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NETFLIX COMPLETES
DIAMOND DISTRICT INVASION
The Diamond District went full Hollywood for two
consecutive Sundays this October and November when
a film production company transformed the entire
district into an elaborate backdrop for an episode of
the upcoming Netflix series, Jigsaw.
From early morning until past nightfall, hundreds of
actors, extras, directors, producers, film crew members,
and production personnel were seen scurrying up and
down the block in a desperate race to squeeze every
bit of productivity from the daylight. For those of us
who work here in the Diamond District, all the activity
was just another day in the office.
Continued on page 15

YEAR IN REVIEW: 2021
The surreal disruption of the 2020 pandemic made the future difficult to predict last New Year’s eve.
And while the past 12 months have come and gone like a New York minute, 2021 was certainly a year to
remember. Inside, we take a look at some of what we experienced here in the Diamond District in 2021 and
some, for better or worse, of what we did not.

Continued on page 10

Diamond District Partnership Annual Membership Meeting (via Zoom)
Tuesday, January 18th, 2022 at 9:30 AM
To receive a direct video link, please email: zoom@diamonddistrict.org

WHAT’S INSIDE
In the News, pg 4; Market Trends, pg 6; Industry Spotlight, pg 7;
Year in Review: 2021, pg 10; Diamond District Partnership News, pg 15;
Crime Report, pg 18
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LETTER FROM THE
EXECUTIVE DIRECTOR
Dear Friend,
My letter in the January 2021 issue of Diamond District
Monthly included Mick Jagger’s epic, gut-crunching, reality
check that, “You can’t always get what you want; But if you try
sometimes, well, you just might find, you get what you need.”
I added it then to underscore the need for us to manage
expectations regarding what was in store for the coming year.
Better to place more focus on what we need over what we
wanted or hoped for.
That boiled down to four fundamental needs: Health.
Stability. Positivity. Strength.
Looking back now, I think that good ol’ Mick got it right.
For the most part, we got what we needed.
Health topped the list of needs. Good health, specifically.
But, first, we were promised a second wave and boy did we
get one. The Delta variant was potent and deadly. With growing numbers of vaccinated Americans,
however, the variant faced headwinds from the get-go and slowly, slowly, life began to resemble a
tentative normal.
In the context of 2021, the term “tentative normal” became synonymous with “stability.” Policy
debates this past year about masking and vaxxing erupted often and were often hot. Political rhetoric
and isolated bad behavior persisted. But our society, for the most part, maintained stability as we
continued plodding steadily forward to that return to normalcy we craved.
Positivity is a cornerstone trait of our American heritage, and it didn’t turn up missing in
2021. That, despite the best efforts of the relentless industrial-military complex of agitators and
malcontents in media, academia, and government. As was needed, the optimists won the year,
though it’s unclear how much longer those champions of good will, good cheer, integrity can hold
out. The best we can do is to help by joining them in spirit and the understanding that what holds
our nation together is enduring positivity.
And then there’s strength. This comes from knowing history. Hard times come and go and the
proof that survival is inevitable is the fact that I’m writing and you’re reading. Strength is knowing
that on every December 31st, with no attention paid to the previous 12 months, we wish one another
a Happy New Year. And, in our hearts, every year, we believe that it will be.
Happy Holidays!!

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
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In the News

IN THE NEWS
Scientists Discover Trace of Ancient Life
In a 2.5 Billion-Year-Old Ruby

Ancient ruby found to contain
ancient traces of life. Image
courtesy of University of
Waterloo

Remember the crazy, unrealistic
plot of the movie, Jurassic Park?
Well, wouldn’t you know it, actual
scientists (i.e., not actors) believe
they may have found a trace
of ancient life inside a 2.5
billion-year-old ruby.

The ruby sample from
Greenland, where the oldest known deposits of rubies
are found, contained graphite—a mineral made of pure
carbon. Chemical signatures in the carbon suggested it
was a residue of early life.
"The graphite inside this ruby is really unique. It's the first
time we've seen evidence of ancient life in ruby-bearing
rocks," said Chris Yakymchuk, professor of earth and
environmental sciences at the University of Waterloo in
Canada, in a news release.
The graphite is found in rocks older than 2.5 billion
years ago, a time on Earth when oxygen was wanting
in the atmosphere and single-cell life existed only in
microorganisms and algae.
To determine whether the carbon was biological in
origin, the researchers looked at its chemistry—specifically
the composition of isotopes in the carbon atoms.
"Living matter preferentially consists of the lighter
carbon atoms because they take less energy to incorporate
into cells," Yakymchuk said. "Based on the increased
amount of carbon-12 in this graphite, we concluded that
the carbon atoms were once ancient life, most likely
dead microorganisms such as cyanobacteria."
The scientists found the rock in Greenland while
studying the geology of rubies to better understand
the conditions necessary for their formation.
Rubies are a red-colored variety of the mineral corundum.
Sapphires are formed from the same substance. In rubies,
chromium produces the distinctive color, while traces
of iron, titanium and nickel produce different colored
sapphires, including the blue hue usually associated with
the gemstone.
The team also found that the graphite likely changed
the chemistry of the surrounding rocks to create favorable
conditions for ruby growth.
"The presence of graphite also gives us more clues to
determine how rubies formed at this location, something
that is impossible to do directly based on a ruby's
4

color and chemical composition," Yakymchuk said in the
statement. All in all, an interesting find; let’s just hope
it won’t involve dinosaurs.
SOURCE: CNN; Ore Geology Reviews

Once Again, it’s Bye-Bye Baselworld
The timing just wasn’t right
for the resurrection of the
lately-star crossed Baselworld
Fair. Though the revamped fair
was set to rise in spring 2022
—March 30–April 4, 2022, in
Baselworld in its prime.
Image courtesy of MCH Group
Basel, Switzerland, to be
precise— according to a statement from organizer
MCH Group, the plan has reverted to more waiting.
The statement gave no clear explanation as to why the
show was being canceled beyond a vague “[We] have
decided to take more time for the launch of the new
concept.” Nor did the statement indicate whether MCH
intends to hold Baselworld later in the year, or ever again.
This is the third consecutive Baselworld Fair to be canceled.
Once among the biggest and most prestigious shows
on the watch and jewelry calendar, Baselworld first ran
aground in 2018 the show was nearly imploded following
news that Swatch, the show’s largest exhibitor, was
pulling out. The 2019 fair, billed as a reboot, saw 20%
fewer visitors.
Though the shrinking attendance triggered a death
spiral that sent more and more brands running for the
door, the return of Baselworld in 2020 and beyond
seemed certain as long as the industry’s two biggest
names—Rolex and Patek Phillipe—remained committed;
and they were. Then came COVID. Not only was the 2020
show canceled, but MCH’s short-sighted choice to not
issue exhibitors full refunds set off a full-blown revolt and
retreat among whatever industry players remained.
With no exhibitors, the 2021 show was canceled and
MCH declared Baselworld dead, once and for all. Not
long after a new fair concept, HourUniverse, was
announced for summer 2021, that, too, was canceled
Then came news that Baselworld would be back in 2022.
Why cancel 2022? The MCH statement cites “experience
gained from [its] pop-up event at the Geneva Watch
Days and on intensive discussions with manufacturers
and retailers,” as the reason to cancel. “It is particularly
difficult to launch a new concept for a new target
segment due to the renewed aggravation of the COVID
situation,” says MCH in its statement.
Only time will tell what comes next. (No need to
pardon the cliché, it’s entirely intentional.)
SOURCE: Rob Bates for JCK
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Supply Shortages Have Retailers
Considering a Post-Christmas ‘Black Friday’
Some US retailers are
considering scaling back their
Black Friday markdowns and
adding a new discount day in
January or February, as supply
shortages are disrupting the
usual preholiday sales schedule.
Black Friday may not make its true debut until after
Christmas and New Year’s because of a shipping bottleneck
that has delayed retailers’ orders. Many are concerned
they will not have enough stock for the shopping season,
yet they will have an oversupply once it’s done.
“There are definitely delays and shortages, and retailers
are frankly complaining that they haven’t received the
stuff that they ordered several months ago,” said Matt
Kleinschmit, CEO of mobile market research company
Reach3 Insights. “In many cases, they’re thinking they’re
not going to receive a whole lot of new products until after
the holidays, so there’s definitely a mounting concern.”
That fear may lead retailers to forego or curtail their
normal preseason discounts, given the lack of competition
and consumers’ motivation to buy holiday gifts.
“Normally speaking, people buy during promotions for
the holidays,” noted Dave Marcotte, senior vice president
of consumer data, insights and consulting group Kantar.
“They’re waiting for a big promotion, for price drops, etc.,
and then they go off and buy their gifts. Well, that’s not
going to happen this year. There’s no reason for retailers
to drop prices if stock is low and people’s motivation for
buying is simply that [the product] is there.”
There will be some sales on offer, but certainly the
preholiday Black Friday as we know it will not be in
evidence this year, according to Kleinschmit.
“I think the deep discounts are going to be there on
select items that retailers already have in stock, but I
think it’s not going to be as vast and pervasive as what
we’ve seen in previous years,” he added.
SOURCE: Leah Meirovich for Rapaport

a non-COVID-19 respiratory illness. She was 88.
Born in 1933 to Samuel and Tillie Finke in Paterson, N.J.,
Helene graduated from New York University cum laude
with a degree in business administration. After her marriage
to her first husband, Alan Fortunoff, whom she met while
studying real estate at New York University. Helene went to
work for the small housewares store on Livonia Avenue in
Brooklyn, NY founded in 1922 by Alan’s parents, Max and
Clara Fortunoff.
By 1957, Helene was directing the company in its
widely successful expansion into selling jewelry. ”My
husband’s interest was limited solely to silver gifts and
flatware,” she told The New York Times in 2001, ”and it
was becoming apparent that that wasn’t going to be an
important enough business for us. We wanted to offer
more luxury products with higher value.
“I was visiting jewelry vendors around the world 38
years ago,” she added. “Not only was I one of very few
retailers traveling the world, but I was probably the only
woman buyer. And people were very aware of that.”
Helene’s talent for merchandising and discerning
taste helped transform the company into a nationally
recognized constellation of stores in the New York City
area, where it became known for its slogan as “The
Source,” its Fifth Avenue flagship, and for having Lauren
Bacall as its spokesperson.
When Alan Fortunoff died in 2000, she took over the
company, then retired in 2005, following the sale of the
company to a private equity fund. In 2009, the family
reacquired its intellectual property.
In her years helming Fortunoff, Helene received
numerous accolades and was an active industry presence.
She served as president of the Women’s Jewelry Association
from 1992 to 1995 and for 15 years, headed its fashion
group. In 2006, she was named chairman of the Gemological
Institute of America’s board of governors.
“I always wanted a family and a career,” she told the
Times. “And no one ever told me I couldn’t have both.
SOURCE: Rob Bates for JCK

Louisiana Jeweler Countdown to Launch
New Line of Space Diamonds

Jewelry Retail Trailblazer
Helene Fortunoff Dies
at 88
On November 8th, Helene
Fortunoff, a groundbreaking jeweler
who helped build “The Source” into
an industry powerhouse, died in Miami Beach, Florida, of
Helene Fortunoff.
Image courtesy of the
Fortunoff family

Space diamonds for sale.
Image courtesy of Dianna Rae
Jewelry

Author Tom Wolfe famously
wrote about the “The Right
Stuff” astronauts need before
making it to space. That’s exactly
what Lafayette, Louisiana jeweler,
Dianna Rae, is advertising she
has for her new jewelry line,
Article Continued on page 12

diamonddistrict.org

5

Market Trends

Forget Price and Design.
For Young Diamond Shoppers,
It’s All About Sustainability
Sustainability is all the rage, according to the latest De Beers Diamond
Insight report about leading factors in how consumers choose diamonds.
The brand’s regular survey of global consumers found that almost one-third
of consumers value sustainability in their natural diamond purchases, above
price and design. The results surprised even the executives who looked at them.
“I’ve been doing this for well over 15 years now,” says Esther Oberbeck, head
of strategy at De Beers Group. “It didn’t surprise us that people care about
these issues. It did surprise us that they put that right up there with pricing
and design.”
She admits that not everyone who answers questions on surveys may
actually act on those impulses, suggesting that consumers interviewed in the
poll may just be more inclined to say what they think people want to hear rather
than what they actually believe. But Oberbeck believes that even the fact that
growing numbers of consumers are just saying they prioritize sustainability
shows that this is a trend that cannot be ignored.
De Beers executive vice president and chief brand officer David Prager calls it a significant shift.
“We knew that because of COVID, people’s understanding of how interconnected the world had become, and
because of things like the social justice movement in the United States and people’s lived experience of climate change
and growing financial maturity of younger consumers, that how the brand spoke to these issues was increasingly
important,” says Prager. “So, we knew the trend was accelerating, but I think we underestimated how profound the
shift was until we started to see the data come back.”
The study also found that fine jewelry ranks third, after only food and clothing, as the category most frequently
purchased on the basis of sustainability considerations. One in five global consumers said they have made jewelry buying
decisions based solely on sustainability.
The research also found that “the larger the diamond, and the more valuable the diamond and the more associated
that diamond is to a meaningful moment in life, the more the consumer considered sustainability of their purchase,”
says Prager.
“It’s a product that you give and expect to receive as an expression of your emotions, and a product that you
understand inherently will stay with you your whole life and might get passed down to your daughter and your daughter’s
daughter. What we’re starting to see is that, given that context, people are starting to consider more about the story of
where the diamond comes from than they previously did. It’s really exciting, because it speaks to an opportunity for
natural diamonds.”
The study found that the top five sustainability considerations for diamond consumers were protection of the
environment, fair worker treatment, conflict-free sourcing, supporting local communities, and diamond origin.
It also found that almost 60% of respondents preferred natural diamonds produced in a socially and environmentally
responsible way, and 85% are willing to pay a premium—average 15%—over other kinds of diamonds.
“This research is telling us that our future is based on building purpose-led brands,” says Prager. “Consumers will
fall in love with them because of the impact on the planet and people’s lives. I don’t know that people are going to walk
around saying that’s why they bought it, but it’s part of the overall reputation. What this research makes clear is that
brands cannot expect to be a loved brand and not incorporate sustainability and their impact on the planet into the
core of their story.”
SOURCE: Rob Bates for JCK Online
Section Continued on page 8
6

Vol. 137 | December 2021

Industry Spotlight

National Retail Federation Predicts
Record Breaking Sales for 2021 Holidays
The National Retail Federation (NRF) predicts the upward momentum in retail seen since
May 2020 will continue into the 2021 holiday shopping season. According to the Washington,
D.C.–based trade organization, holiday retail sales will increase between 8.5 and 10.5% to a total
of between $843.4 billion and $859 billion in sales, between November 1st and December 31st.
The NRF also noted that online and other non-store sales, which are included in the total,
will increase between 11% and 15% to a total of between $218.3 billion and $226.2 billion. That
number is up from $196.7 billion in 2020.
In a media conference call, NRF president and CEO Matthew Shay said retailers have been showing remarkable resilience
over the past two years. Moreover, consumers are also in strong financial shape coming into this key shopping season.
“We are predicting the highest holiday retail sales season on record,” Shay said. “We have a great deal of confidence
that consumers will continue to power the economy in the last quarter.”
Despite various external factors that continue to challenge retailers, including supply chain disruptions, labor
shortages, rising inflation, and pandemic and response measures such as local and nationwide vaccination rates,
Shay feels consumers have proved buoyant by shopping consistently since the coronavirus lockdowns ended
According to Shay, shortages or supply issues during this holiday are unlikely to deter shoppers as consumers,
having received enough information about supply chain challenges, are prepared to be flexible in what they choose
to buy should the product they initially prefer prove unavailable.
“Retail sales have grown since May 2020 month over month [and] momentum has continued,” Shay said.
Even the weather seems to be on retailers’ side this year. While snowy forecasts and other weather-related issues
can cause shoppers to stay home, the National Oceanic and Atmospheric Administration is predicting a high likelihood
of a La Niña pattern of cooler and wetter weather in the North and warmer and drier weather in the South. According to
the NRF, in the past, such conditions have resulted in stronger retail sales.
SOURCE: Karen Dybis for JCK

Americans in 2020 Spent More on
Jewelry and Less On Everything Else
For the second year in a row, U.S. consumer spending on jewelry rose more than 9% in 2020, even
as overall spending declined slightly during the year.
Diamond industry analyst Edahn Golan’s latest Insight Report shows that while consumers saved
more of their money last year, they still clearly felt that jewelry was an important purchase.
“Once again, we see that when people feel that life is in peril – when they feel under a threat, be it
economic, due to a natural disaster, or even security related, they turn to jewelry. Not exclusively, yet
very consistently,” he says in the report.
Demographically, Golan says the biggest jewelry spenders last year were mainly White, age 45-54,
with a pre-tax income of $200,000 or more, living in the largest US cities, highly educated, and
employed as managers and professionals—matching the profile of people least affected economically by the pandemic.
This income bracket has always spent the most on jewelry, says Golan. In 2020, they averaged $2,255, nearly 7% more
than in 2019, and the gap between this group and others is only growing.
But the lowest-income consumers (< $15,000) also spent more on jewelry last year. Golan hypothesizes this group may
have significant unreported income, often in cash. Average jewelry expenditure for this demographic was $204, he says.
Ultimately, says Golan, consumer spending will shift to other categories when the pandemic recedes, or inflation may
impact disposable income. But the figures underscore the importance of jewelry to our lives, and Golan advises that
jewelry or diamond marketing campaigns focus on that role.
SOURCE: The Centurion
diamonddistrict.org
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Topsy Turvey Retail Trend Has More
Jewelry Businesses Opening than Closing
In the third quarter of 2021, the Jewelers Board of Trade’s (JBT) regular industry
statistics showed something that they hadn’t in years: more businesses entering the
jewelry business than exiting it.
The Providence, Rhode Island–based credit rating group’s annual figures showed
that in the third quarter of 2021, 125 new jewelry businesses were formed in North America:
101 retailers, 10 wholesalers, and 14 manufacturers. All but two of those new businesses
were formed in the United States; the others were formed in Canada.
By contrast, JBT registered 117 business discontinuances in North America over the
third quarter—including 87 retailers, 14 wholesalers, and 16 manufacturers. JBT uses discontinuances as a catchall term for
companies that have ceased operations (88 companies), merged and/or consolidated (29 companies), or filed for bankruptcy
(zero). All but four of those discontinuances occurred in the United States.
It all adds up to JBT’s listings registering, for the first time in a very long time, overall growth, instead of a decline. Even
eight new companies marks a stark reversal from the general pattern of recent years, when the industry shrank by hundreds
of businesses every quarter.
Looking at 2021 as a whole, it appears that the industry is continuing to consolidate—if by a lower rate than it did a few
years ago. In the first nine months of 2021, 450 North American businesses called it quits (356 retailers, 45 wholesalers, and
49 manufacturers). During the same period, only 286 new North American jewelry businesses were formed (234 retailers,
29 wholesalers, and 23 manufacturers).
The JBT’s year-to-year totals also logged a decline. The credit-rating agency listed 25,304 North American jewelry
businesses at the end of the third quarter of 2021, which breaks down to 19,163 retailers (U.S. number: 18,191), 3,671 wholesalers
(U.S. number: 3,450), and 2,470 manufacturers (U.S. number:
2,343).
Market
Trends
At the end of the third quarter of 2020, JBT listed 25,794 jewelry businesses. That’s a year-to-year drop of 490 companies,
or an annual drop of 1.9%.
SOURCE: Rob Bates for JCK; Jewelers Board of Trade (JBT)

New Study Finds 70% of Gen Z-ers Planning
to Do Most Holiday Shopping in Stores
One of the more fascinating finds among several illuminating statistics to surface in
a recent survey is that a large percentage of younger shoppers say they plan to hit the
bricks and mortar in the run-up to the 2021 holiday season.
Seventy percent of Gen Z consumers plan to do most of their holiday shopping
in-store this season, according to the 15th Annual Holiday Shopping Survey from
Accenture. Perhaps surprisingly, 54% of baby boomers anticipate doing most of their
shopping online.
“The pandemic forced older generations to overcome their hesitancy to shop online, an
ongoing trend identified by our findings. On the flipside, younger consumers – who are already comfortable online – appear
to be seeking out services and experiences that go beyond shopping,” says Oliver Wright, Senior Managing Director at Accenture.
Other nuggets from the survey include:
•25% of consumers overall — and 42% of young millennials — said that shared experiences such as cooking classes, carol
singers and children’s play areas could entice them to shop in-store with one retailer over another.
•Consumers plan to spend $598 this holiday season, on average, compared with $539 last year. Most (71%) said they intend
to spend as much or more than they did last year.
•34% of consumers overall — and 52% of younger millennials — are worried about the availability of merchandise and not
being able to buy what they want and need for the holidays. Not surprisingly, the same number (34%) said they plan to
do their holiday shopping earlier this year.
SOURCE: INSTORE; Accenture
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A YEAR
IN REVIEW:
2020 WAS A TRAUMATIC CATASTROPHE AND
2021 HAS BEEN THE HAZY, SHAMBOLIC RECOVERY.

Early on, this shellshocked nation saw hope for our brittle society in a new administration and the
soothing absurdity of Bernie Sanders’ knitted mittens. We in the Diamond District saw that things could
be brighter, too, thanks to an epic overhaul of the district’s iconic diamond poles and sudden removal
of yards and yards of dreary overhead scaffolding. We lost people we loved and people who loved our
district and industry. The arrival of a miraculous vaccine was a welcome exit off the road to doomsday,
until we arrived at the Delta variant. We looked past the spectacular commercial activity stubbornly
confined to the boundary of our one city block, to witness a once-majestic city teetering. Indoors, there
were COVID success stories to celebrate. Outdoors, were violent mobs of Jew-hating, bile-foaming
Palestinian activists injecting peaceful spaces with unsettling new tensions. A last minute reprieve rescued
all of midtown from the city’s ill-conceived Fifth Avenue proposal to bar to all traffic but public buses.
Some will even admit business is solid and profits are rising. But so is inflation. And—good news for the
pre-Rudy nostalgia set—so are rates of slashings and muggings and break-ins and subway platform
shovings and shootings and shootings and shootings. The pace of 2021 has consistently been one step
forward, one step backward. It’s those occasional half-backward steps that keep us moving forward and
willfully believing that as long as 2021 wasn’t like 2020, we must be headed in the right direction.
Here’s to 2022.

In the News

Continued from page 5
“Diamonds in Space.”

Rae says she is currently working with NASA to
become the first jewelry company to send diamonds on
a mission to the International Space Station. Upon their
return, her mission is selling them to the public.
In October 2021, Rae began pre-selling pieces from her
yet-to-be created Diamonds in Space Program, set to be
created with diamonds she plans to have launched into
space and returned to Earth by mid-2022.

By February 2021, New York Loan Company declared
Falcone in default and seized the diamond ring, he
says. At some point later, the ring was sold to an
unknown buyer.

According to Rae, each her diamond creations will have
taken a 10 million mile journey on its way to orbit and
back to her customers on earth.

Falcone is asking a judge to force the pawn shop to
return his ring or else pay him damages, arguing that
the contract violated a state law requiring pawn shops
to wait four months before selling an item.

SOURCE: Dianna Rae Jewelry

SOURCE: Kathleen Culliton for Patch.com

Midtown Pawn Shop Sued By
Ex-Billionaire Over Diamond Ring Loan

Chinese Energy Crisis Threatens
Synthetic Diamond Price Advantage
and Eco-Friendly Claims

A fancy pawn shop in the
Diamond District is being sued by
a troubled billionaire businessman
who says it unfairly pocketed his
expensive diamond ring.
Photo courtesy of Patch.com
(AP Photo/Kevin Wolf; Google
Maps)

Philip Falcone, founder of the
hedge fund Harbinger Capital, filed
the suit Tuesday in Manhattan Supreme Court against
New York Loan Company, a self-described "high-end
pawn shop" based in the International Gem Tower on
West 47th Street.
Falcone, who amassed much of his fortune following
the 2008 financial crash, has in recent years faced personal
money woes: he was fined $18 million by the Securities
and Exchange Commission for alleged improprieties, and
earlier this year appeared to lose his mansions on the
Upper East Side and the Hamptons to foreclosure.
Amid those worries, Falcone entered into a contract
with the pawn shop in April 2019, offering up his ring:
an emerald-cut, 20.45-carat, single-diamond ring worth
about $6.3 million, which he had purchased from Harry
Winston jewelers on Fifth Avenue in 2007.
With the ring as collateral, Falcone received a
$600,000 loan from the shop and signed a contract
requiring him to pay it back by Aug. 24 — or else lose
the ring.
Apparently unable to make the payment, Falcone
managed to win three contract extensions, the last of
which he signed on November 9, 2020. But while that
document was titled "4 Month Loan Contract," its listed
due date was only 15 days later — on November 24, he
contends in the lawsuit. It also included an 18 percent
interest rate, raising his debt to $708,010.
12

"The redemption schedule provided in the November
2020 Loan Contract deprived Falcone of any reasonable
opportunity to redeem the Diamond Ring collateral,"
Falcone's suit says.

Lab-grown diamonds
might be getting much more
expensive soon. The sector
recently has been experiencing
an economic anomaly—rising
consumer demand and declining
prices—the exact opposite of what usually happens in the
supply-and-demand driven free market.
The culprit is China, which is presently struggling
through its worst energy crisis in a decade. Half the
country’s provinces arm forced to ration electricity;
many factories have been closed; and throughout China,
residents are enduring regular blackouts. The nation’s
energy woes may soon be spreading to China’s
burgeoning synthetic diamond industry.
Bloomberg reports that nearly half of all synthetic
diamonds are produced in China. With Chinese
jewelry-grade diamond production falling between
10% and 15% in the last month or so, lab-grown prices
seem to be heading for a severe upswing as supplies
tighten amid falling productivity.
Liu Houxiang, a consultant at the National Gemstone
Testing Center, told Bloomberg that as China’s energy
crisis continues, some synthetic diamond growers have
announced plans to raise prices. But for now, he says the
impact is not too significant.
Of larger significance may be how blatantly the current
crisis disproves the claimed eco-benefits of synthetic
stones. China is heavily dependent on coal for power and
is considered the world’s biggest polluter—responsible for
27% per cent of global emissions of greenhouse gases.
China’s annual rate of opening new coal-fired power
Article Continued on page 17
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HELP SHAPE THE
FUTURE OF THE 47TH STREET
DIAMOND DISTRICT
Despite all our challenges this past year, the Diamond District is stronger than
ever. The Diamond District Partnership / 47th Street BID has always been your
partner in success by keeping the Diamond District safe, clean, and prosperous.

You have an important stake in the present and future of the
Diamond District. To make sure your voice is heard, please join the

DIAMOND DISTRICT PARTNERSHIP
ANNUAL PUBLIC MEETING
Tuesday, January 18th, 2022 at 9:30
Due to COVID-19 social distancing precautions, this year’s meeting will take place entirely online.
To request a direct video or phone-in link, please email: zoom@diamonddistrict.org.

diamonddistrict.org
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Diamond District
Partnership News

DIAMOND DISTRICT ART EXHIBIT
New Zealand artist, Ben R. Clement, allowed
the Diamond District a peek into his artistic mind
through an art exhibition now on display in 26
West 47th Street. Clement, who is now based in
New York, works primarily in sculpture deals with
similarities in industrial and geologic formation.
Clement’s artwork for this exhibition consists
of small sculptures of recognizable humanoid
forms electroformed or etched in copper and
repurposed hardhats filled with concrete and
polished smooth like terrazzo. This exhibition
proposes one to consider the materials human
progress is forged from, and how long it may last.
The Diamond District exhibit, made possible
by the New York City Artist Corps, was a perfect
fit for West 47th Street, was especially fitting
for Clement, who feels energized by and has
reverence for the rare earthborn metals and
gems common to our district.
Images courtesy of Ben R. Clement

JOIN THE DIAMOND
DISTRICT PARTNERSHIP
With our Annual Membership Meeting coming
soon (See ad on Page 13), now is the right time
to sign up to become a member of the Diamond
District Partnership. A membership application
is on the back cover. Join today!
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NETFLIX COMPLETES
DIAMOND DISTRICT INVASION
The Diamond District went full Hollywood for two consecutive Sundays
this October and November when a film production company turned the
district into an elaborate backdrop for an episode of the upcoming Netflix
series, Jigsaw.
From early morning until past nightfall, hundreds of actors, extras,
directors, producers, film crew members, and production personnel were
seen scurrying up and down the block in a desperate race to squeeze every
bit of productivity from the daylight.
Fake explosions and fictional gun battles helped tell the unique tale of a
highly unusual robbery that viewers can see when the series, Jigsaw, comes
to Netflix later next year. For those of us here in the Diamond District, all the
activity was just another day in the office.
A great deal of effort on the part of the Diamond District Partnership
went into coordinating hundreds of logistical tasks, in addition to security
and sanitation, associated with this huge undertaking. The Diamond District
Partnership extends a special note of gratitude to our BID Chairman, Steven
Grauer, for his tireless efforts dedicated to seeing this exciting event through.

Section continued from page 16

diamonddistrict.org
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Diamond District
Partnership News
Section continued from page 15

NEW HOTEL
RISING WHERE
THE OLD ARCADE
ONCE STOOD
A new Intercontinental hotel in the Diamond District
is rising on the site of the old Arcade Plaza that occupied
27 West 47th Street through 32 West 48th Street. The new
31-story hotel will have 534 rooms and a large retail spaced
at its ground level. The entrance to the hotel will be on West
48th Street; the entrance to the retail space will be located
on West 47th.
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In the News

stations and increasing emissions outpaces the rest of
the world combined, says a Global Energy Monitor
analysis, which studies fossil fuel trends.

and embraces diversity in its casting, featuring couples
and individuals that represent every popular permutation
of individuality.

The greater scrutiny on China’s energy sector due
to the crisis is serving to debunk one of the sector's
biggest marketing pitches—that lab-grown diamonds
as an eco-friendly alternative to mined diamonds. While
some diamond growers are powered by renewable
energy like wind and solar, Bloomberg says roughly
three million of seven million carats of jewelry-grade
synthetic diamonds come from China. In the United States,
the Federal Trade Commission already has warned
synthetic diamond companies to tread lightly in
marketing their diamonds as eco-friendly.

Taken together, says Cleaver, the campaign
demonstrates “De Beers' vision, which encapsulates the
essence of our brand’s purpose and enables consumers
to interact with it in new ways, we see an exciting
opportunity to shape the future of diamonds.”

SOURCE: Hedda Schupak for The Centurion; Bloomberg

The World Diamond Council
(WDC) has repeated its call for
reforms to the Kimberley Process
(KP), warning that failure to do
so could lead to a “two-tiered”
industry.

SOURCE: The Centurion; De Beers

Industry Re-Scrutinizes Definition
of Conflict-Diamond

De Beers New Diamond Advertising
Campaign Celebrates Commitment
and Purpose
De Beers says its newest global
diamond campaign is a fresh,
purpose-led brand strategy that
opens a new chapter in the company’s
133-year history. Others aren’t impressed
with its vague, clichéd homage to
“Commitment and Purpose.”
Ad from De Beers' I
DO Campaign. Image
courtesy of De Beers

According to company statements
announcing the new campaign, the
term ‘I do’ is “one of the most significant and timehonored expressions of intent. Deeply emotional and
instantly life-changing, it is an eternal promise between
two individuals to a shared future. De Beers’ new
campaign emphasizes the importance of these powerful
commitments, and takes these two iconic words into
new territory, expanding their meaning to stand for
personal pledges of all kinds: to love, friendship,
family, society, nature, and more.”
Bruce Cleaver, CEO De Beers Group, says, “For more
than a century, De Beers has played a central role in
helping people express their enduring commitment
to their partner. Today we see a new generation of
consumers who wish to communicate a wider
commitment: a commitment to their own personal
development, to their friendships, to their families, to
society, and to the natural world. The meaning of “I do”
has expanded and it’s more relevant than ever, and
diamonds have a broader spectrum of meaning than
ever before.
The multi-channel campaign was shot mainly outdoors,
presumably to signal the brands enduring love for the
environment and undying commitment to sustainability,
diamonddistrict.org

Companies that fall below consumers’ expectations on
responsible sourcing will lose market share, putting many
people out of business, WDC president Edward Asscher
told the annual KP plenary in early November.
Asscher urged KP members to agree to an expanded
definition of conflict diamonds — a long-running topic
of controversy. While there have been some good
devel- opments within the KP, he said, these have not
been enough to ensure consumer confidence.
“Why do we persistently fail to make substantive
progress on expanding the definition of conflict
diamonds — a move that almost all of us understand
is necessary?” he asked. “Will we once again discuss
the subject, hinting that change is within reach, but then
withdrawing at the last moment, leaving us no closer
to a solution [than] we were beforehand?”
At present, the KP designates conflict diamonds
as rough that a rebel group uses to finance conflict.
Delegates have been discussing changes to the
wording for years, as the limited definition excludes
violence by ruling authorities. The WDC, which
represents the diamond trade at the KP, has been
leading the campaign for change.
Diamonds have the potential to “speak to the
aspirations of this new generation” because of their
positive impact on communities, or, alternatively, to
“be rejected as a nonessential luxury item associated
with violence and suffering,” Asscher added. “We have
the ability to decide that choice, but we will do so only
through actions and not empty words.”
SOURCE: Rapaport
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JSA Urgently Advises Jewelers To Upgrade
Cellular-Based Alarm Systems Now
The Jewelers Security Alliance
has a special warning for jewelers:
3G cellular technology, a popular
transmission path for many
jewelers’ alarm systems, is being
phased out. Image: A T-Mobile
4G LTE tower.
Cellular carriers such as AT&T
and Verizon will begin shutting down 3G cellular networks
beginning in February 2022, with all 3G networks shut
down by the end of 2022. These will be replaced by 4G
LTE at the very least.
Presently, all 3G networks are up and operational,
but jewelers should verify with their alarm company if
their system requires an upgrade, and if so, when it will
occur. Some alarm companies will be overwhelmed by
last minute requests and installations, and supply chain
issues may slow the delivery of equipment, so it is wise
to contact your alarm company now, says JSA president
John Kennedy.
For jewelers who do not get an upgrade before 3G
ends, the result could be that they could have degraded—
or no—alarm protection in the face of the many burglary
gangs that have been attacking jewelry firms.
SOURCE: The Jewelers Security Alliance; The Centurion

NYPD Investigate a $1.2 million Jewelry
Robbery in Borough Park, Brooklyn

Borough Park car thieves.
Image courtesy of News4 NY

On a Friday afternoon in
mid-October, two armed suspects approached the open
window of a car idling on
47th Street between 14th and
15th avenues in Borough Park,
Brooklyn and demanded the
67-year-old jeweler in the
driver’s seat open the
vehicle’s trunk.

In surveillance video released by the Borough Park
Shomrim, the two suspects can be seen reaching inside
the driver's side window of a parked car, which is when
the victim was told to open the trunk, police said.
As soon as the trunk door opened, the men allegedly
grabbed pair of black duffel bags containing assorted
jewelry, with a price tag that investigators said was just
shy of $1.2 million. Police said that the pair then took off
in a black sedan with temporary New Jersey plates.
The entire heist lasted all of 30 seconds. No injuries were
18

immediately reported. The NYPD says its investigation is
ongoing.

Mastermind of $13 Million Burglary
Crew Sentenced
Damir “Damian” Pejcinovic,
the leader of an international
team of burglars, who amassed
over $13 million in ill-gotten
gains, was sentenced to 8 years
in prison by a federal judge.
Pejcinovic’s crew was
responsible for numerous
Damir “Damian” Pejcinovic.
jewelry store burglaries that
Image courtesy of JSA
occurred in the United States
and Europe between 2006 and 2017. Assistant US
Attorney Andrew Chan described Pejcinovic by saying:
“It was the defendant who decided where, when, and how
each burglary was going to happen,” Pejcinovic was also
said to typically wait in his vehicle while his co-conspirators
did the “dirty work” of defeating alarms, breaching safes,
and stealing jewelry.
Pejcinovic’s crew was infamous for committing a $3
million burglary on New Year’s Eve in 2016 in New York
City. Upon his arrest in 2018, investigators found a
blueprint of a jewelry store as well as information on
his laptop showing he researched stores in varying parts
of the world. The crew would use sledgehammers and
power tools to breach safes.
SOURCE: The Jewelers Security Alliance

Graff Ransomware Hackers Issue
Sheepish Apology After Messing with
the Wrong Customers
In an unusual mea culpa, the
ransomware gang calling itself
“Conti” issued a weak apology
for hacking into luxury jeweler
Graff’s database last month and
putting the information on the
dark web.
The apology isn’t for planting
ransomware in Graff’s system,
or for releasing confidential
customer information, rather for doing a poor proofreading
job before publishing the stolen data.
Funeral Robber Latonia Stewart.
County DA's Office

The apology also appears to be the product, not of soul
searching, rather self-preservation: Evidently, among the
customers were several royal family members of the
United Arab Emirates, Qatar, and Saudi Arabia, notably,
Vol. 137 | December 2021
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including Saudi Crown Prince Mohammad bin Salman,
who most believe ordered the grisly assassination of
journalist Jamal Khashoggi several years ago.

Jewelry Thief Punch Drunk Since Painful
Encounter with Furious Store Owner
A brazen shoplifter picked
the wrong target when she
attempted to walk out of a
women’s clothing boutique
with an armful of merchandise
and was met with physical
resistance.

According to National Jeweler, most of the stolen
data was fairly mundane customer information such
as their name, home address, and other minor details
easily found within the public domain, as opposed to
confidential information that may have placed them
at risk of identity theft.
The Daily Mail reports, however, that the data dump
went considerably farther to include client lists, invoices,
receipts, credit card information—all with the potential
to embarrass customers who may have been purchasing
gifts for others aside from their significant other.
The mea culpa appeared in an article on
TheDigitalHacker, which showed a screenshot of the
Conti semi-apology that included a pledge to never again
release any information about any of the Middle Eastern
countries’ royal families. Everyone else, however, is fair
game, it seems—including the likes of David Beckham,
Oprah Winfrey, and Donald Trump.
In its statement, Conti—which is believed to have
made millions from its various ransomware attacks—
pledged to implement “a more rigid data review process”
for future hacks. It also claims it hadn't yet auctioned
or sold the data, but it clearly has a huge dislike of rich
Westerners.
“Our goal is to publish as much of Graff's information
as possible regarding the financial declarations made by
the US-UK-EU Neo-liberal plutocracy, which engages in
obnoxiously expensive purchases when their nations are
crumbling under the economic crisis, unemployment, and
COVID,” says the statement.

In a cell phone video of the
altercation, Abby Bullock, the
owner of the Wanderlust By Abby shop in Baton Rouge,
Louisiana, is seen pummeling the thief as she took back
her merchandise.

Image courtesy of Tiger TV

“I got every single thing from her,” Bullock told
reporters. “It added up to be like $650 worth of stuff,
which for big companies isn’t a big deal, but for a small
business, it’s huge.”
Bullock called the incident a learning experience
and said she has taught her employees how to handle
shoplifters.
“I started this store from the back of my Forerunner,
and it’s just grown, and I’ve put in so much work, so
every little piece of this store is literally a part of me,”
she said.
SOURCE: INSTORE; Tiger TV

Fake Bomb Placed Outside Jewelry Store
with Note Demanding Cash and Goods
A man placed a fake bomb
outside a jewelry store in
Maryland, along with a note
demanding jewelry and cash.

Several cyber security and military experts
interviewed by the Daily Mail suspect the suddenly
contrite Conti is now worried about potential revenge
from the Middle East leaders, especially bin Salman, the
Saudi Crown Prince.
Allan Liska, a researcher at cyber security firm
Recorded Future, said: 'Even ransomware groups are
subject to political pressure. My guess is that they had a
conversation with someone in the Kremlin who told them
this was a bad idea.”
“This apology to the Saudis suggests there were some
potentially serious repercussions about to be visited on
the Conti gang,” said Philip Ingram, a former colonel in
British military intelligence. “We may never know if and
where any bodies turn up.”
SOURCE: Hedda Schupak for The Centurion; Daily Mail;
thedigitalhacker.com
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Image courtesy of WJZ-TV

It happened at Sergio’s
Fine Jewelers in Ellicott
City. Authorities recently
released surveillance video
of the incident.

The state fire marshal’s bomb squad determined that
the object was not a real bomb.
According to the Jewelers’ Security Alliance: “While the
suspect didn’t proceed further with the crime, and no loss
occurred, the area had to be closed down by the bomb
squad for the afternoon while investigating the package.”
The Howard County Police Department is offering a
$1,500 reward for information that leads to identifying
the suspect.
SOURCE: INSTORE; WJZ-TV; JHA
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580 Fifth Avenue, Suite 323
New York, NY 10036
(212) 302-5739
www.diamonddistrict.org

2022 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:

