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NEW NETFLIX SERIES
KEEPS FILM PRODUCTION
FLOWING ON 47TH STREET
There was a long dry, stretch between Marathon Man
in 1976 and Uncut Gems in 2019. But it’s been a whole
new story ever since, as film production companies
continue clamoring to use the Diamond District as a
backdrop for their creative cinematic vision.
We can now confirm that the Diamond District will
play muse to the producers of Jigsaw—a eight part
Netflix series loosely based on events before and after
the loss of $70 Billion in bonds in downtown Manhattan
during Hurricane Sandy in 2012.
Continued on page 16

BECOME A DIAMOND DISTRICT PARTNERSHIP
MEMBER—JOIN TODAY!
Like every precious gem, there is far more to the Diamond District than
meets the eye—clean curbs and sidewalks lined with sleek new lightpoles
topped with festive seasonal displays. Shiny mailboxes, regularly emptied
waste bins, a monthly magazine dedicated entirely to the Diamond District
available in custom newsboxes, and despite all the hustle and bustle swirling
about, a general sense of safety and control from corner to corner. And all
these delightful facets have one thing in common: They are being provided by the Diamond District Partnership
/ 47th Street Business Improvement District. With our annual meeting of the members around the corner, now
is the right time to become a BID member.
Continued on page 10
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LETTER FROM THE
EXECUTIVE DIRECTOR
Dear Friend,
News tickers are trembling as of late about inflation
worries, supply chain disruptions, product shortages, rising
crime and claims of various social dysfunctions running
rampant. As for the Diamond District—we’re busy heading
for the holidays.
Focusing optimistically on the future is a great
American tradition; that tradition is alive and well this
year on 47th Street.
A steady stream of studies and statistics have industry
leaders and mom and pop retailers all aquiver about what
is shaping up to be a spectacular season.
In recent previous issues, I’ve provided a window
into some of these studies. This month, you’ll find an
overview of several studies that offer insights on consumer
trends and valuable information about using social media
to maximize the momentum of a potential winter windfall.
The BID itself is doing its part by beefing up security, preparing seasonal street decorations
and working to organize media exposure and other holiday publicity efforts. With our Annual
Membership peeking above on the calendar horizon, we urge every eligible property and
business owner to take the time now to become a registered member of the Diamond District
Partnership. Please find a membership application inside on page 11.
The Diamond District Partnership is truly a partner to everyone who makes the Diamond
District their artistic and commercial home. In spite of the gloom we see from the media,
our district and industry remains strong, vibrant, creative, and like that great American
tradition, as optimistic as ever.
Warm regards,

Avi Fertig

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

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

ON-SITE IN THE DIAMOND
DISTRICT. COME WATCH!

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

Reputable Metal Refiner Since 1985

www.mgsreﬁning.com
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IN THE NEWS

billion in the three months ending September 30,
according to a quarterly report from LVMH. Sales for the
segment also beat pre-pandemic levels, increasing 90%
versus the same period of 2019.

Delightful Surprise Filling Discovered in
Recently Unearthed Diamond

However, the figure for both the previous two years
does not include sales from Tiffany, which the French
luxury conglomerate acquired in January. On an organic
basis — excluding Tiffany’s figures — sales rose 18%
compared to 2020 and 1% from 2019.

The diamond inside a
diamond. Image courtesy of
India Bore Diamond Holdings

It may not melt in your mouth
or hand, but you’ll love the
surprising filling found in the
center of a tiny morsel recently
unearthed by India Bore
Diamond: Another diamond.

The 0.84-carat outer diamond
is near-colorless, while the smaller inner stone resides in
a tiny cavity and can move around freely. Australian
miner India Bore discovered the specimen at its
Ellendale mine in West Kimberley, Australia.
In 2019, Alrosa found a similar diamond with a
0.62-carat outer shell and a free-moving 0.02-carat
rough inside. The Russian miner dubbed it the Matryoshka
diamond, after the traditional Russian nesting dolls.
There are two main theories on how the rare
diamond-within-a-diamond was formed, India
Bore explained:
The first hypothesis is that a layer of porous diamond
crystal was formed inside the outer diamond due to
ultra-fast growth, but then dissolved due to high
temperature and pressure, allowing a portion to be
liberated and move freely inside. The second is that they
are possibly two separate diamond crystals, with one
capturing the other during separate growth periods.
If the second assumption is true, noted the miner, the
smaller, captured diamond would be much older than
the larger outer diamond.
SOURCE: Rapaport News

A Boost from Tiffany Sends LVMH
Jewelry Sales Surging
LVMH deserves credit for
hanging on to a good thing.
The years-long courtship led to
a rocky engagement before the
bride and groom both called
Image courtesy of Tiffany & Co
the whole thing off. But LVMH
and Tiffany & Co. were coached back to the alter and
judging by the delightful surge in third quarter sales for
watches and jewels, the new marriage seems to be off
to a great start.
Revenues from the category jumped 125% to $2.48
4

“Driven by the growing success of its iconic products,
Tiffany enjoyed a remarkable performance, particularly
in its major market, the US,” said a spokesperson for
LVMH. Bulgari and Chaumet also saw success from the
launches of new collections.
In the first nine months of the year, total jewelry
and watch revenue soared 172% year on year to $7.14
billion and increased 89% over the same period of 2019.
Excluding the impact of the Tiffany acquisition, sales
rose 49% year on year and gained 4% versus 2019.
SOURCE: Rapaport News

Markle In $384,000 of Jewelry Sparkles
on Time Magazine “Most Influential” Cover
Some people were displeased
to see The Duchess of Sussex,
Meghan Markle, wearing “a
staggering” $384,000 worth of
jewelry for the cover photograph
of Time's “Most influential people”
issue. Seriously?
In the picture, Markle poses
alongside her husband Prince
Image courtesy of Time
magazine
Harry showcasing an impressive
collection of pricey bling. Inside the magazine, both
she and Harry are included on the list of the 100 most
influential people in the world for 2021.
An article in the Daily Mail provided a rundown of
each piece in the luxury jewelry collection seen on the
magazine cover. These include a $23,000 gold Cartier
Tank watch that once belonged to Princess Diana and
was gifted to her by her husband; a $6,900 Cartier Love
bangle; $1,050 diamond 'pinky promise' rings, which
represent female empowerment; and a $3,000 mini gold
tennis bracelet by designer Jennifer Meyer.
Most valuable of all, was the $350,000 engagement
ring and her gold wedding band Markle is seen
wearing in virtually every picture in which she appears,
including the one that happened to be the cover of
Time Magazine.
SOURCE: Charlie Lankston For Dailymail.com
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$50 Million Take for Sotheby’s Hong Kong
Auction
Sotheby’s ended the night
of its Hong Kong sale with $50
million in the till; that despite
failing to find buyers for several
big-ticket items.
The evening’s top seller,
according to Sotheby’s, as told
to Rapaport News, was a ring featuring an emerald-cut,
3.01-carat, fancy-vivid-blue, VS1-clarity, type IIb diamond.
The piece, which sold for $4.5 million, contains two
modified triangular brilliant-cut, fancy-pink and fancy-intense-pink diamonds.
Top-selling blue and pink
diamond ring. Image courtesy
of Sotheby’s

A rare brilliant-cut, 30.88-carat, D-flawless unmounted
diamond brought in $3.8 million, in the middle of its
presale valuation. Meanwhile, a ring containing a
pear-shaped, 5.29-carat, fancy-intense-green, SI1-clarity
diamond surrounded by diamonds with a pink tint went
for $3.1 million, within estimates.
Several jade pieces were among the most valuable
jewels the company sold at the auction, it noted. A carved
jadeite pendant, called Fortunate Longevity, achieved $2.8
million, while a jadeite bead, diamond and ruby necklace
garnered $2.6 million. A jadeite bangle sold for $2 million.
“International interest in fine jadeite continues
to grow, with bidding from Asia, US and Europe,”
Sotheby’s explained.
However, two top lots remained unsold. The Queen
Joséphine Necklace, a pearl and diamond piece from
the royal house of Sweden, was estimated to fetch up to
$3 million before it was withdrawn from the sale at the
consignor’s request.
An heirloom diamond brooch by Harry Winston
featuring five marquise-cut, flawless diamonds and one
pear-shaped diamond arranged in a floral pattern was
also left unpurchased. Known as the Star of Sierra Leone,
the brooch failed to meet the reserve price. It carried a
high estimate of $1.4 million.
SOURCE: Southeby’s; Rapaport News

South Carolina Jeweler Sees a Dream
Fulfilled on a First Lady’s Wrist

Jill Biden Wears Bracelet. Image
courtesy of Holst + Lee

diamonddistrict.org

Americans often associate
their first ladies with a
signature style or accessory:
Jackie Kennedy’s pillbox hat.
Nancy Reagan’s red dresses.
Barbara Bush’s curly, gray

grandma hairdo, Michelle Obama’s hoop earrings and
fabulous wide belts. One South Carolina jewelry designer
hopes that we’ll all once day remember the Biden years
for “The Jill.”
Natalie Holst, creative director and founder of the
Holst + Lee, was ecstatic to spy her signature gold mesh
bracelet on the wrist of current first lady, Dr. Jill Biden,
during the first lady’s visit to a Wisconsin school this fall.
Sales for the Holst’s Mesh Classic Gold Everything
bracelet have been brisk ever since.
“When we got a call from the local newspaper and
saw the story on the front page, we knew it was going
to be big,” said Holst. “One of my favorite moments was
getting a call from an older gentleman who wanted to
buy the bracelet for his wife. He was struggling with the
Internet,” so she walked him through the order.
The experience began with a simple email, Holst says,
from a Holst + Lee customer letting her know that she
had given one of the bracelets to the first lady, though
she could not say when or if Dr. Biden would wear it.
Holst said she watched the news for months, hoping to
spot a familiar glint of gold around Dr. Biden’s wrist.
The payoff came in September, when the Associated
Press ran a photo of Dr. Biden waving to the crowd at
Mitchell International Airport in Milwaukee. Holst says
she could see her company’s name on the bracelet and
recognized her signature magnetic clasp.
“It was epic,” said Holst. “[The bracelet] has been a
best seller of mine since I started the company.” The
bracelet has since been given a new name: “The Jill.”
SOURCE: Karen Dybis for JCK Online

ASA Announces Updated Jewelry
Appraisal Handbook
In its first update since 2016, the American Society of
Appraisers has just put out the 10th edition of its Jewelry
Appraisal Handbook.
The 2021 edition includes revised and updated
chapters on topics like retail markups, conversion charts
for weights used in different countries, and information
on ASA’s gems and jewelry online resources project.
It also includes new chapters on diamond laser
inscriptions, lab-grown diamonds, scales for colored
gemstones, opals, major jewelry periods, metals,
watches, and the Uniform Standards of Professional
Appraisal Practice (USPAP).
SOURCE: Rob Bates JCK Online
Section continues on page 12
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Market Trends

US Retail Sales Jump Amid
Boost from Delta Variant
US retail sales rose in September as
consumer fears over the Covid-19 Delta variant
redirected spending toward goods rather than
services, according to a new report from the
National Retail Federation (NRF).
Revenue grew 0.7% versus the previous
month and jumped 14% over the same period
a year ago, according to data from the most
recently released US Census Bureau report.
That compares to a 0.9% month-on-month
increase in August.
“The reopening of the economy was
interrupted by Covid-19, and consumer
spending other than retail hit a speed bump
toward the end of summer,” said NRF chief
economist Jack Kleinhenz. “Consumers
remained active, but retail sales didn’t reflect
as much of a shift away from goods to
services as expected. That was a plus for retail because consumers still have a hyper-ability to spend
thanks to wage and job gains and the household savings built up during the pandemic.”
Back-to-school spending may have also continued into September, NRF noted. While retail sales for
the period usually decline during August, many school districts delayed opening until after Labor Day,
which fell on September 6.
However, it’s possible September spending could have grown even more if not for the shipping
bottleneck at US ports.
“Overall, the September report is very promising for a strong finish for the year,” Kleinhenz explained.
“Nonetheless, rising inflation and slower supply chains remain a concern. Spending might have been
higher if not for shortages of items consumers are eager to purchase.”
In September, sales increased year on year in all nine of the categories the US Census Bureau
monitors. The clothing and accessories segment — which includes jewelry — had the highest growth,
up 23%. Revenues for the category also rose 1.1% compared to August. Online sales across all products
climbed 11% year on year and 0.6% from the previous month.
For the first nine months of the year, sales from all sectors were up 15% relative to 2020, consistent
with the NRF’s forecast that retail sales would grow 10.5% to 13.5% this year to between $4.44 trillion
and $4.56 trillion.
SOURCE: Rapaport; National Retail Federation
Section continues on page 8
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Industry Spotlight

New Survey Highlights What's
Most Important to Post-COVID
Holiday Shoppers
Sitecore, a global leader in digital experience management software,
has released its Holiday Shopping Trends 2021 report exploring how consumers
worldwide intend to experience the holiday season this year, and what will drive
their gift-purchasing behaviors.
More than half (53%) of consumers surveyed plan to make bigger and
more mindful holiday purchases this year, fueled in part by the fact that 50%
of respondents said they have more in savings set aside for the holidays this
year compared to last year.
This is especially true of younger consumers: 71% of shoppers ages 25 to 34 have more money
set aside for holiday spending this year compared to last year.
Americans also seem to be placing a higher value on their mental health following a rough
pandemic year, with 43% seeing self-gifting as a form of therapy.
Here are some more key post-COVID consumer insights from the survey:

• 86% of consumers say their appreciation for time

at home and life’s “simple pleasures” has grown since
the pandemic

• 78% of consumers report that the pandemic led them

to consider more carefully how they spend their money.

• 63% of consumers are willing to pay more for

locally made gifts, and 62% are report being
annoyed when discovering that a product they
believed was of local origin was actually made
in China.

• 78% of consumers credit the pandemic for

• 62% of consumers believe it is essential that

• 75% of Gen Z and 69% of Millennials are more willing to

• 58% of Gen Z will spend more this year; with Boomers

making them more aware of their own mental health
needs, plus those of family, friends, and colleagues.
make big life enhancements post-pandemic

• 71% of respondents value travel and appreciate other

cultures more now than before the pandemic; that figure
rises to 76% for consumers under age 44. 22% of all respondents say they plan to travel within the coming year.

• 69% of respondents between the ages of 25 to 34 say
online influencers are the best source of
inspiration for seasonal gifts and trends.

retailers offer more products from minority-owned
businesses, but only 28% report seeing more of them
when shopping.
(67%) and Gen X (65%) spending about the same as
last year. 49% of 18- to 44-year-olds will not buy gifts
and are choosing to donate to charities instead, while
only 25% of those over
45 plan to do the same.

• 36% of consumers plan to replace their wardrobe
when they emerge from the pandemic.

“The past 18 months have been extremely challenging – while many are hopeful that a return to
normalcy is within reach, the world is still in a state of concern,” said Sitecore CMO Paige O’Neill.
“As consumers try to cope and brace for what’s next, they are hopeful that Holiday 2021 will be a
bright spot, if not a catalyst for things to come.”
Sitecore’s survey polled 1,000 U.S. residents and 400 U.S. consumer brands with 100+
employees. Consumer data was weighted to reflect the general population. For more information,
SOURCE: sitecore.com
Section continues on page 14
diamonddistrict.org

7

Continued from page 6

Diamond District
Market Trends
Partnership
News

New Inscription Technology May
Provide Permanent Subsurface
Diamond Identifier
Dread rippled across the industry when news broke about
criminals polishing diamond inscriptions from stones and
substituting them with fake, non-corresponding inscriptions.
To restore confidence, PhotoScribe introduced a method of
“subsurface” inscription it says cannot be polished off without
dramatically altering the gem’s weight.
The new PermaScribe inscription goes “under the diamond’s
table,” says David Benderly, PhotoScribe founder and CEO.
“To polish off that inscription, you would have to remove a
large percentage of the diamond’s weight. It would not be
economical.”
Benderly says the subsurface technology was developed
many years ago, but until now, PhotoScribe never had to
reason to offer it.
Covett founder and CEO Cynthia Morrow. Image courtesy of
Market Trends
Covett Al Torres Photography
“It was a solution looking for a problem,” he says. But with
increasing reports of fake inscriptions, “it seems the problem has arrived.”
Two types of inscriptions are being offered—one that is visible under a 10-power loupe, and one that is
not. Benderly’s goal is to see all lab-created diamonds inscribed with the more visible inscriptions, making it
possible for most jewelers to easily identify lab-created stones as non-natural with only a loupe and no need
for specialized equipment.
Benderly knows that some may be concerned that the inscriptions may impact the stone’s clarity
grade, and affect its value, but believes the marks don’t impact the diamond’s beauty when viewed by
an unaided eye.
“They are almost invisible to see by a person without equipment,” he says. The less-visible inscriptions,
which cannot be seen with a 10-power loupe, could be used to track natural diamonds and identify specific
diamond brands.
“It could be an identifier, or it could be a barcode,” Benderly says. “It could be all sorts of things.”
Those inscriptions can be seen with 200- to 1,000-power magnification and correct illumination and
filters. PhotoScribe is working on a viewer for these inscriptions, but it is not yet available.
Benderly hopes that the technology will make lab-grown diamonds easier to detect and lessen the
problem of fake and polished-off inscriptions.
“I hope that this will be one of those issues where we catch more and more of it,” he says. “Hopefully,
it will quiet down, though it’s a bit of a cat-and-mouse game.”
SOURCE: Rob Bates of JCK Online; PhotoScribe
Section continues on page 14
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Diamond District
Partnership News

BECOME A DIAMOND DISTRICT
PARTNERSHIP MEMBER—
JOIN TODAY!
federal aid to hundreds of district stakeholders.
Our government relations services enabled the
district to reopen over two months earlier than
the original state and city plan.

Take a closer look the next time you’re on
47th Street between Fifth and Sixth Avenues—
that little place we call the “Diamond District.”
You’ll be pleased by the clean, mostly debris-free
sidewalks and curbs lined with sleek, new lightpoles
accented with festive lighting. The mailboxes are
new, waste bins are plentiful, and there’s a monthly
publication completely dedicated to the Diamond
District. You’ll see little graffiti, and, amid the
incredible hustle and bustle of daily business in
our district, feel a general sense of safety and
order from corner to corner.
What do all these pleasant discoveries have
in common? They are provided by the Diamond
District Partnership / 47th Street Business
Improvement District.
The Diamond District Partnership is not-for-profit
organization known as a Business Improvement
District, or a “BID” for short. There are 76 BIDs in
NYC, all dedicated to enhancing the quality of life and
commerce within a specific commercial boundary.
To achieve this, BIDs provide “supplemental
services” including security, sanitation, beautification,
publicity, and more. Since COVID began, the Diamond
District Partnership has distributed many tens of
thousands of free protective face masks and provided information about the pandemic, reopening, and

10

In addition to protection provided by the
NYPD, the BID sponsors surveillance cameras and
additional security agents who spend their days
and much of the night guarding the block and its
vast treasures. This was critically important last
spring when riots and vandalism tore apart the
city—yet, mostly skipped our district.
All BIDs are funded through a small added
property tax called a “special assessment,”
which is calculated by the total square footage
of properties located within the BID’s boundary.
The Diamond District Partnership, originally
known as the “47th Street BID,” was founded in
1997. Its day-to-day operations are managed by
Executive Director, Avi Fertig, and its Board of
Directors is led by Chairman, Steven Grauer and
the BID’s founder and president, Harvey Nagin.
Owners and tenants of commercial and residential
property within the district boundary are eligible to
join the BID. There is no fee for membership and
the benefits include being able to vote during the
BID’s Annual Meeting and the ability to become a
board member.
The Diamond District Partnership invites you to
become a BID member. It only takes a moment.
Just fill out and sign the membership registration
form on the opposite page. Then email a picture of
the completed form to signup@diamonddistrict.org.
Depending on eligibility verification, you’ll be
part of one of the most exquisite facets of the
Diamond District. We look forward to welcoming
you to the BID.

Vol. 136 | November 2021

Diamond District
Partnership News

580 Fifth Avenue, Suite 323
New York, NY 10036
(212) 302-5739
www.diamonddistrict.org

2021 MEMBERSHIP APPLICATION
The Diamond District Partnership / 47th Street Business Improvement District (BID) is a non-profit organization
established to provide important supplemental services to elevate the commercial viability of the Diamond District.
All property owners, commercial tenants, and residents of W. 47th Street between 5th & 6th Ave.
(excluding 580 Fifth Avenue & 576/578 Fifth Avenues) are eligible to become a registered member.

** PLEASE NOTE: There is no cost or fee to become a Registered Member. **
Membership entitles you to vote for various issues related to BID operations at our annual meetings, serve on the
board, and receive timely information related to the Diamond District, and a special “FIRST LOOK” at our official
publication—Diamond District Monthly.

IT'S EASY TO APPLY:
(1) Fill out application (2) Take a picture of it (3) Email to: signup@diamonddistrict.org
Please check one:
Property Owner (You own property located on 47th Street)
Commercial Tenant (You own a business, but not property, on 47th Street—excluding 580/576/578 Fifth Ave)
Residential Tenant (You reside on 47th Street)

Name: 									Title:
Company (if applicable):
Property/properties owned within the 47th Street Diamond District:

District Business Address:
Mailing Address (if not same):
Phone:
Email:
Section Continued on page 16
Signature: 								Date:
diamonddistrict.org
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In the News

Continued from page 5

World Diamond Council Debuts New
System Of Warranties

WDC president Edward
Asscher. Image courtesy of
World Diamond Council

The World Diamond Council
(WDC) has dramatically
revamped its System of
Warranties (SoW) represented
by the familiar stamp printed on
most diamond invoices to verify
that the accompanying stones are
conflict-free.

Perhaps in response to industry
critics who characterized the original warranties as a
rubber stamp, the new system now requires dealers to
commit to a long list of principles as a condition to use
the guarantees.
The original warranty stated that the diamonds were
“purchased from legitimate sources not involved in
funding conflict and in compliance with United Nations
resolutions.”
The new warranty, three years in the making, also says
that the dealer “guarantees that these diamonds are conflict-free,” but it also “confirms adherence to the WDC
SoW Guidelines.”
The SoW Guidelines are the most substantive change
from the original system—to use the new SoW stamp on
an invoice, users must submit an annual online self-assessment through the new World Diamond Council’s
System of Warranties website.
The self-assessment requires they commit to adherence to the United Nations’ Guiding Principles on
Business and Human Rights; the International Labor
Organization’s Declaration on Fundamental Principles
and Rights at Work; and the United Nations’ Convention
Against Corruption, and relevant anti-money laundering guidelines, which includes the Financial Action Task
Force’s Guidance on Money Laundering for Dealers in
Precious Metals and Stones.
Tedious as all this may seem, WDC president Edward
Asscher insists the self-assessment tool is both simple
and a necessary tool to introduce dealers to these
important concepts and guidelines.
“Most diamantaires are just trying to make a living,” he
says. “When people talk about sustainable development
goals, that is far from their daily life. This is something
very practical. It talks about doing your due diligence,
and what to look for and what to avoid in the industry.
It will make it top of mind for people.”
Complying with the new SoW is currently remains
voluntary, mainly because the WDC lacks the legal
12

authority to enforce compliance, Asscher says.
Nevertheless, he believes most retailers will require
their dealers include the new stamps on their invoices.
SOURCE: Rob Bates of JCK Online; World Diamond
Council

Diamond Foundry Plans Opening of $800
Million Lab-Grown Factory In Spain
Diamond Foundry is well
into plans to open a second
lab-grown diamond production
facility.
The 322,000-square-foot
factory will be located in Trujillo,
Spain and is due to start producing single-crystal diamond chips in 2024. As production
ramps up, the expected total production capacity will
be up to 10 million carats. Though the plant will focus on
producing industrial diamonds for semiconductors, it will
also create traditional lab-grown diamonds suitable
for jewelry.
Extremadura region in Spain.
Image courtesy of Diamond
Foundry

The estimated cost for the new site is $868 million.
Approximately 40% of the total cost will be fronted by
the company, with the remaining 60% balance from
“public and private financing and from various existing
European subsidies,” according to Spanish newspaper
El País.
The company claims the factory will be one of the
first industrial projects in the world powered entirely
by solar electricity, to be provided by a nearby
120-megawatt, 700-acre solar farm supported by
battery storage. The solar farm is to be built in partnership with Spain’s leading solar-power provider, Powen.
“Solar energy is abundant in the Extremadura region
in Spain,” Diamond Foundry stated in a company blog
post. “Given our commitment to sustainable production,
we are interested in proving that solar can work at
industrial scale in a self-contained way.”
In 2020, the company opened its first “megacarat”
facility in Wenatchee, Washington, fueled by renewable
hydropower. Diamond Foundry plans to scale up its
diamond production there too, and it says it’s identified
additional sites for expansion in the region.
Diamond Foundry’s Trujillo facility will initially employ
300 people, and as many as 650 people once it reaches
its full capacity.
SOURCE: Rob Bates for JCK Online; El País
Section continues on page 15
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Small Business Support

HOW TO USE SOCIAL MEDIA
TO DRIVE SHOPPERS TO YOUR
JEWELRY BUSINESS

Social media continues to change the way we do business. The numbers don’t lie. Of all activity online,
22 percent of time is spent on Facebook, Instagram, and other social channels. It’s estimated that two-thirds
of people regularly visit social media as part of their daily life, and use it to research or share information
about products and services they’re interested in. And, of course, this includes jewelry!

Here are five tips to maximize your jewelry sales from social media:
1. Engage With Your Audience In Real-Time
Social media is a highly interactive channel, and your jewelry business needs to be too. Engage with
your audience on Facebook, Instagram and elsewhere as much as possible. Answer their questions.
Respond to their comments. Go on their profile to explore their feed and see what jewelry styles they’re
reposting. Use social media to spot design trends. Get a conversation going. The more you interact with
your audience, the more they’ll interact with you. This is how you build trust and grow your following.
But, above all else, be approachable and accessible. Remain human.

2. Leverage

Social Media Ads
Posting content on social media is no longer enough to get your jewelry business noticed. With
increasing cuts to post reach by all of the social media networks and the unforgiving algorithms always
Article continues on page 17
diamonddistrict.org
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Industry Spotlight
Continued from page 7

Costco Sees Solid Jewelry Sales
Costco Wholesale’s jewelry department was one of its strongest segments in
the fourth fiscal quarter, helping to boost e-commerce sales by 9%.
The retailer sold two rings with price tags of more than $100,000 during the
period ending August 29, it said recently in an earnings call transcribed by
The Motley Fool. Home furnishings, pharmacy and sporting goods also saw
robust sales.

Costco’s $420,000 diamond engagement
ring. Image courtesy of Costco Wholesale

This followed sales of two other high-value diamond rings. In 2019, one
consumer purchased a diamond ring in the $400,000 range, while a second
bought one worth $220,000.

Although Costco carries jewelry in its stores, its higher-value items are
sold through its e-commerce platform. Prices for its diamond jewelry range from $230 for a 0.08 carat, I-color,
VS2-clarity stackable diamond band to $420,000 for a round brilliant, 10.03-carat, I-color, VS1-clarity solitaire set
in a platinum band. The wholesaler also carries colored-diamond rings.
In total, Costco’s sales for the 16 weeks increased 18% year on year to $61.44 billion, while profit rose 20% to $1.67
billion.
SOURCE: Rapaport News

Continued from page 8

Market Trends

INSTORE Publishes “2021 Big
Survey” Jewelers’ Predictions
Most (if not all) of the hundreds of retail jewelers who responded to INSTORE’s 2021 Big Survey don’t have a crystal ball.
But that didn’t stop them from sharing some of their predictions for the next breakout trends in jewelry. The opinions are
based on what individual jewelry retailers are seeing in their own stores in their own region. Free to agree or disagree.
1. Lab-Grown Diamonds: Lab-grown diamonds is the
category most mentioned by respondents. The comments
varied somewhere between “Lab grown diamonds are
going to avalanche all over the industry,” and “Lab-grown
will have to be standardized and probably require some
level of regulation.”

diamond shape. Customers’ tastes still vary within oval,
pear, marquise, elongated radiants and cushions.

2. Yellow Gold: There is a consensus that yellow gold
is back in vogue: Comments included “We have seen
engagement rings in yellow really take over,” and
“Heavy/bold/layered yellow gold chains are happening.”

5. Colored Gemstones: What’s not to like?

3. Fancy Cut Diamonds: There’s remains no dominant

4. Simple Settings: When it comes to the engagement-ring settings, simplicity is what is mainly selling—1.5
mm shank, thin, delicate eagle prongs and maybe a hidden
halo.

6. Random Predictions: Flexible diamond bangle bracelets… evil eye jewelry… stackable bands that are chevron or
crown-shaped…spinner rings… men’s pearls… face jewelry
(nose, eyebrow) is growing more and more popular.

SOURCE: Eileen McClelland for INSTORE
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In the News
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JCK Industry Fund: Now Accepting Grant
Applications for 2022
The JCK Industry Fund is now
accepting applications for its
2022 grants. Organizations and
Extremadura region in Spain.
Image courtesy of Diamond
nonprofit
associations that have a
Foundry
project or initiative to benefit the
industry at large are invited to apply for consideration by
Nov. 19, 2021.
Established in 1997 to support projects that work to
improve the growth and health of the jewelry industry
at large, the JCK Industry Fund has so far awarded over
$7 million to companies and initiatives whose projects
improve commerce, development, and consumer
confidence; advance business practices; and improve
diversity and inclusion.
The JCK Industry Fund Committee will review
submissions and announce recipients in early 2022.
To learn more and apply, visit lasvegas.jckonline.com.
SOURCE: Brittany Siminitz for JCK Online

Has Cars Crashing Into Jewelry Stores
Become a Thing?
On September 22, Norma
Stall, who owns 39-year-old
Stall Jewelers in Round Rock,
Texas with her husband, Eric,
was on the phone with vendors
Heavily damaged interior of
when she saw a car heading for
Stall Jewelers. Image courtesy
of Stall Jewelers and CBS
the store. In the last moments
of footage before the video surveillance camera was
knocked offline, a car is seen plowing through the front
window and continuing at full speed into the store. The car
came to a stop at the back of the store pinning Stall behind
her desk.
Freed by arriving first responders, Stall sustained
moderate injuries. The store suffered about $100,000
worth of damage; literally everything in the store was
damaged and in need of replacement.

by a car this year, jewelers are not unique magnets for
out-of-control cars. Statistics from the Storefront
Safety Council show there are an average of 60
vehicle-into-building crashes daily in the United States,
injuring 4,000 and killing up to 500 people annually.
Non-convenience retail storefronts account for 23% of
these crashes; when convenience stores are included,
that figure rises to 29%.
The store is currently closed while Stall and her staff
work to restore the showroom. She hopes to be open
by November and looks forward to welcoming her
customers back. "I know this is a little hardship, but
they'll be back. They always come back because they
like us," she said.
SOURCE: Hedda Schupak for The Centurion

Phillips’ Auction House Anticipates
Million Dollar Sale for Rare, Bizarre
Bubble-Top Rolex
An unusual Rolex called the
“Deep Sea Special” is expected
to fetch between $1.3 million
and $2.5 million when it goes
up for auction this November
at Phillips’ auction house in
Rolex Deep Sea Special. Image
courtesy of Christies
Geneva, Switzerland. According
to a feature in the Australian edition of GQ magazine,
only 35 “Deep Sea Specials” were ever made; only six
have ever been placed on the market.
While Rolex—like most luxury watchmakers—
produces special edition models, most of those still look
like a traditional Rolex. This one, however, is dramatically
different with its chunky body and bubble-shaped top.
The Deep Sea Special was developed in the late
1950s as an experimental model to test watches that
went beyond simple waterproofing and therefore could
be used during deep sea dives. The technology of the
Deep Sea Special, if not its looks, led to the development
of the more familiar Rolex diver's watches, such as the
Submariner and the Sea-Dweller.
SOURCE: The Centurion; Christies; GQ-Australia

"It was like a bomb going off,” said Stall. “Everything
exploded, powder, sand, jewelry, everything's going all
over the place." The driver of the vehicle, an adult female,
was not found to be impaired but the police report says
she can’t remember what happened. She refused medical
treatment at the scene.
Although Stall’s is the fifth Texas jewelry store to be hit

diamonddistrict.org
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Diamond District
Partnership News

NEW NETFLIX SERIES KEEPS
FILM PRODUCTION FLOWING
ON 47TH STREET
There was a long dry, stretch between Marathon Man in 1976 and Uncut Gems in
2019. But it’s been a whole new story ever since, as film production companies continue
clamoring to use the Diamond District as a backdrop for their creative cinematic vision.
We can now confirm that the Diamond District will play muse to the producers of
Jigsaw—a eight part Netflix series loosely based on events before and after the loss
of $70 Billion in bonds in downtown Manhattan during Hurricane Sandy in 2012.

A new Netflix drama filmed
in the Diamond District stars
Giancarlo Esposito. Image
courtesy of AMC

The Diamond District Partnership management has been working hand-in-hand with
the producers of Jigsaw since February to manage the complicated logistics and security
associated with an active film production within the busiest commercial district in New
York City.

Starring Giancarlo Esposito, who played drug smuggling mastermind Gus Fring in “Breaking Bad” and “Better Call
Saul,” Jigsaw is a gripping crime thriller about the quarter-century before and after the largest heist ever attempted,
and the vengeance, scheming, loyalties and betrayals that surround it.
To heighten the series’ impact, Jigsaw will be structured in a non-linear order, which allows viewers to choose the
order of the episodes they watch leading up to the finale.
Filming for Jigsaw’s Diamond District segments began on October 27th, continued on October 31st, and on
schedule to complete by the end of the first week of November. The air date for the series is yet to be announced.
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tinkering with people’s feeds, there’s no
guarantee that your marketing message will
ever be seen.
To gain traction, you need to leverage paid
social media ads. Start with a small budget of
$500 to $1,000 a month and grow from there.
With social media advertising, you want to aim
for at least a 4 to 5 times return on ad spend or
even higher. You do this by using a combination
of ad optimization, monitoring and bidding until
you create a winning formula that works for you.
You need to watch your costs closely to
ensure that your average order amount
increases as your campaign spend levels rise.
Spending too little or too much on social media
ads can be detrimental to your jewelry business.
You don’t want to overspend, but you have to
spend enough to get the needle to move. Spend
too little and you’re just wasting money. It’s a
balance that must be carefully coordinated. Go
for it and don’t be afraid to get started!

3. C
 reate Special Offers Exclusive
for Social Media
An easy way for you to measure your success
on social media is to create coupons or discounts
which are unique to each social channel. This
way you know where your jewelry sales are
coming from. If you don’t want to use a percentage-off strategy, you can try running a contest
to encourage sharing of your social media posts.
You want to make each audience feel special,
no matter which channel. Give them a coupon,
discount or promo code unique to them. This creates
audience loyalty because they never know what
you’re going to offer them next. Everybody loves
a great deal, and they tell people about it!

4. Capture Email Subscribers
Use social media to capture new email
subscribers and grow your mailing list. Most
people don’t buy on their first visit to a website.
A recent Marketo study found that 96% of site
visitors are not ready to make an immediate
purchase. They’re doing their research or just

browsing styles. They may not even have an
event, special occasion or reason to buy. But
they’re interested in jewelry. They came to your
site for a “reason,” and you want to be the reason
why they come back.
Your first step is to incentivize people to join
your mailing list. Make them a special email-only
offer. Give them a free gift. Keep your sign-up
form simple. Do whatever it takes to convince
your visitors to subscribe to your list and stay in
touch with you.
An easy way to reach your audience is through
a weekly email newsletter. It doesn’t have to be
long. Shorter is sometimes better. Show favorite
styles from social media which have performed
well, new jewelry designers you just got in your
store, or include special offers.
Think about how much money you spend to get
a new visitor to your website, then think about how
many visitors it takes to make a sale. Do the math.
It pays to capture as many emails as possible.

5. Share Customer Photos
Customers who love your jewelry really love
to show it off. Share your customers' photos with
your audience. Repost them on social media and
don’t be afraid of the reaction. People crave
authenticity. Pure, natural content always
performs better than staged, stuffy content.
There are often diminishing returns if your photos
are too perfect. The jewelry won’t seem real or
attainable. It’s good to have a mix of different
styles of photographs because it adds to your
credibility and creates trust with your audience.
In conclusion, social media is a powerful way
to grow your jewelry sales, but you need to
stay consistent. Use these five tips above to
get started. The best way to maximize your
marketing efforts is to decide how many hours
per week you can invest in social media and stick
to a regular schedule. The more time you put into
each channel, the more sales you’ll make and the
more successful you’ll become. Do this and you’ll
soon start seeing your likes, shares and followers
skyrocket along with your business!

SOURCE: Emmanuel Raheb of Smart Age Solutions (smartagesolutions.com); The Centurion
diamonddistrict.org
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Crime Report

Men Who Fenced Stolen Diamonds
Sentenced to 15+ Years
Five men who purchased and resold stolen jewelry
stolen have been sentenced to more than 15 years in
federal prison combined and ordered to pay millions
in restitution.
According to the U.S. Attorney’s Office for the Northern
District of Texas, the men fenced jewels obtained from
what it referred to as a “South American theft and robbery
group” that targeted traveling salespeople across the U.S.
One of the men, 51-year-old Romelio Riveron, pled
guilty in March 2020 to engaging in a conspiracy to
launder money. According to court documents, Riveron
said he traveled from Miami to Texas and other states to
purchase stolen diamonds from the group, buying for
below market value to turn a profit upon reselling and
sending cash payments to co-conspirators in Colombia.
He was sentenced to 32 months in federal prison and
ordered to pay $2.3 million in restitution. The U.S.
Attorney’s Office said he’s paid back approximately
$230,000 to date.
In 2019, Elkin Acosta Lopez, 46, and Harrinson Corredor,
29, both pled guilty to money laundering as well. Plea
papers show that Lopez admitted to regularly flying from
Bogota, Colombia to Texas to meet up with the robbers
and purchase stolen jewelry. He would then travel to New
York City to melt it down before selling it in the U.S. or
returning to Colombia to sell it in his shop.
Corredor said he connected Lopez with the robbers
and helped broker sales, knowing the jewelry was stolen
and taking a portion of the proceeds. He was sentenced
to 63 months in prison and ordered to pay $1.8 million in
restitution, while Lopez was sentenced to 68 months and
ordered to pay $1.4 million.
The fourth perpetrator, 60-year-old Rubenhay Pinkhasov,
pled guilty in 2019 to conspiracy to transport stolen
goods in interstate commerce. Pinkhasov admitted to
helping move the stolen diamonds across state lines and
to purchasing stolen diamonds and jewelry from the theft
and robbery group twice. He was sentenced to 27 months
behind bars and ordered to pay $1 million.
The fifth man sentenced in the case was 49-year-old
Yuri Alishaev, a prominent jewelry dealer in New York
City’s Diamond District, according to the attorney’s office.
Alishaev said in court documents that he agreed to
purchase stolen diamonds from Pinkhasov. He pled guilty
to concealment of a felony and was sentenced to probation. The U.S. Attorney’s Office said he’s paid off the
entirety of the $1 million he owes in restitution.
The South American theft and robbery group from
18

which the five purchased diamonds was connected to
many violent instances nationwide, including robbing one
traveling jewelry salesman in Irving, Texas, at gunpoint
before beating him to death.
Between 2016 and 2018, the U.S. Attorney’s Office for
the Northern District of Texas charged 20 members of the
group, all of whom have been convicted and sentenced.
SOURCE: Brecken Branstrator for National Jeweler

“Funeral Burglar” Convicted for Targeting
Homes of Westchester Funeral Attendees

"Funeral Burglar" Latonia
Stewart. Image courtesy of
Westchester County DA's Office

It took a Westchester
County jury less than two hours
to convict ghoulish defendant,
Latonia Stewart, on six felony
counts for robbing the homes
of a half-dozen victims while
they were attending their
spouse’s wakes or funerals.
According to Westchester
District Attorney Miriam Rocah,
Stewart would select targets
by scanning through online
obituaries.

More than $40,000 in jewelry,
watches, silverware and other
valuables was stolen. The Bronx resident faces a term
of 3½ to 15 years in prison on each count. Sentencing is
scheduled for November 22.
Stewart, dubbed the “Funeral Burglar,” pored through
cyberspace to find her bereaved victims, striking as they
gathered with family and friends to mourn their losses.
The 30-year-old defendant committed the first
heist in December 2017 before striking five more
times across the next five months and making off with
$40,000 in property. According to authorities, she used a
sledgehammer to smash through window or glass doors
and enter the empty homes.
“It is absolutely appalling that people mourning the
loss of a loved one were specifically targeted and taken
advantage of in such a cruel and heinous manner,” said
Rocah. “I hope this verdict brings some measure of
comfort to the victims.”
The burglaries occurred in Cortlandt, Greenburgh,
Ossining, Rye Brook, Tarrytown and Scarsdale, with the
intruder making off with jewelry, watches, silverware and
other valuables, authorities charged.
“This defendant targeted these grieving people because
she knew they wouldn’t be home,” said Assistant District
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Crime Report

Attorney Stefanie DeNise in her closing argument to
the jury. “It was a plan. It was her method of operation.”
Stewart was finally arrested on May 1, 2018, after
Greenburgh cops watched her drive away from the
home of a recently-deceased person. Police found stolen
property inside her car and the late resident’s obituary
was visible on her cell phone, authorities said.
Once she was in custody, cops found burglary tools
and additional stolen goods inside her car and her
Bronx home.

equipment when leaving the store. Jewelers are advised
to have surveillance images also sent and stored in the
cloud or to a remote location in addition to the images
saved at the store.
SOURCE: The Centurion; JSA

‘Physician’ Provides Authorization Code;
Passes Bad Check

SOURCE: Larry McShane for the New York Daily News

Burglars Rob Luxury Jeweler
Through Roof and Wall
Burglars broke
through a wall to
rob an upscale
jewelry and watch
store in the wee
hours of Monday,
October 4. Police in
Greenburgh, NY, in
Westchester County,
said robbers broke
into Tarrytown
Jewelers through an
adjacent nail salon.

Check bouncing phony physician. Image
courtesy of JSA

Not every
jeweler's painful
loss from a theft is
scary or potentially
violent. On August
31, the suspect
identified himself
as a physician and
was wearing blue
scrubs on a visit
to a retail jewelry
store.

When his
check for an $8,000 purchase was processed by the
jeweler’s POS system, the store received a notice that
the check required further authorization and a call to
the Authorization Center. However, the suspect verbally
provided a code which was entered and accepted by the
POS system.

After cutting
through the salon
roof, the suspects lowered themselves in and cut several
openings in the wall separating the
salon from the jewelry store. Both the salon and the
jeweler sustained substantial damage to their structures.
The jeweler specializes in preowned luxury watches, as
well as diamonds and estate jewelry.

The Jewelers Security Alliance (JSA) warns jewelers to
be on the lookout for fraud as well as potential robberies.
Fraudsters will often pose as successful and trustworthy
individuals.

The Jewelers Security Alliance recommends jewelers
never leave any merchandise—even low-end goods—in
showcases overnight. Leaving inexpensive merchandise
in showcases encourages break-ins, and the resulting
cost of damage to the store and showcases can be more
costly than the loss of the low-end merchandise. If all
merchandise will not fit in the safe, lock inexpensive
merchandise away and out of sight, says JSA.

JSA offers the following recommendations to avoid
being taken in by fraud:

Burglars forced entry into Tarrytown Jewelers.
Image courtesy of Google Maps

JSA also recommends jewelers don't cover
showcases with cloth or other material. It is safer for
potential burglars to see empty, exposed showcases
rather than covered showcases.
Burglars will often remove camera surveillance

diamonddistrict.org

The suspect is approximately mid 40s and tall with a
slim to medium build. The suspect has used the name
Chris Valentino in this and previous check frauds to
obtain a variety of jewelry and watch products.

1. C
 riminals will often claim identities as doctors,
sports figures or successful business persons.
This is not the first time a thief has worn scrubs to
create confidence on the part of a sales associate.
2. N
 ever accept authorization codes, bank and credit
card telephone numbers, or any other information
from customers when a sale is flagged with a
problem. The sales associate must independently
obtain the correct telephone number or other
information from reliable sources.
SOURCE: The Centurion; JSA
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Who Can Receive a
COVID-19 Vaccine?
Almost everyone age 12 and older can get a COVID-19 vaccine. You can get vaccinated if you have:
Diabetes

Liver disease

A history of blood clots

Cancer

Seasonal allergies,
such as a pollen allergy

Other health conditions

Asthma

Heart disease
HIV

Kidney disease

Food allergies

Allergies to medicine
taken by mouth

Already had a COVID-19 infection
Or are pregnant, breastfeeding
or planning to become pregnant

The only reason you may not be able to get a COVID-19 vaccine is if you
have a severe allergy to an ingredient in the vaccine or had a severe allergy
to another vaccine or injectable medicine. Even if you have or had an allergy,
you still may be able to get vaccinated, but you should talk to your health
care provider before doing so. Scan the QR code to learn more about the
COVID-19 vaccines.
COVID-19 vaccines do not contain preservatives, latex, eggs,
mercury, fetal tissue or human cells, gelatin or other animal
products, antibiotics, or microchips. For more information about
each vaccine, visit nyc.gov/health/covidvaccine, find the
section titled Additional Resources, and see Understanding
the COVID-19 Vaccines under the Download/Read drop-down
menu.
COVID-19 vaccines are safe and protect you and your family,
friends and community from COVID-19. Get vaccinated today!
Speak with your health care provider if you have questions
about vaccination! Go to nyc.gov/covidvaccine for more
information and resources.

The NYC Health Department may change recommendations as the situation
evolves. 9.9.21

