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THE KEY TO NYC
IS VACCINATION
To help stop the spread of COVID-19, New York City
launched Key to NYC, which requires certain establishments
to verify that staff and patrons are vaccinated against
COVID-19, on August 17, 2021. Enforcement will begin on
September 13, 2021.
Whether or not one agrees with this initiative, the fact
remains that this and possibly more onerous actions are being
made inevitable by the large number of New Yorkers that
remain unvaccinated.
Crucial to this fact, is that expansions of this initiative are
likely headed our way. The message is clear: We must all
vaccinate! For more information, please see the back cover
or visit nyc.gov/keytonyc.

FTC’S REFINED DEFINITION OF “MADE IN USA”
NOW EXCLUDES MOST AMERICAN-MADE JEWELRY
Is jewelry manufactured in a plant located in the United States made in
the USA? Not necessarily, according to a new, more narrowly-defined
Federal Trade Commission rule concerning product origins. Actually, in most
cases, we find the answer to be a flat out No. In fact, with this new FTC rule
in place, very few American-made jewelry products will actually meet the
necessary standard to merit a “Made in the USA” designation.
Continued on page 6
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LETTER FROM THE
EXECUTIVE DIRECTOR
Dear Friend,
Without thinking or looking, I tossed a large, heavy book the other day
onto a newspaper that lay on a pen that was laying on my dining room table.
There was a sickening CRUUUUNCH and the sudden realization that for reasons
I may never understand, my cellphone had become sandwiched between the
tabletop, a newspaper covered pen, and now a large, heavy book.
Grabbing the phone, I noticed a minor crack on the top left corner of the
screen protector. Surrounding the crack was a tiny, bluish blotch that shattered
my previous confidence in thin, tempered glass. But the screen overall seemed
intact, and my attention soon shifted elsewhere.
When I next looked at my phone about half an hour later, I was horrified
to see the bluish blotch was turning black and spreading. Worse, anywhere
adjacent to the expanding stain had lost its touch screen responsiveness.
Gripped with the desperation of a parched traveler holding a leaky bucket, I ransacked my house searching
for an old, but serviceable phone to which I could transfer my phone data before it was trapped behind a dead
screen. By the time I found a suitable substitute and began the transfer, the void has already enveloped the
top portion of the screen.
It wasn’t clear then if the slowly rising percentage of transferred data could outpace the seeping black
LCD lava creeping across the dying screen. I envisioned quicksand; a tsunami; ticking time bombs; charging
bulls; and all such scenarios involving panicked scrambles to outrun or outlive what seemed inevitable.
Then, a happy ding. The transfer was complete. My data was safe. I was relieved. But left thinking of another
charging bull. One far more lethal than a dying smartphone and with losses far greater and more permanent
than my temporarily displaced data.
As I write this, the horror of Afghanistan again under the Taliban is happening. It’s chilling to see
footage of normal, decent people and their petrified families in tow, frantically begging to escape the surreal,
tightening darkness of creeping, murderous tyranny.
Considering what they risk—their liberty, their dignity, their lives if they’re lucky, dismemberment if
they’re not—compared to the thrall of manufactured fear generated by petty political theatrics so many
Americans believe they face, we should be ashamed. Having survived my smartphone ordeal, I have nothing
further to say.
Except—we are witnessing the wholesale subjugation of a society in real time. And as we do, divide our
attention still with the most minimal and fleeting minutiae. The stupefying barbarism unraveling in Afghanistan
reminds me, as many things do, of an interview I once heard with an American citizen who recently arrived
home after many years abroad; I imagine from a country with a far lower standard of freedom and security
Americans take for granted.
On his return, he described being struck by how privileged he was to be an American able to live in
America; this alone, he said, was no less than winning the lottery. There really is nothing more to say.
Warm regards,

Avi Fertig
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IN THE NEWS

Hepburn who? Beyoncé and Jay-Z
to be the New Faces of Tiffany & Co.

COVID-19 Silver Linings Starting to Show
It’s becoming clear
that COVID-19 had some
positive effect on jewelry
sales. 30% of consumers
polled in a recent survey,
entitled “The Plumb
Club Industry & Market
Insights 2021,” report purchasing more jewelry during
the pandemic than before. 49% said they bought as
much jewelry as they always did, while only 21% report
having purchased less.

The campaign, which consisted
of images of dressed down models
in jeans and tank tops wearing items from Tiffany’s latest
jewelry collection, was a dramatic departure from the
brands typically staid imagery. Countless social media
comments made clear that plenty of people still like and
still want their “mother’s Tiffany.”

The study surveyed 1,049 men and women, ages
25–60, with a focus on 10 U.S. markets. All respondents
had attended some college or higher and had a
combined household income of at least $75,000.

Then came the latest issue of Harper’s Bazaar starring
Beyoncé on its front cover, announcing that she, along
with Jay-Z, The Queen’s Gambit actress Anya Taylor-Joy
and Olympic skier and model Eileen Gu, will work as
ambassadors for the famed luxury retailer.

“The pendulum definitely swung from experiential to
material purchases,” says Plumb Club executive director
Lawrence Hess. “My personal opinion is the industry is in
a much better place than where it was pre-pandemic.”

In the editorial accompanying the written feature,
Beyoncé is styled wearing Tiffany jewelry and broaches.
And with this latest announcement, it’s all but clear that
Audrey Hepburn’s Breakfast at Tiffany’s days are done.

Because many brick-and-mortar stores were closed
for months, 72% of consumers said they bought jewelry
online, and a surprising 39% said spending so much time
at home inspired them to buy more jewelry. One reason
for the uptick: When folks worked from home and
participated in virtual meetings, 41% wanted to wear
jewelry that could be seen on-screen.

The dramatic shift of one of the world’s most buttoned
up brands tossing its most loyal customer demographic
over the side for the Millennial and Gen Z set was
distressing to some, deemed foolish by others, and
largely unsurprising. But utterly predictable.

“The pandemic accelerated the trend toward digital
like crazy,” says Plumb Club marketing director Michael
O’Connor. “People had no other option but to shop
online.”
Still, the poll also found that, all things being equal,
nearly two-thirds of respondents—63%—prefer to
purchase jewelry in-store, with 25% calling out
independent jewelers specifically. Only 28% preferred
to purchase online.
The survey also found that the average price of a
jewelry purchase was $1,207, higher than in past years.
In addition, 57% of those surveyed said the availability
of financing would influence their decision to purchase—
which Hess calls one of the survey’s most surprising
findings.
SOURCE: Kristin Young and Rob Bates for JCK Online
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New Tiffany's brand
Ambassador Beyonceě.
Image Courtesy of
Harper's Bazaar

It’s been a busy summer for
people who wish Tiffany & Co.
would just settle down and stay
the way it was. First came the
“angry mamas” online dustup
between scores of anonymous
Twitter moms tiffed over Tiffany &
Co.’s “Not your mother’s Tiffany”
ad campaign.

For months now, the nearly 200-year-old luxury jewelry
retailer has been undergoing a considerable rebrand under
the leadership of French luxury retail conglomerate
LVMH, which finally acquired the company in January
2021 after backing out of the deal the year before.
LVMH has been tinkering with, tweaking, and in some
cases outright gutting Tiffany’s marketing, stepping away
from its signature blue brand image to give it a more edgy,
modern look. And some analysts feel it’s time.
“I think making Tiffany more in sync with the times is
a smart move,” said Bernstein senior research analyst
Luca Solca. “We were counting that LVMH would know
how to inject more content into Tiffany’s marketing, so
that the brand could be more relevant to consumers.
I don’t believe brands that go through this evolution risk
alienating their core audiences.”
“Now that society is, hopefully, opening back up,
Tiffany needs to drive awareness and trade,” he said.
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“This is quite difficult to do with younger groups as while
they respond to marketing, they are fickle and will shop
around. And there are plenty of younger, aspirational
jewelry brands to snag their custom.”
SOURCE: Tiffany & Co.; Businessoffashion.com; SCMP.com

After the COVID-19 pandemic forced many couples to
postpone or cancel their weddings in 2020 and 2021,
forecasters are now predicting a “wedding boom” in 2022.
The number of weddings is expected to hit 2.5 million
next year, the highest number since 1984, according to
the Wedding Report, a market research company that
questioned 2,229 consumers and 283 businesses.

Sotheby’s to Hold First-Ever Exhibition
Honoring Black Jewelry Designers

That’s more than double the 1.2 million weddings held
in 2020, and a considerable rise above the 1.9 million
weddings expected for all of 2021.

Sotheby’s is holding its firstever exhibition and selling event
dedicated to Black jewelry
designers, exposing them to a
new audience of enthusiasts and
collectors. “Brilliant and Black: A
Jewelry Renaissance,” open to the
One of many jewelry
public from Sept. 17 to Sept. 26.
featured designs by black
The event feature approximately
jewelry artists. Image
courtesy of Sotheby’s
60 pieces by more than 20 of the
world’s leading Black jewelry designers within a price
range of $1,500 to $1 million.

It certainly tops the 2.1 million weddings held during
the non-pandemic year of 2019. The number of weddings
had been dropping from 2016 through 2019, possibly
reflecting a shift in societal attitudes toward marriage.

“This show represents a shift in thinking from ‘African
inspired’ to Black talent being the inspiration,” said
British writer, author, and stylist Melanie Grant, who
curated the exhibition with Sotheby’s. “I think we’ll look
back at this moment as a game-changer, amplifying
the often overlooked and sometimes underappreciated
talents and stories of Black jewelry designers…and to
essentially help them make their mark in history.”
“Sotheby’s is enormously proud to be involved in such
a momentous project and to highlight the compelling
stories of the individual designers,” said Frank Everett,
Sotheby’s director of jewelry, in a statement. “We are
delighted that this first exhibition will contribute to
revealing their talents and contributions to the art of
jewelry to a wider audience.”

While there were reports of an increase in engagements
during the lockdowns that occurred early on in the
pandemic, most of this spike in nuptials is due to events
that were put off due to COVID-19, the Wedding Report
says. The survey found that 20% of 2021 weddings were
postponed to 2022.
“To be honest, this isn’t really growth,” Wedding
Report founder and CEO Shayne McMurray in an
interview with Axios. “This is pent-up demand.”
The report predicted an elevated number of weddings,
approximately 2.2 million, until 2023, after which, “things
should start to normalize, and we will get back to
pre-pandemic number of weddings and spending.”
The survey found that in 2020, the average engagement
ring spend was $3,456, while the median spend was $1,928,
with a total of $3.7 billion in engagement ring sales.
SOURCE: Wedding Report; Rob Bates for JCK Online; Axios

Arnon Juwal Elected Chairman of Israel
Diamond Institute

SOURCE: Kristin Young for JCK Online

The Israel Diamond Institute
(IDI) has elected Arnon Juwal as
chairman for a three-year term.
The IDI is a nonprofit group that
works to advance the interest of
the Israeli diamond industry.

Post-Pandemic Wedding Bells Growing
Louder Over the Horizon

Juwal replaces Yoram Dvash,
who resigned from the position
last week. Dvash also serves as
president of the World Federation of Diamond Bourses.
A second-generation diamantaire, Juwal is a partner in
S. Juwal & Co., which was founded over 40 years ago by
his father.

Arnon Juwal. Image
courtesy of the Israel
Diamond Institute

Image courtesy of Wedding Report
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In 2007, he was first elected to the board of directors
Article Continued on page 14
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Fun Fact: New FTC Rule Means
Most America-Made Jewelry is
No Longer "Made in USA"
Is jewelry manufactured in a plant located in the United States
made in the USA? Not necessarily, according to the Federal Trade
Commission rules. In fact, in most cases, the answer is a flat No.
How about a lesser claim of “Manufactured in America?”
Again, No. So how about a lab-grown diamond created in a
U.S. factory” Can the company say its stones are produced here?
If you improbably answered, No, then you’d be correct.
As per the stupefyingly rigidity of new Federal Trade Commission
rules concerning product origins, very few jewelry products actually
meet the necessary standard to merit a “Made in the USA” designation, according to Sara Yood, deputy general
counsel of the Jewelers Vigilance Committee.
For a long time, the FTC’s guidance has been clear: For a product to be labeled “Made in the USA,” not only
must “significant processing” take place in the United States, but “all or virtually all” of its component parts must
be produced here too.
Since very little gold, silver, previous gemstones, or other component materials come from the United States,
this essentially rules out most jewelry.
“If you are mining turquoise in Arizona and buying silver directly from a mine in Montana and making [a piece]
in your workshop in St. Louis, that’s okay [to say it’s ‘Made in the USA’],” Yood says. “But not otherwise.”
This has long been standard FTC guidance. Until July 1, when the agency codified these guidelines into
a rule, which gives the FTC increased enforcement powers including the ability to levy fines of up to $43,280
per violation—though the agency noted “stiff penalties are not appropriate in every instance.”
Explains Yood: “The FTC looks at a rule as something that you really have to pay attention to, because if
you mess up, they’re going to fine you. When the FTC makes a rule, it gives them the power to issue civil fines
instead of going through a whole enforcement and settlement process.”
As noted in an interview of Yood by JCK Magazine, the FTC’s Jewelry Guides are considered guides,
rather than rules, which means they can’t be enforced, or aren’t cited by legal authorities; a guide, or guidance,
generally refers to an agency directive that stops short of being considered as strong as a rule.
Yood says that most qualified claims pass muster, such as “Made in the USA with the world’s finest materials,”
or “Made in the USA with Italian gold,” or “Made in the USA with Sri Lankan sapphires.” A popular example of
such qualified claims are Apple products, which are labeled “Designed in the USA.”
But straight up claims of a product “Manufactured in the USA” or “U.S.-produced” are problematic as the
FTC views such claims as fundamentally the same as a “Made in the USA” claim, says Yood.
An example of prohibited wording, back in 2016, the FTC warned Shinola against using the slogan “Where
American Is Made,” noting that, while the company’s watches were produced in a U.S. factory, in some cases,
100% of their component parts were produced abroad. The agency allowed Shinola to use the phrase “Built in
Detroit,” if it was appended with “using Swiss and imported parts.”
In its final rule, the FTC specifically discussed watch manufacturing, citing a 2015 letter it sent to
Niall Luxury Goods:
Article Continued on page 8
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Spotlight on Sustainability in
NDC’s New ‘Thank You, By the Way’
Ad Campaign
The Natural Diamond Council
(NDC) with the support of the
Responsible Jewellery Council (RJC) is
launching a new consumer campaign
titled, ‘Thank You, By the Way’. The
campaign aims to educate consumers
about the origins of mined gems, and
the extended positive impact their
purchase sets in motion on producing
countries and local communities.
The omnichannel campaign
features a variety of engaging
sustainability facts about the natural
diamond industry, specifically
socioeconomic and community benefits. The campaign consists of nine creative executions that debuted
across the NDC’s social media channels this past August. The campaign has a dedicated page on Only
Natural Diamonds, www.naturaldiamonds.com/thankyou, and can be seen in print in the upcoming
COUTURE edition of Women’s Wear Daily.
“This isn’t a new topic for the diamond industry,” said David Kellie, CEO of the Natural Diamond
Council. “For the last two decades the industry has been doing this work, putting sustainability at the
forefront of everything they do. But now more than ever, consumers have an appetite for it, they want to
know the impact of what they are buying, and how their purchases are contributing to the regions and
communities producing them. Through this campaign, we would like to thank our consumers for their
trust and support in doing good around us.”
Established in 2005, the RJC is the leading ethics and sustainability body for the global jewelry and
watch industry. The acclaimed RJC certificate is independently audited and ensures that industry players
meet the highest standards in terms of business ethics, human and labor rights, health, safety and
environmental management.
The RJC also accelerates the progress of the industry towards the United Nations 2030 Agenda and
the 17 Sustainable Development Goals (SDGs), in partnership with the United Nations Global Compact.
Iris Van der Veken, Executive Director of the RJC said, “Consumers are looking for purpose and want to
know if the company they buy from has strong values and robust management systems that integrate
sustainability at the core of their operations. The RJC certification gives that third party assurance.”
The campaign can be utilized by industry partners, adapting the creative message according to their
local contributions. For retailers, jewelers and wider industry wishing to utilize the campaign, the assets
will be available for download from the Diamond Professionals resource hub on the NDC website,
with customizable assets also being available upon request at – thankyou@naturaldiamonds.com.
SOURCE: The Natural Diamond Council
Section Continued on page 9
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“Unqualified U.S.-origin claims for watches that incorporate imported movements may mislead consumers
because…consumers may place a premium on the origin and quality of a watch movement and consider the
failure to disclose the foreign origin of this component to be material to their purchasing decision,” it said.
What about lab-grown companies that tout their products as being “Made in the USA” or “Grown in the
USA”? Even assuming the claim is true—and every diamond the company sells was created in a U.S. factory—
the company might potentially run into trouble if its products are cut in China and India.
“If they are sent to India or China for cutting or polishing, the FTC would likely see them as a product of
China or India,” Yood says. “The issue here is that the U.S. government’s standard is what it calls ‘substantial
transformation.’ If you cut a lab-grown diamond overseas, U.S. Customs would argue it is not an American
product, and that its origin is China.”
That likely rules out U.S.-“made” or “produced” claims for goods cut abroad, though Yood isn’t sure how
the FTC would view “grown in the USA.”
“Grown is an interesting one,” she says. “If I were a lab-grown company and I wanted to make [the grown]
claim, I would reach out to the FTC for some kind of advisory opinion on that.”
For a long time, the jewelry industry has tried to convince the FTC that gold that’s recycled or refined here
should qualify as made in the USA, since it has undergone substantial transformation in the United States.
In 2014, following a request for an advisory opinion by JVC, Richline Group, and other industry associations,
the FTC declined to allow “Made in the USA” claims for jewelry made in U.S. factories with recycled metals—
even when that recycling happened domestically.
“[As] gold and precious minerals may be—and often are—mined internationally, it is highly likely that any
piece of recycled jewelry might contain components or natural resources that originated outside the United
States,” FTC secretary Donald Clark wrote in a letter. “Unless a marketer can substantiate that all components
Market Trends
of a recycled piece—including natural resources—originated in the United States, based on the record before us,
it appears that an unqualified U.S.-origin claim may deceive a significant number of consumers.”
Also of note: The FTC declined to provide a carve-out for “good faith efforts to comply”—which means that
even if a company believes its messaging is truthful (as Shinola apparently did), the FTC still reserved the right
to take action against it. But it pledged to “generally preserve enforcement resources for intentional, repeated,
or egregious offenders.”
Earlier this year, the FTC took action against Gennex, which sells promotional items, for billing products as
“Made in USA” that were actually imported from China.
Yood admits that some jewelry companies may be disappointed in the rule, especially since it doesn’t allow
an exemption for materials refined or recycled in the United States. But she notes that the guidance has remained
virtually the same since 1997.
“They are trying to write a rule with as broad an application as possible,” she says. “As we know, the jewelry
industry is sometimes its own thing.
“The FTC’s position [on this] is quite popular across the aisle,” she adds. “It’s one thing that many Democrats
and Republicans agree on.”
Which means that jewelry companies need to be careful.
“I have seen a giant booth at the JCK Show that was selling fine jewelry with ‘Made in America’ plastered on
the wall,” Yood says. “I see it all the time. It’s really important to strongly evaluate the claims you are making
about your products.”
She adds that anyone with questions can reach out to the JVC for guidance. The FTC’s tips and advice for
complying with the rule can be seen here.
SOURCE: Rob Bates for JCK Online; Sara Yood for Jewelers Vigilance Committee (JVC)
Section Continued on page 10
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GIA’s Gianmaria Buccellati
Foundation Award for Excellence
in Jewelry Design Goes Virtual
Students compete for fourth annual award
The Gianmaria Buccellati Foundation
Award for Excellence in Jewelry Design is
usually announced early in the year amid
the glorious colors of the Tucson gem
shows. This year, the fourth annual award
was announced virtually during GIA’s
Knowledge Rocks Week: Spring Into Color.
Students and alumni gathered virtually for
the celebration and announcement of the
winner, Belle Sin Ting Wong, who earned
her Jewelry Design certificate at the GIA
Hong Kong school.
More than 100 students competed
to be finalists for the 2020 Gianmaria
Buccellati Foundation Award for Excellence
in Jewelry Design. The students’ designs
were presented in their original, handrendered format, accompanied by
statements identifying the materials
used and the inspiration for each piece.
Winning design for 2020 was inspired by the Siamese fighting fish. Image courtesy of
Emily LaneGIA

The designs of nine finalists from seven
GIA campuses were evaluated by peers,
faculty and ultimately by a panel of distinguished judges – including Shelly Sargent, curator of the
Somewhere in the Rainbow collection; Victoria Gomelsky, editor-in-chief of JCK Magazine; Alishan
Halebian, owner and jewelry designer of Alishan; Alan Revere, award-winning jewelry designer, author
and educator; and Remy Rotenier, owner and jewelry designer of Remy Rotenier.
“It is incredible that so many students managed to complete their Jewelry Design studies in 2020,
despite the challenges of the global pandemic. Many of the beautiful, original designs that students
created this year were inspired by themes of connection and community,” said Laurie Bailyn, senior
manager of jewelry manufacturing arts, research & development.
Belle Sin Ting Wong’s winning design was a brooch inspired by the Siamese fighting fish. “I wanted
to raise attention to environmental awareness with this piece… If we continue our toxic living habits and
don’t use sustainable products, we might be very close to losing these beautiful creatures and quicken
the pace of global warming,” she said.
Article Continued on page 11
Section continues on Page 10
diamonddistrict.org
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Retail Association:
Amazon, Facebook, eBay Partly to
Blame for Shoplifting Crime Wave
Organized retail crime continues to be a problem across the
country. The Retail Industry Leaders Association (RILA), a U.S. trade
association for leading retailers, is calling on online marketplaces,
including Amazon, eBay and Facebook, to do more to stop criminals
from selling stolen products on their platforms.
"Criminals whose day job is to steal massive quantities of
merchandise from retail stores" are then selling their product out in
the open market for profit, Lisa LaBruno, RILA senior executive vice
president of retail operations and innovation, told Fox News. "The
favored place to sell their stolen goods is the online marketplaces."
Those online marketplaces are not doing enough to stop them, LaBruno told Fox News.
"We can’t arrest and prosecute ourselves out of this problem. The retailers are carrying their weight.
They’re doing their level best to address this problem. Law enforcement is doing their best to address this
problem. The other key stakeholder in this is the online marketplaces."
They need to do more to "proactively identify the folks who are selling stolen goods on their platform
and shut them down," LaBruno, who heads RILA's asset protection department, told Fox News.
She explained that criminals are able to "hide behind their computer screen name with essential anonymity,"
creating a "very low-risk, high-reward crime for them."
Because more consumers are shopping online than ever before due to the pandemic, online marketplaces
need to do even more, LaBruno added.
While new online marketplaces pop up every day, LaBruno told Fox News that the most popular include
Amazon, eBay and Facebook.
In a statement to Fox News, an Amazon spokesperson said, "Amazon is always innovating to improve and
protect our customer experience. We have selling policies that all sellers agree to before selling on Amazon,
and we take action against those that violate them and threaten our customer experience. Policy violations can
result in cancellation of listings, removal of selling privileges, withholding of funds, and legal action, depending
on its severity."
Similarly, a Facebook spokesperson told Fox News, "We don't allow people to sell stolen goods, we require
sellers to adhere to local laws, and we make certain to respond to requests from law enforcement about stolen
goods on our platform."
In a statement to Fox News, an eBay spokesperson said, "Stolen goods are not tolerated on eBay.
eBay is fully committed to providing a safe and secure online shopping experience to millions of people
globally and we have zero tolerance for criminal activity on our platform. We believe collaboration and
cooperation between law enforcement, retailers and marketplaces is the best way to combat fraud and
organized retail crime."
LaBruno told Fox News that until "online marketplaces do more to essentially shut down these career
criminals who are using their platforms as a fence to sell their stolen product, we’re not going to make a
dent in this problem."
SOURCE: Lisa Bennatan for Fox News
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Many of Belle Sin Ting Wong’s pieces are about storytelling, she strives to make objects that
represent connections with others. Her whimsical jewelry collection “The Moment” uses children’s
toys as a metaphor for building relationships between different groups of people though play.
“I didn’t imagine myself receiving this award, so it is something extra and a surprise. I was very
honored and overwhelmed with joy when I watched the live video with my family. I would like to take
this opportunity to thank GIA and the Gianmaria Buccellati Foundation for offering the award. Knowing
there was such a chance to win this award gave me extra motivation to do my very best on the projects,”
said Sin Ting Wong.
The award was created with the Gianmaria Buccellati Foundation in 2018 to recognize outstanding
talent in design among GIA students. The 2021 Gianmaria Buccellati Foundation Award for Excellence
in Jewelry Design competition is underway and open to students in GIA’s Jewelry Design courses who
meet the eligibility requirements. For more information, visit GIA.edu/buccellati-foundation-awardjewelry-design.
GIA’s Jewelry Design course teaches drafting, shading, design theory and illustration using several
mediums. At the completion of the course, students have a hand-developed portfolio of their work
and a digital copy. At select locations, GIA also offers courses in Jewelry Design & Technology and
Comprehensive Computer-Aided Design and Computer-Aided Manufacturing (CAD/CAM).
SOURCE: GIA
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Small Business Workshop

THE BENEFIT OF MERGING
SOCIAL MEDIA WITH YOUR
JEWELRY WEBSITE
Social media is one of the main channels to drive traffic to your website. Having a business
page on Facebook or a channel on Instagram is not enough. You need to integrate social media
into your marketing strategy and make it part of how you grow your jewelry business. To get the
most out of social media, start with your website.

What Is Website Social Media Integration?
To put it simply, it’s how your jewelry website and your social media channels work together. Your website is the hub
of your business, and social media are the spokes. The sole focus of your social media should be to drive new traffic to
your website. It’s great to grow a Facebook page or Instagram channel and get fans and followers, but if no one visits
your website…you’ll never make a sale.
Always remember that your website’s main goal is to acquire a customer. But, once a person visits your website and
knows about your jewelry store, your secondary goal becomes to create a relationship with that person (so that they
buy from you in the future). Many people don’t buy the first time they visit you. That’s where social media comes in
and why it’s important to publicize your other marketing channels on your website.

The Benefits of Social Media Integration on Your Jewelry Website
There are many benefits to social media integration. First, it makes your website much more interactive. It provides
personality and life to an otherwise basic website. People like to buy from people they know, and social media gives you
the opportunity to show what it’s like behind-the-scenes and put a face to the name. You’re creating a relationship with
each and every one of your visitors.
12
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Second, social media integration opens the conversation up with the
customer. It’s no longer you talking to them – your potential customers
can talk back to you! They’ll leave comments, ask specific questions
under a post, or even direct message you for private advice.
I’ll let you in on a little secret, this is also one of the best ways to get
online reviews from your customers. Just ask! You now have a relationship
with them and they’ll respond. Jewelry is a high-ticket purchase, and the
jewelry business is all about getting customers to know you, like you, and
want to do business with you.
Whereas a website contact form gets filled-out and goes “into the
ether,” social media is much more personal. Most people feel relaxed
in knowing that there’s a real person available and that they’re more likely to get a response through social media than
through a stale and static website. They don’t know who’s behind the screen. Social media pulls back the curtain
allowing potential customers to see the “real you.”
Third, social media is a critical Google ranking factor. Google doesn’t know which social media channels belong to you,
unless you tell it (by linking back from your website to your Facebook, Instagram, TikTok, Pinterest or other social page).
That’s the only way for Google to associate these separate channels to put them together under your business and give
credit and SEO “juice” back to your website.
This is otherwise known as a “social signal” and one of the most powerful ways you can help get your site ranked on
page one in the search results.

How to Best Integrate Social Media Into Your Jewelry Website
One of the easiest ways to integrate social media into your jewelry website is to always include social media buttons
in the footer area of your site template on every page. This makes your social media channels easily accessible to
customers no matter what part of your website they’re on.
Another way is to use share buttons on item pages and encourage people to share an item with their friends and
family. There are numerous website plugins such as: “Share This,” “Add This,” and “Add To Any,” which are constantly
updated and simple to install.
You can also use social commenting widgets under your post, which syndicates comments and helps direct traffic
back to your social page. Or, even consider adding a social login feature to your website. This saves people from creating
a new user account or having to remember another password. It also lowers the friction to completing a purchase.

Important Social Media Integration Strategies to Use in 2021
One of the best strategies for maximizing your social media impact is to display your social media content within
your jewelry website. Remember, your website’s traffic comes from many different sources and not everyone passes
through social media to get to you. You can easily add a feed from Facebook, Instagram, and other sites. This pushes
fresh content from each social channel and streams it to your website audience. This ensures that every visitor to your
website also sees your social content (even if they aren’t on any of your social media channels).
The second strategy I suggest is to use social media content within your email marketing. Though email marketing
may be considered secondary to your website, all email traffic has to go somewhere. That’s why you direct this traffic
back to your website, the core of your business strategy.
As you build a relationship with your audience, use these techniques to integrate social media during all steps of
the customer journey (the beginning, middle and end of the purchasing decision).
Take notice and follow these suggestions to make social media an integral part of your marketing strategy in 2021.
It not only enhances your website’s user experience—it helps you make more sales.
SOURCE: Emmanuel Raheb for Smart Age Solutions; INSTORE Magazine
Section Continued on page 16
diamonddistrict.org
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Continued from page 5

of the Diamond Exchange Enterprises, the economic arm
of the Israel Diamond Exchange. He continues to serve
as a member of its board and chairs its insurance and
taxation committees. He’s also served as vice president
of the Israel Diamond Exchange and has chaired its
rough diamond committee.
Juwal said in a statement, “We are emerging from a
very difficult time, and although the Israeli diamond
industry has rebounded, there are still many issues that
we must deal with.… I look forward to leading the
institute in these crucial times.”
SOURCE: JCK Online; Israel Diamond Institute

GIA Awards Grants to Support
Mercury-Free Initiative

Artisanal gold miners in the Ivory
Coast. Image courtesy of Mercury
Free Mining

The Gemological
Institute of America (GIA)
has awarded a $50,000
grant to help advance an
initiative focused on
eliminating the use of
mercury in gold processing.

The funds will enable
Mercury Free Mining (MFM) and the Alliance for
Responsible Mining (ARM) to evaluate new ore-testing
processes, MFM said Wednesday. These have the potential
to “significantly reduce or eradicate” the release of mercury
produced by artisanal and small-scale gold miners.
“This GIA grant supports the discovery and
implementation of efficient gold ore concentration
methods that may help free millions of subsistence gold
miners from their dependence on the marginal increases
in efficiency that mercury provides,” said MFM executive
director Toby Pomeroy.
Some proceeds from the grant will also advance efforts
to establish transparent supply chains that will make
certified, traceable, mercury-free gold available for export.
This will first be implemented in a project in Peru, which is
part of ARM’s Sustainable Mines Program. The GIA’s funds
will support the export and testing of gold ore samples
from the country, the results of which will be used to
determine the program’s effectiveness, MFM explained.
“We are excited to participate in this project to
mitigate the use of mercury in such an important
location as Ananea, Peru, in which thousands of people
depend on artisanal and small-scale mining to thrive and
make a decent living,” said Jonathan González, market
development specialist for the Fairmined assurance
initiative at ARM. “Thanks to this grant, we get an
14

important opportunity to demonstrate how mining
can be done in a responsible way that cares for the
environment and the health of miners and works as
a force for good towards communities and
sustainable development.”
SOURCE: Rapaport; GIA

Israeli Fintech Group Launches Diamond
Lending
An Israeli financial-technology
company is set to offer almost
$8 million in credit to the
diamond industry every month
after receiving a license to
operate in the sector.
MDPS, which stands for Mazalit Digital Payment Solutions,
claims to be the world’s only accredited non-bank financial
institution dedicated to the diamond industry. It has
promised to fill the gap left by traditional lenders, many
of which have exited the diamond sector or reduced
their exposure because of perceived risks.
“In the next five to 10 years, we might see more banks
withdrawing from the industry,” Zeev Maimon, CEO and
cofounder of MDPS, said in an interview with Joshua
Freedman for Rapaport News. “The [credit] vacuum...will
be filled with non-bank and fintech companies that will
find the right product [and] services to give the industry.”
MDPS is the trading name for parent company Mazalit,
which has operated in the digital-payment space for more
than three years. Maimon and the other cofounders —
including a former executive at money-transfer company
Payoneer — started the business by launching a mobile
app that enabled traders to clear payments in seconds.
According to Maimon, however, banks in Israel refused
to allow their accounts to be used by diamond dealers
transferring money around the world, leading Mazalit to
shift focus to lending.
MDPS obtained a license from Israel’s diamond controller,
part of the Ministry of Economy and Industry, in January,
allowing it to trade in precious stones. In April, it received
approval as a credit provider from the Ministry of Finance’s
Capital Market, Insurance and Savings Authority.
Based inside the Israel Diamond Exchange (IDE), the
company has NIS 25 million ($7.8 million) available to
lend to clients each month and will begin by serving the
domestic market, noted Maimon, a former diamond
dealer. It could expand to the US or Belgium by next
year, he added. It currently has around five clients, all
of them Israeli.
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Fintech companies have fewer operational and regulatory
constraints preventing them from offering services
outside their home country, and usually have better
technology than banks, Maimon argued. As a diamond
specialist, the company is also in a stronger position to
evaluate customers’ rough and polished goods and use
them as collateral, he explained.
The business has amassed almost $3 million to date
by selling stock to equity investors. The funds available
for lending derive from debt it has raised from financial
institutions and private-equity companies.
SOURCE: Joshua Freedman for Rapaport

12-carat Kashmir Sapphire Yields Highest
Sale in Auction House’s History

11.9-carat sapphire ring. Image
courtesy of FellowsGroup

An 11.9-carat Kashmir
sapphire ring that sold
recently at Fellows achieved
one of the highest prices for
a single item in the auction
house’s 145-year history,
according to the company.

Following what Fellows dubbed a “fierce bidding war,”
the ring fetched a hammer price of $195,290 at the Fine
Jewels auction in Birmingham, UK, and ultimately totaled $243,888 — well above its presale high estimate of
$207,788, the auction house noted. The piece features
rose-cut diamonds surrounding the center sapphire.
“We received so much interest in the incredible Kashmir
sapphire ring, which was hugely popular,” said Stephen
Whittaker, auctioneer and managing director at Fellows.
“It was exciting selling the item and seeing the multiple
bids come in for the ring.”
SOURCE: Rapaport; Fellows

Scientists Launch Program
to Track Diamond Origin
Two specialists in source verification
have teamed up to provide consumers
with precise origin information for
natural and lab-grown diamonds.
Australian science organization
Source Certain International will provide the technology for SCS Global Services’ Certification Standard for
Sustainable Diamonds. That technology will enable SCS
to state the mine of origin on the document — or, in the
case of synthetics, the lab that grew it.
diamonddistrict.org

Source Certain’s technology analyzes the naturally
occurring chemical and trace metal markers present in
natural and lab-grown diamonds, which enables the
company to pinpoint a diamond’s origin, whether from
a mine or a lab, the company explained.
“Everything we need to know about a diamond’s origin
is already present in it,” said Source Certain chief scientist
John Watling. “We study the unique relationship between
selected trace and ultra-trace elements to establish a
‘fingerprint’ used to identify the trace elemental signature
unique to [where] the diamond was formed.”
SCS first introduced its sustainability certification for
lab-grown diamonds in 2019 in an effort to reassure
consumers their stones had met rigorous environmental
and social standards.
SOURCE: Rapaport News; Source Certain

Colored-Gem Marketing Council to Debut
in Vegas
Mining company Fura Gems
is set to launch a trade organization
aimed at unifying the colored-gemstone industry, debuting the group at
the upcoming Las Vegas jewelry shows.
The Fura Marketing Council (FMC),
which had booths at both JCK Las Vegas and the American
Gem Trade Association (AGTA) fairs, will support the sector
by coordinating marketing, training and messaging to
increase the size of the overall colored-gemstone market
and drive consumer sales, the miner added.
“We will grow sales of emerald, ruby and sapphire at
every level of the trade,” said Fura CEO Dev Shetty. “Jewelry
retailers and manufacturers and gemstone cutters and
dealers need coordinated support to increase overall
consumer demand. We know the council can do that.”
Fura will use the council to connect and support the
colored-gemstone supply chain from rough to retail.
Combining the power of all these companies toward one
goal could lead to “explosive growth,” the miner explained.
MVI Marketing carried out part of the work developing
FMC and will manage the organization.
“The features we built into the council are based on
trade and consumer research we conducted,” said Liz
Chatelain, owner of MVI Marketing and the president of
FMC. “We found that 93% of jewelry consumers love or
like colored-gemstone jewelry and 60% want to see more
in jewelry stores. The council was formed to help make
that happen.”
SOURCE: Rapaport
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JEWELRY IS THE LANGUAGE OF LOVE.
“UX” & “UI" IS THE LANGUAGE OF JEWELRY
WEBSITES THAT CUSTOMERS LOVE
There’s more to succeeding online than simply putting up a website. You have to understand how
your customers interact with your site and what makes them take action. If you want to convert more
visitors into sales, you need to fully understand UI and UX design principles.

What Is UI Design?
The UI in UI design stands for “user interface”. It’s the graphical layout of your website. This consists of
your text, images, sliders, buttons and anything else your visitors interact with. It also includes the screen
layout, page transitions, interface, and any other interaction that takes place. Everything on your website
must be chosen with precision and be deliberately designed to increase conversion. UI design is the
foundation of a great online business!

What Is UX Design?
UX design is all about the “user experience”. It’s how people actually navigate, click and proceed through
your website. Is the experience smooth and inviting? Or, is it clunky and difficult to find things? You also
need to consider if shopping on your site is logical and intuitive. You should avoid confusing user flows and
distracting buttons or links which take your consumers away from your primary goal – to make sales.
UX design is critical to getting the results you want.

What’s The Difference Between UI and UX Design?
Although UI and UX design are similar, they do have key differences. UX design always comes first,
it’s the experience you want the user to have on your website. UI design is all about making that experience
the best possible, both intuitive and aesthetically pleasing).
16
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How UI and UX Design Work Together
The UX designer maps-out your user journey on your website; the UI designer makes it look beautiful
to fulfill the UX designer’s objective. To succeed online, you can’t have one without the other. They both
work together to create the perfect user experience while also fulfilling your jewelry store’s ecommerce
marketing goals.

UI and UX Tips for Jewelry Websites

• Have clear and visible photos which show

• In your footer area, make your contact

• Use a combination of product, model and

• To increase conversions, include the ability to

• Include clear, well-written, keyword-rich

• Make sure menus are clear and descriptive to

• Highlight the jewelry designer and sell the

• Always update and improve your website

the beauty of your jewelry.
lifestyle shots.

descriptions of your jewelry.
sexiness of the piece.

information prominent and easy to find.
book an appointment with your store.
make it easier for visitors to shop.

to make visiting a better experience.

• Always include visible terms of delivery and
your return policy.

Follow these tips and you’ll be more successful than 95% of other jewelers who “just put up a website”.
You’ll be amongst the 5% who truly understand what it takes to succeed online.
SOURCE: Emmanuel Raheb for Smart Age Solutions; 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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Two Thieves in Custody for Robbing Spree
Targeting Diamond District Jewelers
Victor Rivera, 30, and Johan
Araujo, 40, have been indicted for
allegedly committing at least 11
robberies, mostly of high-value
watches from New York tri-state
area jewelers, many of whom worked
in the West 47th Street Diamond
District.
According to a news release from
the United States Attorney for the
Southern District of New York, the armed duo robbed a jeweler
in Brooklyn, N.Y., of a Patek Philippe watch worth over $160,000
and a diamond necklace worth over $77,000; stole a Richard
Mille watch worth over $81,000 from a jeweler in Hoboken, N.J.;
and nabbed a Richard Mille watch worth over $250,000 from a
jeweler in Englewood Cliffs, N.J., among other robberies.
What makes these robberies particularly nasty—as well as
rare—is that they didn’t occur in stores. The two suspects allegedly swiped watches from jewelers when they were eating,
near their homes, and walking on the street, says John Kennedy,
president of the Jewelers’ Security Alliance (JSA).

bag that was supposed to be held in the jeweler’s vault until
payment was received. But when Boodles’ own expert became
suspicious the next day, the bag was x-rayed, and the store
discovered nothing but seven ordinary pebbles.
Lakatos had used a distraction to swap the bag containing
the diamonds for an identical one containing the pebbles before
it was locked in the vault, according to testimony at the trial.
By the time the theft was discovered, Lakatos and her
collaborators had already fled to France. She was arrested on
a European arrest warrant last September and returned to
Britain to stand trial.
Two men who worked with Lakatos had previously pleaded
guilty to conspiracy to steal and were sentenced to 3 years and
8 months in prison. Police are still investigating the involvement
of two other women.
SOURCE: Danica Kirka for Associated Press

Arrests in Fatal Shooting of NY Man Who
Refused to Give Jewelry to Muggers
A 28-year-old Manhattan man is
dead because he refused to give
up his jewelry to a pair of muggers,
say NYPD. Now, NYPD has several
suspects in custody, and seeking
one more.

The suspects mostly targeted jewelers based in the Diamond
District, but in one case, a non-jeweler was targeted after he
showed off his expensive watch on social media, Kennedy says.
The easiest way for jewelers to avoid these crimes is to not
wear expensive watches or jewelry in public, but Kennedy
realizes that’s difficult advice for most to follow.
“We can’t say, ‘Don’t wear jewelry’—that’s ridiculous,” he says.
“The advice we give is to be prudent. There are people on 47th
Street who are very ostentatious. Everyone can see what
they’re wearing.”
The JSA has long recommended jewelers to not conduct
business in public, take precautions to avoid being followed,
follow proper security procedures at home, and if all else fails
and you do get robbed, don’t resist.
SOURCE: Jewelers’ Security Alliance; JCK Online

Woman Convicted of Swapping Gems for
Pebbles in London Heist
Purported gem expert, Lulu
Lakatos, 60, has been convicted of
using sleight of hand to steal $5.7
million worth of diamonds from a
luxury jeweler in London’s tony
Mayfair district in March 2016. She
was sentenced this August to 5
1/2 years in prison after the trial at
Southwark Crown Court in London.
According to the court record,
Lakatos walked into the Boodles
jewelry store on March 10, 2016, after
arranging to appraise seven diamonds purportedly on behalf
of a group of wealthy Russian buyers. After she inspected the
gems, which included a 20-carat heart-shaped diamond valued
at more than 2.2 million pounds, they were placed in a locked
Diamond expert turned
thief Lulu Lakatos. Image
courtesy of AP
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Shooting victim Joel
Vasquez_. Image courtesy
of victim's family

On an early evening in mid-July, as
Joel Vasquez, 28, stood outside the
passenger door of his parked car,
two men exited a grey BMW, flashed
a gun and demanded his jewelry.

Vasquez reportedly refused to hand over up his chain, and the
gunmen shot him near less than a block away from his Inwood
home.
“I called him at 6:00 to tell him to come home. He told
me ‘I’ll be there in a bit,’” said Mary Vasquez, the victim’s
heartbroken grandmother, who raised him and considered him
her son. “Then someone knocked on my door at 6:30 to tell me
what happened.”
Medics rushed Vasquez to Harlem Hospital, but he couldn’t be
saved.
Vasquez, the father of a 1-year-old son, was returning home
from a nearby nightclub when the gunmen walked up on him,
according to his grandmother.
“I feel devastated because they took my son away,” said
Vasquez. “He wasn’t problematic. A lot of people cared about
him.”
Vasquez’s sister, who grew up in the Dominican Republic,
recently moved to New York but never had the chance to
grow close to her brother. “I wish I was able to get to know
him better,” she said. “But now I can’t because he’s gone.”
Neighbors also grieved for the young man stripped from his
community. “I saw him as if he were my own son,” said Jocathy
Fernandez, 44. “He was very respectful.”
So far, a man and two women have been arrested for the
shooting. Patrick Johnson, 29, charged with murder. Alleged
accomplices Indira Santos, 24, was arrested July 28 and charged
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with murder and Davierka Perez, 25, who was arrested the next
day, was charged with tampering with evidence and hindering
prosecution. One other suspect is still being sought.
SOURCE: Ivan Morrobel and Wes Parnell for NY Daily News

Thief Locks Elderly Woman in Bathroom,
Steals Thousands of Dollars’ Worth of Jewelry
Police in Hillsborough County,
Florida arrested a career criminal
who stands accused of stealing
thousands of dollars in jewelry from
the home of an elderly woman.

Image courtesy of Hillsborough County Sheriff's Office

Renaldo Worthy, 40, while
working in the victim’s home for a
Riverview-based moving company,
unlocked the windows before
leaving for the day on July 28.

According to the sheriff's office, Worthy returned around 4
a.m. the next day, entered through the unlocked window, then
barricaded the elderly homeowner in the bathroom while he
stole thousands of dollars of her jewelry.

The women, in their 20s or early 30s, carry clipboards and
ask their victims to sign a petition, then either surreptitiously
get his watch off without him realizing it—or simply rip it off
and sometimes bruise or injure the victim in the process.
Alan Bruce, a marine engineer who at 63 is somewhat
younger than the other victims, told the paper the two clearly
were experienced professional thieves. They approached him
to sign a petition for a center for the deaf, and as he did so,
one of the women hugged him. Immediately suspicious, he
clamped a hand down on his wallet, but didn’t think about
his watch. By the time he realized it was gone, the pair had
driven away.
SOURCE: Centurion; dailymail.uk

Two Texas Teens Arrested After Posting
Pictures Online Stealing Necklace from
Dead Body
Two teenagers in Texas have
been arrested after posting a
video online of themselves stealing
a necklace from a dead body
they discovered.

After Worthy left the house, the woman freed herself and
called the sheriff's office.
Less than a week later, detectives located and arrested
Worthy at a local restaurant while he was eating dinner.

According to Bexar County
Sheriff's Office, in mid-July, Bethany
Martin, 17, and a 16-year-old female
friend were walking in a recently
developed neighborhood when they
spotted “something awkward” in a
drainage ditch.

While in custody, deputies found credit cards and jewelry
belonging to the elderly woman in Worthy’s possession, along
with other well as other items taken during a string of other
burglaries he had committed.

One of two teens arrested
for stealing a necklace from
a corpse. Image courtesy
of Bexar County Jail

Worthy faces multiple charges including grand theft, robbery
home invasion, and false imprisonment.

Taking a closer look, they realized it was a man’s corpse.
According to authorities, they immediately called a male friend,
who joined them at the scene before alerting the police.

“Renaldo Worthy is a career criminal who clearly has not
learned from his mistakes and continues to make terrible
decisions," Sheriff Chad Chronister said in a statement.
“We have no tolerance for this behavior in our county and
we hope Worthy learns his lesson for good.”
SOURCE: 13WMAZ—Tampa, Florida

Female Con Artists Ripping Rolexes Off
Men’s Arms
If you’re a gentleman of a
certain age and income bracket
and planning to go golfing in
England, you might want to leave
the Rolex at home.
A pair of women posing as
charity workers are believed to
have stolen expensive Rolex watches
right off the arms of about 14 older
Victim Alan Bruce had his
men from May through late July.
£14,000 gold Rolex stolen
by the pair. Image courtesy
The Daily Mail reports the two
of Alan Bruce BNPS
thieves are believed to be Eastern
European, and typically approach lone older men in the parking
lots of exclusive golf clubs or in shopping areas in town centers
throughout the south of England.
diamonddistrict.org

The deceased was later identified as 25-year-old Marcus
Adams, and his death has since been ruled a suicide.
But police say that the day after his body was found, the
sheriff's office became aware of an online video showing
Martin removing jewelry from the decedent's neck.
According to a police affidavit, the juvenile used Martin's
phone to film the theft then posted it to Snapchat. The girls
told police they took the jewelry because the 16-year-old liked it,
and it “matched her fashion style.”
Martin was placed under arrest and charged as an adult
with felony theft from a human corpse or grave. She's since
been released on $2,000 bail, according to police. The 16-yearold faces the same charges, though she is considered a
juvenile and has not been named.
“It was disturbing because they're laughing. 'I can't believe
you're doing this,' or words to that effect, treating it as a joke,”
said Salazar.
"If it weren't on video? I wouldn't believe that it happened,"
said Sheriff Salazar. "I am still shook. I'm disturbed by it.”
SOURCE: KENS-5; Glenn Garner for People Magazine
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Get vaccinated
vaccinated today! CO
COVID-19 vaccines are
are
available now for people age 12 and older.
older.
580 Fifth Avenue, Suite 323
New York, NY 10036
(212) 302-5739
www.diamonddistrict.org

COVID-19 vaccines are safe and effective,
including against the new variants.

You may experience some side effects.

Common side effects include arm soreness,
Scientists used decades of research for other
headache, body aches, tiredness and fever.
vaccines to develop COVID-19 vaccines. The
Serious side effects are very rare. The vaccines
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