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LET THE BRIGHTER
LIGHT BEGIN
The final step in the Diamond District Partnership
light pole replacement project began just as we
were going to press. The first phase was to replace
the ramshackle “globe” style lamp posts, and their
antiquated, deteriorating marble bases, with sleek,
light-diffusing, LED “Flushing Meadows-style” light
poles. This phase was completed last year, prior to
Thanksgiving. After a long delay due to the
coronavirus shutdown, the final step is
finally underway.
Continued on page 13

U.S. DEPARTMENT OF COMMERCE PRODUCES
DIAMOND DISTRICT EXPORT STUDY
Smoothly functioning global commerce, specifically export sales,
is essential to the continued successful existence of the diamond and
jewelry trade and the Diamond District itself. The Diamond District
Partnership and the U.S. Department of Commerce have often worked
together on various projects concerning economic trends that may affect
the strength and growth of our industry. As part of our ongoing effort to
educate readers on every aspect of the industry to which they devote so
much of their lives, Diamond District Monthly is pleased to provide the
following excerpted version of this study.
Continued on page 10
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LETTER FROM THE
EXECUTIVE DIRECTOR
Dear Friends,
I wanted a new pair of sunglasses the other week, so I visited the
Ray-Ban website to see what was for sale. The site has a very useful
feature that allows the customer to use their laptop camera to virtually
try on any number of sunglasses styles. I “tried on” nearly a dozen
different frames before deciding to stick with the sunglasses I
already have.
This AR (Augmented Reality) software is incredibly powerful, readily
available, and already being used to sell jewelry and other apparel and
accessories online aside from sunglasses.
I was thinking about this when writing this month’s Industry
Spotlight feature, in which I examined De Beers’ recent capital injection
to Gemist—an online custom jewelry design company that creates
near-perfect replicas of customers’ custom designs and ships it to their
homes. The Gemist service allows customers to experience wearing their custom jewelry in real life, and in
real time without commitment—if they’re happy, they pay for and receive the real thing.
De Beers’ investment signals that they realize it’s time to finally bridge the final gap between the
showroom and the living room. If market-ready technology that easily enables people to SEE how they
look in a product found online exists, then it’s time to figure out how to get that product into their hands.
It may prove as hard as it sounds, but De Beers may believe their survival depends on building that
better mousetrap.
The world sure feels different since last August. Way back then, it’s doubtful any of us could readily
identify an N95 mask; terms such as PPP, PPE, or social distancing back in Summer 2019 would have
drawn blank stares, not weary recognition; the city’s streets were crowded with pedestrians, not protesters.
What’s also changed is the expectation that the retail experience can be neatly divided between those
that are online and those that are for real. Much like those old enough to remember 9/11 have never since
looked at a low flying plane the same way, post-COVID consumers will forever accept that the retail
experience is made to be fragmented.
There’s a lot of good hiding in that bundle of confusion. Retailers can now manage a broader range of
customer expectations: “Can’t stop in? Then let’s video chat”; or “Try it on virtually”; or “Design it yourself
and I’ll send you the prototype to see if you adore it, or if we should adjust it.”
Confusion and upheaval breed opportunities. Try one of them on for size. One of those opportunities is
bound to fit.
Warm regards,

Avi Fertig
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IN THE NEWS

Pink and Blue Hearts Aflame at
Sotheby’s Hong Kong Sale

Fortunate Artisanal Miner Makes
a Fortune After Finding 75,000
Carat Tanzanite Crystal

Saniniu Laizer with his two
tanzanite crystals. Image courtesy
of Tanzania Ministry of Minerals

A sharp-eyed artisanal
miner in Tanzania is
celebrating newfound
fortune after selling two
enormous tanzanite
crystals weighing a
combined 75,000 carats
at auction for $3.4 million.

52-year-old Saniniu Laizer found the crystals in
Tanzania’s Manyara region, near the country’s Merelani
mining site. The two rough gems are believed to be the
largest tanzanites ever found in Tanzania.
The color of Tanzanite is unlike any other gemstone—
an intoxicating mix of blue and purple hues. In 2002, the
American Gem Trade Association added tanzanite to the
jewelry industry’s official birthstone list, joining turquoise
and zircon as the official birthstones for December.
A dazzling variety of the mineral zoisite, Tanzanite
is said to be rarer than diamond by a factor of 1,000
times, likely since it is mined in only one location on
earth—Tanzania’s Manyara region. The Manyara region
is roughly 5 miles long and 3.5 miles wide; the remaining
lifespan of the nearby Merelani mine is believed to be
fewer than 30 years.
Artisanal miners like Laizer are permitted to work
outside the confines of the Manyara mining site provided
they carry a government-issued license. In 2019,
Tanzania established trading centers to allow these miners — most of whom work by hand — to sell their gems
to the government.
Laizer revealed his finds to the international press
during a lavish ceremony covered by international press.
Asked what he plans to do with his newfound fortune,
Laizer promised to invest his windfall in the local
community of Simanjiro.
“I want to build a shopping mall and a school,” he said.
“I want to build this school near my home. There are
many poor people around here who can’t afford to take
their children to school.”
SOURCE: INSTORE

Blue and pink heart-shaped
diamond rings. Image courtesy of
Sothebys

The Magnificent
Jewels sale at Sotheby’s in
Hong Kong was a scorcher
with two fancy-colored,
heart-shaped diamonds
fetching a combined
$18.7 million.

The first, a 5.04-carat,
fancy-vivid-blue, type IIb diamond, flanked by white
diamonds, wowed the crowd when the going price
soared above its $9.7 million upper estimate for $10.6
million, or $2.1 million per carat.
The 4.49-carat, fancy-vivid-pink, internally flawless
diamond ring, also bracketed by white diamonds, did
nearly as well, going for $8.1 million, or $1.8 million per
carat, a hair below its $8.8 million high valuation.
“Today’s results are a clear indication that the
appetite for top-quality jewels in Asia remains
undiminished,” Wenhao Yu, deputy chairman of jewelry
for Sotheby’s Asia, said last week. “The hottest color
diamonds in the most romantic of cuts and settings
proved irresistible, with the pair of fancy-vivid pink and
blue rings taking top billing as the stars of the show.”
SOURCE: Rapaport

Heather Locklear Wearing a
New Rock from her Old Sweetheart
Married and divorced
from two heavy-metal
drummers, Tommy Lee of
Mötley Crüe and Richie
Sambora of Bon Jovi,
means actress Heather
“Actress Heather Locklear
Locklear knows how to
wearing new engagement ring
rock. A recent sighting of
from an old beau.”
the 80s and 90s icon of the
small and large screen proves Locklear is still a huge rock
fan, although this time of the engagement ring type.
Spotted doing errands sporting a magnificent
engagement ring, Locklear, star of Melrose Place,
Spin City, T.J. Hooker and scores of other movies and
hit TV series, confirmed she is getting married.
Her groom-to-be is former AMA motocross racer
Chris Heisser. Locklear and Heisser, both 58, reportedly
dated in high school and reconnected in 2017.
Locklear’s engagement ring is centered with an elegant
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large oval cut diamond weighing somewhere between
3 to 3.5 carats, set on a white gold or platinum diamond
accented band and estimated to worth somewhere in
the range of $85,000.

74 is a considerable decrease from the 135 closings
in the second quarter of 2019. The total included 56
retailers in the category of “ceased operations” as well as
12 “consolidations (sale/merger)” and six bankruptcies.

SOURCE: INSTORE; PureWow

The total number of U.S. jewelry businesses that closed,
including retailers, wholesalers and manufacturers, was
90. That was a decrease from 185 in the second quarter
of 2019.

Pandora Pans Newly Mined Silver and
Gold with 100% Recycled Sourcing Pledge
Pandora has announced
that it will cease using newly
mined silver and gold in its
jewelry by 2025 and only buy
from recycled sources.
“Silver and gold are
beautiful jewelry materials that can be recycled forever
without losing their quality,” said Pandora CEO Alexander
Lacik. “Metals mined centuries ago are just as good as
new. They will never tarnish or decay. We wish to help
develop a more responsible way of crafting affordable
luxury like our jewelry and prevent that these fine metals
end up in landfills. We want to do our part to build a
more circular economy.”
Presently, Pandora sources 71% of its silver and gold
from recycled sources. According to a press release
announcing its shift to 100% recycled precious metals,
shifting entirely to recycled silver and gold will reduce
carbon dioxide emissions, water usage and other
environmental impacts because recycling of metals
uses less resources than mining new metals.
The carbon emissions from sourcing of recycled silver
are one-third compared to mined silver, while recycling
of gold emits a tiny fraction of the carbon that mining
new gold does, according to life cycle assessments.
“The need for sustainable business practices is only
becoming more important, and companies must do their
part in response to the climate crisis and the depletion of
natural resources,” Lacik said.
SOURCE: INSTORE

74 US Jewelry Retailers Closed in the
2nd Quarter—less than expected
The Jewelers Board of
Trade sees a silver lining in
its report that 74 U.S. jewelry
retailers closed their doors in
the second quarter of 2020: It
could’ve been worse!
diamonddistrict.org

The Jewelers Board of Trade also reported the opening
of 21 new retailers in the U.S. in 2020, compared to 56 in
the second quarter of 2019. The total number of new
jewelry-related businesses, which includes retailers, as
well as wholesalers and manufacturers, was 24, down
from 68 new businesses in the same quarter of 2019.
According to JBT, the total current jewelry businesses
in the United States, including retailers, wholesalers and
manufacturers is 24,233, down from 25,217 in the second
quarter of 2019.
SOURCE: INSTORE

Union Bank Sells Its Diamond Portfolio
Union Bank’s $91 million
diamond credit portfolio has
a new owner—the Peninsula
Group, part of Meitav Dash,
provides credit to small and
medium-size businesses in
Israel.
According to Yigol Arnon, the law firm that
represented the Peninsula Group, Peninsula will pay an
amount equal to the size of the credit portfolio at the
time of completion at a discount of between 30% and
45%, subject to the size of portfolio at the time of closing.
Union Bank accounts for approximately 25% of the
loans in the Israeli diamond sector, making it the
dominant lender in the sector. According to the law
firm, the portfolio also includes bad and doubtful debts
amounting to more than $160 million, which will be
transferred to Peninsula without any consideration.
Union Bank is trying to merge with Mizrahi Bank, and
divesting itself of its credit portfolio as a condition of the
Israel Competition Authority. The transaction is subject to
specified conditions and particularly the completion
of the merger between the banks.
SOURCE: Rob Bates for JCK Online
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Industry Spotlight

Could De Beers’ Gemist Venture Deal Become
the “Better Mousetrap” for Online Jewelry Sales?

Image courtesy of Gemist

De Beers’ latest investment may be the key to solving the “last mile” hurdle in online jewelry retail.
Smooth passage from the limitless selection of jewelry sold online and over the thudding barrier of that,
oh, so human need to see, feel, and wear jewelry before plunking down cash has vexed online marketers
since the dawn of ecommerce nearly 25-years ago.
A non-problem for commoditized products, this need never seems satisfied when it comes to the sale
of emotion-based products, particularly jewelry; especially expensive, customized jewelry.
Which brings us to De Beers’ dramatic investment this summer in Gemist. Entering into a venture
relationship with what may be the most innovative direct-to-consumer jewelry brand and digital platform
yet, may be the miner’s most aggressive move to build the elusive “better mousetrap” first described by
Ralph Waldo Emerson. Proving it can be done would surely have the retail jewelry world beating a path
to the front door of De Beer’s perhaps, future, fine, customized jewelry homepage.
Many innovative attempts over the years to disrupt the status quo of online jewelry retail have
fallen short. Gemist, founded by tech industry veteran Madeline Fraser in 2019, claims to have taken
those innovations quite a bit further down the field.
Gemist’s direct-to-consumer platform gives consumers the opportunity to design engagement

6

Vol. 121 | August 2020

Industry Spotlight

ring and other jewelry by offering an unusually wide selection of options and tweaks in precious metal,
gemstones, and subtle design aspects of the finished product.
Customers may then request to receive at home, at no cost, a silver prototype of the design they
created onscreen to experience the piece before making their final commitment. Once the ring, or jewelry
creation is paid for, the actual creation is produced in 14k gold and sent to the buyer.
Such hopes have riled the industry before. Yet, De Beers’ investment at a time when the traditional
markets have already been upended by the shockwaves caused by the coronavirus shutdown suggests
that the miner is acutely aware that the status quo is no longer conducive to longevity. Perhaps seeing
how readily the world took to bunkering online during the lockdown triggered a moonshot moment for
De Beers.
To sustain the impact of the new investment, Stephen Lussier, De Beers Group executive vice president
and big thinker in the branding space, will be joining the Gemist board of directors.
“Gemist is a first-mover in offering Gen Z and millennial consumers a unique shopping experience with
fully customizable designs through a simple, engaging, and fun platform—key features we know these
consumers are looking for,” said Neil Ventura, executive vice president of strategy and innovation for De
Beers Group, in the release. “We look forward to working with Gemist to share mutual insights as the
business continues to grow.”
SOURCE: JCKonline.com

Attention Business Owners:
PHASE TWO Requires
Personal Protection Equipment
(PPE) For Your Employees
To prevent the further spread of COVID-19, the city and state now
requires all employees of businesses reopening during Phase Two to
wear face masks during work hours.
To help your small business comply with these regulations, the Diamond
District Partnership, in collaboration with the NYC Department of Small
Business Services, is providing face masks free of charge.
Request free face masks sending email to covid19@diamonddistrict.org
with the word “PPE” in the subject heading. Let us know how many
employees you need to supply, name of your business and contact
person, address and phone number.
Please Note: Free masks are for employees only and cannot be used for
customers or other non-employees. Due to supply limitations, we can
provide only up to five (5) masks per employee.
diamonddistrict.org
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Market Trends

DeBeers Diamond Insight ‘Flash’ Report Finds
Diamond Shoppers Are Sticking with Stores

Worldwide pandemics and gargantuan online retailers be damned!
U.S. consumers still insist their first choice for where to purchase diamond jewelry is their local
brick-and-mortar independent jewelry shop. The only post-Covid19 caveat is that they overwhelmingly
prefer store owners to adhere to proper safety measures against the coronavirus.
These and other revelations come from a new De Beers survey, its second Diamond Insight ‘Flash’ Report, which
is based on data collected during surveys with 500 Americans over the age of 18 between May 25th and June 22.
“While consumers increasingly desire a diamond-acquisition journey that blends the digital and physical,
when it comes to making purchases, they still prefer the personalization of the in-store experience, despite the
pandemic,” says De Beers CEO Bruce Cleaver.
More than 62% of those surveyed said they prefer the in-store experience, citing that this is where they can
receive expert advice and personal attention. 59% of millennial and Gen Z consumers also chose being on-site
rather than online when it came to jewelry purchases.
However, an overwhelming number of customers say they expect retailers to have safety measures in
place before they enter a store—68% cited limits on the number of clients in a store at one time as the most
important. Some 66% expect to see hand sanitizer used in shops; 64% expect staff to wear face masks and
gloves at all times.
The De Beers survey found 39% of respondents saying they would trust department stores would be most
effective in implementing these safety measures, a majority ranked independent jewelers a close second,
with 21% confident independent retailers would follow proper procedures.
“Those retailers that are able to provide a safe and welcoming in-store environment for consumers in what
is a strange and unsettling time will be best placed to benefit in the weeks and months ahead,” Cleaver added.
De Beers also noted a rise in the number of consumers who saw diamond jewelry as the gift they would most
like to give or receive, selected by 38% of respondents versus 32% last month. The pandemic has also changed
the way purchasers view holiday gift-giving. Meaningful presents topped the list as the most important quality
8
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Market Trends
in gifts consumers would choose give their loved ones, followed by something sentimental.
The commitment to incorporate video conferencing technology into your retail sales mix requires an
additional investment. Until retail as we define it is back in full, retailers should expect customers to pay far
more scrutiny to their existing websites.
Consumers already do the bulk of browsing on their chosen retailer’s website. Due to the pandemic
experience, this practice will become far more entrenched. Your website must be up to the task to showcase
merchandise and integrate video communication technology to engage shoppers from a distance.
Video conferencing platforms allow retailers to share their screen with images of jewelry, or to show live
jewelry in real time while you speak with your customer.
While the technology may be an effective substitute, there’s no argument that in-person retail connection
remains unmatched when connecting with customers. But don’t wait around for the glorious day when the
crisis is behind us and the familiar ways of retail fully return. Those who wait risk learning that change is
inevitable, and in some ways permanent.
The retail survivors this time will be those who were able to look beyond the future to focus on what’s now.
Choosing to refocus your vision of retail to include selling online is the first step to making sure you’ll still be
in business when that future finally arrives.
SOURCE: Andrea Hill for Instore Magazine

A GIA Education –
Your Place, Your Pace.
Online courses from the Gemological Institute
of America offer a multimedia experience that
brings to life essential knowledge on jewelry,
diamonds, colored stones and pearls. Work
towards your GIA credential from the comfort of
your own home.

Learn more at

GIA.edu/gem-education/distance
©2020 GIA. GIA®, the GIA logo and Gemological Institute of America® are registered trademarks of Gemological Institute of America, Inc.
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Economic Report

ECONOMIC TRENDS & INSIGHTS
Smoothly functioning global commerce, specifically export sales, is essential to the continued successful existence of the
diamond and jewelry trade and the Diamond District itself. The Diamond District Partnership and the U.S. Department of
Commerce have often worked together on various projects concerning economic trends that may affect the strength and
growth of our industry.
Earlier this year, our long-time friend and partner, Anastasia Xenias, PhD, Senior International Trade Specialist and Global
Team Leader at the DOC, commissioned an analysis on our suggestion for a multi-year trend report of annual and quarterly
US jewelry exports to international jewelry markets.
The goal of the study was to provide a viewpoint to industry merchants of where business is headed to and from, as a
means of identifying both possible opportunities and dead ends. While the study centered on data collected prior to the
arrival of COVID-19, and therefore not entirely reflective of current market conditions, we believe it instead may serve as a
valuable snapshot of our industry just prior to the historic disruptions caused by the pandemic’s sudden onset. The study,
therefore, provides an accurate benchmark to strive for as the U.S. economy struggles to return to its pre-COVID-19
momentum and dynamism.
As part of our ongoing effort to educate readers on every aspect of the industry to which they devote so much of their
lives, Diamond District Monthly is pleased to provide the following excerpted version of this study.
The Diamond District Partnership wishes to acknowledge and thank Department of Commerce trade assistant, Charlotte
Rothschild, a student of economics at Columbia University, for her diligent and professional work to undertake and present
this important study.
NOTE: The term “fine jewelry” referenced throughout the analysis is defined by HS classification code 7113, which includes
‘articles of jewelry and parts thereof, of precious metal or of metal clad with precious metal.’

I. ANNUAL US JEWELRY EXPORTS TO WORLD:
2018 - 2019

Kong, Japan, UAE, France, UK, Canada, Qatar, Dominican
Republic, and India. (Figure 2)

Annual US jewelry exports for 2018 were $9.93 billion.
Exports in 2019 dropped by 7%—a loss of $730 million. The
top 10 markets for US jewelry exports in 2019, in order from
largest to smallest, were Switzerland, Hong Kong, Japan,
Canada, UK, Dominican Republic, China, Singapore, India,
and the UAE. (Figure 1)

III. TOP 10 U.S. JEWELRY EXPORT MARKETS—
IN TERMS OF TOTAL VALUE (2019)
II. TOTAL QUARTERLY EXPORTS OF US JEWELRY
TO THE REST OF THE WORLD: 2018, 2019, 2020
Total quarterly exports of US jewelry to the rest of the
world between YTD(MAR) 2018 and YTD(MAR) 2019 fell 14%
($420 million), and further decreased from YTD(MAR) 2019
to YTD(MAR) 2020 by 27%, a loss of $710 million. The top
10 markets for quarterly US jewelry exports as of YTD(MAR)
2020 ranked from largest to smallest were Switzerland, Hong
10

Topping the list in 2019 of the 10 largest markets for US
jewelry exports in terms of total value are Switzerland and
Hong Kong, accounting for 22% ($1.99 billion) and 21% ($1.89
billion) of the US market, respectively. The remaining top 8
US jewelry export markets, listed by percentages are: Japan
(7.6%), Canada (6.1%), UK (5.3%), Dominican Republic (4.2%),
China (3.1%), Singapore (3.0%), India (2.9%), and the UAE
(2.5%). (Figure 3)
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IV. TOP U.S. JEWELRY EXPORT MARKETS—IN
TERMS OF DOLLAR CHANGE (2018 – 2019)
To better understand the relative size of the markets in
Figure 4 that did not make the top 10 export markets for total
value, look at their total value and rankings in 2019. Taiwan
was the 17th largest export market with a total value of $109
million, Bahrain was the 29th largest export market with a
total value of $25 million, Sint Maarten was the 12th largest
export market with a total value of $220 million, and Panama
was the 27th largest export market with a total value of $27
million. (Figure 4)

V. TOP U.S. JEWELRY EXPORT MARKETS—
IN TERMS OF PERCENT CHANGE (2018 – 2019)
It’s interesting to note that none of the top 10 export markets
for US jewelry in terms of percent change between 2018 and
2019 listed in Figure 5 would make the top 50 in terms of
total value in 2019. One can better understand the relative size
of these markets by looking at changes in their total value.

VI. U
 S JEWELRY EXPORTS TO SWITZERLAND
Between 2018 and 2019, the total value of annual exports
to Switzerland went from $1.71 billion to $1.99 billion—a 16%
increase ($277 million), ranking Switzerland the 38th largest
market for US jewelry exports in terms of percent change.
In 2019, Switzerland accounted for 22% of US jewelry exports
and the largest market for US jewelry exports in terms of total
value and dollar change. (Figure 6)

Quarterly exports of US jewelry to Switzerland were $741
million in YTD(MAR) 2018, $700 million in YTD(MAR) 2019
and $291 million in YTD(MAR) 2020. Between YTD(MAR) 2018
and YTD(MAR) 2019, we see a decrease in quarterly exports
by 6% which corresponds to a dollar change of $41 million.
From YTD(MAR) 2019 to YTD(MAR) 2020, we see a significant
decrease in quarterly exports by 58% which corresponds to a
dollar change of $409 million. (Figure 7)

For example, Namibia, which represents the largest export
market in Figure 5 in terms of total value, had a total value
of only $2.6 million in 2019, ranking it the 64th largest export
market. Armenia represents the largest increase in percent
change between 2018-2019. The total value of exports to
Armenia in 2019 skyrocketed to $730,000, compared to just
$3800 in 2018.
Despite representing the export market with the largest
percent change, Armenia represented the 78th largest
export market in 2019 in terms of total value. All other
export markets in Figure 5 are smaller than Armenia in
terms of total value in 2019. (Figure 5)
diamonddistrict.org

VII. US JEWELRY EXPORTS TO HONG KONG
Annual US jewelry exports to Hong Kong went from $2.59
billion in 2018 to $1.89 billion in 2019, a 27% drop. or $701
million, The sharp decrease placed Hong Cong at 87th in
US jewelry exports in terms of percent change and highest
Continued on page 12
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in terms of negative dollar change compared to 216 other
export markets. In terms of total value, Hong Kong accounted
for 21% of US jewelry exports, making Hong Kong the second
largest market for US jewelry exports in 2019. (Figure 8)

IX. US JEWELRY EXPORTS TO CANADA
Quarterly exports of US jewelry to Hong Kong for
YTD(MAR) 2018, YTD(MAR) 2019, and YTD(MAR) 2020
were $977 million, $619 million; and $224 million, respectively.
These numbers represent a 37% drop, or $360 million,
between YTD(MAR) 2018 and YTD(MAR) 2019, and another
significant decrease, 64%, or $408 million, from YTD(MAR)
2019 to YTD(MAR) 2020. (Figure 9)

VIII. US JEWELRY EXPORTS TO JAPAN
Annual exports to Japan in 2018 were $650 million and
$696 million in 2019—an increase of 7% or $46 million. In
2019, Japan accounted for 7.6% of US jewelry exports, making
Japan was the third largest market for US jewelry exports in
terms of total value. Between 2018 and 2019, Japan ranked
as the 4th highest export market in terms of dollar amount
increase, and in terms of percent change, with an increase of
7% in total value in exports, ranked as 47th largest US jewelry
export market. (Figure 10)

In 2018, annual exports to Canada were $610 million and
$558 million in 2019—an 8% decrease equaling $51 million.
In 2019, Canada accounted for 6.1% of US jewelry exports,
and the fourth largest market for US jewelry exports in terms
of total value. Canada ranked 211th out of 216 export markets
in terms of increase in dollar change and 67th in terms of
percent change. (Figure 12)

Quarterly exports of US jewelry to Canada in YTD(MAR)
2018 were $129 million; $118 million in YTD(MAR) 2019; and
$108 million in YTD(MAR) 2020. Quarterly exports decreased
by 9% ($12 million) between YTD(MAR) 2018 and YTD(MAR)
2019 and decreased another 8% between YTD(MAR) 2019
and YTD(MAR) 2020—a dollar change of $10 million. (Figure 13)

X. US JEWELRY EXPORTS TO UNITED KINGDOM

Quarterly exports to Japan decreased by 12% ($17.8 million)
from YTD(MAR) 2018 and YTD(MAR) 2019, before steeply
rebounding by 60% ($79.3 million) between YTD(MAR) 2019
and YTD(MAR) 2020. (Figure 11)
12

Annual exports of US jewelry to UK in 2018 were $596
million and $486 million in 2019—an 18% decrease equaling
$110 million. In 2019, UK accounted for 5.3% of US jewelry
exports, and was the fifth largest market for US jewelry
exports in terms of total value. UK ranked 213th out of 216
Continued on page 15
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LET THERE BE
BRIGHTER LIGHT: PART II
The final step in the Diamond District Partnership light pole
replacement project began just as we were going to press.
In the initial phase, we replaced the ramshackle “globe” style
lamp posts and their antiquated, deteriorating marble bases with
sleek, LED-lit “Flushing Meadows-style” lamp poles.
This first phase was completed last year, prior to Thanksgiving.
The next and concluding phase was scheduled to begin in early
spring but delayed until now due to the COVID-19 shutdown.
For this long-awaited final step will be to upgrade the six, taller
Grand Central Partnership-style (GCP) poles on 47th Street.
The specifics of this phase began with removing and replacing
each obsolete sodium vapor luminaire—the illuminated part at the
top of the pole; each pole has 2—with advanced, next-generation
LED luminaires that give off a softer, warmer white light which illuminates the sidewalk and roadway more
broadly and evenly.
The new luminaires are designed to increase the visible color spectrum after dark to make everything appear
clearer and more cheerful. Plus, the long-lasting, environmentally friendly LED luminaires are significantly more
energy efficient and cost-effective.
As of this writing, the old luminaires have been completely removed and the new luminaires have been installed.
All that’s left now is to repaint the poles from their present drab green to a sleek silver to match the new light
poles already installed; upgraded Diamond District Monthly newsboxes; and the BID-owned garbage bins along
47th Street to create a uniform color theme from one end of the block to the other.
As soon as the GCP light pole upgrade is complete we will turn our attention to upgrading another source of
light in the district. Stay tuned for what comes next.

diamonddistrict.org
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How to Safely Wear and Take Off a Cloth Face Covering
Accessible: https://www.cdc.gov/coronavirus/2019-ncov/prevent-getting-sick/diy-cloth-face-coverings.html

WEAR YOUR FACE COVERING CORRECTLY
•
•
•
•
•

Wash your hands before putting on your face covering
Put it over your nose and mouth and secure it under your chin
Try to fit it snugly against the sides of your face
Make sure you can breathe easily
Do not place a mask on a child younger than 2

LO
TH

BA

RR
IER

USE THE FACE COVERING TO HELP PROTECT OTHERS
• Wear a face covering to help protect others in case you’re infected
but don’t have symptoms
• Keep the covering on your face the entire time you’re in public
• Don’t put the covering around your neck or up on your forehead
• Don’t touch the face covering, and, if you do, clean your hands

C

FOLLOW EVERYDAY HEALTH HABITS

PHARMACY

• Stay at least 6 feet away from others
• Avoid contact with people who are sick
• Wash your hands often, with soap and water, for at least
20 seconds each time
• Use hand sanitizer if soap and water are not available

TAKE OFF YOUR CLOTH FACE COVERING CAREFULLY,
WHEN YOU’RE HOME
•
•
•
•
•

Untie the strings behind your head or stretch the ear loops
Handle only by the ear loops or ties
Fold outside corners together
Place covering in the washing machine
Wash your hands with soap and water

Cloth face coverings are not surgical masks or N-95 respirators, both of which should be saved for
health care workers and other medical first responders.

For instructions on making
a cloth face covering, see:

cdc.gov/coronavirus

CS 316488A 05/27/2020
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export markets in terms of increase in dollar change and
78th in terms of percent change. (Figure 14)

by a further increase of 2% ($1.8 million) between YTD(MAR)
2019 and YTD(MAR) 2020. (Figure 17)

Quarterly exports of US jewelry to UK in YTD(MAR) 2018
were $116 million; $120 million in YTD(MAR) 2019; and $115
million in YTD(MAR) 2020. Quarterly exports to UK increased
by 3% ($3.7 million) between YTD(MAR) 2018 and YTD(MAR)
2019, then decreased by 4% ($4.4 million) between
YTD(MAR) 2019 and YTD(MAR) 2020. (Figure 15)

XII. US JEWELRY EXPORTS TO CHINA
Annual exports of US jewelry to China in 2018 were $207
million and $289 million in 2019—an increase of 39%, or
$82 million. In 2019, China accounted for 3.1% of US jewelry
exports and ranked as the 7th largest US jewelry export market in
terms of total value. In terms of dollar change, China ranked
2nd out of 216 export markets in terms of increase in dollar
change, and 30th in terms of percent change. (Figure 18)

XI. US JEWELRY EXPORTS TO DOMINICAN
REPUBLIC
Annual exports of US jewelry to the Dominican Republic in
2018 were $339 million and $383 million in 2019—an increase
of 13%, or $44 million. In 2019, the Dominican Republic accounted
for 4.2% of US jewelry exports; was the sixth largest US
jewelry export market in terms of total value; ranked 5th out
of 216 export markets in terms of increase in dollar change;
and 78th in terms of percent change. (Figure 16)

Quarterly exports of US jewelry to China in YTD(MAR)
2018 were $36 million; $40 million in YTD(MAR) 2019; and
$30.6 million in YTD(MAR) 2020. Quarterly exports to China
between YTD(MAR) 2018 and YTD(MAR) 2019 increased by
8% ($3 million), then decreases by 21% ($8.3 million) between
YTD(MAR) 2019 and YTD(MAR) 2020. (Figure 19)

Quarterly exports of US jewelry to the Dominican Republic
in YTD(MAR) 2018 were $65 million; $80.3 million in YTD(MAR) 2019; and $82.1 million in YTD(MAR) 2020. Quarterly
exports to the Dominican Republic between YTD(MAR) 2018
and YTD(MAR) 2019 increased by 23% ($15 million), followed
Continued on page 16
diamonddistrict.org
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XIII. US JEWELRY EXPORTS TO SINGAPORE
Annual exports of US jewelry to Singapore in 2018 were
$193 million and $271 million in 2019—an increase of 40%,
or $77 million. In 2019, Singapore accounted for 3% of US
jewelry exports and was the 8th largest US jewelry export
market in terms of total value. Singapore ranked 3rd out of
216 export markets in terms of dollar change, and 29th in
terms of percent change. (Figure 20)

Quarterly exports of US jewelry to Singapore in YTD(MAR)
2018 were $46.2 million; $43.1 million in YTD(MAR) 2019; and
$19 million in YTD(MAR) 2020. Quarterly exports to
Singapore between YTD(MAR) 2018 and YTD(MAR) 2019
decreased by 7% ($3.2 million), then significantly decreased
by 56% ($24 million) between YTD(MAR) 2019 and
YTD(MAR) 2020. (Figure 21)

Quarterly exports of US jewelry to India in YTD(MAR) 2018
were $54.7 million; $52 million in YTD(MAR) 2019; and $60
million in YTD(MAR) 2020. Quarterly exports to India
between YTD(MAR) 2018 and YTD(MAR) 2019 decreased
by 5% ($2.7 million), then increased by 17% ($8.6 million) between
YTD(MAR) 2019 and YTD(MAR) 2020. (Figure 23)

XV. US JEWELRY EXPORTS TO
UNITED ARAB EMIRATES
Annual exports of US jewelry to United Arab Emirates in
2018 were $244 million and $232 million in 2019—an increase
of 5%, or $12 million. In 2019, United Arab Emirates accounted
for 2.1% of US jewelry exports and was the 10th largest US
jewelry export market in terms of total value. In terms of
dollar change, United Arab Emirates ranked 204 out of 216
export markets and 10th in terms of percent change. (Figure 24)

XIV. US JEWELRY EXPORTS TO INDIA
Annual exports of US jewelry to India in 2018 were $241
million and $270 million in 2019—an increase of 12%, or
$29 million. In 2019, India accounted for 2.9% of US jewelry
exports and was the 9th largest US jewelry export market in
terms of total value. In terms of dollar change, India ranked
6th out of 216 export markets and 43rd in terms of percent
change. (Figure 22)
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Quarterly exports of US jewelry to United Arab Emirates
in YTD(MAR) 2018 were $73.7 million; $63.8 million in
YTD(MAR) 2019; and $134 million in YTD(MAR) 2020.
Quarterly exports to United Arab Emirates between
YTD(MAR) 2018 and YTD(MAR) 2019 decreased by 13%
($9.8 million), then increased by 110% ($70 million) between
YTD(MAR) 2019 and YTD(MAR) 2020. (Figure 25)
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Let them know you’re
open for business with
an advertisement in
Diamond District Monthly.
For information and rates:
info@diamonddistrict.org
diamonddistrict.org
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Feds Charge Suffolk Man for Alleged $200M Ponzi Scheme
A Suffolk County resident was arrested in mid-July by federal authorities for running a two-year,
$200 million Ponzi scheme based on false claims of a high returns on wholesale jewelry deals.
He is being charged with wire fraud.
According to the criminal complaint, beginning in August 2017, Gregory Altieri, 53, president of
LNA Associates, solicited between $75 million and $85 million from more than 80 investors from
Queens, Staten Island, Long Island and elsewhere to buy jewelry at “closeout” prices and resell it at a high profit,
Altieri promised returns of between 30 percent and 70 percent in a matter of months, say prosecutors. After several
initial jewelry purchases using investors’ money, in May 2018, Altieri began using new investor money to pay earlier
investors’ returns on their investments.
According to Seth D. DuCharme, acting U.S. attorney for the Eastern District of New York., Altieri ceased making payments
in January 2020. When arrested, he owed investors approximately $200 million in promised returns, said DuCharme.
Altieri pleaded not guilty and was released on $750,000 bond. If convicted, he faces up to 20 years in prison.
SOURCE: Patch.com

“Dad” Returns Stolen Rings Swiped by “Daughters”
to Ocean County Jewelry
The owner of Jewelry Designs By Steven in Villa Park, California received an
envelope containing a contrite note and two rings valued more than $20,000 soon
after a theft by two women caught on camera.
Letter from Dad Image courtesy of KABC

Just before closing time on the day of the robbery, store clerk Haven Gramlich
noticed a familiar ring in the open bag of one of the two women she was helping.
“I see a ring in there, and I was like, oh excuse me, I’m gonna need that ring, that’s
our ring. And she’s like oh my gosh, I’m so sorry, so sorry,” Gramlich said.
The women produced wads of cash after the Visa gift card they presented to pay
for another item was declined, then claimed they needed to go to a bank to cover the
remainder.

Sisters stealing rings Image courtesy of
KABC

Moments after they left, Gramlich realized at least one $10,000 ring was missing.
Running full speed toward the direction they were headed, Gramlich spotted them
driving away in a silver SUV with a male driver and started taking pictures.

Three days later, owner Steven Hurley found an envelope pushed through the mail slot with two rings inside, plus a
note from someone claiming to be the women’s father explaining that the rings were taken by mistake; as to why they
fled, “Dad” writes they were scared when they saw they were being chased.
Since then, the store has received several more apology phone calls from someone claiming to be the women’s father.
While store-owner Hurley says he has a soft spot for a father looking to protect his daughters, Hamlich takes a more
jaded view: “[A]wesome that we got the rings back, but I think that they were honestly scared that they were gonna
go to prison. Because they knew exactly what they were doing,” she says.
SOURCE: INSTORE; KABC

Harris Jewelry to Pay $800,000 in Restitution for Military
Personnel Rip-off
Tennessee jewelry retailer, Harris Jewelry will pay $800,000 in restitution as part of a
settlement related to “its unlawful credit services business and deceptive and misleading
representations related to that business,” according to Tennessee’s attorney general.

Harris Jewelry Image courtesy of
INSTORE

The state says the company, which operates 20 stores nationwide near military
installations, violated the Credit Services Business Act and the Tennessee Consumer
Protection Act.

“Instead of serving our Tennessee men and women in the armed forces, as advertised, Harris Jewelers set out to take
advantage of them,” said Tennessee Attorney General Herbert. H. Slatery III.
18
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According to a release from the attorney general, active duty servicemembers were offered a way to establish or
repair bad credit by participating in a for-fee financing plan called the “Harris Program.”
Through the Harris Program, “customers were encouraged to select expensive jewelry to maximize the amount of
credit extended which Harris determined based on their branch of service and time remaining on active duty,” according
to the release.
“[C]onvoluted payment plans made it nearly impossible to calculate or understand the total cost of a transaction;
the ‘retail’ prices bore little resemblance to the amount paid at the end of the financing contract.”
SOURCE: INSTORE

Court Awards Tiffany $12M and Control of Counterfeit Websites
A federal court in Miami granted Tiffany & Co. a $12 million default judgment in a trademark
infringement case against the operators of multiple websites said to be selling counterfeit items.
In a ruling handed down June 24, U.S. District Judge Rodney Smith of the Florida Southern
District Court in Miami ordered the 12 defendants to pay $1 million each and to hand control
of the offending websites over to Tiffany.
Harris Jewelry Image courtesy of
INSTORE

The jeweler filed the suit in December 2019, claiming sites with names like “tiffanyandco.net”
and “tiffanyand.cn” redirected traffic from Google and other search engines away from the
company’s official website, Tiffany.com, with intent to mislead consumers.
Court documents filed in the December 2019 case included hundreds of web page screenshots advertising “replica”
and “knockoff” Tiffany sunglasses as well as “wholesale” Tiffany jewelry. The websites also listed luxury goods purportedly
from luxury brands Gucci and Louis Vuitton.
Tiffany said in court documents that it “suffers ongoing daily and sustained violations of its trademark rights at the
hands of counterfeiters and infringers.”
The jeweler described spending “significant” sums of money to enforce its trademarks and to protect itself and
customers from “the ill effects of confusion and the erosion of the goodwill associated with the Tiffany brand.”
Tiffany has stamped or included “Tiffany & Co.” on its jewelry since 1868 and holds trademarks for its iconic Tiffany blue
boxes and other packaging.
SOURCE: National Jeweler

Two Connecticut Jewelry Stores;
Two Grab and Run Robberies
Two black male suspects and a black female suspect were seen in surveillance
video perpetrating grab and run a robbery at a mall jewelry store in Milford,
Connecticut on July 8th, then in a second video at a jewelry store in Trumbull
on June 10th.
Grab and Run Milford

In the first robbery, two sales associates were assisting the group, when the
three perpetrators suddenly grabbed all six items on the counter and fled out the door.
In the second robbery, two days later, after being shown five pieces by sales associates, all three suspects left the store.
Several minutes later, two of the suspects returned and asked to see all the merchandise. When the jewelry was placed on
the counter, the perpetrators grabbed all five items and ran.
The suspects in both robberies were described as two males in their 20s, one a height of 6’ 2” and the other 5’ 8”; the
female was described as 5’ 2”, also in her 20s. All three suspects remain at large.

JSA RECOMMENDATIONS TO AVOID GRAB AND RUN ROBBERIES:
1. Show only one item at a time.
2. It is a red flag when three or more persons enter a store together; though they are likely perfectly innocent, extra
caution is advisable.
SOURCE: Jewelers’ Security Alliance (JSA)
diamonddistrict.org
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STOP THE SPREAD OF CORONAVIRUS:

MAINTAIN SIX FEET
OF DISTANCE
All New Yorkers must wear a face covering when
outside their home if unable to maintain at least
6 feet of distance between themselves and others.
New York State Executive Order No. 202.17.

6 FEET DISTANCE

Text COVID to 692-692 for real-time updates
or visit nyc.gov/coronavirus.
Call 311 to report harassment, discrimination, or a violation.
*Messages and data rates may apply. Check your wireless provider plan for details.

