155 million worth of Turkish jewellery products.
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Eight-carat blue diamond
sells for $18 million

A fancy vivid blue diamond weighing 8.08 carats, set in a Bulgari-made ring, was sold for more than 
$18 million this Fall at Christie’s Magnificent Jewels auction in New York. The price per carat reached 
for this cushion-cut fancy vivid blue diamond was $2.27 million. While this piece headlined Christie's 

Magnificent Jewels auction, a rare, 15.56-carat heart-shaped pink diamond set in a pendant sold for 
$9,537,500. Another item that drew attention were the Foxfire Diamonds, which were mined in the 
Diavik mine in Canada. Set in a pair of earrings, the stones, weighing respectively 37.87 carats and 

36.80 carats, sold for $1,572,500. And an oval-shaped, internally flawless, fancy yellow diamond was 
hammered of at $1,308,500.
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Esther Ligthart has worked for over 25 years within the jewellery industry. Today she writes 
for several international trade magazines and runs a consultancy business for both jewellery 
retailers and -brands. She also is the founder of Bizzita.com. A popular jewellery blog with 
a unique perspective on jewellery. https://www.bizzita.com

ABOUT 
ESTHER LIGHTHART

Have jewellery fairs run their course?

Recently, but still in 
2018, yet another 
jewellery brand 
announced it will 

no longer participate at two 
major tradeshows in the gem 
and jewelery sector. It was not 
the first leading firm to make 
such an anouncement in 2018, 
and one can expect more will 
follow. Some experts predict 
the end of jewellery fairs is 
nigh, while others continue 
to argue that things will never 
change much.

Below, I'll share my take and 
insights on this topic, and I'll 
dare to make some suggestions 
as to how the jewellery trade 
fair of the future may develop.

In Fall 2018, the trade media - 
excitedly - reported that one of 
Italy's more famous jewellery 

brands, Pasquale Bruni, would 
be leaving both VicenzaOro 
and BaselWorld. 
These are two very important 
trade fairs, which are both 
struggling - each in its own 
fashion - to reinvent themselves 
as they need to adapt to 
the changing demands and 
behavioural patterns of both 
visitors and buyers. 

Of course, this is not new. I 
know, like many of my peers 
and colleagues in this industry, 
that many a commentator loves 
to say something degrading, 
about trade shows in general. 
Yet, year after year, show 
after show, they turn up, 
walk around and go about 
their business! Trade shows 
everywhere and in any industry 
are coming to terms with 
changing buying behaviour

Technology has improved many 
aspects of our lives, including 
the way we buy. I once 
overheard a jeweller moaning 
about how his clients now 
seemed to only want to buy 
via the internet. He had every 
right to moan, but the irony of 
what he said next seemed to 
completely fly over his head. "I 
am not going to visit brand X 
whilst here (at a trade show), 
I can order their stuff on the 
internet, far easier!"

Of course, there is pain behind 
every change. Our industry isn’t 
the only sector suffering from 
a decline in buyers, visitors 
and exhibitors. So obviously, 
part of the pain or part of the 
change must have a common 
denominator. 

Brands are seeking to identify 
identity, how to reach clients. 
Remember, there is only a 
handful of Tiffany’s, Bulgari’s, 
Van Cleef & Arpels and 
Cartier’s out there. The vast 
majority of the jewellery, 
however, is struggling in a 
highly competitive world.

The fight for showcase space 
in a retail jewellery store of a 
great reputation, the longing to 
be showcased by Nordstrom, 
Saks or any other higher-end 
chain or department store, the 
hesitation to sell through the 
various LuisaViaRoma, Pret-a-
Porter, Moda Operandi digital 
platforms or the hope that 
smaller, more nichy websites 
might be the answer to growth 
in sales is understandable.

by Esther Lighthart
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New jewellery show initiatives
Many a jewellery manufacturer 
will ask him- or herself: Should 
I - continue to - exhibit at the 
large - read most expensive and 
demanding – shows? 

Are there alternatives or any 
other, new initiatives?

Many a jewellery manufacturer 
will ask him- or herself: Should 
I - continue to - exhibit at the 
large - read most expensive and 
demanding – shows? 

Yes there are. 
Let's look at what happened 
right here, in my backyard, in 
the Netherlands. Here, a new 
show, called Out of the Box 
, was launched in response 
to disappointment with the 
traditional, annual Jaarbeurs 
fair in Utrecht that also 
features a jewellery section. 
The organizers of Out of the 
Box did away with a lot of the 
glitzy character of the Jaarbeurs 
event, added a lot more 
fashion jewellery – we call it 
Bijoux - and even featured 
handbags and other accessories. 
Unfortunately, buyers did not 
immediately take to the new 
show and the organizers did 
not have the financial stamina 
to run it for a few seasons 
toward success. 

In Switzerland, Basel, the 
departure of Pasquale 
Bruni won’t have the same 
impact as, for example, the 
decision of the Swatch Group 
to leave BaselWorld. But 
Pasquale Bruni's leaving from 
VicenzaOro is a major blow to 
the only Italian show that has 
an international impact. The 
famous jeweler from Valenza 
has always played a prominent 
role at VicenzaOro, always 
has occupied prime space at 
this veteran, iconic show and 
has become known to parade 
way too many beautiful young 
women bedecked with the 
company's pieces on the cat 
walk. Indeed, Pasquale Bruni 

never has been shy displaying 
lots of glitz and glam. And each 
year, their exhibition space got 
bigger and bigger, and when 
you thought that it was getting 
a little silly, it even got bigger 
again. And now they're gone. 

So why did they leave ? 
One of the main reasons simply 
may be cost. Costs for brands 
have gotten out of hand, while 
revenue is under constant 
pressure. 

Brands, large and small, have 
been re-thinking the whole 
"How do I reach my consumers 
- retail jewellers - and the trade 
media - journalists, bloggers, 
Instagrammers and vloggers - 
has become a major issue for 

most brands, big or small. The 
possibilities are endless, and so 
are the streams of information 
we all deal with on a daily 
basis. So how, how to get their 
attention and what is the most 

effective and cheapest way to 
do so?

Until recently, it all seemed 
so much easier. Trade shows 
were the ideal platform to 
meet a good number of your 
distributors, chains and retail 
buyers. To get the attention of 
the downstream  market, you'd 
place your advertisement in 
the designated magazines and 
newspapers and most of those 
you made appointments with 
would show up at your booth. 

But times have changed. Print 
media are not gone – fact is that 
your are reading this magazine 
- but they have been decimated 
during the past decade and a 
half. The route to your clients, 
the media and ultimately 
the consumers' attention has 
changed. 

Digital marketing, and among 
them social media may seem 
cheaper at first, but with 
those new tools, the game has 
become far more difficult to 
play. You need to work much 
harder for that sought after 
interaction, to reach the right 
followers and influencers who 
-hopefully for free- will take on 
your brand and say something 
nice about it.

But also in digital marketing,. 
There is no such thing as a free 
lunch – not anymore. Most 
of the so-called influencers 
now work with agencies and 
to reach them you need to pay 
and establish a relationship 
with them. In addition, the 
segmentation among these 
influencers has become much 
more specific. For example, 
one influencer will be great 
for fashion jewellery, budget 
jewellery or fashionable 
jewellery well below, say $1,000, 
but for higher end, you'll need 
to locate others, and they are 
still not that common. 
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Building a jewellery show for 
the future

We - the visitors, media, buyers, 
exhibitors, and, last but not 
least trade show organisers, 
too - are painfully aware of the 
situation. 
So where do we go from here?
I already see a lot of efforts 
being made on the ground, 
much of it immediate damage 
control. BaselWorld announced 
it has entered into new 
agreements with its affiliated 
hotels, to prevent them from 
charging ridiculously high 
room rates before, during and 
after the fair. Last September, 
The Italian Exhibition Group 
that now owns VicenzaOro, 
flew in a group of bloggers, 
Instagrammers and journalists 
– covering doot to door 
expenses – wined, dined and 
entertained them, enthusing 
them for the region and the 
show. I was on that ticket in 
September and loved it. 

But, one needs to ask, is it 
enough? Is it enough to woo 
the media, let alone the buyers? 
No. Of course not. 
We need to rethink trade shows 
so they can remain relevant. I 
have covered the subject many 
times and gained new insights 
along the way. 
Asking the visitors what they 
reallly want, would be a great 
first step. 
But that's also not enough. 
We often know what the 
problem is, but like in life, we 

don’t always know what we 
really want. We know what we 
not want, but the opposite of 
what we don’t want is not going 
to be the game changer. 
"I don’t want to spend so much 
money visiting a trade show." 
If the cost was cut in half, 
would that solve the problem, 
and pave the way to the show's 
doorstep? 
Probably not. Cost - expenses - 
is not the major issue.

The solution?

When in doubt, do a survey. 
This can be done by putting 
together a control group, in this 
case a group that represents 
the various above mentioned 
parties. 
Choose the group with care, 
as you don’t want to just 
know what is wrong, but you 
will really need openminded 
brainstormers, people who dare 
to speak up, share an opinion 
even when it may not be not 
popular. The collection of 
these insights and ideas will be 
instructive. 
Go visit shows from completely 
different industries. 
Which ones are working? 
Why are they working? 
What do they do differently? 
And could any of those findings 
work for "us"? 

And what do I - the blogger, 
journalist, influencer want? 
Here we go: 
• I want, at least once every 
year, to meet my peers, my 

immediate collegues and 
appreciated competitors. And I 
want to be able to afford it. 
• I want to hear and know 
about new marketing ideas, 
trends, fashion, speakers who 
excite, inspire and generate 
enthusiasm. 
• I want Disney to come an tell 
about their views on creating 
an experience
• I want people from the 
gaming industry telling us how 
they create interaction online 
and offline and learn from 
them.
• I want fashion and interior 
design people to interact with 
jewellery designers. 
• And I want the friggin' 
jewellery industry to get off its 
high horse and become a part 
of a much broader community. 
• I want brands to impress the 
hell out of me, but definitely not 
with those way-too-stunning-
and-too-young models and out 
of this world booths. Don't they 
know - Pasquale Bruni take 
note - that Victoria Secret-like 
models irriate the hell out of 
female bloggers, journalists and 
influencers? 
• I want you to impress me 
- us - with your story, your 
jewellery, your people. 
• Impress us with how you 
receive us, or contact us, 
without going over the 
top, but by showing a deep 
understanding of what moves 
us. And create your story 
accordingly. 
• Let Microsoft or Google 
come and us tell something 
about CRM or how to work 
productively. 
• Invite established designers 
and theatre people to tell 
us something about how to 
create a stage and how to 
translate that for your store or 
showroom.
• Create rooms for journalists 
and other press to meet and 
greet with brands and decision 
makers, so there can be an 
exchange of information, 
sharing the latest developments. 
• Create a space where brands 
can explore how to work with a 

magazine, blogger or vlogger or 
consultant and visa versa. 
• Have some sort of set or 
studio to take pictures of the 
jewellery, where you can book 
for taking pictures or those 
selfies with jewellery.
• Create action and interaction. 
No more waiting passively 
inside the tower, as some 
booths have become, but 
connecting and inspiring and 
networking. 

In the upcoming years, we 
know that things will become 
more difficult. Just look at the 
latest Mc Kinsey and Business 
of Fashion reports and you 
realize where the fashion 
industry is heading. It will 
become even more difficult 
for the jewellery industry. The 
high-end brands that have 
solid names and have kept 
investing in their marketing 
and cross-channel commerce 
are predicted to benefit from 
the increasing buying power in 
China and North America. But 
the mid-section?

Maybe trade shows aren’t 
supposed to be about glitter 
and glamour anymore. 
Brands may not want or need 
to spend money anymore 
on expensive trade show 
collections, the costs of the 
booth, insurance, and staff. 
Maybe trade shows are the 
place to meet each other, 
inspire each other, show the 
collections in a different way, 
gather relevant information for 
growing our businesses. 
Maybe the time has come to 
end the era of castles that don’t 
invite to interact, but open up 
and do business in a completely 
new way.

This article  - edited for the 
World Diamond Magazine  - 
was originally published on 
Ligthart's business blog on 
bizzita.com.
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Author, trainer, consultant and speaker Brad Huisken is President of IAS Training.  Mr. 
Huisken has authored a wealth of sales training books. He recently developed his Train the 
Trainer Course and IAS Training’s Certified Jewellery Sales Professional Program. He also 
publishes a free weekly newsletter called “Sales Insight.” For more information, contact 
IAS Training at 1-800-248-7703, info@iastraining.com, www.iastraining.com or fax +1-
303-936-9581
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Everyone has those 
days when noth-
ing goes right; you 
can’t get past the 

non-business conversation, 
you can’t overcome any 
objections, and even if you 
get the opportunity to close, 
it never happens. Those are 
the days when we feel over-
whelmed and are absolutely 
sure nothing is ever going to 
go right again. Everything 
we touch seems to blow up 
in our faces. So, the question 
becomes how do we get past 
that feeling and how do we 
get back on track?

I heard a quote the other 
day that has stayed with 
me. “When the world 
overwhelms you, focus on 
accomplishing one thing and 
then build on that.”

That’s how you get out of a 
selling slump, you take it one 
positive step at a time. If you 
focus on everything that is 
not going right, of course 
you are going to be over-
whelmed. However, if you 
focus on doing one thing 
well, then you are on your 
way to brighter days.

Every salesperson’s goal is 
always to close as many sales 
as possible but to get to that 
goal, sometimes you have to 
break it down even farther. 

For example, focus on your 
non-business conversations 
and getting better at those. 
It may not lead to a sale but 
if you start to feel better 
about your non-business 
conversations then you have 
accomplished one thing and 
can move on to the next.

The next thing might be 
working on improving how 
you handle objections. Now 
you have accomplished two 
things, and all of the sudden 
those things that were so 

overwhelming to you are 
now more manageable.
Now that you have handled 
the non-business conversa-
tion and are better at over-
coming objections, you can 
work on closing your sales. 
Instead of closing as many 
sales as possible, maybe 
your goal is to close one sale 
today. If you accomplish that 
goal, then try to close two 
sales tomorrow.

Even the best salespeople 
have slumps and go through 
periods where they feel like 
they are never going to close 
a sale again. The best and 
perhaps the only way to get 
out of those slumps is to try 
and accomplish one thing 
and the build on that.

It’s simple but it works!
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When the world overwhelms you, focus on 
accomplishing one thing and then build 

on that.

When
the world
overwhelms
you!

by Brad Huisken
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The Tiffany
Yellow Diamond – Up Close

It must have been sometime in 2002 
when I first discovered that the 
marvelous and historic 128-carat 
Tiffany Yellow Diamond was on 

permanent display on the main floor of 
Tiffany’s flagship store, on Fifth Avenue 
in Manhattan.

I was pleasantly surprised that I could 
actually stare at it from about a distance 
of maybe 30 centimeters (12 inches) 
with only a window pane separating the 
famous diamond from my inquisitive 
eyes. It was a perfect setting for a study 
session, as the diamond was held by a 
rather simple suction device holding the 
diamond in place at the culet-facet.

The actual size of the diamond measures 
28 by 27 millimeter (approx. 1.10 by 
1.10 inches). The diamond’s view was 
unobstructed, completely free from any 
prongs or other precious metal setting. 
In addition, the diamond was displayed 
vertically, with the diamond’s table lined 
up  parallelly with the position of the 
observer. It consequently offered me the 
delightful opportunity to view of the 
stone’s facets and observe its internal 
reflections.

The display is with the Tiffany Yellow 
was located quite near the main entrance 
of the store. I arrived often enough and 
stayed long enough for Tiffany’s secu-
rity personnel to approach me -  this 
happened a few times - and ask - still 
pleasantly  - if everything was alright 
with me?

I would just smile and would reply that 
“This diamond really works wonders 
on me, I just love looking at it!” It did 
get uncomfortable at times but I still 
couldn’t resist the stone.

It so happened that for a few good years, 
every trip to New York would include 
a visit to Tiffany’s, where I would stand 

and try to view the diamond from all 
positions possible - kneeling, leaning 
sideways and standing on my toes, all 
to just try and get a glimpse of a side I 
didn’t yet have a chance to study prop-
erly yet.

And ultimately, I discovered a formerly 
unknown, genuine, antique Old Mine 
faceting design that differed from the 
standard 58 brilliant design. It proved to 
be a new specimen, and a historic one, 
too, worth studying.

The Tiffany Diamond consisted of a 
unique stepped brilliant design, mean-
ing all the main facets were split into two 
both on the pavilion and crown (with 

some additional facets), creating a differ-
ent “play of light” and flavour, a cut that 
later became one of our own offerings.

There was another reason for my 
continuous visits. The Tiffany Yellow 
presented me with a unique opportu-
nity to study such an important cut on 
coloured material, and this was a gem 
of an opportunity I was not going to 
pass up. My fascination with the Tiffany 
Yellow motivated me to push further 
into exploring coloured materials. This 
ultimately resulted in my firm offering 
a range of fancy coloured Old Mine cut 
diamonds from 2004 and onward.

DIAMONDS

By Yoram Finkelstein
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Quick tips to close more sales

Tip #1 - I have the perfect thing
Come up to a customer and say: “I have 
the perfect thing for you!” 
After showing her enough pieces of 
jewellery, I am sure you will find her 
something perfect.

Tip #2  - Have a value story ready
This is so important! Inside their heads, 
customers are asking themselves: “Why 
should I buy from you?’ You must pro-
vide an answer and show value before 
they even ask. 
• Why are you the best place to buy 
diamonds?
• What makes your prices and service 
the best?
• Are these diamonds new from the 
cutter? 
• Are these stones hand-picked in Ant-
werp, New York or Tel Aviv?
• Is this piece hand made one of a kind? 

Is your jewellery marked down to make 
room for more? Remember that the 
price does not matter, it’s the price story 
that you need to sell.

Tip #3 – Women dig confidence
The best salespeople I know have one 
thing in common: CONFIDENCE!

Don’t ask the lady trying on the 
necklace if she likes it. Tell her how 
amazing it looks on her. Tell her it is 
the hottest necklace this season. Tell 
her that Taylor Swift wore one just 
like it.
Confidence sells!

Tip #4 - Try using “Cost Per Wear.” 
Yes, the piece costs $3000, but what is 
that over 50 years? Isn’t it worth $60 a 
year to have the BEST jewellery?

Tip #5 - Sell quality as a way to save 
money!
Ask your customer to think of a time 
they bought a nice purse or the best 
toaster. They enjoyed it more right? 
Their toast was more evenly toasted. 
It is the same with jewellery. The best 
way to remind customers is to com-
pare it to something they do know, 
such as a good versus a cheap wallet.

Tip #6 - Create Urgency
We all want something we can’t have. 
Maybe say how you had three other 
people looking at this item, or how 
there is no way it will still be here a 
week later.  
How much more do you think she 
will enjoy that ring knowing she 
almost could not have it?

Aleah Arundale-Siegel is a 3rd generation GIA Graduate Gemologist, a fifth generation jew-
eller-turned-loose-diamond-wholesaler and the founder of the immensely popular Jewelers 
Helping Jewelers Facebook page. Selling diamonds on the road lets her share great ideas 
from hundreds of different jewellers from all over the country. Sign up for her Jewellery 
Sales Tips Newsletter by e-mailing her at Aleah@olympiandiamonds.com or calling +1-
800-882-8900. “We are all in this jewellery business together, lets help each other!”

ABOUT 
ALEAH ARUNDALE-
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Richard T. Liddicoat, Jr.

Richard T. 
Liddicoat, Jr. 
is commonly 
known in the 

diamond industry as 
the Father of Modern 
Gemmology. He created 
and defined the modern 
diamond colour scale 
D-Z, established 
many of the diamond 
grading standards used 
today, and introduced 
many diamond testing 
innovations.

Born in in Kearsarge, Michigan in 1918, 
his father was a professor of engineering 
at the University of Michigan - Ann 
Arbor, and both of his grandfathers were 
miners from England who immigrated 
to the US in late 1800s. They encouraged 
him to explore his surroundings and 
instilled in him an interest in geology.

He earned his bachelor's degree in 
geology in 1939 and a year later already 
earned a master's degree in mineralogy, 
both from the University of Michigan. 
Upon getting his master’s degree, he 
joined the Gemological Institute of 
America (GIA) as Assistant Director of 
Education. Years later, he said that he 
expected to work in geology at a remote 
mining site. "The idea of working with 
gemstones in a terrible place like Cali-
fornia, really had some appeal," he said.

A year after joining GIA, Liddicoat was 
named Director of Education. A year 
later, he joined the United States Navy, 

and served during World War II, from 
1942 to 1946. Upon his return he was 
named GIA’s Director of Research and 
started work on the Handbook of Gem 
Identification, the seminal guide to the 
identification and grading of gemstones.

Liddicoat continued climbing the 
corporate ladder and in 1952 he was 
appointed Executive Director of GIA as 
he continued his research on diamonds. 
The following year, Liddicoat introduced 
the GIA diamond grading system – the 
famous 4Cs of colour, clarity, cut and 
carat. With that innovation, he broke 
with the tradition of how diamonds had 
been graded until that point in time. No 
longer A, B and, C to denote top colour, 
mid-range, and low colour. Instead, he 
introduced the groundbreaking col-
our grading system used to this day. 
To distance the system completely and 
separate it from the past, the top colour 
is graded D to avoid any confusion.

by Ehud Laniado
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The new grading system for white dia-
monds was viewed favourably by many in 
the diamond trade who knew they need-
ed more information to better price their 
diamonds. With education considered its 
main mission, GIA taught its hundreds of 
students the new grading methodology, 
and many of them sought to formalise the 
grading results. And so, GIA started is-
suing GIA Diamond Grading Reports in 
1955. Today, it is difficult to understand 
how the diamond industry operated 
without the standardisation that the GIA 
grading reports brought to the modern 
trade. It could be argued that it was actu-
ally the grading reports that modernised 
the trade. With it, traders speak a unified 
and specific language that is both detailed 
and easy to understand. The finer break-

down of colour steps allowed traders to 
agree more easily on the characteristics of 
a diamond and therefore its pricing. The 
impact on the diamond industry is that 
pricing is fairer, too.

His contributions to gemmology did not 
end there and were far reaching in other 
aspects of the gem and jewellery trade. 
Under his stewardship, GIA developed 
grading tools and offered them at reason-
able costs to those who needed them. He 
launched GIA’s Gems & Gemology mag-
azine and was its editor for many years. 
Liddicoat also authored three books on 
gemmology, including a dictionary of 
diamonds.

His thirst for knowledge was not just 
knowledge for self, but also stemmed 
from an understanding that knowledge 
should be spread as far and deep as 
possible. That was one of his guiding 
principals at GIA and why he expanded 
the institute’s library and opened it to the 
entire trade, why he formed and support-
ed industry magazines, expanded and 
deepened the GIA’s course offering and 
eventually turned it into the leading glob-
al authority on diamonds and the de facto 
standard for the diamond industry.

In 1977, in recognition for his contribu-
tions to gemmological knowledge and ed-
ucation, the National Museum of Natural 
History named a new gem species of 
tourmaline in his honor: Liddicoatite. In 
appreciation of his contributions to the 
GIA, a life-size bronze statue of Liddicoat 
by Michael Clary was placed at the en-
trance to GIA’s headquarters in Carlsbad, 
CA in June 2000. The following year, he 
received the AGS Lifetime Achievement 
Award.

Liddicoat died of cancer at his home 
in Santa Monica, California on July 23, 
2002. In honour of his thirst for spread-
ing knowledge, the American Gem 
Society (AGS) has formed the Richard 
T. Liddicoat Journalism Award to honor 
journalists who have made exceptional 
contributions to the understanding of 
gemmology.
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COSIMO VINCI

Cosimo Vinci, a globally renowned Italian jewellery designer, is currently 
in Istanbul, following in the footsteps of Julius Ceasar. Invited by the 

Turkish Jewellery Exporters Association’ (JTR), he will be commuting 
between Italy and Turkey until July to teach jewellery design to young, 
eager and enthusiastic jewellery design students. He has already begun 

sharing his vision which is steeped in European culture and design 
patterns. His manifesto is crystal clear: to come, to see, and to win.
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INTERVIEW

Before beginning the interview, we wanted to make sure that we would pronounce his 
name correctly and could start off with piece of mind on that particular matter... When 
asked to confirm the pronunciation, he said “It’s ‘Vin-Chee,’ just like we say Leonardo 
Da Vinci. You can call me by his name.” With that out of the way, we were good to go!

by Dilara ÜNAL

How would you describe your approach to design? What 
inspires you and from what well do you draw?

Even though my designs are contemporary and refined in feel-
ing , they carry a clear undertone from the past. My designs endeav-
our to be a well-balanced mixture of tradition and innovation, of 
the old and the new. Whereas my soul is rock ‘n’ roll, my style gives 
those who look at my work and wear it a ‘vintage’ feeling, as it were. 

I was born in Taranto, a coastal city in the south of Italy. The 
wider region is also known as Magna Graecia, which encompasses 
Campania, Apulia, Basilicata, Calabria and even Sicily. The region I 
grew up is a cultural mosaic that has a rich historical past, evidenced 
by the many archeological finds, and the varied ethnicity of the 
people living there. It is where the historical  Magna Grecia colonies 
were established – by the Greek. In ancient history, the Tarantini 
people were known as the greatest goldsmiths of the Greek age. 

So there you have the important, historical values that influence 
my style. I am not unique in that respect. After all, the style of, for 
instance, Versace’s designs is also intertwined with the Greek style. 
I worked at Versace for 10 years. My style has become pretty close 
to it!” 

Are there any new ideas or concepts you are bringing with you 
to Istanbul that you would like to share with your students? 

I'm always looking for new ideas and inspiration for projects. 
I saw the last red carpet ceremony of the Venice Film Festival and 
would like to draw inspiration from some of the designs I saw there. 

How does it feel to be both an educator and a creator at the 
same time?

Being an educator and a creator are two sides of the same coin. 
They cannot be seperated. If one doesn’t exist, the other would 

neither. They ‘feed’ one another, as it were. Teaching can trigger 
inspiration. My story as a trainer and a creator started 22 years ago. 
I was working in a jewellery workshop in the mornings and taught 
in an art and craft school in the afternoons.

What does “Cosimo Vinci Design” do?

Cosimo Vinci Design is a team that works worldwide as a con-
sultant in the field of design. It mostly focusses on jewellery design 
but also is active in the accessories sector, for example, leather bags 
and eyewear.

Can we speak of a strong connection between culture and 
design?

Absolutely! I always remember what one of my teachers taught 
me. He said: ‘Take in your information and inspiration with the first 
step, process and transform during the next, and then design in the 
end.’ Culture is the most important element that forms the basis of 
design in the process of internalization and creation. If we do not 
know the background, the culture, we cannot live in the moment 
and cannot shape the future!

What kind of impact does working with global brands such as 
Etro, Versace and Valentino have on you?

These brands are extremely prestigious brands but I myself 
don’t feel that famous. While they make me reliable and powerful, I 
am aware of the fact that these brands may also restrict me. I do my 
job with passion. I do not use my capacity more or less depending 
on the brand. You can see elaboration and sincerity in all of my 
works. I always prefer to work with people that I can be friends 
with. Since the world is a masquerade, there are people out there 
who are trying to take advantage of one’s sincerity.
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Have you ever been to Istanbul before? Do you think that after 
seven months here,  Istanbul will make you feel at home?

I came as a tourist once before. In fact, I would like to go on an 
expedition of discovery with my students. Wait, I will really be 
here for seven months, you say? I already feel Turkish! As you 
can see for yourself, I do not look very different from Turkish 
people. And since the culture of Italy has been shaped for cen-
turies by Ottoman influences, there is a cultural affinity too. You 
know, there may be little time left before I turn into a Turkish 
man!”

Education is indispensable. So, what is the current situation of 
master-apprentice model of training and education in schools?

Education plays a crucial role in the art of being the best you 
can be. The Master teacher and apprentice model of training is a 
method that has been used for centuries in Europe. Now we are 
returning to this system again. Everything in Europe has grown 
very fast. Turkey is coming back, too. In the creative process, 
the artisan perspective rather than the artistic perspective still 
dominates. As I see it, we see a slow process that is beginning to 
develop in Italy. More boutique workshops are now operating 
in the sector. And this has much to do with the revival of the 
master-apprentice relationship.

What do you think about the Turkish jewelry sector?

Turkey is experiencing significant developments in jewelry in-
dustry. It seems clear that a change is taking place right now. If it 
goes on at this rate, I think a new design center is in the making 
here. Turkey, of course,  is a growing jewellery hub. Therefore I 
keep an eye on Turkey in particular. I know Turkey has been re-
covering from an economic crisis, but I do not think it will affect 
the sector any longer. Because effective ideas are likely to come 
up, especially in times of crisis .

Are there any Turkish designers that you love ?

Roberto Bravo and Franco Fontana. By the way, it is completely 
coincidental that the names are Italian. There is noting pref-
erential about it (he laughs). Another Turkish jeweller whom 
I find amazing is Sevan Bıçakçı. At the very beginning of this 
interview, we talked about the cultural aspect.  I think Sevan 
Bıçakçı’s work is highly artistic in which the cultural aspects we 
mentioned are strongly felt. His jewels, inspired by needlework 
and embroidery, painted layers and detailed concept designs, 
represent the Ottoman culture and therefore is disstinctively 
Turkish!”

The well-known phrase of Julius Ceasar “Veni Vidi Vici” stands 
out on your instagram profile. What does it express to you?

I changed the phrase “Veni Vidi Vici” to “Veni Vidi Vinci”. It is 
a kind of personal motto and that of my brand. You will have 
noticed during our talk that I am not a very conventional char-
acter. After all, you have mix some humou into it when speaking 
about these matters. The reason I used it here is, apart from that 
it sounds almost like my surname, is that it motivates me a lot 
(laughs)!

Culture is the most 
important element 
that forms the basis of 
design in the process of 
internalization and creation
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GOLDEN GLOBES
WITH ITS ALL

ELEGANCY
This year's 76th Golden Globe award ceremony 

brought together the most famous names of 
the television world. The event, hosted by 

Sandra Oh and Andy Samberg, doubled the 
Beverly Hills' splendour on 7th of January. 

As it does every year, The red carpet and the 
stage witnessed the most elegant moments of 
celebrities. And once again we realized that 

how small touches can change
the whole picture.

Jessica 
Chastain
Chastain's Burberry 
dress was accompanied 
by colourful earrings 
surrounded by pink 
sapphires, spinels and 
spessartites. This piece, 
which carries joy of 
summer to winter, is from 
the Sunny Side of Life 
collection of Piaget and is 
called “Limelight.”
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Charlize Theron
Charlize Theron's accessories were 
Bulgari. Theron also kept wearing the 
symbol piece of Times’up movement 
campaign that was launched among 
women. The rings were from the new 
Bulgari collection Fiorever and the black 
and white dress by Christion Dior.

Soairse Ronan
All of Ronan's accessories were by 
Chopard; diamond ring from the 
‘L’Heure Du Diamant Collection’. 
Her 34-carat emerald earring almost 
competed with the Gucci dress.

Lady Gaga
Lady Gaga received “The Best Original 
Song Award” with her song “Shallow” 
from the album A Star is Born. Gaga 
was seen in Tiffany jewels. That piece is 
part of the Aurora collection featuring 
over 300 stones and was specially 
designed for this special day. A blue 
Valentino dress completed this look.

Amy Adams
Nominated as The Best 
Supporting Actress , Amy Adams 
made a special appearance with 
her custom-designed long-tailed 
blue Calvin Klein dress and 
remarkable Cartier jewellery.
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Alrosa pilots GIA’s M2M programme

Jewelers of America announces consumer marketing initiative

Alrosa, the world’s largest 
producer of rough diamonds, 
is piloting the GIA's (Gemo-
logical Institute of America) 

M2M programme.

"The M2M programme is a way to 
share the story of our diamonds with 
the consumer," Sergey Ivanov, Alrosa's 

CEO explained. "The creation of tracing 
systems is an important step in confirm-
ing diamond provenance, which will 
have benefits for industry participants, 
retailers and ultimately retail consumers. 
Alrosa is examining different tracing 
solutions available on the market to pro-
vide consumers with supreme confidence 
and knowledge."

Consumers are exhibiting greater interest 
in the origin of the diamonds they pur-
chase. The M2M programme allows the 
retailer, and ultimately the consumer, to 
trace the journey of a diamond, adding 
to its story at each point along the value 
chain. The M2M programme allows 
for the individual characteristics of a 
polished stone, and its unique journey, to 
be shared with consumers using a mobile 
application, together with traditional 
diamond grading reports.

M2M is a digital platform that brings to-
gether GIA’s ability to scientifically match 
rough diamonds to the resulting polished 
gems with information from each step in 
the value chain that tells the compelling 
story of a diamond’s journey. Having 
completed an earlier pilot phase of the 
programme, GIA has processed thou-
sands of rough diamonds ranging from 
one carat up to more than 100 carats.

Jewelers of America (JA), the US trade 
association for businesses serving the 
fine jewellery marketplace, announced 
it will be coordinating the launch of a 

consumer marketing programme in 2019. 
The campaign will be an industry-wide 
collaboration to increase consumer desire 
for jewellery and drive jewellery sales 
by promoting the unique and emotional 
aspects of jewellery ownership versus other 
disposable income purchases.

Jewelers of America is currently raising 
funds for a test campaign. The hyper-
targeted, digitally based campaign 
will run in a targeted region, allow 
the industry an opportunity to see 
the campaign creative in real time 
and establish key learnings before 
launching nationally. To raise funding, 
JA has established a “Pioneer Program” 
for those visionary companies who 

see the potential for the campaign 
success and want to contribute. The 
current companies joining JA in the 
Pioneer Program are: American Gem 
Society (AGS), Emerald Expositions, 

Forevermark, Gemological Institute of 
America, Gumuchian, Jewelers vvMutual 
Insurance Group, JCK Industry Fund, 
Rahaminov Diamonds, Royal Chain 
Group and Greenland Ruby.

NEWS
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Disruption is 
king in luxury

Luxury, says Frank Müller, CEO The Bridge To Luxury, 
fascinates people. It's always there, drawing the 
consumers' attention, through advertisements in high-
gloss consumer magazines, by full page ads in leading 

newspapers, but also by means of digital pop up ads, and of 
course through product displays in mono-brand boutiques.

The Bridge To Luxury (TBTL) was one of the first specialised 
consulting firms in the international luxury business sector. It 
assists companies that wish to grow, broaden and improve their 
market share in the retail and consumer markets for high-end 
luxury products and services.

Due to the luxury sector's highly visible profile, the 
management of premium and prestige luxury brands may 
appear rather simple. Nothing is, however, further from the 
truth. The luxury industry is actually one of the most difficult 
businesses due to a multitude of underlying conditions. These 
are, to name just a few, extremely differentiated markets, 
volatile currencies, the interference of the grey and secondary 
(pre-owned) markets, the nuisance and damage incurred by 
the copy-cat and knock-off products market, the temptation 
of diluting brand value by mass marketing, the high costs of 
communications, demanding customers, and last but not least, 
the fear of, and at the same time the embrace of, the internet 
as another marketing channel. And above all, luxury product 
managers are always trying to figure out how they can 'square 
the circle' between addressing the identity of the customer 
(key word status) while communicating the quality of their 
products' proposal and determining the right price.

Meeting these challenges requires careful strategic positioning, 
daring discipline in designing the offering, a very precise 
definition of the target groups, the creation of an integrated 
marketing mix, the distillation of adequate structures and 
processes, tight budgeting and tough controlling tools, plenty 
of opportunities for financing growth and a lot of courage to go 
international. 

According to Müller, TBTL mission is to try and close the 
gap between the many questions the luxury business sector 
is facing and the answers needed to these, as well as to other 
strategic and operative management challenges that existing 
and potential luxury brands are coping with.

The World Diamond Magazine interviewed Müller on 
occasion of the launch of his newsletter and asked him to give 
us an idea where the luxury sector, including the gem and 
jewellery trade, is heading.

LUXURY
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LUXURY

Recently, TBTL has launched a 
monthly e-newsletter focusing 
on the luxury industry’s per-
formance. Is there really a need 
for yet another luxury-related 
publication?

It is true that there is a flurry of news-
letters and other online publications 
aimed at the luxury sector. But at the 
same time, it is a very fragmented 
scene, with many a publication cover-
ing a singular product category, and 
more often than not, it is also soft.

What is currently missing in the lux-
ury news is a number - or indica-
tor-based assessment - about the 
whole of the luxury industry’s 
status and performance. 
Something that can be 
easily read and digest-
ed, as it offers just the 
essentials.

A kind of bird's 
eye view of the 
luxury industry?

You could say that! In 
my work as an inde-
pendent luxury indus-
try consultant, I get to 
analyse a lot of facts and 
numbers and I kept notic-
ing that there are both similar 
and diverging developments in 
various luxury product categories. I 
therefore believe, that for professionals 
across this exciting industry, it could 
be helpful to share my ideas about 
these commonalities or deviations.

Could you give an example of 
this?

Take the business of high-end watch 
making, for example. Contrary to 
general belief, this industry's growth 
has been flat for the past six years, thus 
causing major pressure on the indus-
try’s players. 
Why did this happen? For operators 

in other, neighbouring luxury product 
categories, the answer to that question 
may give them insights that are rele-
vant to the professional’s own segment. 

But to answer the question about the 
downturn in the luxury watch sector: 
one reason for the sector's underper-
forming is, among others, the manifes-
tation of the smartwatch. 

Therefore, if a substitute product is 
able to considerably shake up a very 
established business like the Swiss 
watch industry, it may also happen in, 
for instance, the diamond industry, 
right? Indeed, it makes a lot of sense to 
wonder to what quantitative and qual-
itative degree lab-grown diamonds, 
just to cite an example, will impact 
the diamond supply pipeline and the 
downstream jewellery industry in the 
long term?

Who are the target groups of 
the newsletter?

Those luxury sector professionals who 
do not have access to overall indicators 
or, more probable, do not have the 
time to collect and try make sense of 
them.

These are marketing and sales exec-
utives, brand managers, designers, 
production supervisors, store manag-
ers, controllers and so forth.

Anyone who needs to have a reasona-
ble grasp of the industry's trends and 
developments so to be able to do her 
or his job successfully. Obviously, in 

the diamond industry, manufactur-
ers, traders and jewellery brands 

get their local or in-house 
orientation from various 

sources, such as IDEX, Ra-
paport and a selection of 
other, exclusive industry 
info services.

But for the diamond, 
gem and jewellery 
industry, it is also of 
interest to know, for 
example, how the luxury 

car industry is doing in 
terms of production output 

or how share prices of fash-
ion brands are evolving.

Unless you are a specialised analyst 
in the banking or investment sector or 
head of strategic planning at a major 
luxury group, you normally do not get 
an overview about the whole industry, 
which we believe is important.

Is the newsletter free and 
where do you get it?

Yes, TBTL’s Luxury Industry Perfor-
mance Index or just LIPI is free. It can 
be either downloaded from TBTL’s 
website or sent to recipients via email.



44 | World Diamond Magazine 

WORLD
DIAMOND 
MAGAZINE LUXURY

So what is your overall 
assessment about the luxury 
industry’s status?

We are losing sight of our consumers. 
I doubt whether we have followed-up 
enough on their evolution as human 
beings over the last decade. 

What will be the consumers’ dreams 
of the future - given the new social, 
economic or ecological conditions 
they will be living in - defining their 
happiness? 

Consequently, what should be the 
offerings the luxury industry needs 
to create in terms of products and 
services?

The internet was embraced as 
yet another vehicle to widen the 
distribution platform to omnichannel 
presences.

But there is a lot of discussion 
about the notion of disruption, 
isn’t there?

Yes, that is true. There has been a lot 
of ink spilled on disruption and it 
has been the talk of the town at many 
luxury industry conferences. But these 
have been narrow, technocratic and 
rather opportunistic discussions. 

What has not been said at these 
forums, or only has been alluded 
to, is that the internet is the chief 
disruptor, for simple reasons. At first, 
the disturbances caused by the internet 
were widely welcomed by the luxury 
industry. It was understood that the 
internet would not go away, and 
therefore, the internet was embraced 
as yet another vehicle to widen the 
distribution platform to omnichannel 
presences. And, of course, the internet 
has also been crowned as the new 
saluted tool to interact with customers 
more directly. The internet therefore 
was basically viewed as a commercial 
opportunity, not as an existential threat!

Is that bad?

Not necessarily. After all, consumers 
indeed get informed and buy online 
in growing numbers. But it seems to 
me that the internet is a distraction 
to avoid the necessary and painful 

discussion about other even more 
powerful disruptors as far as the luxury 
industry is concerned. 

For example, the luxury industry's 
current focus on Chinese customers 
prevents us from working more 
diligently on solutions to maintain 
the consumer bases in the old world. 
If one looks at the numbers, China is 

currently credited with keeping the 
luxury sector afloat, especially with 
the next ‘gold rush’ already happening: 
China online.

Indeed, the internet has triggered 
a commercial push and surge, with 
its temptations for exhaustive line-
extensions and easy to feed parallel-
markets. But, at the same time, it 
prevents the luxury industry from 
concentrating on its major mission 
and to focus on the basic task: the 
creation and sale of exclusive, refined 
luxury products and services to 
dreaming and aspiring human beings, 
by means of storytelling that matches 
the imaginative powers of William 
Shakespeare, Leo Tolstoy or Gabriel 
García Márquez. A tall order and a lofty 
one. The industry, however, prefers to 
milk the cow.

Besides the internet and a 
wrong focus, what are the other 
disruptive factors in luxury?

The demographic change - and 
ironically, it will be felt very strongly 
in luxury's currently all-absorbing 
sponge - China. Statistically, in the next 
30 years past growth rates in luxury 
will be halved by the demographic 
factor. And if you add sustainability 
and other topics, darkening the 
consumers’ mood, luxury will certainly 
be less dynamic and therefore will be 
a different business platform. There 
will be a necessity for more customer 
hyper-segmentation, a focus on 
elderly marketing, better streamlined 
businesses, enhanced organisational 
flexibility and speed, and so forth. The 
pressure on the industry to change will 
rise. But demographics are not even the 
most influential factor.

Which one is it, then?

The very nature of the consumer. For 
example: what does e-mobility in the 
luxury car industry tells us about the 
‘future’ man? 

The untapped fastest growing consumer segment? The elderly (Photo courtesy TBTL/iStock) 
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Will he be the same as in the past? 
And if not, will he have changed by his 
own motivation or external factors? 
A car that is self-driving and does 
not make any sound in accelerating 
does not need a James Bond as driver 
anymore. Hence, if James Bond con-
tinues to exist, what replacement will 
the car industry be able to offer him? 
And if, on the other hand, James Bond 
becomes extinct like dinosaurs what 
does this mean for the positioning of 
sport cars as they do not need to smell 
of an English secret agent’s testosterone 
anymore?

And what about the jewellery 
industry in particular?

It is the same underestimated funda-
mental challenge: who is the future 
consumer and how will he or she 
evaluate the industry’s raison d’être? If 
society, to give you just one example, 
is accepting a more casual outfit as 
a standard, then there will be fewer 
formal occasions for women to wear 
expensive jewellery.

Remember: what once in office culture 
started as 'casual Friday' is now casual 
throughout the whole week. Indeed, 
where have the suits, ties and cuff 
links gone? Take the sad development 
of Saville Row in London and assess 
then how this trend of casual wear has 
basically killed traditional tailors for 
bespoke suits. I am amazed about the 
slow and - in my view - far too modest 
efforts by the diamond industry to pre-
pare for a perhaps very different future.

Which is why the diamond 
industry should look at outside 
benchmarks for insights?

Indeed. Such comparisons to other lux-
ury product categories are important. 
If in the future, a high society woman 
doesn’t need to dress up less elegantly 
to go to the opera or a classical music 
concert, or any other high-class event, 
there will be less of a need for a corre-

sponding expression of her personality 
and social status in terms of the carats 
hanging around her neck. The democ-
ratization of luxury, sustainability, the 
technical revolution creating oppor-
tunities for product substitution, the 
internet, of course – disruption has just 
begun. 

To be frank in this context, I am 
amazed about the slow and - in my 
view - far too modest efforts by the 
diamond industry to prepare for a 
perhaps very different future. One 

would expect, for instance, strong and 
coordinated measures among major 
industry players to finally get generic 
marketing campaigns running again, 
campaigns the jewellery brands cannot 
introduce on their level as they do not 
want to promote their competitors. 
In this complex world it is simple: We 
need to keep the consumers on board! 
Focus on their needs! Decision makers 
should stop believing that the easy 
successes of the past can be prolonged 
into eternity

What can be done to prepare 
for a secure luxury future?

First of all, we need a change of atti-
tudes within the luxury industry. Yes, 
leaving one's comfort zone is some-

times painful. Decision makers should 
stop believing that the easy successes of 
the past can be prolonged into eternity. 
That’s what the manufacturers of silver 
cutlery, fountain pens and the afore-
mentioned tailors thought before their 
business started to decline. What we 
need is more modesty and a stronger 
sense of self-criticism to assess options 
realistically. 

Secondly, we need to will ourselves to 
look at the numbers. Just because we 
sell emotions and dreams to consumers 

doesn’t mean we must become naive 
dreamers ourselves. We are in business 
and businesses are based on numbers, 
nothing else. 

So here we have come full circle: this 
is why TBTL has launched the LIPI 
newsletter to provide a useful tool to 
help evaluate the state of our industry. 
And finally, and most importantly, we 
need to create dreams that consumers 
believe are worthwhile to chase with 
their attention, with their emotions, 
with their reasoning – and with their 
money. 

Dr. Frank Müller is the owner of The Bridge 
To Luxury, an international consultancy firm 
focusing on the development of strategic business 
models for companies of the high-end environment 
(www.thebridgetoluxury.com). Frank Müller can 
be reached via info@thebridgetoluxury.com. 

Autonomous driving: will it appeal to the modern man? (Photo courtesy TBTL/iStock) 



It’s always tough to come 
in as a new leader to a 
team that has a history 
of success. In many ways 

it’s easier to take over a team 
that has struggled because 
everyone is expecting there 
to be changes, and new ideas.

So how does an incoming 
sales manager take over a 
successful sales team, and 
make his/her mark without 
disrupting what has been 
working? The answer is not 
an easy one, but there are 
some things to keep in mind.

The first thing to remem-
ber is that it is ok to make 
changes and put your 
imprint on the team. You got 
the job to lead the team for a 
reason, and you have proven 
that the things you believe 
in work.

The key is meshing your new 
ideas with what has made 
the team successful in the 
past. New leaders get into 
trouble when they come in 
and blow everything up even 
if it is working. They are im-
mediately putting themselves 
behind the eight ball in two 
respects. One, they are dis-
regarding practices that have 
worked for the team they are 
taking over. Two, they run a 
high risk of losing the mem-
bers of the sales tevam.

The first goal of any new 
sales manager is to get his/
her team on board with what 
you want to do. The easiest 
way to do that is to empower 
them and give them a voice. 
The team has been success-
ful for a reason and getting 
their input as to what has led 
to that success is a big step. 
Every employee, regardless 
of the field, wants to feel 
invested, and that their opin-
ion matters. A great sales 
manager will do everything 

in their power to make sure 
that happens.

Once you have your team 
on board and have recog-
nized what has made them 
successful, then you start 
to implement your ideas or 
changes. Your team is going 
to be much more open to 
ideas if they are included 
and feel as if they are a part 
of the process.

Change is always hard and 
new ideas, especially to a 
team that has been success-
ful, are always going to be 
met with some resistance. 
However, if you are willing 
to listen and involve your 
new team in the process, 
then that change is going 
to go much more smoothly.    
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The New Sales Manager

New leaders get into trouble when they 
come in and blow everything up even if it 
is working. They are immediately putting 
themselves behind the eight ball in two 

respects.  

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

ABOUT 
BRAD HUISKEN

RETAIL
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DE BEERS 
AIMS BIG

DE BEERS AIMS BIG
With around a 100,000 pieces, India was good for 25 percent of global sales last year
Diamond major De Beers Group is eyeing a 50 percent growth 
in sales in India under its Forevermark brand in 2019, which 
is expected to take India closer to market leader China. With 
around 100,000 peices, India made up 25 percent of global sales 
last year.

“We have been growing our brand in India at 50 percent in the 
last three years. In volume terms, India represents around 25 
per cent of global sales. China would be just above but India is 
gaining rapidly,” said Stephen Lussier, Executive Vice President, 
Marketing, De Beers Group, and Chief Executive Forevermark. 

“We are very optimistic that we will grow 50 percent again this 
year,” said Sachin Jain, President, Forevermark India. A com-
bination of factors such as increased retail presence coupled 
with more volume from retail partners, improved designs and 
omni-channel marketing will drive growth. Jain said Forever-
mark planned to expand its reach to 275 stores from 240 stores 
in India, which is 10 percent of the global footprint. 

Lussier said demand has recovered in the fourth quarter after a 
weak first-half of 2018. He said large Indian jewellers have been 

able to adapt to the GST, though currency volatility and bank 
financing remain major concerns. The oversupply of smaller 
sized diamonds globally resulting from large production in 
Russia and Australia is expected to ease in the coming months 
as demand improves. “Demand should be steady in America. 
Fourth quarter in India was strong aft er a weak fi rst half of 
2018. We heard Chinese New Year was pretty good. So it’s all 
looking relatively positive at this point. We are reasonably 
encouraged,” Lussier said.

Demand should be steady in America. Fourth quarter 
in India was strong after a weak first half of 2018. We 

heard the Chinese New Year was pretty good. So it’s all 
looking relatively positive at this point. We are reasonably 

encouraged.

Stephen Lussier
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PARTICIPATION IN FOREIGN BUYERS’ 
DELEGATION REACHED 1500
The number of foreign buyers participating in the foreign purchase delegate 
program organised by the Turkish Jewellery Exporters’ Association has 
reached 1500. Turkey’s largest foreign buyer organisation significantly 
contributes to the Istanbul Jewellery Show’s fast and positive growth.

The Turkish Jewellery Exporters’ Association (JTR) will 
be hosting more than 1500 buyers from all over the world 
during the Istanbul Jewellery Show (IJS) between March 
21-24 2019 in Istanbul.  This year, too, JTR is again breaking 
a record by bringing not less than 1,500 buyers to Turkey to 
take part in IJS. The 1,500-member guest list is the result of 
meticulous research to define the ideal buyers’ profile and to 
invite and fly in those manufacturers and retailers who will 
generate the best possible results.

JTR President Mustafa Kamar said the following about this 
special programme:

“JTR’s buyers programme has been in place for quite some 
time now and throughout the years we’ve honed our skills 
and improved our ability to spot, locate and identify those 
buyers that are the best fit to the Istanbul Jewellery Show 
and its exhibitors. Of course, over the years, due the intense 
efforts and significant investments that we have made in this 
programme, we now have in hand one of the best data bases 
of the international gem and jewellery industry and trade. 

Of course, we are most interested in those buyers that are 
the best fit to what our exhibitors have to offer. We really 
want to see them spend a lot of time at the show and with 
our exhibitors. And to guarantee a good fit, we expect our 
exhibiting members to prepare themselves well for the show 
and specifically for these special buyers. It is a lot of work, 
but this model has proven to be very successful!

Naturally, we continue to try and reinvent ourselves. To 
help them spend their time in an as efficient as possible 
manner, we have come up with all kind of meeting models, 
some of which that can only be compared to a speed dating 
programme. Another programme that we also adopted 
successfully is the dedicated VIP delegation programme for 
the most important buyers.” 

SHOW
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A look inside the new 
Van Cleef & Arpels exhibition in Paris

At 20 Place Vendôme, in the heart of the Van Cleef & Arpels boutique, the new exhibition “Le clip, un bijou de style et d’élégance” is in full 
swing. Celebrating the brooch, one of the emblematic pieces of the Parisian house, it features 54 exceptional pieces dating from the 1920s 

to the 2000s. Leaves, chrysanthemums, feathers, flames, and delicate bows are just a few of the designs presented. This poetic journey 
revisits the house’s representations of fauna and flora and is open to the public until March 30.

“Fée libellule” Brooch (1941)

“Noeud de dentelle” Brooch (1949)

“Ballerine” Brooch (1947) “Danseuse” Brooch (1946)

“Chrysanthème” Brooch (1937)

“Lion” Brooch (1967)
“Bouquet” Brooch (1941)

NEWS
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Chopard lights up the world of 
Haute Joaillerie with Magical Setting

Chopard, the artisan of emotions, 
ignites the traditional world of Haute 
Joaillerie with a scintillating new colle-
ction—Chopard Magical Setting. The 
spectacular radiance 
of these majestic 
cluster rings, pen-
dants and earrings 
is made possible by 
an ingenious and 
innovative secret setting that allows 
the diamonds and precious coloured 
stones to shine supreme, playing with 
light as never before.

In this dynamic retake on one of the 
noblest and most enduring jewellery 
classics – the floral cluster – Caroline 
Scheufele, co-president and artistic di-
rector of Chopard, unlocks the intense 
light and luster deep in the soul of a 
gemstone and unleashes the full emo-
tional power at the heart of the jewel. 
With Chopard Magical Setting, she 
explores light, in all of its many facets: 
as a universal symbol of the divine, of 

purity, joy and euphoria, as the essence 
of seductive glamour, and as the most 
powerful emotional trigger in a gem or 
jewel.

Classically elegant in its colour compo-
sition as well as its design, the colle-
ction offers a choice of jewels set in 
white diamonds, sapphires, rubies and 
emeralds. Each cluster is centered on 
a significant single stone and encirc-
led throughout with unusually large 
stones, giving the classic design an 
unexpected edge of bold modernity. 
The dramatic light show performed by 
the jewels is achieved by an innovative 
setting technique, painstakingly de-
veloped by Chopard’s master artisans, 
and inspired by Caroline Scheufele’s 
long-cherished dream of intensifying 
the life and light of a gemstone, and 

enhancing the presence and persona-
lity of the jewel.
For many years, Caroline Scheufele 
nurtured a dream: to make settings 

disappear, to give 
gemstones the power 
to shine, unadultera-
ted, to unlock the full 
force of their brilliance 
and enhance their 

otherworldliness. She challenged her 
craftsmen, who shook their heads, 
saying her ideas were too complicated 
and impossible to achieve. Indomitable 
and restlessly curious, she was unda-
unted in her tireless quest for continual 
innovation and inspiration.  
Now, with Chopard Magical Setting, 
her creative vision is brought to life. 
Her dedicated artisans have tapped 
into today’s cutting-edge technology, 
combining it with age-old craft skills to 
create a new generation contemporary 
classic: jewels of sensational, seductive 
luster, jewels to scintillate and fascina-
te, jewels to set the spirit free.

A dramatic light show

NEWS
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De Beers 
Captures Colours of Romance with 

Enchanted Lotus and Dewdrop Offerings
De Beers has highlighted its Enchanted Lotus and Dewdrop range of 

jewellery this year as perfect offerings that capture the colour of romance.
De Beers this March has highlighted its pre-existing Enchan-
ted Lotus jewellery collection and the Dewdrop Collection, 
which is a new offering for the spring. The company with an 
international footprint is part of the De Beers Group, and is 
acknowledged as one of foremost creators of elegant dia-
mond jewellery.

With the Enchanted Lotus lineup, the emphasis is on recrea-
ting the beauty of the lotus using diamond and rose gold. The 
flower that is considered sacred to religions in Asia inspires 
a number of openwork diamond earrings that come in stud 
format and can be paired with similar bracelets. The “Enc-
hanted Lotus Openwork Rose Gold Bracelet” created from 
18k rose gold comes with a four petals with a micropave 
diamond motif and features an openwork setting. While the 

“Enchanted Lotus Cocktail Ring” created from 18K white 
gold features eight micropave diamond petals. The versatile 
“Rose Gold & Carnelian Pendant” is also included in the 
collection and features a lotus created in diamonds on the 
front. When reversed, and worn it reveals a round brilliant 
diamond.

The Dewdrop collection is inspired by the fresh drops of dew 
that collect on foliage in the mornings. The drops are recrea-
ted with yellow and rose gold and studded with diamonds to 
create rings, bangles, and pendants. Pieces in the collection 
include “Dewdrop Earrings” that have a hoop format and the 
“Dewdrop Bangle” has bezel set diamonds that are arranged 
in drops between the two thread pave lines.

NEWS
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Wende Luco

Diamonds from the Palette
The idea of dedicating an issue of 

the World Diamond Magazine to 
diamond paintings – and as you 
can see elsewhere in the issue, 

also of tapestries – has been in the pipeline 
for a while. Last year, when I was moving 
house, I ended up holding a dusted copy 
of issue 94 of Diamond World Review, of 
Fall 1996. The cover showed an oil painting 
by Wende Luco, a Canadian artist whom 
had I had run into during a show of her 
'paintings of minerals and gemstones at 
the Broadway In n in Tucson, a few years 
earlier. 

It was then - as I was packing up box 
after box of books and magazines - that I 
thought of the two other, much younger 
female diamond painters - Reena 
Ahluwalia, another Canadian, and Angie 
Crabtree, of Los Angeles. What if we could 
do a cover story with "a triptych" of the 

paintings of these three artists? The 
result of this idea is before you, on 
the pages of this issue. Added to the 
mix of female artists is MJ Kinman, of 
Louisville, Kentucky, with her story of 
her fabulous diamond and gemstone 
tapestries.

I decided to reprint the article from 
1996 'as is' and to add a little more to 
it. The cover of issue 94 of Diamond 
World Review reminds us of times 
past. The magazine is long gone, like 
many other magazines in our industry 
- some of them were more than a 
century in print - that have fallen 
victim to the digital revolution. This 
magazine is now in its fifth year, proof 
that in the diamond, gem and jewellery 
trade, many of us still like to hold a 
magazine when reading an article of 
weight and quality. 
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DIAMONDS IN ART

According to Luco, viewing the 
internal world of diamonds, 
gemstones and mineral 
inclusions through the lens of a 
microscope is a spiritual event 
that is intensified by awareness 
of the time needed for their 
formation

By Ya'akov Almor 

"An oil painting on the cover-page?!" 
exclaimed the editor during a meeting 
in September [1996] to discuss the 
forthcoming issue No. 94 of Diamond 
World Review, which was to feature as its 
central theme the future of gemmology. 
But the editor and others at the meeting 
were won over when they saw colour 
photographs of the paintings in question 
- all works of Wende Luco, a Canadian 
artist who has specialized in recreating on 
canvas the inclusions and crystalisation 
patterns of diamonds, gemstones and 
minerals

A painting, named "Untitled #72 
Diamond," was selected for the cover-
page of the magazine. Indeed, it seems 
that with her paintings of diamonds, in 
particular, Luco has succeeded in putting 
yet another spin on the classic adage, 
"Diamonds are a girl's best friend." 

A contemporary, abstract artist by 
definition, Luco never would have 
guessed that she would be working with 
inclusions in minerals or that she would 
peruse photomicrography as the "loupe" 
through which she would gain artistic 
inspiration. "I certainly could never have 
guessed that a painting of mine would 
make the cover of a prominent diamond 
trade magazine," Luco said.

Before Luco became interested in 
minerals and inclusions, she worked 
with natural textile fibers and clay. 
After receiving her Bachelor of Fine 
Arts degree from the University of 
Victoria in British Columbia, Canada, 
she worked in a number of media such 
as water colours, acrylics, print making, 
sculpture, and oils. More recently, she 
adapted an ancient painting method 
that was originally used by the early 
Egyptians, called encaustic oil painting, 
to a contemporary context.

Diamond - Oil on canvas

I certainly could never have 
guessed that a painting of 
mine would make the cover 
of a prominent diamond trade 
magazine
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Although I've enjoyed 
working in a variety of 

media, today I prefer working 
in oils. Encaustic oils, in 
particular, allow me to 

capture the wonderful sense 
of transmitted light I see in 

the subject matter

"Although I've enjoyed working in 
a variety of media, today I prefer 
working in oils. Encaustic oils, in 
particular, allow me to capture the 
wonderful sense of transmitted 
light I see in the subject matter," 
she commented. 

It was a chance encounter that led her 
to a close association with gems and 
minerals. Basil Katz, a friend who 
had been involved in the gem trade 
for many years in South Africa, saw 
some of Luco's abstract paintings. He 
decided to show her a book that re-
minded him of some of the paintings 
she was doing—Dr. Edward Gübe-
lin's seminal work on the internal 
world of gemstone inclusions. Luco 
was intrigued by what she saw and 
over a period of several years kept 
coming back to Gübelin's book.

At some point, Katz showed Luco 
how to use his gemmological 
microscope. Soon afterward, Luco 
began using photomicrography to 
explore minerals and inclu¬sions, 
at first solely as a means to manipu-
late an image.

"Although it is an interesting me-
dium for an artist to work in, I felt 
restrained by the technical limi-
tations of photography and kept 
returning to my contemporary, 
abstract basis. Working with oils on 
canvas allowed me more freedom 
to artistically interpret what I was 
seeing through the lens of the mi-
croscope. Moving through the focal 
planes of the field of vision, colours 
merge and melt, darkness fades 
into light and eons of time unfold 
before my eyes,' Luco said.

According to Luco, viewing the 
internal world of diamonds, 
gemstones and mineral inclusions 
through the lens of a microscope is 
a spiritual event that is intensified 
by awareness of the time needed for 
their formation.
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Garnet - Oil on canvas

Sapphire - Oil on canvas

"Capturing the essence of these wonders hidden from 
our view for millennia is a humbling experience that 
requires interpreting the feeling, the energy, and the 
spirituality of worlds long since past," she said.

"Looking through the lens of the microscope is an iso-
lating experience. Peripheral vision is focussed directly 
into a wondrous, mystical environment filled with trans-
mitted light. Initially, I felt like a spectator, an observer 
standing on the edge of one world looking into another. 
As I made slight adjustments to the focussing mecha-
nism, the shapes were almost, but not quite, solid. The 
edges blurred between being and not-being, between 
presence and absence. This became the subject, the 
statement," Luco explained.

"The blurring of the boundary between being and not 
being and shifting the focus of the microscope within 
the image also symbolized my shifting focus in painting. 
I wanted and needed to access the internal spaces, to 
float freely into the crevasses and channels held within 
these silent bodies. Shifting position from spectator 
to participant is a very important part of my focus. At 
times I need to be a spectator, and at other times the 
role of participant is important. I see the physical expe-
rience of focusing the microscope as a metaphor for the 
psychological and bodily felt process of shifting back 

and forth between the positions of focus and blur, being 
and not being, presence and absence, as a necessary 
element in my work," Luco stated.

"The most recent work has taken me from the position 
of the spectator to the position of participant by being 
able to feel a part of the space within the painting. No 
longer am I standing on the outside of the microscopic 
world with my eye pressed to the lens looking in. I am 
transported into a place where, through the use of the 
media of paint, wax and canvas, I become a channel 
for the expression of the space that sur¬rounds me. 
Darkness penetrated by light, and radiant colors pulling 
free of glowing darkness are my guides in the process of 
discovery and abstraction."

For this talented artist, diamonds are among her best 
friends, but other favorite gems that she has painted 
are garnet, quartz, emeralds, hiddenite, tourmaline, 
amethyst and fluorite.
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Wende, do you still have the 
same passion for painting? 
Yes, I still have a passion for 
painting. I am drawn to the 
land, rocky places which 
remind me of where I grew 
up in Northern Ontario. The 
Northern Shield of Canada is 
an incredibly rugged, rocky 
place that supports the north-
ern forest, muskeg and moose. I 
believe my interest in the land, 
rocks and minerals is a result 
of my early experiences in this 
landscape and the connections 
are both physical and emotion-

al. Returning to the prairies 
of Southern Alberta, after a 
28-year absence, has reconnect-
ed me to the horizon line and a 
sense of mother earth. For me, 
being grounded in the right 
place affects everything I do, 
especially painting. 

My work with minerals and 
gemstones has never been 
about the precious nature 
they convey but about how 
these things are in nature, how 
beautiful they are in nature, in 
their natural form. I am also 

intrigued by the energy and 
processes involved as minerals 
and gemstones were formed. 
This birthing process is primary 
and very evident my work. 

How have you evolved and 
how have the diamond paint-
ings led you to other ‘fields’? 
I see my work as a continuum, 
with different subject material, 
but always centred on the land 
and what it holds. There is so 
much to see if you take the 
time to really look. I am drawn 
to the distinctive energy of 

what I see and the challenge 
of translating that into energy 
on a canvas. My process is not 
about replicating what I see 
but translating it and infusing 
into the artwork the sense of 
excitement that I feel. My goal 
is to share that with the viewers 
of the work. Being in and of 
the land provides a glimpse of 
how small we are and what a 
minor role we play. It is my goal 
to interpret my feelings and 
generate a discussion of being 
small under the sky and at ease 
with that understanding.

Twentythree years later - 2019
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The surprise in MJ 
Kinman's voice 
after I introduced 
myself was de-

lightful. I had cold-called the 
quilting artist – and teach-
er - of Louisville, Kentucky, 
to ask if she would object to 
seeing her work featured in 
the cover story of the mag-
azine you're reading right 
now. 
She wanted to know how I had found 
her. I explained to her that the world of 
gemstones is small and that I had seen 
her work in a tagged Facebook post 
of one of my gemstone dealer friends 
and that her quilts of diamonds and 
gemstones were….well, in one word: 
fantastic.

What, I asked MJ, do your initials 
stand for?

"It’s my Grandmother's name – Martha 
Jane. But don’t you dare ever call 
me that! It's MJ, for everybody! No 
exceptions!

Kinman started quilting more than 
30 years ago, something she intended 
to develop as a hobby. Then in 1991, 
a flyer of a mineral and gemstone 
exhibition fell in her mailbox and 
made her wonder if it would be 
possible to make a ' gemstone' quilt, i.e. 
to reproduce a cut gemstone in all its 
facets and colour play in a quilt…

A period of seven years followed 
during which she educated herself 
on gems, perfected her quilting 
techniques, and even started painting 
her own fabrics.

Seven years later, her first diamond 
quilt, Solitaire, was seen in public. 
"In the years since, MJ has created a 
collection of quilts brilliant enough to 
rival a Tiffany & Co. display," a local 
reviewer marveled.

DIAMONDS IN ART

By Ya'akov Almor 

The biggest diamonds in the world 

Makers Flame
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In an interview with Quilting Arts 
Magazine MJ recounted how her hobby 
had ultimately evolved into a full-fledged 
quilting career. She recalled how during 
the subsequent 20 years, she'd spent not 
only developing the techniques to make 
her diamond and gemstone quilts, but also 
made a career as an administrator and later 
as a fundraiser for non-profit organisations. 
She then became a technical project 
manager for a Fortune 100 company in 
Louisville. 

"I thought I was happy leading software 
implementation projects and marketing 
teams. After all, I had reached my career 
goals, was being given the most challenging 
projects, and had earned the respect of my 
co-workers. So imagine my shock when I 
realized that I was absolutely, thoroughly 
miserable!" . 

Her decision to follow the call of her real 
passion was made in 2014. "I knew without 
a doubt that I had to get out of corporate 
America." Supported through and through 
by her husband, she left her relatively 
safe, well-paying corporate position to 
pursue her art fulltime. "While it has been 
the scariest thing I’ve ever done in my 
life, it has also been the truest thing I’ve 
ever done," she declared. She knew her 
quilts would have to "do something with 
diamonds," but at that time she did not yet 
have a clear notion how that would look 
like.

Still, it was clear, she knew that facets and 
colours had her in their grip now. MJ 
recalls playing with her Grandmother's 
fashion jewellery, entranced by the 
colourful rhinestones. She also has fond 
memories of watching Walt Disney's first 
animation film Snow White, with the 
Seven Dwarves pulling out huge cut and 
polished diamonds, sapphires, rubies and 
emeralds form their quarry's walls. "“They 
just glowed and sparkled with those vibrant 
colours!” Fire and Ice

Copper Quenn Devils Due
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Since her launch in 2014, Kinman has 
become famed in her own state and 
enjoys a growing national reputation. 
She likes local themes and is current-
ly working on a series of quilts called 
"Bourbon Diamonds." This collection 
features amber coloured gemstones that 
celebrate Kentucky’s iconic spirit. "Each 
piece in this series is inspired by one of 
Kentucky’s bourbon distilleries. I defi-
nitely enjoy the research for these quilts!" 
she stated. 

Her quilts need space when exhibited. 
"My husband likes to tell people that 
I make 'the biggest diamonds in the 
world.' My gem quilts typically have 
a surface area of 30 to 45 square feet. 
The larger format allows me to explore 
contrasts of light, colour and relationship 
between gems," she told Quilting Arts 
Magazine.

Her next breakthrough is on the verge 
of happening. She is planning her next 
series of art quilts, a collection of work 
inspired by the National Gem Collection, 
at the Smithsonian’s National Museum 
of Natural History. She’s looking forward 
to being inspired by many of the famous 
diamonds and gemstones exhibited at the 
Smithsonian such as the Hope Diamond, 
the Blue Heart Diamond, the Victoria 
Transvaal Diamond, and other famous 
gems. "I have been dreaming about this 
for years and am very excited about this 
next very prestigious project."

Communion

Between River and Sky Lila
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Style always reflects culture

Reena Ahluwalia is 
a multifaceted art-
ist, an award-win-
ning jewellery 

designer, a diamond painter, 
a professor, a speaker and 
a community builder, and 
more. Recognised as one of 
the top masters of jewellery 
design and art in Canada, 
she has been creating jewel-
lery with deep meaning and 
symbolism. Reena Ahlu-
walia's signature style is all 
about precision, geometry, 
fluidity and movement. 

Coveted internationally by art collectors, 
Reena paints highly nuanced, hyper-
realistic diamonds with ultra-magnified 
facets. Her paintings are in the collection 
of distinguished collectors worldwide. 
With her artwork, she gives back to many 
organisations, including the Jewelers For 
Children (JFC) charity, to help children 
who are victims of catastrophic illness.
Reena is a member of the George Brown 
College (Toronto) Jewellery Program 
Advisory Committee as well as a Fellow 
of the Institute without Boundaries (IwB) 
and each year she supports students by 
providing scholarships and by mentoring 
upcoming talent.

The below interview was first published by 
the leading digital industry news service 
Rough & Polished. In this slightly edited 
version, Reena Ahluwalia takes us past the 
various stations in her career. 

By Aruna Gaitonde, Editor in Chief of the 
Asian Bureau, Rough & Polished

Ahluwalia donated the Portrait of Luminosity painting to the 
Jewelers For Children (JFC) Charity. It took 500 hours to complete. 

Size: 60 x 48 inches
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Can you tell us briefly about 
a few of your achievements 
that have left a mark on 
your psyche, especially 
something that surprised 
you yourself?

I am honoured that my work 
has made historic imprints 
and I am happy to share a 
few here. One of my diamond 
jewels is on a special-edition 
Belgian postage stamp, 
making it a handful from 
a living artist in the world 
of diamonds and jewellery. 
The Legislature of Ontario 
(Canada) can only commence 
each day with the entrance of 
the historic Mace of Ontario 
in the parliament.

The diamond setting in this 
Mace is designed by me from 
the first Ontario diamonds 
from De Beers' Victor Mine. 
I also designed a royal 
diamond tiara as a tribute to 
the Royal Wedding of Prince 
William and Kate Middleton 
and created an inaugural 
jewellery collection that was 
commissioned by Rio Tinto 
from the Bunder Mine. The 
Bunder diamonds were found 
100 years after the fabled 
Indian Golconda Mines 
became depleted. And my 
diamond paintings are in the 
DIVA, Antwerp's brand-new 
diamond museum.

You've gained recognition 
as a diamond jewellery 
designer by partnering 
with Coronet and also 
with Royal Asscher. But 
what’s your take on lab-
grown diamonds? Do you, 
as a designer, differentiate 
between natural and lab-
grown diamonds? If so, how 
and why?

I love diamonds! Diamonds 
have been my material 
of choice since I started 
designing jewellery. For me, 
they are truly poetic, majestic 

and symbolic. Diamonds 
are geological masterpieces, 
forged by nature, billions of 
years ago. Within our planet's 
history, diamonds are earth’s 
oldest preserved minerals 
and have captured the human 
imagination, unlike any other 
mineral. On the other hand, 
celebrating human ingenuity, 
lab-grown diamonds take 
inspiration from mother-
nature to grow the most 
precious of its creations. 
Today, you have a choice 
to buy based on the merits 
that appeal to you without 
diminishing the value of 
any of these two kinds of 
diamonds - natural or lab-
grown diamonds. You choose 
what fits your values and 
preferences. It's your call.

You've dabbled in the lab-
grown diamond business 
as well. I recall ‘Nurture by 
Reena’ that you launched 
with lab-grown diamonds 
in 2014. How’s it faring? 
Have you launched other 
collections as well?

Yes, I was the first designer 
in the world to launch a 
designer lab-grown diamond 
line, 'Nurture by Reena' 
in 2014. A tremendously 
innovative line, it was way 
ahead of market maturity 
at that point, so I ended the 
line in 2015. Since that point, 
I have launched quite a few 
natural diamond collections 
that are on top of trend and 
innovation. My 'Coronet 
by Reena' and 'Alyssum by 
Reena' are two such lines, 
in partnership with Hong 
Kong’s top brand Coronet® 
of Aaron Shum Jewellery 
Ltd. 'Coronet by Reena' 
is a spinning diamonds 
collections. It's all about self-
expression, deep emotional 
connection to our personal 
values and a reminder to stay 
connected to what’s most 
valuable to us.

Glorious is a painting of an emerald-cut, yellow diamond.
Size: 48 x 36 inches

The Passionate Heart painting is part of 'The Diamond Constellation' series. 
Size: 20 x 20 inches.
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What are your views on the 
current global jewellery 
sector? Demand-wise, what is 
selling in the major consumer 
markets… colourless 
or coloured diamonds 
in jewellery? Is it value 
appreciation that’s giving an 
edge for coloured diamonds to 
win over colourless stones as 
an investment vehicle? 
Percentage and demand-wise, 
colourless diamond jewellery 
sells more than coloured 
diamond jewellery. It's a matter 
of availability and rarity. As far 
as coloured diamonds go, rarity, 
colour, size and provenance are 
important factors, making them 
investment favorites. But they 
represent a very tiny percentage 
in the overall global diamond 
supply. Let's also not forget that 
colourless or white diamonds 
of exceptional size, rarity, 
and provenance still, and will 
continue to, succeed and keep 
their value.

What changes have you noticed 
in the demand for jewellery, 
in terms of style, design, 
gold, diamond and coloured 
gemstone content? And can we 
look forward to new collections 
from you in the near future?

Colour is very big, especially 
rainbow and multi-colour 
jewels. My 'Soul Carousel' 
collection is a perfect example 
of that explosion in colour! 
Style always reflects culture. 
Our present culture reveals 
our need for self-expression 
and individuality, our digital 
identity, shedding excess in 
a world full of information 
overload, making deep 
emotional connections, and an 
impact through our actions. 
As a result, we are seeing 
lightweight, minimal, modern 
and geometric shapes with 
classically-styled undertones.
Forms have a free flow, pieces 
are dainty, airy and light. We 
will see diamonds or gemstones 
used as accents, giving the 
diamond pieces a soft shimmer. 
After the hit wave of taper/ 
baguette stones, other fancy 
cuts, like the marquise shape, 
may take the lead. Black or 
brown diamond will re-enter 
the scene. 
Opaque gemstones, such as 
Lapis Lazuli, Opal, Malachite 
and even types of marble will 
take the lead after it. 
Meaningfulness in design, story 
and form - is one of the more 
significant statements that has 

emerged, it will continue to 
evolve and grow. Generic pieces 
that look just like a trillion 
other pieces will not cut it 
anymore. Today, the winning 
jewellery is the one that has a 
deep emotional connection to 
our aspirations and identity 
and lets us wear our story and 
message on ourselves, literally.

While jewellery in yellow 
gold in different hues is 
still popular in most Asian 
countries, white gold, 
platinum and silver seem 
to be in high demand in 
other consuming markets. 
Will silver be 'the new gold’ 
worldwide, going forward?
There is no definitive boundary 
between gold and silver 
anymore. Mixed materials or 
use of silver in fine jewellery 
is very acceptable and the line 
became blurred a long time 
back. I believe that with an 
advance in technology, silver 
with refined craftsmanship 
that competes with gold will 
continue to assert its presence. 
A mix of gold and silver makes 
for an affordable jewellery piece 
and fits most people’s lifestyles 
and budgets.

What was your recent event 
in Singapore about? Can you 
throw some light on that? 
Do you intend to do similar 
initiatives in other countries 
as well?
I had a very successful 
diamond paintings exhibition 
in Singapore recently. As some 
of you may know, I am also a 
painter specializing in diamonds 
and gemstones. For me, 
diamonds are not specimens; 
they have a soul and story. 
That’s what makes a diamond, a 
diamond! And that's why I paint 
diamonds - to celebrate each 
one of us because we all are like 
diamonds - brilliant, radiant, 
luminous, full of potential 
and much more. The purpose 
of my diamond paintings is 
to tell positive, uplifting and 
empowering stories that connect 
to all of us and our aspirations.
I paint from my heart and soul. 
The paintings take a long time 
to create, somewhere between 
200-700 hours for each. For 
that reason, I have a select 
few exhibitions in a year and 
hope to continue sharing my 
artwork internationally with my 
collectors and lovers of gems, 
jewellery and art.Entranced is the representation of an Asscher-cut diamond, surrounded by trapezoid 

diamonds. Size: 48 x 48 inches.

Ahluwalia's latest painting is called Unlock as she believes each and every one of us 
has the key to unlock one's own potential, passion, possibilities, imagination and dreams. 

At auctions red diamonds sell for millions of dollars. Red is also sexy and passionate, 
represents love, luck, dynamism, power and courage. Size: 48 x 36 inches.
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Wrapping up, do you think demand for 
diamonds is losing out against other 
high-end luxury goods and experiences? 
What steps do you think should be taken 
by the industry to keep the inspirational 
quality of diamonds permanent?

We are at a point in human history where 
the world of diamonds and jewellery is 
facing many challenges. It needs to tie into, 
reflect and respond to today's changing 
world, of technology, biotechnology, 

automation, artificial intelligence, climate 
change, shared economy, etc. How it 
stays relevant is an important question! 
I think we need to garner a high level of 
participation and interest in the metaphoric 
qualities of diamonds, for example; 
qualities that make a diamond, a diamond. 
Support people and communities to be co-
creators and collaborators in re-examining 
the role of diamonds in today’s cultural 
context. With that learning, can we shape 
the diamond conversations of tomorrow? 

I believe today we need an outside-in 
thinking. By curating end-user collective 
intelligence across different disciplines and 
mediums, we may generate conversations 
around diamonds to make people gain a 
new vision of how we want to tell diamond 
stories of the future. This will help engage 
people in new and divergent ways. I believe 
those that evolve with the real shift of 
values in today's world will thrive.
Evolution, then, is what our diamond 
industry needs.

The Portal of Empowerment pays tribute to women. There is a woman at the beginning of all great things. She has the 
power to empower and elevate humanity. The painting features a pink and a blue diamond. Ahluwalia donated this painting 

also to the Jewelers For Children (JFC) Charity. It took 600 hours to complete. Size: 72 X 60 inches.

DIAMONDS IN ART
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Painter Angie Crabtree 
has built a reputation 
as one of the most 
sought-after diamond 

artists, literally recreating every 
sparkling facet in incredible 
detail. Here, she shares her 
passion for painting gemstones 
(and the occasional watch 
movement). This article was 
originally published in Gems & 
Jewellery, a Gem-A publication. 

With the job title "Diamond Portrait 
Artist," Angie Crabtree has turned the 
facets of diamonds and gemstones into a 
thriving career. Her up-close-and-personal 
diamond paintings are flying off their 
easels, while Angie herself is in hot-
demand for in-person event appearances 
and brand collaborations. In this interview, 
we'll get to the bottom of her fascinating 
career in the world of fine jewellery and 
precious gems… 

What is your background and how did 
you begin painting diamonds? 
My background is in art. I have been 
painting since I was four years old. I went 

to an arts high school and graduated from 
the San Francisco Art Institute in 2009. I 
also attended the School of the Art Institute 
of Chicago and the Rietveld Academie in 
Amsterdam. I painted my first diamond – 
at 1.5m tall – in 2013 for a luxury-themed 
gallery exhibition in San Francisco. Having 
known very little about diamonds at the 
time, I began researching and found out 
that diamonds come in different cuts. This 
is where my continuous series of diamonds 
began!

DIAMONDS IN ART

Portrait of a Diamond
By Sarah Jordan, Editor of Gem-A's Gems & Jewellery

Sarah Jordan is an experienced editor, content marketing specialist and copywriter with a 
background in the luxury sectors, especially watches and jewellery. Since establishing her 
own company - The William Agency - in 2016, Sarah has worked with a range of clients 
across B2B communications, marketing, brand storytelling and PR. Sarah has written 
features for a range of publications, such as Tempus, Rapaport, Retail Jeweller, Harrods 
Watches & Fine Jewellery, Salon QP, The Jeweller, JFW and many more.

ABOUT 
SARAH JORDAN

Angie Crabtree
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What is it about diamonds that has held 
your attention for so long? 

Painting diamond portraits is meditative. 
I love learning about each one, and I love 
the abstract patterns and geometry. It’s 
hypnotising! The symmetry, rainbow 
accents and reflections are so alluring. 
Every diamond is unique and presents a 
new challenge. 

How do people react to your work and 
how has this led to collaborations and 
commissions? 

When I do live painting at special events, it 
is a great conversation starter. A handful of 
companies have commissioned me to paint 
their special stones and invited me to paint 
at their event. Having a stone painted is a 
great way to show people the details in an 
up-close and personal way. 

Where do you see your paintings 
progressing — will you be moving into 
coloured gemstones? 

Absolutely yes! I recently started a series 
of fancy coloured diamonds behind the- 
scenes, which I will be releasing sometime 
in the next year. Eventually, I will work my 
way to other gemstones and I really cannot 
wait. Recently I started painting close-ups 
of very detailed and unique timepieces. 
They are a new challenge, so I am excited 
to do more. 

What can you tell us about the process 
of painting a diamond? Do you think 
people presume it is easier than it 
appears? 

There is a lot that goes into the process 
that people cannot see just from looking 
at my Instagram account. Choosing the 
diamond, having it photographed, drawing 
the diamond, building the canvas, prepping 
the canvas, mixing the paint, base coats, 
layering, glazing, and weeks of drying 
time between coats. Even the photography 
is a big step: capturing the essence of my 
paintings – the exact colours and details 
– is no easy task. The average piece takes 
over 100 hours — large paintings take 
hundreds of hours. I imagined I would 
only get faster at painting diamonds, but 
they actually take longer than when I first 
started because the level of detail has gone 
up tremendously. The more diamonds I see 
and paint, the more I learn about how to 
portray the facets with more brilliance. 

A painting of a princess-cut diamond

A peek back stage 
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Why do you think people are so 
enamoured with your diamond 
portraits? 

I think people are initially interested 
in my work because diamonds are 
luxurious, but when they see them 
as painted works of art, they become 
mesmerised in a new way. At least 
that is what drew me into the idea of 
painting them.

Originally, I was interested in 
exploring ideas of luxury through art, 
but after researching diamonds and 
gemmology, the whole series went in 
a new direction: it became more about 
getting lost in the abstract patterns, 
facets, reflections and colours — 
similar to how I feel when I look into a 
kaleidoscope. 

Are there any particular pieces you 
are most proud of? 

My favourite piece is the painting I 
did of my engagement ring diamond. 
It is of an elongated emerald-cut 
that I picked out from my friends at 
Perpetuum Jewels in San Francisco.

When I was searching for the perfect 
diamond, I knew it would eventually 
become a painting, so that is why I 
chose this one: I wanted to have a 
panoramic piece to hang in our home. 
It is the only piece I will never sell. 
I recently began selling phone cases 
printed with the diamond because, 
why not?! It is the perfect proportions! 

What would be your advice to 
amateur artists who want to give 
painting diamonds and gemstones a 
try? 

My advice would be to focus on not 
just the symmetry of the design, but 
also balancing of the colours and 
contrast. Mix all your colours from 
scratch so that they are in their purest 
form. Quality materials are important 
too.

A painting of a giant emerald-cut diamond in progress

Angie has developed a number of commercial products that feature her diamond paintings, among others an 
Iphone telephone case.
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The current issues 
vexing the diamond 
industry and trade - 
synthetic diamonds 

and the revised FTC Guides 
- were on the agenda of the 
2018 CIBJO Congress that was 
held in past October in Bogota, 
Columbia. 

The Gemmological Commis-
sion of CIBJO, the World Jew-
ellery Confederation, presented 
a survey conducted prior to the 
congress with gemmological 
laboratories around the world, 
on how they report on natural, 
synthetic diamonds and treated 
diamonds.

Overall, Commission President 
Hanco Zwaan said, the nomen-
clature used is clear about the 

nature of the stones described, 
but there were some inconsist-
encies in precise terms used, 
and whether or not synthetic 
and treated stones are actually 
graded. Some of these terms 
and grading principles are not 
in accordance with the rules 
in the CIBJO Diamond Blue 
Book, he added.

Meeting on the second day 
of the congress, the Diamond 
Commission conducted a 
lengthy discussion regarding 
changes to the recently revised 
Guides for the Jewellery, Pre-
cious Metals, and Pewter Indus-
tries issued by the U.S. Federal 
Trade Commission in July.

Diamond Commission Vice 
President Jean-Pierre Chalain 

provided an overview of the 
changes that the FTC published 
in terms of nomenclature, 
which industry groups believe 
were skewed in favour of the 
synthetic diamond trade. De-
spite this, the commission did 
not feel there was any necessity 
at this stage to amend the Dia-
mond Blue Book.

The Diamond Commission 
then went to discuss the Dia-
mond Terminology Guidelines 
published by nine trade organ-
izations in February of 2018. 
Mr Chalain said the Diamond 
Commission cooperated in the 
creation of the guideline, which 
is based on the CIBJO Blue 
Book on diamonds and the ISO 
standard. 

World Diamond Council 
President Stephane Fischler 
commented that the Kimberley 
Process has tabled a proposal 
to create a nomenclature based 
on the CIBJO Diamond Book 
because of the risk of rough 
synthetics entering the pipeline. 
The Kimberley Process has also 
approached the World Customs 
Organization (WCO) on the 
issue. Fischler proposed that 
the KP and CIBJO coordinate 
their efforts on the issue.

CIBJO's Commissions discuss diamond 
industry's hot topics in Bogota

Captions: Stephane Fischler and Jean Pierre Chatalain

NEWS
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Marietjie graduated from the university of Pretoria in 1998 with a postgraduate degree in 
Environment Management and Analysis. She joined De Beers at the then Premier Mine in 
2000 as Assistant Environmental Officer. In 2008 Marietjie moved over to Petra Diamonds 
as Environmental Coordinator of Cullinan Diamond Mine. In 2011 Marietjie is appointed 
as Group Environmental Lead, the position she still currently holds. In this position she is 
responsible for all environmental related projects and services, including legal compliance, 
environmental systems and sustainability plans.

This article was made available to the World Diamond Magazine by our colleagues at the 
Diamond Producers Association, with thanks.

ABOUT 
MARIETJIE REYNECKE

Working in harmony with the environment:

From African forests to the Arctic 
tundra, diamonds are found 
in some of the most remote 
locations on earth. This article 

is part of a series around Earth Day 
that uncovers the important ways that 
diamond producers are working to pro-
tect the wildlife and wilderness where 
they work. As part of the celebration of 
Earth Day 2018, the Diamond Produc-
ers Association (DPA) communications 
team interviewed Marietjie Reynecke, 
Group Environmental Lead at Petra 
Diamonds, to learn a little more about 
their unique and committed approach 
to promoting sustainable practices 
throughout their operations.

More than ever, consumers expect 
companies to prioritise environmental 
responsibility. How does Petra ensure 
that its mines operate as sustainably as 
possible?
In many ways, we think about managing 
our environmental impact on a local level. 
Our mines are based in South Africa and 

Tanzania, with some sites located in rural 
communities where they are the largest 
economic driver in the area. These commu-
nities don’t just depend on our invest-
ment — they rely on us to be responsible 
stewards of the places we collectively call 
home.

Over the years, we’ve cultivated a strong 
record for environmental responsibility. We 
have significantly improved our waste man-
agement processes, and we have numerous 
initiatives in place to encourage environ-
mental awareness amongst our employees 
and the wider communities. For Earth Day 
this year, for example, we focussed on rais-
ing awareness around the UN’s Sustainable 
Development Goals. Highlighting no. 7 
‘Affordable and Clean Energy’ and no. 13 
‘Climate Action,’ we believe that knowledge 
is power and that we can make a difference 
at a corporate level and at an individual 
level. In order to weave sustainable think-
ing into all of our decision making, we’ve 
established key initiatives that prioritise 
long-term environmental protection. These 
include our new group ecological manage-
ment standard — which promotes biodiver-

sity and aids carbon sequestration — and 
the Land Function Analysis, which assesses 
on-site environmental rehabilitation, 
among others.

At a basic level, we focus on optimising our 
operations, which has included installing 
LED bulbs, solar heating systems and 
real-time energy monitoring. We have 
also made larger, long-term investments, 
such as the 67,000 hectares of South Af-
rican land we’ve established as ecological 
reserves.

Your CEO, Johan Dippenaar, has outlined 
the importance of your sustainability 
strategy.  Can you talk a little bit about 
how that serves as a guiding principle for 
your business?
Like any business, Petra faces a constantly 
evolving commercial landscape. Whilst 
many issues, such as workplace safety, 
have always been a primary concern, there 
are heightened expectations among our 
consumers, employees and stakeholders on 
issues ranging from carbon emissions to 
poverty alleviation.

The Cullinan mine is renowned as a source of large, high quality gem diamonds, including Type II stones, as well as being the world’s most important source of very rare blue diamonds. Cullinan earned its place in history with the discovery of the 
Cullinan diamond in 1905, the largest rough gem diamond ever found at 3,106 carats, which was cut to form the two most important diamonds in the British Crown Jewels. Many of the world’s most famous diamonds herald from Cullinan. Cullinan is 

currently estimated to contain a gross resource of 190.3 million carats, which suggests its mine life could be significantly longer than the current mine plan to 2030.
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We believe that sustainable thinking is 
integral to providing answers to those 
challenges, and our sustainability strategy 
outlines five core objectives that underpin 
our actions. In particular, these objectives 
prioritise the goal of creating a zero-harm 
environment, working in harmony with 
the natural environment, and maintaining 
sustainable relationships with the commu-
nities in which we operate.

Through our executive-level Health, Safety, 
Social and Environmental (HSSE) Com-
mittee, which is chaired by our CEO, we’ve 
established a framework that has helped us 
to reduce our carbon footprint, empower 
local communities and build out sustain-
able infrastructure in the places where we 
work.

In what ways can the diamond industry 
lead the way on sustainability? Where 
are some of the biggest opportunities to 
make an impact?
We think that our impact can and should 
be multi-faceted. Looking at the industry 
as a whole — and particularly as a mem-
ber of the DPA — we see an opportunity 
to concentrate global resources at a local 
scale. Diamonds aren’t easy to find, and the 
companies that go to unearth them often 
end up building close relationships with 
the local communities in very rural areas, 
much in need of investment and support.

We believe that companies like Petra in 
the private sector can play a vital role in 
driving positive socio-economic develop-
ment in our countries of operation, across 
areas such as public health, education and 
stimulating local industry. We therefore 
look at what are the most important needs 
in our communities and how we can work 
in collaboration with partners to address 
these.

Our vested interest in the places where we 
operate gives all diamond mining compa-
nies an opportunity to protect and preserve 
the regions that these communities call 
their own. It goes without saying that we 
know how beautiful this planet — and the 
gifts, such as diamonds, it gives us — can 
be. It’s our job to safeguard it for future 
generations.

The Biogas Project at Williamson: Prisca John indicating how to charge the inlet chamber. The Williamson mine’s Biogas Project addresses 
the issues of limited energy supply at its local communities.
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From his early 20s in Africa and later in Belgium honing his expertise in forecasting the 
value of polished diamonds by examining rough diamonds by hand, till today four decades 
later, as chairman of his international diamond businesses spanning mining, exploration, 
rough and polished diamond valuation, trading, manufacturing, retail and consultancy ser-
vices, Laniado has mastered both the miniscule details of evaluating and pricing individual 
rough diamonds and the entire structure of the diamond industry.

ABOUT 
EHUD LANIADO

Mary Frances Gerety is not a 
name that many people are 
familiar with, even those in 
the diamond industry. She 

produced one of the most brilliant pieces 
of diamond marketing ever, and all of us 
working in diamonds owe our livelihoods 
in part to her.

Gerety, who went by her middle name 
Frances, coined the immortal marketing 
slogan "a diamond is forever." When 
it was launched, it helped to associate 
diamonds with love, and solidified the role 
of diamonds in marriage and engagements. 
Today's diamond industry owes its survival 
largely to this successful marketing drive.

By the late 1930s, after suffering through 
nearly 10 years of the Great Depression, 

the market for diamonds had mostly 
disappeared, and prices had collapsed. 
De Beers had closed most of its operating 
mines and was desperate to make 
diamonds appeal to a wider customer base. 
In 1938, Harry Oppenheimer was sent 
to New York to develop a new marketing 
strategy in the United States. He hired the 
Philadelphia-based marketing agency N. 
W. Ayer & Son.

At the time, N. W. Ayer & Son was the 
oldest marketing agency in the country, 
having been established in 1869.
Throughout its history, it was known for 
its ability to create memorable slogans for 
its clients, including "reach out and touch 
someone" on behalf of AT&T, "when it 
rains it pours" for Morton Salt, and "be all 
you can be" for the US Army.

Mary Frances Gerety
by Ehud Laniado

Oppenheimer had given Ayer president 
Gerold Lauck a commitment that Ayer 
would become De Beers' exclusive ad 
agency in the United States if it could help 
push customers towards larger, higher-
valued diamonds. By 1943, the firm had 
still not delivered anything to De Beers 
that they were satisfied with, and a new 
team was brought in to look for new 
opportunities.

Frances Gerety was a copywriter assigned 
to the De Beers account. At that time, 
women in advertising generally only 
worked on accounts that involved selling 
something to other women. "A diamond 
is forever" came to her as she was getting 
ready to go to sleep, and she wrote it down 
on a piece of paper beside her bed late at 
night. In the morning, when she presented 
it to her superiors, who were all men, they 
initially dismissed it because of its incorrect 
grammar.

Even Gerety had felt that it was not one 
of the best ideas she had come up with. 
However, it achieved the goal of casting 
diamonds as a symbol of love and the 
eternity of marriage, and so was adopted 
and put into print in 1947.

After World War II, there was an 
unprecedented flood of marriages in the 
US, as young soldiers returned home from 
Europe. Diamonds had not yet become 
associated with engagements, and De Beers 
and Ayer had struck upon an opportunity 
to change that. Before World War II, less 
than 10 percent of marriages featured a 
diamond engagement ring. By 1951, just 
four years after the launch of the slogan, 
that figure had risen to 80 percent, and has 
not changed much ever since.

The slogan was a big change to the 
conceptual wisdom of advertising. It did 
not represent a particular brand and did 
not reference a particular sale. The goal 
was simply to convey the eternal emotional 
value surrounding the diamond as a 
general category.
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Gerety’s previous work had 
also focused on the themes of 
permanence and timelessness. 
The brilliance of the slogan 
also suggested to both men and 
women that a marriage wasn’t 
forever without a diamond. 
By the 1950s, jewellers were 
reporting that a woman didn’t 
consider herself to be engaged 
without a diamond ring. 
According to the New York 
Times, N. W. Ayers’ plan was 
to "create a situation where 
almost every person pledging 
marriage feels compelled to 
acquire a diamond engagement 
ring." The ads even went as 
far as to consistently reference 
"the engagement diamond 
tradition." In fact, no such 
tradition had ever existed, but 
consumers still felt compelled 
to follow through with what 
everyone else seemed to be 
doing.

Frances Gerety would continue 
on the De Beers account for 
the rest of her career and 
was in charge of all De Beers 

marketing until 1970. Her 
message shifted several times 
in response to the needs of the 
diamond mining company. For 
example, her advertising had 
long featured the subscript, 
"“the bigger, the better" to 
nudge customers towards 
larger stones. However, in the 
1960s, De Beers had a large 
surplus of small diamonds 
that were in low demand, and 
so the advertising changed to 
"size isn’t everything." The ads 
would later go on to suggest 
that a man should commit to a 
certain budget for his diamond 
purchase with the phrase "how 
else could two months’ salary 
last forever?"

The slogan would gain even 
more credibility with a 1956 
Ian Fleming book, the fourth in 
his James Bond series, named 
Diamonds are Forever. A movie 
of the same title would follow 
in 1971, with an immortal 
theme song performed by 
Shirley Bassey. De Beers would 
continue to use the slogan as 
part of its generic diamond 
marketing drive until the 
late 2000s. At the time, the 
company’s market share had 
contracted considerably, and 
De Beers felt that it was no 
longer prudent to spend money 
on marketing that would largely 
benefit its competitors. A few 
years later, De Beers started 
using the slogan again, this 
time solely to promote its own 
diamonds, its diamond brand 
Forevermark, and retail chain 
De Beers Jewellers.

While Frances Gerety may not 
be known to many, she was 
instrumental in positioning 
diamonds as a symbol of 
love, achievement, and status. 
Ironically, the woman who 
turned the marriage proposal 
on its head never got married 
herself. She was a dedicated 
career woman, which at the 
time was a rarity. J. Courtney 
Sullivan immortalized Gerety 
further as the lead character 
in her best-selling book The 
Engagements. Gerety died in 

1999, just a few weeks after 
Advertising Age named "a 
diamond is forever" the greatest 
advertising slogan of the 20th 
century.

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 article 
without consulting a professional 
qualified adviser.
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Inaugural ‘Diamonds Do Good clip gets 11 
million millennial impressions in one month
"Conservation,"  the first video 
in the  Diamond Empowerment 
Fund's (DEF) new Real Stories, Real 
Diamonds, Real Impact campaign 
targeting millennials, has garnered 
11 million impressions in the first 
month alone. The one-minute video, 
which appears on both the Diamonds 
Do Good website and on YouTube, 
garnered seven million views of at 
least 30 seconds, and five million 
views of the entire video. According 
to YouTube, this is a a surprisingly 
high rate of completion, especially 
considering the longer length of the 
video. The exemplary results of this 
first video is confirmation that DEF’s 
"Diamonds Do Good" message is 
resonating with consumers.

The "Conservation" video is the first 
in a series the DEF will create to 
educate the public on the positive 
stories behind diamonds. All videos 
in the series will be housed on the 
DEF website’s video library page. The 
Diamonds Do Good library of videos 
will be available for retailers to share 
with their customers.

The Real Stories. Real Diamonds. 
Real Impact video library was made 
possible through the grant the 
DEF received from the JCK Indus-
try Fund, and media support was 
augvvvvvmented through an in-kind 
donation by the Diamond Producers 
Association (DPA).  In November, 
the DEF launched the "Real Sto-
ries, Real Diamonds, Real Impact 

Proposal Contest" with the winners 
being sent to Botswana in 2019, to 
see firsthand the positive impact of 
diamonds and share their experience 
through social media. 

"Educating the younger generation 
on the good diamonds do and invit-
ing them to engage in this narrative 
will help boost consumer confidence 
and ultimately demand for dia-
monds," said DEF President Anna 
Martin.
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TURKISH JEWELLERY CAUGHT THE 
DUCHESS OF SUSSEX’S FANCY
The Duchess of Sussex wore 
the Turkish symbol on her 
right hand on her visit to 
the Royal Variety Charity's 
residential nursing and care
home, Brinsworth House.

During a visit to Brinsworth House, 
Meghan Markle spotted with a ring 

that almost stole the spotlight 

from her engagement ring. The unique 
bauble was a delicate, hand-shaped 
ring by Turkish brand Kismet by Milka 
and eagle-eyed royal fanatics noticed 
that it was actually a hamsa, a symbol 
with a long history and great meaning.

The holder of the Hamsa expects to be 
protected from all negative energies 
and brings its owner happiness, luck, 
health, and good fortune. 
The 'Hamsa' ring is a 14k rose gold 

piece, which features a sapphire and is 
available from Kismet by Milka.
Kismet by Milka is a Turkish jewellery 
brand that has been worn by royalty 
such as Beyoncé and Madonna. 
Meghan's good friend Priyanka 
Chopra, who recently added Jonas 
to her surname, has also worn the 
brand, which creates gorgeous, ethereal 
pieces.

Hamsa Ring,
Kismet by Milka,

£240

NEWS
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rdidiamonds.com CALL 800.874.8768

585.225.3390 

8,000+ Diamonds.
All Shapes & Sizes For Every Budget!


