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5 ESSENTIAL ECO-TRUTHS
YOUR ECO-CONSCIOUS
CUSTOMERS NEED TO KNOW
Today’s consumers increasingly seek products
they believe cause the least environmental impact
and choose those brands they believe share their
values the most. Because our industry centers on the
invasive retrieval of earth’s most precious bounties,
our retail merchants require an especially steep climb
to overcome consumer beliefs that natural diamonds
are the by-product of social and environmental
exploitation and that laboratory-grown diamonds
are the more enviro-friendly choice. It’s time we put
these myths to rest.
Continued on page 10

A CONVERSATION
WITH JCK’S ROB BATES
Decades as a writer for National Jewelers, Rapaport, JCK Magazine,
and now as news director of JCKonline.com, has made Rob Bates a
familiar name throughout the diamond and jewelry trade. Rob visited
the Diamond District Partnership in February to discuss his new weekly
podcast, “The Jewelry District,” to share his thoughts about where the
industry is headed, and how the 47th Street Diamond District can
remain successful and relevant.
Continued on page 16
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LETTER FROM THE
EXECUTIVE DIRECTOR
Dear Friends,
Back in pre-school, whenever my parents thought I did an exceptionally
good deed at home, they would send a “mitzvah note” to my teacher. This
was a common practice among all my classmates’ parents, and the teacher
would, in fact, hang all such “mitzvah notes” on a classroom display made
especially for this purpose.
I want to give the Diamond District a mitzvah note: A prominent journalist
recently visited the Diamond District to sell jewelry that belonged to a
deceased relative. She was concerned about heading into unfamiliar territory
to do a task beyond her comfort zone.
Things turned out well. She met nearly a dozen independent buyers. The majority treated her with
professionalism and respect, and nearly all the offers she received for her jewelry were reasonable and
within close range to each other.
She sold several items—kept others for sentimental reasons—and went home feeling empowered and
satisfied. Though I was very happy knowing she has a positive experience, I didn’t think it was particularly
exceptional; rather how most people here do business.
If so, then why do we need a mitzvah note? Because we need to hear when customers have good
experiences here. Because too many merchants cower in fear before the “Amazon monster” that
conventional wisdom dictates will ultimately be the end of face-to-face retail.
I recently sat down for a conversation with Rob Bates, the long-time news director of JCK Online and
highly regarded diamond and jewelry industry pundit and trend spotter.
One of many points Rob made when we spoke is that 47th Street businesses would do well to begin
“thinking like Amazon.” This isn’t to say he suggests we emulate Amazon—rather to identify our similarities
with Amazon, as well as its limitations.
For instance, much like Amazon, the Diamond District provides virtually unlimited variety and
unmatched pricing. However, unlike Amazon, The products we sell are highly personal, tend to become
lifelong possessions, and remain forever linked to the moment they were given and the person from
whom they were received.
Through our products, we have the ability to help people express unquantifiable feelings and bridge
inexplicable voids. In such situations, algorithms, which exist only within the realm of the quantifiable and
explicable, are very limited. Many of today’s customers and especially tomorrow’s seek to buy from people
they trust—those who share their values and exude authenticity. Conveying those qualities doesn’t come
easy for phone apps or computer screens.
So, hang on to that mitzvah note—to remind you that our products and business practices endow us
with the uniquely human ability to satisfy and empower customers. And how much they need us here for
that to happen.
Warm regards,

Avi Fertig
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In the News

IN THE NEWS
116% Price Spike Keeps Pink
Diamond Values Deep in the Black
The value of pink
diamonds has soared
over 116% within the
past ten years,
according to the
Fancy Color Research
Foundation (FCRF).
The announcement is
based on the latest results of the Fancy Color Diamond
Index, which compared the prices of pink diamond to
blue and yellow stones from 2010 to 2019. The Fancy
Color Research Foundation (FCRF), is an Israel-based
group that tracks diamond pricing data in the global
trading centers of Hong Kong, New York and Tel Aviv.
While the general index showed a steady 77% price
increase in Fancy Color Diamonds during this span
of time, the price of pink diamonds rose 116%; blue
and yellow diamonds prices increased 81% and
21%, respectively.
Prices of pink diamonds of 5-carats and above
grew by 99%, while prices of 1-carat fancy vivid blue
stones rose 135%. Prices of fancy vivid yellow diamonds
between 3 and 5 carats climbed 30%.
For some time, market watchers have been anticipating
stratospheric growth in the pink-diamond prices segment
due to the scheduled closure of the Argyle Diamond Mine
later this year. The mine has been operating in Western
Australia for the past 37 years and celebrated for the
magnificent pink diamonds it yields.
“Rio Tinto’s Argyle mine is the first and only ongoing
source of rare pink diamonds in history,” said Rio Tinto
Copper & Diamonds chief executive Arnaud Soirat in
2019. “With the lifecycle of this extraordinary mine
approaching its end, we have seen, and continue to
see, unstoppable demand for these truly limited-edition
diamonds and strong value appreciation.”

Domino’s Valentine’s Day Promotion
Delivers a Different Flavor Slice to
Pizza Lovers in Love
This Domino’s
pizza is free, even
if it arrives in less than
30 minutes. The bad
news is there’s only
one slice and you can’t
eat it. Fortunately, it’s
still a great deal
Domino’s pizza ring Image courtesy of
Domino’s Australia
for the one lucky
pizza loving couple chosen to win a one-of-a-kind
Domino’s-themed engagement ring valued at $9,000.
The top prize in an elaborate Valentine’s Day promotion
sponsored by Domino’s Australia, the engagement ring is
a mouthwatering 18-carat yellow and white gold piece of
jewelry with a pizza slice on top made out of ‘cheese’
and ‘pepperoni’ rubies.
Couples were invited to enter a chance to win the ring
by submitting a 30-second video “detailing how you will
involve pizza in your proposal.” Entries closed on February
12, 2020, and the winner will be announced in secret, so
as not to ruin the surprise for their significant other.
The call to entry included several cheesy lines such as
“Think you’ve found your slice of heaven and are ready
to say, ‘I cheese you’?” and “We’re giving one lucky pizza
lover the chance to make a truly dough-mantic proposal
this Valentine’s Day.”
According to Domino’s, the contest winners would also
receive catered pizzas on the day of their wedding.
SOURCE: NY Post

Idaho Jeweler’s Declares Victory—
Not Dreaming of a White January
A victor has emerged in
an epic battle over less than
an inch of snow in Idaho.

FCRF advisory board member Jim Pounds explained
why prices for fancy-color diamonds should remain
strong: “From the mining perspective, we are currently
experiencing a shortage in high-quality fancy-color
rough and we therefore feel quite optimistic about
the future.”
SOURCE: www.jewellerynet.com; Rapaport
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Image courtesy of Clark’s
Diamond Jewelers

Since early January,
Jane Clark, owner of Clark’s
Diamond Jewelers of Coeur
d’Alene, Idaho has been
embroiled in a desperate
struggle to reverse her
insurance company’s decision
to deny a claim that would
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allow Clark’s to pay out nearly half a million dollars in
customer refunds.
The saga began when Clark’s announced a holiday
promotion that it would refund all customer purchases
made between November 22 and December 31, 2019 if
it snowed more than three inches on January 11th, 2020.
The promotion was underwritten by Beazley Insurance Co.
through broker Spectrum Weather Insurance.
The store chose January 11th because Cliff Harris,
a meteorologist at a Coeur d’Alene weather station,
predicted it would snow between January 10th and 13th.
Clark’s split the difference and chose January 11th.
Sure enough, as predicted, a snowstorm arrived over
Coeur d’Alene on the evening of January 10th, dumping
snow through the night into January 11th. Everyone was
elated when Harris measured the snowfall as 3.6 inches.
Then came the news that the insurance company’s
weather monitoring service, Illinois-based Weather
Command, only measured 1.8 inches, and denied
the claim.
“Immediately, I thought there was something
wrong,” said Clark. Even after Weather Command
honored her request to revisit its findings, and revised
the measurement up to 2.3 inches, the total still fell
below the necessary threshold.
Clark opened a new claim to dispute the denial,
this time sending information about snowfall that day,
along with notes, screenshots, pictures, and surveillance
footage from nearby stores to show how much snow had
accumulated. The insurer responded with another denial.
Furious, Clark hired a lawyer and threatened to sue
if payment wasn’t sent. Harris, too, began preparing to
file a defamation suit. “The community rallied around us,”
said Clark. “We were able to get local businesses to
clearly show that it was snowing in the hours when
they said it wasn’t.”
Then, a burst of sunshine appeared from behind
the gathering clouds: Weather Command announced
that it would once again amend its snowfall report to
3.6 inches.

GIA Offers $2 million in Scholarships
for 2020
A scholarship from GIA
(Gemological Institute of
America) can help with
the cost of the Institute’s
industry-leading and globally recognized diploma and
certificate programs.
Applications are now available for scholarships for
professionals and students interested in gemology and
jewelry manufacturing arts programs, distance education
courses and lab classes related to gems and jewelry.
Anna Doll, GIA Graduate Gemologist, Applied Jewelry
Professional and scholarship recipient, said, “The GIA
scholarship made a huge impact in my life. I would not
have been able to be here without it.”
Scholarships funded by the GIA Endowment Fund
and private donors are available for distance education
eLearning courses and lab classes, and for GIA’s Gemology
and Jewelry Manufacturing Arts programs and classes
at the Institute’s campuses in Bangkok, Carlsbad, Hong
Kong, London, Mumbai, New York and Taiwan.
In 2019, GIA awarded 458 scholarships that ranged
from $600 to $23,000 to pursue eLearning courses,
lab classes and on-campus programs. GIA has awarded
nearly $10 million in scholarships since 2015, helping more
than 2,000 students study at GIA globally.
Applications for 2020 scholarships are available at GIA.
edu/scholarships and are due by March 31, 2020. GIA will
accept applications for 2021 scholarships beginning in
August 2020. For more information, call +1 (760) 603-4131
or email scholarship@gia.edu.

Vacheron Constantin Announces
Move to New 57th Street Flagship
in Spring 2021

“In light of the additional evidence we submitted,
Weather Command determined the snowfall amount
was at least 3.6 inches during the 24-hour period on
Jan. 11, 2020,” wrote Clark in a Facebook post after she
received news about the insurance company’s reversal.
Clark says over 300 people will be receiving more
than $500,000 in refunds. “It’s amazing. It’s such a
huge relief,” she said. “We’re really excited to be able
to do these refunds.”

Artist conception of new Vacheron flagship
Image courtesy of Vacheron Constantin

Vacheron Constantin
is heading to a huge,
new flagship store
on 57th Street in
Manhattan, according
to February press
statement from
the 265-year-old
watchmaker. The

Continued on page 8
diamonddistrict.org
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SHANE CO. COMPILES A
REVEALING ANALYSIS OF BIRTHSTONES
FOR EVERY U.S. STATE
In a January blog post, national jewelry
chain, Shane Co. compiled a fun and
fascinating analysis of the most common
and rarest birthstones throughout the
United States. By taking a deep dive into
the most current federal natality data about
how many people are born each month
in every state, the jeweler reveals some
interesting facts about the U.S. as a whole
and the 50 states.
Some highlights include the nation’s
most common birthstone: peridot—the
official birthstone of August, which lead the
pack by far in 38 states, including
California and New York.
Coming in for a distant second and third
place for most popular birthstones, topping
the list in 8 separate states, are emerald and
ruby, birthstones for May
and July, respectively.
New Mexico and North Dakota share
September’s official birthstone, Sapphire,
and the most unique entry to the list, opal,
birthstone for October, came in first
for Delaware.
Illustrating the data in a series of
easy-to-read and pleasantly surprising
charts and lists, the article tabulates many
Image courtesy of Shane Co.
other interesting points such as the costs of
each birthstone, the second most popular stone in each state, and the nation’s least common birthstones.
Read the entire birthstone-by-state analysis at: blog.shaneco.com/articles-and-news/fashion/birthstonesby-month/
SOURCE: Anna Giodet for Shane Co. (blog.shaneco.com)
Continued on page 15
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a glittering
new destination
THE CROWNING JEWEL IN THE SOUTH FLORIDA MARKET,
METRO MALL MIAMI WILL BE THE CHOICE DESTINATION FOR
JEWELRY WHOLESALERS, RETAILERS AND CONSUMERS.
WITH ITS BEAUTIFULLY REIMAGINED ARCHITECTURE AND INTERIORS,
ELEVATED AMENITIES, AND HIGH VISIBILITY, THIS IS DESTINED TO BE
THE HEART OF THE DOWNTOWN JEWELRY DISTRICT.
DISCOVER MORE AT METROMALLMIAMI.COM

now leasing
Be part of the most brilliant new addition to Downtown Miami’s jewelry district.
Call Isis Pellegrino at 786.534.8550 or email at leasing@metromallmiami.com
diamonddistrict.org

SITE LOCATION: 1 NE 1ST STREET, MIAMI, FL 33132 786.464.9191
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Continued from page 5

Now, fully grown adults can do one better with a genuine
engagement ring from Pepsi*.

move is scheduled for spring 2021.
The new two-story location at 28 E. 57th Street between
Madison and Park Avenues will be nearly four times
the size of its present New York City boutique at 729
Madison Avenue.
“When the new flagship opens, it will be our largest
boutique in North America, and our only bi-level location
in the region,” says Leslie Kobrin, president of the Americas
Vacheron Constantin. “The square footage this new location
offers is just over 4,500, which is roughly four times the size
of our current New York City boutique.”
“The larger footprint of this flagship will allow us to
entertain our clients in a comfortable, well laid out
environment conducive to in-store events,” she adds.
“The striking glass façade will create a space filled with
natural light to highlight the details of our timepieces.”
In the statement announcing the move, Vacheron CEO
Louis Ferla described the new flagship store as “the perfect
opportunity to further develop the long-lasting relationship
of our maison with its American clients. With this new location
we seek to offer our clients the best space and the best
location for exclusive services and amazing experiences.”
Vacheron Constantin has been present in the United
States since 1817 and is the creator of numerous memorable
timepieces designed specifically for the American market.
These include the famed Corps of Engineers pocket
watches to the American 1921 wristwatch.
Today, Vacheron Constantin’s retail network comprises
seven boutiques in North America, including New York,
Beverly Hills, Miami, Las Vegas, Costa Mesa, Vancouver
and Toronto.
SOURCE: Robbreport.com; JCK Online

Soda Pop Contest Winner Gets to Pop
the Question with a Pepsi Engagement
Ring

Pepsi’s 1.53-carat lab-grown diamond
made with Crystal Pepsi Image courtesy
of Pepsi
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There was a time
when lovestruck little
boys could express
their devotion to the
love of their young lives
with a ring they found
at the bottom of
Cracker Jack box.

According to Adweek, Pepsi’s new contest will give one
lucky carbonated couple the chance to begin their adult
lives together with a 1.53-carat Crystal Pepsi-infused
lab-grown diamond set on a platinum band.
The ring, which Pepsi refers to as an “IGI Laboratory
Grown Diamond Crystal Pepsi engagement ring” is valued
at approximately $3,000. Growing the diamond included
“boiling down Pepsi’s crystal-clear beverage to its most
basic carbon form, resulting in a powder, which was then
incorporated in the diamond-growing process.
Couples who love Pepsi and each other are invited to
enter by tweeting up to four photos and one video up to
30 seconds long describing their idea for a perfect proposal.
Presumably, the perfect proposal will include Pepsi.
The winner will be announced the week of March 16.
SOURCE: Adweek; INSTORE
* In a 2013 content, Cracker Jack gave diamond rings
valued at $1000 to 30 lucky Cracker Jack snackers.

Lucara Diamond’s Latest Mega Find
Weighs in at 549 Carats

Lucara Diamond’s 549 Carat Find Image
courtesy of Lucara

Its impressive use
of advanced mining
technology scored
Lucara Diamond Corp
a lengthy, featured
profile in a recent
edition of The
New Yorker.

Just as the issue
began appearing on newsstands, Lucara Diamond scored
another amazing find: An “exceptionally pure” 549 carat
diamond at the company’s Karowe mine in Botswana. The
mammoth gem is the fourth-largest diamond ever found
at Karowe since it first began to produce in 2012.
“The stone is marvelous and is the masterpiece of its
kind,” Lucara’s Botswana sales manager told The New
Yorker. “[It has a] smooth surface and the purity
is fantastic.”
SOURCE: Rob Bates for JCK Online
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Diamond Industry Warns of Worsening Impact
on Demand as Coronavirus Outbreak Continues
Petra Diamonds is the latest industry heavyweight to issue
warnings about the worsening impact on demand in the diamond
market caused by the coronavirus outbreak as stores were forced
to close during the important Lunar New Year period in China.
The virus is being seen as a new threat to the diamond industry
which has already been hit by lower demand from China, the world’s
second largest market after the United States, following a prolonged
U.S.-China trade war and the Hong Kong protests.
Coronavirus-related fears have also prompted the world’s largest
diamond mining company, Alrosa to shift its diamond auctions from
Hong Kong to elsewhere.
Petra said the outbreak impacted consumer spending around the Lunar New Year and had a short-term effect on diamond
trading, travel and retail in some of the Asian markets and further afield.
“Activity across the diamond pipeline is therefore expected to reduce until the virus is brought under control,” the company
said and added operational cash flow benefits had been eroded.
The virus outbreak in China has so far resulted in a shutdown of retail stores and the subsequent postponement of the Hong
Kong International Diamond, Gem and Pearl show.
Continued on page 14
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Small Business Support

5 ESSENTIAL ECO-TRUTHS YOUR ECO-CO
Price, selection, and convenience will always be key factors customers consider before
making any product purchase. But today’s consumers are increasingly choosing products
they believe have the least possible environmental and social impact from brands and
stores they perceive as the most authentic and ethical.
Being that our industry centers on the invasive retrieval of earth’s most precious
bounties, selling diamond jewelry now requires a steep climb to win over consumers
who believe, despite little evidence, that fine jewelry is a by-product of social and
environmental exploitation.
Though it’s simply untrue, marketers of laboratory-grown diamonds exploit this unfair
mischaracterization by claiming that synthetic diamonds are better for the environment.
To stop the spread of misinformation, the Diamond Producers Association compiled
a comprehensive series of educational materials for retailers to use when answering
customer questions about the merits of choosing a natural diamond over those that
were artificially manufactured.
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Synthetic, Laboratory-Grown Diamond Truths:
ECO/ENVIRONMENTAL CLAIMS

Most eco-claims
made by
laboratory-grown
diamond (LGD)
manufacturers are
unsubstantiated
and in violation
of U.S. federal
guidelines.
Many LGD manufacturers claim their
products are environmentally friendly
but do not provide evidence to support
their claims. The Federal Trade Commission (FTC) sent a letter to eight
LGD manufacturers, warning them not
to make any more unqualified environmental benefit claims, including using
terms like “environmentally friendly”
and “sustainable”.

2

TRUTH

1

TRUTH

TRUTH

ONSCIOUS CUSTOMERS NEED TO KNOW

LGDs involves
massive amounts
of energy.
Unlike with natural diamonds, which
are billions of years old and have
taken millions of years to come to the
earth’s surface, LGDs require massive
amounts of energy to manufacture in
over just a few weeks using chemical
reactors that burn at up to 8,000
degrees Celsius (more than 14,000
degrees Fahrenheit)—hotter than the
surface of the sun, which is about
5,500 degrees Celsius (or approximately 10,000 degrees Fahrenheit).

MORE THAN

14,000°F

LGDs require a
significant amount
of freshwater to
manufacture.
Excessive heat from the reactors
used to manufacture LGDs requires
a large volume of freshwater to help
prevent them from overheating.
One LGD producer reports requiring
up to 4,500,000 gallons per year to
cool its reactors in one of its factories.
That’s enough water to fill nearly
seven Olympic-sized swimming pools.

4.5

million

vs

gallons of
water in
one year at
one facility

10,000°F

That’s 7 Olympic-sized
swimming pools

Materials provided courtesy of Diamond Producers Association
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Continued on page 13
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FIND JOBS. MAKE CONNECTIONS.

50+ COMPANIES • 100’S OF JOBS • CAREER COACHING

FREE ADMISSION
Javits Center, 1E Hall
March 13, 2020
10:00 a.m. – 2:00 p.m.

careerfair.GIA.edu

GIA® and Gemological Institute of America® are registered trademarks of Gemological Institute of America, Inc.

CF200004_Diamond_Dist_News_v3.indd 1

2/14/20 10:35 AM

DOWNLOAD OUR PRECIOUS
METAL PRICES APP
• Pay-Outs Of Up To 99%*
• Same Day Settlements & Wire Transfers
• One-stop shop for your precious metal needs

*Pay-outs of up to 98.5% when hand testing and up to 99% on melts.

ON-SITE IN THE DIAMOND
DISTRICT. COME WATCH!
Reputable Metal Refiner Since 1985
12

One of the only precious metal reﬁners
in NYC with our own branded bars!
45 W 47th Street, New York, NY 10036
Call 212-398-1454 for a quote.

www.mgsreﬁning.com
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Synthetic, Laboratory-Grown Diamond Truths:
ECO/ENVIRONMENTAL CLAIMS

Compared with
natural diamonds,
LGDs on average
generate 3 times
the amount of
carbon emissions
on a per carat basis.
The Chemical Vapor Deposition (CVD)
and High Pressure High Temperature
(HPHT) processes emit an average
of 511kg of carbon per polished
carat of LGD, according to estimates
compiled by Trucost, an independent
firm that is a part of S&P Global.
By comparison, 160kg of carbon
are emitted per polished carat of
natural diamond produced.

LGD PRODUCTION BY COUNTRY
(of at least 0.3 carats of gem-quality)

10%
US

18%

Other

68%

5

Some LGD manufacturers make claims of
carbon neutrality by buying carbon offsets,
not through sustainable operations.
LGD manufacturers use carbon intensive fossil fuels to power their manufacturing
facilities. Some of these producers say their process is carbon neutral because
they get power from renewable energy; however, upon further review, these companies get energy from fossil fuel fired power plants, then purchase carbon offsets.
It is in reality not economically, technically and environmentally viable to heat LGD
reactors using renewable energy.

PRODUCT COMPARISON
Greenhouse Gas Emissions per Item (kg CO2e)

800
Cradle to Gate Greenhouse Gas Footprint
per Item (kg CO2e)

4

TRUTH

TRUTH

Continued from page 11
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Market Trends
Continued from page 9
The World Health Organization has reported more than 25,000 cases of the coronavirus in China alone. Since the outbreak
began, there have been over 500 reported deaths from the virus—the majority over the age of 60.
SOURCE: Reuters

Mumbai Diamond Manufacturer Star Rays
Charts New Course to Achieve Carbon-Neutrality
Michael Jackson’s inspired 80s-era call to action for
those who wish to change the world is to start with the
Man in the Mirror. India-based Star Rays revealed its
intention to do just that by becoming India’s first
carbon-neutral diamond company.

Inside the Star Rays cutting factory in Surat India Image courtesy of Star Rays

On the premise that greener credentials will lead to
greener pastures in sales, the Mumbai-based manufacturer
aims to step up its commitment to sustainability by
reducing travel, producing less plastic waste, and making
its energy use more efficient. The company is working with
a consultancy firm that specialized in helping companies
commit to a greater level of social responsibility by
diminishing its environmental impact.

“Singlehandedly we can’t change the whole image of the diamond industry, but we want more people to be on board,”
said Rahul Jauhari, senior vice president of global sales and marketing at Star Rays.
The term carbon-neutral refers to having no net contribution of carbon to the atmosphere. Many companies who commit
to becoming carbon neutral seek ways to reduce emissions while balancing any shortfalls by purchasing carbon offsets.
Carbon offsets are ways of reaching a zero net carbon footprint by investing in projects to help reduce emissions elsewhere
in the world. Some examples are planting trees or funding clean energy initiatives.
Star Rays is currently assessing ways to reduce its reliance on airline flights with the use of video conferencing and
combining overseas visits. Because flying business class supposedly creates more emissions per passenger than economy,
Jauhari says Star Rays executives will avoid flying business class unless absolutely necessary. The firm will also begin
monitoring workers’ commutes to ensure they’re taking public transportation
The company, a De Beers sightholder, also plans to print less, recycle more, and rely less on single-use plastics.
Employees will also be encouraged to switch off computers and lights when away from their workspaces.
Though Star Rays hasn’t set a deadline by which it plans to achieve its target, “We are committed to reducing carbon
emissions at every step [of] our business and personal life,” said Jitesh Shah, a partner at the company.
According to Moya McKeown, an environmental consultant at Spain-based Carbon Experts, the only other diamond
manufacturer known to be carbon-neutral is Canada-headquartered HRA Group. In addition to Star Rays, she says her
organization is presently advising over a dozen other diamond manufacturers on emissions reduction.
The company also participates in a program by the World Jewellery Confederation (CIBJO) that helps companies measure
and reduce their greenhouse-gas emissions. The program, the Greenhouse Gas (GHG) Measuring and Offsetting Initiative,
ensure that carbon emissions and removals are measured in accordance with international standards. CIBJO set up the
initiative in 2014 to help companies in the jewelry and gemstone industries understand their environmental impact,
reduce it, and protect themselves and the sector as a whole.
“Carbon-neutrality is just one of a number of initiatives Star Rays has adopted to ensure that our clients can take pride in
purchasing natural diamonds manufactured by an environmentally and socially conscious company,” Jauhari said. “We are
committed to reducing carbon emissions at every step in our business and personal life.”
SOURCE: Joshua Friedman for Rapaport; IDEX Online

14

Vol. 116 | March 2020

Industry Spotlight
Continued from page 6

GOOD MORNING AMERICA INTRODUCES
VICTIMS OF LAB-GROWN DIAMOND
SWITCHEROO TO A NATIONAL AUDIENCE

Image courtesy of ABC Good Morning America

Image courtesy of ABC Good Morning America

When a small St. Louis news affiliate reported in January 2019 about a woman devastated to learn that the diamond in
her engagement ring was actually a synthetic lab-made stone, the story barely registered a media ripple. Now, a full-length
feature in mid-February seen on ABC’s Good Morning America brought the story to the attention of a national audience.
Scott Long proposed to his wife, Molly Carson, with a diamond ring he bought from a local merchant who assured him
the diamond was genuine. Molly was thrilled when she said Yes, but when she asked another jewelry merchant to examine
the ring, she discovered that Scott had unknowingly purchased a lab grown diamond.
“We thought we were buying a family heirloom we could pass down to our children,” Molly told reporters last year in
St. Louis. “When I found out, I was in tears, devastated.”
“[The salesperson mentioned] the style, the, color, and the clarity,” said Scott when telling his story on GMA, “But never
once, [did he mention] this is lab.”
The GMA reporter explained, “There are a lot of reasons why people may prefer lab-created diamonds or diamond
alternatives, but Scott and Molly wanted a natural diamond, and that’s what they thought they were buying. And this
was the first time she was going to have a real diamond, in the whole family, so this was a big deal. So they were pretty
disappointed.”
The GMA hosts informed viewers about Federal Trade Commission guidelines that require retailers to clearly and
unambiguously inform customers when a diamond they show interest in buying is man-made. Last year, the agency
sent out warning letters to eight online sellers of lab-grown and synthetic diamonds.
The merchants who received the letters were being cited for their regular use of ambiguous, purposefully confusing
language when referring to synthetic, lab-grown diamonds. The FTC views terms such as “cultured” or “alternative”, or
to simply present a lab-grown diamond with a brand name that includes the word “diamond,” as problematic. The FTC
requires merchants to clarify to potential customers that what they are buying is not a genuine, mined stone.
Gemologist Antoinette Matlins appeared in the segment to strongly urge consumers to demand written confirmation
from a jewelry merchant, either way, whether the diamond is genuine or if it was lab-grown. Newlywed Carson admits,
“It never crossed my mind that is something I should ask.”
At the segment’s end, Matlins showed GMA cohost Michael Strahan two stones—one natural, one lab-grown—and asked
if he could spot the natural gem.
He couldn’t. “That one was so sparkly,” he said, pointing to the synthetic stone. “I said, it has to be that one that’s real.”
SOURCE: Good Morning America/ABC; Rob Bates for JCK
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A CONVERSATION WI
Decades as a writer for National Jewelers, Rapaport, JCK Magazine, and now as news director of
JCKonline.com, has made Rob Bates a familiar name throughout the diamond and jewelry trade.
Soft spoken, thoughtful, and highly respected as a journalist, industry pundit and trends prognosticator,
Rob is typically among the first to report breaking diamond and jewelry news and analyzing the industry’s
day-to-day activity and long-term fluctuation.
Rob visited the Diamond District Partnership in February to discuss his new weekly podcast, “The
Jewelry District,” to share his thoughts about where the industry is headed, and how the 47th Street
Diamond District can remain successful and relevant.
Tell us about JCK magazine and JCK online.
JCK stands for Jewelers Circle Keystone and has been
around for over 150 years. The magazine is published four
times a year and oriented to serve the fashion side of the
jewelry industry. JCKOnline.com is the online counterpart
of the print magazine and aside from fashion also provide
an in-depth look at the retail and manufacturing sides of
the industry.
You’re well established in the diamond and jewelry
industry, but what led you to this specific area
of the economy?
I graduated college with a degree in history but
wanted to be a journalist. I looked for work in news
media and the first jobs I found were related to the
diamond and jewelry industry. I’ve always had an interest
in the diamond and jewelry trade, perhaps because my
grandfather once had a business on 47th street. All these
years later, I’m still here and still loving what I do.
Based on your broad knowledge of the retail side
of this industry, do you agree with predictions that
the future of jewelry retail isn’t too bright?
A new generation of customers means jewelry
retail needs to reinvent itself. But to say retail is dying
is simplistic. The Amazon’s of the world are definitely a
threat, but I’ve gone through 150 years of JCK’s archives
and I can tell you that threats to jeweler retailers are
nothing new.
Rob Bates visits the Diamond District

16

Department stores were once considered the
end of the independent jeweler. People believed
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the same about
catalogue showrooms,
the Home Shopping
Network, even offers for
jewelry in credit card
statements. Every time
the retailers felt pain,
changed their model,
and always survived.
Describe what you mean by “a new generation
of customers.”
When you can buy whatever you want from
anywhere, [customers] don’t need to come to you
anymore. But that’s a problem if your customers are
the same. Today’s customers mindset has changed;
they have new needs. A major change is the focus
on “sustainability.”
People today, especially young people, see a
scary world and they want to fix it. One way they can
is through their purchasing power. The most relevant
focus today is on how to sustain the environment and
prevent the exploitation of disadvantaged people.
Today’s new generation of customers want to know
they aren’t hurting things, so they choose to buy from
sellers and brands who share their values; they seek
direct relationships with brands they trust, and feel
are authentic.
Sounds like retail is struggling because retailers
need to catch up to how today’s customers think.
Retailers need to start thinking like Amazon, not to
emulate what Amazon does, rather, to recognize what
it can’t. On one hand, a retail hub like 47th Street offers
nearly unlimited selection, variety, and discount prices—just
like customers find online. On the other hand, it’s much
harder to convey authenticity on Amazon; it’s much
easier for an independent jeweler on 47th Street.
Retailers need to educate themselves about the origin
of their products and be prepared to answer questions;
they need to take a look at how their values match their
customers’ and convey that they care.
They also need to help customers who crave
diamonddistrict.org

authenticity and personal relationships to understand
that jewelry is expensive because it’s one of the last
existing products that are literally hand-crafted. The
retailers that succeed are the ones with the ability and
education to factually describe to their customers what
goes into their products, the ethical origin of their
jewelry, and why it is something they can be proud
to own and worthy to treasure.
Should diamond sellers be concerned about
growing sales for laboratory-grown diamonds?
[Synthetics] are a real competitor and no one knows
how it will end. But retailers need to remember that
buying a diamond is not a logical purchase; it’s entirely
emotional. Choosing to buy a laboratory-grown diamond
because it is cheaper is a logical choice, which defies the
underlying motivation people so often have when buying
a diamond. You have to sell natural diamonds on their
uniqueness; you didn’t always have to.
Now that the FTC came down so hard on how
laboratory-grown diamonds are marketed—prohibiting
the use of language that suggests they are real or
misrepresents their origin—synthetics manufacturers
started to promote themselves as more “eco-friendly.”
But many studies are beginning to shed light on the immense
levels of electrical energy, heat, water, and chemicals needed
to produce laboratory grown diamonds.
These considerations should give customers pause
before they immediately dismiss natural diamonds as
the less sustainable choice. To be clear, I don’t think that
natural diamonds are necessarily more sustainable than
laboratory grown. I just don’t think the opposite is true.
Tell me about your new podcast
JCK magazine’s editor in chief, Victoria Gomelsky,
and I began recording an hour-long podcast in February
2019. We call the show “The Jewelry District,” and we
focus on every aspect of the diamond and jewelry
industry, from trends to shows, to economic news,
and the typical weird developments that are entirely
unique to an industry as entirely unique as the products
we promote. You can listen by going to www.jckonline.com
and following the link.
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Crime Report

Georgia Jewelry Store Bandits Beaned by a Bag of Pickle Jars
A brazen band of smash and grab bandits are in a
serious pickle after robbing the wrong jewelry store owner.
According to witnesses and surveillance video, three
men holding hammers burst into a Georgia jewelry store
on a Saturday afternoon in January and began smashing
glass showcases while grabbing boxes of Rolexes secured
inside. During the robbery, the thieves held up the frightened
customers and employees at gunpoint.
At the time, the store owner, who didn’t want to share
his name or the name of his store, was out getting lunch.
Upon returning, as he approached the front of his store,
he was shocked to see four thieves heading for the exit.
Rather muscular and in full fury mode, the owner charged right at them. Using the only weapon he had—a shopping
bag filled with glass pickle jars—the owner walloped the first robber square in the face, then smacked the remaining jars
into the side of a second robber’s head.
Several bystanders and store employees joined the store owner to pin down the two stunned, brine-soaked suspects
until police arrived. Two of the suspects got away, resulting in a police chase and car crash. One suspect in the car was
arrested, while another ran into a nearby wooded area.
Three of the thieves were identified as Antonio Collier, 40, of Atlanta; Antwan Dekarlos Robinson, 17, from Atlanta;
and a 16-year-old juvenile from East Point. Police say the fourth, unidentified suspect, is also now under arrest.
All are charged with armed robbery, possession of a firearm in the commission of a felony, felony criminal damage
to property, possession of tools for the commission of a crime, obstruction and two counts of battery.
SOURCE: Atlanta Journal-Constitution

Case Cracked in $66M Jewelry Theft from Formula 1 Heiress Tamara Ecclestone
A baffling $66 million jewelry heist from a vault inside
Formula 1 heiress Tamara Ecclestone’s 57-room home in
London has resulted in the arrest of Maria Mester, 47,
and Emil-Bogdan Savastru, 29, a mother and son from
Romania. According to a report from the Associated Press,
both members of the burgling tag-team have been charged
with conspiracy to commit burglary during hearing at
Westminster Magistrates Court in central London.
The robbery occurred on December 13, 2019, several
hours after Ecclestone and her family left on vacation.
Among the stolen items were “precious rings, earrings
Tamara Ecclestone Image courtesy of Luca Bruno ASSOCIATED PRESS

and a $105,000 Cartier bangle Ecclestone received as a

wedding present,” according to the New York Post. Most of the stolen items have yet to be recovered, according to
Associated Press.
Little else is known at this time, though a spokesman for Ecclestone, who is known as a model and TV personality,
has said that the heiress and her family were doing “well, but obviously angry and shaken” by the crime.
SOURCE: Associated Press
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Kay Jewelers Store Manager Arrested for $15,000 Jewelry Swindle
According to a report in the Taunton Gazette, former Kay
Jewelers store manager in Taunton, MA, committed larceny
by using an in-store promotion code to get large discounts
on jewelry.
Authorities say Samantha Peluso, 34, will be charged with
larceny over $1,200. She’s accused of swindling her former
employer out of about $15,000.
She allegedly bought 14 pieces of jewelry using employee
discounts and store-closing discounts ranging in value
between 85% and 99%. Police say Peluso then allegedly
Photo courtesy of www.newsbreak.com/PRESS

resold some of the jewelry.
SOURCE: Taunton Gazette

That Time the Three Stooges Robbed a Jewelry Store…
Though a jewelry store robbery is no laughing matter,
the sidesplitting security footage of an April 2019 robbery
in north London making the rounds on social media is
first-rate slapstick.
It involves a trio of bungling burglars looting a tiny jewelry
boutique. All that is visible of the store is the front door and
a slender showcase running the length of the store, with
room for narrow aisle for customers in front of it and for
employees behind.
The footage begins with the three robbers already in the
The moment the third bumbling burglar realizes he’s locked inside

store. One holds an employee in a headlock then throws her
to the floor. But suddenly she’s seen running away, and

apparently hit the panic alarm before locking herself in the bathroom.
Realizing it’s time to go, the thieves grab a few more jewelry trays and bolt for the door. But it’s locked. After a few
seconds of frantically trying to rip the door open, one of the thieves remembers seeing a door buzzer behind the counter.
He runs to the rear of the store and presses the buzzer to release the door lock. The moment it releases, the thief closest
to the door yanks it open and runs out. His two accomplices lunge for the door but it slams shut and locks before they make
it through.
While one of the two remaining thieves stands by the door, the third runs back to press the buzzer. The door releases,
the second thief runs out and the third dives to catch the closing door. Not fast enough. The door slams in his face, proving
that among thieves there is neither honor nor common courtesy.
What happens next is pure Loony Tunes gold. The third thief is seen racing back and forth between the buzzer button
and the door, never in time to make it to the door in time before the lock resets.
After a moment of frenzied pounding on the door, a pedestrian appears and holds the door open the next time the robber
presses the button. The thief is last seen racing out the exit, nearly bulldozing the kind but clueless stranger.
Somehow the three managed to make off with $27,000 in jewelry. Two of the suspects have yet to be identified, though
the third has been located and arrested. Announcing the arrest of the third suspect seen on the video, Detective Inspector
Paul Ridley of the London Metropolitan police, commented, “How they were able to manage to steal thousands of pounds
of jewelry truly amazes me.” The video is posted on Twitter and has so far attracted over 3 million viewers.
diamonddistrict.org
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